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Atternpt all five questions.
All gquestions carry equal marks.
Attempt all parts of a question together.
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(a) “Marketing begins before production and
continues after sale.” Comment.
(b) What do you mean by marketing mix ?

Explam the concept and scope of expanded .
marketing mix.
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() Briefly discuss the stages in the evolution
of modern marketing concept. 7

(b) Why is it necessary for a marketer to scan
marketing environment ? How changes in
cultural environment  affect marketing
decisions ? 8
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2. (@) Discuss the role of social and psychological
factors in taking a purchase decision by a
consumer, 7

(b) What is meant by segmentation ? Suggest
suitable bases to segment market for the
following products : 8

(@) Car
(1} Mobile Phones
(i) Airlines Travel
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(b)

Briefly discuss the various stages through
which a consumer goes through while
buying a consumer durable product, say, a
laptop. Does a consumer has to go through
all the stages while buying a product ?

What is meant by product life cycle 7 What
are its various stages ? Explain the
marketing strategies adopted in the maturity
stage of PLC.
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What do you mean by test marketing ? How
it is different from concept testing ? Discuss
why a marketer prefer to go for test
marketing before launching a product.

Differentiate between penetration pricing
and skimming pricing. When these two
pricing policies are most suitable ?
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How does sales promotion complement

advertising and personal selling ? 7

What are the major marketing logistics

decisions ? Briefly explain each one of them. 8
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“The present retailing scenario in India

is undergoing a revolutionary change.”

Explain. 7

As a marketer, what modifications you will

incorporate in marketing mix of-a FMCG

company to make it suitable for rural

market ? 8
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(a) Briefly discuss the rights of consumers and

the machinery for redressal of consumer

grievances under the Consumer Protection
Act, 1986. 7

(b) Distinguish between any two : 8
(i)  Push and Pull Strategy
(i1} Selective and Intensive Distribution
(i) Advertising and Publicity.
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T
(i) TFES AR TEARTF (Selective and
Intensive) faeor
(i) fammE @R UM (Advertising and
Publicity)
_ Write short notes on any three : 3Ix5=15

(i) Green Marketing
(ii) Marketing Ethics
(iii) On-line Marketing
(iv) Brand Positioning
(v) Social Marketing
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