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Course Outcome Statements:

CO1: Recall the internal and external factors influencing consumers’ buying process

CO2: Understand how consumers differ in their behaviours across categories, situations

CO3: Apply the consumer’s decision-making process (DMP) at various stages of the buying process to
make an appropriate decision
CO4: Analyze the consumer decision-making process based on the above frameworks and make
optimal decisions
CO5: Evaluate different forces shaping consumer behaviour and their impact on marketing strategies
COG6: Create a marketing plan based on the frameworks learnt in this course.

Instructions: -

Q. No 1 (All Questions are Compulsory)

Marks
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Questions

Q.1

Case/Case-let Study / Answer the following

PulseWear is an Indian smart wearable brand that became
popular among young professionals for combining fithess
tracking with style. Its sleek design, affordable pricing, and
the tagline “Own Your Rhythm” made it a serious
competitor to global giants like Fitbit and Garmin.

The idea for PulseWear emerged from a small Bengaluru
start-up during the pandemic, when many people began
working from home and paying more attention to their
health. The company launched an Al-driven smartwatch
that not only tracked steps and heart rate but also
suggested personalized daily challenges such as “Take 10
minutes to breathe” or “Stretch before your next call.”
Early buyers discovered the brand through fitness
influencers and YouTube reviews. Many said they were
drawn to the watch because it looked “premium vyet
Indian,” while others liked the motivational nudges that
made them feel part of a healthy-living community.
PulseWear soon became a fashion statement at gyms and
offices, with wearers sharing screenshots of their fithess
scores on social media.

A follow-up customer survey revealed that users often
spent days comparing PulseWear with imported brands
before deciding to buy. The top reasons for choosing it
included trusted local support, integration with Indian
fitness apps, and a balance between price and
performance. For many, the purchase represented more
than just fithess — it reflected a desire for self-discipline,
control, and social recognition.

However, as the brand grew, new concerns surfaced.
Some users complained that constant notifications and
health alerts made them anxious, while others admitted
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they stopped checking their data once the novelty wore off.
A few even felt guilty when they failed to meet daily goals,
saying it made them “feel judged by the device.” Still,
PulseWear’s repeat purchase rate remains strong, and
customers often upgrade when new models launch.

Now, the brand’s leadership wants to understand how
consumers move from curiosity to long-term attachment
— and how to keep motivation high without causing digital
fatigue.

Drawing on the PulseWear case, evaluate how
consumers progress through the buying decision
process.

Answer the following

Examine the external factors that influence the buying
decision-making of consumers while planning a travel
vacation vs. buying groceries. Is there any difference?
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Identify the elements of good brand storytelling for a start-
up in the online music streaming industry (e.g., Spotify)
aiming to build a strong community
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Or

Analyze how Al and algorithmic suggestions are
influencing each stage of consumers' buying decision-
making using the example of buying clothes on Amazon
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For an eco-friendly brand making sustainable clothing,
identify the role of brand culture in influencing the internal
factors that can shape purchases

Level 3

CO3

Answer the following

lllustrate how value co-creation benefits a firm when it
crowdsources ideas with an example
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Namit purchased a brand new car. However, immediately
after the purchase, he started having doubts as one of his
friends gave him a negative review, which conflicted with
his belief about the car. Name the post-purchase
behaviour concept that Namit is experiencing by offering a
suitable justification
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Or

Explain the framework of optimizing vs. satisficing in the
case of buying a smartphone
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Relate to the concept of the endowment effect with an
example
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