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Instructions for Candidates

1.      Write your Roll No.  on the  top  immediately  on receipt  of this  question paper.

2.      Attempt  all  questions,  all  questions  are  compulsory

3.      All  questions  carry  equal  marks.

4.     Answers  may be written either in English  or Hindi;  but the same medium should

be used throughout the  paper.
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1.     (a)    Explain the challenges faced by the organisations while practising sustainability
marketing. What role do ethical considerations play in the decision-making

process?

OR

a)   "The Sustainable Development Goals (SDGs) are a universal call to action
to create a more fair, just, and equitable world ensuring no one is left behind."
In light of the  above  statement,  explain the  concept of SDGs  and their
acceptability across the globe.
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2.     (a)    "Studying the marketing environment is a prerequisite for effectively targeting
and positioning sustainable brands".  Suggest several ways to target and

position sustainable products effectively.

OR

a)   What is a Holistic Approach to sustainability? Explain the various dimensions
of the holistic approach to sustainability.

3.     (a)    Explain the role of environmental consciousness, sustainable consumption
beliefs, social norms, and values while making purchase decisions related to
environmentally  friendly  products.  Support  your  answer  with  relevant
examples.

OR

a)   How  do  the  values  and priorities  of LOHAS  consumers  influence their
purchasing decisions? What are the leading factors influencing individuals to
adopt sustainable consumption practices?

4.     Write shortnotes on :

(a)   Triple bottom line

(b)    Sustainable branding

(c)    `Enthusiasts' class of consumers

OR

What strategies can business firms adopt to develop new sustainable products
that  address  environmental  and  social  concerns?  Support your  answer with
examples.

5.     (a)    "The whole world can be integrated through the sustainability marketing
initiatives of the coxporations". Explain, how.

OR

(b)   Briefly explain the Energy Conservation Act, 2001, and the Environment
(Protection) Act,1986. Suggest their implications for marketers of sustainable
products.
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