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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. 

uksV % ;g iz’u i= lŸkj ¼70½ vadksa dk gS tks rhu ¼03½ [k.Mksa 

^d*] ^[k* rFkk ^x* esa foHkkftr gSA f’k{kkfFkZ;ksa dks bu 

[k.Mksa esa fn, x, foLr`r funsZ’kksa ds vuqlkj gh iz’uksa ds 

mŸkj nsus gSaA 

Section–A / [k.M&d 

(Long Answer Type Questions) / ¼nh?kZ mŸkjh; iz’u½ 

Note : Section „A‟ contains four (04) long answer type 

questions of fifteen (15) marks each. Learners are 

required to answer two (02) questions only. 
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uksV % [k.M ^d* esa pkj ¼04½ nh?kZ mŸkjh; iz’u fn;s x;s gSaA 

izR;sd iz’u ds fy, iUnzg ¼15½ vad fu/kkZfjr gSaA 

f’k{kkfFkZ;ksa dks buesa ls dsoy nks ¼02½ iz’uksa ds mŸkj nsus 

gSaA 

1. How can industrial products be classified ? How can 

this classification be beneficial for marketers ? Discuss 

marketing implications of each sub-division in detail.  

vkS|ksfxd mRiknksa dks dSls oxhZd`r fd;k tk ldrk gS \ ;g 

oxhZdj.k foi.kd ds fy;s dSls Qk;nsean gks ldrk gS \ 

izR;sd mifoHkktu ds foi.ku ij iM+us okys izHkko ij 

foLrkj ls ppkZ dhft;sA  

2. “Industrial advertising and sales promotion are support 

activities for personal selling.” Compare and contrast 

the role of advertising in the consumer and industrial 

markets.  

ßvkS|ksfxd foKkiu vkSj fcØh lao/kZu O;fDrxr fcØh ds  

leFkZu ds fy;s dh tkus okyh xfrfof/k;k¡ gSaAÞ miHkksDrk 

vkSj vkS|ksfxd cktkj esa foKkiu dh Hkwfedk dh rqyuk 

dhft;s rFkk mudh foijhr Hkwfedk ij ppkZ dhft;sA  

3. How industrial buying behaviour is different from 

consumer buying behaviour ? What are the major 

factors that influence business buyers ?  

vkS|ksfxd Ø; O;ogkj miHkksDrk Ø; O;ogkj ls fdl izdkj 

vyx gksrk gS \ O;kikj [kjhnkjksa dks izHkkfor djus okys 

izeq[k dkjd D;k gSa \ 
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4. What criteria are used to evaluate different market 

segments ? What is the difference between 

differentiated and undifferentiated marketing  

strategies ?   

vyx&vyx O;kikj [k.M ds ewY;kadu djus ds fy;s fdu 

ekinaMksa dk iz;ksx fd;k tk jgk gSa \ foHksfnr vkSj vfoHksfnr 

foi.ku j.kuhfr;ksa ds chp D;k vUrj gksrk gS \ 

Section–B / [k.M&[k 

(Short Answer Type Questions) / ¼y?kq mŸkjh; iz’u½ 

Note : Section „B‟ contains eight (08) short answer type 

questions of five (05) marks each. Learners are 

required to answer six (06) questions only.  

uksV % [k.M ^[k* esa vkB ¼08½ y?kq mŸkjh; iz’u fn;s x;s gaSA 

izR;sd iz’u ds fy, ik¡p ¼05½ vad fu/kkZfjr gSaA 

f’k{kkfFkZ;ksa dks buesa ls dsoy N% ¼06½ iz’uksa ds mŸkj nsus 

gSaA 

Briefly discuss any six of the following : 

fuEufyf[kr esa ls fdUgha N% ij ppkZ dhft;s % 

1. Steps involved in Industrial Marketing Research 

Process.  

vkS|ksfxd foi.ku vuqla/kku dh izfØ;k eas ‘kkfey pj.kA  

2. Competitive Parity Method.  

izfrLi/kkZRed lekurk fof/kA  

3. Niche Markets.  

vkyk cktkjA  
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4. Advantages of Penetration Pricing Strategy.  

vkØked ewY; fu/kkZj.k j.kuhfr ds Qk;nsA  

5. Steps involved in new product development process of 

industrial products.  

vkS|ksfxd mRiknksa ds u, mRikn ds fodkl dh izfØ;k ds 

pj.kA  

6. Differentiate B2B from B2C.  

ch2ch ,oa ch2lh esa vUrj dhft;sA  

7. Sales Force Automation.  

fcØh cy LopkyuA  

8. QFD is also called Designed-in-Quality.  

QFD dk s xq.koŸkk dk :ikafdr Hkh dgk tkrk gSA  

Section–C / [k.M&x 

(Objective Type Questions) / ¼oLrqfu”B iz’u½ 

Note : Section „C‟ contains ten (10) objective type 

questions of one (01) mark each. All the questions 

of this section are compulsory. 

uksV % [k.M ^x* esa nl ¼10½ oLrqfu”B iz’u fn;s x;s gSaA izR;sd 

iz’u ds fy,  ,d ¼01½ vad fu/kkZfjr gSA bl [k.M ds 

lHkh iz’u vfuok;Z gSaA 

Choose the right option :  

lgh fodYi dk pquko dhft;s % 

1. From the following industrial marketing is treated in 

which manner ?   

(a) B2B 
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(b) Business Marketing  

(c) Organisational Marketing  

(d) All of the above  

fuEufyf[kr eas ls vkS|ksfxd foi.ku ds :i eas O;ogkj eas 

yk;k tkrk gS % 

¼v½ ch2ch 

¼c½ O;olk; foi.ku 

¼l½ laxBukRed foi.ku 

¼n½ mi;qZDr lHkh 

2. B2B marketing is fundamentally different from 

consumer goods or services marketing because :  

(a) 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.   

ch2ch foi.ku miHkksDrk oLrqvksa ;k lsokvksa ds foi.ku ls 

ekSfyd :i ls vyx gS D;ksafd % 

¼v½ O;kikj ds mRiknksa ds fy;s forj.k iz.kkyh dkQh yEch 

gksrh gSA  

¼c½ O;kikj ds mRiknksa ds fy;s xzkgd lEcU/k vYidkfyd 

vkSj O;kikj vk/kkfjr gks tkrs gSaA  
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¼l½ laxBukRed [kjhnnkj mRiknksa ;k lsokvksa dk [kqn 

miHkksx ugha djrsA  

¼n½ xzkgd lsok O;kikj mRiknksa ds forj.k eas ,d NksVh 

Hkwfedk fuHkkrk gSA  

3. From the following which is an example of a 

syndicated study ? 

(a) 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.  

fuEufyf[kr esa ls dkSu&lk ,d la?k v/;;u dk mnkgj.k 

gksxk \ 

¼v½ m|fe;ksa ds ,d lewg }kjk fyf[kr ,d ewy ‘kks/k 

i=A  

¼c½ dukMk ds yksxksa ds [kkus dh vknrksa ij ,d fjiksVZ dbZ 

[kk| daifu;ksa dks cspukA  

¼l½ ,d m|ksx la?k ds fy;s ,d m|ksx fo’ks”kK }kjk fd, 

x;s ‘kks/kA  

¼n½ ,d lk>k ykxr loZxzkgh v/;;uA  

4. What do we call a strategy that results in customers 

demanding your product from retailers ?  
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(a) Pull strategy  

(b) Push strategy  

(c) Increased derived demand  

(d) Dictated demand  

,d j.kuhfr] ftlds ifj.kkeLo:i xzkgd vkids mRikn dh 

ek¡x [kqnjk foØsrkvks }kjk djrs gSa] mls D;k dgk tkrk gS \ 

¼v½ f[kapko j.kuhfr  

¼c½ izksRlkgu j.kuhfr 

¼l½ o`f) O;qRiUu ek¡x  

¼n½ r; ek¡x 

True or False :  

lgh ;k xyr % 

5. 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.   

vkS|ksfxd mRiknksa ds fxjkoV ds pj.k esa [kpksZa dks cpkus ds 

fy;s foi.ku vkSj mRiknu ctV vkerkSj ij de dj fn;s 

tkrs gSa vkSj mu lalk/kuksa ds u, fodkl mRiknksa dh rjQ 

yxk fn;k tkrk gSA  

6. The most usual goal of strategic design of industrial 

product is to find ways to expand the business.  

vkS|ksfxd mRikn ds lkefjd vkdkj dk lcls lkekU; y{;] 

dkjksckj dk foLrkj djus ds fy;s rjhds [kkstuk gksrk gSA  



 [ 8 ] MS–509/MM–2204 

A-67 

7. In BCG‟s growth Share Matrix „Stars‟ are low growth-

high share units.  

ch- lh- th- ds fodkl va’k vkO;wg esa  ^flrkjs* de fodkl 

vf/kd nj rFkk va’k okyh O;kikj bdkb;ksa dks n’kkZr s gSaA  

8. Firms fixing prices as low as possible with the aim of 

getting high sales volume and market share is termed 

as .............. pricing strategy of industrial product.  

mPp fcØh dh ek=k vkSj cktkj esa fgLlsnkjh ds mn~ns’; ds 

lkFk Qeks± }kjk de dhersa r; djus dks 
---------------

 vkS|ksfxd 

mRikn ewY; fu/kkZj.k dh j.kuhfr djkj fn;k x;k gSA  

9. ............ methods refers to testing the potentiality of 

message or copy before printing or broadcasting.   

fdlh lans’k dh {kerk dk ijh{k.k djus ;k mlds eqnz.k ;k 

izlkj.k ls igys mldh udy cukus dks 
------------

 fof/k dgrs gSaA  

10. The ........... is a collection or team of individuals who 

participate in a buyer decision process.   
------------------

 ,d laxzg ;k O;fDr;ksa dk lewg gS tks ,d [kjhnnkj 

dh fu.kZ; izfØ;k eas Hkkx ysrs gSaA  
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