Fundamentals of Marketing
BBS 3" Year

Unit 1: Introduction 2+10 or 15 marks

Unit 2: Marketing Environment Information 2+10 marks

Unit 3: Managing Marketing Information 2+10 marks

Unit 4: Understanding Buyer’s Behaviors 2+10 or 15 Fixed

Unit 5: Market segmentation, Targeting, Differentiation, and positioning 2+10 marks
Unit 6: product, service, and brands 2+15 marks fixed

Unit 7: Pricing 2+10 marks

Unit 8: Marketing channels 2+10 marks

Unit 9: Promotion decision 2+10 marks
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Unit 1: Introduction 2+10 or 15 marks
1. What is customer value?

Customer value is the difference between the benefits a customer gets from a
product or service and the total costs (price, time, effort) they pay for it.
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2. What do you know about customer satisfaction?

Customer satisfaction is a measure of how well a company's products, services,
and overall experience meet or exceed a customer's expectations.
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3. Define marketing.

Marketing is the process of identifying customer needs and wants and delivering
value through products, services, and communication to satisfy those needs
profitably.
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4. What is customer loyalty?

Customer loyalty is when a customer consistently chooses a specific brand or
company over its competitors because of positive past experiences and perceived
value.

TTE BT TRl UTeshel HehRIcHsh Ja STTHE T STH Heish! ShRUT TRTIAR Siaeqelieewmar - foRiy ses o
FFOfTeTs STerfireRdT & TS tewe Bl

5. What is customer retention?

Customer retention is the ability of a company to keep its existing customers over a
period of time and prevent them from switching to competitors.
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6. What is customer relations?

Customer relations refers to the methods and strategies a company uses to interact
with its customers, build long-term relationships, and manage their feedback and

complaints.
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7. Mention the level of customer relationship management.
The levels of Customer Relationship Management (CRM) are:
1. Transactional: Focus on a single sale.
2. Relational: Focus on building long-term relationships.

3. Partnering: Working closely with key customers as partners.
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8. Mention the components of marketing mix.

The components of the marketing mix are the 4 Ps:
1. Product
2. Price
3. Place

4. Promotion
foraur fazroret wewes ¥ i g1

9. 3areq (Product)
R. 7 (Price)
3. faawor (Place)

¥, F=R-gEr (Promotion)
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9. Write in brief about the core concept of marketing.

The core concept of marketing is about identifying and fulfilling customer needs
and wants through a process of creating, offering, and exchanging products and
services that have value for both the customer and the organization.
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10. 2081 Q.No. 11: "Customer relationship management is perhaps the most
important concept of modern marketing." Elaborate.

Introduction:

Customer Relationship Management (CRM) is a strategic approach focused on
building and maintaining long-term, profitable relationships with customers. In
today's highly competitive market, where products and prices are often similar,
CRM has emerged as a key differentiator and is considered the cornerstone of
modern marketing.

Key Points & Description:

1. Shift from Transactional to Relational Marketing: Modern marketing has
moved away from a focus on individual transactions ("one-time sales")
towards building lasting relationships. CRM is the embodiment of this shift,
prioritizing customer retention over mere customer acquisition. It is more
cost-effective to retain an existing customer than to acquire a new one.

2. Personalization and Customer Loyalty: CRM systems allow companies to
collect and analyze vast amounts of customer data. This enables
personalized communication, tailored product recommendations, and
customized offers. This high level of personalization makes customers feel
valued, significantly boosting their satisfaction and fostering deep loyalty,
which leads to repeat business.

3. Maximizing Customer Lifetime Value (CLV): CRM helps businesses view

customers as long-term assets. By nurturing relationships, companies can
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increase the "lifetime value" of a customer—the total revenue a business can
expect from a single customer account. This long-term perspective is more
profitable than short-term transactional gains.

4. Creating a Competitive Advantage: When products are similar, the quality
of the customer experience becomes the primary battleground. Excellent
CRM, characterized by responsive service and a deep understanding of
customer needs, creates a strong competitive advantage that is difficult for
competitors to replicate.

Conclusion:

In conclusion, CRM is not just a software tool but a fundamental business
philosophy. By placing the customer at the center of all activities, it drives
customer satisfaction, loyalty, and long-term profitability. Therefore, it is rightly
considered the most important concept in modern marketing.
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11. 2080 Q.No. 12: Describe the components of the distribution mix under the
marketing mix.

Introduction:

The Distribution Mix, often referred to as "Place" in the 4 Ps of marketing,
encompasses all the activities and processes involved in making a product or
service available to the end consumer. It is about getting the right product to the
right customer at the right time and place.

Key Points & Description:
The main components of the distribution mix are:

1. Channels of Distribution: This refers to the path a product takes from the
producer to the consumer. The main types are:

o Direct Channels: Selling directly to consumers (e.g., through
company-owned stores, e-commerce websites).

o Indirect Channels: Using intermediaries like wholesalers,
distributors, and retailers to reach customers.

2. Distribution Coverage: This involves deciding the intensity of market
coverage. The strategies are:

o Intensive Distribution: The product is available in as many outlets as
possible (e.g., soft drinks, cigarettes).

o Selective Distribution: The product is available in a limited number
of outlets that meet specific criteria (e.g., televisions, cosmetics).

o Exclusive Distribution: The product is available only through one
exclusive outlet in a geographic area (e.g., luxury cars, high-end
fashion).
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3. Inventory Management: This involves controlling the stock of finished
goods to ensure product availability without incurring high storage costs. It
includes decisions on how much to store, where to store it, and when to
reorder.

4. Order Processing: This is the complete process from receiving an order to
delivering the product and receiving payment. An efficient order processing
system is crucial for customer satisfaction.

5. Transportation and Logistics: This involves selecting the modes of
transport (road, rail, air, sea) and managing the physical flow of goods from
warehouses to points of sale, ensuring efficiency and cost-effectiveness.

Conclusion:

In summary, the distribution mix is a critical element of the marketing mix. An
effective distribution strategy ensures that products are available where and when
customers want to buy them, directly influencing sales, customer satisfaction, and
market share.
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12. 2079 Q.No. 11: "Marketing is managing profitable customer
relationships." Elaborate.

Introduction:

This statement captures the essence of modern marketing. It moves beyond the old
view of marketing as simply selling and advertising, and redefines it as the art and
science of building and maintaining long-term, profitable relationships with
valuable customers.

Key Points & Description:

1. Goal is Profitability, Not Just Sales: The key word is "profitable."
Marketing is not just about generating sales volume; it's about attracting,
retaining, and growing customers in a way that generates profit for the firm.
This involves focusing on the right customers who provide long-term value.

2. Focus on Customer Retention: Acquiring a new customer can cost five
times more than retaining an existing one. Therefore, marketing efforts are
increasingly focused on keeping current customers happy through excellent
service, loyalty programs, and continuous engagement, which is a more
profitable strategy.

3. Building Relationships, Not Just Making Transactions: Modern
marketing emphasizes creating an emotional connection with customers. By
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understanding their needs, communicating effectively, and delivering
superior value, companies turn one-time buyers into loyal advocates. A loyal
customer not only makes repeat purchases but also provides positive word-
of-mouth marketing.

4. Customer Lifetime Value (CLV): This concept is central to the idea.
Marketing aims to maximize the CLV—the total profit a company can
expect to earn from a customer over the entire duration of their relationship.
Managing this relationship effectively directly increases profitability.

Conclusion:

In conclusion, the statement is a powerful summary of contemporary marketing
thought. It underscores that the primary goal of marketing is not to make a single
sale, but to manage the entire relationship with a customer in a way that creates
mutual value, leading to sustained profitability for the business.
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13. 2079 Q.No. 12: Describe the meaning and components of the marketing
mix.

Introduction:

The Marketing Mix is a foundational business concept and a set of tactical tools
that a company uses to produce the response it wants from its target market. It is
essentially about positioning a product or service correctly in the marketplace.
Traditionally, it is summarized as the 4 Ps.

Key Points & Description:

Meaning: The marketing mix refers to the combination of controllable variables
that a firm uses to influence the target customer's purchase decision. It is the
"recipe" for successfully marketing a product.

Components (The 4 Ps):

1. Product: This is the actual item or service being offered to the customer. It
includes its features, design, branding, quality, packaging, warranty, and
after-sales service. The product must satisfy a customer need or want.

2. Price: This is the amount of money customers must pay to acquire the
product. Pricing decisions involve determining the list price, discounts,
payment periods, and credit terms. It directly affects revenue and
perceptions of the product's value.

3. Place: Also known as distribution, this refers to how the product is made
available to the customer. It involves decisions about distribution channels,
market coverage, inventory management, warehousing, and logistics. The
goal is to ensure the product is available at the right place and time.

4. Promotion: This encompasses all the activities that communicate the
product's benefits and persuade customers to buy it. It includes advertising,
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personal selling, sales promotions, public relations, and direct marketing. It
is about creating awareness and demand.

Conclusion:

In summary, the marketing mix is a crucial framework for making marketing
decisions. The 4 Ps—Product, Price, Place, and Promotion—are interdependent
and must be blended in a cohesive strategy to successfully meet customer needs
and achieve organizational goals.
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14. 2077 Q.No. 11: ""Modern marketing is a customer-oriented, integrated,
and goal-oriented philosophy of business." Justify this statement.

Introduction:

This statement perfectly defines modern marketing as a comprehensive business
philosophy, not just a departmental function. It highlights three core pillars:
customer orientation, integration, and organizational goal focus.

Key Points & Description:

1. Customer-Oriented: Modern marketing starts and ends with the customer.
Instead of trying to sell what the company makes, the company first
identifies the needs and wants of the target market and then develops
products and services to satisfy them. The primary focus is on creating
customer value and satisfaction, which in turn leads to profitability.

2. Integrated: Marketing is not the sole responsibility of the marketing
department. In a modern organization, all departments (e.g., production,
finance, R&D, human resources) must coordinate their activities with the
goal of delivering superior customer value. This integrated approach ensures
a consistent and positive customer experience at every touchpoint.

3. Goal-Oriented: While customer satisfaction is crucial, modern marketing is
not an end in itself. It is a means to achieve the broader goals of the
organization, primarily long-term profitability and market share growth.
Every marketing activity is designed and evaluated based on its contribution
to these overarching business objectives.

Conclusion:

Therefore, the statement is highly justified. Modern marketing is a guiding
philosophy where the entire company is aligned to understand and fulfill customer
needs more effectively than competitors (customer-oriented), through a
coordinated effort of all departments (integrated), all to achieve the ultimate goals
of the business (goal-oriented).
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15. 2076 Q.No. 11: Explain the fundamental principles of the holistic
marketing concept.

Introduction:

The Holistic Marketing Concept is a modern approach that recognizes the breadth
and interdependencies of all marketing activities. It is based on the principle that
"everything matters" in marketing, and that a broad, integrated perspective is
essential for success.

Key Points & Description:
The fundamental principles of holistic marketing are its four core components:

1. Relationship Marketing: The aim is to build long-term, mutually satisfying
relationships with key stakeholders, including customers, suppliers,
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distributors, and employees. The focus is on customer retention and loyalty,
understanding that the network of relationships is crucial for success.

2. Integrated Marketing: This principle states that all of the company's
marketing and communication efforts must be coordinated and consistent.
The "4 Ps" (product, price, place, promotion) should work together
seamlessly, and all messages across different media (advertising, PR, digital)
should present a unified brand image and value proposition.

3. Internal Marketing: This involves hiring, training, and motivating all
employees within the company to serve customers well. It is based on the
idea that before a company can satisfy its customers, it must first satisfy its
own employees, as they are the ones who deliver the customer experience.

4. Performance Marketing: This focuses on understanding the financial and
non-financial returns (e.g., brand equity, social responsibility, legal/ethical
standards) of marketing activities. It emphasizes accountability and
measuring the broader impact of marketing on society and the environment,
not just sales figures.

Conclusion:

In conclusion, the holistic marketing concept is a comprehensive framework that
ensures all aspects of marketing are aligned. By focusing on relationships,
integration, internal people, and broader performance, a company can build a
strong, sustainable, and responsible market presence.

afer:
quy U SR Wl U AT SEehI0 &1 STeet |l foaur wifefarferesent foredm T stae-fiares

=T | At fagream enfid © fo fmorm "as 50 el ®, " T HherdTeR! AT U SATae, Tehishd
qiied ST B

& Harew T foaom:

quy TRt Wifcreh Rrgi-aes Jeeht EeT Hel Heshes g
g AFY faUuT: J8e! A& UTesh, HATfdehdl, foaeh, T FHANIEE TIdeR SHE RaareresaT
el TRE e FHT HATTseh Gre-aes fHI0T 7T 21| ATesh Uehls T BT € hfesd e, o
HEslJashl "|d°|°;) HhAdlehl aﬁ%ﬁﬂﬁ@l

2. TR Faur: At fgTaet W foh Shvdeient Eel famur T Semen Semees ai-ad T gard gas| "y f"

For Online and physical classes: WhatsApp 9802831152 —, Website: Gazzabkosir.xyz




15

(3T, T, T, TAR-FER) & Farter ®omT € 6w e, T fafve ffear (fommm, savaeh, fefsea)
T Tl FragTeed Tehishd SIT-E SHST T Hed SedTel S T{Tes|

3. TN fIur: T TTehlTs THT AT Y& T4 HHIREHR Ga FHarigEedrs 9=, arferd, T Ifa ™
TETRT D] A1 fommT STraTia © o Fier ST TTesheeaTTs SqE T, J8e ST Farieears
afect w=qe TS, TR fftes 3 g1 ot wmees stpvie foror &)

¥. gy feraur: Taet faqum wiafafeset foxdir T -fohar wfowar (S se sfdh, e
SETHIH, /AT HHHEE) T S shi-5d TTes| Fe STarhafedr T foauren! FHTst T TdreRort
ST JHTSATS ATI THAT e &, haret fersht TfeheTe®nT 2|

freend:

HITHT, G f0UR TR e 53796 @fa 21 Sl [uIenT Hel Tafes SATHErT Hush! gHiEd T
GUaTeE, UehiehluT, 3Tk eI, T SATIeh ShIRYEIHHT &I hi-ad TR, USeT Tl T¥h, [Eahta, T
I SR Iufkyfa fmtor 7 T

16. 2075 Q.No. 11: What is the holistic marketing concept? Describe in brief
the major components of the holistic marketing concept.

Introduction:

The Holistic Marketing Concept is an advanced and comprehensive business
philosophy that suggests a company must see marketing as an interconnected
activity and consider the entire business system when making decisions. It moves
beyond the traditional 4 Ps to include a wider set of influences.

Key Points & Description:

What is it? Holistic marketing is the process of designing and implementing
marketing programs, processes, and activities that recognize their breadth and
interdependencies. It is based on the view that everything about a business, from
customer service to employee training, affects marketing effectiveness.

Major Components:

1. Relationship Marketing: Building strong, long-term relationships with all
key parties—customers, employees, marketing partners (channels,
suppliers), and even the financial community—to earn their business and
loyalty.
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2. Integrated Marketing: Ensuring that all different marketing and
communication tools and mediums are blended to work in harmony. This
means the message is consistent across advertising, sales promotion, PR,
direct marketing, online marketing, etc., and that the 4 Ps are coordinated.

3. Internal Marketing: The task of hiring, training, and motivating capable
employees who are willing and able to serve customers well. It is about
ensuring that everyone in the organization embraces appropriate marketing
principles.

4. Performance Marketing: Understanding the financial and non-financial
(social, environmental, ethical) outcomes and accountability of marketing
activities. It focuses on ROI, but also on the company's social responsibility
and legal/ethical conduct.

Conclusion:

In essence, the holistic marketing concept is a multi-dimensional approach that
ensures a company's marketing strategy is broad, integrated, and socially
responsible, leading to sustainable success in the modern marketplace.

EIICEH
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2081 No. 17: What is marketing? Differentiate between the production
concept and the product concept of marketing. [S+10]

Introduction:

Marketing is a comprehensive social and managerial process through which
individuals and organizations obtain what they need and want by creating, offering,
and freely exchanging products and services of value with others. It is not merely
selling or advertising but a broader philosophy that guides the entire business
towards customer satisfaction.

1. Definition of Marketing:

Marketing involves identifying customer needs and wants and delivering value
through products, services, and communication to satisfy those needs profitably. Its
core activities include market research, product development, pricing, distribution,
and promotion, all aimed at building strong customer relationships.

2. Differentiation between Production Concept and Product Concept:

The production concept and the product concept are two historical marketing
management philosophies that guide a company's approach to the market. They
differ fundamentally in their focus and underlying assumptions.
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Basis of
Difference

Core Focus

Underlying
Belief

Key Driver

Managerial
Priority

Major Risk

Example

Production Concept

Focuses on production
efficiency and wide
availability.

Consumers will favor

products that are available
and highly affordable.

Driven by a focus on internal
operations and cost reduction.

To achieve high production
efficiency, low costs, and
mass distribution.

Marketing Myopia: Ignoring
customer needs and
competitor actions. It assumes
that a good product will sell
itself.

Henry Ford's Model T: "Any
customer can have a car
painted any color that he
wants so long as it is black."

Product Concept

Focuses on superior product
quality, features, and
performance.

Consumers will favor products
that offer the best quality,
features, or innovation.

Driven by a focus
on continuous product
improvement and engineering.

To continuously improve and
innovate the product.

Better Mousetrap Fallacy: The
belief that a better product will
automatically find customers,
often leading to a failure in the
market due to poor
communication, pricing, or
distribution.

A tech company that constantly
adds complex new features to
its software without checking if
users actually want or
understand them.
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Basis of :

D?;;eernce Production Concept Product Concept
This focused on production
efficiency.

Conclusion:

In summary, while the production concept is internally focused on operations and
affordability, the product concept is inwardly focused on the product itself, often
leading to a lack of market orientation. Modern marketing has evolved beyond
these concepts to embrace a customer-centric approach, where understanding and
satisfying customer needs 1s paramount.
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29. 2079 Q.No. 17: What is customer relationship management? How can we
manage customer relationships? Discuss. [5+10]

Introduction:

In today's competitive business landscape, acquiring a new customer is far more
expensive than retaining an existing one. Customer Relationship Management
(CRM) has emerged as a core business strategy focused on building and
maintaining long-term, profitable relationships with customers.

1. What is Customer Relationship Management (CRM)?

Customer Relationship Management (CRM) is a comprehensive strategy and
process for acquiring, retaining, and partnering with selective customers to create
superior value for the company and the customer. It involves using technology to
organize, automate, and synchronize sales, marketing, customer service, and
technical support. Ultimately, CRM is a business philosophy of putting the
customer at the center of the organization's processes and practices.

2. How can we manage customer relationships?

Managing customer relationships is a continuous process that requires a strategic
approach. Here are the key methods:

o+ Identify Customers and Understand Their Needs: The first step is to identify
who your valuable customers are and gather detailed information about
them. This can be done through interactions, surveys, and tracking purchase
history. Understanding their needs, preferences, and expectations is crucial.

« Differentiate Among Customers: Not all customers are equal. Use the
collected data to segment customers based on their profitability and needs.
This allows the company to focus its resources on the most valuable
customer segments and tailor its approach accordingly.

o Interact with Customers: Build continuous two-way communication with
customers. This can be through personalized emails, social media
engagement, loyalty programs, and responsive customer service. The goal is
to create a dialogue, listen to feedback, and resolve issues promptly.
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« Customize the Offering: Use the insights gained from customer data to
personalize the products, services, and communication. This could mean
offering specific product recommendations, customized deals, or tailored
content. Personalization makes the customer feel valued and strengthens the
relationship.

o Implement CRM Technology: Utilize CRM software (e.g., Salesforce, Zoho
CRM) to centralize all customer data. This technology helps in tracking all
customer interactions, managing sales pipelines, automating marketing
campaigns, and providing customer service teams with a complete view of
the customer history.

« Empower and Train Employees: Employees are at the frontline of customer
interaction. They must be well-trained, motivated, and empowered to make
decisions that benefit the customer. Internal marketing is essential to ensure
that every employee understands their role in delivering customer value.

o Measure and Analyze: Continuously measure the success of CRM eftorts
through metrics like Customer Lifetime Value (CLV), customer retention
rate, and Net Promoter Score (NPS). Analyze this data to identify trends,
improve strategies, and demonstrate the return on investment from CRM
activities.

Conclusion:

In conclusion, Customer Relationship Management is not just a software tool but a
fundamental shift in business strategy. By systematically identifying,
differentiating, interacting with, and customizing experiences for customers, a
company can build lasting loyalty, increase customer lifetime value, and achieve
sustainable competitive advantage.
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Unit 2: Marketing Environment Information 2+10 marks

1. 2081 Q.No. 3: Point out the components of the micro environment.

The components of the micro-environment are the company itself, suppliers, marketing
intermediaries, customer markets, competitors, and publics.
TEW AT HEhe® 1 HFIHT 3T, STfdehdl, [ou Hees, TTe el Niaeqdies, T SHaqees|

2.2080 Q.No. 4: What are the components of the macro environment?

The components of the macro-environment are Demographic, Economic, Natural, Technological,
Political/Legal, and Socio-cultural forces (often remembered as D.E.N.T.P.S.).
T ATATERITH BEHEE G SHINGAhIE, T4, AThfcah, ATfeiferss, Teifeh/aT, T amiSeh-aiehios uires

(D.EN.T.PS.)

3.2079 Q.No. 2: What is meant by marketing intermediaries?

Marketing intermediaries are independent organizations that help the company promote, sell, and
distribute its products to final buyers. They include resellers, physical distribution firms,
marketing services agencies, and financial intermediaries.

IO HETEoIe® WTel T HEATe® T Sl FHHIHICTS J8eh! ScATees STT~qH shaTeed Jare, forshl, T forawor 7 meq e
FEHT G RS, Wide [ Froies, oo dar demes, T foma gerees quEas o)

4. 2077 Q.No. 2: Micro and macro environment.

e Micro Environment: Consists of actors close to the company that affect its ability to
serve customers (e.g., company, suppliers, intermediaries, customers, competitors).

e Macro Environment: Consists of larger societal forces that affect the entire micro
environment (e.g., demographic, economic, natural, technological, political, cultural
forces).

o W TATARUT: FHFIHIHT AITHHT TATE THIAT 4D SHICT ATEhelTs ST T SHATeTs 16 T8 (St e,
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5.2076 Q.No. 4: What is macro environment? Point out its any two forces that affect the
marketing operations.

The macro environment consists of broad societal forces that influence the entire micro-
environment. Two forces that affect marketing operations are:

1. Economic Environment: Factors like inflation, income levels, and recessions that affect
consumer purchasing power and spending patterns.

2. Technological Environment: New technologies that create new products and market
opportunities but also make existing products obsolete.

ST ST Hoeh! ATTe AT IThe® g el FqUl GaH STaratorers Yo Tes]| o HrEEeers
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iy sARSs)

6. 2075 Q.No. 1: What is internal marketing?

Internal marketing is the task of hiring, training, and motivating employees to work effectively to
serve customers well. It ensures that all staff members understand and support the company's
marketing goals.
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7. 2075 Q.No. 2: Marketing environment and its two distinct features.

The marketing environment includes all the factors and forces that affect a company's ability to
develop and maintain successful transactions with its target market.
Two distinct features are:

1. Uncontrollable: The company cannot control these external forces.

2. Dynamic: It is constantly changing and unpredictable.
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8. 2074 Q.No. 4: Mention four factors of economic environment.
Four factors of the economic environment are:

1. Consumer income levels

2. Inflation rates

3. Business cycles (boom/recession)

4. Unemployment rates
T ATATEOTERT AERT e 1 &1

9., TS TR

R. HETEhITd &

3. FIEH = (IVT/A=T)
¥, ST &

9.2073 Q.No. 2: Write down the features of marketing environment.

The main features of the marketing environment are that it is uncontrollable, dynamic,
complex, uncertain, and relative (differs from company to company and country to country).
foror ST e favivares & g At sifraervita, niietier, stee, sfam, T A g (FFT S8R T O AR

T §9)|

2081 Q.No.11: Discuss the demographic environment of Nepal.

Introduction:

The demographic environment involves the study of human populations in terms of size, density,
location, age, gender, race, occupation, and other statistics. For marketers in Nepal,
understanding these demographics is crucial as it involves the people who constitute the market,
directly influencing demand for goods and services.

Key Points:

1. Population Size and Growth: Nepal has a population of over 30 million with a
moderate growth rate. This large and growing population represents a significant market
potential, especially for essential goods and services.

2. Age Structure: Nepal has a youthful population, with a large proportion under the age of
30. This creates a high demand for educational services, technology products, trendy
fashion, and entry-level job opportunities.
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3. Geographical Distribution: There is a rapid trend of migration from rural hills to the
Terai plains and major urban centers like Kathmandu, Pokhara, and Bharatpur. This shift
concentrates market demand in specific areas, increasing the need for housing, urban
transportation, and packaged food.

4. Ethnic and Cultural Diversity: Nepal is a multi-ethnic, multi-lingual, and multi-cultural
country. This diversity requires marketers to tailor their products, advertising messages,
and distribution strategies to suit different cultural preferences and consumption habits.

5. Literacy and Education: Literacy rates are steadily improving. A more educated
population leads to greater awareness of products, higher brand consciousness, and a
demand for higher-quality and value-added goods.

Conclusion:

In conclusion, Nepal's demographic environment is characterized by a large, young, and
diversifying population that is increasingly urbanizing and educated. Marketers must
continuously analyze these demographic trends to identify opportunities, segment their markets
effectively, and develop marketing strategies that resonate with the evolving Nepali consumer.
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4.2079 Q.No.13: What is the marketing environment? Describe the various components of
the micro environment. [4+6]

Introduction:

The marketing environment encompasses all the internal and external actors and forces that
affect a company's ability to develop and maintain successful relationships with its target
customers. Understanding this environment is crucial for identifying opportunities and threats.

Key Points (Components of Micro Environment):
The micro-environment consists of actors close to the company that impact its customer service
capabilities.

1. The Company: Internal departments like management, finance, R&D, and operations
must work together, aligned by the marketing plan.

2. Suppliers: They provide the resources needed to produce goods and services. Their
reliability, pricing, and quality directly affect the company's output.

3. Marketing Intermediaries: These include resellers (retailers, wholesalers), physical
distribution firms, marketing agencies, and financial intermediaries that help promote,
sell, and distribute products.

4. Customer Markets: The company must understand its target customer markets, which
can be consumer, business, reseller, government, or international markets.

5. Competitors: A company must gain a strategic advantage against its rivals by offering
greater customer value and satisfaction.

6. Publics: Any group that has an actual or potential interest in or impact on an
organization's ability to achieve its objectives (e.g., media, financial, government, local
publics).

Conclusion:

In summary, the micro-environment consists of forces that the company can partially influence.
Effective management of these relationships with the company, suppliers, intermediaries,
customers, competitors, and publics is essential for building a successful marketing strategy.
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5.2077 Q.No.16: Explain in brief how the political environment of Nepal has affected the
country's business activities.

Introduction:

The political environment consists of laws, government agencies, and pressure groups that
influence and limit various organizations and individuals in a given society. In Nepal, the volatile
political environment has been a significant factor shaping the business landscape.

Key Points (Impacts on Business):

1. Policy Instability: Frequent changes in government often lead to shifts in economic
policies, budgets, and regulations. This inconsistency creates uncertainty for businesses,
discouraging long-term investment and planning.

2. Strikes and Bandhs: Political parties and groups frequently use strikes (bandhs) and
protests as tools, which disrupt supply chains, halt production, and prevent employees
from working, causing direct financial losses.

3. Bureaucratic Hurdles: Political instability often leads to inefficiency and corruption
within the bureaucracy. This results in delays in getting permits, licenses, and clearances,
increasing the cost and time of doing business.

4. Foreign Investment: A perceived unstable political climate deters foreign direct
investment (FDI). International investors seek stable and predictable environments,
which Nepal has struggled to provide consistently.
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5. Infrastructure Development: Political bickering and instability often stall critical
national projects related to transportation, energy, and communication, hindering overall
business productivity and growth.

Conclusion:

In conclusion, Nepal's political environment, characterized by instability, frequent protests, and
policy unpredictability, has largely acted as a hindrance to business activities. It has increased
operational risks and costs, discouraged investment, and slowed down economic growth, posing
a major challenge for both domestic and foreign enterprises.
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6. 2076 Q.No.12: Explain briefly the impact of the economic environment on the marketing
of a firm's product.

Introduction:

The economic environment consists of factors that affect consumer purchasing power and
spending patterns. It is a critical component of the macro-environment that directly influences
how a company markets its products, from pricing to promotion.

Key Points (Impacts on Marketing):
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1. Consumer Income and Spending: In a strong economy with rising incomes, consumers
have more disposable income, leading to higher demand for non-essential and luxury
goods. In a recession, demand shifts towards essential, value-based products.

2. Pricing Strategies: High inflation may force a company to increase prices, which can
reduce demand. In such times, marketers might focus on value-based pricing or offer
smaller pack sizes to maintain affordability.

3. Credit Availability and Interest Rates: When credit is easily available at low interest
rates, marketing can emphasize easy installment plans to boost sales of high-value items
like cars and appliances. Tighter credit has the opposite effect.

4. Investment in Marketing: During economic booms, companies tend to increase their
marketing budgets for aggressive advertising and promotion. During downturns, they
often cut budgets and focus on low-cost marketing tactics.

Conclusion:

In conclusion, the economic environment is a powerful force that shapes a firm's marketing
strategy. Marketers must continuously monitor economic trends like income levels, inflation, and
credit costs to adapt their marketing mix (product, price, place, promotion) effectively to meet
changing consumer behavior and ensure business success.
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7.2074 Q.No.12: What is the marketing environment? How do the technological factors
affect the marketing program of a company? Explain briefly.

Introduction:

The marketing environment comprises all the internal and external actors and forces that affect a
company's capability to engage and succeed with its target consumers. The technological
environment is a key part of this, involving forces that create new technologies and thereby new
market opportunities.

Key Points (Impact of Technological Factors):

1. New Products and Innovation: Technology leads to the development of new products
(like smartphones) and makes existing products obsolete (like typewriters). Companies
must invest in R&D to stay competitive.

2. Improved Communication and Promotion: Digital technologies (social media, email,
mobile apps) have revolutionized marketing promotion, allowing for targeted, interactive,
and measurable campaigns at a lower cost.

3. Efficient Operations and Distribution: Automation in production and advanced
logistics software makes operations more efficient and cost-effective. E-commerce
platforms have created new distribution channels, reaching customers directly.

4. Enhanced Customer Insights: Big data and analytics tools allow companies to collect
and analyze vast amounts of customer data, leading to better market segmentation,
personalized marketing, and improved customer service.

5. Changed Consumer Behavior: Technology changes how consumers access information,
shop, and communicate. The rise of online reviews and comparison shopping forces
companies to be more transparent and competitive.

Conclusion:

In conclusion, technological factors are a dynamic and powerful force in the marketing
environment. They can create new markets and destroy old ones, forcing companies to adapt
their marketing programs continuously. Embracing technology is no longer optional but essential
for survival and growth in the modern marketplace.
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18. What is marketing environment? Describe the economic environment.

e Marketing Environment: The actors and forces outside marketing that affect marketing
management's ability to build successful relationships with target customers.

e Economic Environment: Factors that influence consumer purchasing power and
spending patterns.

o Points:
1. Economic Conditions: Boom vs. Recession.
2. Income Levels: Disposable vs. Discretionary income.
3. Inflation & Interest Rates: Affect borrowing costs and buying power.

o Example: During a recession, marketers focus on essential, value-based products.
During economic growth, luxury goods see higher demand.

19. What is marketing environment? Explain its features.

o Marketing Environment: External and internal factors affecting a firm's ability to serve
its customers.

o Features:

1. External & Internal: Includes factors outside and inside the firm.
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2. Dynamic: Constantly changing.
3. Uncertain: Difficult to predict.
4. Complex: Many interconnected factors.

5. Relative: Varies by country, region, and industry.

20. What is a micro environment of marketing? Explain its components.

e Micro Environment: The actors close to the company that affect its ability to serve its
customers.

e Components:
1. The Company: Internal departments like management and finance.
2. Suppliers: Provide necessary resources.
3. Marketing Intermediaries: Resellers, distributors, and agencies.
4. Competitors: Firms offering similar products.
5. Publics: Any group with an interest in the organization.

6. Customers: The target consumer or business markets.

21. What is a socio-cultural environment? Explain its impacts.

e Socio-cultural Environment: Institutions and forces that affect society's basic values,
perceptions, and behaviors.

o Impacts on Marketing:
1. Product Design: Must align with cultural preferences and tastes.
2. Promotion: Advertising messages must respect cultural norms and values.

3. Customs & Traditions: Influence consumption patterns (e.g., festival-related
buying).

4. Social Trends: Marketers must adapt to trends like health consciousness.

22. Significance of technological environment in marketing.

o Significance:
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New Products: Leads to innovation and new product development.
Operational Efficiency: Automation reduces costs and improves quality.
New Marketing Tools: Enables digital marketing, social media, and e-commerce.

Improved Communication: Allows for direct and personalized customer
interaction.

Data-Driven Decisions: Provides valuable customer insights through analytics.

23. Effects of natural environment on marketing mix.

o Effects:

l.
2.

Product: Increased demand for eco-friendly and sustainable products.
Price: Higher costs for raw materials can increase product prices.
Place: Need for efficient, low-emission logistics and supply chains.

Promotion: Focus on promoting "green" initiatives and corporate social
responsibility.

24. What is marketing mix? Explain how competitive environment influences it.

e Marketing Mix: The set of tactical marketing tools (the 4 Ps) that a firm uses to produce
a desired response from its target market.

e Competitive Influence:

1.
2

Product: Forces differentiation through features, quality, and design.

Price: Dictates pricing strategy (e.g., match, penetrate, or skim the market).

3. Place: Influences distribution intensity to match or beat competitor availability.

4. Promotion: Shapes promotional messages to highlight competitive advantages.

For Online and physical classes: WhatsApp 9802831152 —, Website: Gazzabkosir.xyz




37

25. What is a marketing environment? Explain the macro environment of marketing.
(3+12)

Introduction:

The marketing environment represents the external and internal factors and forces that affect a
firm's ability to develop and maintain successful transactions and relationships with its target
customers. It is the context within which all marketing activities are planned and executed. =

JTATITTA ST T T HRHEE QIR‘hS{C\GhI gfafferea TEE@' S BT ('1&‘«1(1 ‘AIS%S("\{‘T‘I 6T e L gH-Hgs ferepma T
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Explanation of Macro Environment:

The macro environment consists of the larger societal forces that affect the entire micro-
environment. These forces are generally beyond the control of any single company, making it
crucial for businesses to monitor and adapt to them. The macro environment can be analyzed
using the PESTEL framework, which includes the following components:

1. Political Environment: This includes laws, government agencies, and pressure groups
that influence organizations. It encompasses government stability, tax policy, trade
regulations, and labor laws. For example, a new government policy promoting foreign
investment can create market opportunities, while political instability can deter it.

2. Economic Environment: This consists of factors that affect consumer purchasing power
and spending patterns. Key elements include economic growth, inflation, interest rates,
and unemployment levels. For instance, during an economic boom, consumers have
higher disposable income, increasing demand for luxury goods, while a recession shifts
demand towards essential items.

3. Socio-cultural Environment: This is made up of institutions and basic values,
perceptions, preferences, and behaviors of the society. It includes cultural trends,
demographics, population growth rates, and social values like health consciousness. A
company must design products and promotions that align with these cultural norms to be
accepted.

4. Technological Environment: This includes forces that create new technologies, leading
to new products and market opportunities. It drives innovation, changes how companies
operate, and alters consumer behavior. The rise of smartphones, for example, has
revolutionized marketing, communication, and shopping habits.

5. Natural Environment: This involves the natural resources that are needed as inputs by
marketers or that are affected by marketing activities. Concerns about climate change,
raw material shortages, and pollution have led to a growing demand for eco-friendly
products and sustainable business practices.
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6. Legal Environment: This consists of laws and regulations that society establishes to
govern commerce. This includes consumer protection laws, advertising standards, and
health and safety regulations. Companies must ensure their marketing activities comply
with all relevant laws to avoid penalties and maintain their reputation.

Conclusion:

In conclusion, the macro environment is a powerful and dynamic set of forces that shape the
market landscape. While a company cannot control these forces, a thorough understanding of the
political, economic, socio-cultural, technological, natural, and legal environments is essential for
identifying opportunities, anticipating threats, and formulating effective, long-term marketing
strategies.
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26. What do you understand by micro and macro environment? How do socio-cultural
factors affect the marketing mix? Support your answer with a suitable example. [5+10]

Introduction:

A company's marketing environment is a complex interplay of various factors and forces. To
understand it better, it is divided into two main components: the micro-environment and the
macro-environment. The socio-cultural environment, a part of the macro-environment, has a
profound and direct impact on a firm's marketing mix.

1. Micro and Macro Environment:

e Micro Environment: This consists of the actors close to the company that directly
influence its ability to serve its customers. These are partially controllable. They include:

o The Company itself (internal departments)

o Suppliers

o Marketing Intermediaries (distributors, retailers)
o Customers

o Competitors

o Publics (media, financial institutions)

e Macro Environment: This consists of the larger, uncontrollable societal forces that
shape opportunities and pose threats to the company. They affect the entire micro-
environment. These are analyzed as:

o Political, Economic, Socio-cultural, Technological, Environmental (Natural), and
Legal forces (PESTEL).

2. Impact of Socio-cultural Factors on Marketing Mix with Example:

Socio-cultural factors refer to the shared beliefs, values, norms, customs, and lifestyles of a
society. They deeply influence how consumers behave and what they expect from products and
brands.

o Impact on the 4 Ps:
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Product: Cultural values dictate product features, design, and packaging. For
example, in a health-conscious society, there is a high demand for low-sugar,
organic, or gluten-free food products. A company must develop products that
align with these cultural trends.

Price: Perceptions of value are culturally defined. In some cultures, high price is
associated with high status, allowing for premium pricing. In others, value-for-
money is paramount, necessitating competitive pricing strategies.

Place (Distribution): Shopping habits are influenced by culture. In societies with
a strong "kirana" store or local market culture, a dense distribution network is
vital. In digitally-savvy cultures, a strong e-commerce presence is essential.

Promotion: Advertising messages, symbols, and celebrities must resonate with
cultural values. Using colors, language, or humor that is offensive or
misunderstood in a particular culture can lead to marketing failure.

e Suitable Example: The Rise of Health and Wellness Trends

The growing global socio-cultural trend towards health and wellness has drastically affected

marketing mixes:

o

Conclusion:

Product: Companies like Coca-Cola and PepsiCo have introduced zero-sugar
variants (Coke Zero, Pepsi Black) and acquired or launched bottled water and
juice brands.

Price: These "healthy" alternatives are often priced at a premium compared to
their regular counterparts, capitalizing on consumers' willingness to pay more for
perceived health benefits.

Place: These products are heavily promoted in gyms, health food stores, and
online fitness platforms, aligning with the lifestyle of the target audience.

Promotion: Advertising focuses on themes of fitness, vitality, and natural
ingredients. Celebrities endorsing these products are often athletes or fitness
influencers, not just movie stars.

In conclusion, while the micro-environment involves direct, controllable relationships, the
macro-environment, especially socio-cultural forces, sets the broader "rules of the game." A

marketer's success hinges on their ability to understand and adapt the marketing mix—product,

price, place, and promotion—to the deep-seated cultural values and evolving social trends of
their target market.
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ST TETET AT AT TG T FogahdTanTs it s

o Trawor: o ScueTEE Nves, T Wy THeEE, T 3T fhe it wiehHesaT STieeR ®9qT Yafeld

TS, AT SRTheeeh! AT 3 @l

o TER-ER: fomet fhew, wpfd, T i amfes fowrreegar e s o) @ ScaeTes e
T HIRIATITH SheE T Teefiee® o fhedd ST ies g3, T SIctssehl THshes aigH|

forers:

TIIHT, STelfeh Gaw STaraworT Scae, =i g SHTesT §-aH, ST ararawr, ToRy T QrHTiseh-Hiehie fheed
ST el (IR T e Tl ATl Hherdl feh! SAeTd SISTeR! TRl Hitahideh Heaes T faeRiid ge TR HrHThSTeh
ST foraur fieo—sedres, qed, T, TIER—T 939 T 3T T edmT (i 1|
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Unit 3: Managing Marketing Information

1. Meaning of Marketing Information System (MIS)

A Marketing Information System is a structured system that collects, stores,
analyzes, and distributes marketing data to help managers make better decisions.

HIh(ES THHE TReH Rl HIheSHT TraIf-ad STeT Tgehatd, HUSRYT, fdwur T stavareh safharrs awar
SRR fo sHafer goredt &

2. Five Areas of Marketing Research
« Consumer research
o Product research
o Price research
o Promotion research
o Market trend research
o SUHITH STTEH
o U AT
o TH IFIEHEH
o TG IEHN

o SR ¥4 trend e

3. Marketing Research Process
o Define the problem

« Develop research plan
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« Collect data

o Analyze data

« Present findings
o TwE ufeE™

o IIEH ASHT SIS
o T USHA

I AR CER

o ST SEd

D

4. Market Information

Market information means useful data about customers, competitors, prices,
products, and market changes to help businesses make decisions.

SIS SRR el UTeeh, Sfcreqell, Ao, Icq1e T ST GREd-eh! ST STH Ut ST 2, St SATaReTs
IEERRNERECRIE]

5. Meaning of Internal Record System

An internal record system keeps day-to-day business information like sales, orders,
inventory, and customer details for quick decision-making.

T (he faeenat afieh forshl, o1Et, WUer, ITee foraursiedT STt STI-dTieh STeT Hgeheld quT USRI
TS|

6. Marketing Intelligence System

A marketing intelligence system gathers everyday information about the market,
competitors, and customer behavior to support marketing decisions.

HIh{eE sreforeird frkenet awir, Wfceaeff, T UTesh SUaeran S SR agaha T ot wed s
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7. Decision Support System (DSS)

A DSS is a computer-based system that helps managers analyze data and choose
the best possible decision.

Tt s gomett (DSS) wer! FPRgetaT TG JorTelt 81 Steet S1eT forsgwor 71 Tt i fore s
TS|

8. Features of Marketing Intelligence System
« Provides real-time information
« Helps identify market opportunities
o Tracks competitors
« Improves decision-making

« Easy to update and use
o Il THER o

o TSR ITTHX YXT AN Hed TS
o uiderefiars gk 75

I E LRI ERCICEIRE)

o WS 37U TR TH fies

9. Components of MIS
« Internal records
« Marketing intelligence
« Marketing research
« Decision support system

o I Lhe
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o Toola we=T gomTedt

10. Meaning of Marketing Research

Marketing research is the process of collecting and analyzing information to solve
marketing problems and make better decisions.

ATh{EE AT Wl HIh{CShT HHEIT THTE T qT THI HoR foi STTerrlt gerer T feswor 7 wfsharm
Gl

11. What is International Marketing Research?

International marketing research studies global markets, foreign customers,
competitors, and international business environments.

HRIZT WIhIET S Sehl forg ST, Torawtt Teeh, fcreqeff T ST=ifigr ST STqreRuren STea T
wfskar &

Define Marketing Information System and Explain Its Components (15
Marks)

1. INTRODUCTION

In today’s competitive world, every business needs correct and timely information
to make smart marketing decisions. A Marketing Information System (MIS) is a
structured system that continuously collects, stores, analyzes, and supplies
marketing information to managers. It helps them understand customers,
competitors, market trends, and business performance. A well-designed MIS
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reduces uncertainty, improves planning, and makes marketing activities more
effective.

FTSTeh! FfceaeTceh ATATERUMT U et T THIHT YTH e STHehIIRT STEHT JT5 THT Hlhies i 7T+
TS| WTeh(eS THHa faeed (MIS) el STTavaeh WTehiee STHeRR R FqHT Igehad, HUSRYT, farsgwor
T FATITIFHEEATS JUTeY TS R JUTTedt 8| T8 SATHRIATS UTaeh, Tfeaeff, sIemieh! aretere T amy
YR g5 Hed el T MIS o SAHEEaT 5erss, FISHT G T AR TAfRIATS SHIeHi sl

2. COMPONENTS OF MARKETING INFORMATION SYSTEM (10 Points)
1. Internal Records System

Marketing Intelligence System

Marketing Research System

Decision Support System

Marketing Database

Marketing Models

Computer Hardware & Software

Marketing Communication System

b T o

Reporting & Feedback System
10.MIS Personnel / Skilled Staff
1. A=afies e Jured!

2. wrEhies geeferera yomTedt
3. WTHEE IFTH-UT TOTTe!
4. ol g Soredt

5. "ThfeE Srere|

6. ATHCE HIsE®
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7. I EEAT qAT FRAT
8. AT ToAR oTTet

9. e qer fhesames yomedt
10.MIS ==t / 3&1 SRR

1. Internal Records System

Keeps daily business data like sales, inventory, orders, and customer details.
farshl, Tk, 3TET T ek Treelt 2R STeT T uTTet &

2. Marketing Intelligence System

Collects real-time market information from newspapers, social media, customers,
and competitors.
THTIR, AT GosiTd, TTeeh T faeasiene ardfash as SRt g T Jure 2l

3. Marketing Research System

Conducts formal research to solve specific marketing problems.
foRy AT TTEE T T TG SERI T iR 2

4. Decision Support System (DSS)Helps managers analyze data and choose the

best decision using computer tools.
ST JTHLUTT SRANT TR STeT Forsgwor 1 Wt Frofer for st 1t yomreett &l

5. Marketing Database
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Stores large amounts of customer, product, and market data for analysis.
e, IS T SR AF-4T JaT STeT GUiard e HUSK 2l

6. Marketing Models

Mathematical or statistical models used to predict sales, market demand, and
trends.

Torshl, |TT T SSIR S AT T SR TR TR/ Hiftesh Areees

7. Computer Hardware & Software

Tools like computers, servers, and software that support data processing.
TTRT SRS T STEYIF FHI, T T HRAITSTE STHUEE|

8. Marketing Communication System

Helps share marketing information between departments through email, reports,
and meetings.

3, e T ST forvmTesdsier AT STHeRi ATEH—SEM TRISH Jure|

9. Reporting & Feedback System

Provides timely reports and collects feedback to improve marketing decisions.
AT free IeTsd TS QT GeRehT AT {hesaTeh Heher T Jomedi|

10. MIS Personnel / Skilled Staff

Skilled staff who manage data, operate MIS tools, and maintain information
quality. MIS =eTreH, SreT S T T STHeRRIeh! U gifera T gat =]
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CONCLUSION

A Marketing Information System is essential for every modern business. It
provides accurate, timely, and relevant information that guides planning,
implementation, and control of marketing activities. With strong components such
as internal records, intelligence, research, databases, and technology, MIS helps
managers reduce risk and make smarter decisions. Therefore, MIS has become a
powerful tool for improving competitiveness and achieving business success. s

SHHEA THEeH Y et AT 3Tcd=d Hecdqul |Te 8| T8t Fel, JHH T TN SIHHRT TEH TR
HTHTESHT ASHT, FITaIT T FHAUATE THTEhR SHISS| AT (e, Frefetold, TTH-dH, STeed T
SfefersreT wfed seehesen! et MIS o siifaw srerds T st R for qed me) el MIS whersicnes
&TAT SGTI AT ATk HHCIAHT Heed Ul ekt Ee- ST &l

12. Explain in brief the concept and components of Marketing Information System
(MIS).

Concept:
A Marketing Information System (MIS) is a structured system that collects, stores, analyzes, and
distributes marketing information to help managers make better decisions.

Components:
1. Internal Records
2. Marketing Intelligence
3. Marketing Research

4. Decision Support System (DSS)%sweat:
ATehieE RHad faeed (MIS) wa! Arehiee gl STERRT Tgahe, HUSRYT, forsdwor T forwer 71+ sxafeerd yomeft
2l

UThEE:
1. 3rafer @
2. TS sfee

3. wHrHies srgEae
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4. ot w=gT yomedt

13. What is marketing research? Describe in brief the process of marketing research.

Meaning:
Marketing research is the process of collecting, analyzing, and interpreting information to solve
marketing problems.

Process: : 1
1. Define the problem / |

P

2. Develop research plan /
3. Collect data "\ | |

4. Analyze data

5. Present findings

HIHTES ST HAoh! AT HHEAT FHTE T ST3deh SRR Tgaher T farsgwor 11 wiskan 2|
wfsRaT:

1. @ ufe=m

2. ATE FSHT SR

4. e faegwor

Al

14. Explain the importance of the Marketing Information System (MIS) for a business
firm.

o Provides timely and reliable information
o Helps identify market opportunities
o Improves marketing decision-making

o Reduces risks and uncertainties
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o Enhances customer satisfaction
e Supports planning and control
o T AT THHRT ITASH RIS

o SN HIEX TNT TS HeEd TS

o fofueE e s

o Siflaw T SAfAfHqar Teds

o UTEH G TRS

o I T fHE=ET geAT TS

15. Define an internal record system. Explain its components.

Definition:
Internal record system collects and maintains day-to-day business data like sales, stocks, orders,
and customer records.

Components:
1. Sales records
2. Inventory records
3. Customer database
4. Financial statements

TRTeT:
SR {ohe SUTTetet e forshl, YUeRuT, 37X T UTeh ST Tgehar T WUSRUT TS|

Ycehg®:

1. foshiee
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16. Explain the sources of marketing intelligence system which are currently in use.
e Newspapers and magazines
o Competitor analysis
o Salespersons’ reports
o Customer feedback
e Social media and online sources

e Market surveys

o THURRT T RAWISH
o wfcrmeff fosgmor
o forshishatent fare
o UTEH fhesarh

o HHINH HosTlel T ATATT &

o TSN Ha&

17. What do you understand by marketing intelligence system? Explain the role of
market intelligence system in marketing.

Meaning:
The marketing intelligence system gathers daily market information from external sources.

Role:
o Tracks competitor activities
o Helps identify new opportunities
o Improves marketing decisions
e Provides up-to-date market trends

e Supports strategy formation

aref:
IS Freferoid JumTefie! STel ATATERUTEe ek SR SRR Tgeha TS|

yigeT:

o
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o fceelf wicferfer gz wed
o T TR Ul

o fofres gam

e S9R ¥4 trend 3uctsy

o UM TS wEA

18. Differentiate between marketing intelligence system and marketing research.
Marketing Intelligence System:

e Collects daily market information

o Uses informal sources

o Continuous process

e Focus on current happenings
Marketing Research:

e Conducts formal investigation

o Uses scientific tools

e Done when needed

e Focus on solving specific problems

e TUTh{dE FrefeTal=d TUTTEAT:

o 3R TSR THHRT TEHTH
o IFIIEITIG A ST
o T SfsRaT

(] WW%—EH

AT SATEAT:
o HIUHTIGH ATHHH
o Al fafey s

e TRl HATAR

D
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o Ty g gETYTET e

19. What is a Decision Support System (DSS)? Explain the components of DSS.

Meaning:
DSS is a computer-based system that helps managers analyze data and make better decisions.

Components:
1. Database
2. Models and analytical tools
3. User interface

4. Hardware and software

el
Tt e worreft (DSS) wweht Srer forwor 8 Wl o fehress Hai T SPet—sraTia Sorrett 21l

UThEE:
1. srE"

2. fasgwomens qigea

4, TERR T gwREIH

Role of MIS in Marketing Decision-Making

1. Helps understand customer needs
2. Improves product planning

3. Supports pricing decisions

4. Helps select promotional strategies
5. Enhances distribution decisions

6. Reduces risk and uncertainty
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7. Helps monitor marketing performance

Marketing Research Practice in Nepal

1. Limited Research Culture

Most Nepalese companies conduct very little research due to a low budget and awareness.
2. Use of Basic Methods

Surveys, interviews, and simple observation are the most common methods.

3. Growing Use of Digital Tools

Companies now use social media analytics, Google Trends, and online surveys.

4. Research by NGOs and the Government

Organizations like Nepal Rastra Bank, CBS, and NGOs conduct market-related studies.

5. Role of Private Agencies

Some private research firms (e.g., Market Research Agencies) provide professional services.
6. Focus on Consumer Goods

Most research happens in the FMCG, telecom, banking, and retail sectors.

7. Challenges in Nepal

Low literacy, geographical difficulty, and limited data availability.

8. Increasing Trend of Online Research

Businesses are shifting toward online data collection after COVID-19.
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Unit 4: Understanding Buyer’s Behaviors 2+10 or 15 Fixed

1. What is social media marketing?

Social media marketing means promoting products, services, or ideas through platforms like Facebook,
Instagram, TikTok, YouTube, etc. It helps businesses connect with people, share content, build trust, and
encourage buying.

IRTEN: T FIeT Tt [nstagram A1 ST 4T jacket I wieT Wt A AT 1] 7 social media marketing =i

2. Meaning of e-procurement

E-procurement refers to the process of buying and selling goods or services online through digital
systems.

$-procurement AT Uil FWH TR quotation, email, software, portal a1 website Ahd TmT T

JETET: P STt fohdTel ST system e order T

3. Participants in the business buying process

Business buying normally involves a group known as the “buying center.” 7&x gewriies:
1. Users — St 9mM =0 Te (ST =)
2. Influencers — s 37 specification gamss |
3. Buyers — @ formal purchase order 7|
4. Deciders — s 1w fofa foe)

5. Gatekeepers — ST fia=r TeE (S&: receptionist, admin).
IR Toh ATt et foheg THAT user = =, buyer = procurement officer, decider = manager!

4. Any two differences between consumer buying and organizational buying

1. Purpose:
Consumer buying =afeTa IwamTh @i g5 9+ organizational buying sre@Ris 3aed, resale, ar operation I @i

3gTeRvT: fwETae mobile fF= = consumer buying; et 50 mobile order T = organizational buying|

2. Decision-making:
Consumer buying simple T emotional &8 & organizational buying % stage, analysis, approval T budget
HTER B

5. Define consumer buying behavior and organizational buying behavior
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Consumer buying behavior st saftTd TTeect fohet SIcTeht T, STarwreha, e, T ot formr afesr an
Ierewn: consumer o shampoo 33 price, smell, brand =

Organizational buying behavior w=er st a1 deem o large quantity AT amm/daT fohma sTaaTe ek & — s/emm

technical requirement, approval, budget, negotiation 31fg 7=

IerewT: sEdee medical equipment &)

6. Post-purchase behavior

Post-purchase behavior wht areehet @ forafes s@rs- gfafsan ar sty & — w=qfe, &P, repeat purchase, review
ey, complain T el
3rE: mobile T 77 R T positive review e, TR complaint TS

7. Buying process of an individual customer

Individual customer % &= buying steps:
1.

2.

Need recognition — sTarwaear 9eqd g
Information search — s 7T a1 afet @Sl
Evaluation of alternatives — faeea e
Purchase decision — 3 5 a1

Post-purchase behavior — fafs wqe/swge
SRR AT fohe SqT—a et ATl Hegd, 18 &, gorn ™, foafs feedback fai

8. Importance of understanding buyers’ behavior in Nepalese market

1.

2.

Better product design: Trect % ATE-S TR ATH! S-S ITIH HSH TS|

Effective pricing: umes s, €FhR, Ao HeeRiierar JeR I Hed T Al
Targeted promotion: “urizsar habit — TikTok, Facebook, local festivals gzt promotion @t g

Customer satisfaction: wes®! =@er Jza1 repeat customers s
Serewr: Daraz & Aurefiesst festival buying pattern ggx Dashain form &« @)

9. Four characteristics of organizational buyer

1.

Large volume purchase: &t amm fosi
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2. Professional buying: trained people purchasing process =amsaH|
3. Logical and rational decision: 7=, budget, quality, specification g fufa

4. Long-term relationship: suppliers @ dHeet grry s3SI
Zerewr: college & 100 computer T supplier ae 7R long-term maintenance contract TSl

10. Who is a buyer?

Buyer w=et % foef T e ar @& forer fofa 4 safe ar s &
IETEAIT: BT AT AHRT Fobed ST 37T 9 buyer 3 §1; w31 &kl procurement officer aft buyer = =1l

ng decision process. ' S , 1ol

fia. 2081 Q.No. 12| 2080 .No. 13 [10 marks]
Describe the consumer buyi

o cama s st a4l

The consumer buying decision process explains how a customer moves from realizing a need to finally
buying and using a product. It helps businesses understand customer behavior so they can offer the right
product, at the right time, and in the right way. This process shows that buying is not just a single action,
but a series of thoughtful steps influenced by personal, social, and psychological factors.

IaIeR @ite frofar I SiiehTer STTawrsharen Hegeeha folet Scared @itg T SRINT T4 Hemen! AT 81| T8 STHIaTs STHIhER SFagR

T HET TS, ST I A T ANGHIT IeAEH JEH T Al s1Ss| A Wioram i Thia-mT 77 shitres sRorewane i ok & w=y
EEs|

Consumer Buying Decision Process /“' | veed | s

> Need/Problem Recognition {

. reed beacle
» Information Search
> Identification of Alternatives \ - MW ﬂ? | Tdenrifieotion ]
» Evaluation of Alternatives | s = pucehae | Conoeme oo dA 4
» Purchase Decision \ poec
» Actual Purchase .

Al & e

» Post-Purchase Evaluation Aelvdd gueh | (Evele iy |
>

Feedback and Disposal ] ‘/
\} DeeEem |

1. Need/Problem Recognition
A consumer first realizes a need or problem, which creates motivation to buy something.
ST o SEATIHAT o AHEAT HEGH T, ST el [ AT I T
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2. Information Search
The consumer looks for information from personal experience, friends, advertisements, or

online sources.
STIAIT SARKIG 3T, WS, 9o a1 sHasee. SHaR! arssl|

3. Identification of Alternatives
Different brands, products, or options available in the market are identified.
TET Iuey = se, Scate a1 fasheusw ufgwm wifes

4. Evaluation of Alternatives
Consumers compare price, quality, features, and benefits before choosing.
SUMIHT 7, TR, faRIo T wigaes o e

5. Purchase Decision

The consumer chooses the final product based on preference and affordability.
ST ATHT & T &AdT SJER AH I BTesl

6. Actual Purchase
The product is bought from a store, an online platform, or other sources.
I THA, IAET WICHE a7 3 TSR @ie M|

7. Post-Purchase Evaluation

After using the product, the consumer feels satisfied or dissatisfied.
ST SR TS STHIHT Hq8 o1 SEE g1 e

8. Feedback and Disposal
The consumer may give feedback, recommend it to others, reuse, or dispose of the product.

SR SR o warm, s R T ge, T SN A1 Hied das|

The consumer buying decision process is a systematic journey that guides how people choose products.
Understanding these steps helps businesses design better products and marketing strategies.

ST @ftE ol Sfsher STwIhTel SeaTed SR T Feaafterd AT gl JHaTS J3aT STaEmE 375 TR Sca1ed T TR WHIfd are
|
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Q14. Describe briefly any two of the psychological determinants of consumer buying behaviors.

Introduction

Psychological determinants are inner mental processes that influence why, how, and when consumers
decide to buy products. They shape attitudes, preferences, brand perception, and buying frequency.
Understanding these factors helps marketers connect emotionally with customers and design products that
meet their needs.

AT feafeheee STl T, |iaTs, STt T ot SfrmmT s ara) =ft sTrwafies A Tinramesc STHihet 3 Scared,

Fieet T o @it e w11 Feieor m69) ot Tl SRS SUHIhTER! SRR e SHTEshi! WHITT s

1. Motivation

Motivation is the internal driving force that pushes a consumer to act to satisfy needs and desires. Human
needs range from basic (food, water, shelter) to advanced (self-esteem, success, recognition). When a
need becomes strong enough, it motivates purchasing action.

FETY W] ST, TTET a1 ST T T ITHIHIATS, RATeiict SIS SAT=ieh itk ol WIiHEeH SATewshdles ATERd (T,
arft, FueT) IR Io TR (SATHET, AT, TfeaT ) FF HicTush §-a-| STTawIshl s SiaT STHIH @iE T IRd g

Example:
A student motivated to score high may buy reference books, tuition classes, or a laptop.
I 37 TS ST T forEmefiet gEe, TE o ey fohe e

2. Perception

Perception refers to the way consumers receive, interpret, and understand information before making a
buying decision. It is shaped by past experiences, beliefs, branding, packaging, advertising, and social
influence. Positive perception increases purchase probability, while negative perception discourages
buying.

ROTT H4ohT STHIRHICT AT e g, Tordwor 76 T crment Sramar foi fome, w=t ik 21| fonmaent 1w, T, sre s,
forsT, wrehfSig: T wreTforeh JTeiet 0T SATSS| HehTeaeh SO U SUHIeh! @RE At FeFs, ThIcHeh GROM WU ZTel g |

Example:

If consumers believe a brand is trustworthy and high-quality, they choose it repeatedly.
SIS foraraa T U & Al YT A STHIThICT ST el fohet Tere)

Conclusion

Motivation and perception play a vital role in shaping consumer decisions, brand loyalty, and market
trends. Businesses that understand these psychological factors can influence buying behaviour more
effectively and build long-term customer relationships.
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I T UTROT ST FAISTe deaetet STHIETEh =0T, ST T8 T Ssment AnT frefeor ) <t Semer srawmaret ST hi-ad WHifd
SIS Aeienreti wrare fmion 7 we|

Q15. How do learning and motivation influence consumer buying decisions? Describe with an
example.

Introduction

Learning and motivation are powerful psychological forces that guide consumer choices over time. They
help shape buying habits, product preference, brand switching, and long-term loyalty. Consumers do not
randomly purchase; they learn from past experiences and act when motivated.

7T T 3gre TR A, w9, Se we T @ FoteTs we st T AeeEel AR ded | ST foT EiETs See
TN fohe; Sftewet STgwaTe foae T ST gar W fof e

Influence of Motivation

Motivation pushes consumers toward action by activating needs and desires. When a need becomes
urgent, it transforms into buying behavior.

RIS S TThoh! HATITIhRT T TTEITS Hishe SHTSS STHIRRIATS A & TIcaTied M| JTIeehdl STl WUl STHIH @ie ol

form]

Example:
A person motivated by fitness may buy running shoes, protein supplements, or a gym membership.
e ATk ST, WA After= a1 W gewr o= Iid gl

Influence of Learning

Learning changes consumer behaviour based on knowledge, past experience, advertisements,
recommendations, and trial-and-error. Positive learning results in brand loyalty, while negative learning
leads to product rejection.

reoret forTaent ST, SRR, fomoe, R T oteforsht SATERAT STihTeh! ST INE T HehRIee SN T ITHRA e
IeUTE SR foheT T, TohITeHeh T T |

Example:

A consumer tries one detergent and finds it cleans clothes better, so they continue buying it.
T fesivect FueT THT GIwdfes St i afy @ fofet ores|

Combined Effect
Motivation triggers buying intention, and learning shapes which product the consumer selects. Together,
they form habits and long-term purchasing patterns.
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S ATATIHAT JaT T, T RGO o ST Beile T 9 IS FefTa el gaiet firent defeprelie @fte st s

Conclusion

Learning and motivation significantly influence consumer purchase behaviour by guiding choices,
preferences, and brand loyalty. Marketers who understand these processes can create better products,
messages, and customer experiences.

TRTE0T T IETEA ITHIHT BHAIE, Tl T TS BT 3T irehT Tes| A 3 Sauric THIEshRT SR WHIT, O a1 T 88 a6
TS HES|

Q16. What do you know about buyers’ behaviour? Differentiate between consumer buying and
organization buying.

Introduction

Buyers’ behaviour refers to the study of how people identify needs, search for information, evaluate
options, purchase products, and react after consumption. It helps businesses understand what influences
buying decisions—cultural, social, personal, economic, and psychological factors.

ShAT SR WTe e STERIehdT fea T, STHwR! @isH, foehed qerT T, Staed @G T T SRNTIfS Jedtish T SfRaTeh! STere
N e IR Fofaes sfera 7 wiepfaes, G, SAfReTd, e T ARETTHeE 96 93 wed 19

Concept of Buyers’ Behaviour

It explains why some products sell more, why customers prefer certain brands, and how purchase
decisions change over time.

T fohT el Seared et foras, foh STviehTel ohel sTTve T, T B @ite o el sefars v w8 718l

Example:
Festivals increase demand for clothes, sweets, and gifts due to cultural influence.

TTEUd R THIHT HEh{deh! TTEe Fael, g T IUgHe! 7T 983l
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Difference Between Consumer Buying and Organization Buying

Consumer Buying Organization Buying

Done by individuals or households Done by companies, industries, institutions

Purchases for personal use and satisfaction||Purchases for business operations or resale

Emotional, personal preferences matter  |[Rational, professional and objective decisions

Small quantity purchase Large quantity purchase
Simple, quick decision-making Formal, lengthy, multi-step decision
Few people involved Teams and committees involved

Brand image, packaging, trends influence |[Price, quality, reliability, supplier relations influence

Less documentation Formal contracts, quotations, tenders required

Explanation

Consumers buy goods to satisfy personal needs like food, clothes, entertainment, and comfort.
Organizations buy machinery, raw materials, technology, or office supplies to run business, increase
efficiency, or earn profit.

ST ST ATERAFATHT TR @I, FST, HARSSH a1 e AT (| S3c ST HodTeH, Ieq1a Sfshar ol AT HHST
ATE, s qaTe, SUHT 97 VATEE TS TeH|

Conclusion

Buyers’ behaviour plays a vital role in marketing because understanding how consumers and
organizations make decisions helps businesses design suitable products, pricing, distribution, and
promotional strategies.

AT TR T3] TSR FAEATITAT AT Hecaqul o, TohAleh STHITHT T TT3Fet ol HoRT i, i 91T T soa et STehil 3caed,
7, foreror T yem worifer s wesl
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18. What do you understand by consumer behaviour? Explain its importance.
Introduction

Consumer behaviour refers to the study of how individuals make decisions to purchase, use, and
dispose of products and services. It analyzes motivations, attitudes, perceptions, and preferences.

STHITHT SFTER Meh! STHITHICT ] T ST fohe, SRINT T T T NToRATeT T iy e shrefeeehl ST 8l J6et IHieeeh!
SIROTT, 3TEhITT, TAT T USTSATS Tor2wor 7|

Points
e Meaning of consumer behaviour
e Decision-making patterns
e Psychological, social, and cultural influences
o Importance for marketers
e Importance for product development
Explanation

Consumer behaviour studies why people buy certain products, how they evaluate alternatives,
and what factors influence their choices such as personality, lifestyle, income, family, and
culture. Its importance lies in helping marketers understand customer needs, forecast demand,
design suitable products, set effective pricing, and create targeted promotional strategies. It also
helps organizations remain competitive and develop long-term customer relationships.

I TR ATEEEe foh o I o HaT B T, Fet forehed Jeieh T T F FRU TR §7a, 9 Je1Ssl
FEAT TR, TS, 3T T Apiden deaesen! iUenT | THh! Hewl SoTRHAIATs STHIRREh STTaTIHdT I3, AT
HIAM TH, 3T IcqTe ST, 7o FHUor T SRl S=R WHIT TR 9T Hed Tes| F6e Tiaeddl Se1ss T Al Tesh
Ty T )

Conclusion

Understanding consumer behaviour enables businesses to satisfy customers, improve marketing
decisions, and achieve sustainable growth.

STHITHT SFTER T AR UTeeh F1¥ Sered, THT AThies fofr form T farmt g et T wed arde]
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19. Explain the personal determinants of consumer behaviour.
Introduction
Personal determinants are individual characteristics that influence a consumer’s buying choices.
AT FHURHeE STRAIRT ST [oRITATEE § S8l [T [HUTFHT STEL e
Points

o Age

e Occupation

e Income

o Lifestyle

e Personality
Explanation

Age affects product preferences, such as toys for children or health products for older adults.

Occupation influences the type of goods people use daily, while income determines purchasing
power. Lifestyle shapes consumption patterns depending on interests and activities. Personality
traits such as introversion, extroversion, confidence, or risk-taking also guide buying behaviour.

ST I FEEEH! B TR Tas| UM e TRANT g TEqes HEiuT T8, AT fohieh! aeqeh! TaX T AT (R )
Sfaietict &, et T awmT ST ST Siet Ses| St S ST, SRaH foi =TT, a1 ST o
RIERERER IR RIERRICT

Conclusion

Personal determinants shape unique buying decisions, making it essential for marketers to
understand individual differences.

SfET FeTteheEe STIHT (UlaeTs ek STSS, et srRehdict 3 Heh FRIvATes J3 v S|
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20. Explain the economic determinants of consumer behaviour.
Introduction

Economic determinants relate to the financial and market conditions influencing purchasing
decisions.

afeier fraftre® vt STt foretar feafa T s staeeel fopaer T o TvTee® &)

Points
e Consumer income
e Price of goods
o Savings and credit availability
e Economic conditions
e Disposable income
Explanation

Higher income increases a consumer’s purchasing power, while lower income restricts choices.
Prices of goods directly affect demand; lower prices increase demand. Savings and availability of
credit influence whether consumers buy immediately or postpone. Overall economic
conditions—Ilike inflation, recession, or growth—determine market confidence. Disposable
income determines how much money is left for non-essential purchases.

Id SIS fohien! T TRATIT T UK TGS W HH ATEHIC [oehed HIHd SHISS| T Jeo HeHT AT Jes| d=d T

0T G gi—ge Tt T Frerieor ) Y, W, A ST iy STedT ST SUMIRRIR forgetT T @ i
TS| TATA A AT A1 Frerterarent agq Tt @fep ammar fafor )

Conclusion

Economic determinants play a critical role in shaping market demand and influencing
consumers' purchasing patterns.

il Feitereeet SIS AT T SUHIH fohHet ST I e W]
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21. Describe the socio-cultural determinants of consumer behaviour.
Introduction

Socio-cultural determinants arise from society and culture, shaping shared values, norms, and
behaviours.

o o-c

AT HaRehes THTS T TEhiaTe Ic0 g qod, AT T AHIEs g ol TR STaeieTs T TeH)|

Points

e Family

e Social class

e Culture

e Sub-culture

e Reference groups
Explanation

Family influences early buying habits and brand preferences. Social class shapes lifestyle, tastes,
and consumption levels. Culture provides shared beliefs, customs, and traditions that guide
buying behaviour. Sub-culture groups like ethnicity, religion, or community develop distinct
consumption patterns. Reference groups—friends, celebrities, opinion leaders—inspire choices
through direct or indirect influence.

TRETRE JRIEeh ST S T S-S SemT ST Te| |THTISeh aRiel SiTamRIe T 3THIT SR Frefer 78| deenfae | faam,
TR T AR TRt fouTT foms) Su—weapfaet Je, S, o S8R foRTe ST Srares sHes| 6y Fgesd 38T,
ST, AT GHTAHTA THTE TT6]

Conclusion

Socio-cultural factors deeply shape consumer attitudes and preferences, making them vital for
effective marketing.

WIS — AR e deaect STHITHThT GIUehIUT T TSITSHT TITEX! STHTE 9T HUshTel ST WAt e 3T wecaqul g-a]
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22. Briefly explain the nature of organizational buying behaviour.
Introduction

Organizational buying behaviour refers to how institutions, companies, and organizations
purchase goods for production or resale.

TS GG SRR WAl HET, T AT HISTeE IcA1e a1 ATIshishl AT kg T HaT e fohr] vt wfskarm &

Points
o Rational and formal process
o Larger purchases
e Multiple decision-makers
e Long-term relationships
e Professional purchasing
Explanation

Organizational buying is systematic and based on rational evaluation of quality, price,
specifications, and supplier reliability. Purchases are large in volume and made through multiple
people such as purchasing managers, technical experts, and top management. Organizations seek
long-term, stable supplier relationships, and decisions are professional and data-driven rather
than emotional.

TS WiE =FeR Se=Ti T AT g-0| TR, 7o, HINEUS T SATfdehdl foraredrenl Heaish T ot i) e
AT IRATIAT T, STEHT @S Falweiah, FTfafereh foRIvs T 2 SAereeiTiohl HHIaRT §-o| HeTes SreehTel STfdehal qrawd
Gisa T ol wEATeHER T T3 g

Conclusion

Organizational buying is structured, complex, and rational, requiring professional decision-
making and long-term planning.

TS e =EER =aRd, T T T g, SFEHT YT (Ui T SRl AISHT STawas g
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23. What is organizational buying? Describe the organizational buying decision process.
Introduction

Organizational buying is the process through which institutions purchase goods for operational,
production, or resale purposes.

TS WG Foh! HeeTesel HeTer, Scq1ed T qHTeshie! AT O ot Ha fohet SIfsha 2

Points

e Need recognition

e Specification

e Supplier search

e Proposal evaluation

e Purchase decision

o Post-purchase review
Explanation

The process begins when the organization recognizes a need for materials or equipment.
Specifications are prepared to define quality and quantity. Then suppliers are identified and
requested to submit proposals or quotations. The organization evaluates those proposals based on
price, quality, service, and reliability. After selecting the best supplier, the purchase order is
issued. Finally, performance is reviewed to evaluate supplier effectiveness and future
improvements.

STSRAT ST TieaTeTE T §eo| T UM T AP ecid 11 HTIEUS TR TS| FPTTd SATdfdend e @ifeed] T

TS A | e, TOTER, EalT T e Radrent SITemeT Sedrd qedis o] ST Sfded! sadis @i 37 figs
LI P IRER AR CHE R I R

Conclusion

A structured buying process ensures efficiency, reduces risk, and builds strong supplier
relationships.

Safterd @iNE ST FEEaT e, Sad HeR8s T aferll SATqfdshdl gy SIS
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24. Explain different difficulties in studying buyer behaviour.
Introduction

Studying buyer behaviour is challenging because human behaviour is complex and influenced by
many unpredictable factors.

JTHIHT TGRS i 5 fohfoh AME AR Sfeet T TRad =i g

Points
o Changing consumer preferences
o Influence of multiple factors
o Difficulty in measuring motives
o Cultural diversity
o Rapid technological changes
Explanation

Consumer tastes change frequently due to trends, social influence, or innovation, making
predictions difficult. Numerous factors—psychological, economic, social, cultural—interact
simultaneously. Motives like emotion, attitude, and perception are hard to measure accurately.
Cultural variations create different buying patterns across groups. Technology shifts buying
habits continuously, especially with online shopping and digital marketing.

STHIRRTERT & AR TG GaT JATA HiST G| WA, eI, AHTIS T HiEap(deh FHFes THETY THTE T4 AT,
AT T 35 STEaT STon R 710 7 RS g1 Wiepiaen fofaddrel Sk SHEHT ST ST BieT SIS Ffer gited et
fefsreet wremeTe foriet srfters fog SR

Conclusion

These difficulties make buyer behaviour study complex, requiring continuous research and
flexible marketing strategies.

Y TN TEE ITHIH SHTER AT S TS, TEHT AT TR ST T ATl SIS T ST gl
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25. What is buyer behavior? Explain the process of buying a laptop for household purpose.
Introduction

Buyer behavior refers to the study of how individuals identify their needs, search for
information, evaluate alternatives, make purchase decisions, and use products. It includes
psychological, social, cultural, and economic factors that influence a buyer’s actions.

GREEHdl FTER ST STkl SATATIHAT Tred T, FHHRT @is, foheq qeaied T, fofa T T awq swanT 7 e g1 @

TSI, |THTSeR, Fhiqe T ATF e T 75

Main Points

e Meaning of buyer behavior

o Stages of buying process

e Need recognition

e Information search

o Evaluation of alternatives

e Purchase decision

e Post-purchase behaviour
Detailed Explanation

Buyer behaviour studies how people think before buying goods and what motivates their
decisions. It helps understand why a person prefers one brand over another, why price matters to
some but quality matters to others, and how social and economic conditions shape buying
patterns.

TNl R HiHE e o] s ¥ TR T it T8eT sreas Srafishar fows, 7o FHiars fo
AN T, TFH TSRS STaET ITHIT el SIS Wl 8l T8 T

Buying process of a laptop for household purpose

1. Need Recognition
The buyer realizes the need for a laptop—for children's study, online classes,

entertainment, office work, etc.
AT SATh UGTS, $eTE AN, FHTHehTST AT HARSSHeH AT TATIed e bl ST 0|

2. Information Search
The consumer searches for brands, prices, features, RAM, storage, battery life, warranty,
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and reviews.
3, 7, faswdr, RAM, RS, samgl, aneet T aHieressdh! SRl sl

3. Evaluation of Alternatives
Different models are compared based on quality, performance, brand reputation, and
price.
TUTER,, FRIETHAT, 38 foraaiaT T qearent straret fofie foereresn qat Ties|

4. Purchase Decision
The final decision is made after evaluating budget, store availability, offers, and family

suggestions.
SISIE, IUASHAT, SHL T TR YT SR 3fm @itg o i)

5. Post-Purchase Behaviour
The buyer evaluates satisfaction after using the laptop, which shapes future buying

intentions.
TN Hrqu—3TH=E W3 MITeh Ut ST T

Conclusion

Buyer behaviour is essential for understanding customer needs and providing products that
match expectations. The purchase of a laptop follows a structured process influenced by

financial, social, and personal preferences.
GEFHAT e ATesheh! HTERAFHAT T Hed To| TATTed fohel TishaT SaRedd SfamT =es T fafi= safeTa, amTise ao
TR Tearet TvTe aTe]

26. What is buyer and buying behaviour? Explain the consumer buying decision process.
Introduction

Buyer behaviour relates to individuals' thought processes and actions during purchasing. Buying

behaviour focuses on patterns and habits that repeat across different purchases.
GiEehal TR SAth G THRATHT FEdl Hieds T FaeR T8 ¥ 8l WHE SagR Wl STHRAMT afa- QR TRiE g T

EICIRS]

Main Points
e Meaning of buyer behaviour

e Meaning of buying behaviour
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e Stages of consumer decision process
o Internal and external influences

e Qutcome of decisions

Detailed Explanation

Buyer behaviour examines motivations, perceptions, personality factors, and social influences.
Buying behaviour looks at how consumers react to marketing strategies and how their purchase
patterns change over time.

WiEdl SAIER ST, T3, SAfthed T HTHTISER T ST | WE Saeiel STHIhT HIhieS TOHTaHT el Stafshar
T T FEEE S A FEfes T8l

Consumer Buying Decision Process

1. Need Recognition
Buying begins when the consumer senses a need—necessity or desire.
ST IUIRRIT STETIHAT a1 =TeAT Hegd e, Tlie TR g% g

2. Information Search
Consumers gather information from friends, advertisements, online reviews, and stores.
areft, I, SHTE e T Taaee ST G|

3. Evaluation of Alternatives
Different options are compared based on price, quality, brand, and features.
T, ORI, ST T FrRIsTehT SITemT forehed ot Ties)

4. Purchase Decision
The consumer selects the most suitable product and decides where and when to buy.
STHIHTC ST ] BIS T FHa(—ahid Sl [t O TS|

5. Post-Purchase Evaluation
Satisfaction leads to loyalty, while dissatisfaction creates negative feedback.
T WOAT 8T 98D, STE=IE WT ThRIcHs Nidfham s

Conclusion

The buying process is systematic and influenced by personal, social, and economic factors.

Understanding it enables effective marketing strategies.
@ite gfsrar saafterd g T saRTa, TTioeh qoT STl Fishesel THTd UTe]| JEelTs 3T ST O TR s=s)
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27. What do you understand by consumer buying behaviour? Explain the determinants of
consumer buying decision.

Introduction

Consumer buying behaviour involves how consumers think, feel, and act before and after

making purchases.
STHITHT BT TG ITHIRI foher 318 T e el Wi, 7egd T T FaeR T 9 JHASH|

Main Points
e Definition
e Determinants
o Psychological factors
e Personal factors
e Social factors

e Cultural factors

Detailed Explanation

Consumer buying behavior is shaped by multiple internal and external factors. Psychological
elements like motivation, perception, attitude, and learning influence decisions.

SR BT HTETHT TR, ST, AT T Hieapdeh FAeeeh! THTE g-| ST, T, To1g SR deaes HUraT
CIGEARCEE T

Determinants of Consumer Buying Decision

1. Psychological Factors
Motivation, perception, beliefs, attitudes.
ST, 3, forame T gfEeio

2. Personal Factors
Age, occupation, lifestyle, personality, income.
I, UM, SHaeRie, safhed T 3T

3. Social Factors
Family, friends, reference groups, social class.
i@, @refl, TR, WIS &
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4. Cultural Factors
Culture, values, norms, traditions, sub-culture.

TGP, qed, HT=IAT, TR, ST—HEh(d|

5. Economic Factors
Income, savings, price, and credit facilities.
AT, S, T, R0T giorel

Conclusion

Consumer buying behaviour is multidimensional. Understanding its determinants helps

marketers predict consumer needs effectively.
SUHIHT EliE SHAER TEATHF g (Taithes THI SRl STV =T8T ISl THFHM T dee|

28. Give the meaning of organizational buyer behavior. Explain the determinants of an
organization's buying decision.

Introduction

Organizational buyer behaviour refers to how institutions buy goods for production, resale, or
operation.

ST WRE AR Heh! HEATEETT IcTaH, TSI AT HelTeehl AT o Tohet SToRAT 21

Main Points
e Meaning
o Rational decision-making
e Determinants
e Environmental factors
e Organizational factors
o Interpersonal & individual factors

Detailed Explanation

For Online and physical classes: WhatsApp 9802831152 —, Website: Gazzabkosir.xyz




77

Organizational buying is systematic and objective. It involves departments, committees, and

professionals who evaluate suppliers, specifications, and long-term benefits.
TS W iRt TRt T Hatead gro| JemT foaRies, fom T afifaes do g

Determinants of Organizational Buying Decision

1. Environmental Factors
Economic conditions, competition, technology.

anfier srarean, wfaeget, wfafen

2. Organizational Factors
Company objectives, policies, structure.

HToTeRT Ieg, fifer, T

3. Interpersonal Factors
Power, influence, conflicts, cooperation among employees.
et TIfth, 9T, g5 T e

4. Individual Factors
Age, education, risk attitude, experience.

I, e, Sfew |, STgal

5. Situational Factors
Urgency, availability, product importance.

SATIARIA HTEARIhdT, UL, dEderl Hetdl

Conclusion

Organizational buying decisions are complex and influenced by multiple institutional and

environmental elements.
Hfed @it Mol SIfee g7 T 8 ST T STl Hiehad T9TE T1S|

29. Briefly explain the role of digital and social media marketing in business to business.
Introduction

Digital and social media marketing have transformed B2B marketing, making communication

faster, targeted, and measurable.
TefSteat T amises ffean Areicect B2B AtehiceT 3at qiteda TATueh! ©, el SeEmsli=eh] §ar fsel, TAerd T AT
FATTHT B
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Main Points
o Digital platforms
e Awareness creation
o Lead generation
o Relationship building

o Cost-effectiveness

Detailed Explanation

Digital marketing helps businesses reach other businesses through websites, SEO, email
marketing, and online ads.

feftea arhfeeat smamse, SEO, 30 T 3Hams foqmommrdhd Teh—sThis eS|

Social media platforms like LinkedIn, Facebook, YouTube help firms showcase products,
expertise, and success stories.
LinkedIn, Facebook, YouTube ST wiewHet QTS Sta1ed T Sg9a Tex T Hed T

It improves brand visibility, generates quality leads, enhances trust, and provides analytics to
measure performance.
T FT-S AT TSI, O TS Ieret e, fopamr fomior 75 T weelq w4 7 <t fewsl

Conclusion

Digital and social media marketing have become essential tools for connecting, promoting, and
growing B2B businesses.
fefSteat T wmfse ffearet B2B =re@m Sited, Sage T T R T Jecaqul STehoT swen o)
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30. Explain the advantages of e-procurement and online purchasing.
Introduction

E-procurement refers to using electronic systems to purchase goods and services.

E-procurement s+t soidgi~eh HTEAH SRINT T 9] QT &alT @iE T 6T 2l

Main Points
e Cost reduction
e Time saving
o Transparency
e Accuracy

e Supplier management

Detailed Explanation

1. Cost Reduction
Online procurement reduces paperwork, manual labor, and operational costs.
FITS FE B, T T, T HdTeH @9 HH 50

2. Time Efficiency

Orders can be placed anytime, speeding up approval and delivery.
FA Ul ST SIS T WAloh AR sk 521 g

3. Transparency
Electronic systems maintain records and reduce corruption.

TS GURA g T BTN FH

4. Better Supplier Management
Comparison of suppliers becomes easy.

HATfefeRat G T Fiste)

5. Accuracy & Reduced Errors
Automation minimizes human errors.

AT JoIete J(E Hers)

6. Global Access

Businesses can buy from anywhere.
giatee a%q fore afrs|
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Conclusion

E-procurement improves efficiency, reduces cost, ensures transparency, and supports smarter

purchasing decisions.
E-procurement & 2&d 9658, @€ GRS, TRERIAT GHEA TS T RGAHT FHURMT 724 TS|

For Online and physical classes: WhatsApp 9802831152 —, Website: Gazzabkosir.xyz




81

Unit 5: Market segmentation, Targeting, Differentiation, and positioning 2+10 marks

1. What is concentrated marketing?
It is a strategy where a company focuses all its marketing efforts on one specific, well-defined
customer group to serve them better than competitors.

Tl RO STTHT TFY0T HTo{CS SR U ForI T @1 Teeh WHEHT shi-5d TRE o TgalTs TH e da fo Torifa 2

2. Show your acquaintance with the term “individual marketing.”
It means designing products, services, and marketing programs to match the needs and

preferences of a single customer.
Tehel UTEshehl STITIHATNT Il G TR IcUTe, HAT T WSS HRIHE TR T e ses|

3. Target market
It is the specific group of customers that a company chooses to serve with its products and

marketing efforts.
FFITR ST 3T T HToh [0S FSRATReTT HTthd HeTTET SIS W B1E TTREEH! oIy uree: w2l

4. What is market segmentation?
It is the process of dividing a broad market into smaller groups of customers with similar needs,
characteristics, or behaviors.

TR SIS S STTavhdTa Rt a1 T faIsaTes sTUshT AHT—8HT ATesh THeesHT forTs T SiRaers sifs)

5. Mention the determinants of organizational buyer behavior.

Main determinants are: company goals, purchase budget, organizational policies, technical
requirements, supplier reputation, price, and long-term relationships.

T e g FFHIH a6, GG aeie, BITSTH 1qes, Nafie ATavaehdies, AT dehdih! SBT, T, T dHeneH
HHEeE|

6. What is buying style?
It refers to the typical way a customer or organization makes purchase decisions, such as careful,

impulsive, analytical, or relationship-based buying.
TTE AT HEAT ohTiet T |THT=T ATt 8, SR ATaeTHIgesh, STThfAe, fasguuiene a1 grawemT Sramia @iie et
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7. Any four demographic factors for market segmentation.
Age, gender, income level, and education level.
3w, forg, st &, e w@w

8. Point out benefits of market segmentation.
Helps identify the right customers, allows better satisfaction of customer needs, improves

marketing efficiency, and increases sales and profit.
TE UTee Ul T Wed TS, UTedh SavashaTes THIET T 75+, AIehies THEsR g, forshl T AT ses

9. Give the concept of market with suitable example.

A market is a place or system where buyers and sellers exchange goods, services, or information.
Example: A vegetable market where farmers sell vegetables to customers.

TSR el fohet T sheeee! AT, T o1 ST HIEETE T4 T a1 Tl 21| SETeUr; qiehil SIS STl fShamel UTeehelts
TERRT oo T

10. Point out any three concepts of market.
Product concept, selling concept, marketing concept.
IeqTET TR, Torshl STTEI, HIhies Ao

11. What is product positioning?
It is the process of creating a clear, unique image of a product in the minds of target customers.

AT TTEhehl HAHT IcATETh! Y T ek B ST TishaT 8l

12. Point out segmentation variables for the industrial market.
Industry type, company size, geographic location, and purchase volume.
JUNTRT TR, FEIHTRT TR, T T, @i amm
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11. Requirements for Effective Market Segmentation.

Introduction:

Market segmentation becomes effective only when the market is divided in a practical and
meaningful way. A firm can satisfy customers better only when the chosen segment is clear,
reachable, profitable, and stable. Effective segmentation reduces marketing waste and increases
customer satisfaction.

FSTS 3TYUT T AT ATt [IHTSI a1 AT HH-CH SHITehRT E5| BHIE THUH! THE TIT, HiSel IRH, ATveR T ReR
FITS| TE T FqY TQSD T HHTETHT TR g5

Main Points (Requirements)
1. Measurable
2. Accessible

3. Substantial

4. Differentiable
5. Actionable
6. Stable

7. Relevant

8. Responsive

9. Cost-effective

Point-wise Description

1. Measurable:
The size, purchasing power, and characteristics of the segment must be measurable.

TTEh! THI, ST, FaRisr e 719 7 |fehd gl

2. Accessible:
The company must be able to reach the segment through communication and distribution.
FHITCT |l 9T, forshl =Tt SATeee o Seer T Saue]

3. Substantial:

The segment must be large and profitable enough to justify marketing efforts.
T TETH AT T ATH o g
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4. Differentiable:

Each segment must have different needs that are clearly separate from others.
ST THCaRT SATATIHAT FLh T T IO

5. Actionable:

The company should have the resources and ability to serve the segment.
FHIIEHT Tl QTS Sal fo e id T wal sl

6. Stable:

The behavior of the segment should not change rapidly.
T R A< TNE g Lo gIus!

7. Relevant:
The segment must match the company’s goals and objectives.

T FHFIHIHT JLIET 0 G I

8. Responsive:

The customers in the segment must respond positively to marketing activities.
UH-CHT ATEshet HTeh ¢S T TaferT Hehiicrh Sfdfsham fagus|

9. Cost-effective:
Serving the segment should not be too expensive.

TH FEATs daT o Gt @t gg gal

Example:

A cosmetic company targeting “urban women aged 1830 is effective because the group is

measurable, reachable through social media, profitable, and stable.
TTRTEHT §(—3o AYHT AIGATATS AT T WGl IcATE FHFA1h! HHo THIEHR |

Conclusion:

Effective segmentation helps companies choose the right customers, reduce risk, and increase
marketing success.

TR TH-CHTT Tt UTeeh BHIE TH, SIRGH T3 T AT eS Thed SIS HEd e
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12. Bases of Segmenting International Market.

Introduction:

International markets are diverse in culture, economy, and behavior. So companies must divide
the global market using clear and practical bases. Proper segmentation helps firms understand
different countries and make better global strategies.

T TR TR, 7T T ITERHAT i §oH| a8t [0 SIS Hel AT s s

Main Points (Bases)
1. Geographic basis
2. Economic basis
3. Political-legal basis
4. Cultural basis
5. Demographic basis
6. Technological basis
7. Lifestyle basis
8. Level of market development

9. Buying behavior

1. Geographic basis:
Countries may be grouped by region, climate, or continent.
RTEE WIS &, HEH a1 HeTEIven HATHRAT Sears—o-|

2. Economic basis:
Countries differ in income, GDP, and development.
xRt ST, GDP T et i g Wuhiel 39 STIRAT Je T

3. Political-legal basis:
Stability, regulation, and business rules are taken into consideration.
TR TEereaT, I, SR o ST sHE-s!

4. Cultural basis:
Values, religion, language, and traditions differ.
TGP, U, AT, T STFER oo i)
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5. Demographic basis:
Population size, gender, age, and family structure differ.
SHEEAT, I, ST, TNaR ATEHR 311 i g7

6. Technological basis:

Some countries are highly digital, some are not.
el gfafenTa wuT faenf, el w9 fomfea g

7. Lifestyle basis:

Modern, traditional, urban, and rural lifestyles differ globally.
STERYCHeRT SATERAT T T FF g

8. Market development level:
Developed, developing, and underdeveloped market differences.

forenftra, fersprata T sifoenitd sem Pz

9. Buying behavior:
Some countries prefer branded goods, others prefer low-priced items.
F I FAFSS FHH 7 I, Fel aedl qod oo

Example:

A mobile company launches premium phones in Japan but budget phones in Nepal based on
economic and technological differences.

HISTE FHFIIC SITATHT HET! BI, TTEHT Tl HIF ] HTfeh T ATefenTd SR SIJER g

Conclusion:

International segmentation reduces global risks and helps choose the right countries for business
success.

ST TH-CHA SRIH HTW Tl SR S T+ Hed TS|
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13. Market Segmentation & Evaluation Criteria for Target Market

Introduction:
Market segmentation divides customers into meaningful groups to better serve them. Evaluating

these segments helps companies choose the best target market.
SSTETS S0l Tt ForToi T Het e SR =12 T ST HIIGUSeseh! Hedish M|

(Evaluation Criteria)
1. Segment size
2. Growth potential

3. Profitability

4. Accessibility

5. Competition level
6. Company resources
7. Customer need-fit

8. Stability
9. Responsiveness

1. Segment size:

The group must have enough customers.
T G UTesh U gIus|

2. Growth potential:

Segment should grow in the future.
It A e Sed g gIIel

3. Profitability:

Must generate good profit.
AT TS|

4. Accessibility:
The company must reach them easily.

FFI AR T FETS)

5. Competition level:
Low competition is desirable.

it F g
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6. Company resources:
Company must have capacity to serve.

T o Aq—ared gl

7. Customer need-fit:

Product must match segment needs.
T HATERAFHATT IcTe Hel @IS

8. Stability:

Segment should not change too fast.
e TR b g

9. Responsiveness:

Customers should respond well to marketing.
HIh{CESHT HRRTH TS STTaveh|

Example:

A fitness brand targeting “18-25 gym-going youth” is suitable because it is growing, profitable,
and reachable through social media.

Conclusion:

Using the right criteria helps pick the most profitable and suitable target market.
HET ATIEUSH HeWwaT U A& ST = T Hed e
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14. Benefits of Market Segmentation

Introduction:

Segmentation helps firms understand customers clearly and serve them effectively. It reduces
marketing waste and increases success.

YT UTEe I3, Hel ScIed fad T ATHT J@13T gal Higdl TS|

Benefits of Market Segmentation are:
1. Better understanding of customers
2. Improved product design

3. Targeted promotion

4. Efficient resource use
5. Higher satisfaction

6. Competitive advantage
7. Increased sales

8. Customer loyalty
9. New market opportunities

1. Better understanding:

Helps know what different groups want.
AT AT STTawIhaTe® J37 Hedl

2. Better product design:

Products match the exact customer needs.
3cqlad ‘Alﬁ"h\ﬂi(‘ll‘\ i\S\FIIS*I @|

3. Targeted promotion:

Marketing becomes more focused.
ATHTES AT T THTahH|

4. Resource efficiency:
Less waste of time and money.

GId—aTeeR! sl

5. Higher satisfaction:

Customers feel valued.
T T B
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6. Competitive advantage:

The firm becomes stronger in the market.
SR HTgaT|

7. Increased sales:

Focused marketing increases sales.
[EEIRELE]

8. Loyalty:

Satisfied customers stick with the brand.
et Trgm

9. New opportunities:

Small niche markets are discovered.
T IR SATER I=T AT

Example:

Milk companies offering “low-fat milk” for health-conscious adults increases sales.
TATEST Geld UTeeheh] ST T1-TITE Geehl edre|

Conclusion:

Segmentation is a powerful tool for customer satisfaction and business growth.
T =¥ T FFITen! forenresht ST S8 3Ted= Ul gl
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15. Product Positioning & Strategies

Introduction:
Product positioning means creating a clear and unique image of a product in the customer’s

mind. It helps customers understand why they should choose your product.
SRR TIE T HH B TTeHeh! HHHT a137 3 Teais 2|

Main Points (Strategies)
1. Positioning by features
2. Positioning by benefits

3. Price-based positioning

4. Quality-based positioning
5. Use/application

6. User category

7. Competitor-based

8. Emotional/cultural
9. Value-based

1. Features:

Highlight special product characteristics.
[ERIERIECIEE]

2. Benefits:
Explain what customers gain.

FIgeT TGS

3. Price:
Low-price or premium price.
T HATET

4. Quality:
High quality positioning.
= TR

5. Use:

Position product for a specific use.
ORI ST
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6. User:

Target specific user group.
TRy TTee &Rl

7. Competitor:

Compare with other brands.
SfcreeffeT e

8. Emotional:

Connect with feelings.
CICEIEASIE]

9. Value:

Best value for money.
I o S|

Example:
Red Bull positions itself as an “energy drink for performance and power.”
Conclusion:

Good positioning differentiates a product and builds a strong brand image.

el IS SeTeers foRiy sHISS T 5 B #efed aIes]

16. Demographic Segmentation of Nepal

Introduction:
Nepal is diverse in age, gender, income, culture, and lifestyle. Companies must divide customers

using demographic factors.
T SHETReT TAT X faforer B, et SHITES WH-E 8 eyl 9|

Main Points

1. Age
2. Gender
3. Income

4. Education
5. Occupation
6. Family size

7. Religion
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&. Marital status
9. Urban-rural differences

Point-wise Description

1. Age:
Different products for kids, youth, adults, elderly.
STcTeh, AT, S, 5T TATNT ik IcTe|

2. Gender:
Cosmetics, clothing differ for men/women.
qES—HfRell ST

3. Income:

Low, middle, high income groups.
AT T SR

4. Education:
Literacy affects product use.

Rferer warar Ffamr sy

5. Occupation:

Farmers, students, workers need different products.
ERECIRECELIN

6. Family size:
Big families need more basic goods.
31 IRER = el Tl

7. Religion:

Influences food and cultural products.
o STTAR THIT |

8. Marital status:
Single vs married purchase behavior.

Fforanfed T foafed weh

9. Urban-rural:
Urban = modern products, rural = basic goods.
IR VS ATHIT ATTTIHAT B

Example:

Telecom companies selling student data packs for youth and premium packs for professionals.
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Conclusion:

Demographic segmentation helps Nepalese companies match products with the exact needs of

different population groups.
AT HH-CE T SEehT STTaYashal Jei el 3cA1ed fod HedrT TS|

Market Segmentation Process
1. Identify the Market / Define the Market

First, the company clearly defines which broad market it wants to study (example: mobile phone
market, clothing market, education market).
This helps the marketer understand the overall customer group.

SR forTorT fsha G T Sheofiel o gell SRS ST T WL F-erior 71 (STed Aielget SIS, husl SIS, fRrer i)l
T TTEH FHEH! AT T T3 Hed TS|

2. Identify Segmentation Bases

A marketer chooses the criteria to divide the market, such as geography, demography,
psychography, and behavior.
These bases help separate customers who have similar needs.

TSTRETS forTei T sfiifores, STwiResh, BRI TUT SaeTd ATINEE 9 TS|
At SATIREE HH STEIHAT TUH! A6 TS DLATST Hed ToH|

3. Develop Customer Profiles / Create Segments

Customers are grouped based on chosen bases—example: age group (18-25), income level,
lifestyle group, etc.
Each segment looks similar within and different from others.

T T SR STER ATEhEEATS T FEaT TRa-—SRe 3 (8¢—3Y), 3T &R, Sfasiet amfa)

4. Evaluate Market Segments

Each segment is evaluated based on size, growth, profitability, accessibility, and competition.
This helps identify which segment is more attractive.
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Tk ek TR ST, IR, ATH, TE, T Sfoasient STemaT qeiw s
TEA F TS HATHYF B WL T S Hed TS|

5. Select Target Market

After evaluation, the company chooses the most suitable segment(s) to focus on.
Example: A mobile company may target youth aged 18-25.

Hc\('qich"ll{I(\@ FHIIT HeIv=aT SUIh Ulesh HH@dlé NES) GEIRE]

IR WIS HFHI & —3Y IHTHT JATATS Al T Far|

6. Develop Positioning Strategy

The company decides how it wants customers to perceive its product—cheap, premium, durable,
stylish, etc.
A clear image is created in the minds of the target customers.

P ST SCTEHATS Tl HEL o W I SISl Ioel uret, feohrs, wersfor st
TG AfIT UTeeheh! HTHT TIY B TS

7. Develop Marketing Mix (4Ps)

The company designs product, price, place, and promotion according to the chosen target
segment.

Example: Youth-focused phones get trendy design, affordable price, and social media
promotions.

AT TMEHIFTAR IS, Ted, T, T Taa (4Ps) T i)
ITEL: FATATS TAET HISTSASEHT TR (SIS, I qed, T ISR HosTel SHIRH Tha-s
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Unit 6: product, service, and brands 2+15 marks fixed

Short and sweet Answers

1. Meaning of Brand Equity

Brand equity refers to the added value a brand provides to a product due to customer trust, loyalty, and a
positive image.

Brand equity set swsirment forame, ft T Tt Sforer wwer srect Searer o qew fstr T @

2. Levels of Product
The levels of product include core product, actual product, and augmented product.
TG TEEHT T Icq1e, ATEATeh IcdTe T 9T FoeT Aiedeh! e Tes|

3. New Product

A new product is a product that is introduced to the market for the first time or significantly improved.
TAT ICATE ! SSTRAT el Geeh AU a7 3ol G TRueh! Seare =il

4. Brand Positioning
Brand positioning means creating a unique image of a brand in the minds of consumers compared to

competitors.
TS WA Woeh! TTeqeivaT Hish SIHT ST fCHITHT ST-eeh! T 137 2l

5. Service Product

A service product is an intangible product that provides satisfaction without physical ownership.
HET TG el e FIHT FaRa T F=q¥ F&H T IcdTe 2l

6. Consumer Product and Its Types
Consumer products are products bought for personal use. Its types include convenience, shopping,

specialty, and unsought products.
STHITHT ICATEH Weh! SATHTA SANTHT AT WG T TR B, STHehT TR gioT, i, fomiy T F@ifs et 3cared &l

7. Characteristics of Installations
Installations are costly, durable products requiring installation and after-sales service.
TREEAEE Te, AT ue foa T Srer ae fshiafsent dar strawes o Seme &)
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8. Functions of Packaging
Packaging protects the product, provides information, and helps in promotion and convenience.

TR ICTEAATS YU T8, SR {37 T Sm qerm il ST wed 8|

9.7 Ps of Service Product
The 7 Ps are product, price, place, promotion, people, process, and physical evidence.
T JeTee! o e IedTed, e, forawor, =R, =aftw, Sfewr T sifae s E

10. Meaning of Branding
Branding is the process of giving a product a unique name and identity.

S Yeh! IUTEAATE Hleh Ui T a9 {2 ufsma &

11. Is “Hidden Treasure Fanta Miss Nepal 2015” a Product?
Yes, it is a service product as it provides entertainment and experience.
21, 21 TaT I B TohATR T FAesH T ST Y e

12. Brand Name

A brand name is the part of a brand that can be spoken and recognized.
SIS AT ohT IoaRoT 7T @fehe T ff siTeeeht T &

13. Brand Mark
A brand mark is the symbol or design that represents a brand visually.

S-S HTeh ! STealTs foTe forg o fesimg |

14. Trade Mark
A trademark is a legally registered brand name or symbol.

TSI YHER! HIAT T gl MCH F-e A1 & fog 2

15. Concept of Product

A product is anything that satisfies consumer needs and wants.
ICTE FohT STHIRTRT STTERAHAT T ATST T T 4 GF g a1 §a gl

16. Product Life Cycle

Product life cycle shows the stages of a product from introduction to decline.
ITE ST Tohel ISR GEATAad SFaareh JUes cErss|
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17. Label

A label is the part of packaging that provides product information.
T Wh! THSTSH! | B ST Seareeraelt STert fams)

18. Packaging

Packaging means designing and covering a product to protect and promote it.
ATHISTS Wl SCATEHTS GLead T SRS ST BT AT Bl

3, 2081 Q.No. 13]
Discuss the new product development process

New Product Development Process

New product development is a systematic process of converting ideas into successful marketable products
that satisfy customer needs and help the firm achieve its objectives. It reduces risk and increases the
chances of market success by following well-defined stages.

AT IeTe forehte STk sTeh! Tt foraRetTs el T SISTRA T SCATEHT SOT=R0T 7T Sherg, TToRAT Bl F8ct STMIThTeh! STTarearshal I T T
HETeR! e BT T e TS|

1. Idea Generation
This is the first stage where new product ideas are collected from sources such as customers, employees,
competitors, and market research.

T =T ATEH, FHAR, STqell ToIT SR STTEEHEIE Tl ICATEHT [oaRe® Hehed M|

2. Idea Screening
In this stage, unsuitable and weak ideas are eliminated to select only feasible ideas.

TH TROMT ST T FASIR [ATEE 82T ST fIaie® S M|

3. Concept Development and Testing
The selected idea is developed into a product concept and tested with target customers to know their
reactions.

T MU fa=meTTs Scare steramormT forehm T wféra uresset qderr nies|

4. Marketing Strategy Development
A marketing plan is prepared covering target market, pricing, promotion, and distribution strategies.
I =0T T TS, Hed (Eion, S e fomwor it TR s

5. Business Analysis
The firm evaluates sales, costs, profits, and risks related to the new product.
TG SROMHT AT SIS Fai-era farshl, ST, 1T T SiRaweh! fersgaor T
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6. Product Development

The product concept is converted into a physical product and tested for quality and performance.
TE =TT STTUONATS TSR ScaTETHT ST T TUTER SIE0T T

7. Test Marketing

The product is introduced in a limited market to observe customer response.
2 TOHT HTH SISTHT SedTa TRevr T

8. Commercialization

Finally, the product is launched on a full scale in the market.
AT JCAGAATS 0T AT TSTHT HEASTF T

Conclusion
Thus, the new product development process helps firms introduce products systematically, minimize risk,

and achieve long-term success.
TEd T IcTe TRt ikl Sfaw Hes SHehiel G%al ScdTe SISTRHT SIS T8 o)

What is Service? Explain the Marketing Strategies for Service Firms.
Introduction

Service refers to an intangible activity or benefit offered by one party to another that does not result in ownership of
anything and mainly provides satisfaction to customers. HaT ¥l T Walcl 31! T&TaTs SEM T ST 5haT AT ST &, et Tt
TEART Eo T e T TTeeh =18 Yo T

Marketing Strategies for Service Firms

1. Service Quality Strategy
Service firms must focus on reliability, responsiveness, assurance, empathy, and tangibility to maintain
consistent service quality. Sar searer ferareiear, T gfifsm, sTramed, FTgHf T i SHomT e S o e U

2. Customer Relationship Strategy
Building long-term relationships through trust and personalized services increases customer loyalty. foam T
SR HaTHThd deshTeli grerer fwfor et mmek T g

3. People Strategy
Employees play a key role in service delivery; therefore, training and motivation are essential. ®ar v

AR iR Heweul g T ATfer T SROT TR §ol

4. Process Strategy
Efficient and standardized service processes ensure smooth service delivery. T T ATievege Hfraret a1 T&H
TR TS|

5. Physical Evidence Strategy
Physical facilities, equipment, and environment help customers judge service quality. sitfie T, Justr T
STATERVT HATeh! TUTEA TR T HEd T
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Pricing Strategy
Service pricing should reflect value, quality, and customer expectations. & Jea fFefr 7o, TR T IeH
FTHETHATER TS|

Promotion Strategy
Service firms use advertising, word-of-mouth, and digital marketing to build trust. &ar deeet fomm, qE-3Ra-T@
TR T feforeat Arehies wim T

Service Differentiation Strategy
Unique features and customized services help firms stand out in the market. % faiwar T srgEfer Jamer s
foeaaiere gt sl

Conclusion

Thus, effective service marketing strategies help firms improve customer satisfaction, loyalty, and long-term
success. FE TAEFRT el WIeheS WHIT aTesh T=fE, FET T el awear gifem )

What is Product Line? Discuss Product Line Strategies in the Context of Consumer
Products.

Introduction

A product line is a group of closely related products offered by a company to satisfy similar
needs of consumers. StITET ATET Heh! ITHIHEHT T HTARIFHATEE T T HFIHIT &M T+ FHI-6d IcTETeEH! T8

il

Product Line Strategies

I.

Product Line Expansion
Adding new products to increase market coverage and customer choice. Faf 3wame o9 T

TR frEdr T e foehea e

Product Line Stretching
Introducing products at higher or lower price levels. 3== a1 =7 e TEHT I T T

Product Line Modernization
Updating products to meet changing consumer preferences. ITHH FH3TTaR 3cIE AR TS

Product Line Pruning
Removing unprofitable or weak products from the line. 1t Afe e T2z

Product Line Filling
Adding products to fill gaps within the existing line. stafter A @ret T gfd s
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6. Brand Consistency Strategy
Maintaining uniform quality and brand image across products. Hs Icaa=HT FHH TURR T Bfa
ERERIITE]

7. Market Segmentation Strategy
Different products are offered to different consumer segments. %t ITHIRRT ST AT Feh
IeUTE e T

8. Competitive Strategy
Product line is adjusted to face competitors effectively. faerateit St Iearen @rge TfETSH M)

Conclusion

Therefore, effective product line strategies help consumer product firms increase sales and
market share. Fe IcITaT TTE W STRAT IcUTE FHFIHTTS forshT T s e srered weanT s

What is a New Product for a Marketer? Explain the Steps in Developing a New Product.
Introduction

For a marketer, a new product is any product perceived as new by consumers, whether original,
improved, or modified. wrhetehT TR ITHRHI TAT ST Ff T HIfoTeh, FUTRTEHT AT TRATISA TG TAT 187 =l

Steps in New Product Development
1. Idea Generation
2. Idea Screening
3. Concept Development
4. Marketing Strategy Development
5. Business Analysis
6. Product Development
7. Test Marketing
8. Commercialization
Each step systematically reduces risk and improves success. Jeeh TRt SIRaH HeTE Hoheiareh! TFITaAT

ErEE]
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Conclusion

Thus, following systematic steps ensures successful introduction of new products in the market.
TG TROTeTE, ATshAT SIS FAT IcATG HHAATIA T SISTRHT TS |k

What is Product Life Cycle? Describe Marketing Activities in Maturity and Decline Stages.
Introduction

The product life cycle illustrates the journey of a product from its introduction to its decline in
the market. 3eTes Sfiem =shct TG FEATASRE SCIHFIH! STTET TS|

Marketing Activities in Maturity & Decline Stages
1. Market Modification
2. Product Improvement

3. Price Adjustment

4. Promotional Efficiency
5. Cost Control

6. Brand Loyalty Strategy
7. Selective Distribution

8. Product Withdrawal or Harvesting
Conclusion

Hence, proper marketing activities during maturity and decline stages help firms maximize profit
and manage product exit. T&d gfTdedr T Tamfd =omHT 3fad AT TR AT TETST T IcTe o T Hed
RE]
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1.Explain the Meaning and Features of a Shopping Product.

Introduction

Shopping products are consumer products that buyers purchase after comparing quality, price,
style, and suitability. forTier SeTed et ITIhTe! TURR, e, FesTeT T Sugehal ot T @i T eI e &1l

Features of Shopping Products (8 Points)

1. High Consumer Involvement
Consumers spend time and effort before purchasing. susrere @fte 1t T T = @+ &)
2. Price Comparison
Prices are compared among different brands and sellers. fafi= s T fershermsfier ge=r qemn i)
3. Quality Consciousness
Buyers focus on durability and performance. @ft@eralet fesheum T wrigmamT e faz
4. Selective Distribution
Products are sold through limited outlets. care €ifia weemTha fosht i)
5. Brand Importance
Brand image plays a key role in decision making. s sfaet fukmm wewqel e des
6. Moderate Purchase Frequency
They are not purchased frequently. = 3eTeTes SR @itg T
7. Advertising Support
Strong advertising influences buyers. TTasRT fagmaer SUHRRRTS SR TS|
8. Examples
Clothes, furniture, televisions. g, ®H=, fafism)
Conclusion

Thus, shopping products require careful evaluation and effective marketing support. i frme
SCATEAHT AAETEeh HeATgeh T TWIEAHR] AHES STERa 5o
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2. What is Service? Describe the Service Product Strategies with Examples.
Introduction

Service is an intangible activity that provides satisfaction without transferring ownership. dar w=et
1T FEATROT R S8 &M T ST Ttare 2l

Service Product Strategies (8 Points)
1. Quality Strategy — e.g., Hospitals ensuring patient care.
2. Differentiation Strategy — e.g., Premium airline services.
3. Customization Strategy — e.g., Tailored banking services.
4. People Strategy — e.g., Trained hotel staff.
5. Process Strategy — e.g., Online ticket booking.
6. Physical Evidence Strategy — e.g., Clean bank premises.
7. Pricing Strategy — e.g., Discounted internet packages.
8. Relationship Strategy — e.g., Loyalty cards.

Conclusion

Therefore, service strategies help firms create trust and long-term customer relationships. s& @@
Torifret fopamer T Selenret TTee wry foehe T

3. What is Product? Explain the Concept of Product.

Introduction

A product is anything offered to the market to satisfy needs and wants. 3eareT sie! SRS T T
SSIRHAT SR T Tt T e A &t 2l

Concept of Product (8 Points)
1. Core Benefit
2. Actual Product
3. Augmented Product
4. Tangible and Intangible Elements
5. Brand and Packaging
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6. Product Utility

7. Product Value

8. Customer Satisfaction
Conclusion

Hence, a product is a complete package of benefits, not just a physical item. @&t 3eTer Fad a&]
TS AT TR0 TR Bl

4. Characteristics and Marketing Considerations of Consumer Convenience Product.
Introduction

Convenience products are frequently purchased consumer goods with minimal effort. g e
IhT A SRITEHT SIRFIR @S T % &

Characteristics & Marketing Consideration
1. Frequent Purchase
2. Low Price
3. Mass Distribution
4. High Brand Loyalty
5. Attractive Packaging
6. Heavy Promotion
7. Easy Availability
8. Examples: Soap, bread

Conclusion

Thus, wide distribution and strong promotion are key for convenience products. F&d gt et
ST AT TR AT g
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Characteristics and Marketing Considerations of Specialty Product.
Introduction

Specialty products have unique characteristics and strong brand preference. ey Scaremr s1fgefrr
foRar T afert se = g

Characteristics & Marketing Consideration
1. High Brand Loyalty
2. Unique Features
3. Limited Distribution
4. High Price
5. Status Symbol
6. Selective Promotion
7. Skilled Selling
8. Examples: Rolex, BMW
Conclusion

Hence, specialty products focus on brand image rather than mass marketing. @@t fasiy IcamaTr

e TERAT 7€ Sfd Tee Ul -0

Characteristics and Marketing Considerations of Raw Materials.
Introduction

Raw materials are basic industrial products used for further production. == warel w=eT o7 IcqTEHT
AT ST B SATARA ST Ieame g

Characteristics & Marketing Consideration
1. Natural Origin
2. Bulk Purchase
3. Price Sensitivity
4. Quality Importance
5. Direct Selling
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6. Long-term Contracts

7. Limited Promotion

8. Examples: Cotton, coal
Conclusion

Thus, raw material marketing focuses on price, quality, and reliability. e F=ar qariet AHes g7,
O T foraeaTT HiEd g

Features and Marketing Considerations of Fabricating Materials and Parts.
Introduction

Fabricating materials and parts are industrial goods used in manufacturing. Fmior sfsrmT W= g4
renfieh s o gl T ardy v

Features & Marketing Consideration
1. Used in Production
2. Standardized Products
3. Quality Focus
4. Technical Support
5. Direct Channel

Price Negotiation

-

After-sales Service
8. Examples: Steel, engine parts
Conclusion

Therefore, technical quality and service support are vital in marketing such products. Z&t @&
ICqTEHT ATHTESHT TR U T Ha Hewrqul &3
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8. Features and Marketing Considerations of Installations.
Introduction

Installations are major capital items used in business operations. FFETETEE R FodATAHT AT gF
Ft St e g

Features & Marketing Consideration

1. High Cost

2. Long Life

3. Custom Design

4. Technical Selling

5. Installation Service

6. After-sales Service

7. Limited Buyers

8. Examples: Machinery
Conclusion

Hence, personal selling and service support are crucial for installations. @& s=ecEeh! AEhESH
FAfETd forshl T Eam gwel At 9

9. Features and Marketing Considerations of Accessory Equipment.
Introduction

Accessory equipments support business operations but are not part of final products. &&m®

Features & Marketing Consideration
1. Short Life
2. Lower Cost
3. Standard Items
4. Brand Preference
5. Mass Distribution
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6. Advertising Use

7. Competitive Pricing

8. Examples: Computers, tools
Conclusion

Thus, branding and availability play key roles in accessory equipment marketing. & g8
STHIAT SIS T TS Hewaq0 gl

10. What is a Service Product? Distinguish Between Service and Product.

Introduction

A service product provides intangible benefits to consumers. #aT IeTE ITHIHIATE I A TEH T

Distinction
1. Tangibility
2. Ownership
3. Storage
4. Production & Consumption
5. Standardization
6. Quality Measurement
7. Customer Involvement
8. Examples
Conclusion

Therefore, services and products differ mainly in tangibility and ownership. & & T Scaresi= g7
TreraT SpciaT T e gl
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Marketing Strategies in the Introduction Stage of Product Life Cycle.

Introduction

The introduction stage is the initial phase when a product enters the market. gfte=r =Ror wehT Icara
fel Tesh SSTRAT SToeT 7T+ STaeT |l

Marketing Strategies

1. Market Awareness

2. Promotional Spending

3. Skimming or Penetration Pricing

4. Limited Distribution

5. Product Quality Focus

6. Target Early Adopters

7. Sales Force Training

8. Feedback Collection
Conclusion

Hence, strong promotion and market education are essential in introduction stage. et aftae srwomT
THTEEHRT TER T SR RTET A& AT g0
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Unit 7: Pricing

1. What is target profit pricing?
Target profit pricing is a method where a firm fixes the price of a product to earn a

predetermined level of profit.
Target profit pricing w=et ffE 16T FH1S ezt TR Hed Faior 1 Ffiers i)

2. What are the external factors affecting pricing?

External factors affecting pricing include market demand, competition, government policies,
economic conditions, and customer behavior.

T FURUTCATS 76 T el AT ST AT, Nfaedl, T Hifd, e e T TWIRAIH! sFa8R Tas|

3. Market entry pricing strategy.
Market entry pricing strategy refers to the pricing approach used by a firm while entering a new

market to attract customers and establish a market position.
TAT ST AR a1 UTeeh ATHA T T T SIS ST Hed Afd = S Jarwy Je M 2l

4. List out the methods of pricing.

The main methods of pricing are cost-based pricing, demand-based pricing, competition-based
pricing, and value-based pricing.

weg Fetrst yq@ faftes wmrar s, anmT s, St s T He—sraTiE qe e g

5. Perceived value pricing.

Perceived value pricing is a method where price is fixed based on the value customers feel or
perceive rather than actual cost.

Perceived value pricing =Tl @RTA=T 4 UTeshcl Weqd T Hedshl ATIRAT Jod e 7 fafer 2

6. Appropriate pricing strategy for an innovative product in introduction stage.
Skimming pricing strategy is appropriate for an innovative product in the introduction stage to

recover high development cost.
Tl ITEThT TRfEHeh =TT Iod ARG (el 3BT Repfie qedt WHITT 39qH T
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7. Psychological pricing.

Psychological pricing is a technique where prices are set to influence customer perception, such
as pricing at Rs. 999 instead of Rs. 1000.

Psychological pricing et e AHIRMHeTs 6L T T Jeo i 7 afe &), sed 1000 % wer 999 ey

8. Meaning of price.

Price is the amount of money paid by a buyer to obtain a product or service.
T V! S AT ET ST T ITHhTer o TR 2

Pricing and External Factors Affecting Pricing Decisions

Pricing refers to the process of fixing the amount of money that customers must pay to obtain a product or
service. It plays a crucial role in business because it directly affects sales, profit, and market position. For
example, if a mobile phone company fixes the price of a smartphone at Rs. 25,000, considering market
demand and competitors’ prices, that process is called pricing.

et Trefeor weiTer g 9T SaT NI T dreeht oo een et T afsrres gfis) aeet s, T T as S Yo e aes|

IETEROTEHT ATRT, HISTEA et SISt STEE T NTqeqeliehl Jod ol AaTsershl Jed &, 4,000 e ST ol qed feiwr &

Factors affecting pricing decisions:
Factors affecting pricing decisions are those internal and external forces that influence a firm
while fixing the price of its products or services. Among them, external factors are beyond the

control of the firm but strongly influence pricing.
e FraRer fuiadTs STd O FReeE e AT ST T STel Aeae® g Shcl ool 1o 0 11 HETelTs T8 71| e

TEl FIHEE FEATH! =107 AT W I He FHEROMT 3l ST ares|

External Factors Affecting Pricing Decisions

1. Market demand
Demand in the market greatly affects pricing decisions. When demand is high, firms can charge

higher prices, but when demand is low, prices need to be reduced to attract customers.
TSR AT 7o FETomT 3at T qIds| 77T 9 gaT oo Jod T Hich=s W W A 541 TTeeh STHNd 7T 7o He3us|

2. Competition
The number and strength of competitors influence pricing. In highly competitive markets, firms

usually keep prices low to survive and attract customers.
wfaeaefient Eea T wfth TgaR go feir Ties| S Sfherst s SITReT 5 Jod TET ST LS|

3. Government policies and regulations
Government rules such as taxation, price control, and legal restrictions directly affect pricing
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decisions.
T, 7o Trareror T gt st wert Afieecs qoa FafomT sy s e

4. Economic conditions
Economic factors like inflation, recession, and purchasing power of consumers influence pricing.
During inflation, prices generally increase.

TETEHIT, Tt T ITIHTERT ShaRTieh ST ST STeeeTel o FUiorerTs 3o | AErehifd gaT 7 95 T8

5. Consumer behavior
Consumer tastes, preferences, and buying habits affect pricing decisions. Price-sensitive

consumers force firms to keep prices low.
SUHTHIeRT B, TATehdT T @ite Siel G fHeormT e qres| qeasfd dae-eiic UTeeh a1 s 9o Teus|

6. Availability of substitutes

When close substitute products are available in the market, firms cannot charge high prices.
ST forehieq ] 3TTeH gaT 3= Hed T Hicd g

7. Distribution channel

Middlemen, wholesalers, and retailers involved in distribution increase the final price of the
product.

forareor SfsramT wer foriforT, ot T s ST Sl = 1o Te18e|

8. Social and cultural factors

Social values, traditions, and culture influence consumers’ willingness to pay, affecting pricing
decisions.

ATHTIST Fed, TEhfd T Il IUMIhTeh! o &/t T 3o Tl Te, STeet qedt it s 1)

Conclusion

External factors play a vital role in pricing decisions as they are beyond the control of the firm
but strongly influence market prices. A firm must carefully analyze these factors to set an
appropriate and competitive price in the market.

TS TIET, SR HeheE EeTeR! T aTfet W uf qoar frafomT sterm weeut gre) Sfua T faeaiores g fetor
T HET AT FHHEER! Tl ST T AT 50|

Meaning of competition-based pricing

Competition-based pricing is a pricing method in which a firm sets the price of its product by
closely observing the prices charged by competitors in the market. Under this method, the firm
gives more importance to competitors’ prices than to its own cost or customer demand.
Competition-based pricing W=Tet SSIRAT et Tfaeaellesct drohehl TEATTE ST AL STHT TEHT Hed FHeior T
TatereTs izrws| a| ffemr TnTa o wnreT Sk qeaers sel e gl
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Features / Explanation of Competition-Based Pricing

1. Based on competitors’ prices
The firm fixes its price at the same, lower, or slightly higher level than competitors, depending

on its market strategy.
HeeTer faeadfent T e, A a1 AT 9t qed i )

2. Suitable in highly competitive markets
This method is most suitable where many sellers offer similar products, such as telecom services
or consumer goods.

& forshaT T HH g U ST A1 fafr IwRpeh gl

3. Easy to adopt
Since market prices are already available, firms can easily set prices without complex cost

calculations.
ST Hed "l o187 g WUahlel 313 |l g

4. Reduces price risk
By following competitors, the firm avoids the risk of charging too high or too low prices.

SRRETeTeR! T TEASAT AT a1 A FH Hed Te SHaH 7|

5. Focus on market position

Firms use this method to maintain or enhance their market position.
SISTRET HATHT T HIEH T A1 farfer g2 i)

Example of Competition-Based Pricing

If one mobile network company charges Rs. 399 per month for a data package, another company
may fix its price at Rs. 389 or Rs. 399 to compete in the market. Similarly, if most tea shops sell
a cup of tea at Rs. 20, a new tea shop will also set a similar price to attract customers.

AT T3eT HiaTger Jeaeh Hroict Wk STeT WIehsThl Jod &, 338 TED W 37ohl hwdict i wfcreqerf 7 &, 3¢ ar s, 339 A

T Tar| AT, X T Joerel et 9 €. R0 AT sfeteeht B A HT <R gdert 9 36 77 T
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11. What is perceived-value pricing? Explain the process of perceived-value pricing for the
product. (3+7)

Meaning of perceived-value pricing

Perceived-value pricing is a pricing method in which the price of a product is fixed on the basis
of the value perceived by customers rather than on the cost of production.

Perceived-value pricing 9=t Searaenl AT Ui ATeshe! #egd T 7o (value) T SATemr qea o

fafereré aferai

Process of perceived-value pricing

1. Identify target customers

The firm first identifies the target market whose perception will determine value.
AT Tfeel TR TTesh e diea T

2. Study customer perception
Customer needs, preferences, expectations, and willingness to pay are analyzed.

TTEheh! TTeT, ITfHehar T fo eTHdTenT 378 s

3. Analyze competing products

The firm compares its product with competitors’ offerings.
fceae§ JeareeEET garT T

4. Determine value drivers

Quality, brand image, features, service, and convenience are evaluated.
TR, SIT€ Bf, For, FaT SATfeent geaien 1]

S. Estimate perceived value
The monetary value customers attach to the product is estimated.

e ICATEAATS ford Jedl SFTHH i)

6. Fix the price
Price is fixed based on perceived value, not merely cost.
AN 5, Hegd UG Heaeh! ATIRHAT 7o Al

7. Communicate value
Marketing communication is used to justify the price.

T T ST qewent sfferer v s

Conclusion
Perceived-value pricing helps firms charge premium prices by focusing on customer value.
T, A1 faferer aTeer FogHn S faut 3= AT ST HEd T
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12. Explain the mark-up method of pricing with its suitability.

Meaning of mark-up pricing
Markup pricing is a method where a fixed percentage or amount is added to the cost of a product

to determine its selling price.
Mark-up pricing w=ret @t ffia o a1 e o fersht e faiwor 7 fafér 2n

Explanation

Selling Price = Cost + Mark-up

Example: If cost is Rs. 800 and mark-up is 25%, selling price = Rs. 1,000.
A A 7. oo T T 4% IR 9 forshl 7o 7. 2,000 T

Suitability of mark-up pricing
1. Suitable for retailers and wholesalers
2. Easy and simple to calculate
3. Useful when demand is stable
4. Common in consumer goods market
5. Suitable where competition is less

Conclusion

Mark-up pricing is simple and widely used, though it ignores customer demand.
7 fafer et T AR ¢ 9 ATe oIS 9 e s

13. Explain the cost-oriented pricing method and highlight its importance in marketing.
(6+4)

Meaning of cost-oriented pricing
Cost-oriented pricing is a method where prices are fixed mainly on the basis of production and

operating costs.
AT ST Je FHEor $=iTel SeuTed T HoelTe AATTashl SHATERAT H die forfer gl

Types / Explanation
1. Cost-plus pricing
2. Mark-up pricing
3. Break-even pricing
4. Target profit pricing
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5. Marginal cost pricing

6. Full cost pricing
Importance in marketing

1. Ensures cost recovery

2. Easy to calculate

3. Reduces pricing risk

4. Useful for new firms

Conclusion
Cost-oriented pricing provides price stability but ignores market demand.

1 faferer we R foms SR ARTETTS SIeredT 7T wefs|

14. Differentiate between penetration pricing and skimming pricing strategies.
Basis Penetration Pricing Skimming Pricing

Meaning  Low initial price High initial price

Objective  Market penetration  Quick profit recovery

Demand Price-sensitive Price-insensitive

Competition High competition =~ Low competition

PLC stage Introduction Introduction
Example  Telecom offers New technology products
Conclusion

Both strategies are useful depending on market conditions.
TR HATEATATAR o AT ST e
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15. What is value-based pricing? How is the value price determined? (5+5)

Meaning of value-based pricing
Value-based pricing is a method where the price is fixed based on the customer's perceived value.
Tl Heqd T Hodsh! ST 7ed FHaRer 7 faftas value-based pricing 9|

Determination of value price
1. Identify customer needs
2. Measure perceived benefits
3. Compare alternatives
4. Estimate willingness to pay
5. Fix final value price

Conclusion

Value-based pricing enhances customer satisfaction and profitability.
1 faferet oTeeh (e T AT g TR

16. Explain the break-even pricing method and point out its limitations. (6+4)

Meaning of break-even pricing
Break-even pricing sets the price to cover total cost, resulting in neither profit nor loss.
AT T HeT B rarmT o fefor 7 faf ¥ break-even pricing #n

Explanation
1. Fixed cost analysis
2. Variable cost analysis
3. Break-even point calculation
4. Sales volume estimation
5. Pricing decision
6. Profit planning
Limitations
1. Ignores demand
2. Assumes fixed costs

3. Not suitable in competition
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4. Unrealistic assumptions

Conclusion

Break-even pricing is useful for cost control but not for market orientation.
AT Rt ST Su=rft se ufy e kfsd @1

17. Explain the value-oriented pricing methods.

Meaning
Value-oriented pricing methods focus on customer value rather than cost.
TTE HEHT Hi-d qed i fafiers value-oriented pricing st

Methods
1. Perceived-value pricing
2. Value-based pricing
3. Psychological pricing
4. Prestige pricing
5. Relationship pricing

Explanation
These methods emphasize customer satisfaction, brand image, and long-term value.
o faftrew wmees @Y, e Bf T el gem Hfsa g )

Conclusion
Value-oriented pricing helps firms gain a competitive advantage.

TSR, Je TEITATS Yioeqaicss Ay fGess|
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Unit 8: Marketing channels 2+10 marks

Exam-oriented Question with answers from OLD IS GOLD

1. Meaning of Retailing
Retailing means selling goods and services in small quantities directly to final consumers for

personal or household use.
Rt Weh! STIIRRIATS SATATTA aT ST SRIRTERT TATRT ST AIATAT Sq oI {a Serel SO forsht 71 sifsar 2

2. Supply Chain Management
Supply chain management is the coordination and management of activities involved in the flow

of goods, services, information, and money from producers to consumers.
AT = RIS 91oh! SCATEehaNa STHIHIAFT o, T, FaT T HTeh! SaTeds AISHIehg AT Se€Tad T SiH 2|

3. Channels of Distribution
Channels of distribution are the paths through which goods and services move from producers to

final consumers.
foraeer =T AT SeATEheTE STi-aH ST S q9T U I HTerd o1 # &l

4. Public Warehouse and Bonded Warehouse
Public warehouse stores goods for the general public on a rental basis, while a bonded warehouse

stores imported goods under government control until customs duty is paid.
fecteh JAETIHCT HAHTUITEHT AR WISTHT S WUSHYT TS 9 TS SRRETSHHT WrAR J[oeh AT ST ] Sehmeh!

T Tfias|

5. Wholesaler and Retailer
A wholesaler buys goods in large quantities from producers and sells to retailers, while a retailer
sells goods in small amounts to final consumers.

1%k TR ICATEHATE JAT HIAHT a&] ot GET RATIRIATS Soa® M GRT SATTRICT STHIRBIATS AT AT forshT T8

6. Services Distributed through Indirect Channel

Insurance services and travel agency services are distributed through indirect channels.
ST TET T I TR TET AT SAFHThd foair T

7. Distribution
Distribution is the process of making goods and services available to consumers at the right place
and time.

TorROT TeToh! TET AT T Wt TATTHT STHIRRIATS aq oI HaT SueTed TS ST 2l

8. Meaning of Wholesaler

A wholesaler is a trader who buys goods in bulk from manufacturers and sells them to retailers.
1% SATIRT WA ICATEHATE AT TRHATIHT S FohmiT TET SATTRICATE sl SATIRY =)
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9. Transport

Transport refers to the physical movement of goods and people from one location to another.
TNEE Heh! S AT HTHETTS Ueh TATEIE STehi TATHT €T ST6T Bl

10. Material Handling
Material handling refers to the movement, storage, protection, and control of materials within a

warehouse or factory.
nfEe Frefeis yHeh! Mem a1 RGN Tl TRE®TS, HUSRUT, T T =T 719 Ifshar 2

11. Who is a Wholesaler? What are its Types? Explain.
Introduction

A wholesaler is an important intermediary in the channel of distribution who purchases goods in
large quantities from manufacturers and sells them in smaller quantities to retailers or industrial
users. Wholesalers act as a bridge between producers and retailers and help in the smooth

distribution of goods.
o1 SATIRT 9! foaRoT ST T HEcaqUl HEAee 81 STHel ScATehaTe 3al TIHTIMHT % @iNE T GaT AR a1 HTeifieh

STHIHIATS AT TRHATOTAT forshl ) Tt IcaTaeh T QT A= Hqeh! HH Tl

Types of Wholesalers

1. Manufacturer Wholesalers

They are owned or controlled by manufacturers to distribute their own products.
SCATEEHGI T ATk SR § S HATH Ieare foraeor e

2. Merchant Wholesalers

They buy and sell goods on their own account and bear all risks.
ot ek AT AT AT SR Wit T forsht T qorm STiftaw 31t o )

3. Agent Wholesalers

They act as agents and earn commission instead of profit.
3} TSieeeh! EYHT SHTH TS T ATHTRN TS HiTE fofa|

4. Specialized Wholesalers
They deal in a single type of product like rice, cement, or sugar.
ot saTarier =, fewee, forft Stear e fonfemeht et forsaT T

Conclusion

Thus, wholesalers play a vital role in large-scale distribution by performing storage, risk-bearing,

financing, and market-information functions.
T ek SR WSROI, SHRIH o, oy TediT qeim SIS FoT S&H TR Forawor Nisharers STaei saseH|
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12. Explain the Importance of Channel Distribution Decision for a Marketing Firm.

Introduction

Channel distribution decision refers to selecting the most suitable path to deliver goods from the
producer to the consumer. It is one of the most critical marketing decisions because it directly
affects sales, cost, and customer satisfaction.

foror =T fofer ekt SeaTeaRaTe STIThTE a&q TS SUTh AT ST ui 21, S fefshl, T T Skt Swqiee
TCIE GrEIlEd g0

Importance

1. Market Coverage
Proper channels help reach maximum customers.

SUFH A S U Tge JI1S8|

2. Cost Efficiency

Efficient channels reduce distribution costs.
IR SIS forawr @ oeres|

3. Customer Satisfaction

Timely availability increases customer satisfaction.
TE AHIHT T TS GaT STHIH T8 o]

4. Competitive Advantage
Better channels give an edge over competitors.

W AT Tfaeaeffver s fems)

5. Sales Growth
Strong channels increase sales volume.

TR A fosht ghg TS|

Conclusion

Therefore, a right channel distribution decision ensures efficiency, profitability, and long-term

success of a marketing firm.
FEHT, e forerer =t Froferet wHent shrfermar, T T SreihTel awherdT 1T TS|
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13. Explain the Structure of Channels of Distribution for Consumer Goods.
Introduction

The structure of distribution channels refers to the number and types of intermediaries involved
in distributing consumer goods from producers to consumers.

STHIHT ] ToaROTHT T HEaeoreEeh! Tt T TS fofdor Saetsh! TeT His|

Structure of Channels

1. Direct Channel (Producer — Consumer)

Used for perishable or customized goods.
feset fafirt o for srdant areq shiNT g1

2. One-Level Channel (Producer — Retailer — Consumer)
Common for durable consumer goods.

faamt SuHIeRT SRt AT Sr=iferd B

3. Two-Level Channel (Producer — Wholesaler — Retailer — Consumer)

Most common for FMCG products.
e ST ST AT STt T E0

4. Three-Level Channel

Used in international or large-scale distribution.
FTqifega a1 foremer foreom SR &

Conclusion

Thus, the structure of distribution channels varies according to product nature, market size, and
consumer behavior.
T ToroT ST FTEAT o] T, SR HTHR T ITWIRRIH! SATERATHR Fh-Hish |
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14. What Role do Retailers Play in the Channel System? Explain.
Introduction

Retailers are the final link between producers and consumers. They sell goods directly to

consumers and play a crucial role in the distribution system.
BT AR IcTE T ITHIHISeeh! S~ FHST T St STHIRRIATS Teqel aeq foishi |

Roles of Retailers

1. Breaking Bulk
They sell goods in small quantities.

I TRATOTATS W ST fershl e

2. Providing Information
They inform consumers about products.

STHIICATS 6] HraT-elt SRl femes ]

3. Customer Service

They offer after-sales services.
forsh afesert T we™ e

4. Market Feedback

They provide feedback to producers.
STITEHATS, SR T e

5. Convenience

They make goods easily available.
T HSTeT YA TS|

Conclusion

Retailers are essential for consumer satisfaction and effective distribution of goods.
FEA, GET AR ITHIRAT T8 T THITHRT TRt TAhT e o)
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15. What Role Does a Wholesaler Play in the Channels of Distribution?
Introduction

Wholesalers are key intermediaries who help in large-scale distribution and reduce the burden of

manufacturers.
of1eh AT ToIaeoT AT S HEAEe T Shacl ScaTaahan! W o e

Roles of Wholesalers

1. Bulk Purchasing

They buy goods in large quantities.
FT TRHATIHT Sq @iE 18|

2. Storage Function

They store goods safely.
] GURTT FHT USRI e

3. Risk Bearing
They bear risks of loss and damage.

HIERIREARSIIECLICEERIET |

4. Financing Retailers

They provide credit facilities.
TET A3 AR o i)

5. Market Information

They provide market trends and demand information.
SSTRERT AT T TRl SIeRRT fames)

Conclusion

Thus, wholesalers ensure smooth flow of goods and stability in the distribution system.
T o1 AT FEeh! Test Jare T foreror yoreftent et gifaa &)
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2081:What is Marketing Logistics? Describe the Major Logistics Functions. 15 marks
Introduction

Marketing logistics refers to the process of planning, implementing, and controlling the efficient
flow and storage of goods, services, and related information from the point of origin to the point
of consumption in order to satisfy customer needs at minimum cost. It ensures that the right
product is delivered in the right quantity, in the right condition, at the right place, and at the right
time. Marketing logistics plays a crucial role in connecting production with consumption and
directly influences customer satisfaction, sales growth, and competitive advantage. In today’s
competitive market, effective logistics management helps firms reduce costs, improve service
quality, and respond quickly to market demand.

HIeh(CE AN Wsh IcUTeeh TS STHIHIHR ], HalT T Eral(-ed el THIHRT JATE T HUSRUTh! AISHT, ik

T oo T Sifsha € el Wt S, Wel WA, WEl SASET, Wel T T wet GHaHT TS giHiEd ) arehfes wfeies
IITEH T ISTHRTS<Ih! Falwel o siTee STt |1y, Torsht afis T faedatensh emdrT Seet TTa re| SATSieh! Saeaelt
TSI, THIEAHRT A EATI AN =TS T Hall WX G T Hed JASs|

Major Logistics Functions (with short description)

1. Order Processing
It involves receiving, checking, and fulfilling customer orders accurately and quickly.
TTEHR! ST ST T, St T4 T sy 1 T Sk 2

2. Transportation

It refers to the physical movement of goods from one place to another.
TEITE T TS 3Tehi TIHT T -2l

3. Warehousing

It involves storing goods safely until they are needed.
T AT TIE T FURTT FIHT WIS T 1 2|

4. Inventory Management

It ensures optimum level of stock to avoid shortage or excess.
HRT STTER 3T THATTET Feoh T AT &l

5. Material Handling
It includes loading, unloading, and internal movement of goods.
TEIH! ANCE, IFAANSE T AT TRABIFET Fral-ed B

6. Packaging

It protects goods from damage during storage and transportation.
USR] T GATHIEHT SHHAT ST &fee SIS i &)
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7. Information Management

It provides accurate and timely logistics-related information.
AfReFaarl T8l T aaad SHERT Y T

8. Demand Forecasting

It estimates future demand to plan logistics activities.
Wirerht AT A T ARt Read AT a1e % 2l

9. Customer Service

It ensures timely delivery and handling of customer complaints.
TR STV T Tee AT SHTHTT SRad S

10. Risk Management
It deals with minimizing risks such as damage, theft, or delay.

arfer, =Y & fears ST Siftaw srers wfskam &

Conclusion

In conclusion, marketing logistics is an essential part of the marketing system that ensures the
smooth flow of goods from producers to consumers. The major logistics functions work together
to reduce costs, improve efficiency, and enhance customer satisfaction. Effective management of
logistics functions helps firms gain a competitive advantage and achieve long-term success in the
market.

T, wrehfes wfviead ScaTeraRa SUMITERT SEqehl Fesl JaTe GiTad T ATnies Jureliet weeaql srg el fafie
AR FRITE AN S, FRIGHAT @13 T ATeh T U T FeANT | THIEHH Al Read saaeTIel HeTers
SRreaeicash T T STEshTel qoherdl STH T Hed T
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Describe the Various Components of Marketing Logistics.
Introduction

Marketing logistics consists of various interrelated components that together ensure the smooth
flow of goods, services, and information from producers to consumers. These components help
in delivering the right product, in the right quantity, at the right place, at the right time, and at
minimum cost. Effective coordination of marketing logistics components improves customer
satisfaction, reduces distribution cost, and enhances the overall efficiency of the marketing
system. In modern marketing, logistics has become a strategic tool for gaining competitive

advantage.
HAIHTES AT T~ STIEHT Fral-aq BeHeeee sl g0 S8l SCAEHATS STHIRBIEH a&], Hal T GadTeh! desl J5a18

g2 7| A e T I, HE AT, el TA T HE AHIHT T ARG G AN TS| AIH(ES Al
HEHEEH! THEHRT GH-T FIa0T AT I3, UTeeh T8 qo1Ss L AFUl AIehieS YUMTelish! Shriamar Jer s

Components of Marketing Logistics

1. Order Processing
This component involves receiving, recording, and processing customer orders accurately
and quickly. Efficient order processing reduces delivery time and increases customer
satisfaction.

3T Fehet UTedheh! TS ITH TH, qal 74 T st qorm Tt ST Sishar T el s, s ot e seres|

2. Transportation
Transportation refers to the movement of goods from production centers to warehouses

and finally to consumers. It plays a vital role in timely delivery.
ARG Wl ICATET HEaTe T go STHIRAIART 3] §TH YT 2l

3. Warehousing
Warehousing involves storing goods safely until they are demanded by the market. It

helps in balancing production and consumption.
FATETIHETT SISTRAT HIT TETHH ] FLeTd FHT WSRO 8|

4. Inventory Management
This component ensures optimum stock levels to avoid overstocking or stock-outs.

Proper inventory control reduces cost.
T O 9T Y TR W ST WTHATHT YUSRUT SS9 T e 8l
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10.

Material Handling
Material handling includes loading, unloading, and internal movement of goods within
warehouses.

TEIH! AN, AN T MEHNEHT ST HLAFIEATS AT TSI -S|

Packaging
Packaging protects goods from damage during transportation and storage and also

facilitates easy handling.
TR GATHT T HUSTUTHT SHHHT el &fdeTe SSs]

Information System
This component provides timely and accurate information regarding orders, inventory,
and delivery status.

HEL, T2 T Sfcrvligrarelt Hel gerT Sucisd TS yuredt 2

Demand Forecasting
Demand forecasting estimates future customer demand to plan logistics activities

effectively.
iSR! HAT STIAT TR A AISHT SIS isha 2l

Customer Service
Customer service ensures timely delivery, handling complaints, and maintaining
customer satisfaction.

Frer S, TATET FHTT T ITee Eq( e T H Bl

Risk Management
Risk management deals with minimizing losses due to damage, theft, delay, or accidents.
affer, =Y, foems A g g SiRew =i 7 % 8l

Conclusion

In conclusion, marketing logistics is composed of several important components that work
together to ensure efficient distribution of goods and services. Proper coordination of these

components helps organizations reduce costs, improve service quality, and achieve customer

satisfaction. Therefore, effective management of marketing logistics components is essential for

the success of any marketing firm.

T, Wihes Afvfiea fafie wecayt sesreea! waeH & St aq T el TWTEshRT forwor gife ms ot
FeHTER! e ST AT TS, Hall TUTEE o T T ITesh T=f8 I T Hed M| et 3 Ui AIeh(es Heareht
HHCATHT AT ATHIEE TS CTART HEheeah] THIGHN ST =T HTaRIF 5o
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18. What is Physical Distribution? Explain the role of physical distribution in the
distribution system.

Introduction

Physical distribution refers to all activities involved in the movement of goods from the place
of production to the final consumers. It ensures that the right product reaches the right
customer, at the right place, at the right time, and at minimum cost.

Physical distribution ser 3tTes Tecee ITHIHEA S GUaTd, T T =17 ArTHT I ik 2l

Main Points
1. Transportation
2. Warehousing
3. Inventory Management
4. Order Processing
5. Material Handling
Description of Points

Transportation
It involves moving goods through road, air, rail, or water. In Nepal, road transport is most

common due to geographical structure.
T TRTET HITITsh ST WshTel HSeh AT a6t ST §0

Warehousing

Warehouses store goods until they are demanded. It helps in balancing supply and demand.
TETH HRT TSR |TH T Tt JeaiT )

Inventory Management

It ensures optimum stock levels to avoid overstocking or shortage.
T ST AFHHT T 3T g i

Order Processing

Includes order receiving, invoicing, and delivery scheduling.
ST WA Tl THET WY UTeh a1 Ses

Material Handling
Proper handling reduces damage and loss of goods.

grziten! g8 eefies & A T
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Conclusion

Physical distribution plays a vital role in customer satisfaction, cost reduction, and market
competitiveness.

e foraRoT STt THT T SHaT SRl S9HT 9% g0

19. What is the channel structure for the distribution of consumer goods? Discuss the
strategic considerations in selecting channels of distribution.

Introduction

Channel structure refers to the path through which consumer goods move from producers to

consumers.
ToIOT AT AT ST ST STHIRHIAF HTHT I HTEH gl

Channel Structures

1. Producer — Consumer

2. Producer — Retailer — Consumer

3. Producer — Wholesaler — Retailer — Consumer

4. Producer — Agent — Wholesaler — Retailer — Consumer
Strategic Considerations

Nature of Product

Perishable goods need short channels.
feset fomr aEqehT STIRT BT <A SATEIF T

Market Coverage

Mass products need wider distribution.
X ITHIHT T ST ATHT BT SR =TTers]

Cost Factor
Channels should minimize distribution cost.

T AT A g A Bl TS

Company Resources
Small firms depend on intermediaries.

T SHEERR forfemT it s
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Consumer Buying Behavior

Frequent purchases need nearby availability.
SYHITH TR IFTHR S BAIE ST Eo|

Conclusion

Selecting the right channel structure helps in market expansion and customer satisfaction.
el =AM BHleet TS o T AT 39 Ferssl

20. Point out the important role of the marketing channel. Also, explain the strategic
factors to be considered in selecting suitable channels of distribution.

Introduction

Marketing channels act as a bridge between producers and consumers.
ARH{EE =S IeqTeeh T ITHIHIS =k &g 2l

Important Roles of Marketing Channel
1. Creating Place Utility
2. Reducing Transaction Cost
3. Facilitating Exchange
4. Market Information
5. Risk Bearing
6. Promotion Support
Description

Place Utility

Goods become available where consumers want.
STIRAT TTeeh! TATHT | I9Tee T

Cost Reduction

Bulk distribution reduces cost.
9fieh faUuTer AT S

Market Information

Channels provide feedback to producers.
foriiferamee s ST T g0
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Risk Bearing

Intermediaries bear storage and credit risk.
Shiftem ferenferamet s e

Strategic Factors
e Product nature
e Market size
e Legal environment (Nepal laws like Company Act, Consumer Protection Act)
e Control level
o Financial strength
Conclusion

Effective marketing channels increase sales volume and long-term business growth.

HIRF A IUTTeATel SFTE—IATS EThica fa=s)

21. What is Physical Distribution? Explain the various components of physical distribution.
Introduction

Physical distribution is concerned with the efficient movement and storage of goods.
T SR IeTETE STHIHTET STHTEehRT FOHT TS Jurett 2|

Components of Physical Distribution

1. Transportation

2. Warehousing

3. Inventory Control

4. Order Processing

5. Packaging

6. Information System
Description

Transportation

Ensures timely delivery.
TRy Sl gRfEe )

For Online and physical classes: WhatsApp 9802831152 —, Website: Gazzabkosir.xyz




134

Warehousing
Helps in seasonal demand management.

WG 7T SHIEITI T g8 T

Inventory Control

Maintains economic stock levels.
TR Tk T HREH TS

Packaging
Protects goods during transit.
ATATSRT SHAAT WA LT 1|

Conclusion

Efficient physical distribution lowers cost and improves customer satisfaction.
“iifereh foraor THT WT e A ew

22. Discuss the distribution mix decision in Nepal.
Introduction

Distribution mix decision refers to selecting appropriate channels, logistics, and

intermediaries suitable for the Nepalese market.
urereht foraor fhsror Ry siiicrsR, ATfeieh T 1T gerT sraTia gl

Elements of Distribution Mix in Nepal
1. Channel Selection
2. Transportation Choice
3. Warehousing Facilities
4. Intermediaries
5. Legal Considerations
Description

Channel Selection

Due to rural dominance, wholesalers and retailers are essential.
TTTOT & SR AU Aok AT T feishal STTavash o4
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Transportation

Road transport dominates, air used in remote areas.
i EAHT FATE ATAATT AN 5

Warehousing
Limited modern warehouses increase storage cost.

e 19T AN TeTe3|

Legal Framework

Consumer Protection Act, Trade Policy guide distribution.
TR A ToroT STt forer sl

Conclusion

Distribution mix decision in Nepal must be flexible and region-specific for business success.

SOTEHT F6CT SAHTIERT AT foraeor oy SAaeTiieh T SMeTar s
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Unit 9: Promotion decision 2+10 marks

1. Differences between Advertising and Publicity

Advertising is a paid, non-personal communication by an identified sponsor to promote ideas, goods, or
services. The advertiser has full control over the content, timing, and placement.

Publicity is unpaid communication about an organization or its products through media, generated by
public relations efforts. The organization does not control the message directly, and it can be positive or
negative.

TSI T T TR, ST T R & S F TR TSRS (o, S 1 §arehl J9R T Tes| SRraendiel 9w, s
T AT ot foreretor T

TR ! STEFI] HTEAHEIE HoaRATEIHThd o ST a7 et Iemaeht ST STaT e FemT 21| HeelTel SeTas Jeret femrr

TE, T AT HHRTHE 1 ThRIHF & T

2. Meaning of Integrated Marketing Communication

Integrated Marketing Communication (IMC) is a strategic approach that combines various promotional
tools and communication channels to deliver a consistent, clear, and compelling message about a brand or
product to target audiences. It ensures all marketing efforts work together harmoniously to maximize
impact.

whiEd faaoe wear (IMC) et T ST &1 STHet 518 ST ScaTaeh! SIHT AT SRIHerT T, T8 T ST ST Jatsd
T SR STR0T T HodT ATEEEATs HHead Tas| J8c O fui SRITHes STHSRaul S8 Soa1iord g T ST Afeskan g Figm
HEed

3. Any Four Tools of Consumer Promotion
1. Coupons — Offer discounts on future purchases.
2. Samples — Free products to encourage trial.
3. Contests and Sweepstakes — Engage consumers with prize-winning opportunities.

4. Rebates — Partial refunds after purchase.
%. U — Ao @iEAT ge )
R. AT — ST T :3[eeh 3dTe o]
3. wftreaet ¥ wfuem — TR e staam@fed SusimieTs Jer TS|
¥. frare — wfie ufe iftre @ feat i
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1. Mention the features of advertising.
e Paid form of communication
e Non-personal presentation
e Identified sponsor
e Mass communication tool
e Aims to inform, persuade, or remind
2. Point out any four objectives of sales promotion.
e To increase short-term sales
e To encourage trial of new products
e To attract competitors' customers
e To clear old stock
3. Point out any two methods of sales promotion.
e Discounts and coupons
e Free samples
4. Give the meaning of advertising and personal selling.

¢ Advertising is a paid, non-personal form of communication used to promote products, services,
or ideas by an identified sponsor through various media.

e Personal selling involves direct, face-to-face communication between a salesperson and a
potential customer to persuade them to buy a product or service.

5. What are the key features of personal selling?
e Two-way communication
e Personal interaction
¢ Flexible and adaptable
e Builds long-term relationships
e Immediate feedback
6. List the steps of marketing communication.
1. Identify the target audience
2. Determine communication objectives

3. Design the message
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4. Choose communication channels
5. Allocate budget
6. Implement the communication plan
7. Evaluate results
7. What are the promotion mix determination factors?
e Nature of the product
e Target market
e Product life cycle stage
e Available budget
e Company’s promotion strategy
8. Point out any objective of advertising.
e To create brand awareness
9. Mention any four methods of consumer promotion.
e Coupons
e Contests
e Price discounts
o gifts

10. What is public relations?
Public relations (PR) is the practice of managing and disseminating information between an organization
and the public to build and maintain a positive image and strong relationships.

11. What do you understand by publicity?

Publicity is non-paid communication about an organization or its products through media channels, often
resulting from public relations efforts, and can be positive or negative. The organization does not directly
control it.
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5. 2081 Q.No. 16 %

Explain the concept and objectives of promotion.

Promotion is a key component of the marketing mix (4 Ps), which refers to the set of activities and
communication strategies used by a business to inform, persuade, and remind target customers about its
products, services, or brand. The primary objective of promotion is to stimulate demand, create
awareness, and influence consumer buying behavior through various tools, including advertising, sales
promotion, personal selling, public relations, and direct marketing.S=m swet faqo fisr (¥ P) &t e #ecaqot sim

B, SO SHEEEgHT YT TR fafafr T aean wHiftesars sHses STHehT 323 Afd TTEhesaTs ScaTed, aT o7 SITSehl ST STFehRT
T, STE T T ArIS g0 AR e e T, Torsht Yare, SRR forshl, Saveh T et oo st fofie Suerores Arhd "I
RIS, AT RsiT T T SURAIh! fohiet sTargr THiferd T ]|

Objectives of Promotion

VVVVYVYVYYVYVY

To Create Awareness

To Provide Information

To Stimulate Demand

To Differentiate the Product

To Build Brand Image and Loyalty
To Increase Sales and Market Share
To Encourage Repeat Purchases

Point-wise Explanation

1.

To Create Awareness

Promotion helps in making potential customers aware of a new product, service, or brand.
Through advertising, publicity, and social media, businesses introduce their offerings to the
market.

To Provide Information
It educates customers about product features, benefits, uses, prices, and availability. This helps in
reducing uncertainty and building trust.

To Stimulate Demand
Promotional activities like discounts, free samples, and attractive advertisements encourage
customers to try and buy products, boosting primary and selective demand.

To Differentiate the Product
Promotion highlights the unique selling points (USPs) of a product, distinguishing it from
competitors. This can be based on quality, price, innovation, or brand value.

To Build Brand Image and Loyalty
Consistent and positive promotion helps in creating a strong brand identity and emotional
connection with customers, leading to long-term loyalty.
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6. To Increase Sales and Market Share
Effective promotion leads to higher sales volume and helps in capturing a larger share of the
market by attracting new customers and retaining existing ones.

7. To Encourage Repeat Purchases
Through loyalty programs, reminders, and ongoing communication, promotion encourages
customers to make repeat purchases, ensuring steady revenue.

In conclusion, promotion is a vital marketing function that bridges the gap between businesses and
consumers. It not only informs and persuades but also plays a strategic role in building relationships,
enhancing brand equity, and achieving long-term business goals. A well-planned promotion mix tailored
to the target audience can lead to sustained competitive advantage and business growth. fersar, y=r faqumeht
T HEcaqo S &1 St IadT T STHIRRT bl i Hersas| I8 A SRR T T 3R T &1 e, o% awaey fFmfor, s qe srers
T eIl AT Aed STH AT WA e Tes| Aerd axish ST T TRuh Tt S=r fisret fommss sfaeaiores am T
T Jhg, AT |

i85

7. 2080 Q.No. 19 < SO
What is advertising? Why is advertising used tgy'mad(e,ters?

P

Advertising is a paid, non-personal form of communication delivered through various media channels,
such as television, radio, print, digital platforms, and outdoor displays, by an identified sponsor. It is a key
tool in the promotion mix, designed to inform, persuade, and remind target audiences about products,
services, ideas, or brands. Advertising aims to influence consumer attitudes, stimulate demand, and
support overall marketing objectives in a structured and controlled manner.fasTom Wbt M TREEHI, fETd
T FoAR & I ferfir, M, gz, feffed wiewH T srseer fevmt St fafir Areames wrdha & aitfed STrsihel SHIT 68|
AT SR 2T T T SR 81 STEeh 33T AITATd aRIeheedlTs ScaTed, &, form ot siveent St STHeprt o, IR 7 T wvtre g+

TorgTIeTer SUNTIRRTERT GISehIvT IMTIIA T, THT Sets- T awy fauve aearesas st T fFrafera afenrer wmel T ae tes|

Why is Advertising Used by Marketers?

1. To Create Product and Brand Awareness

To Educate and Inform Customers

To Persuade and Influence Buying Decisions

To Differentiate from Competitors

To Build Brand Image and Loyalty

To Increase Sales and Market Share

To Support Other Marketing and Promotional Efforts

Nouhs~wnN
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To Create Product and Brand Awareness
Adpvertising introduces new products or brands to the market and makes potential customers
aware of their existence. Through repeated exposure, it ensures the brand stays top-of-mind.

To Educate and Inform Customers
It provides detailed information about product features, benefits, pricing, availability, and usage,
helping customers make informed purchasing decisions.

To Persuade and Influence Buying Decisions
By highlighting unique selling points and emotional appeals, advertising convinces consumers to
choose one product over another and stimulates immediate or future purchases.

To Differentiate from Competitors
Advertising emphasizes the distinct qualities, advantages, or values of a product, helping it stand
out in a crowded marketplace and creating a competitive edge.

To Build Brand Image and Loyalty
Consistent and creative advertising helps shape a positive brand personality, builds trust, and
fosters long-term emotional connections with consumers.

To Increase Sales and Market Share
Effective advertising campaigns drive demand, attract new customers, encourage repeat
purchases, and help in capturing a larger portion of the market.

To Support Other Marketing and Promotional Efforts
Advertising reinforces messages delivered through sales promotions, public relations, and
personal selling, ensuring an integrated and powerful marketing communication strategy.

In conclusion, advertising is a fundamental and strategic component of modern marketing that serves

multiple purposes beyond mere selling. It acts as a bridge between businesses and consumers, enabling

brands to communicate value, build relationships, and sustain market presence. When used ethically and

creatively, advertising not only drives commercial success but also contributes to shaping consumer

culture and market trends. freraT, fGRTom e fomureRT ST T WHITdER ST 8 et 7T Tkl T Rt aTed B 3eRd I
T TH FAR T ITIHTSeIeh! HIHT FIHT HTH T F-SewATs Hed R T, Fralwel THior 7 T SR 3uferfr rm e 7ed 1o
AfereR T TTee: SIHT SN TRUER! fIRToet SATaTRis: Swhardl 71 TTeaH, 3% STHIHT HEahd L ISR S SRR o af Ammem sl
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Bl 2079 Q.No. 19 e describe the marketing communicanot
Give the concept of marketing Wm L : [0
rﬂess ~ -“t‘ ! . ; _1_ailmn tha bast

ald —

Marketing Communication (MarCom) refers to the strategies, tools, and messages used by an
organization to communicate with its target audience regarding its products, services, or brand. It is an
integrated approach that blends various promotional elements—such as advertising, sales promotion,
public relations, personal selling, and direct marketing—to deliver a consistent and persuasive message
aimed at influencing consumer perceptions, attitudes, and behaviors.faavH Tar (W) e TETel STHT Aferd
SleRET ST SedTe, el o1 SIT-gsh! STRAT Fo= T T T+ UHifer, SUshTor T a=ere® 21l a1 Thidhd SUr &1 seret foqma, fosft vaed,
SET, SATHTA TolshT T TIe o ST ffie= Sk deaeselTs HelTel e T THEehRT §wam1 SR 6, SEeh! 363 STHRAIH

RO, GIEHIT T AGERATS ST T 8l

The Marketing Communication Process (Step-by-Step Description)

Identify Target Audience
7 .

e .

Vd

Determine
Communication Objectives

Design the Message

Select Communication
Channels

Allocate the Budget

Feedback Loop

Implement Communication
Plan

\ /
“ Y,

. e

Measure & Evaluate Results

The marketing communication process consists of the following key steps:
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Identify the Target Audience
The process begins by clearly defining the intended recipients of the message—whether they are
potential customers, existing customers, retailers, or other stakeholders.

Determine Communication Objectives
Set clear goals such as creating awareness, generating interest, stimulating desire, or prompting
action (following the AIDA model: Attention, Interest, Desire, Action).

Design the Message
Develop the message content by deciding on the message strategy (what to say), message
structure (how to logically organize it), and message format (how to present it creatively).

Select Communication Channels
Choose appropriate channels to deliver the message, which may include:

o Personal channels: e.g., sales representatives, word-of-mouth.

o Non-personal channels: e.g., mass media (TV, radio, newspapers), digital media (social
media, email, websites).

Allocate the Budget
Determine the financial resources required for the communication activities, considering factors
like affordability, competitive parity, objective-and-task, and percentage-of-sales methods.

Implement the Communication Plan
Execute the plan by coordinating all promotional activities and ensuring that the message is
delivered consistently across all chosen channels.

Measure and Evaluate Results

Assess the effectiveness of the communication efforts using metrics such as reach, frequency,
sales data, brand recall, and customer feedback. Make adjustments as needed for future
campaigns.

In conclusion, marketing communication is a systematic and strategic process that enables organizations

to connect with their audience effectively. By integrating various promotional tools and following a

structured communication process, businesses can build strong brand identities, foster customer

relationships, and achieve their marketing goals. A well-managed MarCom strategy not only drives sales
but also enhances long-term brand equity and market presence.fsrmr, foaue gear v safeuq T wHifa gfwr &

ST HEATATS HATHT GRS THTERRT SIHT ST GediT 14| [T T SRS Ushishd TR T H@Xfad doar Sfshar ST,
FTHTIEE ATl S-S Ul Fmier 7, ITesh dreey SRR T SIHT faque @e ST T S| THRIT SAaTa TR JTeh
Tifrer 7T forshl S@TSe, 9% Sl e 7o T aeR St af gge sl
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18. What is personal selling? Discuss its relevance in Nepalese marketing. [4+6]

Personal Selling is a direct, face-to-face, two-way communication process in which a salesperson
persuades and assists a potential customer to purchase a product or service. It involves personalized
interaction, building relationships, addressing specific needs, and providing tailored solutions. Unlike
mass promotion, personal selling focuses on individual customers, offering immediate feedback and
customized presentations.zatea farsht sel eel, ATETAT SN, G3-ANTTT FoaR YishaT & STHT fefshatet FraTierd Teshetts

SCTEH A1 Ha fohet ST TS T HEAnT S| FEHT ST iR, S fwir, R STevaeRdr g T T sTgshiad ware o et
U §5| ST SERH=T 6, AR foshl SATHTT ATeehT Hi-ad g9, ehiel Sfdishan T ST Seqfd fows|

Relevance in Nepalese Marketing:

1. High-Context Communication Culture: In Nepal, business relationships are often built on trust
and personal connections. Personal selling allows salespeople to establish rapport and credibility,
which is crucial in a relationship-oriented market.

2. Low Literacy and Media Penetration: In rural and semi-urban areas, where literacy rates are
lower and mass media reach is limited, personal selling is an effective way to demonstrate
products, explain features, and educate customers.

3. Customized Product Explanation: Many products in Nepal (e.g., agricultural tools, insurance,
banking services) require detailed explanation. Personal selling helps in clarifying doubts and
tailoring the message to the customer's understanding.

4. Negotiation and Bargaining Culture: Nepalese markets often involve price negotiations.
Personal selling allows for flexible pricing discussions and instant decision-making.

5. After-Sales Service and Loyalty: Personal selling facilitates ongoing customer support, builds
loyalty, and encourages repeat purchases—key factors in Nepal's growing service sector.

6. Suitable for Small-Scale and Local Businesses: Many businesses in Nepal are small and
localized. Personal selling is cost-effective for them compared to expensive advertising
campaigns.

7. Overcoming Infrastructure Challenges: In areas with poor digital or transport infrastructure,
personal selling remains a reliable and direct method to reach customers.

19. What is marketing communication? Describe the main objectives and tasks of marketing
communication. [1+4]

Marketing Communication is the strategic use of various promotional tools and channels to convey a
consistent message about a product, service, or brand to target audiences. It integrates advertising, sales
promotion, public relations, personal selling, and digital marketing to inform, persuade, and remind

consumers. v TSR T AT TRTFEEATS SIS, AT T FSH! THAT GEITT H-a¥T FodR T [TH~ TR ITHT T ATEAHEEhT
ook SR 1| et fomrem, forshl wag, Smerh, saftra fashl T fefsreat faaumens wehisa mx Suvihiens simerr T3, i@ ™ T
TEITST HH TS|
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Main Objectives of Marketing Communication:

L.

4.
5.

To Inform and Educate: Provide necessary information about products, features, benefits, and
availability.

To Persuade and Influence: Encourage customers to choose a particular brand or take a desired
action.

To Build Brand Image and Loyalty: Develop a positive and recognizable brand identity.
To Stimulate Demand: Increase primary and selective demand for products or services.

To Maintain Customer Relationships: Foster ongoing engagement and repeat purchases.

Tasks of Marketing Communication:

1.
2.

Identify Target Audience: Define who the message is for.

Set Communication Goals: Establish clear, measurable objectives.
Design Effective Messages: Create compelling and relevant content.
Choose Appropriate Channels: Select media that best reach the audience.
Implement the Plan: Execute campaigns across chosen platforms.

Monitor and Evaluate: Assess effectiveness and make adjustments.

20. What is advertising? Explain the factors affecting the determination of a suitable advertising
medium.

Advertising is a paid, non-personal form of communication delivered through mass media channels by an

identified sponsor to promote products, services, or ideas. It aims to inform, persuade, and remind a large
audience, influencing their attitudes and buying behavior.fosram w=e! S Arear w4 ST T, JH T,

SATHIT THTH HoaT &1 STHATS FF THerd STTsiehel IcTed, HalT a1 foemen! SR T ST s J6e 3l SxiewareaTs SHear fod, Sfa
TH T TR A TEs, SHIeEh! giEehIvT T fhid sraeraTs TTiad T6s|

Factors Affecting the Choice of Advertising Media:

1.

Nature of the Product: Complex products may need detailed print or digital ads, while
emotional products may suit TV or video.

Target Audience: Media choice depends on audience demographics, habits, and media
consumption (e.g., youth prefer social media).
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3. Advertising Objectives: Awareness-building may use mass media; direct response may use
digital or direct mail.

4. Budget Constraints: TV ads are expensive; radio, print, or digital may be more affordable for
small businesses.

5. Media Reach and Frequency: How many people the media can reach and how often the ad is
shown.

6. Geographical Coverage: Local products may use local newspapers or radio; national brands
may use national TV.

7. Competitors’ Media Choices: Analyzing where competitors advertise can inform strategic
media placement.

8. Timing and Seasonality: Some media are better for seasonal or timely promotions (e.g.,
festivals, events).

9. Flexibility and Control: Digital media offer real-time changes; print and TV are less flexible.

10. Message Characteristics: Visual products need visual media; informational ads may suit print or
online articles.

Q.22 What is Promotion Mix? Explain the factors to be considered while selecting the best
complement of promotion mix.

Introduction

Promotion mix refers to the combination of various promotional tools used by a firm to communicate
with target customers and achieve marketing objectives. It includes advertising, personal selling, sales
promotion, public relations, and direct & digital marketing. The main purpose of promotion mix is to

inform, persuade, and remind customers about products or services.

TR T TTel STHIRRERT ST T=ITSH SRINT T T e STeroresen! aisans Jfsms| Jem fommm, st fosh, fosht
TG, AR a7 Yoe T fefSedt AThies aameet g1 J6eh! & 3e3d SUHIhIes STHaRR] o, 3ATHNd T T vasted el

Factors for Selecting the Best Promotion Mix

1. Nature of Product
Consumer goods require more advertising and sales promotion, while industrial goods need personal

selling.
ST TR AT T T Forshl Sara ot STavare 75 oI 3felifiien aqent ST SAThTa forsh Hewerq! -
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2. Nature of Market

Mass market needs advertising, whereas niche or industrial markets prefer personal selling.
T SSARAT T ST g7 Wi |fha A 3feifireh S st foshl S

3. Stage of Product Life Cycle

Introduction stage needs heavy advertising; maturity stage focuses on sales promotion.
ST GRATd! ST T ST g W Tivael =omT fofshl Taa STavas -0

4. Promotional Budget
Large budget allows use of multiple tools; small budget limits options.
TSI AT W SR =R e SRINT T |iohes, T 9T Hiia faehed g9

5. Marketing Objectives
Awareness, sales increase, or brand loyalty determines tool selection.
s fere, fosft s ot s BT SIS SexaeTIuR e Hre Bifaes

6. Nature of Consumers

Educated and urban consumers prefer digital and informative promotion.
fRrfera T wredt IwvihTet fefSieet T STHepriers SR =rde)|

7. Competitors’ Strategy

Promotion strategy should consider competitors’ actions.
wftrerefent TOHITETS ST TR TER AT ST

Conclusion

Thus, an effective promotion mix depends on product, market, budget, and objectives. Proper selection of
promotional tools ensures better communication and marketing success.

FEL IEATEH, TR, T2 T ILTATTAR Tl Sa FH0r S THAT ST THIEHRT Ha T T ATh{eS Thd §-0

Q.23 What is Promotion Mix? Explain the factors affecting the determination of promotion mix
with a suitable example.

Introduction

Promotion mix is the strategic combination of promotional tools used by a business to promote its
products and services effectively in the market.

IR T ST ST 9 a1 ET e T SR T SR SUshveEehT e i 2l

Factors Affecting Promotion Mix (with example)
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1. Type of Product
FMCG uses advertising; machinery uses personal selling.

JRTEXOT: TTSFHT AT T, wfeht iy safemrar forsh

2. Target Market
Urban youth — social media; rural customers — radio.
aTetuT: it fermefferT @ifit Facebook Adsi

3. Product Life Cycle
New product — advertising; old product — sales promotion.

ISTET: 4T Arargemt TV fommo

4. Budget Availability
High budget — TV & digital; low budget — local promotion.
SerewT: wresmet TikTok s&m )

5. Competitive Environment
High competition needs aggressive promotion.
I et STHL T P2 TER |

Conclusion

Promotion mix is determined by internal and external factors. Correct selection improves market reach
and sales performance.

I Tl fafie STraftes T STer ket Ui 718, S SeTR g9 T feshl Tessl

Q.24 Discuss the online and social media marketing practices in Nepal.
Introduction

Online and social media marketing refers to promoting products and services using the internet and social
platforms. In Nepal, digital marketing is growing rapidly due to increased internet and smartphone usage.

JYTCTHT TS T THIEHIR] TANT SIGET SFATST qAT FHTISTR Hoollel HThieS diisl TIHT forehmd WsiEeh!
Online & Social Media Marketing Practices in Nepal

1. Facebook Marketing
Used by businesses for ads and brand promotion.
e TRt SRl AreEm Facebook &
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2. TikTok Marketing
Short video promotion is effective among youth.
game TikTok stea=i gwrareprll 31

3. YouTube Marketing
Used for educational, product review, and ads.
YouTube =T T STHewRIR AT ST E7

4. Instagram Marketing
Fashion, food, and lifestyle brands use Instagram.
SO T %8 | Instagram AT ®)

5. Influencer Marketing
Local influencers promote brands.

AT ST S8 R E

6. E-commerce Platforms
Daraz, SastoDeal use online promotion.

Daraz St wiewHeE fefses Ao M|

Conclusion

Online and social media marketing in Nepal is cost-effective and impactful. Businesses using digital
platforms gain competitive advantage.

AYTAHT STATET HTh(SS HH ANTTHT THTTRR] WUhlel STaHIhT AT I 3TN B

Q.25 Explain the promotion mix decision in Nepal.
Introduction

Promotion mix decision refers to choosing appropriate promotional tools suitable for the Nepali market,
considering economic, cultural, and technological factors.

JarereRt STfden, TTETorR T fafien STaEuTeTs ST T SR e wHie T 3 e forer frofr @n

Promotion Mix Decision in Nepal

1. Advertising
TV, radio, newspapers widely used.
orer fedt, WA T bR ARl a1
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2. Personal Selling
Common in insurance, banking, and real estate.

e T Sifope & st fosht s g

3. Sales Promotion

Discounts, offers during festivals.
TATSTEAT T2 T ITH (G571

4. Public Relations

CSR activities and social campaigns.
TSR ITETIIcd FIAsRH JART TS|

5. Digital Promotion

Facebook, TikTok, YouTube ads are increasing.
fefteet T diar war sfes 1

Conclusion

Promotion mix decision in Nepal is shifting from traditional to digital methods. A balanced mix ensures
effective communication and market success.

ST TRERITA T fEfeet ekt aferd SNt TSR] AThieS §Fid g7l
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