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(Write your Roll No. on the top. imm-e‘diately on rece’ipt' of this question paper.)
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Note: — Answers may be written either in English or in H1nd1 but the same

medium should be used throughout the paper.
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-Answer ﬁve questions in all.
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All questions carry equal marks.
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Explain-the concept of marketing. Descrlbe how marketing can be adapted to the

~ mew economy. 18
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Describe the process of new Qroduct development, with suitable examples. 13
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What are the factors influencing consumer behaviour ? Explain giving suitable

examples ; 18
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What do you understand by the terms ‘product dlﬂ'erentlatlon and posmonmg
with reference to marketing goods and serv1ces ? DISCU.SS the tools used by
_marketers to dlfferentlate their products with smtable examples from the Indian

market. ! ; , 4 . 6,12
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Describe Marketing Communication Process. Diseuss the steps companies need

to take to develop an effective marketing communication with suitable examples.
18
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6. What doyou understand by market segmentation ? Discusg the parameters used

aatl UL S Y

{;r by marketers for market segmentation. ' 18
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i 7. Write short notes on any. three of the following : ‘ : 3x6=18
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3 (@) Analyzing the macro environment

\§ {b) Stages of consumer adoption process

é {e) Product life cycle

. {d) Sales promotion as a tool used for marketing.
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