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Instructions Tor Candidates

{.

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

2. Attempt all questions.

3. All questions carry equal ‘marks.

4. Answers may be written either in English or in Hindi; but the same medium should
be used throughout the paper.
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SECTION A (W03 &)

Attempt any five of the following : (3x5=15}
(i) Explain the term ‘exchange and relationship® from marketing perspective.
(ii) Explain the significance of consumer orientation in marketing.

(i) Discuss the role of publics in the marketer’s micro environment.
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(iv) Write three characteristics of a good brand name.
(v) Write about the significance of ‘price’ to a marketer.
(vi) Differentiate between undifferentiated and differentiated marketing.

{vii) Through suitable examples mention the width and length of a product mix.
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SECTION B (@ug &)

2. (a) What is marketing ? Explain its importance from the perspective of marketer,
consumer and society at large. (8)

(b) Explain how changes in the political and legal environment affect marketing
decisions. (7

OR

(a) Contrast the selling concept with marketing concept ? Why is the societal
marketing concept considered as the best orientation to be used by the
marketers ? : (8)

(b) How does the change in the following demographic factors have major
implications for the marketing decisions in India :

« Growing middle class

« Changing roie of women (7)
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3. (a) “Packaging acts as a silent salesman™, Do you agree ? Explain giving
the considerations that should be kept in mind while designing a good

package. (8)
(b) What are the various factors that influence the marketing decision about
price of a product ? (7

OR

(a) What is product life cycle ? Discuss how sales and profits behave over
the product life cycle and also mention the strategies used at the maturity
stage. 8)

(b) Differentiate between convenience goods, shopping goods and specialty
goods ? €))
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SECTION C (@vs 4)

“Intermediaries play an important role in matching supply and demand”. In the

light of this statement explain the nature and importance of using intermediaries

in the distribution channels ? Also mention the various levels of channels of

distribution. (15)
OR

What is market segmentation? On what basis consumer goods market is
segmented ? What are the features of the market segment chosen by budget
airlines of India ? (15)
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Write short notes on any three : (3x5=15)
(a) Marketing-mix

(b) Product-positioning

(c¢) Tools of Promotion

(d) Cost plus pricing

(e) Advertising Vs Publicity
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