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() Al questions are compulsory.

(2)  Figures to the right indicate marks allotted to each question.

Explain the societal
OR

How are companies changing in the twenty first century ?
Answer briefly : (any two)

marketing concept.

(i) What is relationship marketing ?

(ii) Distinguish between need and want.

(iii) State the three types of marketing control.

Answer in one-two sentences only : '

(i) Define marketing process. ‘

(i) What is customer satisfaction ?

(ili) State the fivetypes of needs.

What are Reference Groups 2 How do reference groups influence behaviour ?
OR |

Explain the basis for segmenting market.

Answer briefly : (any two)

" . Lt ni]‘[g?
() What is positio itors be identified ?

(1) How can compet! fing research process.
(iii) State the steps in mark® .
¢
Answer jn one-two sent”
. : e 0
() State the importa™®® , decision process.
(i) State the steps if bu m.:s of competitors.
. atte
(ii) State the reaction P 5

es only : ;
£ the study of consumer behaviour.
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nent and testin
OR
ctiv ,
f effecti ecummumcation.

g in new Prod
; u
Explain concept develop B d“"elﬂpnrvem process.
Explain the steps in development @
Answer briefly : (any two)

(i)  State the challenges in neW .
(i) State the stages in the consumer adoption process

(iii) How do companies decide on the promotion buge; 9
Answer in one-two sentences only :

(i)  State the functions of advertising.

(i1) What is line extension ?

(iii) What is a Brand ?

product developmen

Explain the strategies for matching demand and supply ina ser;zice Business ?
OR

Explain the different market — entry -modes. available td an intemational
marketer.

Answer briefly : (any two)

(i) What is product adaptation ?

(11) State the stagesiin internationalization pmce‘ss.”
(iii) State the categories of service mix.

Answer in one-two sentences only :

(i) Define scrvice.

(ii) What is interactive marketing in services ?

(iii) State the benefits of Franchising.

Choose the correct option :

A company faces several maj - .o nal marketing. The first
e Jor deci in jnternation g
of these decisions is Sions in In .

(a) deciding whether to £0 international
(b) looking at the globa] marketing environment
(c) deciding which markeyg to enter

(d) deciding how to enter Markets

means introducing the Product in the foreign ™ et without any change.
in the fo

(2)  Straight extensjop (b) Product ada
e ro ;
(c) Communicatiop adaptation (d) Dﬁal adap{aho“
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isan e
Xample of pure service.

- deseribes
service to custq

the ng ice, distri
Shoing rmal work to prepare, prce, distribute and promote the

(a) External Marketing

’ by Intemal marketing
(c) Direct Marketing (b)

(d) Channel marketing

(2) Baby sitting (b) Airlines

(¢) Rest
aurant (d) Toothpaste

______ are opinj ) , )
s Pmion leaders in their community and adopt new ideas early but

I @
(a) Innovators (b) Early adopters

(c) Early majority (d) Late majority

Marketers often use the term to cover various grouping of customers.

(a) People (b) Market

(c) Industry (d) Demography

The __ concept holds that consumers will favour those products that offer
the most quality, performance or innovative features.

(a) product (b) _production

() marketing (d) selling

During market segmentation anialysis, the marketer identifies _____ segments
which present the greatest opportunity.

(a) target markets (b) primary markets

(c) focused markets (d) demographic markets

The method of selting the promn:;it?; {tudgct so as to match the budgets of the

competitors is known a8,
(a)  affordable
@ competitive parity

The greatest amount of
market comes throu

(b) percentage of sales
(d) objective & taste

involvement of an international marketer in a foreign

(b) joint venturing

(a) exporting (d) direct investment

() licensing s that the company carries within its product lines

. ems that
The total number ﬂ‘:: ltmclu{;t mix.

refersto___of (b) depth
(@) width (d) consistency
(¢) length 7 P.T.O



: ently pressi 2
(12) A is a need that 1 suffic 810 direcy the person to seek

satisfaction. (b) want
(a) motive d value
(c) demand !
g ne of the fi
(13) Which of the following 15 not © Ve stages of the buyer-decision
process ?

(b)  Brand Identificatiop

(a) Need Recognition
(d) Purchase decisiop

(c) Information search .

(14) The practice of going after 2 larger share of a smaller inarket is called
(2) ' undifferentiated marketing (b) differentiated marketing
(¢) concentrated marketin g (d) mass marketing :
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