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Time: 2½ Hours/ ~ .:::.; 

J11structio11s to the Cf.lt,~ates.0 
1) All questi tQ.~ re ~)pulsory. 
2) Figur : 1e rfi!,t indicate full marks. 
3) Giv . le ~mples wherever 11ecessary. 

, , 0 ' 

SEAT No. =I 
~------J 

[Total No. of Pages : 2 

{'![ax. Marks: 50 

~-
QI) Solve any ,ijf: ~ '7' 

a) D~ e needs, Wants and demand? ;"') 

[5X2=10] 

' ~· 
b) Define a role Gate- Keeper plays in o~a~~l buying decision making? 

c) Define Meta marketing? ~ r"\ & .. 
d) Name the major four compon~ of ~rstic Marketing? 

e) List the four bases of Se~~ti£ 

f) Educational Qualifica~ f t~ stomer is a 

i) Demographic ~1 ~ ii) Cultural factor · 

iii) Natural factor , ~ · · iv) Economic factor 
("\j 

g) Publics are the part of m'1cro environment 
~ 1 

i) True ' ii) False 

h) List the four stages of PLC? 

~ / 

., r;,.,'.), 

r,.."-r ~/ 
~ v f'v 

~) .!:./ 
Q2) Solve any two: . ~ 0 [2x5=10] 

a) Explain any two approaches to the stud~ +dng. Support your 
answer with suitable examples. ~ " ":·/ 

b) Describe various factors influencing 15'~ g ~2.viour of consumers for 
choosing a home loan. r;§ · 

c) Explain in detail how macro marketing e'f ~fronment affect the marketing 
strategies for FMCG goods? ~ 

P.T.0. 



{10\ _Q3) Solve any one: . an be done for the ·k t segmentation c a) Illustrate the various bases of m~ e . smart watches for Indian mark~t-:;, 
(,. . 

~k tl . . . ~ . . on roducts are constan Y b) With changmg tm~ we~~r and space, fas ht . P fi th Fashion wear changing. lllu~~ tl~ ifferent PLC strategies or e 
apparels. ~ V \Y ...... , <"'v 

~' ~ ~ ~ ) [10) Q4) Solve any or~ ct, 
-~ · ~ 

a) Ev.,~ 1e the~arious stages of consumer buying decision process for ~ .. <v j 
p~ h<:1si n)s a penthouse. A '"'-'0 

I ; \ '0 
,,.,.., <"\; OR · . ✓ • ~ - - ~ ~ . ; d b) rvtaiiy experts believe that Blockbu~ r's d~ fall like Ko_dak and 01 

Spice was due to marketing myo~~y s~~ g focused on its customers 
and being willing to adapt to ch~Mo~)hy can able to avoid marketing 
myopia: Justify your answe~ "-1,i, s~~e examples. 

% . ~;S; ' 
0 Q5) Solve any one: f',.... . - (10] . /4 ~J . 

a) As a marketing man~ r ~"a-rcompany manufacturing and selling va~,\ ty 
of health drinks prodn~ s in Indian Market, develop the mar~f;ng 
positioning strategi~ ~ the kids market? Make necessary ass~ptions 
to justify your answer. , ~ ~ 

~ - (\ .. OR t!::v ~,; '-) ('\\ b) Formulate Marketing mix for an insurance pro~fSel~·'fhrough on line 
platform in India. ~ Oo' 
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105: GC-0~ BA~S OF MARKETING 

(Rev~20~attern) (Semester - I) 

Time: 2½ Hours/ ~ ~r'y /Max. Marks: 50 

Instructions to the ~ c . '. es: '§? ,, · · 

1) Draw nea, · led 4J!igrams and make assumptions wherever necessary. 

2) Figures ~ · rif-/!y-indicates full marks. 

3) Illegib~ swer-t::1re liable to be unassessed. 

4) All (JJl&!~ .. ons@~~ compulsory. 

5) Ea~l~ -uest;Jif,lcarries equal marks. 

("\~~-
~ 

.I ,_. 

QI) Solve ~'tve:- 9',~ (5x2=10] 

a) Which of the following is not a p~~tlal ~'lbr affecting the consumer 

behaviour- ::-v,"' r\:&1 
i) Age and stage in the life~~ ~ v 

.... -"'Y ~ ✓ 

ii) Occupation and eco~ c~)nstances 

iii) Personality and s~ cei/ 

iv) Reference grouft.$ <"\°' ": 
"?' ,./ 

b) Customers are ~. . r-.. 

~ ~) 

i) The buyers but ~~ or may not be the user of the product '-' / 

',':' n.~ 
ii) 

"iii) 

iv) 

Consumers , ~, ' ~ ~ ry 
(!::v ~ 

They are the end users of the product 

(i), (ii) and (iii) ' ) ~ 
c) Which company owns the brand-Maggi? ~ · ~~ 

i) Cadbury ii) Da~ 
1 
r-.;-- ,, 

~ 'C) 

iii) Nestle iv)_J.p~1\' 

d) Good marketing is no accident, but a r~ of ~eful planning and 

i) 

iii) 

execution 

strategies 

C'\' 
ii) ~g 

V 

iv~ esearch 

--

P.T.O. 



d t is known as --­e) The oldest form of exchange - trading of pro uc s 
ii) Buying i) Credit ~~ 

. '-. iv) Barter iii) Purchasing :') . The firm .~ chimneys m homes. f) Chimney sweeps ~ploys~ vple to clean 
is primarily the I~~ te~ -

' 
i) A servic0 Jf ii) A good 
iii) ~An~' /j~ iv) A physical entity 

g) List t s ~arketing mix. 
, ~ ') ~ • · b and extended 3 Ps of 

h) T~ ~~ of marketmg was given y __ _ 
m~etin~as given by___ C""ll. '5 . 

.:-, i) IV,,f cCarthy, Booms & Bitner ii) P. Kott~ ~- Keller (\· 0? iii)~ P. Drucker, W. Stanton iv) Al ~s, J. Trout 
. ' ·~ . . 6~. -Q2) Solveanytwo ~.) ~ . [2x5-10] 

a) Explain the tenns market~ 31\,,~ket share with suitable example. 
b) Outline the differen~cee~~~et places, market spaces and meta market. """, . · ('\~ . . . . "" . , .,. . 

c) Illustrate how individual ~ ing behaviour is different from organizati~ al r'\; 
. J 

buying behaviour. I\. . . !",...,'-, • ::;,, 9\/ . ' ~ , ' ('\~ 

QJ) Solve any one . 0/ · ~/ [10] 
a) A national T. V. channel is hosting a food show.~ se,Yegmentation strategy for having a good TRP of the sho~~ss (ei country. 

OR ~ ~ . -~ ~. b) A company producing detergent is pl~~ to i~ ch a liquid fabric wash. Use suitable micro environment analysis f#ie same. 
<"'v f\· 

. ' 
' 946)-15 
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Q4) Solve any one [10} 

a) 
. I . 

Appraise the consumer buying pr..ocess for selection of coffee shop. 
. s1 

~ 
~ 

b) _ Analyse 3 Ps of marketin~ a company organisers of adventure sports 

· for teenage custs~s. ~ . 

Q5) a) 

b) 

15946]-1 5 

q~ .· 
''In the m~ bu~ss world, the significance of marketing management 

has in~sed 'tr;;> a great extent due to the constant changes in_ 

macr~iro~ent." Critically evaluate the statement analysing the 

cr:-m~ en~ ~macro· environment in Indian market context. [10] YH~ 
(~· OR '?', 

To~f ~ the era of digital and online market. ~~ organizations have 

o~ for the same over a physical store. Taki~~ product of yo~~ ~ho ice 

dis~uss the n~w consumer capabili~nd/ ~ company capab1ht1es for 

onhnemarketmg. · ('\ ~ ~I [10] 
t;.....V {'v 

""-.... ) r-.,.,_, 
~~ ~~; 

~ ' / 

~ ~~· 
. ~ <"\Cy ~' ,v 

~­
("\~ 
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I 05-GC.,.0~': BA$1CS OF MARKETING 
·"' ~v 

~qo19~Jtattern) (Semester - 1) 
....... , , ~~'\ 

""'-=' ~ 
Time: 2½ Hounj ' '-. 

'"'-; 
{Max. Marks: 50 

Instructions to t!te Ctmdid~/es: 
:'\ . 

I) All que,_s-1io11rltfe compulsory. 

' 2) Figures ~o~ ight i11dicate full marks. ,,.. __ 

~~ ~, 

t\/ ,......._. 
'."") / 

, ' 91· ' ~ 
QI) Solve Any Five out of Eight (2 marks~a h): r§> 

~V "~I 

a) Explain concept of Market :Rot~tia~ d market share. 
~ ~ ,..... ..:.__.,; · 

,£-_ k·/ 
b) What is zero mome~~"'~T)? 

~ ,1 
c) What is Meta - Markets1 ~ · 

"'") 

I\ / 
• ✓ 

d) Define Individual Ma)eting. °'. ~ \0: 

' r--""' 
e) ~ ,~9/ 

,✓ _,..;, 

". '~ 
~ I'\,.._'. 

List down four concepts of marketing. ~ , ,, 

~ ~I 

f k . ~ ' 
Explain two components o mar etmg row ,..._~ · ~"" ,1 

Define concept of positionning. 

f) 

g) 

h) List down key customer market. 

P.T.( 



Q2) Solve any two out of three (5 marks each): 
a) Explain buying roles with approp~ate example. 

~; 

b) Describe Marketing myopia wt:l·automobile sector. 
Ii')., . 

c) Distinguish between target~){ segmentation and positionnmg. 
' ,...~'2 I"'\' ~/ I\ V .(~---✓ 

Q3) Solve Any One (~1S>far~-s:::e·ach): 
,~ ~ 'f.' . d a) Examine~ e>majo13 forces that affect the organization's micro an macro 

envir.roJ\~ nt. G.i~ appropriate instances. 
~~ ,~v 

. ... c.,". OR 
,""\ ; 

b) D~ e1~g~ESTLE analysis for a coffee shop. f" 

~ -
. ......_") -; ~ ' v ~ . 

Q4) Solve Aw One (10 Marks each): 0'5' 
',, . -~ a) Exp lam each stage of consumer buyinKbeh,a~1our for purchase of double 

door refrigerator for personal usr 0 . ~'J 
tr.., V t\; 

QK J A,.,'\ 
-~ ~) 

b) Explain s_egment~tion ¼i~ori~ i following products in suitable 
segmentat10n. Justify yo. •fr~rtswer .. 

~~ )( '2 f 

i) Kinder Joy and ~ Cl\~ 
~ ..... ·"" 
i... '""· , V ii) Royal Enfield B 1et ':'\ ~ 

1\~ r~ A-r') ~ , . \/ ...... A, ~• ' \ 
(',..,, ,I Q5) Solve Any One (10 Mar~'each) : ~ / 

~ '0' a) Describe the suitable strategies to be adopted at eaclrs,~ge ~.f:PLC for a 
two wheeler of your choice. 

1 r-,. · · f'\ ~ 1 

""\/ ~ 'I "- ,) t'\..,' 
OR "'~ \~,) 

b) Formulate Marketing mix for new sugar fr~ r,i:_:l~ ~ rand in India. 
){~.i- \C):; 

f5946J- 105 
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105- GC- 05: BASICS OF MARKETING 

(2019 Pattern) (Semester - I) 

Time: 2 Hour.<;/ 

Instructions to the 'cm,didafes:, 
I 

I) All Questions are Comp11/s01y. 
'-. ' 

2) Figures to /he right indicate full marks. 
""' 

\ -. . " ,, 

QI) Solve Any 5 out of 8: 

-~~ :- ,,, ,···~ ' 

/, ,... 
~ / 

'\ . '~. 

I Max. Marks: 50 

[IO] 

a) List the competing concepts under.wh,icb organisations has carried out 
\p•~ • \ 

marketing activities. "¾ · 
"¾, \, :~:~, \ 

..,,•·,") 
K'i.. "¾'¼~ 

b) Write the co~cepts that~~tes, t!_l!t if consu~ers_ and businesses are_ left 

alone, they will not 9~ eno~ ~•ofthe orgamsation products. Explam. 

4-s¼, 'v ~-
~ ., 
, . ('f'\ • 

C) Define need & provide ,t~o examples . 
...,,_' 

-~✓ 

d) List five elements ofMacro environment. 

.~/' 
.. ~:~ 

e) List the major consumer market segmentation variables. · 

f) Identify the two points of distinction between_'organisation and consumer 

buying behaviour. 

g) List components of marketing mix. 

h) Mention the stages of product life cyclf ~, 

P.T.0. 



I 1 o I Q2) Solve Any Two out of Three: 
. . 1 sis with proper example. a) Explain components of Micro Environment ana y . . ''./ . E lain with appropnate b) What is long tail marketing a~ -mche marketing. xp example. O.: · 

'- ~,--· . 1 C'. rt phones in India. c) Explain conceP.t"bf mar!<e,t share & potentla 1or sma ( " i - •/ (,...... -,> ' ' ,/ ... ....... ~-• 

Q3) 
~ .. .,._. 

[10) Solve Any Qqe-;.., ··-:-, ""~ ,, 

Q4) 

a) Expla.in\1he t~ m "Targeting" and "Positioning". How these concepts appi'ied to Android phones? Explain with appropriate example . ... .. 
"\- ·-.. 

OR 
, . '\ b) Ayust p vt. ltd. is manufacturer with variety of f111itJuices. As a marketing ma):lager design segmentation strategy for it. . '-.. 

h->, 

~ r\ i Solve Any One: C,v ,..._~1 
[10} , ' 'I a) Explain various steps involyed'i; bu§i~g a laptop for personal use. I"\, . ..) 

/ 

OR 
( b) Analyse the term "~?sl purcpase behaviour", "Moment of truth", "Zero moment of truth: write,seledion of B School. 

Q5) Solve Any One: 
(101 

a) Describe strategies adopted at each level of PLC for a, F.M.C;G. product of your choice. 
' , / ,.., / 

/" 
I OR 

I 

b) F onnulate marketing mix for a new electric,~'QN bra~d in India. 
~ / 

·.' / ·,, 

+ + 
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F. Y ~ M.~~K~ · (Sen1ester - I) 
" \._ ~. 

105 : BASICS OF MARKETING 
..__'\ 

,.,,,:('2019 Pattern) 

Time :2 .30 Hours/ ~ 
,,,, .'\ t~ ✓ 

l11structio11s to lhf!4:ca11dida't:i's :-
. , , '' 

I) Draw~~ nt la( ;l;d diagrams wherever necessary. 

2) B!(l~ gurt s'-:..·10 the right indicate full marks. 

3) ltl;fJble {Jl(s1vers are liable to be unassessed. · ~~, 
, ' \., 

~"-: 

4) Attemp(a1/ the sectio11s. ,C::.;~-
" 

, --..., 

[Max Marks : 50 

~- ~ 

~ 
,~ 

/'/ SECTION-I A.'::;~ 
\ 

~~ 

... , 
;.'·',...__ t..-...{ ".,. 

QI) Solve any five : "'+._ ,· ,-:::-· 
(" .• "--· 

a) Tabulate the difference betweeAn @ust~~r Satisfaction and Customer 

, J '"· 

Delight? (2 points each) 
~-

[2] 

b) Match the following : 

a) Need 
\'. 

b) Want 
;:~---

"""'\', 

/-/ J 

i) 

ii) 

(2] 

Desire for a specific product 

Something backed by buying power0 
...,_'-.; 

c) 

d) 

' -., .... 

c) Competitors '", ... , iii) States of felt deprivation ,t/ 

"' 
Demand 

, .. , 
iv) d) 

..._ 

: ' " 

Rivals & substitutes 

'\ ' 
Define the concept~ fMacro environment. 

,..,... 
( '"' y 

,"\._ , .... ":\. 

The target group ~ r Education loans is __ 
, ... ¥ -~ 

t""\ V ,..,."­
,' •; \,.., 

i) 

ii) 

iii) 

Students seeking higher education ·~--) Y ""'~ 
,. ,, '., '/ 

Students willing to take higher educatio_µ btit fin,~ vially weak 

All parents 
.:"':-

iv) The ones who can't meet the highe.r ~ost of education. 

a) 

c) 

1 

2&4 d) 3 
('· 

(2) 

(2) 

P. T.O. 



e) Amit thought he had received the b~st deal on his new car. Sh~rtly after 

the purchase, Amit started to notiC?!{t:ertain disadvantages of his new car 

as he learned more about other car~-~vailable. Amit is experiencing __ . [2} 
l,......._ 

i) 

ii) 

selective perception 

inf01mation evaluation 

iii) purchase rdecision 

~\:~~-

iv) postpµrchase cognitive dissonance 

f) Nita is a marketi_hg manager of a large consumer foods company. She is 

studyi~1'g the pf ice, promotion and the distribution of the company's 

product. N jta.,1s studying the [2] 

g) 

h) 

' . 
i) ' M f11:keting strategy /_":;·; 

ii) M~~keting mix ,.? ,'' 
~' 

( ~-

iii) , '\ 1 Marketing plan --<'/ 

i~) ' Market offering l). .,,, ~i:{'') . 
,,,,, . ., \..,.'! 

Enumerate the various demographic'variilbles. [2] 
'7~'\ ,....,__,_ ... ,. 

What is PESTLE Analysis? ,,. 1
· .,,,,·" ;:~::·), [21 

'I, ~ f "\ ; 

r 

' , 

' 

Q2) Solve any two 

a) Outline the need for analyzing the marketing environment. 

b) 

c) 

"• 

How mass marketing)_s different from segment marketing? 

/\ . ,. __ 

How is variety see~ing behaviour different from habbitual bJ.:ying ~~haviour. 
~ 

, ~ 

[5] 

Q3) Solve any one ~- J 

a) Explain the segmentation and targeting .f or',Titan; watches for urban 
. ...... " 

customers . ~ ~ ... -:-:.. [10] 

b) Explain how changes in the demographic & e~onomic environments affect 

the marketing decisions of Consumer Durible manufacturers. [10] 
( •, ✓ 

, 
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Q4) Solve any one 

Q5) 

a) 

b) 

Indian consumer durable industty h~i been witnessing a radical behavioural 
,,-. 

shift in the past few years . Co.n~umer spending has rapidly evolved from 
... 

necessity-based purchase t,o)lanned lifestyle purchase to the next level 
of impulsive lifestyle purchase. Discuss the criteria that might be used by 

\. '"'\ 

MICRO MAX ffnformaJics India in deciding which market segment to 
I' . • 

target for tlw1r SMA-RT TV brands. [101 

Buying behavio_r'[of an Organization and Consumer is different. Compare 

OrgaQ.izational Buying behavior & Consumer Buying behavior and state 

their"differences. [ 10 I 
~'t''' ,'i-- ~, ~-

~~ ,. ' .~ 

' 
• ....,,1 

,$· 
~iv 

,~ ~~ 
~ ~~ 

Solve any one \J / ... ,."\ ~ 

. ~,) 
a) Evaluate the targetting & positioni_ng strat~gies of DOVE shampoo for 

the urban & rural markets. -::-: [10] 

b) 

"-.. 
' ·, 

Identify product in the Maturity stage. of PLC from Electronics/White 

goods sector. Develop a marketing mix strategy for the same [10] 

CDCDCD 

,.. , _ ! t 

M ... 

' I 

156591 -5005 
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