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(2) Write in your answer-book the exact question No. mentioned in. the

question paper.

(3) Figures to the right hand side of the questions indicate marks.

Discuss the concept of Marketing Management.
OR

Clarify marketing adjustments in Indian context.

Answer any two in short :

(1) Define Marketing Plan.

(2) What is Consumer Value ?
(3) What is Marketing Task ?

Answer in one or two sentence.
(1) Give one example of Place Marketers.
(2) What is Customer satisfaction ?

(3) What is Consumer retention ?

Explain the bases of Market Segmentation.
OR

Define consumer behavior and describe buying decision process.

Answer any two in short :

(1) How to identify Market Competitors ?
(2) What is Market Positioning ?

(3) What is Marketing Research ?
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(c) Answer in one or two sentence.
(1) What is Analyzing Competitors ?
(2) Mention the objectives of Marketing Research.

(3) What is problem identification in Research ?

3. (a) Whatis new product development ? Discuss its process.
OR

Write note on ‘Channel Management Decision’.

(b) Answer any two in short :
(1) Give the meaning of product line.
(2) Clarify the Marketing Communication Mix.
(3) What is Full Cost Pricing ?

(c) Answer in one or two sentence.
(1) Mention the types of branding.
(2) Define pricing strategies.

(3) What is consumer adoption process-?

4. (a) Clarify the nature of services.
OR

Define the term.~ ‘International Marketing’ and explain its needs.

(b) Answerany two in short :
(1). What is After Sales Service Strategy ?
(2)  What is Direct Investment ?

(3) _Give the meaning of Multi-National Corporations (MNC).

(c). Answer in one or two sentence.
(1) Mention one name of well-established joint venture.
(2) State the types of services.
(3) What is product support services ?
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5. Select the right answer : 14
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The is central instrument for directing and co-ordinating the marketing
efforts.

(a) Strategic Plan (b) Corporate Mission

(c) Marketing Plan (d) Tactical Plan

Information/data collected for the first time specifically for a Marketing Research
Study is called

(a) Experimental Research (b) Secondary Data
(c) Primary Data (d) Soft Research

marketing include internal, integrated, performance and relationship
marketing.

(a) Selling concept (b)  Product concept
(c) Holistic marketing concept (d) Social marketing concept

is not an Indian Multinational Company
(a) Wipro (b) Reliance
(c) Asian Paints (d) _Hindustan Unilever Ltd. (HUL)

means any type of sign, symbol; picture, number or name of product on
the goods to identify it.

(a) Product line (b) | Communication

(c) Branding (d) Research

The University represents marketing.

(a) Experiences (b) Services

(c) Goods (d) Decisions

A consumer’s is influenced by Economic, Social, Cultural and Personal
factors.

(a) products (b) customer value

(c)». support-services (d) buying behaviour

What is MNC ?

(a) Multi-National Co-operation (b) Multi-National Company

(c) ~Multi-National Corporation (d) Multi-National Collaboration
A channel refer to a producer selling directly to the last users.

(a) one-level (b) two-level

(c) three-level (d) zero-level
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means consumers dislike the product and may even pay to avoid it.
(a) Declining demand (b) Irregular demand
(c) Negative demand (d) Full demand

is about identifying and meeting human and social needs.
(a) Marketing (b) Event
(c) Experience (d) Adjustment

is the mental steps through which an individual passes from hearing
about an innovation to final adoption.

(a) Value adoption process (b) Consumer adoption process
(c) Customer satisfaction (d) None of the above

must be measurable, substantial, accessible, differentiable and
actionable.

(a) Market segments (b) Consumer behaviour
(c) Buying decisions (d) Market research
The operates in more than one country and capture R & D, production,

logistical, marketing and financial advantages not available to purely domestic
competitors.

(a) Domestic Trade firm (b) = Global Trade firm
(¢) Local Trade firm (d) ' None of the above



