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Attenipt all questions.
- All the parts of a question should be written together.
Marks are indicated against each question.
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1. (a) Discuss the marketing management o'rientationsv or philosophies that have guided the

-marketing strategies over a period of time. : 7
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What- is Marketing Mix ? Explain the concept and scope of expanded marketing
mix. ' B 8
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Why should a marketer be sensitive to the environment under which he operates ? Explain
how some recent changes in the economic environment had an impact on the marketing
decisions of some companies. A 7
ey 72w Fifwe fe afds wfew § T § gu aedd w1 R TR
FB ®UWE & fauum fved W yuE W= ¥

Briefly explain the Stages in the buying decision process. Do all consumers pass through
all stages in buying,'say a double-door refrigerator and toilet soap ? 8
%4 fiveg gfear & ROl & 949 H W ®wifwe | w® g sude
F4 FHH H (WF AT T R TRSRR AR e W ) Tl =it
§ o E 2




2. (a)

Q)

@

®)

( 3) : 5740
Distinguish between the concepts of market segmentation, targeting and positioning by
taking suitable exarhples. ~ » 7
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What is meant by Product Life Cycle (PLC) ? What strategies may be adopted by a

marketer to lengthen the périod of maturity stage ? - 8
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What is product mix ? Explain, with the help of suitable examples, width,llength, depth

and consistency of product mix. . - 7
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Distingulish between : : 8

(/) Differentiated (Segmented) Marketing and Concentrated (Niche) Marketing.

(if) Packaging and Labeling. .
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How does ériciﬁg policy of a produ;:t affect the other component§ of markéting mix of |

a firm ? Distinguish between cost-based pricing and value-based pricing. 7

S ) #ma Fuko A e THR v $ fauve iy # o wew!
ﬁumﬁamﬁ%?mvwmﬁaﬁmﬁmaﬂiwaﬂmﬁﬁm

fraftr 4 faig wifsg |

Differentiate between : T | 8
()  Push and Pull Promotion Strategies

(if)  Advertising and Personal Selling.
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Discuss the _factors affecting pricing decisions of a prpduct. ' 7
IqE @ wiwa frufor feed @ gl w0 O s w0 R
SISy | | |
‘Sales promoti'on acts as a bridge between advertising and personal selling.” Explain. Briefly

discuss the benefits and limitations of sales promotion.I 8
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‘Despite its growing popularity, the organized retail in India has its own share of

~ problems, whereas Kirana Stores (mom and pop stores) continue to offer many

advantages.’ Discuss. 7
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Differentiaté between intensive distribution, seiective distribdtion, and exclusive
distribution. . - 8
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(a) Write a 'note on Store-based and Non-store-based retailers. | 7
(b) Explain the following trends in mari(eting channels : o -8
(1)  Vertical Marketing System

'(if) Horizontal Marketing System.
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(¢) How are rural markets different from urban markets ? Discuss some of the major problems

and challenges in rural marketing. : . 7
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() What is social maiketing ? How is it différeﬁt from proﬁt-oriéhted marketipg ?i 8
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Why is rural marketing growing in importance in India ? How should a marketer change

the marketing mix to suit rural markets. , 7
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What is online marketing ? Explain its benefits to buyers and marketers. - 8
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