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Section A 
I. Answer any five of the following 			                  (5x2 = 10 Marks)
1. Expand STP.
2. List any four primary needs according to Murray.
3. What is meant by group dynamics?
4. What is non- programmed decision making?
5. Define customer relationship management.
6. Imagine you are a product designer aiming to create a new packaging design for a snack product. How would you apply the concept of "sensory marketing" to make the packaging more appealing to consumers? Provide two specific sensory elements you would incorporate.


Section B
II. Answer any four of the following 			                 (4x5 = 20 Marks)
7. Explain the nature of consumer behaviour in detail.
8. Discuss the impact of social media on buying behaviour of consumers.
9. Discuss the different Learning theories in consumer behaviour. 
10. Who are opinion leaders? List any six traits of an opinion leader.
11. Discuss any five positive effects of consumerism. 


Section C 
III. Answer any two of the following 			               (2x10 = 20 Marks)
12. Explain the key provisions and objectives of the Consumer Protection Act of 2019.
13. List and elucidate the factors that exert influence on consumer behavior, providing real-world examples to illustrate each factor in detail.
14. Discuss the family decision-making model, including its stages and dynamics with examples. 

Section D
IV. Answer the following 					                 (1x10=10 Marks)
15. Case study 

In 2008, the world witnessed the launch of the Galaxy Phone, a product that reshaped the mobile technology landscape, following principles similar to Everett Rogers' Diffusion of Innovation theory. The journey of the Galaxy Phone reflects the strategic adoption phases and influential factors that have propelled its widespread acceptance.
From its inception, the Galaxy Phone demonstrated an adoption curve closely aligned with Rogers' model, consisting of five stages: Innovators, Early Adopters, Early Majority, Late Majority, and Laggards. Innovators, representing roughly 2.5% of potential consumers, were the pioneering tech enthusiasts who eagerly embraced the Galaxy Phone as a revolutionary innovation. They were drawn to its sleek design and innovative features, recognizing it as a game-changer in the mobile technology domain. As the Galaxy Phone gained traction, the Early Adopters, comprising about 13.5% of potential users, joined the ranks. These individuals swiftly recognized the Galaxy Phone's potential as a symbol of prestige, embracing its novelty and unique functionalities. They were more open to change and eager to invest in a device that seamlessly combined various features into an elegant package.
The Early Majority, a substantial group accounting for 34% of potential users, entered the scene as positive word-of-mouth and the introduction of the Galaxy App Store in 2009 expanded the phone's utility. These consumers, driven by pragmatism, sought a dependable and versatile device that could effortlessly integrate into their daily lives. The Late Majority, another 34% of potential consumers, followed suit as the Galaxy Phone became more affordable and prevalent. Initially skeptical of change, they gradually adopted the device as it became the norm, often waiting until their existing mobile phones became obsolete. The Laggards, representing the final 16%, were the last to transition to the Galaxy Phone. Characterized by their resistance to technological change, they clung to traditional mobile devices until external factors compelled them to switch.
Several pivotal factors contributed to the Galaxy Phone's successful diffusion. Most notably, its consistent introduction of innovative features played a central role. The launch of the Galaxy App Store created an ever-expanding ecosystem that attracted developers and greatly enhanced the device's functionality, drawing in users from various demographics and preferences. Equally integral to its success were Samsung's masterful marketing campaigns. These campaigns not only effectively communicated the Galaxy Phone's unique value proposition but also fostered a sense of aspiration and desirability around the device. The "cool factor" and aspirational branding made it not just a practical device but a must-have status symbol. Furthermore, the Galaxy Phone's ecosystem of apps, accessories, and services contributed to the phenomenon by creating network effects. As more people adopted the device, its allure grew stronger due to the availability of a wide range of applications and its seamless integration with other Samsung products.
Questions
a) How did Samsung strategically target and engage with Innovators and Early Adopters during the Galaxy Phone's initial launch phase, and what impact did this have on its diffusion? (5 marks)
b) Explain the role of the Galaxy App Store in the diffusion of the Galaxy Phone. How did it contribute to the expansion of its user base and developer community? (5 marks)
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