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SECTION - I 

Q.1 Fill in the blanks. (5)  

1. The individuals (representing functional areas and management) within an organization 

who participate in making a given purchase decision make up the ---------------------. 

a) Strategic Business Unit (SBU)   b) Decision Center (DC)  

c) Decision-Making Unit (DMU)   d) Functional Decision Unit (FDU) 

 

2. The best of channel of distribution for heavy capital equipments is --------------------. 

a) Through Industrial Distributor  b) Through Value Added Reseller 

c) Direct Selling     d) Through Retailers 

 

3. Which type of organizational purchase situation occurs when the purchase is of minor 

importance and is not complex?  

a) Nominal Rebuy    b) Modified rebuy  

c) Limited Rebuy    d) Straight rebuy  

 

4. Generators, Earthmoving equipments, Cranes etc are the examples of -----------------. 

a) Capital goods    b) Manufactured Material 

c) Parts      d) Components 

 

5. Which of the following is the most important element of the Promotional Mix in industrial 

markets? 

a) Advertising      b) Sales promotion  

c) Personal Sales calls     d) Public relations   

 

Q.2 Answer the following. (Any Two) (20) 

1. Give the brief account of the important pricing methods in Industrial Marketing.  

2. Give a brief account of the important differences between Industrial Marketing & consumer 

marketing.  

 

3. 'Vendor analysis & evaluation is very essential for proper selection of Vendor'. Discuss the various 

important criteria commonly employed by the Industrial Buyer for selection of a Vendor. 

4. What is buying Centre? Discuss the role of different buying centre actors.  

Q.3 Write notes on. (Any Two) (10) 

1. Industrial Services  

2. Role of Personal Selling in Industrial Marketing  

3. Joint Demand  

C 
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SECTION - II 

Q.4 Case Study 

IB Computers ltd. (IBCL) Is a leading multinational personal Computers Company & falls 

under OEM Category. The IBCL assemble the PC from components that are largely 

brought from other manufacturers who are the vendors for IBCL. However, the computer 

business is intensely competitive & dynamic mainly because demand is influenced by three 

main factors. 

Falling Price –The price of the computers has fallen dramatically. In addition to aggressive 

price cutting strategies, all the major companies operate ‘Just In Time’ (JIT) stocking 

system designed to keep only a few day’s supplies of components in their warehouses..This 

has cut their working capital & allowed them to cut prices. 

Rapid technological change –The pace of technological change has been enormous. As 

chip capacity doubles every 18-24 months, so computer processing power has increased 

over the last decade very fast. Therefore consumers always look for latest designs & often 

reject the technology that is even just 6 months old. Consumers can therefore create huge 

fluctuations in demand. 

Volatility – Fast technological development & fluctuating market demand often creates 

instability in the supply chain of the computer manufacturers.  

Frequent variation in the product demand can cause these companies to swing between 

having no stock to periods of overproduction & surplus capacity.  

This, in turn can have great impact on the rate & size of the investments made by the IBCL. 

Questions : 

1.  Analyze the challenges before IBCL. Suggest measures to overcome the problems faced   

by IBCL. 

2. Demand in Industrial Marketing is Derived Demand. Explain how the Personal 

Computers demand is a derived demand. 

3.   Explain the terms ‘OEM’ & ‘JIT.’ 

(15) 

Q.5 Answer the following.  (10) 

 a)  Explain in brief the steps involved in industrial buying decision making process.  

 OR  

 b)  Explain Macro segmentation of Business/Industrial market segmentation.   

 


