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

2.     Answer FIVE questions in all.                                                                                                  tr

3.      QuestionNo.1  is compulsory.

4.     Answer may be written in Hindi or English but the same medium should be
followed throughout the paper.

Effi ta fir iaE
I.      iH HIT-tTF a iRE a t=q{ fiT TrT ifrife tqFT R 6]ql"T=prTFfaT i?rftr I

2.    fas thiiawhai3iRrmi

3.    T¥Twh I  tliffi€1

4.     F RT-TT5r in T3i]t ian tTT 3faift ian th ngE a]7qT S aFT qTte, aia5T wh 3i]{ ¥EF

a rm ¥ in ifei

I.   Briefly explain any Five of the following:
a)   Scope of marketing
b)   Pricing strategies
c)   Attributes ofa good brand. name
d)   POP & POD
e)   Various message appeals for advertising
I)    Experiential retailing

g)   Ormi charmel retail
h)   Speciality stores

(5 x 6 -30)
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1.  faiTfsrfha a a at qH ridr ti tr"TET{:
a.   ffrofflfa
b.  TFfirfuTnRE
c.    3frchFtaT qt5at qFT qTffiRT, qed FT qqT 3€Ta{uT qitr

(5 x 6 = 30 ffi)

d.    qigiv edFtF qrf3a q± qigiv 3ife fRE (pop 3fr POD)

e.     faimiT ae fafsriFT di3T arfu (Message Appeals)

f.    ngqqlffl gr (Experiential Retailing)

9.    an-affl gg{T (Omni-channel Retail)
h.   faatqan aT{ ; ft-qtq. gri

2.   a.  "Beegoeftaajio[: i:Sbe:htaov::::affit::ecsu£:::earr£::fi::e±C::;':t:oxn:lain

b.Acompanywishesto1`annchpremiunapparellinemadefromsustainable
bamboo fabric targeting eco-conscious urban elites.

i)     Propose abrand name for this line and identify at least Two relevant
segmentation bases.

ii)    Suggest an appropriate Targeting strategy
iii)  Propose an appropriate Positioning strategy/ strategies for this product

Justify each of your recommendations.

a   agfro (segmentation) gTEiif * ffi dr ch Ted a faT[ fin 5" €i
qqHiiaqrfu(Demographic)airqqFftff(Behavioural)arerTti*ITgqTfr
qiqi{riai;--`TOTfl6qiHrapi

b.aEjFTri9TEft,qqiFT-affl5F-rmri¥givEfrrfued5Trfu*
at(qi±agiv)qifia-iqifiTFrftfirTRerFTgivifeqTHTFTen€i
i)   FT giv*faequal=;TFTgHigqaRTiTFaHaTTffi©

anndflqgrEftyi
ii)   EH* far F EqIr adiiRT (Targeting) quTan grTETi
iii)  EFT RTiir * fat qu GqF traarfu (positioning) qiTfaFTTEN

qrfuap,
apift wh fanaT FT 3fifaiq. Fq¥
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3.     a      VThat is amerchandise category? Write salient characteristics of the three types     10
of merchandise categories

b.    What is a product mix? Explain its four dimensions with examples

a    qRE an (Merchandise category) fflT€Iqifro fl th Tq5TT fl SPrEFF
irnIHanfafaTI

b.   5FTTE fa-F (he fha) EFqT €p siITFOT Eitr EH* ill aTTqri¥ fl 5qiHT

anl

Explain   the   Product   Life   Cycle   (PLC)   curve   and   describe   the   key      15
characteristics  of each  stage.  Discuss  how  the  marketing  strategies  change
across these stages? Illustrate your answer with an example from the textiles
or apparel sector.

5tTF ffi Fff (pLc) qiF fl aqien ap an qiha a]qen fl qgr
fa-9trmat FT rfu api =T Hqtrfu ti fin ± a5a. ngan €,
rdfiiaTiat5i]tthaHFTqftemTdr¥qir5=TFUTgiTrHiFapi

5.    a.    Write anote on theuse ofAlintheretail sector.

b.    Make an assorinent plan for a speciality store of any established casual wear
brand

a   gEtr fa E 3Tffii5RE ± (AI) ir wh q{ qq; fan-farFarTI
b.ianenfhafa3TqfaiT{isflqFfaatrgrFT(ffl:rfraEat)*faT

qFaTTffiin(AssortmentPlan)aiFTrml
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6.    a.    What are the various strategies that an organization can adopt to differentiate
its offering in the market.  Discuss with examples

b.    What are the various attributes of a brand. Distinguish between Brand Image
and brand Identity
Discuss the following two branding strategies highlighting the advantages and
limitations of each.

i.    Line extension
ii.   Multi Branding

a    TIqT chH FTFT ti wh stqiiT IT in ri erFTT rd * far qir-rfu fl               5
tu,]^[rtlvT3TFTtTFT€7G=TE{uTuitrrdflfut[i

b.   rfe¥fafhagT (Tie) qTTaprfedr3irrfe3TTEaeatidrFqiF       io
EPrBT`

iairfffiarifenTTTanflqatapanrfeir5FTqath3itri
GiFTan:

(i)       maTF5±9FT (a€qiiI5igrfaian)
(ii)     q@rfu (ng-rfutuTffi)

10


