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"Note : Answers ‘may | be wrltten either in Enghsh or in Hindi; but the same medlum should be

used throughout the paper
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“(a) Drstmgulsh between marketmg concept and selhng concept Support your answer wrth v

someIndlanexamples T I . A

- (b) ~ What is marketing mix 2Explain its main comvpo'ne'nt‘s.v S 345
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(a) : D-i'_fferen.ﬁate 'betwe}en néeiis, wa}nts_and demand,, o - ._ 5 o
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o Analyze the main determmants of m1cr0 and- macro-rriarketing environment. Explain the

' 51gmﬁcance of marketmg env1ronment in Indian context. o o 15
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(@ What is meant by. Product Positioning ? Discusé'the major bases of 'poéitioning a

product? T . . '3+5: 
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- (b) Differentiate between a segment and a niche. Suggest suitable bases to segrnent_ markets

for the foliowing products S - S 344
- (t’). Mobile Phones

(zz) Fashlon footwear
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What is product mix ? Explaln W1th examples, the width, depth and consmtency d1mens1ons |
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: '(a) Discuss the meamng of the term product in the context of marketmg ' 5

(b) Explam the concept of Product hfe cycle (PLC) with dlagram What are the main features*
of dlfferent stages of PLC ? - . . . 5+5
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" (i) Discrimination or dual pricing
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Discuss various factors affectmg the pr1ce determmatlon ofa product e 15
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(b) Dlscuss the meanmg and advantages of advertlslng N R 5
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“(a) ' »Dis_cus's the nature and significance of channel decisions in ntark_eting.a product. 10

(b)) ~E§<plaih personal selling as a tool of promotion-mix.' | S 5
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5. (a) Dlscuss the concept of intensive, selectlve and excluswc distribution in the context of ‘ .




