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Differentiate between any three of the following :

Encoding and Decoding -
Needs and Wants _

Advertising and Publicity

Market segments and Niches

Advocate, Expert and Social Channels of

' comimunication -
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(a)

(b)
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“The main task of a marketer is to manage the
demand”. Do you agree with this statement ? Give
your reasons.
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Differentiate between marketing and selling

concept. In what situations, companies can follow

the selling concept and the marketing concept ?
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Or
(a) “The ultimate purpose of an organization is to create
and retain customers”. Do you agree with this
statement 7 Why or why not ?
7V
(b) Discuss the concept of marketing-mix and its
relevance for marketers.
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3. Why do marketers study consumer buying behaviour ?
Explain the various factors affecting consumer’s choice
briefly.
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Or

What is effective marketing communication ? Discuss
the essentials of our effective marketing communication
process.
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4.  What is Integrated Marketing Communication (IMC) ?
Why is it important for firms to adopt IMC ?
1045
Or
Explain the various elements of marketing

communication mix.
15
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5. (a)

(b)

(a)

(b)

Discuss the communication objectives established
through the ‘hierarchy-of-effects’ model.

10
Why is it important for marketers to study-:

marketing environment ?

Or
Describe the major market-segmentation variables
with the help of suitable examples.
10
Explain the concept of positioning.
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