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Atiempt all questions.
All questions carry equal marks.
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1. Explain any two:
() Non-Personal Channels of Communication
(#) The Concept of Product
PTO.
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(iif) The Concept of Marketing-Mix '
(#v) The Concept of Value-Chain ‘-
{v) Macro Environmental Factors |
(vi) Consumer Buying Roles.
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- What is market segmentation? On what bases can

markcts be segmented? How is the target market
selected? ‘
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Or (3194 ,

What is Promotion-mix? What arc the advantages and
disadvantages of the different elements of the pro-
motion-mix?
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Why is it important to set commurication objectives?
What are the advantages and limitations of setting the
communication objectives in terms of communication
effects or sales effects?
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(). Explain -the percentage of sales mecthod and

objective and task method of settmg promotional
budget.
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(if) Explain thc communication process with the help
of a model.
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. What do you understand by consumer buying

behaviour? ~ What arc the factors which affect
consumer buying behaviour? Why is it important for
marketers to study consumer buying behaviour?
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(/) What are the various points taken into account
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while designing an effcctive message for com-
munication?
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(if) Explain the concept of Product Life Cycle. Wllhat
arc the strategtes used by marketers in the growth
and-maturity stages of product life cycle?
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5. Differentiate between any two:
(i) Advertising and Publicity
(il Marketing-mix and Promotion-mix
(iif) Advertising and Sales Promotion
(iv) Marketing and Selling
(v) Mass marketing and One-to-one marketing.
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