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(3 Hours) [ Total Marks : 100
SECTION -1

N.B.:- (1) Question No. 1 is Compulsory.

(2) Attempt any two out of the remaining four questions.
(3) Figures to the right indicate full marks.

(a) Define marketing strategy. Discuss the significance of marketing strategy and 20
explain the essentials of a good marketing strategy.
OR
1 (b) What are the strategies adopted by: (i) Market Challengers (ii) Market Followers?
2. Define Marketing Information System. What are the components of modern MIS? 15
3. Discuss the process of attracting and retaining customers. 15
4. Explain the following in brief: (i) Customer Perceived Value (CPV) (ii) CustomerLife 15
Time Value (iif) Customer Relationship Management
5. What are brand elements? Discuss the criteria for choosing brand elements. 15
SECTION -II
N.B. :- (1) Question No.6 is Compulsory.
(2) Attempt any two out of the remaining four questions.
6. (a) Discuss in detail the pricing strategies adopted by companies for new products. 20
OR
6 (b) What are the steps involved in marketing control? Explain the types of marketing
control.
7. Explain the consumer adoption process and adopter categories. 15
8. Explain the following in brief: (i) Sales promotion (ii) Personal selling (iii) Direct 15
Marketing
9. Discuss the factors that contribute to new product development. 15
Q 10. Define retailing. Explain the functions of retailers. 15
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