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Attempt All questions.
i
All parts of a question must be attempted together.

All questions carry equal marks.

1. (a) “Marketing creates value for customers and build
profitable customer relationships and capture value

from customers in return”. Discuss by giving

suitable examples. ' (8)

(b) What is marketing environment? Is it important
for a large company to regularly scan the

marketing environment? Explain your reasoning

with examples. (7

OR
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(a) Why is it important to have a right marking mix?
Explain the components of marketing mix for

FMCG company. , ' (8)

(b) What do you understand by consumer behaviour?
How do socio-cultural factors influence consumer

behaviour? Give examples to support your answer.
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2. (a) Distinguish between:

(i) Differentiated (segmented) marketing and

Concentrated (Niche) marketing.

(ii) Product Differentiation and Market

Segmentation. 8)

(b) Briefly discuss the steps in planning and
developmcnt of a new product. Why do new

products fail to satisfy consumer needs and war[ts?

10!
OR

(a) What is market segmentation? Suggest suitable
bases to segment markets for the following

products:
(1) Smartphone
{(ii) Notebook for school children (8)

(b) How is understanding of Product Life Cycle (PLC)
useful to a marketer? Is PLC universal in its

application? Reason out your answer. (N
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3. (a) Explain the factors that influence the pricing of a

product. (8)

(b) A leading fashion designer is introducing the latest
line of designer. wears for women. ‘Advice her

about an appropriate promotion-mix strategy. N
P.T.O.
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OR
(a) Briefly discuss the following pricing strategies:
| (i) Competitive pricing |
(ii) Discriminatory pricing
(iii) Psychological pricing (8)

(b) ‘Sales promotion acts as a bridge betwéen
advertising and personal selling’, Explain. Briefly
discuss the benefits and limitations of sales

- promotion. ()

() I A FrE- it @ | o e T S
= =W Hi

(@) vw it vew Ramew, wfeaA & fow o 7€ e
i Romew dwen = oww W w3 9/ Iuge
Foi fig wrift @ W ¥ aowe dfm

Jteran
(%) Frafefem dm-fufor orikdl = 8@ § fRw
Eiid

(i) ferr < - Frufeer



587 7
(i) faviEs o - P
(i) aﬁ’lﬁwﬁzﬁ waa Rl
(®) ﬁeﬁaaﬁ#ﬁmmsﬂwwﬁmmﬁﬁ%ﬁaﬁgwm
e 31 e Bfm w8 ¥ R vk @ ok
Gt & faw Al
4. (a) Explain the following trends in marketing channels:
(i) Vertical marketing system
(ii) Horizontal Marketing System
(iii} Multi-Channel Marketing System | (8)

| (b) Why has retail marketing become so important in
India? What are the problems before organized

retail in India? (N
OR

(a) Example the importance of channel of distribution
in marketing of products. What factors affected
the choice of channel of distribution for Jeans.

(8)

P.T.O.
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(b) “Retailing brings about a final point of contact
between climate consumer and the manufacturer”.
Do you agree? State reasons for emergence of

non-store based retailing in India. 7
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5.

Write short notes on any three:

(a) Consumer Production in India

(b) Online Marketing

(¢) Social Marketing

(d) Growing importance of Rural Marketing in India

(e) “Understanding rural consumer is different”,

(3x5=15)
OR

(a) What is rural marketing? How would you plan

marketing mix for rural markets? (&)

(b) What is meant by marketing ethics? What is the
need for ethics in marketing? State the major ethical

issues in marketing, (7)
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