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Note : This paper is of eighty (80) 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= vLlh ¼80½ 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 nineteen (19) 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, mUuhl ¼19½ vad fu/kkZfjr gSaA 

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

gSaA 

1. Considering the Industrial Marketing landscape in 

India, how can the knowledge of Industrial Marketing 

benefit a student of Business Administration ? 

Hkkjr esa vkS|ksfxd foi.ku ifjn`’; ds en~nsutj vkS|ksfxd 

foi.ku dk Kku fdl rjg O;olk; izcU/k ds fo|kkfFkZ;ksa ds 

fy, mi;ksxh gks ldrk gS \ 

2. What are the various segmentation variables used in 

Industrial Marketing ? 

vkS|ksfxd foi.ku esa iz;qDr cktkj foHkfDrdj.k ds vk/kkj 

dkSu ls gSa \ 

3. Compare and contrast the various sales forecast 

methods used in Industrial Marketing. 

vkS|ksfxd foi.ku esa iz;qDr Ø; iwokZuqeku ds fofHkUu rjhdksa 

dh rqyukRed foospuk dhft,A 

4. Describe the various stages involved in Industrial 

Buying Behaviour. 

vkS|ksfxd Ø; O;ogkj ds fofHkUu pj.kksa dks foLrkjiwoZd 

fyf[k,A 
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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 eight (08) marks each. Learners are 

required to answer four (04) 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, vkB ¼08½ vad fu/kkZfjr gSaA 

f’k{kkfFkZ;ksa dks buesa ls dsoy pkj ¼04½ iz’uksa ds mŸkj nsus 

gSaA 

1. How is Promotion Mix in Industrial Marketing 

different from that in Consumer Marketing ? 

vkS|ksfxd foi.ku esa lao)Zu leqPp; fdl rjg miHkksDrk 

foi.ku ds lao)Zu leqPp; ls fHkUu gksrk gS \ 

2. How is Straight Rebuy different from Modified  

Rebuy ? 

lh/kh iqu[kZjhn ¼LVªsV jhckbZ½ fdl rjg ls la’kksf/kr iqu[kZjhn 

¼ekWfMQkbM jhckbZ½ ls fHkUu gksrh gS \ 

3. Intel Inc. manufactures components used in computer 

hardware and sells to customers like Dell, Acer, 

Samsung and not to retail customers. Still, unlike other 

industrial marketers, it advertises on mass media and 

TV. What could be the logic behind this unique 

promotional strategy ? 

bUVsy dEI;wVj mRiknksa esa bLrseky gksus okys iqtks± dh MSy] 

,lj o lSelax vkfn dks vkiwfrZ djrk gS] fdUrq QqVdj 

miHkksDrkvksa dks ughaA blds ckotwn bUVsy tulEidZ ek/;eksa 

o Vhoh vkfn esa foKkiu nsrk gSA mudh bl vuks[kh lao)Zu 

j.kuhfr ds ihNs D;k otg gks ldrh gS \ 
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4. Discuss the determinants of Industrial Product Pricing. 

vkS|ksfxd mRiknksa dk ewY; fdl vk/kkj ij fu/kkZfjr fd;k 

tkrk gS \ 

5. Describe Industrial Product Planning and 

Development. 

vkS|ksfxd mRikn ;kstuk o fodkl dks ifjHkkf‛kr dhft,A 

6. What could be the various buying roles in an industrial 

buyer firm ? 

fdlh vkS|ksfxd Øsrk dEiuh esa vkerkSj ij dkSu&dkSu lh 

Ø; Hkwfedk,¡ ns[kus dks feyrh gSa \ 

7. Comment on the use of Sales Promotion in Industrial 

Marketing. 

vkS|ksfxd foi.ku esa O;fDrxr fcØh ¼ilZuy lSÇyx½ ds 

iz;ksx ij fVIi.kh dhft,A 

8. What critical success factors should be considered 

while selling to government organisations ? 

ljdkjh laLFkkvksa dks lQyrkiwoZd eky cspus ds fy, fdu 

eq[; fcUnqvksa dk /;ku j[kuk vko’;d gS \ 

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. 
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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 

Indicate whether the following are True or False : 

bafxr dhft, fd fuEufyf[kr lR; gSa ;k vlR; % 

1. Buyers in industrial markets are smaller and more 

numerous in comparison to consumer markets.  

     (True/False) 

miHkksDRkk foi.ku ds eqdkcys vkS|ksfxd foi.ku esa [kjhnnkj 

NksVs fdUrq cgqrk;r esa gksrs gSaA   ¼lR;@vlR;½ 

2. Industrial purchases are casually made and are less 

time consuming than consumer purchases. (True/False) 

vkS|ksfxd Ø; vukSipkfjd rjhds ls fd;s tkrs gSa o vkerkSj 

ij miHkksDrk Ø; ds eqdkcys de le; ysrs gSaA  

    ¼lR;@vlR;½ 

3. Industrial Marketing involves more number of 

intermediaries than consumer marketing. (True/False) 

vkS|ksfxd foi.ku esa miHkksDrk foi.ku dh vis{kk vf/kd 

fcpkSfy;ksa dh lgk;rk yh tkrh gSA  ¼lR;@vlR;½ 

4. Long-term contracts and stable relationship between 

the marketer and customers are very rare in Industrial 

Marketing.  (True/False) 

yEch vof/k ds lkSns o Øsrk rFkk foØsrk ds e/; lqn`<+ 

lEcU/k vkS|ksfxd foi.ku esa cgqr de ik, tkrs gSaA  

    ¼lR;@vlR;½ 
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5. Industrial markets involve ultra-low value transactions 

between the marketer and customer. (True/False) 

vkS|ksfxd foi.ku esa Øsrk o foØsrk ds e/; NksVh /kujkf’k 

dk gh ysu&nsu gksrk gSA   ¼lR;@vlR;½ 

Fill in the blanks : 

fjDr LFkkuksa dh iwfrZ dhft, % 

6. Customer location is a ................ type of segmentation 

variable used in Industrial Marketing. 

xzkgd vofLFkfr ¼dLVej yksds’ku½ vkS|ksfxd foi.ku esa 

iz;qDr 
-----------------------

 Hkk¡fr dk cktkj foHkfDrdj.k gSA 

7. ................ is the most commonly used element of 

Industrial Marketing Promotion Mix. 

vkS|ksfxd foi.ku lao)Zu leqPp; ¼izeks’ku feDl½ dk lcls 

vf/kd iz;ksx gksus okyk rRo  
-----------------------

 gSA 

8. B2B, the term used to describe industrial marketing 

transaction, stands for ................  

vkS|ksfxd foi.ku gsrq iz;qDr ikfjHkkf‛kd in B2B dk 

foLr`r vFkZ 
-----------------------

 gSA 

9. The volume of steel brought by Tata Motors to 

manufacture car frames depends on their own sales 

estimate. The demand of steel is thus ................ 

demand as it is dependent on the demand of Tata 

Motors cars in the market. 
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VkVk eksVlZ viuh dkjksa ds foØ; iwokZuqeku ds vk/kkj ij 

LVhy [kjhnrh gSA ,sls esa LVhy dh ek¡x  
-----------------------

 ek¡x 

dgyk;sxh D;ksafd og VkVk eksVlZ dh dkjksa dh ek¡x ij 

fuHkZj gSA 

10. The person who controls the access of sellers to the 

members of buying committee performs ................ 

type of  buying role. 

Ø; lfefr ds lnL;ksa rd igq¡p dks fu;af=r djus okyk 

O;fDr 
-----------------------

 Ø; Hkwfedk fuHkkrk gSA 
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