Consumer Behaviour
Dec 2026 Examination


Q1 A global fashion retailer wants to expand its product range and capture consumers with a high need for uniqueness. These consumers, like Emily, avoid mainstream brands, prefer artisanal or limited-edition items, and use shopping as a form of self-expression. The product development team is designing a campaign for a new personalized collection, but is unsure how to differentiate it from standard offerings and convey its distinctiveness in a crowded marketplace. How can the team apply the concept of need for uniqueness to shape both product design and marketing communications for the new collection? Recommend actionable steps and illustrative examples that leverage exclusivity, customization, and brand storytelling to engage high-uniqueness consumers while maintaining overall brand coherence. (10 Marks)
Ans 1.
Introduction
This global fashion retailer wants to capture consumers with a high need for uniqueness, people like Emily who avoid mainstream brands and use shopping as a form of self-expression. The product development team is designing a new personalized collection, but is unsure how to make it stand out clearly in a crowded marketplace. Need for uniqueness theory explains exactly what motivates these shoppers, since they actively seek products that set them apart from the crowd rather than help them blend in. Applying this theory to both product design and marketing communication can help the collection genuinely resonate with these distinctive, self-expressive 
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Q2 (A) A national FMCG brand recently introduced a dramatic redesign of its flagship packaging, intending to modernize its image and appeal to environmentally conscious millennials. However, after launch, loyal customers reported confusion on the shelves, and the product's market share began to decline. The executive team must assess the failure's root causes, considering the role of consumer imagery, attachment to legacy package elements, and the consistency of the brand's value proposition across channels. Assess the strategic missteps in the brand's repositioning and packaging redesign. Considering both consumer psychology and brand heritage, evaluate how the brand's decision may have disrupted consumer perception and propose an evidence-based recommendation for regaining market confidence without sacrificing innovation. (5 Marks)
Ans 2(A).
Introduction
This FMCG brand redesigned its flagship packaging dramatically to modernize its image and appeal to environmentally conscious millennials. Loyal customers instead reported confusion on the shelves, and market share began declining soon after launch, revealing a serious misstep in how this repositioning was actually executed.
Concept and Application
The Role of Consumer Imagery in Recognition
Consumer imagery refers to the mental picture shoppers form of a brand, built up over years 


Q2(B) GlowNaturals, an urban skincare startup, used premium ingredients and eco-friendly packaging to appeal to health-conscious consumers. However, motivational research revealed consumers were more strongly influenced by desires for social acceptance and esteem, rather than purely health or environmental factors. The CEO seeks advice on reallocating the marketing budget: should the emphasis remain on health benefits and eco-values, or pivot toward campaigns promoting confidence, social belonging, and prestige? Assess the competing priorities in GlowNaturals' marketing strategy by weighing the practical and long-term brand implications of shifting toward esteem and affiliation-based messaging. What is your justified recommendation for maximizing both brand growth and authentic connection with the target market? (5 Marks)
Ans 2(B).
Introduction
GlowNaturals built its brand around premium ingredients and eco-friendly packaging, expecting health-conscious consumers to respond mainly to these functional benefits. Motivational research instead revealed that social acceptance and esteem drive purchase decisions more strongly, leaving the CEO uncertain about how to reallocate next quarter's marketing budget.
Concept and Application
Research Findings
Motivational research points toward esteem and social belonging as the stronger underlying 

