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SECT]ON A

Answeranvfourolihe iollowinq. Pad A oi each queslion cades one mark,
Part- athree marks and Pan C. five rnarks:

1. A) Deiine consLr rn€ r behavior

B) Explain ihe main Lrs€s olstddying consumerbehavlor ln modem malketing

C) Distinguish belween fina! consu mer behavior and organizaliona cons'rrner

2 A) What doyou mean by soc ela markeUng?

B) Whai are lhe dlfierenl ph osophies ol rnarkelinq 2

C) DlscLrssihe rnarkel characterislics ol ruralmarkel ln lndia

3 A) What doyou understand by customervalue nmodemmarkelnq?

B) Whalarelhevalue maximization strateqies lollowed by mode rn markelers?

C) Exp ain the irnpoarani mad€l ng contioi techn ques used by modem rnarkel€rs

4. A) Dlstinguish between core producl and lang ble prodlct

B) D sringush belween productline slrategyand producl rnlxstralegy

C) Whal do you understand by brand ng ? What are lhe elemenls ota brand ?

5 A) Whal do you rnean by botlom up and lop down approaches oi pr c ng

slrategy ?

B) Dislingu sh betweensk rnrnedprcng andpenetralion pricing.
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6. A) Whaldoyou underctand byintegrated rnarkellnq corn municalion ?

B) Explain ihe main purpose ol using lnlegraled markeling communication

C) Dlscuss lhe role ol public relalion in modem rnarkel ng (4i9:36)

SECTION B

Answerlheiollowingquesilons. Eachquestioncarriesl2rnarks

7 A) Design an adverlisenienl copylora newv staninq prernlum segmenl super

specia ty hean hospilaiin Kochiwh ch lsfocusing on modern iechno ogv and

human skill lor heart trealrnenl

OR

B) RBI has qlven sanclon lor slarring ol pavment banks n ndia Slggesl a

suitabie markel segmentauon slralegv and positioning strategv tor lhis

8. A) Discuss lhe product market characleislics oi a producl in lhe difierenl slages

OR

B) Discusslhe lmpodance ofana yzing rnacro envnonrneni oi rnafteilng beiore

srlategic markeling planning Qx12=24)


