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Note : This paper is of seventy (70) marks containing
three (03) sections A, B and C. Learners are
required to attempt the questions contained in these
sections according to the detailed instructions given
therein.
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Note : Section ‘A’ contains four (04) long answer type
questions of fifteen (15) marks each. Learners are
required to answer two (02) questions only.

A-67 P.T.O.



Are

1.

A-67

[2] MS-509/MM—2204

. @Grs ‘P H IR (04) <Y SR ¥ A T E
TRAE Y @ fou wme (15) e fwiRa g
iRl &1 ST § ®ad &1 (02) Tl & ST o
gl

How can industrial products be classified ? How can

this classification be beneficial for marketers ? Discuss
marketing implications of each sub-division in detail.
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“Industrial advertising and sales promotion are support
activities for personal selling.” Compare and contrast
the role of advertising in the consumer and industrial
markets.

TR & ol @ 9 arell Rfafl g7 SuMiE
AR e R § A9 B g@er Bl Jef
PITY AT 3D ARG qfAdT W 7@ Hiford |

How industrial buying behaviour is different from
consumer buying behaviour ? What are the major
factors that influence business buyers ?

MNENMTd HY FdeR ISYFIHT HY FIER I g TdR
T BT § ? R WRICRI B UG bR aredl
TG BRE 1 ¢ ?




4.

[3] MS-509/MM—2204

What criteria are used to evaluate different market
segments ? What is the difference between
differentiated  and  undifferentiated  marketing
strategies ?
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Note : Section ‘B’ contains eight (08) short answer type
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questions of five (05) marks each. Learners are
required to answer six (06) questions only.
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Briefly discuss any six of the following :
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Steps involved in Industrial Marketing Research
Process.
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Niche Markets.
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4. Advantages of Penetration Pricing Strategy.
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5. Steps involved in new product development process of
industrial products.
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6. Differentiate B2B from B2C.
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7. Sales Force Automation.
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8. QFD is also called Designed-in-Quality.
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Note : Section ‘C’ contains ten (10) objective type
questions of one (01) mark each. All the questions
of this section are compulsory.

dlc ;. @ue T H 9 (10) TRMTS WA @ W 2| RS
g @ forv Ue (01) oid FuEiRd &) 50 @vs @
T oo arfear € |

Choose the right option :
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1. From the following industrial marketing is treated in
which manner ?

(a) B2B

A-67



A-67

[5] MS-509/MM—2204

(b) Business Marketing

(c) Organisational Marketing

(d) All of the above
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B2B marketing is fundamentally different from

consumer goods or services marketing because :

(@) Distribution channels for business products are
significantly longer.

(b) Customer relationship for business products tend
to be short-term transactions based.

(c) Organizational buyers do no consume the
products or services themselves.

(d) Customer service plays a smaller role in the
distribution of business products.
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From the following which is an example of a
syndicated study ?

(@ An original research paper written by a group
entrepreneur.

(b) A report on Canadian eating habits sold to several
food companies.

(c) Research conducted by an industry expert for an
industry association.

(d) A shared cost omnibus study.
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What do we call a strategy that results in customers
demanding your product from retailers ?
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(@) Pull strategy

(b) Push strategy

(c) Increased derived demand

(d) Dictated demand
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True or False :
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In the decline stage of industrial product, marketing
and production budgets are typically scaled back to
save on cost on resources may be shifted to newer
products under development.
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The most usual goal of strategic design of industrial
product is to find ways to expand the business.
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In BCG’s growth Share Matrix ‘Stars’ are low growth-
high share units.
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Firms fixing prices as low as possible with the aim of

getting high sales volume and market share is termed
aS e pricing strategy of industrial product.
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............ methods refers to testing the potentiality of
message or copy before printing or broadcasting.

fopedl T DT ST BT WLV HRA AT SHD S 0T Al
TR ¥ Ugel S9! ol g1 Bl faf ®gd |
The ........... is a collection or team of individuals who
participate in a buyer decision process.
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