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1. (a)

(b)

()

What is meant by the Marketing Mix? Discuss
why marketing is essential for both customers and

society.

“The selling concept adopts an inside-out approach,
while the marketing concept follows an outside-in
approach.” Explain this statement using suitable

examples. (15)
OR

“Modern marketing involves a comprehensive
process of identifying, evaluating, and satisfying
human needs.” Discuss this view. Additionally,
explain how the socio-cultural environment
influences a firm’s marketing decisions with

relevant examples.

(d) Outline the stages involved in the consumer buying
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6. Write short note on aliy 5 of the following: (13)
(a) Niche marketing
(b) Qualities of a good salesperson
(c) Brand name vs trade mark
(d) Sales promotion schemes
(e) Micro environment vs Macro environment
(f) Cognitive Dissonance
(g) Sustainable marketing
(h) Impact of Digital marketing on business activities

(i) Importance of product labelling
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(d) Discuss the significance of advertising for the .

10

of Integrated Marketing Communication.

k] .
manufacturers, consumers and the society. What

is false and deceptive advertisement?
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decision process. Do all consumers go through
each stage when purchasing products like shampoo

or personal computers?
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2. (a) Define consumer behavior. Why is it important
for marketers to analyze consumer behavior?
How do psychological factors such as perception
and motivation influence consumer buying

decisions?

(b) Interpret the statement: “Market segmentation and
product positioning are the foundation of marketing
planning and strategy.” Discuss the various criteria

a business can use to segment its market. (15)
OR

(¢) What is product positioning, and why is it designed
to influence consumer perception? What are the
key differences between targeting a market

segment and positioning a product?

(d) What do you understand by the term “product
mix”? Illustrate the product mix of Procter &
Gamble and its reflects width, length, depth, and

consistency.
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(a) Discuss the growing role of rural marketing and

highlight its significance in India.

(b) Push strategy is better than pull strategy for FMCG
and vice versa for industrial products. Comment
and differentiate between push and pull strategies

of promotion. Do you agree? (15)

OR

(c) “Sales promotions act as a bridge between
advertising and personal selling”. Elucidate the

statement with respect to the growing importance
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your choice and discuss the meaning of promotion

mix, and its main elements? (15)
OR

(c) Describe the different types of distribution channels
with examples. Why are distribution channel
choices considered crucial for ensuring the success

of a product?

(d) What are the main features of retailing, and
how do they distinguish it from other types of

distribution?
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(a) Describe the different stages of the Product Life

Cycle. How do businesses adjust their marketing
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approaches when a product reaches its maturity

stage?

(b) Why is branding significant in modern marketing,
and how does it benefit both companies and

consumers? Cite suitable examples. (15)
OR

(¢) Why is effective communication critical in
promotional activities? What are the primary
components of communication, and how do they

contribute to successful promotional campaigns?

(d) “Packaging acts as a silent salesperson.” Comment
and discuss how companies like Coca-Cola or
Apple use innovative packaging to attract

customers and reinforce their brand image.
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(a) How do penetration pricing and skimrhing pricing
differ in terms of strategy and objectives? What
factors would you consider when deciding between
penetration pricing and skimming pricing for a new

high-definition TV?

(b) Recommend a promotion strategy for a company

planning to launch a new toothpaste and justify
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