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(iv)  Ethical  issues  in  marketing

(v)  Social  marketing  and  its  impact  on  society
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Paper.
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1.      (a) Explain the meaning and scope of marketing. How
does  modern  marketing  differ  from  traditional
marketing?                                                                       (7)

(b)    Define  the  term  "marketing  mix."  Explain  the
significance of each element of marketing mix  in
achieving marketing objectives.                               (8)

OR

(c) Explain the concept of marketing philosophies. How
do   they   evolve   from   production   to   societal
marketing  concepts?                                                    (8)

(d)   Describe  the  importance  of  technological   and
politico-legal  environment in marketing decision-
making.
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(b)   firm tliredrtcq..<i  (Distribution Logistics) ch Tfty
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tit  / OR

(a)   qfan qTrfu a fan 3Eqia i} qF fitfu i} Tin-rfu
a iffl{aT Trfu ed i.7 cET5{uT rfu HT jRIi

(b)  3Tin. i]q3ft.  a  fin  fa  a.  ha  fain3fr.
(Wholesalers) 3it{ qE{r fainch. (Retailers) ch qgiv

-       tMffll€{1

5       Write  a  short  note  on  any  three  of the  following:

(5*3-15)

(i)  Advertising  and  its  role  in  marketing

(ii)  Sustainable marketing

(iii) Publicity and sales promotion
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(a)    `ds' ist qRrm rml viF fflf is TT7T iPr faun
Sit fin a rm a ed T]{ ed aiftri

(b)   3EqiE ifro q# (product Life cycle) a faRI an
ql  ed  ap  3ft{  fflffi  (decline)  a{uT  a  fu
3qgaE fa"  cbiv.|^ITaq`i. i± Fit a. gHFT anl

4.      (a)   What   are   the   objectives   of  pricing?   Explain

different methods of pricing used by business firms.

(8)

(b) Define distribution logistics. Explain its importance
and  major  components  in  business  operations.(7)

OR

(c)  What  factors  affect  the  pricing  of  a  product  in
competitive  markets?  Illustrate  your  answer  with
examples.                                                                              (8)

(d)  Explain  the  role  of wholesalers  and  retailers  in
the  distribution  network  of consumer  goods.   `(7)

(a)   qu iatfu  (Pricing) ii 3tr ifflT ch ¥? aTqHffiiF
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(a) fin (Marketing) ffiT 3TS rfu air  (scope) maTETl
3iT€ft fin qTca fin a ian fin €7
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IT  / OR

(a)    fin  ed   (Marketing Philosophies)  tft   3]qt]RUTT
qqgiTsol  a  i3tFTa  3TqtTROTT  a  alit  tlMlrqcr,  iin

3]qtlRUTT tliF ian farfu an ¥7

(b)   fin ith-ith  (Marketing Decision-making) a
dqRE (Technological) an tnife xp (Politico-
legal) qfu iFT qga wh aENful

2.      (a) What do you understand by consumer behaviour?
Explain how psychological factors affect consumer
buying behaviour.                                                          (7)

(b)  What  is  market  targeting?  Discuss  the  various
factors   that   determine   the   selection   of   an
appropriate  target  market.                                        (8)
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OR

(c)  Define market segmentation.  Discuss the benefits
and  limitations  of  market  segmentation  for  a
company.                                                                            (7)

(d)  Explain  the  concept  of product positioning.  How
can     positioning     errors     affect    marketing

performance?                                                                  (8)

(a)   3qin  qqgR  (Consumer Behaviour)  a  3m  fflT
wh ¥7  "`iafli@q,  (psychological) 5TRE 3Tha
i} rfe qagR a ian Trfu ed ¥7

q))   aTenl  a±  (Market Targeting)  fflT  a?  T3VgaFT
aca qrml ifr aqT ch ire ed wh faiin ed
tR ed rm'
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(a)   aTen{ fa€ (Market Segmentation) ifl qRwh anl
ian an i% ft qTen{ fa`TrFT i} am  Sit `ae
qtll€{ I

(b)   3HTa  i5qfin   (Product Positioning)  a  3]a€7Tm
enaTFTi f© un .ffi faq" wh ch tsa

2511

Trfu lit di ¥?

3.      (a) What do you mean by product mix? Explain various

dimensions of product mix decisions with examples.

(7)

(b)  Explain  the  role  of  packaging  and  labelling  in
marketing.   How   do   they   contribute  to   brand
identity  and  consumer perception?                        (8)

OR

(c)  Define  a "brand." Discuss  the  qualities  of a good
brand  name  and  the  functions  of  branding  in
marketing.                                                                           (7)

(d)  Discuss  the  various  stages  of  the  Product  Life
Cycle and suggest appropriate marketing strategies
for  the  decline  stage.                                                    (8)

(a)    3Eqra  iin   (product Mix) a   3TTq.  ifflT  rd  ¥?
3ET5{OT rfu 3HTa iin ian i} fifth enzTFT HFEiTsOI

(b)  qtffi air arfu ifl fin a. fflT tRI £7 a ie
qEqTT (brand identity)  Bit 3qin €IT{UIT  (consuiner

perception) a. tra ha ed ¥?
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