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1.
() What are the key differences between the

Production, Product, Selling, Marketing, and
Societal Marketing Concepts? How has the
€volution of these philosophies influenced modern
Marketing practices? %)

(®) Define services marketing. How does it differ
from product marketing? Also provide some
€xamples. €&))

OR

(c) Describe the concept of holistic marketing. Provide
€xamples of how companies implement holistic
marketing to achieve long-term success. )

(d) What is meant by the marketing environment?
Describe the different forces that shape and
impact the marketing environment. - (9)

(a) What do you mean by market Segmentation?
Suggest ways to segment the market for:
(1) Organic Skin Care Product
(ii) Electric Two-Wheeler )

(b) “Consumer behaviour is the study of how
individuals, groups, or organizations select, buy,
use, and dispose of ideas, goods, and services to
satisfy their needs and wants.” In the light of this
statement, explain the primary factors that influence
consumer buying behaviour? Briefly describe each
factor. : -9

OR

(c) “Positioning in marketing is the process of creating
a distinct and memorable image for a brand or
product in the minds of the target audience relative
to competitors.” In the light of this statement,
discuss the concept of product positioning. How is
it different from market targeting? Also provide
some examples. 9)

(d) List and explain the stages in the new product
development process. Which stage is the most

critical and why? 9

(a) Define Product Mix and explain its key
dimensions - width, depth, length, and consistency.
Discuss how strategic product mix decisions
influence a company’s overall marketing
performance and competitive position. Support
your answer with suitable industry examples.

(&)

(b) Explain the role of packaging and labelling and
Analyse how packaging influences consumer
perception and marketing strategy in the packaged-
foods sector. ' ©)

OR

(c) SmartHome Ltd. is launching a new Al-based
home assistant device. Management is unsure
whether to set a high initial price to recover
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development costs or a low price to attract
(6+6+6)

I. Explain the concepts of price skimming and

Customers.

penetration pricing.
II. Evaluate which pricing strategy SmartHome
should choose and why.
III. Suggest how the chosen strategy will affect
sales, competition, and brand image

~(2) Explain the concept of product-life-cycle (PLC)
and its stages and evaluate how a company
Managing a declining product through marketing
Strategies? ®)

(b) “Pricing is a crucial and powerful element of the
marketing mix because it directly influences
Te€venue, profitability, and customer perception”
Discuss the statement in the light of the concept
of pricing and its importance and Compare cost-
based, value-based and competi.tion-based pricing
methods with examples. 9)

OR

(¢) Suppose, A firm is about to launch a solar-powered
portable charger designed for outdoor enthusiasts
and off-grid travellers. Propose and justify an
effective promotional strategy (tool-mix) to
highlight both the eco-friendly and high-tech
aspects of the product. 9)

R

5

7368

(d) “Wholesalers play a strategic intermediary rofe in
the distribution channel by bridging the gap
between producers and retailers.” In the light of
this statement, explain the significance of
wholesalers in the distribution network and discuss
the various types of services provided by
wholesalers to retailers. 9)

Write a short note on any three of the following :
(6+6+6=18)

(a) Integrated Marketing Communication (IMC)
(b) Selective and Exclusive Distribution
(c) Social Marketing
(d) Psychological Pricing
(e) Publicity v/s Public Relations
(%) ST GHea, IWE dhedl, Rwa dwea, e
Fhoa T AR AR AU Ghede # T AR T -
e Fifo) 37 Raruast & fawm & agie feos
=Eer S f6a yeR wifde o 2 - == il
(9)
(@) ¥aA & fawomr it ol dfom 78 Iame - fave &
o yar B 87 Svgaw Jema of dfm (9)
a1
(@) ww e (fafes wieT) @it gween &
U FHfQ) AHECN TR 2 HAHE G
e =1 fe yoR an) et F - Iero akd |
Fiforel (9)
P.T.O.



7

B - - —
SR -aRim # B sk wwRe sw
(2)
2 (=) - ST /@ s 27 ey @ fe SR
BT 5 & Sugew smaR geney -
(i) ﬁﬁ$(ﬁﬁﬁ$)aﬁ13mwrmmv
(i) TEE FA-9Rar aEa (9)
(®|) ‘STHF -GN T semaT B wfdw, @aE A
WIST S ST SR FeTs & qft 29 ARy,
TSN I VA T TG, B, ITART IR AT 2
A B~ T BYT D WE A IUNGFA-FT FIER
W FHIET FA AN W@ FRE e 9w
Uls HRE T AR quiT i) (9)
ar
(1) “Rgurr ¥ fufy-feior a8 wiamar 2 e qe- Tea
% AT ¥ 50 ;e a1 Iwre F i @ ey ¥
fRfiee sk wRofa off e ot 27~ 39 T @
STER 9 I1e - feafa Feiieor &t Gahew=m ww=mse) g8
OIR - TE - FERer /@ 59 9ar B @ - Semor
R we FHfom (9)

(F) R Se-fFw gfF $ won #t e sEy a9
HAEY| FIF -3 RO WAl At 2 IR w4 -
fag= =i

7368

()

(@)

()

7

—eqre — FRATT (Wﬁw}aﬁmwmm
gﬂqaamm = W,W,Wfaﬁ?m—ﬁ
FAEY| ST JUN - AR W A fy
W—ﬁwﬁmmmmﬁthm
ik wideaics Rafy = wnfig =@ 3 (9)

IR SR Al # s we ST g 0w

fagetoor FRm & IR Iritemr- arom sk Agwe -

Q- 8 W - WY Y f5E TR e et

2k (9)
AT

we -2 Tt giw-gfesen sria e weas

IR I S @) 21 v Fiea =6 2 B ane

7GR ¥ T I T @ A W
Fpida e 8g FAFT e

I yea-Send Ry (Refim) o e - waes

- (¥ 7)) & wven fvel (6)

I Wy & e-2W @ S-@ T -

o R SR (¢)
I g0 T R 6 e, aihert sk s -sf
mem-wml (6)

S - - o (Ngerd) T T
ol = s A S (RE) o
IJE @ RAuE-uRa @ AW 8 R
yafeer T Sen @ - faeor i #)

P.T.O.



7368 8

(@) “sa- Fufcor fur-fsor &1 3= Fewaqd @ ©
FAifh a8 YeAE T ¥ Yo, A 3R Wedh - aRom
g @@l 27- §@ &Y W oG9l =il
AT - TR, ed - RS q° Wi - wenia

v - fRufeor faferl R ge e wlew il
(9)

q1

() R B T F el AR e b
% forg e A v R A R A F

o @ B IR P TR~ F S I~ A
A TEgE @ IR H 3Y I T~ T
(m_mw)uwﬁaﬁmﬂtﬁﬁaaﬁﬂwl

- , (9)

(7) - R RyeRoT -l e AR e s
3 W A B I BQ Y OIS AT A
P #7- T w0 B v A - REaet @
F@ ¥ - WE T (9)

feet F ¥ R R @\ W AR o fafew -
(%) e faoe TR
(za)msﬂ?ﬁﬁrwaﬁw

() |rifoe faauE

(9) FRasiE ¥ - i
(¥) WOR S F T -FIh (6+6+6=18)

5.

(12000)




{"type":"Document","isBackSide":false,"languages":["en-us"],"usedOnDeviceOCR":false}




{"type":"Book","isBackSide":false,"languages":["en-us"],"usedOnDeviceOCR":false}




{"type":"Book","isBackSide":false,"languages":["en-us"],"usedOnDeviceOCR":false}




{"type":"Document","isBackSide":false,"languages":["en-us"],"usedOnDeviceOCR":false}




{"type":"Book","isBackSide":false,"languages":["en-us"],"usedOnDeviceOCR":false}



