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STRATEGIC MARKETING
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Note : Part A is compulsory. Attempt any four questions from

Part B.

Hkkx ^v* vfuok;Z gS A Hkkx ^c* ls fdUgha pkj iz'uksa ds

mÙkj nhft, A

Part A (Hkkx ^v*)

Compulsory Question (vfuok;Z iz'u)

1. Answer the questions briefly : 6×4=24

iz'uksa ds mÙkj la{ksi esa nhft, %

(i) What are the various tasks of strategic marketing

management ?

j.kuhfrd foi.ku izca/u ds fofHkUu dk;Z D;k gSa \

(ii) “Consumers do not buy products they buy benefits.”

Discuss this statement and its implications for

effective marketing.

^^miHkksDrk mRikn ugha [kjhnrs gSa os ykHk [kjhnrs gSa A**

izHkkoh foi.ku ds fy, bl dFku vkSj blds fufgrkFkks±

ij ppkZ dhft, A
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(iii) What is the importance of strengths and weakness

analysis to the marketing manager ?

foi.ku izca/d ds rkdr vkSj detksjh fo'ys"k.k dk egÙo
D;k gS \

(iv) Distinguish between marketing objectives, marketing

strategies and marketing programmes.

foi.ku mís';ksa] foi.ku j.kuhfr;ksa vkSj foi.ku dk;ZØeksa

ds chp Hksn dhft, A

(v) Compare benefits v/s costs associated with Vertical

Integration.

o£Vdy baVhxzs'ku ls tqM+s ykHkksa cuke ykxrksa dh rqyuk

dhft, A

(vi) What benefits are derived from synergy among

divisions of an organiszation ?

,d laxBu ds foHkktu ds chp rkyesy ls D;k ykHk
gksrs gSa \

Part B (Hkkx ^c*)

2. “Corporate strategy includes the determination and

evaluation of alternative paths to an already established

mission or objective and eventually, choice of the alternatives

to be adopted.” Explain the statement underlining the process

of corporate strategy formulation. 14

^dkWjiksjsV j.kuhfr esa igys ls gh LFkkfir fe'ku ;k mís'; ds fy,

oSdfYid jkLrksa dk fu/kZj.k vkSj ewY;kadu 'kkfey gS vkSj var esa]

viuk, tkus okys fodYiksa dk fodYi A* dkWiksZjsV j.kuhfr rS;kj

djus dh izfØ;k dks js[kkafdr djrs gq, dFku dks le>kb, A
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3. Explain the various growth strategies pursued by

organizations. Is stability really a strategy or just a term

for no strategy ? 14

laxBuksa }kjk viukbZ xbZ fofHkUu fodkl j.kuhfr;ksa dh O;k[;k

dhft, A D;k fLFkjrk okLro esa ,d j.kuhfr gS ;k dksbZ j.kuhfr

ugha gS \

4. Discuss the essential stages in an environmental scanning.

What do you understand by the following terms in the

context of appraising company resources : 14

(i) Strategic fit

(ii) Core competencies

(iii) Marketing assets.

,d i;kZoj.k LdSfuax esa vko';d pj.kksa ij ppkZ dhft, A

dEiuh ds lalk/uksa ds ewY;kadu ds lanHkZ esa fuEufyf[kr ls vki

D;k le>rs gSa \

(i) j.kuhfrd fiQV

(ii) dksj n{krkvksa

(iii) ekdsZ̄ Vx ,lsV~l A

5. Compare and contrast the marketing strategies for growth

markets and declining markets. 14

fodkl cktkjksa vkSj ?kVrs cktkjksa ds fy, foi.ku j.kuhfr;ksa dh

rqyuk dhft, A
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6. You are assigned a job of Public Relation Officer in an

Indian Navratna Company which is engaged in

manufacturing of fertilizers and chemicals. Based on your

responsibilities and accountabilities, analyze the following

questions and answer appropriately :

(i) How can you define msision with respect to your

organization’s working ?

(ii) How do you formulate mission ?

(iii) How do you co-ordinate mission with customer

orientation ?

(iv) How will mission help your firm ?

vkidks ,d Hkkjrh; uojRu dEiuh esa ifCyd fjys'ku vkWfiQlj

dh ukSdjh lkSaih tkrh gS] tks moZjdksa vkSj jlk;uksa ds fuekZ.k esa

yxh gqbZ gS A viuh ftEesnkfj;ksa vkSj tokcnsgh ds vk/kj ij]

fuEufyf[kr iz'uksa dk fo'ys"k.k dhft, vkSj mfpr mÙkj nhft, %

(i) vki vius laxBu ds dke ds lEcU/ esa fe'ku dks dSls

ifjHkkf"kr dj ldrs gSa \

(ii) vki fe'ku dSls cuk,¡xs \

(iii) vki xzkgd vfHkfoU;kl ds lkFk fe'ku dk leUo; dSls

djrs gSa \

(iv) fe'ku vkidh iQeZ dh enn dSls djsxk \
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7. What aspects does the implementation element of

marketing planning encompass, and why is it so

important ? Outline and discuss the different approaches

to setting the marketing budget, indicating their relative

advantages and disadvantages. 14

foi.ku ;kstuk ds dk;kZUo;u rRo esa dkSuls igyw 'kkfey gSa] vkSj

;g bruk egÙoiw.kZ D;ksa gS \ ekdsZ̄ Vx ctV fu/kZfjr djus ds

fofHkUu n`f"Vdks.kksa dh :ijs[kk vkSj ppkZ dhft, A muds lkis{k

iQk;ns vkSj uqdlku dk ladsr Hkh nhft, A

8. Using examples outline the main types and areas of

marketing control. 14

foi.ku fu;a=k.k ds eq[; izdkjksa vkSj {ks=kksa dks mnkgj.kksa dh enn

ls js[kkafdr dhft, A
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