Consumer Behaviour
Jun 2026 Examination


Q1. A leading electronics retailer is experiencing stagnant sales growth despite launching a new high-end smartphone line. The marketing team observes that while many customers express interest and gather information online, few proceed to actual purchase. The product has significant brand differences and a premium price, but reviews indicate concerns about post-purchase support and product reliability. The leadership is keen to improve conversion rates by better aligning their strategies with the consumer decision-making process, particularly focusing on the evaluation and post-purchase phases. Applying the stages of the consumer decision-making process, how should the retailer modify its marketing and after-sales strategies to improve conversion rates and address consumer concerns about post-purchase satisfaction for its high-end smartphones?
Ans 1.
Introduction
The consumer decision-making process is a well-established framework that explains how buyers move from recognising a need to making a purchase and evaluating their experience afterward. For the electronics retailer, the problem is not at the awareness or information search stage. Customers are clearly finding the products and researching them online. The breakdown is happening at the evaluation and purchase stages, and dissatisfaction may be building at the post-purchase stage due to concerns about reliability and after-sales support. The retailer must redesign its strategies around these specific pain points to convert interest into purchase and 
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Q2 (A). A global cosmetics brand is considering a revamp of its product packaging to appeal to environmentally conscious consumers. While the current design embodies luxury through intricate detailing and premium materials, new concepts feature minimalist, recycled packaging to convey sustainability. Internal stakeholders worry that the shift might alienate high-end customers, whereas others argue it is essential for contemporary relevance. Company leaders seek an assessment of the strategic trade-offs involved in reimagining packaging image amidst evolving consumer expectations. Critique the competing perspectives (luxury-focused and sustainability-driven). Choose one of the perspectives/approaches and briefly justify your choice.
Ans 2a.
Introduction
Packaging plays a dual role in luxury cosmetics. It is both functional protection and a brand signal. When a global cosmetics brand considers shifting from premium intricate packaging to minimalist recycled materials, it is essentially asking whether its brand identity should evolve or stay anchored to its heritage. Both perspectives carry genuine merit and real risk.
Concept and Application
Consumer perception research consistently shows that packaging is one of the first cues that 


Q2 (B). An established fast-food chain is facing stagnation in sales for its standard meal offerings, despite their emphasis on affordability and accessibility (physiological needs). A new marketing director proposes a rebranding campaign that integrates community-based programs (social needs), introduces limited-edition premium menu items (esteem needs), and collaborates with local celebrities for endorsements. The executive board is concerned about the effectiveness and coherence of this multi-pronged strategy in revitalizing the brand. Critically assess the board's concerns regarding the integration of multiple levels of Maslow's hierarchy in the proposed campaign. Evaluate and briefly explain whether a layered needs-based approach or a focused, single-level strategy would better stimulate consumer motivation and sustainable sales growth for the fast-food chain.
Ans 2b.
Introduction
Maslow's Hierarchy of Needs is a motivational theory that organises human needs into five levels, from basic physiological needs at the base to self-actualisation at the top. Marketing campaigns can be designed to appeal to one or multiple levels simultaneously. The fast-food chain's proposed campaign attempts to address physiological, social, and esteem needs together. The board's concern about coherence is worth taking seriously because without a unifying brand 
