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Section A 
I Answer any ten of the following






(10 X 2 = 20 marks)

1. Differentiate industrial and consumer marketing
2. What is bull whip effect?

3. How rural consumers are classified?

4. Define supply chain management

5. Give the meaning of logistics management

6. Who are the key members in buying organisation?

7. Mention 4 marketing strategies for the development of rural artisan sector

8. What is reverse logistics?

9. Identify the need for effective packaging  

10. What is supply chain benchmarking?

11. Enlist three differences between rural and urban consumer

12. Highlight measures adopted by government to market agricultural produce in India
Section B
II Answer any three of the following 





(3 x 5 = 15 marks)

13. Briefly explain the drivers of supply chain management
14. Analyse the nature of industrial product life cycle
15. Identify the determinants of designing logistical system
16. Present a summary on bases of segmentation for rural markets 
17. Outline steps in designing marketing channels
Section C
III Answer any two of the following 





(2 x 10 = 20 marks)
18. Discuss constrains in rural marketing and strategies to overcome constrains
19. Diagrammatically represent types of logistic activities and also bring out the importance of logistics management
20. Explain distribution methods for industrial goods
Section D

IV Compulsory Question




 


(1 X 15 = 15 marks)
The Case of the ‘Moral Equal’ Supplier

Among the diverse sales and marketing strategies that bring industrial buyers and sellers together, perhaps none is more misunderstood or more likely to ignite tempers on both sides than the practices of trade relations. Or giving preference to suppliers who are also customers. Trade relations are neither a simple matter of reciprocity nor of rationing purchases from vendors the subject company. As practiced by sophisticated marketers, it amounts to channeling all activities of the corporation toward the firm’s marketing objectives. At times, it may be advisable to do everything possible for a vendor if that makes it easier to sell to him as a customer. And there are other ramifications. One director of trade relations told Marketing Science Institute: “Most people see only half the picture. Trader relations have defensive as well as offensive motivations. At our company, the offensive aspect is more important. There are a lot of companies that try to sell to us on the basis of trade relations. I take that responsibility of the purchasing agent’s back, and in my opinion, he is glad to be rid of it.” There are generally two ways trade relations influences the procurement process. In the first, trade relations tend to enter early, when the characteristics, quality and quantity of the needed items are being discussed. The director of trade relations disseminates the names of relevant customer-suppliers to be considered. Most will probably already be under consideration, but he introduces the specific view point of trade relations in to buying process. In some instances, the director may feel that his only obligation to the customer is to get him on the active supplier list. In others, he may re-enter later on in the procurement process when the supplier is being selected and review the decisions of the other buying officials. In practices, buyers know that if the director of trade relations wants to “review” a decision, the supplier named by him should be selected, unless there are strong reason for not doing so. When occasional conflicts do occur, they are usually resolved in favor of the director and most buyers resent trade relations for this reason. In the second pattern, trade relations do not enter until the supplier selection process has been narrowed to a final choice between a few vendors. Then the director may suggest awarding the business to a supplier who is also an important customer. However, those suppliers – whether customers or not – who have not survived the earlier phase of the procurement process have no chance of being selected. Industrial marketers observing the trade relations influences at this point may tend to exaggerate its role unless they realize that it is not involved in the earlier phases of the buying-decision process.
Question:

1. Why is the industrial buying process so complicated? Give 10 reasons

2. Briefly explain industrial buying behaviour with relevant examples
3. Analyze any 5 parameters for evaluating channel member performance
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