

Consumer Behaviour

Sep 2025 Examination

Q1. A food supplement company is targeting middle-class working couples who must choose between purchasing a two-wheeler for commuting or investing in their children’s nutrition. The brand manager is considering using the laddering technique to connect the supplement’s features to deeper consumer values, aiming to position the product as a priority despite limited budgets. How should a brand manager apply the laddering technique to link product features to consumer values when marketing a health-focused food supplement to middle-class families facing budget constraints? (10 Marks)

Ans 1.

Introduction 
In the highly competitive health and wellness sector, understanding consumer motivations is critical, especially when targeting middle-class working couples balancing multiple priorities on a limited budget. A food supplement company aiming to position its product as a necessity rather than a luxury must go beyond traditional marketing tactics. One effective tool in consumer behaviour research is the laddering technique, which delves deep into the psychological reasons behind consumer choices by connecting product attributes to personal values. For middle-class families deciding between practical investments like a two-wheeler or health supplements for their children, understanding the emotional and value-driven 
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Q2. The startup’s initial user base consists of early adopters who are enthusiastic about technology, but the company aims to expand to mainstream users with diverse motivations. Some team members argue for a feature-rich, customizable app, while others advocate for a simple, intuitive interface. There is also debate about whether to emphasize financial rewards, social sharing, or personal achievement in marketing messages. A fintech startup is designing a new mobile app for personal finance management. The product team is debating how to segment and target users based on personality traits such as innovativeness, need for cognition, and materialism. Evaluate the implications of using personality-based segmentation for product design and marketing, and recommend how the startup should balance functional, hedonic, and social factors to maximize adoption. Justify your recommendations with reference to consumer behavior theory. (10 Marks)

Ans 2.

Introduction 
In a rapidly evolving fintech landscape, understanding user diversity is essential for designing effective and engaging personal finance apps. While early adopters may be driven by enthusiasm for technology and innovation, mainstream users exhibit a wide range of psychological traits and motivations. A one-size-fits-all approach to product design and marketing can alienate potential users with varying cognitive preferences and lifestyle values. By adopting personality-based segmentation—focusing on traits such as innovativeness, need for cognition, and materialism—startups can better align their features and communication strategies with user expectations. Additionally, balancing functional (usefulness), hedonic (
Q3 (A) An insurance company is developing a child welfare scheme for middle-class working couples who must choose between various financial priorities. The strategy should link product features to core consumer values. A national insurance company wants to design a new child welfare scheme that resonates with middle-class working couples facing competing financial priorities. As the product development lead, synthesize a product and communication strategy that addresses the unique decision- making dilemmas of this segment, using the concept of laddering to connect product features to consumer values. (5 Marks)

Ans 3a.

Introduction 
Middle-class working couples often struggle to balance present-day expenses with long-term financial planning for their children. When faced with competing financial obligations like home loans, school fees, and daily living costs, insurance may not appear as an immediate priority. However, a well-crafted child welfare scheme—designed with emotional resonance—can gain traction if it connects core product features to deeper parental values. Using the laddering technique, insurers can develop and market their product in a way that 

Q3(B) A retailer faces declining repeat purchases and negative reviews after launching new smart home devices. The marketing team believes post-purchase dissonance and unmet expectations are causing dissatisfaction. The company wants to improve customer experience and foster loyalty. A leading electronics retailer has noticed a sharp decline in repeat purchases and an increase in negative online reviews, particularly after launching a new line of smart home devices. The marketing team suspects that post-purchase dissonance and unmet expectations are driving customer dissatisfaction. As the new head of customer experience, create a comprehensive post-purchase engagement strategy that addresses cognitive dissonance and enhances customer satisfaction, ensuring long-term loyalty. (5 Marks)
Ans 3b.
Introduction 
With smart home devices becoming increasingly complex, customer dissatisfaction often stems from unmet expectations or difficulty in setup and use. A surge in negative reviews and declining repeat purchases suggests the presence of post-purchase dissonance—a cognitive discomfort when product experience does not meet the buyer’s expectations. As the new head of customer experience, the focus must shift towards nurturing post-purchase engagement 








