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Instruction :  All questions are compulsory. Figures to the right indicate marks allotted to
each question.

1. (a) Explain some current trends in company responses and adjustments. 7
OR

Explain the marketing process.

(b) Answer briefly : (Any two) 4
(1) What is the scope of marketing ?
(il)) What is relationship marketing ?
(iii)) What is supply chain ?

(c) Answer in one-two lines only : 3
(i) What is marketing mix ?
(i) State the four levels of competition.

(iii)) Whatis marketing environment ?

2. (a) Explain the bases for segmenting the market. 7
OR
Explain social factors influencing consumer behaviour.
(b) - Answer briefly : (Any two) 4
(i) What is post-purchase behaviour of consumers ?
(i) State some reaction patterns of competitors.

(iii) State the different types of questions set in a questionnaire.
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Define :
(i)  Consumer Behaviour
(ii)) Marketing Research

(iii)) Positioning

Why do new products fail ?
OR
Explain the factors influencing the consumer adoption process.
Answer briefly : (Any two)
(i)  State the functions of marketing channels.
(i1) State the elements in the communication process.
(iii)) How is price an important element in the marketing mix ?
Distinguish between :
(i) Advertising and publicity.
(i) Markup pricing and target-return pricing.

(iii)) Personal selling and direct marketing.

Explain the adaptation strategies of product and promotion to a foreign market.
OR

Explain the characteristics of services and their marketing implications.

Answer briefly : (Any two)

(i) ~ What is.interactive marketing ?

(i1) ~What is differential pricing ?

(i11) What are shared services ?

Give one example of the following :

(i) Joint venture in International Marketing.

(i) Equipment based services.

(iii) Hybrid service.



5. Choose the correct option : 14
1) is the first stage of new product development process.
(a) Diversification (b)  Concept Development
(c) Market Testing (d) Idea Generation and Screening
(i) The objective of price can be
(a) profit (b) market share
(c) cash flow (d) All of the above
(iii) The functions of the distribution channel do not include
(a) helping the company to do demand forecasting
(b) helping the customer in understanding and using the goods
(c) marketing research
(d) promotion of the sale of goods
(iv) A direct marketing channel is also called leveled channel.
(a) zero (b) one
(c) two (d) three
(v) The seven Ps of service marketing are
(a) purchase, price, product, promotion, process, people and physical evidence
(b) production, price, product, promotion, process, people and physical
evidence
(c) price, product, place, promotion, people, process and physical evidence
(d) None of the above
(vi) Low price and‘ high promotional spending is likely to succeed in
markets.
(a) large (b) small
(¢) local (d) international
(vii) Value is the quotient of
(a) Revenue and cost (b)  Benefit and cost
(c) Total cost and Average cost (d) None of the above
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(viii) Public relation means building good relations with

(a) consumers (b)  suppliers
(c) shareholders (d) All of the above
(ix) If the promotion efforts are directed to the final consumer to induce him to buy
the product, the strategy is termed as _______ strategy.
(a) pull (b) push
(c) justintime (d) None of the above
(x) Most firms start with to enter in international marketing.
(a) an export department (b) an international divisions
(c) global organization (d) All of the above
(xi) There are _______ stages in the consumer adoption process.
(a) two (b) three
(c) four (d) five
(xii) A is a small market whose needs are not well served.
(a) segment (b)/ niche
(c) mass market (d)  None of the above

(xiii) Which of the following is usually the target of a market challenger ?
(a) Market nicher (b) Market leader
(c) Market follower (d) All of the above

(xiv) Which of the following market entry modes allows the MNC to exercise the
highest levels.of involvement and control ?

(a) Joint ventures (b) Licensing

(c) Mergers (d) Wholly-owned subsidiaries
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