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RAN-2008060404040001
M.Com. (Sem. IV ) Examination March - 2026

Consumer Behaviour - 10 (Paper - X)

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.

Seat No.:

Student’s Signature

â. 1.  V|„$L$dp„ gMp¡ : (10)
 1. hgZdp„ ‘qfhs®““p¡ A’® iy„ R>¡?
 2. S>ê$qfepsp¡ A“¡ Ýe¡ep¡ “¼L$u L$fp¡.
 3. C-L$p¡dk® iy„ R>¡?
 4. N°plL$ A“yê$‘sp iy„ R>¡?
 5. OfNÕ’y r“Z®e g¡hp“y„ dp¡X¡$g iy„ R>¡?

â. 2.  hgZ“p rkÝ^p„sp¡ A“¡ “d|“pAp¡ A“¡ N°plL$ hs®Z|L$ kp’¡ s¡d“u kyk„Nssp kdÅhp¡. (14)
A’hp

â. 2.  â¡fZp“u Nrsiug gpnrZL$spAp¡“u QQp® L$fp¡ A“¡ S>ê$qfepsp¡. Ýe¡ep¡ A“¡ â¡fZp hÃQ¡“p k„b„^“¡   
  kdÅhp¡.

â. 3.  N°plL$ hs®Z|L$“p¡ ApL$pf Ap‘hpdp„ k„v$c® S|>’p¡“u c|rdL$p kdÅhp¡. k„v$c® S|>’ A‘ug“p apev$pAp¡“u 
  QQp® L$fp¡. (14)

A’hp
â. 3.  OfNÕ’y r“Z®ep¡ g¡hp“u rhcph“p kdÅhp¡. Ofp¡“p âL$pfp¡ A“¡ Mfuv$u“u hs®Z|L$ ‘f s¡d“p âcph“u 
  QQp® L$fp¡. 

â. 4.  V|„$L$u “p¢^ gMp¡ : (b¡) (12)
 1. hgZ-hs®“ k„„b„^“y„ kfm dp¡X$g
 2. â¡fL$ k„ip¡^“
 3. k„v$c® S|>’ âcph kp’¡ k„b„r^s ‘qfbmp¡
 4. N°plL$ dprlsu âq¾$ep

ENGLISH VERSION

Q. 1.  Write in brief : (10)
 1. What is meant by attitude change?
	 2.		 Define	needs	and	goals.
 3.  What is e-commerce?
 4.  What is consumer conformity?
 5.  What is a household decision-making model?
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Q. 2.  Explain the theories and models of attitude and their relevance to consumer 
  behaviour. (14)

OR
Q. 2.  Discuss the dynamic characteristics of motivation and explain the relationship 
  between needs, goals and motivation.  

Q. 3.  Explain the role of reference groups in shaping consumer behaviour. 
	 	 Discuss	the	benefits	of	reference	group	appeal.		 (14)

OR
Q. 3.  Explain the concept of household decision making. Discuss the types of households 
	 	 and	their	influence	on	buying	behaviour.		

Q. 4.  Write Short Note:(Any Two)  (12)
 1.  Simple model of attitude-behaviour relationship
 2.  Motivational research
	 3.		 Factors	relevant	to	reference	group	influence
 4.  Consumer information processing.


