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Instructions for Candfidates:

1.,  Wr.ite your roll number on the. top immediately upon receipt of this question paper.
2.   Question no.1 is compuisoly. Attempt four quesfrons in;am.
3.   All questions cany equal marks.
4.   Supplement your answers with illustrations wherever required.
5.   Anivers may be written in English or Hindi but the same medium should be followed

throuchout the Paper.
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Q.1   A. Define any .FIve of the following with suitable example and/or illustratioh-
(2 x.5 -10)

a) Signage
`p, gMROIl
ic) Peycho.graphic. segme'ngtion

g)gfrEGd`ods              :
I)  kemi.nd.er. advertising
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8.DiffeientiatebetweeLanyoneofthefollowing-
a),., ;Fie.duct width.`;vs` product depth                I.
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Q2. .a.) Dis.c`uss the variou`s .types. of rct'ail institutibn formats; hi.gh|ightiiig their key.
characteristics, advantages, and examples`from the retall industry                      ( 10)

a`dj2j|};£:#:gt:te?impoftant'factorsthatshquldbe,ConsideFedwFilemakingdeoisionsfor(5)
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Q.3 a) What is per.sonal selling? What are the principles that colistitute personal selling?
'          ,                                                                  ,                            ,      i."       i                                                           `,I        :.3           ...r       `-..                                  (7).,.

b)Howdomarketerscategorize:consrmersintodifferentmarket.`seinents?Piscussthevario.us
bases of inarket segmentation with appfopriat.e examples from the fashion industry.

:  ,,.-...,.,,.          i                                                     ,,              .Lj.5!:I-                                                              1'            I               .             ,''               '             .i

d#'3.,t*tin.aprfu,trapqu¥,apF# z ,  ,  ` `. I
f±\faTqTOTEFH8in.3fialfafinaTFFTdi#.aeaftyedapifeH3dra3tlap

Far HF aigiv fa8TTGH aJ:iaiin 3Fqu qi.qF Eife I                 .`...,,
I              .                                                                                                                                                                                        :               .I (8)

Q.4a)..Ekaminethemajor.factorsinflue.p.c.inginventory.i.evelsapdproductayailability.across
various retail formats.                                                                                                               .,               (7)
b).Describethefupdamentalfunc;ionsdf'mirketing.andexp.1ainh.owtheyarelinkedtothe4Ps
of marketing iv.ithin ch6 fashion industry.                       I                                                                     '(8)
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b)`-Explaihthec6nceptsofproductpositioningandproductdiiferentiatidn,anddiscusshowthey
help' f?sfi`ion. brands create a unique identity.in a competitive market.
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Q.6 Write a short note on any three of the following -
a)   5 M's of Advertising
b)   Window display
c).   Assortment plarming
d)   Pricing strategies for new p'roducts
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