
  P. T. O. 

 K-513  

September - October 2020 
Master of Business Administration (MBA) Examination 

(Full Time) (New) Fourth Semester 
FT-405M : CONSUMER BEHAVIOUR AND RURAL MARKETING 

               [Max. Marks 80 

Special Note : Word limit for answer of each question is 250 to 300 words. 

Note : Attempt any four questions from Section A. Each question carries 15 marks. Section B 
is compulsory and carries 20 marks.    

Section A 

1. What do you mean by Consumer Research ? Why is it necessary for a marketer to perform 
consumer research in today’s buyer’s market ?  

2. Write a note on Howard-Sheth Model of Consumer Behaviour. 

3. Is it realistic to represent the buying process as a simple linear process ? What factors might 
complicate such apparently smooth process ? 

4. Enumerate the meaning of the term Rural Environment. Discuss the role of infrastructure and rural 
trade practices in Rural Marketing. 

5. Explain the role of advertising, sales promotion, publicity and personal selling in Rural Markets.    
Section B 

6. Read the case carefully and answer the questions given at the end :  
IMPULSE SHOPPING 

 
“The sweater was following me” the 38-year-old man said, “I had gone on to a different part of the 

store, but it pulled me back to the men’s dept., where I finally bought it.”  
That might be an extreme example, but similar feelings are common among people who engage in 

impulse buying, says an assistant professor of marketing. Nine out of ten people have succumbed to the 
urge to make an unplanned purchase, and most regret it later, says Mr. Aggarwal who recently surveyed 
more than 500 people to find out how they feel when that happens and how they resist the urge.  

Many said, the sudden urge to buy is exciting, thrilling, simulating  almost like falling in love. 
“The impulse can be so strong that it even produces physical symptoms such as goose bumps, hot flashes 
and tingling sensations”, said Mr. Aggarwal adding that “at the same time, the impulse also triggers 
feelings of guilt, distress, helplessness, and even panic.” “This ambivalence emphasizes the psychological 
complexity. Much marketing research has treated it simply as unplanned purchasing, but it is not just that. 
Essentially, impulse buying is an irrational process in which the urge to gratify an impulse triumphs over 
the rational parts of the mind,” he said and it can be a powerful force.  

According to Mr. Aggarwal, most of the people he interviewed for the survey said that they felt 
hypnotized or mesmerised during an impulse buying episode. “They said they would find themselves 
moving towards a cashier as if in a dream. Others animated the objects of their desire. They talked about 
candybars calling out to them, about shoes starting at them. This way of thinking allowed them to transfer 
some of their guilt onto the product itself,” he informed.  

Resistance often is not easy, and people use a wide variety of strategies to maintain, or regain self-
control, the survey showed. More than 70 per cent of the respondents said they tried to conduct an 
emergency cost-benefit analysis on the spot, asking themselves questions such as these : Do I really want 
it ? Can I afford it ? Would I get my money’s worth or would I use the product once and forget it ? 
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Several other techniques were also reported by the respondents : 
(1) Distancing themselves in time or space by trying to wait for the urge to go away or by leaving 

the store or the department. 
(2) Substituting a small purchase for a larger, more costly or flattering one. 
(3) Imposing rationing devices such as leaving credit cards at home and carrying a limited 

amount of cash. 
(4) Inviting others to shop with them knowing that they are more likely to succumb to the 

impulse buying urge when they are alone.  
However, according to Mr. Aggarwal, the survey shows that such strategies frequently fail. “At 

their strongest, impulses to consume are impossible to resist. And recent marketing innovations such as 
24-hour retailing, instant credit and telemarketing make the urge to buy even easier to gratify, without 
even setting foot in a shopping centre,” he remarked.  

According to him, more than 80 per cent of the respondents said they had suffered negative 
consequences in the wake of impulse buying episodes. These included financial difficulties, 
disappointment with the product and the disapproval of other people.  

Talking on its psychological impact, Mr. Aggarwal intones, “some people suffer a tremendous 
amount of guilt just for having the impulse, irrespective of whether they give in to it or not.” “On the other 
hand”, he added, “some people said that impulse buying elevates their mood and boosts their energy. For 
them, giving in to the urge is a highly satisfying experience  a way to fill the emptiness of their lives, 
either literally or figuratively.” 

Questions : 

1. What are the consumerism issues that exist for impulse shopping ? 

2. What are the suggestions to improve over the impulse shopping ? 

3. Discuss the problems of impulse buying. 
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