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RAN-2408000603020010
S.Y.B.Com (Sem.- III) Examination November - 2025

Marketing - I (Major)

Time: 2 Hours ] [ Total Marks: 50

k|Q“p : / Instructions

(1) D‘fp¡¼s v$ip®h¡g rhNsp¡ DÑfhlu ‘f Ahíe gMhu.

 Fill up strictly the above details on your answer book

Seat No.:

Student’s Signature

SET - B

Q.1.  Answer the following question: (Any Five)  (10)
 1. qfg¡i“ri‘ dpL£$qV„$N“¡ ìep¿epres L$fp¡
 2. dpL£$qV„$N d¡“¡S>d¡ÞV$“¡ ìep¿epres L$fp¡.
 3. âp¡X$¼V$ qX$af[ÞiA¡i““p¡ A’® iy„ R>¡?
 4. hp¡f„V$u A¡V$g¡ iy„?
 5. rhr“de“p¡ A’® iy„ R>¡?
 6. àg¡k dpL£$qV„$N A¡V$g¡ iy„?
 7. âp¡X$¼V$ gpB“ A¡V$g¡ iy„? Dv$plfZ Ap‘p¡.

Q.2. (a) dpL£$qV„$N“p rhrh^ DØ¡íep¡ kdÅhp¡.    (07)
 (b)  Ap¡hfV$pBd ìehkpe ìe|lfQ“pAp¡“¡ Akf L$fsp rhrh^ ‘qfbmp¡ kdÅhp¡.   (07)

OR

 (a) kpdN°u (Content) A“¡ ‘f„‘fpNs (Conventional) dpL£$qV„$N Dv$plfZ krls kdÅhp¡.   (07)
 (b)  Ap„sqfL$ A“¡ bpü dpL£$qV„$N hÃQ¡“p¡ saphs Ap‘p¡.   (07)

Q.3. (a) DÐ‘pv$“ Æh“ Q¾$ (Product Life Cycle) “¡ rhNshpf kdÅhp¡.  (14)
OR

 (a) ‘¡L¡$tS>N“p rhrh^ âL$pfp¡“u QQp® L$fp¡. s¡ kpdprS>L$ fus¡ ip dpV¡$ BÃR>“ue R>¡?   (07)
 (b) g¡bg]N A¡V$g¡ iy„? s¡“p apev$p kdÅhp¡.     (07)

Q.4. (A) Write short notes: (Any Two)    (06)
 1.  dpL£$qV„$N“p dy¿e ¿epgp¡ 3. X$uÆV$g dpL£$qV„$N
 2. DÐ‘pv$“ h¥rhÝeL$fZ  4. dp“L$uL$fZ (Standardization)
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 (B) Case Study:

  cpfs“u kp¥’u dp¡V$u X¡$fu b°pÞX$ Ad|g, kamsp‘|h®L$ ""V¡$õV$ Ap¡a B[ÞX$ep'' sfuL¡$ ‘p¡sp“¡ õ’pr‘s 
L$fu Q|L$u R>¡. Ap L„$‘“u NyS>fps L$p¡Ap¡‘f¡qV$h rdëL$$ dpL£$qV„$N a¡X$f¡i“ (GCMMF) Üpfp k„Qprgs R>¡. 
s¡ v|$^, dpMZ, QuT, ApBõ¾$ud, Qp¡L$g¡V$ A“¡ ‘uZp„ krls rhrh^ DÐ‘pv$“p¡“y„ DÐ‘pv$“ L$f¡ R>¡.

  Ad|g“u kp¥’u dp¡V$u spL$psdp„“u A¡L$ s¡“p¡ b°pÞX$ dpõL$p¡V$ R>¡ - Ad|g Ng®, S>¡ 1967 ’u s¡“u 
Ål¡fps“p¡ cpN R>¡. fdyÆ, âk„Np¡rQs A“¡ fd|Æ Ål¡fpsp¡ Üpfp, Ad|g ‘¡Y$u v$f ‘¡Y$u â¡nL$p¡ kp’¡ 
Å¡X$pe¡gy„ R>¡.

  Ad|g NyZhÑp Åmhu fpMu“¡ S>“sp dpV¡$ ‘p¡jZndsp kyr“qòs L$fhp dpV¡$ Ap¡R>u qL„$ds“u 
ìe|lfQ“p ‘Z A‘“ph¡ R>¡. s¡“y„ rhsfZ “¡V$hL®$ cpfsdp„ kp¥’u dS>b|s ‘¥L$u“y„ A¡L$ R>¡, S>¡ il¡fu 
A“¡ N°pduZ b„“¡ rhõspfp¡ ky^u ‘lp¢Q¡ R>¡.

  spS>¡sfdp„, Adyg¡ kp¡aV$ qX„²$L$ A“¡ Äeyk b°pÞX¹$k kp’¡ õ‘^p® L$fhp dpV¡$ Adyg L|$g A“¡ Adyg 
õd|^uT S>¡hp DÐ‘pv$“p¡ kp’¡ ‘uZp bÅfdp„ âh¡i L$ep£ R>¡. Ap h¥rhÝeL$fZ h^sp õhpõÕe âÐe¡ 
kcp“ bÅf k¡Nd¡ÞV$“¡ L$bS>¡ L$fhp“p¡ s¡“p¡ âepk v$ip®h¡ R>¡.

  âñp¡:
  ¼ep¡ dpL£$qV„$N ¿epg (DÐ‘pv$“, h¡QpZ, dpL£$qV„$N, A’hp kpdprS>L$ dpL£$qV„$N) Ad|g“p ArcNd“¡ 
  î¡óW$ fus¡ kdÅh¡ R>¡? ip dpV¡$?     (03)

  eyhp N°plL$p¡“¡ ApL$j®hp dpV¡$ Ad|g A‘“phu iL¡$ s¡hu b¡ “hu dpL£$qV„$N ìe|hfQ“pAp¡ k|Qhp¡.  (03)

ENGLISH VERSION

Q.l.  Answerthe following question: (Any Five)   (10)
	 1.	 Define	Relationship	Marketing
	 2.	 Define	Marketing	Management
	 3.	 What	do	you	mean	by	Product	Differentiation?
	 4.	 Define	Warranty
	 5.	 What	do	you	mean	by	exchange?
	 6.	 Define	Place	Marketing.
	 7.	 What	do	you	mean	by	Product	Line?	Give	examples.

Q.2.	 (a)	 Explain	the	various	objectives	of	marketing.		 	 (07)
	 (b)	 Explain	the	various	factors	affecting	Business	strategies	over	time		 	 (07)

OR
Q.2.	 (a)	 Explain	Content	and	Conventional	Marketing	with	examples.		 	 (07)
	 (b)	 Give	the	difference	between	Internal	and	External	Marketing		 	 (07)

Q.3.	 	 Explain	the	Product	Life	Cycle	in	detail		 	 	 (14)
OR

Q.3.	 (a)	 Discuss	the	various	types	of	packaging.	Why	is	it	socially	desirable?		 	 (07)
	 (b)	 What	is	labelling?	Explain	its	advantages.			 	 (07)

Q.4. (A) Write short notes:(Any Two)     (06)
	 1.	 Core	Concepts	of	Marketing
	 2.	 Digital	Marketing
	 3.	 Product	Diversification
 4. Standardization
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 (B) Case Study:
	 	 Amul,	India’s	largest	dairy	brand,	has	successfully	positioned	itself	as	the	“Taste	of	

India.”	The	company	is	managed	by	the	Gujarat	Cooperative	Milk	Marketing
	 	 	Federation	(GCMMF).	It	produces	a	wide	range	of	products,	including	milk,	butter,	

cheese,	ice	creams,	chocolates,	and	beverages.	
	 	 One	of	Amul’s	biggest	strengths	is	its	brand	mascot	-	the	Amul	Girl,	who	has	been	part	

of	its	advertising	since	1967.	Through	witty,	topical,	and	humorous	advertisements,	
Amul	has	connected	with	audiences	across	generations.	Amul	also	follows	a	low-
cost	pricing	strategy	to	ensure	affordability	for	the	masses	while	still	maintaining	
quality.	Its	distribution	network	is	one	of	the	strongest	in	India,	reaching	both	urban	
and rural areas.

	 	 Recently,	Amul	 entered	 the	 beverage	market	with	 products	 like	Amul	Kool	 and	
Amul	Smoothies	to	compete	with	soft	drink	and	juice	brands.	This	diversification	
shows	its	attempt	to	capture	the	growing	health-conscious	market	segment.

  Questions:
	 	 1.	 Which	marketing	concept	(product,	selling,	marketing,	or	societal	marketing)	
	 	 	 best	explains	Amul’s	approach?Why?  (03)
	 	 2.	 Suggest	two	new	marketing	strategiesAmul	could	adopt	to	attract	young		 	

	 consumers.		 	 	 	 (03)


