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(Instructions: All questions carry equal Marks)

Q.1  Explain the concept of Social Marketing. Discuss its origin, meaning and
applicability, highlighting how it differs from Commercial Marketing? (14 Marks)
Or
Q.1 (A) Describe the role of Head, Heart and Hand Model in Behaviour change
communication. How does this model support the objectives of Social Marketing?
(7 Marks)

Q.1 (B) ‘Any social change is multi-dimensional process.’ Justify the statement in the context
of women empowerment. (7 Marks)

Q.2 Explain ‘Target Audience Segmentation’ in the context of Community Development.
Also examine how target audience segmentation contributes in the process of any

campaign effectiveness. (14 Marks)
Or
Q.2 (A) Discuss the advantages and disadvantages of Social Marketing. In what situations is
Social Marketing most applicable? (7 Marks)
Q.2 (B) Define Policy as the 5th P. How do outcomes and impact influence policy decisions
in Social Marketing? (7 Marks)
Q.3  Explain the six phases of the Social Marketing Process. How does each phase
contribute to a well-planned behaviour change intervention? (14 Marks)
Or
Q.3 (A) What is market segmentation in Social Marketing? Why is it essential to understand
different target audience segments before designing an intervention? (7 Marks)

Q.3 (B) Discuss the relationship between behavioural theory, consumer insights and strategy
formation in Social Marketing. (7 Marks)

Q.4  Define Positioning in Social Marketing. Explain the types of positioning strategies

with examples. (14 Marks)
Or
Q.4 (A) Explain the steps involved in developing a positioning statement for a social issue.
(7 Marks)
Q.4 (B) Discuss the concept of competition-focused positioning and repositioning-focused
positioning with examples. (7 Marks)
Q.5 Attempt any Seven out of Twelve: (14 Marks)
1. Who coined the term Social Marketing and when?
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What is meant by ‘desired behaviour’ in Social Marketing?

What is meant by behaviour-focused positioning?

Give two examples of applications of Social Marketing.

Write any two parameters for social change.

What is meant by barrier-focused positioning?

State one key difference between Social Marketing and Commercial Marketing.
What ‘Budget’ and ‘allocation of funds’ are very important in Social Marketing?
Define target audience in Social Marketing.

What is the purpose of monitoring and evaluation?

Write the formula for developing a simple positioning statement.

What does Place signify in behaviour change interventions?
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