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But Mr. Peterson had bigger plans: He wanted to bring car sharing to
large cities, and he wanted to turn a profit.
Any entrepreneur knows its tough enough trying to start a small
business selling a garden-variety product or service. So how do you
change the mind-set of a country that sees automobiles as symbols of
status and freedom -- where people often wear their cars like they wear
their clothes?
"The automobile is part of the culture here," says Mr. Peterson. "But,
in general, people are moving away from an age of ownership to an
age of access, meaning people want access to things but they don't
want the costs involved with ownership. And we're effectively giving
them that access minus the costs."
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vi.

In terms of consumer behaviour; culture, social class, and reference 1
group influences have been related to purchase and _______________.
(a) Economic situations
(b) Situational influences
(c) Consumption decisions
(d) Physiological influences
________________ is one of the most basic influences on an 1
individual’s needs, wants, and behaviour.
(a) Brand
(b) Culture
(c) Product
(d) Price
In terms of consumption decisions, middle class consumers prefer to 1
_________.
(a) Buy at a market that sells at a wholesale rates
(b) Buy what is popular
(c) Buy only the brands which sell at affordable prices
(d) Analyze the market and select the best at the lowest prices
Two of the most important psychological factors that impact consumer 1
decision-making process are product _________and product
involvement.
(a) Marketing (b) Strategy
(c) Price
(d) Knowledge
Consumer decision making model includes major decision making
1
components are(a) Input
(b) Process
(c) Output
(d) All of these
Nicosia model focuses on the relationship between………
1
(a) The firm and its potential consumer
(b) The firm and its suppliers
(c) Supplies and consumer
(d) The firm and its partners
P.T.O.
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Q.2
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iv.

Q.3

i.
ii.
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iii.

Q.4
i.
ii.
iii.

Marketing managers should adapt the marketing mix to
___________________ and constantly monitor value changes and
differences in both domestic and global markets.
(a) Sales strategies
(b) Marketing concepts
(c) Cultural values
(d) Brand images
____________ is the definition of reference groups.
(a) Groups that an individual looks to when forming attitudes and
opinions
(b) Groups of people who have been referred to by someone they know
(c) Groups of office colleagues
(d) Chat groups on the internet
Which of the following buying situations are included in
organisational buying?
(a) Straight Rebuy
(b) Modified Rebuy
(c) New task
(d) All of these
Organisational decision making process include(a) Problem recognition
(b) Establishing objectives
(c) Indentifying vendors
(d) All of these
Define consumer behaviour.
What do you understand by Maslow’s Hierarchy of needs?
Discuss the culture, social, personal, family influences on consumer
behaviour with appropriate example.
Discuss the application of consumer behaviour in various fields of
management.
What do you mean by decision making?
Write short note on:
(a) Consumer decision rules
(b) Information Processing
Explain the following Consumer decision processes:
(a) Pre- purchase processes
(b) Post - purchase processes
Attempt any two:
Explain Sheth family decision making model.
Write a short note on Nicosia consumer behaviour model.
Explain Engel Blackwell Model of consumer behaviour.
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Q.5
i.
ii.
iii.
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Q.6
i.
ii.
iii.
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Q.7
1
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4
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Attempt any two:
Discuss the influence of the culture factors on consumer buying
behaviour.
Name two reference groups that are important to you. In what way do
they influence you in your purchasing behaviour?
Explain with suitable example how buying behaviour varies with stages
of family life cycle.
Attempt any two:
Make a distinction between consumer buying behaviour and
organisational buying behaviour.
Explain the prime factors that influence the business buyers.
How do the organisational buyers make their buying decisions?
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Case Study
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The Problem: How do you get consumers to change ingrained
behaviour?
In the late 1990s, Neil Peterson, then a Los Angeles publictransportation official, was travelling in Europe when he stumbled upon
a new approach to owning a car.
Car sharing, which became popular on the Continent in the 1980s, was
aimed at people who owned a vehicle or were thinking of buying one
but were turned off by the expense and hassle of maintaining the thing
full time.
Under car sharing, you didn't buy a car outright; you used it as you
would a time-share property, reserving blocks of time that suited your
needs. If you wanted only to drive to the market, you could rent it for an
hour at a time with a low mileage limit. If you wanted to take weekend
jaunts, you could buy a bundle of hours with a high mileage allowance.
To pick up the car, you'd travel to the closest sharing outlet (usually just
a walk or short bus ride away), and when you were done, you'd drop the
vehicle off there.
The concept wasn't new to the U.S. A number of small nonprofits
sprang up in the mid-'90s that allowed residents to use a vehicle in their
community on an hourly basis.
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i.
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vi.
vii.

viii.

ix.

x.

In terms of consumer behaviour; culture, social class, and reference
group influences have been related to purchase and _______________.
(c) Consumption decisions
________________ is one of the most basic influences on an
individual’s needs, wants, and behaviour.
(b) Culture
In terms of consumption decisions, middle class consumers prefer to
_________.
(b) Buy what is popular
Two of the most important psychological factors that impact consumer
decision-making process are product _____________ and product
involvement.
(d) Knowledge
Consumer decision making model includes major decision making
components are(d) All of these
Nicosia model focuses on the relationship between………
(a) The firm and its potential consumer
Marketing managers should adapt the marketing mix to
___________________ and constantly monitor value changes and
differences in both domestic and global markets.
(c) Cultural values
____________ is the definition of reference groups.
(a) Groups that an individual looks to when forming attitudes and
opinions
Which of the following buying situations are included In
organisational buying?
(d) All of these
Organisational decision making process include(d) All of these

1

Consumer behaviour.
Maslow’s Hierarchy of needs
Explanation on culture, social, personal, family influences on
consumer behaviour with appropriate example.
Each carry 1 mark
(1 mark * 4 )

2
2
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1

OR

iv.

Application of consumer behaviour in various fields of management.
Each carry 1 mark
(1 mark * 4 )
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Q.3

i.
ii.

Decision making
(a) Consumer decision rules
(b) Information Processing
Consumer decision processes:
(a) Pre- purchase processes
(b) Post - purchase processes
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Q.2
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2.5 marks
2.5 marks

5
2.5 marks
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Sheth family decision making model.
Nicosia consumer behaviour model.
Engel Blackwell Model of consumer behaviour.

4
4
4

Attempt any two:
Influence of the culture factors on consumer buying behaviour.
Each carry 1 mark
(1 mark * 4 )
Two reference groups to influence you in your purchasing behaviour
Each reference group carry 2 marks
(2 marks * 2 )
Buying behaviour varies with stages of family life cycle with example
Each carry 1 mark
(1 mark * 4 )

2
4

Attempt any two:
Distinction between consumer buying behaviour and organisational
buying behaviour.
Each carry 1 mark
(1 mark * 4 )
Explain the prime factors that influence the business buyers.
Each carry 1 mark
(1 mark * 4 )
How do the organisational buyers make their buying decisions?
Each carry 1 mark
(1 mark * 4 )
Case Study
The Problem: How do you get consumers to change ingrained
behaviour?
The Solution: Mr. Peterson started Flexcar in Seattle in 1999 with just
five vehicles. His first step, which he has repeated in other cities, was to
partner with local public-transportation boards, universities and
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businesses to help market his program. For instance, in some cities
Flexcar has made deals with transit officials that let the company offer
its customers passes for public buses and trains. And some employers
partially subsidize Flexcar memberships as a perk for their employees.
Mr. Peterson's marketing tried to position car sharing as liberating,
offering slogans such as "Why buy wheels when you can borrow
them?" Flexcar's ads also urge drivers to "Shift your thinking" about car
ownership--don't look at a car as a status symbol but as a means of
getting around. Don't even look at it as property, in fact; think of it
more as a time-share vacation home.
Car sharing "gives you a short-term relationship, kind of like getting a
motel room instead of buying a house," says Michael Marsden, a
professor at Eastern Kentucky University in Richmond, Ky., who
teaches about American car culture. "We as Americans love our cars,
but they certainly drain time and money, and this is an alternative to
that."
Mr. Peterson also pushed price. The average cost of owning or leasing a
new car, including things such as gas, insurance, depreciation and the
car payment itself, totals $625 a month, according to the American
Automobile Association. The average member in a car-sharing program
spends less than $100 a month on car expenses. Flexcar members pay a
one-time $25 membership fee. Someone needing a car only
occasionally can pay as little as $10 an hour with 10 free miles, plus 35
cents each additional mile. Those needing the car more often can select
from five monthly plans starting from $45, for up to five hours and 50
miles, to $725 for 100 hours and 1,000 miles.
Members receive an electronic smart card that allows them to access
any vehicle in the company's fleet after they've called and reserved a
car. If the car that a member initially selects isn't available, he or she
will have to select another car or switch to a different time slot.
But the idea of a large car-sharing program in Seattle encountered some
bumps in the road. Ref Lindmark, a Seattle transportation official who
helped get the Flexcar program off the ground there, says the idea
wasn't well received by a number of potential partners. Some rental-car
companies, which he approached about starting a car-sharing program,
didn't respond to requests. Some small neighborhood car-share
organizations expressed their concerns that the idea just wouldn't work:
Car sharing was a local, niche idea, they felt, and they didn't want to be
part of a national operation.
"We knew we were taking a risk," says Mr. Lindmark, outreach
coordinator for the King County metro area's Car-Sharing Program in
Seattle and a partner with Flexcar. "But we thought wherever you have

urban density, a good transit system and marketing opportunities,
there's a good chance it could work."
And Mr. Peterson discovered his customers weren't exactly who he
expected them to be. Unlike in Europe, he found, people in the U.S.
weren't necessarily interested in replacing their cars altogether, but
rather in using the car-share program as a supplement to public
transportation or a substitute for a second car. Also, Mr. Peterson
discovered that the biggest growth came not from individuals, but from
small and midsize companies that didn't want to maintain their own
fleets of vehicles.
Mr. Peterson quickly tailored his ad campaigns to attract more
businesses as clients, as well as people looking for second cars. The
work paid off. Flexcar remains tiny compared with traditional rental
firms, but its network has grown to 10,000 members in six states,
covering such markets as Chicago, Los Angeles and Portland, Ore. It
plans to expand to 30 more markets by 2008.
Perhaps an even better indication of success: Other car-sharing
programs have popped up since Flexcar got started, including San
Francisco-based City CarShare, Boston-based ZipCar and Chicago's IGo Car.
The Lesson: You can't change ingrained consumer behavior overnight.
But you can carve out a profitable niche by finding and focusing on
very specific markets that might be more conducive to change.
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