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Instructions for Candidates:

I. Write your Roll No. on the top immediately on receipt of this question paper.
1. Attempt all five questions.
I11. All questions carry equal marks (18 marks each).
IV. Answers may be written either in English or Hindi, but the same medium should
be used throughout the paper.
V. Relevant Indian examples must be used to support your answers.

Q1-
a) What are the characteristics of Rural Consumer? What Factors influence his buying decisions?
9
b) A durables company wants to sell its products in rural markets. Which critical factors in the
socio-economic environment should it examine to design its market entry strategy? 9
OR
a) How do factors like social class, reference groups and lifestyle vary between urban and rural
markets? What implication do these differences have for a marketer of FMCG? Explain 9
b) Which of the 4 As is most difficult to address and replicate in a competitive scenario in rural
areas? Explore and discuss with practical examples. 9
Q2-
a) What are the key elements in brand building in rural markets? Discuss 9

b) What is the concept of ‘brand stickiness’? How is it different from brand loyalty? Cite
some examples of the same. 9

OR
a) Discuss the Product Life Cycle Strategies in Rural Markets. 9

b) Briefly describe various product decision strategies using relevant examples. 9



Q3-
a) Elaborate on the pricing strategies specific to the rural market.

b) What are the internal and external factors that influence the rural pricing for products in
India?
OR

a) What is target pricing? Explain by giving examples of a few companies that have done
target pricing of their products for the rural market.
b) Prices are adjusted to account for various customer differences and changing situations.
Discuss the different price adjustment strategies adopted by companies.

Q4-

a) Briefly describe the various communication tools that can form a part of the rural
communication mix strategy.
b) Describe different forms of folk media. What are the benefits of using folk media?
What are the critical points to be kept in mind while using folk media as the
communication platform?
OR

a) Explain the different sales promotion tools used in rural communication with examples.
b) An Indian multinational processed food manufacturing company has come up with its

new fortified products (biscuits and snacks), which it wants to promote in iron-deficient rural
areas of India. Devise a communication plan for the company to help it effectively

communicate its message. 9
Q5-
a) What are the key challenges in reaching rural markets? How can companies address these
obstructions? 9

b) Discuss the key changes that have taken place in the rural retail environment. What
lessons can a new FMCG marketer venturing into rural markets learn? 9

OR
a) Describe the role of Self-Help Groups (SHGS) in rural product distribution with examples.9

b) Discuss three successful rural-centric distribution models. How have these models
benefited companies? 9

9
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