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Note :~ Answers may be written either in English or in
Hindi; but the same medium should be used
throughout the paper.
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Attempt all questions.
All questions carry equal marks.
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L. (a) “Marketing begins before production and ends after
Production” explain this statement in the light of
the modern marketing ‘concept. (7.5)
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(b) Differentiate between micro and macro level
environmental variables. Explain with example the
impact of socio-cultural and demographic variables -
on the marketer’s policies. (7.5)
OR
(a) Exp]ain some of the important criticisms Tevied

against marketers with examples. (7.5)

(b) “The modern day marketing revolves around the
consumers,” do you agree, explain giving the
significance of consumer orientation while
designing the market'ing-mix for a vacuum cleaner.

' (7.5)
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2.  Attempt any five of the following: (3x5)

(i) Differentiate between the concept of mass
marketing and target marketing. '

(i) Why is Niche marketing becoming important in
today’s scenario ? Explain with examples.

(iti} Define the coﬁcept of buying motives. List out
some of the important buying motives followed
by consumers while purchasing consumer
durables.

(iv).Eprain the impact of family, social class,
reference groups, and personality traits on ‘the
consumer’s buying bchaviour.

(v) Differentiate between dissonance reducing
.buying behaviour and variety seeking buying
behaviour.

(vi) List out the various stages in the consumer’s
buying decision process.
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3. Explain the marketing communication process
with diagram. What are the steps taken to overcome

the problems of selective attention, retention and
recall ? (15

OR

Describe the various steps involved in designing an
effective marketing communication in detail ?  (15)
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4. (a) Why is personal selling generally a more important
promotional tool than advertising for a marketer ?
Under what conditions might advertising be the
dominant element in the promotion mix ? (16)

(b).Draw a neatly labelled diagram of product life
cycle. Explain the various strategies followed by
marketers in the introduction stage. K

OR

(8) Explain the various factors affecting the choice of
an appropriate promotional mix. - (7.5)

(b) “Critics charge that advertising seeks to manipulate .
its audience, whereas supporters claim that it
merely seeks to persuade”, which interpretation
do you agree with ? Why ? . (1.5)
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5. Attempt any three of the following . (3x5)

(i) Define the concept of integrated marketing
communication. Why is it becoming important ?

(i) Explain the process of IMC. What are the
_various stages involved into it. '

(ifi) Differentiate between the concept of advertising
and publicity.

(iv) Suggest a suitable promotional mix for a ready
to eat Indian processed food.
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