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Q1 a Modern marketing is customer driven".  Comment upon the statement bringing out the 

difference between. marketing and selling. 

Ans. The statement "Modern marketing is customer-driven" means that successful marketing today 

is centered around meeting the needs and wants of the customers. The focus is on understanding 

and fulfilling the needs of the customer in the most effective way possible. This approach involves 

building relationships with customers, understanding their preferences, and using that information to 

create products and services that meet their needs. 

On the other hand, selling is the process of persuading customers to buy a product or service. The 

focus of selling is on convincing customers that they need a particular product or service, regardless 

of whether it is actually the best option for them. Selling is typically more transactional in nature, 

and the goal is to close the sale and generate revenue. 

The key difference between marketing and selling is that marketing focuses on identifying and 

fulfilling customer needs, while selling is focused on persuading customers to buy a particular 

product or service. Marketing is a more long-term and holistic approach to business, while selling is 

more focused on short-term goals. 

In modern marketing, businesses understand that building strong relationships with customers and 

meeting their needs is crucial to long-term success. This approach involves listening to customer 

feedback, using data to understand customer preferences and behavior, and constantly adapting to 

changes in the market. By focusing on the customer, modern marketing creates more value for both 

the business and the customer, leading to more successful and sustainable business outcomes. 

 

 

Q1 b What is meant by Marketing Mix? Explain importance for customers and organisations. 

Ans. The marketing mix refers to a set of tools and tactics that businesses use to promote their 

products or services to potential customers. The marketing mix typically consists of four key 

elements: product, price, place, and promotion (often referred to as the "Four Ps"). 

Product refers to the actual product or service being offered, including its design, features, and 

packaging. Price refers to the price point of the product or service, including discounts, promotions, 

and payment options. Place refers to the distribution channels used to make the product or service 

available to customers, including physical stores, online channels, and other channels. Promotion 

refers to the advertising and marketing efforts used to promote the product or service, including 

advertising, public relations, and sales promotions. 

The marketing mix is important for both customers and organizations. For customers, a well-

designed marketing mix can help them make informed decisions about products or services, as they 

have all the information they need to make a purchase decision. It also helps customers to 



 

 

understand the unique value proposition of the product or service, and how it compares to other 

options available in the market. 

For organizations, the marketing mix is important because it helps to drive business growth and 

profitability. By carefully designing and executing a marketing mix that resonates with their target 

audience, businesses can drive awareness, generate demand, and increase sales. This helps to create 

a competitive advantage, as businesses that offer a better marketing mix are often more successful in 

attracting and retaining customers. 

Overall, the marketing mix is an essential tool for any business looking to promote their products or 

services in the market. By carefully considering the four key elements of the marketing mix, 

businesses can develop a well-rounded and effective marketing strategy that meets the needs of 

both their customers and their organization.  

 

OR 

 

 

Q1 a Explain the evolution of marketing over the years. 

Ans. Marketing has evolved significantly over the years, from a simple transactional approach to a 

more customer-centric and relationship-driven approach. Here are the key stages of marketing 

evolution: 

Production era (pre-1920s): During this time, the focus of marketing was on the production and 

distribution of goods. The main goal was to produce goods efficiently and cheaply, and to make them 

available to customers through mass distribution. 

Sales era (1920s-1960s): In this era, the focus of marketing shifted to selling and promotion. The goal 

was to convince customers to buy products, often through aggressive sales tactics and advertising. 

Marketing era (1960s-1990s): In this era, the focus of marketing shifted to understanding customer 

needs and wants. The goal was to create products and services that met customer needs, and to use 

marketing research and segmentation to target specific customer groups. 

Relationship era (1990s-2010s): In this era, the focus of marketing shifted to building long-term 

relationships with customers. The goal was to create loyal customers who would return to buy 

products and services over time, through personalized marketing and relationship management 

strategies. 

Digital era (2010s-present): In the current era, the focus of marketing has shifted to digital channels, 

including social media, mobile, and online advertising. The goal is to reach customers through 

targeted and personalized digital marketing, and to use data analytics to track and optimize 

marketing efforts. 

Overall, the evolution of marketing has been driven by changes in technology, consumer behavior, 

and market competition. Today's marketers must be agile, data-driven, and customer-centric in order 

to succeed in an increasingly digital and competitive landscape.  

 



 

 

 

Q1 b Define marketing environment. Discuss how some recent changes in Indian political-legal 

environment had impact on marketing decisions of a firm ? 

Ans. The marketing environment refers to the external factors that can affect a business's marketing 

efforts. These factors can include political, economic, social, technological, legal, and environmental 

factors. 

Recent changes in the Indian political-legal environment have had a significant impact on the 

marketing decisions of firms operating in the country. For example, the introduction of the Goods 

and Services Tax (GST) in 2017 had a major impact on businesses, as they had to restructure their 

pricing and supply chain strategies to comply with the new tax regulations. The GST also impacted 

consumer behavior, as the prices of some goods and services increased, leading to changes in 

demand. 

Another recent change in the political-legal environment is the increasing focus on data privacy and 

security. In 2018, India introduced the Personal Data Protection Bill, which aims to regulate the 

collection, storage, and processing of personal data. This has had an impact on marketing decisions, 

as firms must now ensure that they are collecting and using customer data in a transparent and 

compliant manner. 

Changes in government policies and regulations can also impact the marketing decisions of firms. For 

example, the Indian government's "Make in India" initiative, which aims to promote manufacturing 

in the country, has led to increased demand for locally-produced goods and services. This has 

influenced the marketing strategies of firms operating in India, as they may need to emphasize their 

local manufacturing or sourcing practices to appeal to customers. 

Overall, the political-legal environment can have a significant impact on the marketing decisions of 

firms, and it is important for marketers to stay up-to-date on regulatory changes and policy 

developments in order to adapt their strategies accordingly.  

 

 

Q2 a Briefly explain the steps involved in consumer buying decision process. 

Ans. The consumer buying decision process refers to the steps that a consumer goes through when 

making a purchase decision. Here are the typical steps involved in the process: 

Problem recognition: The first step in the process is when a consumer recognizes a need or a 

problem that they want to solve. This can be triggered by internal factors (such as hunger or thirst) or 

external factors (such as advertising or social influence). 

Information search: After recognizing a need, the consumer begins to search for information about 

possible solutions. This can involve searching for information online, asking friends and family, or 

visiting stores to look at products in person. 

Evaluation of alternatives: Once the consumer has gathered information about possible solutions, 

they evaluate the alternatives based on various criteria such as price, quality, and features. They may 

also consider the brand reputation and personal preferences. 



 

 

Purchase decision: After evaluating the alternatives, the consumer makes a decision to purchase a 

product or service. 

Post-purchase evaluation: After the purchase, the consumer evaluates the product or service to 

determine if it met their expectations. They may be satisfied, dissatisfied, or indifferent, depending 

on their experience. 

Post-purchase behavior: Finally, the consumer's behavior after the purchase can be influenced by 

their satisfaction or dissatisfaction. If they are satisfied, they may become loyal customers and 

recommend the product to others. If they are dissatisfied, they may return the product, complain to 

the company, or leave negative reviews. 

Understanding the consumer buying decision process can help businesses to develop marketing 

strategies that appeal to their target audience and guide them through the various stages of the 

process.  

 

 

Q2 b What is market segmentation? Explain the bases for segmenting market for the following 

products : 

(i) Wrist watch  

(ii) Car 

(iii) Mobile phone  

Ans. Market segmentation refers to the process of dividing a larger market into smaller, more 

homogenous groups of consumers with similar needs, characteristics, or behaviors. This allows 

businesses to tailor their marketing strategies to specific segments, rather than trying to appeal to 

the entire market as a whole. 

Here are some of the bases for segmenting markets for the following products: 

(i) Wrist watch: 

Demographic segmentation: Segments based on age, gender, income, and education level can be 

used to target specific groups of consumers. For example, high-end luxury watch brands may target 

older, affluent consumers, while more affordable watch brands may target younger, budget-

conscious consumers. 

Psychographic segmentation: Segments based on personality, lifestyle, and values can be used to 

target consumers who are looking for watches that match their personal style or reflect their values. 

For example, some consumers may prefer eco-friendly watch brands, while others may prefer sporty 

or fashionable watches. 

(ii) Car: 

Demographic segmentation: Segments based on age, income, and family size can be used to target 

specific groups of consumers. For example, families with children may prefer larger cars or SUVs, 

while younger, single consumers may prefer smaller, sporty cars. 



 

 

Geographic segmentation: Segments based on location, climate, and terrain can be used to target 

consumers who live in specific regions or have specific driving needs. For example, car brands may 

target consumers in urban areas with smaller, more fuel-efficient cars, while consumers in rural areas 

may prefer larger, more rugged vehicles. 

(iii) Mobile phone: 

Demographic segmentation: Segments based on age, income, and education level can be used to 

target specific groups of consumers. For example, younger consumers may prefer phones with the 

latest technology and features, while older consumers may prefer more straightforward and easy-to-

use phones. 

Psychographic segmentation: Segments based on personality, lifestyle, and values can be used to 

target consumers who are looking for phones that match their personal style or reflect their values. 

For example, some consumers may prefer eco-friendly phone brands, while others may prefer 

phones with strong security features or advanced camera capabilities. 

Overall, market segmentation is a crucial tool for businesses to better understand their target 

customers and develop more effective marketing strategies.  

 

OR 

 

 

Q2 a What is product positioning? Identify the basis of positioning for the following products:  

(i) Patanjali Toothpaste 

(ii) Syska LED (low energy-consumption) Lights 

(iii) Himalaya Face Wash 

Ans. Product positioning is the process of creating a unique image and identity for a product in the 

minds of consumers, relative to competing products in the market. It involves identifying the key 

benefits and features of a product that make it different and better than other products in the same 

category. 

Here are some of the bases of positioning for the following products: 

(i) Patanjali Toothpaste: 

Natural and Herbal: Patanjali positions its toothpaste as a natural and herbal alternative to 

mainstream toothpaste brands, highlighting the use of natural ingredients such as neem, clove, and 

babool. 

Ayurvedic: Patanjali also positions its toothpaste as an ayurvedic product, drawing on the popularity 

of traditional Indian medicine and the association of ayurvedic products with wellness and health. 

(ii) Syska LED (low energy-consumption) Lights: 

Energy Efficiency: Syska positions its LED lights as highly energy-efficient, emphasizing the cost 

savings and environmental benefits of using LED technology. 



 

 

Long-lasting: Syska also positions its LED lights as long-lasting and durable, highlighting the reliability 

and value of investing in high-quality lighting products. 

(iii) Himalaya Face Wash: 

Herbal: Himalaya positions its face wash as a herbal product, emphasizing the use of natural 

ingredients such as neem and turmeric. 

Gentle and Safe: Himalaya also positions its face wash as a gentle and safe option for consumers 

with sensitive skin, emphasizing the mild and non-irritating formula. 

Overall, product positioning is important for creating a distinctive and memorable brand image in the 

minds of consumers, and for communicating the key benefits and features of a product that set it 

apart from the competition.  

 

 

Q2 b Differentiate between : 

(i) Push and Pull Strategies 

(ii) Advertising and sales Promotion 

Ans. (i) Push and Pull Strategies: 

Push strategy: A push strategy is a marketing approach in which a company tries to push its products 

or services onto customers through various marketing and promotional activities. It involves directing 

marketing efforts towards the distribution channel, such as wholesalers and retailers, to encourage 

them to stock and promote the product. 

Pull strategy: A pull strategy is a marketing approach in which a company aims to create demand for 

its products or services among consumers. It involves creating advertising and promotional 

campaigns that target end-users or consumers directly, creating demand that pulls the product 

through the distribution channel. 

(ii) Advertising and Sales Promotion: 

Advertising: Advertising is a form of communication that seeks to inform, persuade, or influence 

customers to buy a product or service. It is usually done through mass media channels such as 

television, print, radio, and online platforms, and aims to create a strong brand image and generate 

long-term customer loyalty. 

Sales promotion: Sales promotion refers to short-term promotional activities that are designed to 

boost sales of a product or service. This can include special deals, discounts, coupons, samples, 

contests, and other tactics that incentivize customers to make a purchase. Sales promotions are 

usually targeted towards a specific product or service and are intended to generate short-term spikes 

in sales. 

Overall, push and pull strategies represent two different approaches to marketing, while advertising 

and sales promotion are two distinct tactics for promoting and selling products or services. While 

push strategies involve directing marketing efforts towards the distribution channel, pull strategies 

focus on creating demand among consumers. Advertising is a long-term strategy that aims to build 



 

 

brand awareness and loyalty, while sales promotion is a short-term tactic designed to boost 

immediate sales.  

 

 

Q3 a Describe different channels of distribution for industrial products with suitable examples. 

Ans. Channels of distribution for industrial products refer to the various ways in which manufacturers 

and producers can get their products to market, from the point of production to the point of 

consumption. These channels can be direct or indirect and involve various intermediaries such as 

wholesalers, distributors, and retailers. Here are some examples of channels of distribution for 

industrial products: 

Direct Sales: Direct sales refer to a channel where the manufacturer or producer sells directly to the 

end-user without any intermediaries involved. This is common in the case of large industrial products 

such as heavy machinery, where the manufacturer has a direct sales team to manage customer 

relationships and close deals. 

Manufacturer-Distributor-Retailer: This channel involves the manufacturer selling to distributors, 

who then sell to retailers, who finally sell to the end-user. For example, a manufacturer of electronic 

components might sell to distributors who specialize in electronics, who then sell to retailers such as 

electronic stores or online marketplaces, who finally sell to the end-user. 

Manufacturer-Agent-Wholesaler-Retailer: This channel involves the manufacturer using agents or 

brokers to represent them in the market and sell to wholesalers, who then sell to retailers, who 

finally sell to the end-user. This is common in the case of industrial products that require specialized 

knowledge or technical expertise to sell, such as chemicals or machinery. 

Manufacturer-Industrial Distributor-End-User: This channel involves the manufacturer selling to 

industrial distributors who specialize in specific industries, who then sell directly to the end-users 

such as factories or other industrial consumers. For example, a manufacturer of welding equipment 

might sell to a specialized welding equipment distributor, who then sells to factories and industrial 

businesses that require welding equipment. 

Overall, the choice of distribution channel for industrial products will depend on a variety of factors 

such as the nature of the product, the target market, and the level of specialization required. The 

most effective channel for industrial products is one that can reach the target customers and deliver 

the products in a timely and cost-effective manner.  

 

 

Q3 b Packaging acts as a silent salesman". Comment while explaining the advantages of packaging. 

Ans. Packaging is an important aspect of marketing as it not only protects the product but also serves 

as a powerful marketing tool. In fact, packaging is often referred to as a silent salesman because it 

can communicate a lot about the product and influence the customer's buying decision without 

saying a word. Here are some advantages of packaging and how it acts as a silent salesman: 

Attracts Attention: Packaging is often the first thing that a customer sees when they encounter a 

product. Good packaging design can grab attention and differentiate the product from its 



 

 

competitors on the shelf. The use of bold colors, images, and typography can all work together to 

make the packaging stand out and attract attention. 

Communicates Information: Packaging can convey important information about the product, such as 

its features, benefits, and instructions for use. This information can help the customer make an 

informed buying decision and feel confident in their purchase. 

Builds Brand Identity: Packaging can help to build brand identity by featuring the company's logo, 

color scheme, and other branding elements. Consistent packaging design across all products can help 

to establish brand recognition and loyalty among customers. 

Provides Protection: Packaging provides protection to the product during transportation and 

storage, which can help to reduce damage and ensure that the product reaches the customer in 

good condition. This can improve customer satisfaction and reduce returns and complaints. 

Differentiates Products: Packaging can help to differentiate products from their competitors by using 

unique designs, materials, or features. This can help to create a perceived value in the customer's 

mind and encourage them to choose one product over another. 

Overall, packaging is an essential component of marketing that can provide a range of advantages for 

businesses. From attracting attention to building brand identity and providing protection, packaging 

can act as a silent salesman that influences the customer's buying decision and enhances the overall 

customer experience.  

 

OR 

 

 

Q3 a What is branding ? What are the different branding decisions taken by a firm ? 

Ans. Branding refers to the process of creating a unique name, design, symbol, or other feature that 

identifies and distinguishes a product or service from those of its competitors. Branding is an 

essential component of marketing, as it helps to build customer recognition, loyalty, and trust, and 

creates a perceived value for the product or service. Here are the different branding decisions taken 

by a firm: 

Brand Name: One of the most important branding decisions is selecting the brand name. The brand 

name should be unique, memorable, and easy to pronounce and spell. It should also be relevant to 

the product or service and align with the brand's image and values. 

Brand Logo: Another important branding decision is designing the brand logo. The logo should be 

visually appealing, simple, and memorable. It should also be adaptable to different mediums and 

sizes. 

Brand Identity: A brand identity is the overall visual representation of the brand, including its logo, 

colors, typography, and design elements. A consistent brand identity helps to establish brand 

recognition and differentiation. 



 

 

Brand Positioning: Brand positioning refers to the way in which the brand is positioned in the minds 

of consumers. It involves identifying the unique value proposition of the brand and communicating it 

to the target audience. 

Brand Extension: Brand extension refers to the practice of using an existing brand name to launch 

new products or services. This can help to leverage the existing brand equity and reduce marketing 

costs. 

Brand Licensing: Brand licensing refers to the practice of allowing other companies to use the brand 

name and logo on their products in exchange for a fee. This can help to increase brand awareness 

and generate additional revenue. 

Overall, branding decisions are important for creating a strong and recognizable brand that resonates 

with customers and creates a competitive advantage in the market.  

 

 

Q3 b Explain the concept of Product Life Cycle (PLC). Explain the strategies that a marketer can 

adopt to lengthen the period of maturity stage. 

Ans. The product life cycle (PLC) is a marketing concept that describes the different stages that a 

product goes through from its introduction to its decline. The four stages of the PLC are: 

Introduction: The product is introduced into the market, and sales are low as customers become 

aware of the product. 

Growth: Sales increase rapidly as the product becomes more popular, and competitors enter the 

market. 

Maturity: Sales reach their peak, and the market becomes saturated with competitors offering 

similar products. 

Decline: Sales decline as the product becomes outdated, and new products enter the market. 

Marketers can adopt different strategies to lengthen the period of the maturity stage and extend the 

product's life cycle. Some of these strategies include: 

Product Modification: Modifying the product by adding new features or improving its quality can 

help to differentiate it from competitors and maintain customer interest. 

Market Expansion: Expanding into new markets, such as different geographic locations or customer 

segments, can help to increase sales and extend the product's life cycle. 

Marketing Mix Modification: Modifying the marketing mix by changing the product's price, 

promotion, or distribution can help to attract new customers and maintain interest among existing 

ones. 

Brand Extension: Extending the brand by introducing new products under the same brand name can 

help to leverage the brand equity and maintain customer loyalty. 

Product Innovation: Developing new products that build on the existing product's success can help 

to extend the life cycle and maintain market share. 



 

 

Overall, adopting these strategies can help marketers to extend the product's life cycle and prolong 

the maturity stage, which can increase profitability and reduce the need for costly product 

development and introduction.  

 

 

Q4 a What do you mean by promotion mix? Explain briefly various components of promotion mix. 

Ans. Promotion mix, also known as marketing communications mix, refers to the combination of 

various marketing communication tools or techniques that a business uses to promote its products 

or services to its target customers. The promotion mix consists of various components, including: 

Advertising: Advertising refers to the paid and non-personal promotion of products or services 

through various media channels, such as television, radio, print, and online platforms. 

Sales Promotion: Sales promotion refers to the short-term incentives or tactics that a business uses 

to encourage customers to buy its products or services, such as coupons, discounts, contests, and 

free samples. 

Personal Selling: Personal selling involves the face-to-face interaction between a salesperson and a 

customer, where the salesperson tries to persuade the customer to purchase a product or service. 

Public Relations: Public relations (PR) involves managing the business's image and reputation by 

building relationships with the media, customers, and other stakeholders. PR includes activities such 

as press releases, events, and sponsorships. 

Direct Marketing: Direct marketing refers to the use of various direct communication channels, such 

as email, mail, and telemarketing, to reach out to customers and promote products or services. 

Each of these components of the promotion mix has its own advantages and disadvantages and is 

suitable for different marketing objectives and target audiences. Therefore, a business needs to 

carefully select the appropriate components of the promotion mix that align with its marketing 

objectives and target audience to effectively promote its products or services.  

 

 

Q4 b Distinguish between Skimming and Penetration pricing .Which pricing policy has been 

adopted for the product  like Apple iPhones and Samsung mobiles ? 

Ans. Skimming pricing and penetration pricing are two different pricing strategies used by businesses 

to set the price of their products or services. The main differences between the two are: 

Objective: Skimming pricing is used when a business wants to maximize its profit in the short term, 

while penetration pricing is used to gain market share and increase sales volume. 

Pricing: Skimming pricing involves setting a high price for the product or service when it is first 

introduced into the market, while penetration pricing involves setting a low price to attract 

customers and gain market share. 

Target Market: Skimming pricing is generally used for luxury or high-end products targeted at a niche 

market, while penetration pricing is used for products aimed at a mass market. 



 

 

Apple iPhones and Samsung mobiles are both premium smartphone brands that target the high-end 

market segment. Apple typically uses a skimming pricing strategy, where they launch their new 

models at a high price to maximize profits in the short term, while Samsung typically uses a 

penetration pricing strategy to gain market share and increase sales volume. Samsung sets a lower 

price point for their smartphones compared to Apple, which makes them more accessible to a wider 

range of customers. However, both brands may also use different pricing strategies for different 

products and markets based on their specific marketing objectives and target audience.  

 

OR 

 

Q4 a Retailing scenario in India is undergoing a revolutionary change". Elaborate. 

Ans. The retailing scenario in India has undergone a significant transformation in recent years, and it 

can be termed as a revolutionary change. The following are the factors that have contributed to this 

transformation: 

FDI in Retail: The Indian government has allowed foreign direct investment (FDI) in the retail sector, 

which has attracted many foreign retailers to enter the Indian market. This has led to the 

modernization of the retail sector, with the introduction of new technologies and practices. 

Rise of E-commerce: The advent of e-commerce has brought a significant change in the retailing 

scenario in India. The growth of online marketplaces and e-commerce platforms like Amazon, 

Flipkart, and others has enabled consumers to shop from the comfort of their homes, and this has 

led to increased competition among retailers. 

Organized Retailing: With the entry of big players like Walmart, Reliance, and others, the retail 

sector has witnessed significant growth in organized retailing. Organized retailing provides better 

shopping experiences to consumers, with the use of modern technologies like self-checkout kiosks, 

cashless payments, and more. 

Changing Consumer Behavior: The Indian consumer is becoming more aware, and their preferences 

are evolving. Consumers are now looking for more than just the price of the product, and they are 

demanding a better shopping experience. This has led retailers to focus on providing personalized 

experiences, loyalty programs, and more. 

Rural Retailing: With the growth of the Indian economy, there has been a rise in disposable income 

in rural areas, and this has led to the growth of rural retailing. Many retailers have started focusing 

on rural markets, and this has created significant opportunities for growth in the retail sector. 

In conclusion, the retailing scenario in India is undergoing a revolutionary change, with the growth of 

e-commerce, organized retailing, and changing consumer behavior. These factors are leading to the 

modernization of the retail sector, which is providing better shopping experiences to consumers and 

creating significant opportunities for growth in the sector.  

 

 

Q4 b Explain the factors that affect a firm's pricing decision 



 

 

Ans. A firm's pricing decision is influenced by a variety of internal and external factors. The following 

are some of the key factors that affect a firm's pricing decision: 

Cost of Production: The cost of production is one of the most significant factors that affect a firm's 

pricing decision. A firm needs to cover its cost of production and make a profit, so the price needs to 

be set at a level that ensures this. 

Competition: The level of competition in the market is another crucial factor that affects a firm's 

pricing decision. If there is intense competition in the market, a firm may need to set a lower price to 

remain competitive, while a monopolistic market may allow for higher prices. 

Market Demand: The demand for the product or service in the market is a critical factor that affects 

a firm's pricing decision. If the demand is high, the firm may set a higher price, and if the demand is 

low, the firm may need to set a lower price to attract customers. 

Product Differentiation: The level of product differentiation is another crucial factor that affects a 

firm's pricing decision. If the product is unique and has a high level of differentiation, the firm may 

set a higher price, while a product with low differentiation may need to be priced lower to attract 

customers. 

Marketing Objectives: The marketing objectives of the firm also influence pricing decisions. For 

example, if the firm's objective is to gain market share, they may set a lower price to attract more 

customers, while if the objective is to maximize profit, they may set a higher price. 

Legal and Regulatory Environment: The legal and regulatory environment also affects pricing 

decisions. For example, in some industries, there may be price controls or regulations that limit the 

price a firm can charge for their products or services. 

In conclusion, a firm's pricing decision is influenced by a variety of internal and external factors, 

including the cost of production, competition, market demand, product differentiation, marketing 

objectives, and legal and regulatory environment. A firm needs to carefully consider these factors 

when setting the price for their products or services to ensure that it meets their objectives and 

remains competitive in the market.  

 

 

Q5 (i) Traditional Marketing and Direct Marketing 

Ans. Traditional marketing and direct marketing are two different approaches to reaching customers 

and promoting products or services. Here is a brief note on each: 

Traditional Marketing: 

Traditional marketing refers to the use of mass media channels such as television, radio, 

newspapers, billboards, and magazines to promote a product or service. This approach focuses on 

reaching a large audience through various channels, with the goal of generating awareness and 

interest in the product or service. Traditional marketing can be effective in reaching a broad 

audience, but it can also be expensive and difficult to measure its impact on sales. 

Direct Marketing: 



 

 

Direct marketing, on the other hand, refers to the use of targeted marketing efforts to reach specific 

customers or groups of customers. This approach often involves the use of customer data and 

analytics to identify potential customers and deliver personalized marketing messages. Direct 

marketing can take various forms, including email marketing, telemarketing, direct mail, and targeted 

online advertising. Direct marketing can be cost-effective and measurable, but it requires a good 

understanding of the target audience and an effective database management system. 

Both traditional marketing and direct marketing can be effective approaches to promoting products 

or services, but they have different strengths and weaknesses. Traditional marketing can be a good 

choice for reaching a broad audience, while direct marketing is more effective in reaching specific 

customers and can be more cost-effective. The choice between these two approaches will depend on 

the product or service being promoted, the target audience, and the marketing budget.  

 

 

(ii) Cost Based Pricing v/s Value Based Pricing 

Ans. Cost-based pricing and value-based pricing are two different pricing strategies that businesses 

can use to set the price of their products or services. Here is a brief note on each: 

Cost-Based Pricing: 

Cost-based pricing is a pricing strategy where the price of a product or service is determined by the 

cost of producing it, plus a markup to cover overhead costs and generate a profit. In this approach, 

businesses calculate their total costs, including raw materials, labor, overhead costs, and other 

expenses, and then add a profit margin to determine the final price. Cost-based pricing can be a 

straightforward and simple approach, but it does not take into account the perceived value of the 

product or service to the customer. 

Value-Based Pricing: 

Value-based pricing is a pricing strategy where the price of a product or service is based on the 

perceived value that it provides to the customer. In this approach, businesses focus on understanding 

the needs and preferences of their customers, and then price their products or services accordingly. 

Value-based pricing takes into account the benefits that customers receive from the product or 

service, and aims to capture a fair share of that value. Value-based pricing can be more effective in 

driving sales and profitability, but it requires a deep understanding of the customer and the market. 

Both cost-based pricing and value-based pricing have their own advantages and disadvantages, and 

the choice between the two will depend on the business and the market they operate in. While cost-

based pricing can be a simple and straightforward approach, it may not accurately reflect the true 

value of the product or service. Value-based pricing, on the other hand, can be more effective in 

capturing the true value of the product or service, but it requires a more detailed understanding of 

the market and the customer. 

 

 

(iii) Marketing Logistics  



 

 

Ans. Marketing logistics, also known as physical distribution, refers to the process of planning, 

implementing, and controlling the physical flow of goods and services from the point of origin to the 

point of consumption in order to meet customer requirements at a profit. It involves the integration 

of transportation, warehousing, inventory management, and information technology to ensure that 

products are delivered to the right place, at the right time, and in the right condition. 

Marketing logistics plays a crucial role in the overall marketing strategy of a business. It helps 

businesses to optimize their supply chain operations and ensure that products are delivered to 

customers in a timely and cost-effective manner. Effective marketing logistics can result in higher 

customer satisfaction, increased sales, and improved profitability. 

Some of the key functions of marketing logistics include: 

1. Order processing and fulfillment 

2. Transportation and delivery 

3. Warehousing and inventory management 

4. Packaging and labeling 

5. Returns management and reverse logistics 

Marketing logistics requires careful planning, coordination, and execution to ensure that products 

are delivered to customers on time and in good condition. It involves collaboration between various 

departments within a business, as well as with suppliers and logistics providers. 

In summary, marketing logistics is an essential component of the marketing mix that plays a critical 

role in ensuring customer satisfaction and driving business growth. 

 

 

(iv) Communication Process 

Ans. Communication process refers to the transfer of information, ideas, or messages from a sender 

to a receiver through a medium or channel. It involves a series of steps or stages that help ensure 

effective communication. 

The communication process typically includes the following stages: 

1. Sender: The sender is the person or entity that initiates the communication by creating and 

transmitting a message. 

2. Encoding: Encoding refers to the process of converting the sender's message into a format that 

can be transmitted through the chosen medium or channel. 

3. Message: The message is the information or content that the sender wants to communicate to the 

receiver. 

4. Medium/Channel: The medium or channel is the means by which the message is transmitted, 

such as email, phone, or social media. 

5. Decoding: Decoding refers to the process of interpreting the message by the receiver, which 

involves understanding the language, symbols, or codes used in the message. 



 

 

6. Receiver: The receiver is the person or entity that receives the message. 

7. Feedback: Feedback refers to the response or reaction of the receiver to the message. Feedback 

can be verbal or nonverbal and helps the sender to understand whether the message was 

understood as intended. 

Effective communication requires careful consideration of each stage of the communication process. 

Communication barriers, such as noise or language barriers, can interfere with the communication 

process and reduce its effectiveness. 

In summary, the communication process involves a series of stages that help ensure effective 

communication between a sender and a receiver. By understanding the communication process and 

taking steps to overcome barriers to communication, businesses can improve their communication 

skills and build stronger relationships with customers, employees, and other stakeholders. 


