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Note : (i) Attempt any three questions from

Section A.
(it) Section B is compulsory.

(iti) All questions carry equal marks.

Section—A

1. (a) Explain the stages of the organizational
buying process. How can a marketer
effectively engage with a buying center

at each step ?

(b) Discuss the role of social factors, such
as reference groups and family, in
shaping an individual’s purchasing

behavior.
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(a)

(b)

(a)

(b)
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Discuss the various strategic options
available to a firm when its product
enters the decline stage. When would a
company choose to harvest a product
versus dropping it ?

Discuss the advantages and
disadvantages of branding from both
the company’s and the consumer’s

perspective.

Explain the key differences between
Traditional and Digital marketing in

terms of audience targeting.

Explain how the four main
characteristics of services—intangibility,
inseparability, variability, and

perishability—create unique marketing
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challenges. Using a specific example,
1llustrate how a company can adapt its
marketing mix to address these

challenges.

4. Write short notes on any three of the

following :
(a) Challenges of rural marketing
(b) Micro and Macro marketing

(c)
(d)
(e)

environments analyses

Market repositioning

Psychological pricing strategies
Measuring advertising effectiveness

Section—B

5. Suppose you are the Marketing Manager for

a newly launched brand, ‘Prakriti Spices’,
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which offers organic and ethically sourced
spices from different regions of India.
‘Prakriti Spices’ offers a curated range of
single-origin, certified organic spices,
directly sourced from farmer cooperatives.
The brand’s core message is ‘Taste the
Purity’. You have been tasked with
developing a complete Integrated Marketing
Communications (IMC) strategy for the

brand’s initial launch.

Questions :

(a) What promotional mix elements would

you use for IMC and why ?
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(b) Discuss the IMC planning process you
would follow, including how you would

set the budget.

(¢) Analyze the role of social media in your
campaign and how you would leverage

it for demand creation.

C-3311/MMPC-006



[7] MMPC—006
MMPC-006
AT ATk farsra Tefaf ey /amex ol
fosma efafym
(SifeRTT 3T forsT) /AT 31fhk forse
TEHFRIM 37 369 &hel TUS greied
TeTe/mTex 3tk faera vefute e
(ATIREh TUS AEE o HAwie) /Arey
3Tk fosma Ty
(T HsTHeE) (TH.S.T, /TH. &1 T /
T, 1. T, UL 9L 0=, U, /TH. S T UA. U, /
AL HLTA)
WA AT
I, 2026

TH.TH.UL T -006 : fauur gerem
qay : 3 qU2 3faad 37 : 100
(HIRAT : 70%)

C-3311/MMPC-006 P.T.O.



[8] MMPC-006

JiT: (i) @IS ‘FH’' G g a7 g9 & W ST/
(i) @ ‘@’ sifad gl

(iii) Tt g% & 37H GEH &1

WE—h

1. () WSS ©HE YR & WO Sl AT

HIMT| Th Al B HgH T TR 63
(buying center) @ TF FIE &1 & T IS
AT § ?

(@) fordit =af & @liq =ToRR * AR T o
ISR e, S o Ty WE (reference
groups) R TRAR, &I fwrr W ==
TSI |

2. (3N Ve fordll ®H 1 34 fiREe & =0
(decline stage) ® T a1 §, O 39D T
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Sueey  fafy= worifaes fowedi W ==l
HITT | *E hol fhe I & @ W& 9
T T H aoT 3 ‘TAR’ (harvest) HET
el AT ?

(9) HUAr AR ITHRET, ST & e § FifeT &

IS 3R A T == HItag |

3. (37) <3fehl ! Afd & (audience targeting)
% weY # urRufer IR fefSea mmfen & o=

& 3 1 ATEA HifaT |

(F) Fage  f&  Faeli  H® WX A
foRreormd — srqdianr,  stfasiroerar,  qRedeiterd
3R TeeRai—fRE UER  SAfgda AR
A Y1 St g1 T fafire e @@
ST FW g, IR fE FE FT
M ¥ Faed & fau o1 Amenfen fagm
(marketing mix) @ HY FAIHfAd
Tt 2|
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Frfafed § 9 forl dim = Sftre femfor fafem

(=7) uTHror AT e T gAIfaar

(9) g&u 3R AT ek fen AaraRe 1 fagersor

(9) 9SR gAeAus

(T) Ao qed e YorEifaEr
(F) TorRITT ot qTerRiterdr 1 A=

gus—g

I ofifee foh o9 ‘ahfd TEed’ 9me Td A4

Al fRT T o7e & Hehfem Ao &, S 9Rd &
fafi= &=t 9 W Sfas iR Sfaw w9 9 @ifaa

T U9 w B O‘USfd wEdE’ Thd-d,

IO Sifoeh HETel i Teh el SJerel U1 il
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g, 9% @9 fram weart afafel 9w feen
S T 1 ST T YA T §— YSal H @R ' |

3Mehl o€ & JEAT af=a & fau T qquf

Tehighd HIehie FaR (IMC) WHita faswfaa

1 S W1 T

qId:

(31) 3ma IMC & fouw fea w=ar fago aci

(promotional mix elements) T AN

HU! AR A ?

(9) 39 IMC fraeH gfear w ==t sifsu fSeem
Y e 41, foad g oft e @ f et

Ioie ¥ Fuifa w3 |
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(9) 3 e § dere Wifean &t fism &

fagemm =ifsy iR daey f& s @i gom
(demand creation) & fau &Rt oy HY

I3 |

X X X XX
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