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Note :

Attempt any five questions. All questions carry equal

marks.

Explain the growth of consumerism in Indian
context with suitable examples. Summarise

various regulations affecting marketing in India.
10, 10

Compare and contrast market research with
marketing research. Discuss significance of
Maslow’s hierarchy of needs for understanding
consumer behaviour. 10,10

Discuss the characteristics of an organisational
market and explain the various bases on which
an organisational market may be segmented. 12, 8

How do services differ from products ? Explain
the various classification schemes for services
giving suitable examples. 10,10
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5.  Explain briefly the following concepts of pricing
with examples. 55,55

(a) Perceived Value priciﬁg
(b) Differential pricing
(c) Sealed-bid pricing

(d) Price - demand relationship

6. (a) Describe the provisions of the Essential
Commodities Act in so far as they relate to
regulation of price. 10, 10

(b) Explain various steps involved in the
channel design decision with suitable
examples.

7. (a) Whatroles do the intermediaries play in the
distribution of products ? 10, 10

(b) “Consumer service and cost reduction are
two bench marks of an effective system of
marketing logistics”. Comment.

8. (a) Explain the concept of integrated marketing
communication and describe the reasons of
its growing importance. 10, 10

(b) Is personal selling equally relevant in all
situations ? Discuss with appropriate
examples.
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9. (a) What products are considered suitable for
mass advertising, direct advertising and
interactive advertising ? Explain with
examples. 10, 10

(b) Compare and contrast green marketing
with social marketing.
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TH.E1.31.-06 : fauurT weier

THT : 3 g 3IfeBad 3% : 100

ﬁz.-%ﬁ?’m%w#%mz%@m gt go ) & 3 THrT &

1.

YRaa wed o 3fad semtel & w1y, SudieER %
forra =1 =ren wifsw yrRa | faaom &1 ganfag

mﬁaﬁﬁfwﬁ'ﬁﬁmﬁwm&ﬁéﬁmm 10

VAR STTEY ' Qe fqur ST7um’ &t o Rt
I9IHT SRR H WA B AFA & YreavIEed &
IS (hierarchy of needs) % T &1 faa=m
FifT | 10, 10

YIS AR i faeraredi & faaem sifsg, qen
ST SURI Y SArE ®ifwe {59 % S ER 39 @
Gl forar s #1 12, 8

Qard el 9 g ver = ¥2 s serol %
e wanedt & fafu= anffecon 1 sarem #ifw) 10, 10
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5. 9o fruio =t frafofaa deeaet wf e 9fea
&g A e wifeg 55,55

(a) STIA START (Perceived Value) e Fafom
(b) TaNTH (Differential) T FraRm
(c) IS H T S (Sealed-bid) Ted &R

(d) HeI-HIT Y

6. (a) SO %] ATUIT & I TEYMI Bl FUT
FHIFTT S hiwal & faama G Hefaag €1 10, 10
(b)y Taato mream fesmga fokm o fafea fafv=
FEHI i AT HifT |

7. (a) a%gail & faawer & qemeel 1 o yfgen Bt
3 10, 10
(b) ' SUNIRET HET A BRI SeM] faqUH Sieead

T T TUE Ut & & Few fae (bench
marks) g1 GGG ST |

8. (a) B IEATSS| (integrated) faqum 999 &1
HeheTH] i SATEAT SHIfTT T 9 & 950 g
TE<d o RO Bl GUH HifT | 10, 10
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(b) R sAfErTd fasea wdt feafodi 8 gy w9 9
TR § 2 3 el fea faa= wife |

- 9. (a) eIt fa9T (mass advertising), A&
fasas qon 7= f9=9 (interactive
advertising) % fou foh ST 1 SuggaRt AT
ST R ? IS Hied AT BT | 10, 10

(b) BRa fawor qen Wt fogom &t go
HITTT |
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