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Fundamentals of Marketing 
SET Question answers only 2081/80/79 Exam help 
2081 Model Question 
Group A 2*10=20 Marks
1. What is customer value?
Customer value is the difference between the benefits a customer receives from a product and the cost paid to obtain it. It shows how useful and satisfying the product is to the customer. Higher value leads to customer satisfaction and loyalty.
ग्राहक मूल्य भनेको ग्राहकले वस्तु वा सेवाबाट प्राप्त गर्ने लाभ र त्यसको लागि तिरेको लागतबीचको फरक हो। यसले वस्तु कति उपयोगी र सन्तोषजनक छ भन्ने देखाउँछ। उच्च ग्राहक मूल्यले ग्राहक सन्तुष्टि र निष्ठा बढाउँछ।

2. What do you know about customer satisfaction?
Customer satisfaction is the feeling of happiness or disappointment that arises after comparing product performance with expectations. If the product meets or exceeds expectations, customers become satisfied. It helps build long-term relationships with customers.
ग्राहक सन्तुष्टि भनेको ग्राहकले उत्पादन वा सेवाको प्रदर्शनलाई आफ्नो अपेक्षासँग तुलना गर्दा हुने खुशी वा असन्तुष्टिको भावना हो। उत्पादनले अपेक्षा पूरा गरे वा बढी भएमा ग्राहक सन्तुष्ट हुन्छन्। यसले दीर्घकालीन ग्राहक सम्बन्ध निर्माण गर्न मद्दत गर्छ।

3. Point out the components of the microenvironment.
The microenvironment consists of factors close to the company that affect its ability to serve customers. The main components include the company, suppliers, marketing intermediaries, competitors, customers, and publics. These elements directly influence marketing activities.
सूक्ष्म वातावरण (Microenvironment) भनेको कम्पनीसँग नजिक रहेका तत्वहरू हुन् जसले ग्राहकलाई सेवा दिने क्षमतामा प्रभाव पार्छ। यसका मुख्य घटकहरू कम्पनी, आपूर्तिकर्ता, विपणन मध्यस्थ, प्रतिस्पर्धी, ग्राहक र सार्वजनिक समूह हुन्। यी तत्वहरूले प्रत्यक्ष रूपमा विपणन गतिविधिमा प्रभाव पार्छन्।

4. Write the meaning of the marketing information system.
A marketing information system (MIS) is a system that collects, analyzes, and distributes marketing information for decision-making. It helps managers understand market conditions and customer needs. This system supports effective marketing planning and control.
विपणन सूचना प्रणाली (MIS) भनेको विपणन सम्बन्धी सूचनाहरू संकलन, विश्लेषण र वितरण गर्ने प्रणाली हो। यसले व्यवस्थापकलाई बजार अवस्था र ग्राहक आवश्यकताहरू बुझ्न मद्दत गर्छ। यसले प्रभावकारी विपणन योजना र नियन्त्रणमा सहयोग गर्छ।

5. What is social media marketing?
Social media marketing is the use of social media platforms to promote products or services. Businesses communicate with customers, share content, and build brand awareness through platforms like Facebook, Instagram, and YouTube. It is a cost-effective marketing tool.
सामाजिक सञ्जाल विपणन भनेको सामाजिक सञ्जाल प्लेटफर्म प्रयोग गरेर वस्तु वा सेवाको प्रचार गर्ने प्रक्रिया हो। व्यवसायहरूले Facebook, Instagram, YouTube जस्ता माध्यमबाट ग्राहकसँग संवाद गर्छन् र ब्रान्डको प्रचार गर्छन्। यो कम लागतमा प्रभावकारी विपणन विधि हो।

6. Give the meaning of brand equity.
Brand equity refers to the value and strength of a brand in the market. It is created through customer awareness, loyalty, and positive perception of the brand. Strong brand equity increases customer trust and competitive advantage.
ब्रान्ड इक्विटी भनेको बजारमा ब्रान्डको मूल्य र शक्ति हो। यो ग्राहकको जागरूकता, निष्ठा र सकारात्मक धारणा मार्फत निर्माण हुन्छ। बलियो ब्रान्ड इक्विटीले ग्राहकको विश्वास र प्रतिस्पर्धात्मक लाभ बढाउँछ।

7. What is target profit pricing?
Target profit pricing is a method in which a company sets prices to achieve a desired profit level. The price is determined by considering production cost and expected sales volume. This method helps firms plan profits.
लक्षित नाफा मूल्य निर्धारण (Target Profit Pricing) भनेको कम्पनीले निश्चित नाफा प्राप्त गर्ने उद्देश्यले मूल्य निर्धारण गर्ने विधि हो। यसमा उत्पादन लागत र अपेक्षित बिक्री परिमाणलाई ध्यानमा राखेर मूल्य तय गरिन्छ। यसले कम्पनीलाई पूर्व योजना अनुसार नाफा कमाउन मद्दत गर्छ।

8. Give the meaning of retailing.
Retailing is the activity of selling goods or services directly to final consumers for personal use. Retailers purchase products from wholesalers or producers and sell them in small quantities. Examples include supermarkets, shops, and online stores.
रिटेलिङ भनेको अन्तिम उपभोक्तालाई व्यक्तिगत प्रयोगका लागि वस्तु वा सेवा सिधै बिक्री गर्ने प्रक्रिया हो। रिटेलरहरूले उत्पादक वा होलसेलरबाट सामान किनेर सानो परिमाणमा बिक्री गर्छन्। उदाहरण: पसल, सुपरमार्केट, अनलाइन स्टोर आदि।

9. What are the differences between advertising and publicity?
Advertising is a paid form of promotion in which a company controls the message and the media. Publicity is an unpaid promotion that appears in the media as news or public information. Advertising is controlled and costly, while publicity is free but less controllable.
विज्ञापन भनेको कम्पनीले पैसा तिरेर गर्ने प्रचार हो जसमा सन्देश र माध्यम कम्पनीले नियन्त्रण गर्छ। पब्लिसिटी भनेको समाचार वा सार्वजनिक जानकारीको रूपमा हुने निःशुल्क प्रचार हो। विज्ञापन महँगो र नियन्त्रणयोग्य हुन्छ भने पब्लिसिटी निःशुल्क तर कम नियन्त्रणयोग्य हुन्छ।

10. Give the meaning of integrated marketing communication.
Integrated Marketing Communication (IMC) is the coordination of all promotional tools such as advertising, sales promotion, public relations, and direct marketing. It ensures a clear and consistent message to customers. IMC helps strengthen brand communication.
एकीकृत विपणन सञ्चार (IMC) भनेको विज्ञापन, बिक्री प्रवर्द्धन, जनसम्पर्क र प्रत्यक्ष विपणन जस्ता सबै प्रचार साधनहरूको समन्वय हो। यसले ग्राहकलाई स्पष्ट र एकरूप सन्देश दिन्छ। IMC ले ब्रान्ड सञ्चारलाई बलियो बनाउँछ।


Group B 5*10=50 Marks
Q.N 11 Discuss the Demographic Environment of Nepal नेपालको जनसांख्यिकीय वातावरणको चर्चा गर्नुहोस्
The demographic environment refers to the characteristics of a country's population such as size, growth rate, age structure, education level, migration, and distribution. It plays an important role in marketing and economic development because population trends directly affect demand for goods and services. In Nepal, demographic factors strongly influence business, employment, and consumption patterns.जनसांख्यिकीय वातावरण भनेको देशको जनसंख्याको आकार, वृद्धि दर, उमेर संरचना, शिक्षा स्तर, बसोबासको वितरण र बसाइँसराइ जस्ता विशेषताहरूलाई जनाउँछ। यसले विपणन र आर्थिक विकासमा महत्वपूर्ण भूमिका खेल्छ किनकि जनसंख्याको परिवर्तनले वस्तु तथा सेवाको मागलाई प्रत्यक्ष असर गर्छ। नेपालमा जनसांख्यिकीय तत्वहरूले व्यवसाय, रोजगारी र उपभोगको ढाँचामा ठूलो प्रभाव पार्छन्।

Population Size and Growth (जनसंख्या आकार र वृद्धि)
Nepal has a population of about 30 million people. Population growth increases demand for food, housing, education, transportation, and other services. However, rapid population growth can also create pressure on natural resources and employment opportunities.
नेपालको जनसंख्या करिब ३ करोड जति छ। जनसंख्या वृद्धि हुँदा खाना, आवास, शिक्षा, यातायात र अन्य सेवाको माग बढ्छ। तर अत्यधिक जनसंख्या वृद्धिले प्राकृतिक स्रोत र रोजगारीका अवसरमा दबाब पनि सिर्जना गर्न सक्छ।
Age Structure (उमेर संरचना)
Nepal has a large proportion of a young population. The youth population creates opportunities for labor supply and economic development. However, it also requires proper education, training, and employment opportunities to utilize this human resource effectively.
नेपालमा युवाहरूको संख्या धेरै छ। युवा जनसंख्या आर्थिक विकास र श्रम शक्तिको लागि महत्वपूर्ण अवसर हो। तर यसलाई सही रूपमा प्रयोग गर्न शिक्षा, तालिम र रोजगारीका अवसर आवश्यक हुन्छन्।


Population Distribution (जनसंख्या वितरण)
The population in Nepal is unevenly distributed. Most people live in the Terai region because of better agricultural land and facilities. Urban areas such as Kathmandu, Pokhara, and Biratnagar are becoming more populated due to better job opportunities and services.
नेपालमा जनसंख्या समान रूपमा वितरण भएको छैन। राम्रो कृषि भूमि र सुविधा भएकाले धेरै मानिस तराई क्षेत्रमा बसोबास गर्छन्। काठमाडौं, पोखरा र विराटनगर जस्ता शहरी क्षेत्रमा रोजगारी र सेवाको कारण जनसंख्या बढिरहेको छ।

Literacy and Education (साक्षरता र शिक्षा)
Education level in Nepal has been gradually improving. Higher literacy increases awareness, knowledge, and purchasing power of consumers. Educated consumers demand better quality products and services, which encourages business development.
नेपालमा साक्षरता दर बिस्तारै बढ्दै गएको छ। उच्च साक्षरताले उपभोक्ताको चेतना, ज्ञान र क्रयशक्ति बढाउँछ। शिक्षित उपभोक्ताले राम्रो गुणस्तरका वस्तु तथा सेवा माग गर्ने भएकाले व्यवसाय विकासलाई प्रोत्साहन मिल्छ।

Migration (बसाइँसराइ)
Migration is a major demographic feature of Nepal. Many Nepalese migrate abroad for employment in countries such as Qatar, Malaysia, and the UAE. Foreign employment increases remittance income, which improves living standards and consumption in Nepal.
बसाइँसराइ नेपालमा महत्वपूर्ण जनसांख्यिकीय विशेषता हो। धेरै नेपालीहरू रोजगारीका लागि कतार, मलेसिया, यूएई जस्ता देशमा जान्छन्। वैदेशिक रोजगारीबाट आउने रेमिटेन्सले जीवनस्तर सुधार र उपभोग बढाउन मद्दत गर्छ।

Urbanization (शहरीकरण)
Urbanization is increasing in Nepal as people move from rural areas to cities for better education, healthcare, and employment. Urbanization creates opportunities for business expansion, modern markets, and improved infrastructure.
नेपालमा ग्रामीण क्षेत्रबाट शहरतर्फ मानिसहरू सर्ने प्रवृत्ति बढ्दै गएको छ। राम्रो शिक्षा, स्वास्थ्य सेवा र रोजगारीको खोजीले शहरीकरण बढेको हो। शहरीकरणले व्यवसाय विस्तार, आधुनिक बजार र पूर्वाधार विकासका अवसर सिर्जना गर्छ।

Gender Composition (लैङ्गिक संरचना)
Gender composition refers to the ratio of males and females in the population. In Nepal, the number of females is slightly higher than that of males due to male migration for foreign employment. Gender equality and women's empowerment are important for economic development.
लैङ्गिक संरचना भनेको पुरुष र महिलाको अनुपात हो। नेपालमा वैदेशिक रोजगारीका कारण पुरुषहरू बाहिर जाने भएकाले महिलाको संख्या केही बढी देखिन्छ। लैङ्गिक समानता र महिला सशक्तीकरण आर्थिक विकासका लागि महत्वपूर्ण छन्।
In conclusion, the demographic environment of Nepal is characterized by a growing population, large youth population, increasing migration, and rapid urbanization. These factors influence economic activities, business opportunities, and consumer behavior. Understanding demographic trends helps businesses and policymakers make better decisions for sustainable development.निष्कर्षमा, नेपालको जनसांख्यिकीय वातावरण बढ्दो जनसंख्या, ठूलो युवा जनसंख्या, बढ्दो बसाइँसराइ र शहरीकरणले विशेषता पाएको छ। यी तत्वहरूले आर्थिक गतिविधि, व्यवसायिक अवसर र उपभोक्ता व्यवहारमा प्रभाव पार्छन्। जनसांख्यिकीय प्रवृत्तिलाई बुझ्दा व्यवसायी र नीतिनिर्माताले दीर्घकालीन विकासका लागि राम्रो निर्णय लिन सक्छन्।










Q.N 12 Consumer Buying Decision Process उपभोक्ता खरिद निर्णय प्रक्रिया
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.
उपभोक्ता खरिद निर्णय प्रक्रिया उपभोक्ताले आवश्यकताको महसुसदेखि लिएर उत्पादन खरिद र प्रयोग गर्ने सम्मको यात्रा हो। यसले व्यवसायलाई उपभोक्ताको व्यवहार बुझ्न मद्दत गर्छ, जसले उपयुक्त समय र तरिकामा उत्पादन प्रदान गर्न सजिलो बनाउँछ। यो प्रक्रिया खरीद एकैछिनमा नभई क्रमिक चरणहरूबाट गुज्रिने निर्णय हो भन्ने देखाउँछ।
Consumer Buying Decision Process 
· Need/Problem Recognition
· Information Search
· Identification of Alternatives
· Evaluation of Alternatives
· Purchase Decision
· Actual Purchase
· Post-Purchase Evaluation
· Feedback and Disposal


1. Need/Problem Recognition
A consumer first realizes a need or problem, which creates motivation to buy something.
उपभोक्ताले कुनै आवश्यकता वा समस्या महसुस गर्छ, जसले केही किन्ने चाहना उत्पन्न गर्छ।
2. Information Search
The consumer looks for information from personal experience, friends, advertisements, or online sources.
उपभोक्ताले व्यक्तिगत अनुभव, साथीभाइ, विज्ञापन वा अनलाइनबाट जानकारी खोज्छ।

3. Identification of Alternatives
Different brands, products, or options available in the market are identified.
बजारमा उपलब्ध विभिन्न ब्रान्ड, उत्पादन वा विकल्पहरू पहिचान गरिन्छ।

4. Evaluation of Alternatives
Consumers compare price, quality, features, and benefits before choosing.
उपभोक्ताले मूल्य, गुणस्तर, विशेषता र फाइदाहरू तुलना गर्छन्।

5. Purchase Decision
The consumer chooses the final product based on preference and affordability.
उपभोक्ताले आफ्नो रुचि र क्षमता अनुसार अन्तिम उत्पादन छान्छ।

6. Actual Purchase
The product is bought from a store, an online platform, or other sources.
उत्पादन पसल, अनलाइन प्लेटफर्म वा अन्य स्थानबाट खरिद गरिन्छ।

7. Post-Purchase Evaluation
After using the product, the consumer feels satisfied or dissatisfied.
उत्पादन प्रयोग गरेपछि उपभोक्ता सन्तुष्ट वा असन्तुष्ट हुन सक्छ।

8. Feedback and Disposal
The consumer may give feedback, recommend it to others, reuse, or dispose of it.
उपभोक्ताले प्रतिक्रिया दिन सक्छ, अरुलाई सिफारिस गर्न सक्छ, पुन: प्रयोग वा फाल्न सक्छ।

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.
उपभोक्ता खरिद निर्णय प्रक्रिया उपभोक्ताले उत्पादन चयन गर्ने सुव्यवस्थित यात्रा हो। यसलाई बुझ्दा व्यवसायले अझ प्रभावकारी उत्पादन र बजार रणनीति बनाउन सक्छन्। 







Q.N 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.
नयाँ उत्पादन विकास प्रक्रिया भनेको नयाँ विचारलाई सफल र बजारयोग्य उत्पादनमा रूपान्तरण गर्ने क्रमबद्ध प्रक्रिया हो। यसले उपभोक्ताको आवश्यकता पूरा गर्न र संस्थाको लक्ष्य हासिल गर्न सहयोग गर्छ।
1. Idea Generation
This is the first stage where new product ideas are collected from sources such as customers, employees, competitors, and market research.
यस चरणमा ग्राहक, कर्मचारी, प्रतिस्पर्धी तथा बजार अनुसन्धानबाट नयाँ उत्पादनका विचारहरू संकलन गरिन्छ।
2. Idea Screening
In this stage, unsuitable and weak ideas are eliminated to select only feasible ideas.
यस चरणमा अनुपयुक्त र कमजोर विचारहरू हटाई उपयुक्त विचारहरू छनोट गरिन्छ।
3. Concept Development and Testing
The selected idea is developed into a product concept and tested with target customers to know their reactions.
छनोट गरिएको विचारलाई उत्पादन अवधारणामा विकास गरी लक्षित ग्राहकसँग परीक्षण गरिन्छ।
4. Marketing Strategy Development
A marketing plan is prepared covering target market, pricing, promotion, and distribution strategies.
यस चरणमा लक्षित बजार, मूल्य निर्धारण, प्रचार तथा वितरण रणनीति तयार गरिन्छ।
5. Business Analysis
The firm evaluates sales, costs, profits, and risks related to the new product.
यस चरणमा नयाँ उत्पादनसँग सम्बन्धित बिक्री, लागत, नाफा र जोखिमको विश्लेषण गरिन्छ।
6. Product Development
The product concept is converted into a physical product and tested for quality and performance.
यस चरणमा अवधारणालाई वास्तविक उत्पादनमा रूपान्तरण गरी गुणस्तर परीक्षण गरिन्छ।
7. Test Marketing
The product is introduced in a limited market to observe customer response.
यस चरणमा सीमित बजारमा उत्पादन परीक्षण गरिन्छ।
8. Commercialization
Finally, the product is launched on a full scale in the market.
अन्त्यमा उत्पादनलाई पूर्ण रूपमा बजारमा सार्वजनिक गरिन्छ।
Conclusion
Thus, the new product development process helps firms introduce products systematically, minimize risk, and achieve long-term success.
यसरी नयाँ उत्पादन विकास प्रक्रियाले जोखिम घटाई दीर्घकालीन सफल उत्पादन बजारमा ल्याउन सहयोग गर्छ।

Q.N 14 Explain the 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.
बजारलाई अर्थपूर्ण र व्यवहारिक तरिकाले विभाजन गर्दा मात्र सेग्मेन्टेसन प्रभावकारी हुन्छ। छनोट गरिएको समूह स्पष्ट, सजिलै पुगिने, लाभदायक र स्थिर हुनुपर्छ। यसले ग्राहक सन्तुष्टि बढाउँछ र संसाधनको सदुपयोग हुन्छ।

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.
सेग्मेन्टको आकार, आम्दानी, विशेषता आदि मापन गर्न सकिने हुनुपर्छ।
2. Accessible:
The company must be able to reach the segment through communication and distribution.
कम्पनीले सजिलै विज्ञापन, बिक्री च्यानल आदिबाट त्यो समूहसम्म पुग्न सक्नुपर्छ।
3. Substantial:
The segment must be large and profitable enough to justify marketing efforts.
सेग्मेन्ट पर्याप्त ठूलो र नाफा दिने हुनुपर्छ।
4. Differentiable:
Each segment must have different needs that are clearly separate from others.
प्रत्येक सेग्मेन्टका आवश्यकता फरक र स्पष्ट हुनुपर्छ।
5. Actionable:
The company should have the resources and ability to serve the segment.
कम्पनीसँग त्यो समूहलाई सेवा दिन आवश्यक स्रोत र क्षमता हुनुपर्छ।
6. Stable:
The behavior of the segment should not change rapidly.
सेग्मेन्टको व्यवहार चाँडै परिवर्तन नहुने स्थिर हुनुपर्छ।
7. Relevant:
The segment must match the company’s goals and objectives.
सेग्मेन्ट कम्पनीका उद्देश्यसँग मेल खाने हुनुपर्छ।
8. Responsive:
The customers in the segment must respond positively to marketing activities.
सेग्मेन्टका ग्राहकले मार्केटिङ गतिविधिमा सकारात्मक प्रतिक्रिया दिनुपर्छ।
9. Cost-effective:
Serving the segment should not be too expensive.
यस समूहलाई सेवा दिन धेरै खर्चिलो हुनु हुँदैन।

Example:
A cosmetic company targeting “urban women aged 18–30” is effective because the group is measurable, reachable through social media, profitable, and stable.
शहरका १८–३० वर्षका महिलालाई लक्षित गर्ने सौन्दर्य उत्पादन कम्पनीको सेग्मेन्टेसन प्रभावकारी हुन्छ।
Conclusion:
Effective segmentation helps companies choose the right customers, reduce risk, and increase marketing success.
प्रभावकारी सेग्मेन्टेसनले सही ग्राहक छनोट गर्न, जोखिम घटाउन र मार्केटिङ सफल बनाउन मद्दत गर्छ।
Q.N 15 Describe the 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.
मूल्य निर्धारण भन्नाले वस्तु वा सेवा प्राप्त गर्न ग्राहकले तिर्नुपर्ने रकम निर्धारण गर्ने प्रक्रियालाई बुझिन्छ। यसले बिक्री, नाफा र बजार स्थानमा प्रत्यक्ष प्रभाव पार्दछ। उदाहरणका लागि, मोबाइल कम्पनीले बजार अवस्था र प्रतिस्पर्धीको मूल्य हेरेर मोबाइलको मूल्य रु. २५,००० तोक्छ भने त्यो मूल्य निर्धारण हो।
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.
मूल्य निर्धारण निर्णयलाई प्रभाव पार्ने कारकहरू भनेका ती आन्तरिक र बाह्य तत्वहरू हुन् जसले वस्तुको मूल्य तय गर्दा संस्थालाई असर गर्छन्। तीमध्ये बाह्य कारकहरू संस्थाको नियन्त्रण बाहिर भए पनि मूल्य निर्धारणमा ठूलो प्रभाव पार्दछन्।

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.
बजारको मागले मूल्य निर्धारणमा ठूलो प्रभाव पार्दछ। माग बढी हुँदा उच्च मूल्य राख्न सकिन्छ भने माग कम हुँदा ग्राहक आकर्षित गर्न मूल्य घटाउनुपर्छ।
2. Competition
The number and strength of competitors influence pricing. In highly competitive markets, firms usually keep prices low to survive and attract customers.
प्रतिस्पर्धीको संख्या र शक्ति अनुसार मूल्य निर्धारण गरिन्छ। धेरै प्रतिस्पर्धा भएको बजारमा कम मूल्य राख्नुपर्ने अवस्था आउँछ।
3. Government policies and regulations
Government rules such as taxation, price control, and legal restrictions directly affect pricing decisions.
कर, मूल्य नियन्त्रण र कानुनी नियमजस्ता सरकारी नीतिहरूले मूल्य निर्धारणमा प्रत्यक्ष असर पार्दछन्।
4. Economic conditions
Economic factors like inflation, recession, and purchasing power of consumers influence pricing. During inflation, prices generally increase.
मुद्रास्फीति, मन्दी र उपभोक्ताको क्रयशक्ति जस्ता आर्थिक अवस्थाले मूल्य निर्धारणलाई असर गर्छन्। मुद्रास्फीति हुँदा मूल्य बढ्ने गर्छ।
5. Consumer behavior
Consumer tastes, preferences, and buying habits affect pricing decisions. Price-sensitive consumers force firms to keep prices low.
उपभोक्ताको रुचि, प्राथमिकता र खरिद बानीले मूल्य निर्धारणमा प्रभाव पार्दछ। मूल्यप्रति संवेदनशील ग्राहक हुँदा कम मूल्य राख्नुपर्छ।
6. Availability of substitutes
When close substitute products are available in the market, firms cannot charge high prices.
बजारमा विकल्प वस्तु उपलब्ध हुँदा उच्च मूल्य राख्न कठिन हुन्छ।
7. Distribution channel
Middlemen, wholesalers, and retailers involved in distribution increase the final price of the product.
वितरण प्रक्रियामा संलग्न बिचौलिया, थोक र खुद्रा व्यापारीले वस्तुको अन्तिम मूल्य बढाउँछन्।
8. Social and cultural factors
Social values, traditions, and culture influence consumers’ willingness to pay, affecting pricing decisions.
सामाजिक मूल्य, संस्कृति र परम्पराले उपभोक्ताको तिर्ने क्षमता र इच्छा प्रभावित पार्छ, जसले मूल्य निर्धारणमा असर गर्छ।

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.
निष्कर्षमा भन्नुपर्दा, बाह्य कारकहरू संस्थाको नियन्त्रण बाहिर भए पनि मूल्य निर्धारणमा अत्यन्त महत्वपूर्ण हुन्छन्। उचित र प्रतिस्पर्धात्मक मूल्य निर्धारण गर्न संस्थाले यी कारकहरूको गहिरो अध्ययन गर्न आवश्यक हुन्छ।

Q.N 16 Explain the concept and objects 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.प्रचार भनेको विपणन मिश्र (४ P) को एक महत्वपूर्ण अंग हो, जसले व्यवसायद्वारा प्रयोग गरिने गतिविधि र सञ्चार रणनीतिहरूलाई जनाउँदछ जसको उद्देश्य लक्षित ग्राहकहरूलाई उत्पादन, सेवा वा ब्रान्डको बारेमा जानकारी दिने, प्रेरित गर्ने र सम्झाउने हुन्छ। प्रचारको मुख्य लक्ष्य विज्ञापन, बिक्री प्रवर्द्धन, व्यक्तिगत बिक्री, जनसम्पर्क र प्रत्यक्ष विपणन जस्ता विभिन्न उपकरणहरू मार्फत माग बढाउने, चेतना सिर्जना गर्ने र उपभोक्ताको किनमेल व्यवहार प्रभावित गर्ने हो।
Objectives of Promotion
· 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.
2. To Provide Information
It educates customers about product features, benefits, uses, prices, and availability. This helps in reducing uncertainty and building trust.
3. To Stimulate Demand
Promotional activities like discounts, free samples, and attractive advertisements encourage customers to try and buy products, boosting primary and selective demand.
4. 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.
5. 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.
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.निष्कर्षमा, प्रचार विपणनको एक महत्वपूर्ण कार्य हो जसले व्यवसाय र उपभोक्ताबीचको दूरी मेटाउँदछ। यसले मात्र जानकारी दिने र प्रेरित गर्ने काम गर्दैन, बरु सम्बन्ध निर्माण, ब्रान्ड मूल्य बढाउने र दीर्घकालीन व्यावसायिक लक्ष्य प्राप्त गर्नमा रणनीतिक भूमिका खेल्छ। लक्षित दर्शक अनुरूप तयार गरिएको प्रभावकारी प्रचार मिश्रले टिकाऊ प्रतिस्पर्धात्मक लाभ र व्यवसाय वृद्धि ल्याउन सक्छ।



Group – C Analytical Question Answers 2*15= 30 marks 
Q.N 17. What is Marketing? The difference between the production concept and the product concept of Marketing. (5+10)
Marketing is one of the most important activities of a business organization. It is the process through which companies identify customer needs and satisfy them by providing appropriate goods and services. Marketing involves activities such as product development, pricing, promotion, and distribution. The main objective of marketing is to create customer value and build long-term relationships with customers. Modern businesses focus on understanding customers and delivering products that provide satisfaction.
विपणन कुनै पनि व्यवसायिक संस्थाको महत्वपूर्ण क्रियाकलाप हो। यो त्यस्तो प्रक्रिया हो जसद्वारा कम्पनीहरूले ग्राहकको आवश्यकता पहिचान गरेर उपयुक्त वस्तु तथा सेवा उपलब्ध गराएर ती आवश्यकताहरू पूरा गर्छन्। विपणनमा उत्पादन विकास, मूल्य निर्धारण, प्रचार तथा वितरण जस्ता क्रियाकलापहरू समावेश हुन्छन्। विपणनको मुख्य उद्देश्य ग्राहकलाई मूल्य प्रदान गर्नु र दीर्घकालीन ग्राहक सम्बन्ध निर्माण गर्नु हो। आधुनिक व्यवसायले ग्राहकलाई बुझेर उनीहरूलाई सन्तुष्टि दिने वस्तु उपलब्ध गराउन जोड दिन्छ।
Marketing can be defined as a social and managerial process by which individuals and organizations obtain what they need and want through creating and exchanging products and value with others. It focuses on identifying customer needs, designing suitable products, promoting them effectively, and delivering them to customers.विपणनलाई सामाजिक तथा व्यवस्थापकीय प्रक्रिया मानिन्छ जसद्वारा व्यक्ति वा संस्थाहरूले मूल्ययुक्त वस्तु तथा सेवाको सिर्जना र आदानप्रदान मार्फत आफ्नो आवश्यकता र चाहना पूरा गर्छन्। विपणनले ग्राहकको आवश्यकता पहिचान गर्ने, उपयुक्त वस्तु विकास गर्ने, प्रभावकारी रूपमा प्रचार गर्ने र ग्राहकसम्म पुर्‍याउने कार्यमा केन्द्रित हुन्छ।
Marketing not only involves selling products but also includes research, planning, and customer relationship management. Successful marketing helps businesses increase sales, build brand loyalty, and achieve organizational goals.विपणन केवल वस्तु बेच्ने कार्य मात्र होइन, यसमा अनुसन्धान, योजना निर्माण तथा ग्राहक सम्बन्ध व्यवस्थापन पनि समावेश हुन्छ। सफल विपणनले व्यवसायलाई बिक्री बढाउन, ब्रान्ड निष्ठा निर्माण गर्न र संस्थाको लक्ष्य प्राप्त गर्न सहयोग गर्छ।

Difference between Production Concept and Product Concept
उत्पादन अवधारणा र प्रोडक्ट अवधारणाबीचको फरक


	Basis
	Production Concept
	Product Concept

	Focus
	Focus on mass production and low cost
	Focus on high quality and product improvement

	Objective
	Increase production efficiency
	Improve product performance

	Customer Preference
	Customers prefer easily available and affordable products
	Customers prefer high-quality and innovative products

	Main Strategy
	Large-scale production and distribution
	Product innovation and quality improvement

	Risk
	Ignoring customer needs
	Marketing myopia



Production Concept of Marketing (उत्पादन अवधारणा)
The production concept is one of the oldest marketing concepts. According to this concept, consumers prefer products that are widely available and affordable. Therefore, the main focus of management is to improve production efficiency and expand distribution.
Product Concept of Marketing (उत्पादन / प्रोडक्ट अवधारणा)
The product concept states that consumers prefer products that offer the best quality, performance, and innovative features. According to this concept, companies should focus on improving product quality and developing superior products.

In conclusion, marketing plays a vital role in business success by identifying and satisfying customer needs. The production concept focuses on mass production and cost efficiency, while the product concept emphasizes quality and product improvement. Both concepts are important in different situations, but modern businesses must balance production efficiency with customer satisfaction to remain competitive in the market.निष्कर्षमा, विपणन व्यवसायको सफलताका लागि अत्यन्त महत्वपूर्ण छ किनकि यसले ग्राहकको आवश्यकता पहिचान गरेर सन्तुष्टि प्रदान गर्छ। उत्पादन अवधारणाले धेरै उत्पादन र कम लागतमा जोड दिन्छ भने प्रोडक्ट अवधारणाले गुणस्तर र उत्पादन सुधारमा ध्यान दिन्छ। दुवै अवधारणाहरू विभिन्न अवस्थामा उपयोगी भए पनि आधुनिक व्यवसायहरूले उत्पादन दक्षता र ग्राहक सन्तुष्टिबीच सन्तुलन कायम गर्नुपर्छ।

Q.N 18. 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. सेवा भनेको एक पक्षले अर्को पक्षलाई प्रदान गर्ने अमूर्त क्रिया वा लाभ हो, जसमा स्वामित्व हस्तान्तरण हुँदैन र मुख्य रूपमा ग्राहक सन्तुष्टि प्रदान गर्छ।
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. सेवा संस्थाले विश्वासयोग्यता, छिटो प्रतिक्रिया, आश्वासन, सहानुभूति र भौतिक प्रमाणमा ध्यान दिई गुणस्तर कायम गर्नुपर्छ।
2. Customer Relationship Strategy
Building long-term relationships through trust and personalized services increases customer loyalty. विश्वास र व्यक्तिगत सेवामार्फत दीर्घकालीन सम्बन्ध निर्माण गर्दा ग्राहक निष्ठा बढ्छ।
3. People Strategy
Employees play a key role in service delivery; therefore, training and motivation are essential. सेवा प्रदानमा कर्मचारीको भूमिका महत्त्वपूर्ण हुने भएकाले तालिम र प्रेरणा आवश्यक हुन्छ।
4. Process Strategy
Efficient and standardized service processes ensure smooth service delivery. सुगम र मापदण्डयुक्त प्रक्रियाले सेवा प्रदान प्रभावकारी बनाउँछ।
5. Physical Evidence Strategy
Physical facilities, equipment, and environment help customers judge service quality. भौतिक संरचना, उपकरण र वातावरणले सेवाको गुणस्तर आँकलन गर्न मद्दत गर्छ।
6. Pricing Strategy
Service pricing should reflect value, quality, and customer expectations. सेवाको मूल्य निर्धारण मूल्य, गुणस्तर र ग्राहक अपेक्षाअनुसार हुनुपर्छ।
7. Promotion Strategy
Service firms use advertising, word-of-mouth, and digital marketing to build trust. सेवा संस्थाले विज्ञापन, मुख-देखि-मुख प्रचार र डिजिटल मार्केटिङ प्रयोग गर्छन्।
8. Service Differentiation Strategy
Unique features and customized services help firms stand out in the market. फरक विशेषता र अनुकूलित सेवाले बजारमा प्रतिस्पर्धात्मक फाइदा दिन्छ।
Conclusion
Thus, effective service marketing strategies help firms improve customer satisfaction, loyalty, and long-term success. यसरी प्रभावकारी सेवा मार्केटिङ रणनीतिले ग्राहक सन्तुष्टि, निष्ठा र दीर्घकालीन सफलता सुनिश्चित गर्छ।



Q.N 19. What is marketing logistics? Describe the major logistics functions.(5+10)
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 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.
मार्केटिङ लजिस्टिक्स भनेको उत्पादक स्थानबाट उपभोक्तासम्म वस्तु, सेवा र सम्बन्धित सूचनाको प्रभावकारी प्रवाह र भण्डारणको योजना, कार्यान्वयन र नियन्त्रण गर्ने प्रक्रिया हो। यसले सही वस्तु, सही परिमाण, सही अवस्थामा, सही स्थान र सही समयमा पुर्‍याउने सुनिश्चित गर्छ। मार्केटिङ लजिस्टिक्सले उत्पादन र उपभोगबीचको सम्बन्ध मजबुत बनाउँदै उपभोक्ता सन्तुष्टि, बिक्री वृद्धि र प्रतिस्पर्धात्मक क्षमतामा प्रत्यक्ष प्रभाव पार्छ। आजको प्रतिस्पर्धी बजारमा, प्रभावकारी लजिस्टिक्स व्यवस्थापनले लागत घटाउन र सेवा स्तर सुधार गर्न सहयोग पुर्‍याउँछ।

Major Logistics Functions 
1. Order Processing
It involves receiving, checking, and fulfilling customer orders accurately and quickly.
ग्राहकको अर्डर प्राप्त गर्ने, जाँच गर्ने र समयमै पूरा गर्ने प्रक्रिया हो।
2. Transportation
It refers to the physical movement of goods from one place to another.
वस्तुलाई एक स्थानबाट अर्को स्थानमा सार्ने कार्य हो।
3. Warehousing
It involves storing goods safely until they are needed.
वस्तु आवश्यक नपर्दासम्म सुरक्षित रूपमा भण्डारण गर्ने कार्य हो।
4. Inventory Management
It ensures optimum level of stock to avoid shortage or excess.
माग अनुसार उपयुक्त परिमाणमा स्टक राख्ने प्रक्रिया हो।
5. Material Handling
It includes loading, unloading, and internal movement of goods.
वस्तुको लोडिङ, अनलोडिङ र आन्तरिक सारसफाइसँग सम्बन्धित छ।
6. Packaging
It protects goods from damage during storage and transportation.
भण्डारण र ढुवानीका क्रममा वस्तुलाई क्षतिबाट जोगाउने कार्य हो।
7. Information Management
It provides accurate and timely logistics-related information.
लजिस्टिक्ससम्बन्धी सही र समयमै जानकारी प्रदान गर्छ।
8. Demand Forecasting
It estimates future demand to plan logistics activities.
भविष्यको माग अनुमान गरी लजिस्टिक्स योजना बनाउने कार्य हो।
9. Customer Service
It ensures timely delivery and handling of customer complaints.
समयमै डेलिभरी र ग्राहक गुनासो समाधानसँग सम्बन्धित छ।
10. Risk Management
It deals with minimizing risks such as damage, theft, or delay.
क्षति, चोरी वा ढिलाइ जस्ता जोखिम घटाउने प्रक्रिया हो।

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.
निष्कर्षमा, मार्केटिङ लजिस्टिक्स उत्पादनदेखि उपभोगसम्म वस्तुको सहज प्रवाह सुनिश्चित गर्ने मार्केटिङ प्रणालीको महत्वपूर्ण अङ्ग हो। विभिन्न लजिस्टिक्स कार्यहरूले लागत घटाउन, कार्यक्षमता बढाउन र ग्राहक सन्तुष्टि सुधार गर्न सहयोग गर्छन्। प्रभावकारी लजिस्टिक्स व्यवस्थापनले संस्थालाई प्रतिस्पर्धात्मक लाभ र दीर्घकालीन सफलता प्राप्त गर्न मद्दत गर्छ।
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