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ÍÛæ˜Û¶ÛÛ : ¼ÛμÛÛ ¸ÛóÊ¶ÛÛé¶ÛÛ •Ûä¨Û ÍÛÁõ”ÛÛ ™öé.  

 
1. “È¿ÛæÐüÛ©¾Û�õ …Û¿ÛÛé›÷�õÛé¶ÛÛ× Š¸Û¿ÛÛé•Û …×•Ûé ¾ÛÛ� ëõ¤øá•Û ¿ÛÛé›÷¶ÛÛ…Ûé ÜÈÛ�õÍÛÛÈÛÈÛÛ ¾ÛÛ¤éø ©Û¬ÛÛ ©Ûé¶Ûé …¾ÛÅÛ¾ÛÛ× 

¾Ûæ�õÈÛÛ ¾ÛÛ¤éø −ùÁéõ�õ μÛ×μÛÛ¾ÛÛ× ¾ÛÛ� ëõ¤øá•Û ÍÛ×˜ÛÛÅÛ¶Û …é ¾ÛÛ� ëõ¤øá•Û ¦éø¤øÛ ÜÈÛ�õÍÛÛÈÛÈÛÛé ›÷ÄõÁõà ™öé.” – ˜Û˜ÛÛë. (20) 
…¬ÛÈÛÛ 

 ‘…ÍÛÁõ�õÛÁõ�õ ¾ÛÛ� ëõ¤øá•Û È¿ÛæÐüÁõ˜Û¶ÛÛ…Ûé –Û¦øÈÛÛ � ×õ¸Û¶Ûà…é ©Ûé¶ÛÛ ÐüÁõàºõÛé ©Ûé¾Û›÷ Ðü¿ÛÛ©Û …¶Ûé ÍÛ×½ÛÜÈÛ©Û 
•ÛóÛÐü�õÛé¶ÛÛé …½¿ÛÛÍÛ �õÁõÈÛÛé ›÷Ûéˆ…é.’ – ˜Û˜ÛÛë. 

 
2. (…) “…Û×©ÛÁõÁõÛÌ¤Öøà¿Û ÈÛé¸ÛÛÁõ¶ÛÛ× “ÛéªÛ¶ÛÛé ÈÛμÛÛÁõÛé …é –Û¨ÛÛ ¼ÛμÛÛ ¸ÛÜÁõ¼ÛÇÛé¶Ûä× ÍÛ×¿Ûä�©Û ¸ÛÜÁõ¨ÛÛ¾Û ™öé.” – 

…Û ÜÈÛμÛÛ¶Û ÍÛ¾Û›÷ÛÈÛÛé.   (20) 
 (¼Û) “…Û×©ÛÜÁõ�õ …¶Ûé …Û×©ÛÁõÁõÛÌ¤Öøà¿Û ¼Û›÷ÛÁõ ÈÛ˜˜Ûé �õÛéˆ ©ÛºõÛÈÛ©Û¶ÛÛ× �õÛÁõ¨ÛÛé ¶Û¬Ûà.” – …Û ÜÈÛμÛÛ¶Û¶Ûà 

¤øà�õÛ©¾Û�õ ÍÛ¾Ûà“ÛÛ �õÁõÛé. 
…¬ÛÈÛÛ 

 ¼Û›÷ÛÁõ ˜Û�õÛÍÛ¨Ûà …é¤øÅÛé ÉÛä× ? ÉÛÛ ¾ÛÛ¤éø � ×õ¸Û¶Ûà…Ûé ¼Û›÷ÛÁõ ˜Û�õÛÍÛ¨Ûà (�õÍÛÛé¤øà) …¸Û¶ÛÛÈÛé ™öé ? •ÛóÛÐü�õ 
¸Ûé−ùÛÉÛÛé¶Ûà ¼Û›÷ÛÁõ ˜Û�õÛÍÛ¨Ûà¶Ûà �éõ¤øÅÛà�õ ¸Û±ùÜ©Û…Ûé ÈÛ¨ÛÙÈÛÛé. 

 
3. (…) “¼Û›÷ÛÁõ ÍÛ×ÉÛÛéμÛ¶Û …é¤øÅÛé ¼Û›÷ÛÁõ ¸ÛóÜ’õ¿ÛÛ¶Ûà ÍÛ¾ÛÍ¿ÛÛ¶Ûä× Í¸ÛÌ¤øà�õÁõ¨Û” – ¼Û›÷ÛÁõ ÍÛ×ÉÛÛéμÛ¶Û ¸ÛóÜ’õ¿ÛÛ¶ÛÛ 

ÍÛ×−ù½ÛÙ¾ÛÛ× ˜Û˜ÛÛÙ �õÁõÛé.   (20) 
 (¼Û) ˜Û˜ÛÛë : …Û×©ÛÁõÁõÛÌ¤Öøà¿Û ¾ÛÛ�ëõ¤øá•Û¾ÛÛ× Ý�õ¾Û©Û Ü¶ÛμÛÛÙÁõ¨Û¶ÛÛ ÜÐüÍÍÛé−ùÛÁõÛé. 

…¬ÛÈÛÛ 
 ÍÛ¾Û›÷ÛÈÛÛé : 
 (…) ¼Û›÷ÛÁõ ÍÛ×ÉÛÛéμÛ¶Û¾ÛÛ× Š¸ÛÜÍ¬Û©Û ¬Û©ÛÛ× ¶ÛíÜ©Û�õ ¸ÛóÊ¶ÛÛé. 
 (¼Û) …Û×©ÛÁõÁõÛÌ¤Öøà¿Û ¾ÛÛ� ëõ¤øá•Û …¶Ûé ÍÛÛ×Í�èõÜ©Û�õ ÈÛÅÛ¨ÛÛé. 
 
4. ÍÛéÈÛÛ ¾ÛÛ�ëõ¤øá•Û …é¤øÅÛé ÉÛä× ? ½ÛÛíÜ©Û�õ ¸Ûé−ùÛÉÛ …¶Ûé ÍÛéÈÛÛ ÈÛ˜˜Ûé¶ÛÛé ©ÛºõÛÈÛ©Û ÍÛ¾Û›÷ÛÈÛÛé. ÍÛéÈÛÛ¶ÛÛ ¾Ûä”¿Û 

ÅÛ“Û¨ÛÛé ¸Û¨Û −ùÉÛÛÙÈÛÛé.   (20) 
…¬ÛÈÛÛ 

 ¤æ×ø�õ¶ÛÛêμÛ ÅÛ”ÛÛé : 
 (i) ÍÛéÈÛÛ¶Ûà ¾ÛÛ×•Û¶ÛÛ ÍÛ×˜ÛÛÅÛ¶Û¶Ûà È¿ÛæÐüÁõ˜Û¶ÛÛ…Ûé. 
 (ii) ÍÛéÈÛÛ¶Ûä× ‘¸ÛÛé¡öàÉÛÝ¶Û•Û’ ¾ÛÛ¤éø¶ÛÛ ¸Û•ÛÅÛÛ× …¶Ûé ©Ûé¶ÛÛ Š¸Û¿ÛÛé•ÛÛé. 
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5. (…) ¾ÛÛ� ëõ¤øá•Û ÍÛ×˜ÛÛÅÛ¶Û¶ÛÛé …¬ÛÙ ÍÛ¾Û›÷ÛÈÛà ©Ûé¶Ûà ¸ÛóÜ’õ¿ÛÛ ÜÈÛ•Û©Ûé ÈÛ¨ÛÙÈÛÛé. 

 (¼Û) ‘“Û’ � ×õ¸Û¶Ûà ™æö¤ø�õ ÈÛé¸ÛÛÁõ (Retailing)¶ÛÛ “ÛéªÛ¾ÛÛ× ¾ÛÛé¤øÛ¸ÛÛ¿Ûé ÁõÛé�õÛ¨Û �õÁõÈÛÛ ¾ÛÛ×•Ûé ™öé. � ×õ¸Û¶Ûà¶ÛÛ 
Š¸ÛÁõÛé�©Û Ü¶Û¨ÛÙ¿Û¶Ûà ˜Û�õÛÍÛ¨Ûà ¶Ûà˜Ûé¶ÛÛ ¾Ûä°ùÛ…Ûé¶Ûé μ¿ÛÛ¶Û¾ÛÛ× ÁõÛ”Ûà �õÁõÛé. 

  (1) ÐüÁõàºõÛé¶Ûà È¿ÛæÐü˜Û¶ÛÛ…Ûé …ÛéÇ”ÛÈÛà. 

  (2) ÐüÁõàºõÛé¶Ûà “Û¾Û©ÛÛ…Ûé …¶Ûé ¾Û¿ÛÛÙ−ùÛ…Ûé¶Ûä× ¾ÛæÅ¿ÛÛ×�õ¶Û. 

  (3) ÐüÁõàºõÛé¶ÛÛ ¸Ûó�õÛÁõÛé. 

  (4) ÐüÁõàºõÛé¶ÛÛ ¸Ûó©¿ÛÛ–ÛÛ©Ûà ©ÛÁõÐü¶ÛÛé …×−ùÛ›÷. 

  (5) Ðäü¾ÛÅÛÛé �õÁõÈÛÛé, ÍÛ¾ÛÛμÛÛ¶Û �õÁõÈÛä×, ÍÛ¾ÛÛÈÛéÉÛ �õÁõÈÛÛé …¶Ûé ©¿Û›÷ÈÛÛ ›÷éÈÛÛ ÐüÁõàºõÛé¶Ûà ¸ÛÍÛ×−ù•Ûà. 

  ÈÛμÛÛÁõÛ¶Ûà ¾ÛÛÜÐü©Ûà : (ÐüÛÅÛ¾ÛÛ× ›÷ ÜÁõÅÛÛ¿Û¶ÍÛ …Ûí²ÛéÜ•Û�õ •ÛèÐéü ™æö¤ø�õ ÈÛé¸ÛÛÁõ (Retailing)¶ÛÛ 
“ÛéªÛ¾ÛÛ× �éõ¤øÅÛÛ�õ Ðü›÷ÛÁõ �õÁõÛé¦ø ÄõÜ¸Û¿ÛÛ¶Ûä× ÁõÛé�õÛ¨Û ¸ÛÛ×˜Û ÈÛÌÛÙ¶ÛÛ ÍÛ¾Û¿Û•ÛÛÇÛ¾ÛÛ× �õÁõÈÛÛ¶ÛÛé Ü¶Û¨ÛÙ¿Û 
…¾ÛÅÛ¾ÛÛ× ¾Ûæ�éõÅÛ ™öé.)   (20) 

…¬ÛÈÛÛ 

 (…) ¾ÛÛ� ëõ¤øá•Û ¿ÛÛé›÷¶ÛÛ …é¤øÅÛé ÉÛä× ? ¾ÛÛ� ëõ¤øá•Û¶Ûà ¿ÛÛé›÷¶ÛÛ¶ÛÛ ©Û«ÈÛÛé ÜÈÛÉÛé ›÷¨ÛÛÈÛÛé. 

 (¼Û) •Ûä›÷ÁõÛ©Û ÁõÛš¿Û¾ÛÛ× ™öéÅÅÛÛ �éõ¤øÅÛÛ�õ ÈÛÌÛÛë¾ÛÛ× ½ÛÛÁõ©Û ÍÛ×˜ÛÛÁõ Ü¶Û•Û¾Û ÜÅÛÜ¾Û¤éø¦ø (BSNL)¶ÛÛ •ÛóÛÐü�õÛé¶Ûà 
ÍÛ×”¿ÛÛ¾ÛÛ× ÍÛ©Û©Û –Û¤øÛ¦øÛé ©Ûé¶ÛÛ ÐüÁõàºõÛé¶Ûà È¿ÛæÐüÁõ˜Û¶ÛÛ…Ûé¶Ûé �õÛÁõ¨Ûé ¬Û©ÛÛé ›÷ÛéÈÛÛ ¾ÛÆ¿ÛÛé Ðü©ÛÛé. ¸ÛÁ×õ©Ûä 
Š¸ÛÁõÛé�©Û �×õ¸Û¶Ûà ³ùÛÁõÛ ¸ÛÛé©ÛÛ¶ÛÛ ÐüÁõàºõÛé¶Ûà ÉÛÜ�©Û-¶Û¼ÛÇÛˆ…Ûé¶Ûé μ¿ÛÛ¶Û¾ÛÛ× ÁõÛ”Ûà ™öéÅÅÛÛ � éõ¤øÅÛÛ�õ 
¾ÛÜÐü¶ÛÛ…Ûé¬Ûà ©Ûé¶Ûà È¿ÛæÐüÁõ˜Û¶ÛÛ…Ûé¾ÛÛ× ºéõÁõºõÛÁõ �õ¿ÛÛÙ ™öé ›÷é¶ÛÛ �õÛÁõ¨Ûé ÐüÛÅÛ¾ÛÛ× ©Ûé −ùÁõ ¾ÛÜÐü¶Ûé ¸ÛÛé©ÛÛ¶ÛÛ 
•ÛóÛÐü�õÛé¶Ûà ÍÛ×”¿ÛÛ¾ÛÛ× ¶ÛÛêμÛ¸ÛÛªÛ ÈÛμÛÛÁõÛé �õÁõà ÁõÐéüÅÛ ™öé. 

  Š¸ÛÁõÛé�©Û ¼ÛÛ¼Û©Û¶Ûé ÐüÁõàºõÛé¶Ûà ÉÛÜ�©Û…Ûé …¶Ûé ¶Û¼ÛÇÛˆ…Ûé¶ÛÛ ÍÛ×−ù½ÛÙ¾ÛÛ× ˜Û�õÛÍÛÛé. 
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Instruction : All questions carry equal marks.  
 

1. “Within each business, marketing management must develop marketing data for 
strategic planners to use, develop marketing plans and carry them out.” Discuss. (20) 

OR 

 ‘To prepare an effective marketing strategy, a company must study its competitors as 
well as its actual and potential customers.’ Discuss. 

 
2. (A) “The increase in scope of international marketing is the joint result of several 

factors.” Explain this statement.  (20) 
 (B) “There are no reasons for difference in Internal and International Market.” 

Critically evaluate this statement. 
OR 

 What is Market Testing ? Why do companies undertake market testing ? Describe 
some major methods of consumer goods market testing. 

 
3. (A) “Marketing Research means clarification of marketing problem.” Discuss in light 

of Marketing Research Process.  (20) 

 (B) Discuss : Price participants in International Marketing. 
OR 

 Explain : 
 (A) Ethical issues in Marketing Research. 
 (B) Cultural attitudes and International Marketing. 
 
4. What is Services Marketing ? Explain the difference between physical product and 

service. Also state the important characteristics of services. (20) 
OR 

 Write short notes on : 
 (i) Strategies for managing demand of services. 
 (ii) Uses and steps in developing a services positioning strategy. 
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5. (A) Explain the meaning of Marketing Management and describe its process in detail. 
 (B) ‘X’ Co. wants to invest in a big way in “Retailing Business.” Verify the decision 

of the company on following grounds. 
  (1) Identification of Competitors’ policies. 
  (2) Evaluation of competitors’ strength and weaknesses. 
  (3) Types of competitors. 
  (4) Estimating reaction pattern of competitors. 
  (5) Selection of competitors to attack-avoid-compromise and to absorb. 
  Additional Information : (Recently, ‘Reliance’ Industrial group has decided to 

invest several thousand crores Rs. in ‘Retailing Business’ in five years and have 
started implementation also)  (20) 

OR 

 (A) What is Marketing Plan ? Explain contents of Marketing Plan. 
 (B) From last few years in Gujarat State, Bharat Sanchar Nigam Limited (BSNL) has lost 

many its customers because of their competitors’ strategies. But from last few months, 
after considering strength and weaknesses of their competitors, BSNL is increasing its 
number of customers every month by changing its strategies. 

  Discuss the above issue with reference to strength and weaknesses of competitors. 
   

 

 
 


