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Marketmg

BUS 3E M 01—CONSUMER BEHAVIOUR A.ND MARKETING RESEARCH
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_What are the strategles adopted for costumer attltude change ? _' -

(20 16 Admlsslons)

Part A

N Answer all questtons -
Each questzon carnes 1 we;ghtage

.Explam the role of MIS in understandmg consumer behavlour -
' leferentlate between parametnc and non—parametrlc tests .

' _Explam the unportance of research desrg:n in marketmg research

' '_',leferentlate between scalmg and measurement |
Explam Howard Sheth Model |

. Explam the concept of cogmtwe dlssonance |

PartB

Answer ony four questtons
Each questwn carnes 3 wezghtage

. -_How do symbols and colours aﬁ'ect the cultural values of consumers ?

 exi-oweightag)

_What are - the consumer relevant groups ? How s1gmﬁcantly do they 1nﬂuence consumer
- behavxours ? S S L .

. _Contrast between the fanuly behavmur roles and the 1nd1v1dual roles on purchase decrslons
‘Marketers don’t create needs, needs pre-ex1st marketers dlSCllSS the statement _ S

_ ',__Dlscuss the apphcatron of perceptlon management in customer value creatlon . e

o (4x3= -12_'we_ig'ht.ﬁg§)_-l o
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Part C S

Answer any three questwns P
Each questton co.rnes 4 wezghtage '

_ Assume that you area consultant for a marketer who wants to desugn a packagc for a new premmm
_chocolate bar targeted to an afﬂuent market What recommendatlons would-you prov1de in terms ;
of such package elements as c010ur symbollsm and graphlc des1gn ? lee the reasons for your O
-suggestlons - : : X T

Is there such a thmg as a generahzed oplmon leader ? What is hkely to determme if an ‘opinion ‘
: leader w1ll be 1nfluent1al w1t11 regard to a speclﬁc product category 7 '

T categomes is this strategy most’ hkely to be a: guceess 7
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18 Marketlng Spotllght lee

‘Define extenswe problem solvmg, limited ploblem solvmg and Routme Problem Solvmg What are -
" the dﬂferences among the three: declslon-maklng approaches ? W'hat type of decision process would
“you expect most consumers to fo]low in thelr first purchase of a new product or brand in each of the' .
 following areas (@) Cosmetlcs (b) Computer (c) Moblle (d) Edlble 011 (e) Alr-condltxoner Explam o

' your answers

How should marketers promote products and serv1ces to worklng women ‘? What appeals should

they use ‘? Explam

- Part D
Answer the compulsory questlon.
thh carries 6 wezghtage .

The N1ko story begins W1th its founder, runmng enthus1ast Ph11 nght In 1962 nght_'.."

started Blue Ribbon Sports, the precursor to Nike. Ab the tlme, the athletlc shoe mdustry was

dommated by two German compames, Adidas and Puma. nght recogmzed a neglected .

_ segment of senous athletes who had speclahzed needs that ‘were not’ bemg addressed The-
. concept was sunple Prov1de high- quallty running shoes deslgned espec1a11y for athletes by '
- athletes. nght beheved that “h]gh~ tech” shoes for runners could be manufactured at__"

ompetltwe prices if unported from abroad Wlthout much cash to do any ‘advertising for his

products nght crafted his- “grass roots” phllosophy of sellmg athletlc shoes: Speakmg to
“athletes in their language and on their level sharing their-true passron for running; and . .

' listening to thelr feedback about h1s products and the sport Each weekend Enight ‘would

- travel from track meet to track meet—both hlgh school and co}legxate compet1t1ons-talkmg w1th .

o (s._x 4212 }v.eig'htage)" o

“Evaluate t the strategrc soundness of the concept of guerrllla marketmg For what types of product .
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o athletes and selling- T.;ger shoes from the trunk of his green Plymouth Vahant The company’s
comnntment to demgmng mnovatwe footwear for serious athletes. helped it build a cult following _

o that rapldly reached the Amerlcan consumer By 1980, after just: wnder two decades in the .

. _.busmess, Nike had ‘become’ the fumber one athlet1c shoe company in- the United States
_ Unfortunately for the company, thls wave of success was soon to crest as rival compames -
'-pos1t1oned themselves to take advantage of the aerobms craze, whlch Nike Iargely ignored.
S Companies like Reebok and L.A. Gear developed fashlonable and comfortable products aimed
at women fitness enthusiasts that sold remarkably well Nike refused to join a market it saw

*" ag low in quallty ‘and heavy on: ccsmet1c propertles and contlnued makmg durable,

E performance -oriented products: I,he company. lost millions in: sales and- allowed Reehok {5
' _gam basmally uncontested market share points, By 1987, Reebok had nearly doubled Nike’s
'_market share, ‘with 30 percentage pomts compared to lee s 18. Fortunately for N1ke, thé .

~ -company - chose’ to fight back with product 1nnovatlons and persuaswe marketmg The -

' companys “Alr”? technology rewtallzed the company with the: addltlonal aid of successful -
---advertzsmg campaigns such as the 1987 ——Revolution in Motlon 1 spot for the new Alr Max -

- shoes and the- “Air Ji ordan commerclals When Nike unveiled its now-famous —“JustDoIt” =
’ campalgn in. 1988 Just as Reebok. developed the —Reeboks Let U. B.U. slogan, the company ~ - - |

- was on its way o a full recovery By 1989, Nike had regamed the market leader posmon in
America as market share rose three pcmts above Reebok to 25 percent that year. In the -

. 1990s, Nike continued its consumer focus lee kept its ~finger on the pulsel of the shoe-

' buymg public in part- through the use of EKINs (lee spelled backwards) - sports -loving

- employees whose jobwas to hit the streets to disseminate information about N1ke and find out - ;

~ whatwason the minds of retallers and consumers Nike’s — “Brand Strength Monitor” fonnally

" tracked consumer perceptlons three times. a year to 1dent1fy marketplace trends In areas -

' where it felt less knowledgeable, e, outside of track and basketball, lee was more likely to
comnnssmn custom1zed research studles lee 8 inventory control system, called “Futures, _ .
~also helped it, better gauge consumer response and plan productron accordingly. Innovatwe '

L product development had always been a cornerstone ‘of the company. By 1998 Nike was

_unvellmg a-new shoe style, on average, every day. In 1999, the company put the power to-l o
- 'des1gn shoes in the hands.of its ¢ustomers with the NIKEiD project. NIKEiD enabled customers
to personahze a palr of selected shoe models using onlme customization software The software i
- led consumers through a step-by-step process: customers could choose the size and width of

a 1 the shoes, pick the color scheme, and affix their own 8- character personal ID to the product s

Early reviews of the NIKEiD prOJect were full of crltrclsrn of the lumted select1on and ava11ab1l1ty, .

soless than a year after its debut, Nike added additional shﬂr* models and more customlaatmn o

' optlons while mcreasmg slte capaclty Though the company had become a household name

h throughout the world and more 1mportant achleved the posmon of global sportswear leader, :

o lee was st111 $3 b1lhon shy of reachmg the goal of $12 b:lhon that Phll nght 1n1t1a11y

' -._'I‘urn_ over



mtended the company . to reach by 2000 In a. letter m N1ke ] 2000 annual report nght L
. addressed the issue of how to Jumpstart his company ’s slowed growth and offered the followmg- L

- _formula —We need to expand our connectmn to new categones and toward new consumers.

'_This quotatron 1s 1nd1cat1ve of lee s relentless drlve to bmld wrth a strong consumer focus,

- '- 1 Whlle lee made SIgmﬁcant changes to mamta:ln 1ts global 1eadersh1p posmon, there

appear tobe some problems ity mamtammg and growmg that posmon Is Knight correct "
" in his formula for Jumpstartmg lee 8 growth (last paragraph), or is. the matter more e

‘ complxcated?

2, Develop and evaluate the types of pro and con marketmg envxronmental changes that = '
you see for N1ke Gwen the options and Lhallenges that lee faces, how would youf'_ o

: proceed w1th a strateglc marketmg plan for the ﬁrm ?
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