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Time: 2% HOURS

Note: 1) All questions are compulsory.
2) Figures to the right indicate full marks
3) Support your answers with suitable examples

Q1. (A) Fill in the blanks {(Any 8)
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Q3a

Q5a

58628

Explain the concept of target compatibility.
What are the factors to be considered while segmenting?
OR

Explain the role of strategic positioning in creatiﬁg custom
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