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1. (a) Define sustainability in the context of marketing and explain the key
environmental, social, and economic issues associated with it? %)
(b) Explain the concept of Sustainable Development Goals (SDGs) and discuss
their major categories, highlighting their relevance for sustainable marketing
practices. )
OR
(c) Define sustainable marketing and explain its evolution in the context of
changing business and consumer priorities. 9)
(d) Critically examine the key challenges of sustainable marketing. 9)
2. (a) What is Sustainable Marketing environment and explain the components of

Sustainable Marketing environment? 9)
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(b) What is Marketing Segmentation in sustainability marketing? Explain the
various types of Marketing Segmentation. 9)

OR

(c) Explain how firms create value through sustainability initiatives. Illustrate
your answer with examples of companies that have successfully aligned
environmental or social goals with customer value creation. (9+9)

3.  “Unsustainable lifestyles are driven by consumption patterns, technological choices,
and societal norms.” Critically analyse the types and impacts of unsustainable
lifestyles with suitable real-life examples. (18)

OR

“GreenBrew Café¢,” a popular urban coffee chain, has actively promoted
sustainability by offering discounts for reusable cups, using eco-friendly packaging,
and highlighting its ethical sourcing practices. Customer surveys reveal that most
consumers express strong support for sustainability and claim to prefer
environmentally responsible brands.

However, the café observes that only a small percentage of customers actually
bring reusable cups, and a large amount of packaging waste still ends up in
regular trash bins. The management is concerned about this gap between what
customers say and what they actually do. Based on the case:

(a) Identify and discuss the possible causes of the attitude-behaviour inconsistency
among consumers. 9)

(b) Analyse the consequences of this inconsistency for both businesses and
the environment, and suggest suitable marketing strategies to bridge this

gap. ©)

4. (a) Explain the importance of sustainable marketing communication. Also
discuss its major demerits, including issues such as greenwashing and

astroturfing. 9)
(b) Discuss the key opportunities and challenges associated with implementing
sustainable supply chains. 9)

OR

(c) Examine the role of the 3R’s (Reduce, Reuse, Recycle) promoting sustainable
behaviour. 9)
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5.

3.

(d) Analyse the major challenges in adopting sustainable behaviour and suggest
suitable strategies to reinforce sustainable behaviour. 9

(a) Discuss the sustainability legal framework in India with reference to key
legislations such as the Environment (Protection) Act, 1986 and the Energy
Conservation Act, 2001. Explain their role in promoting sustainable
development. (9+9)

OR
(b) Write short notes on : (6+6+6)
(1) Sustainable branding
(i) Corporate Social Responsibility (CSR)
(ii1) National Green Tribunal

(E) AR T & def | Fadar (Sustainability) il gRenfie Eﬁﬁl? 3R E'El'a Tg% ENISH
waiaReit, AR SR ST 9 & AR S (9)
(@) waa faw@ A&l (SDGs) & SEERT &l TEg 3R I Wi SRl ) o=
TG, A & Faq fauue Jenst & forg I9et yEfenar |y Il (9)
et (OR)
(31) &aa fauuE (Sustainable Marketing) Tl IR T 3R Seed AR qe
Juier MaRiRarstt & de § 3@ @@ (Evolution) & &mem Fifvel  (9)
(a) aaa fauum ot wa g ) e e i (9)

() |aa fauurT ardmERor (Sustainable Marketing Environment) ST 27 @S UTH HI
ARAT TG (9)
(15[) Iaq fague & faque fa@sT (Marketing Segmentation) w1 27 e faweT =
fafse= yarrl &t aren S (9)
Jrar (OR)
('JT) THY R w aaaar ugal (Sustainability Initiatives) & AW o 1 (Value) BT
FARH 81 FI ITR D 37 HAFA & 3B & A TL Hg Wi wdiaxvig
1 AR el R WEd ed goid & a1 ahedrgad ST 2| (9+9)

“ AT SEZel SUHRT e, Teah-lan faahedl 3R ArIfoTeh AFEs! gRT Fatferd Biel 217

IUged ARdlde ST & IEECN & 9 JEad siaddel & YRR IR geEl

AT fagame Fife) (18)
et (OR)
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%Y wq: “Wag FB (GreenBrew Café)”

T ARHA A it e, WA th” 7 T WA (reusable) FH & folg S 3w,
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(=) KECIETIR %T{ﬁﬂm—wﬁﬂ%ﬁ ( Attituden-Behaviour Inconsistency) Ed
FTT HRON S UEA FIGIT SR == Fif (9)

(@) =EEEl AR T I & fog 3w et & aRos @ fawe Fifw, Sk |
FR A qeA & forg Iugaa fauom il @ gea <) (9)

4. (%) 9aq fauue =R (Sustainable Marketing Communication ) & WEed ol AR FAfT
ELED ENISH AW W 9T = Fifore, fSEd Wy (Greenwashing) 3R Q@?ﬁ'ﬁ

(Astroturﬁng) ﬁ%rg% e 7 (9)
('(af) qdd wﬁ 9{{3?'“3?[ (Sustainable Supply Chains) aﬁﬂﬂlﬁﬁﬂéﬂ'ﬂ'{a BERN I
Aol W == S (9)
3t (OR)
(1T) Idd gdeR &t CEEN 3T ¥ 3R (a-,—q AT - Reduce, I S'Q'Cﬁ"T—Reuse,
TR - Recycle) @l SIFTaRT &1 qO&0T S| (9)
(F) |99 FEER Tl ATAR A I el JHE Il ot g Fe 3R aad aeR
H Gge A D (oY U WAl 1 g < (9)

5 () vateRr (Eeerr) sfafam, 1986 3R Shott |¥etr Sfefaw, 2001 S WG EEA @
gel ¥ YR W gadan Eﬁﬂﬁ 0} (Sustainability Legal Framework) R == gl

¥ad fawm@ &t gerar o W I fie 3t e g (9+9)
et (OR)
(@) fwfaiad @ afera oot ford (6+6+6)

(i) |qad e ( Sustainable branding)
(i) raRe AMeTe ITReTded (CSR)
(iii) EHECIIC) fésaaa (National Green Tribunal - NGT)
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