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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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All questions carry equal marks.
All parts of a question should be aﬁsii/efed together.
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1. (¢) ‘“‘Modern marketing is consumer driven.” Comment and bring out the difference between

marketing and selling. o - , S 8

('h) Explain in brief the marketing concepts or philosophies that have guided marketing snategies

of business firms over a period of time. . ' 7
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(¢) What are the t:omporients of marketing mix of a business firm ? Why is it important

to have a right marketing mix ? ' | g

-

(b) Define marketing environment. Why should a marketer be sensitive to the marketing

environment ? _ | . | 78
(m)aﬁaﬁaﬁtﬁd%ﬁqmﬁaﬁ'mam% 714'6"11%mﬂﬁﬁ=t%1r@=na=it
e A ¥ ?

(@)ﬁqvﬁqatamaﬁuﬁwaﬁm tﬁcrmﬁaia?lmmﬁmﬂwiam
%uﬁaﬂaﬁsﬁa‘mm? : '

2. (¢) Discussany four bases of market segmentation giving their suitability. ' g

(b) Why is it important for marketers 10 study consumer behawour ? Also discuss the impact

A

of cultural factors on consumer behaviour. : ' 7
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(«) Briefly discuss the different stages through which a consumer goes throm-xgh while bléying
a consumer durable product. o 8

(h) _“Market segmemation and product positioning ‘are the foundations of sound market

planning.” Comment . ' . ' 7
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3. (a4) Differentiate between penetration pricing and skimming pricing. Which of the pricing

policy will you recommend for a new product and why ? 8

© (b) . What is branding ? What are the branding decisions a company must take before offering

its product to the target market ? : 7
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(@) Explain the concept of Product Life Cycle with the help of a diagram. Why do many
- products fail dqring the initial stages ? | l | 8
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] o 3] What fagtors should be considered by a marketer in determining the price of his
producl ? Explain‘in brief. . ' ‘ : 7
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4, . () Retallmg scenario in India is undergomg a revolutionary change ? Elaborate thls

statement. ‘ ' : ' 8
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. (h) A reputed electronic company has launched an electronic cordless broom in the market,
The product price at Rs. 2 000 is targeted at middle income households. What -
" positioning strategy would you suggest for this ploduct and why ? What could be the

CoNnsequences if this product is not rightly positioned 7 -7
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() -Why do FMCG compénies find i‘ural'market; attractive ? Also discuss the four de or

challenges for rural marketers. _ ) ’ ' 8

(h) What is sales promotlon ? Explain any five techniques of sales promotion used by

modern business hrms . ‘ ‘ 7
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5. Write short notes on any (hree of the fo]l'owmg T | .15
(C-l) _Sféiective énd inlen'sive distribution
(h 'Direct nmfketing : |
{¢) Marketing of services 7
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