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@Zc*]:
Óx�VÐÎZßV»�Z[ CÙ�Z[Æn/VÅ®Z�Z�ágèSìX zZzwÔz�zxÔzÎxX t6,p!ÎZÑ]&�V6,�ì:

�bÑiòìX
ÑiòìXCÙÎZwÆ ÑiòÎZÑ]���czèÎZÑ]&{à(%æFN�**&¿�Z[zZáÎZÑ]�XCÙÎZw»�Z[ 10~ zZzw .1

 (10 x 1 = 10 Marks) ��ìX  1a
/V6,�ìX (200) ~WJÎZÑ]�XZk~Ð¤(̈DÃÃð0*õÎZßVÆ�Z[�¶�XCÙÎZw»�Z[½ã�zÎ z�zx .2

 (5 x 6 = 30 Marks) �Z]��X 6 CÙÎZwÆa
/V6,� (500) ~0*õÎZÑ]�XZk~Ð¤(̈DÃÃð&ÎZßVÆ�Z[�¶�XCÙÎZw»�Z[½ã0*õÎ zÎx .3

(3 x 10 = 30 Marks) �Z]��X 10 CÙÎZwÆa ìX

zZzw
1 : ÎZw

£ë�? (Market) !*iZg (i)

~H�Ûtì? Delight Zzg Satisfaitors �g@Æ',@*î (ii)

Å=ôÙX "Holistic Zzg Marketing Concept" (iii)

£ë�? "Ansoff Grid" (iv)

¾qÃeZÑY@*ìX "HP, HG Quadrat"Æ "BCG Matrix" !ÏY   (v)

X____________ �ÂVwH�Ï Rational Z¤/"Message Appeal"
$4o-
÷
GGE (vi)

X____________ ¾»zì "Consumer Adoptors Diffussion Process" (vii)

ÅVw�ØX Verticle Marketing System (VMS) (viii)

ÆZlx? Integratic Growth ]å
I
O] (ix)

All of these (d) Backward (c) Verifical (b) Horizontal (a)

7( / );V ~ZâYÅ7ic*�{�Cì? "Market Skimming Price" !*iZg»g~~ (x)

P.T.O



z�zx

ÅZÌÃÒyÙ? Concepts Philosophies !*iZg»g~~ .2

~H�Ûtì?=ôÙX Marketing Mix Zzg Serice Mix .3

Zq-@*%̀ÆaYV¢zg~ì? (Corporate Strategic Planning) »g7gf$µ/È~ .4

ÙX ÃÒy Stages ZkÆ%Zi
ÐH%Z�ìÏMVwÆ�BÒy�bX "Product Classifications" ZâY .5

Ã¿ùMMÒyÙX Trade Promotional Tool Zzg Sales Promotion Tool �Ûz|# .6

z�s#ÙX ¾§bÐÅYCì? "Prising Strategies" 7�i~~µ/È~ .7

(Ã=ôÙX Comsumer Bayer Behaviour Zzg Industrial �g@ZzgQ�g@Ægzt) .8

ÃÒyÙX (Factors) 6,ZW,Z0+ZiúZï  (Channel Management Decisions) MmZOðÆ� .9

zÎx

¾§bÐÅYCì?,ÐÒyÙX (Consumer Market Segmentation) �g@Æ« .10

Ã,ÐÒy�bX (Consumer Decisions Marketing Process) �g@Æê�i~6,Z� .11

ÐH%Z�ì?ZmIÖ6,,�ØX (IMC) WðXZ*XÏ .12

6,,�ØX Opportunities and Challenges WyÑí!*iZg»g~Æ .13

Æ)]6,gzÝeZaX "Pandemic" ÃZEw�D�ñ (Stages) Æ%Zi (Personal Selling) fZC�Ûz|# .14
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