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' - | t All questions are comPulsorY.
1t lrigures to the right indicate maximum marks'

|,.rrrlr rs iip ir-pportapt mecliuni tbr conrt-nurlictttiotl. {CO1 (R)}

,,i1r.r ,il'Lr u,eel<l), r,illage t-uarl<ets. {COl 0l)}
.r:r.,rplric se-gnreptation is the rnost popr-rlar basis fbr marl<et segmentation. {CO1 (R)}

,,,iii,rrrlon is central to the sLrcccss of a global trarlieting strategy. {CO1 (R)}

, ;r!.r.i:, llr.urs tlpcl it cluite casy to get sLritable godotlt'ts in rnany parts of rLrral lndia'

rtrrrtl cttstolt'te rs are concentratecl. {CO1 (A)}

r.,i,i trl1r.l<etipg is ope conrrnunication approach tliat ainls to evolve actioll. {CO1 (A)}

' r''Lllrlcrs are highll'bratld cot-tscioLrs' {C()'l (A)}

r,rrilLrrrir pacliaging is rrot pref.errecl in rutral t'narl<et. {co1 (R)}

:r i.r1i.l lnclia.rnostl\,.ioirrtfamilystructureexistwithseniormembersbeingthedecisior-r-
rrrl.,.rt': itr the house holc1. {CO1 (R)}

; I r \ lrrtch thc lirltol'ing:- (Anr' 7) (1)

Marks:- 75
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rl irli llrc N,larket {C01 (R)}
'' r rll trnit I'aclt {COl (l{)l
i)r ()r)()tion Stratcg\ {ClO1 (tl)}
iirrrll lloacl Corrncctivitv {CO1 (R)}

irililn Awas Yoirra [COl (R)]
, ,r ,rl ( ()rtrttt)tcl' lCO l ( l{)}
irrrr ins Charactcristics {COl (U)}

i'i,.t I'Lrrchase IlchavioLrr {CO1 (A)}
'.rriirrtlc lCOl (,\)l

, r rL-,rct o i- (l lobaliz-ation {CO1 Gf )}
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V act untaPPed marl<eting

BLrying Process

Psychological Factor
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t-if'e St1'le

N,la.jor Portion o1' lndian Populatiorl

{co1 (R)}
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': iirl\'cl' thc' lollo$'ing:
: I ..nlrin tactor cotttribLttirrg to the growth o1'Rural Marl<eting?

' i'r',ihlcrt'rs of'[{ural NIarl<eting'? {COl (R)}

OR

i r irllcrrgcs in [lLrral Nlarlieting? {C01 (l{)}

ri r)l)c t)1 Rr-n'al lVIarl<eting? tCO1 (R))

(8)

(7)

(8)

(7)



Q3. Ansrver the lollorving:
a) frxplain the term Rural lnltastrllctllre?
b) FeatLrres of RLrra[ Consumer {COl (U)}

{col (u)}

OR

b) iVlethods of'\4otivating RLrral consurner? {COl (R.)}

c) Dil'l''erence bctri,een Urban Clonsumer & RLrral Consumer"? {CO1 (R.)}

Q4. Ansx,er the lbllorving:
a) E.rlrlain the tern.r Branding and its advantages? {CO1 (A)}
b) Llxplairr ProdLrct Life Cycle? {CO1 (R)}

OR

c) Explain the terrn Fal<e Brands'J {CO1 (U)}
rl) IJxplain l)rocluot Classiflcation? {CO1 (R)}

Q5. Arrs*'u' the lbllorving:
a) llxplain importance of AgricLrlture Marlieting? {COl (R)}
b) Erplain the f-eatLrres ol'Marl<et Segmentation? {COl (R)}

OR
c) Short Note (Any 3):

1) \Vare hor-rsing. {CO1 (U)}
2) Pacl<aging {CO1 (R)}
3) Irrorrotion Strategl,. {COl (R)}
4) Vlobilc Advertising. {CO1 (R)}
5) Brand Lo1,,alty. {CO1 (R)}
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