Consumer Behaviour
Q.1: A start-up is launching a line of eco-friendly travel gear, aiming to attract environmentally conscious and adventurous consumers. The team has identified that their target market includes individuals who are curious, imaginative, and value sustainability, as well as those who are detail-oriented and prefer reliable, high-quality products. The company wants to use the Big Five personality traits model to segment the market and tailor its marketing strategy, but is unsure how to translate these personality insights into actionable campaign elements. Based on the scenario, how should the marketing team apply the Big Five personality traits framework to design a targeted campaign for a new eco-friendly travel gear brand, ensuring the messaging and product features resonate with consumers high in openness and conscientiousness?
Answer:
Introduction:
When a start-up introduces a new line of eco-friendly travel gear, its success depends not only on the quality of the products but also on how well it understands and connects with its target audience. Marketing strategies are most effective when they align with the personality traits, values, and motivations of consumers. The Big Five personality traits model, often called OCEAN (Openness, Conscientiousness, Extraversion, Agreeableness, and Neuroticism), is a useful psychological framework to segment customers and design campaigns that truly resonate. In this scenario, the company has identified that its ideal customers are adventurous, imaginative, and sustainability-focused, showing high levels of Openness, while also being detail-oriented, disciplined, and quality-conscious, reflecting high Conscientiousness.

NMIMS University Online Solved Assignment – December 2025
Buy complete NMIMS solved assignments for the December 2025 session.
General/Generic Assignment at just ₹200 per assignment.
Customized/ Unique Assignment at just ₹500 per assignment.
Contact No: +91 9741410271 (WhatsApp)
OR
Mail to: smu.assignment@gmail.com
Our website: https://mbaassignmentsolutions.com

Q2 (A) A global cosmetics company is launching an eco-friendly skincare line targeting environmentally conscious millennials. Market research reveals that this segment has high expectations for sustainability and transparency, and is motivated by both ethical values and personal wellness. However, past greenwashing scandals in the industry have made consumers skeptical of new claims. The marketing team must decide how to craft messages and select channels that will break through selective perception filters and build genuine trust. Critique the role of consumer expectations and motives in shaping selective perception during the launch of a new eco-friendly skincare line. Evaluate how marketers should tailor their communication strategies to align with these psychological factors, and justify which approach would most effectively overcome skepticism and drive adoption.
Answer:
Introduction:
Launching an eco-friendly skincare line in today’s market is both an opportunity and a challenge. Millennials, the target group, are deeply concerned about sustainability and ethical practices, and they want products that reflect these values. However, years of greenwashing scandals in the cosmetics industry have made them wary of marketing claims. This means that their expectations and personal motives such as ethical consumption and wellness play a strong role in how they perceive and filter brand messages. To succeed, marketers must not only deliver the right messages but also communicate them in ways that appear credible, transparent, and aligned with consumer psychology.

Q2 (B) A global luxury brand is planning to expand its presence in both Western and Asian markets. The marketing team proposes to segment and target consumers based on Maslow’s hierarchy of needs, designing campaigns that appeal to esteem and self-actualization in the West, and to social and safety needs in Asia. However, some executives are concerned that this approach may not fully capture the complexity of consumer motivations, especially given cultural differences and the tendency for needs to overlap. The team must decide whether to proceed with this framework or adapt it. Critically evaluate the decision of a global luxury brand to use Maslow’s hierarchy of needs as the primary framework for segmenting and targeting consumers in both Western and Asian markets. Considering cultural differences and the overlapping nature of consumer motivations, what improvements would you recommend to enhance the effectiveness of their marketing strategy?
Answer:
Introduction:
A global luxury brand aiming to expand in Western and Asian markets faces the challenge of understanding diverse consumer motivations. Using Maslow’s hierarchy of needs as the primary framework for segmentation, the brand intends to target esteem and self-actualization needs in the West, while focusing on social and safety needs in Asia. While this approach provides a structured lens to understand consumer desires, it risks oversimplifying complex behaviors. Cultural differences, economic contexts, and individual preferences may not strictly follow Maslow’s hierarchy, and consumers often pursue multiple needs simultaneously, making it crucial to critically assess and adapt the framework for more accurate targeting.
