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2. Begin every main question on a new page. _
3. Figures to the right indicate full marks. B3t
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a) When a guest checks nto a luxury five star hotel, whal are lhe.ciifferent pomls at whmli he r\sﬁ:i&l&ghy"

to have a service encounter? - S ST
b) Explain the difference between a service encountef. Land a sf:g'.rtqc cham ! 5 3;'}3".5"5;“{2{'1 ::;S _9"5—,"
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¢) Define the term service. Explain any 3 chamuienstibs&hf SETVICE; - v ;_:a;-;,-{f,ﬁb_-ga_{;‘i‘;d
d) Explain the term mar ket segmentation. Dmcuss" arng?& typcs uf‘markt:t sz:j;menlal,mn £ i-fj,;_?'
e) Explain any 2 market positioning slrategle;f- S 1_:“ QA el S vy s gl w’::,;i ,t oo
f) Explain the difference between undifferenuhleﬁ"a:@ dlfl'ertnhated mar[cetmgst;atggir %hﬁnivrd in the
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a) What is branding? Give any Sbanﬂﬁts ::-f g" J -
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b) Explain the terms “Cost Bascd ‘Prlcmg .:mr} ’u’ahit:_ BjSEd Fnumg
¢) What is the difference betwtf:n Maf[gél-ﬂ nymn Pricing’ “and: Mﬂrket Penetration Fncmg“?

d) What s communication ¢ ui‘ prgmdﬁﬁr'\_'?z‘hm ‘\B }}E{ ﬂ s :ényﬁ prﬂmctmnal channels used for the
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promotion of huspitahry prog 1#'515‘, X :x eSS
&) Explain the pull. and pushjirilf:ﬂj' used dum-g dislnhutmn and prnmmmn of 2 product,

f) Explain the meaning, ufser\ m blur:: pnnl Gwr. 4 :ccle'.,'nm axamp.e ‘with a diagram.
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< %“E-[ﬁrﬂ-ﬂﬂ? ,tF;!!:l "F-IJ i 1; é:ﬁsﬂﬁlécxéirgp'g;wr who wants to enter into the hospifahl".ty sectf}r.
¢) Wha Y ﬁ}giﬂ.ﬁ*-]i{? the,reason IC f Ge8s Of rnu]‘Lmatmml fast food chains in India? Do you think Indian
D halgsha e ig‘ié ke mack b:rpad'-"  Discuss with | example.
' di “’r};@db Substs of tomorrow. :
iteme lar:f vantageous for customer relatmnshlpmanagefnml'u*.Explam. .
x. 5%:., B g Q s;;uﬁs lhaﬁ Sﬁgggihawny Eﬁpmﬂﬁr undergoes before he or she buys a hasp:.talu}r product.
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h) Prestige Pricing.

i) Reach, Frequency and Impact

J) Media vehicles

Write short notes on anv five of the following.
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a) Any 3 qualities expected out of a sales represeatative a

-b) In-house merchandizing

d) Websites as a channel for online marketing

c) Personal selling

Tr_;x'-" :

e) Difference between “Tour Operator” and *

f) “Cold Calling" with an example
~—— 2} _Salesmanship vs. sales management
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i) Bto B online marketing domains -
j) Bto C online marketing domains. " ... -

h) Public relations vs publicity

#
S el - L o v 3
Oy A I S MO0
. &Tﬂf._. ._m...wh.. ‘._.arv ") nﬁU m,-ﬁ,nm A
* et oy S S L 5 S R T M T
H Mv._..ﬁ:..__......__ ﬂ-vﬂ__u‘...”__.n. f.u:n”.-ﬂ.m. Elea & u.r
. -t Siad ko Jel o, ot e
B _.\..._— ..u_._...,__.\.x._.r R e ...u..‘r/_a._‘._ < ﬂ-.wnflh\\ .
F\‘.T.. ' {_.._ .... .\_. ¥ .ﬁ.}_ r...” . Sk _..Ua # R u.......r\__
..,H....L h.. A SR g &.._ac..r.ntf
0 P b el C L Lot p D S
e e T e e g N T
L u\__ ._,_...._r L _|n.”_m ﬂ“..,___._. .p._“n‘ -.pﬂ_"_.........\..__.
g vJ Lot T WL T S . S PR e

Scanned by CamScanner



