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Q.1 (a) In the present day marketipg is,customer driven. Explain with a suitable example.            (9)

(b) `Modern marketing is an integrated process of identification, assessment and 'Satisfaction

of human wants'. Comment in the light of>importance of marketing.                                       (9)

OR

a)    Define marketing mix, what are its elements, explain w.ith` ,suitable examples.                   (9)
b)    How changes in technological and demographic environment affects a firms' marketi.ng

decisions?  Support with real life example.                                                                                       (9)

Q. 2 (a) what is Market Segmentation? Explain the various bases used for Market Segmentation.    (9)

(b)What is product positioning?  How does it differ from Market segmentation?                      (9)

OR

(a)   `A consumer undergoes a process while making a purchase decision'. iExplain the
Consumer Buying Process with the help of an example of a product.

'(b,),"`Packaging is an 'important t6orl of Sales PromotionJ'.. Comment.



Q. 3  (a),Define the term Product-Mix. What types of deci'si'ons'ne.edto be.t`aken by     I  u+a

marketers  regarding Product mi.x? (9)

(b) Define the term Branding. Differentiate,between individual and urn.brella brandin.g`.       \(9)
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(a)   Explain PLC (product life cycle) with the help of.a diagram. Briefly state strategies to be
adopted.to delay the ehtry` int`6 decline stage the entry into decline stage.                  -. t   (9)

(b)   Distinguish between penetrating and skimming pricing. In your opinion, which of th: two is
better and why?                                                                                                                                  (9)
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Q.4 (a) Suggest the best suitable pricing policy for the following products:

(i) A new home security system

(i) A health-.drin_k                                                 ]                J                     r7
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(b)Whatisachannelof'distrrb:ution?Expiainitsiniporta`pceinmarketingofg9ods.Name

Various types of agents and middlemen.                             ,                                                 `£  "  `.``.(9)

OR

(a)   'EXLprain the vari.buus. fa.ctorsL av`aifable to+a markete+ that affect the ch'6ice of a parti'cular
~}  '*Chapfnel±Ofdi.Strr.i.bUtionL.       ~       fi       i                                     ,\                 "

(b)   (i) Difference between advertisement and publicity.
(ii)Difference between packagingand.labeling         .               r    i `

Q.5   Write short,nQtesio.r[any.three:-I          a                T       i

j,Lr,,     +iij    socta`l rhaikte'ti`ig

(ii)  Socio cultural environment
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.         ,(iii)Me?EKcetingenvironrITentinterfac:`                                        `5      „         .`      r             i+              ,

„       (iv)   Telem,a,rketl.ng                          .

(v) Sustainable markett.ng
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1.  H"Tfro i=rquFT (Social Marketing)

2.  ;TqTfro-qigiv qfiaRT (Soci6-Cultural Environment)
3.finqqtRT3japOrarketingEnvironmentlnterface)
4.  tditTtrm (Telemarketing)
5.  RT f±rquFT (Sustainable Marketing)
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