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Attempt z1l/ questions'

'41l questions carrY equal tnarks'

All parts of the question must be aftempted together'
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t. (o) "Marketing is a business philosophy that needs to be

adopted in any organisation"' Do you agree ? Give

5

reasons'

*ftqufi qm qT-{$tr-fi gqft luusiness 
philosophy)
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(b) What is Marketing Mir ? Erplain the factors tlrat a nrarketer

needs to keep in mind while developing an appropriate

nrarketing-mix tbr a business firm. 6

fqqun-gryrT Rr t ? sq Hr{s'i H-r efi 
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Or

(sT?rqD

Explain the philosophies of

concept. product concept. selling

and societial marketing concept).

yorrr answer.

rnarketing (production

concept, marketing concept

Cive exanrples to support

lt
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ls it necessary to scan marketing environment ? How micro and

macro environmental factors affect marketing decisions ? Give

suitable examples. tl

fll fqqurq qffir{q 6-r s'T*qM (scan) 6TlI qrr$rm'

t ? 4R qfu etR qqfurrd eknErq qam frqqq fioffi

61 eqrFdd q-rn t | gfud sqr6{q dtqq I

Or

(3Tsqr)

Do you think that there is a need to understand consumer

buying behaviour ? ExPlain.

€r sTrq qq-sa t fu 3q$-ffi dizr 4rER fr qqgqr

3{rq{,Ts't?q{flr{ql

Briefly explain any two factors affecting consumer buying

behaviour.
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What is a product ? What are ditferent layers of a

product ? 6

qm sflr< €r t ? gfi TflK 61 fqf$rfi qfr wt

t?
Differentiate between skimntin'e'-the-cretlt'l and

penetatiotl Pricing' 
5

*tq d qqi 3+R eia:yffi $ffi (sftnrning-the-

crcam and penetration pricing) il 3iil 61fi4q I

a.

(3TsEr)

(n) What is branding ? What are the essentials of a good

6

qdqis*WHIAA
brand ?

qfrsrr€tt?q{
€/

(b) What is the significance of price in marketing of

Products ') 
5
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What do you understancl by promotion-mix ? Explain

various factors aff-ecting promotion-nlix' 6

{qtiq-fttiq t s{rq ffi qq{A t ? q{. riqdq

frqq dI eqrfdd q.{i qrd fdfsrq qrrqii qr quf{

qfrisq I

What is tleanitrg and importance of channels ol'

distribution in nrarketing decisions e 5

fr-d{Bl-q-{ql (ehennels of Distribution) 6'T td{uTfl t{dd

il qr 31?i 3lR q6{l t ?

0r

(3reFrT)

Brietly explain the various elements of distribution

6

logistics' 
i 6r qrh

t{d'rq dFilFgfi (Logistics) * ftftrq a-e

qifrq I

Explain the process of communication used in the

prornotion of Prodr'rcts' 
5

eqslt A {iqdq i {iaqTqtq qi qfflI *.r ertq

qifsq I
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5. Wtite short notes on ally nt'o og ths follorving : 
ll

(i) Packaging and Labelling

('i) Cost'orientedPricing

(i") Fr'tnctions of Retailers

l2l6

(ht lntegrated Marketing Comnrunication'

frqidfiq-d i t t*.-6 A q{ dtqlq ftq!ft ffiq :

(i) t*tri'I 3t{ nrqfti'I

(t,) 6f{d--qq Tq{ (Cost-oriented 
Pricing)
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