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Instructions for Candidates

ook

Write your Roll No. on the top immediately on receipt of this question paper.

g

Attempt all questions.
3. All questions carry equal marks.

. ¥Answers‘may be:written either in English or Hindi: but thé samé medium should """ h
be used throughout the paper. '
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SECTION A (@E &)

1.~ (a). Critically examine ‘the macro gnvironmental variables that affect thé decisions

taken by marketing department of an organisation. S (1.5)
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(b) What is the significance of expanded marketing mix as opposed to traditional
4 P’s ? Explain. _ : ‘ (7.5)

OR

(a) “Modern marketing is an integrated process of identification, assessment and

satisfaction of human wants.” Justify the statement. (7.5)

(b) Why do marketers study environment? From the following events
in the environment, identify as to what kind of environment these belong

to:
(i) Per capita income of Indians is increasing.
(i) Smart phones are replacing desktops and laptops.
(iii) The population of China is fast ageing.

-+ (iv) A higher number of females are reaching to top positions in corporate
| than before. : (5.5+2)
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SECTION B (W @)

What is market segmentation ? Why is it important for companies to segment
their markets ? Should providers of public services like electricity segment their
markets 7 - _ B (5+5+5)

OR
Write short notes on any three :
(1) Target marketing
(i)) Differentiated marketiné
(1) Concépf of positioning
(iv) Behavioural segmentation

(V) Meaning of segmentation ' (3x5)
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3. (a) Explain the various brand decisions made by marketers. (6)
(b) Explain classification of consumer pfoducts on the basis of (i) durability and
tangibility and (ii) shopping efforts. _ (6)
(c) Explain the marketing strategies adopted in the maturity stage of
PLC. - ' _ 3)
OR
(a) What do you understand by product-mix ? With the help of an example of
a multi-product company, explain width, length, depth and consistency of
product-mix. (10) .
(b) Write a note on product classification. ‘ (5) -
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SECTION C (@g W)

4. What are the various factors that influence the pricing decisions of a business

firm ? Discuss the significance of pricing decisions. (15)

OR

Explain different pricing strategies. (15)
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5. (a)

(b)

(a)

(b)

Explain intensive, selective and exclusive distribution strategies with

appropriate examples. What distribution strategy would you suggest for

marketing : (1) cars; (ii) breakfast cereals. (10)
What is promotion mix ? Briefly explain its elements. (5)
OR

Describe the different channels available to a business enterprise for the

distribution of its products. (10)

What is sales promotion ? How is it different from other tools of

promotion ? &)
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