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RAN-1901130603050001
M.A. (Sem. III ) Examination March - 2026

Psychology (Paper - 15) Consumer Psychology - I

Time: 2 Hours ] [ Total Marks: 50

k|Q“p : / Instructions

(1) D‘fp¡¼s v$ip®h¡g rhNsp¡ DÑfhlu ‘f Ahíe gMhu.
 Fill up strictly the above details on your answer book.

(2) S>dZu bpSy>“p A„L$ âñ“p ‘|fp NyZ v$ip®h¡ R>¡.
 Figure to the right indicates full marks of the question.

Seat No.:

Student’s Signature

â.1.  “uQ¡“p âñp¡“p„ v$ip®ìep dyS>b S>hpb Ap‘p¡.  10
  Answer the following question as directed.

 1. Ål¡fps A„N¡“y„ â’d ‘yõsL$ L$p¡Z¡ A“¡ ¼epf¡ âL$pris L$ey¯ lsy„?
 	 Who	published	the	first	book	on	advertising	and	when?

 2. ep„rÓL$ kp^“p¡“p “pd S>Zphp¡.
  Give the name of mechanical tools.

 3. Ål¡fpsdp„ Ýep““p OV$L$p¡ S>Zphp¡.
  Give the factors of attention in advertisement. 

 4. b°pÞX$ hapv$pfu A¡V$g¡ iy„?
  What	is	Brand	Loyalty?

 5. Å¡Md“p âL$pfp¡ S>Zphp¡.
  Mention the types of risk

 

â.2.  D‘cp¡¼sp d“p¡rhop““p¡ A’® Ap‘u, s¡“y„ Aæepkn¡Ó hZ®hp¡.  13
  Define	the	consumer	psychology	and	describe	its	study	field.

A’hp

â.2.  D‘cp¡¼sp d“p¡rhop““u Aæepk ‘Ý^rs sfuL¡$ kh£nZ A“¡ dygpL$ps ‘Ý^rsAp¡ rhNs¡ QQp£. 13 
  Explain the survey and interview as a study method in consumer psychology.

â.3.  qinZ“p¡ A’® Ap‘u, rinZ âq¾$ep“p dy¿e rkÝ^p„sp¡ kdÅhp¡. 13
  Give the meaning of learning, explain the principles in learning process

A’hp

â.3.  âÐenuL$fZ“u âq¾$epdp„ hõsygnu OV$L$p¡“y„ dlÐh kdÅhp¡. 13 
  Explain the importance of objective factors in perception process.
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â.4.  hZ®“pÐdL$ $“p¢^ gMp¡ (Nd¡ s¡ b¡) 14 
  Write a descriptive note: (Any two)

 1. D‘cp¡¼sp d“p¡rhop““u D‘ep¡rNsp
  Importance of Consumer Psychology

 2. Ål¡fpsdp„ k|Q““y„ dlÐh
  Importance of Suggestion in Advertisement

 3. rinZ âq¾$epdp„ â¡fL$p¡“u c|rdL$p
  The Role of drives in learning process

 4. âÐenuL$fZ“p k„NW$““p r“edp¡
  Principles of Integration in Perception


