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I.  (A) What is Marketing ? How business and marketing are changing in 21% century 2. 14

OR
(i)  What is Marketing ? Differentiate between selling and marketing. 7
(ii) Explain various core concepts of marketing. 7
(B) Select the correct option : (Any 4) 4
(i)  Marketers market which of the following entities ?
(a) Products (b) / Services
(c) Experiences (d) * All of the above

(i)  When consumers dislike a product and are eventeady to pay a price to avoid
it is known as

(a) Latent demand (b) Non-existent demand
(¢) Negative'demand (d) Declining demand
(iii) As per the production concept, businesses units concentrate on

(a) Highproduction efficiency (b) Low costs

(c) Mass distribution (d) All of the above
(iv) Marketing focuses on the need of
(a) < buyer (b) seller
(c)  buyer and seller (d) None of the above
(V) are wants for specific products based on an ability to pay.
(@) Needs (b) Wants
(c) Demands (d) Status
(vi) __ isthe father of Modern Marketing.
(a) Peter Drucker (b) Philip Kotler
(c) Abraham Maslow (d) Lester Wunderman

DC-109 4



2. (A) Whatis Consumer Behaviour ? Explain factors influencing consumer behaviour. 14

OR
(i)  Explain Marketing Research Process in brief. 7
(ii) Explain the Consumer Buying process. 7
(B) Select the correct option. (Any 4) 4

(i)  Which of the following lists the hierarchy of needs in its correct order
beginning with the most basic ?

(a) Personal, social, physiological, psychological and safety
(b) Physiological, safety, social, esteem and self-actualization
(c) Safety, physiological, social, esteem and self-actualization
(d) Self-actualization, social, esteem, Physiological, safety
(ii)  As per the Value Creation and Distribution Process, the first phase is
(a) choosing the value (b) providing the value
(c) communicating the value  (d) None of the above.
(iii) Many firms are trying to develop relationships with their customers because

(a) people are naturally brand loyal.

(b) new customers are very expensive to attract.
(¢) doing so makes it easier to retain them.

(d) (b) and (c) are correct.

(iv) Information/data collected for the first time specifically for a marketing
research study.is called

(a) Experimental Research (b) Primary Data
(¢) Secondary Data (d) None of the above
(v) In strategic brand management, focus is on
(a) Brand positioning (b) Brand marketing
(¢) Brand performance (d) All of the above
(vi) A product line lengthened by adding more items within the present range, is
known as
(a) Product line filling (b)  Product line stretching

(¢)  Product line modernization (d) all of the above

3. " (A) Whatis New Product ? Explain the New Product Development Process. 14
OR

(i)  Explain the stages in Consumer Adoption Process. 7

(ii) Explain different types of Pricing Strategies. 7

DC-109 5 P.T.O.



(B) Select the correct option : (Any 3) 3

@) tend to be opinion leaders and helpful in advertising the new
product to other potential buyers.

(a) Innovators (b) Early Adopters
(c) Early Majority (d) Laggards

(ii) The use of e-mail, fax, internet or telephone to communicate with specific
prospects and customers is

(a) Sales promotion (b) Direct marketing
(c) Personal selling (d) Advertising
(iii) The marketer uses to display, sell, or distribute the physical

product or service to the Customer or Consumer.
(a) Communication channel (Management)
(b) Distribution channel
(¢) Service Channel (Management)
(d) None of the above
(iv) Person’s own living or interaction and acting pattern is classified as
(a) lifestyle (b) personality and self-concept
(¢) social class (d) .None of the above

4. (A) Whatis Advertising ? Discuss the advantages and disadvantages of Advertising. 14

OR
(i)  What kind of pricing probléms a multinational company faces when selling
abroad ? 7
(ii) What is Service Marketing ? Describe distinctive characteristics of services. 7
(B) Select the correct option. (Any 3) 3

(i)  Any paid form of non-personal presentation and promotion of ideas, goods,
or services by an identified sponsor is called

(a) sales promotion (b) direct marketing

(c)« advertising (d) personal selling
(ii) Tactical marketing plan focuseson

(a) promotion (b) merchandising

(c) sales Channel (Distribution) (d) all of the above
(iii) / Services marketing becomes difficult because of

(a) intangibility. (b) nodemand

(c) more complex market (d) difficult to enter the market
(iv) Restaurants are an example of _ service.

(a) pure (b) hybrid

(c) major (d) tangible
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1. (A) What is Marketing ? How business and marketing are changing in 21% century ?

B)

DC-109

OR

(i)  What is Marketing ? Differentiate between selling and markeéting.

(ii) Explain various core concepts of marketing.
Select the correct option : (Any 4)
(i)  Marketers market which of the following entities ?
(a) Products (b) Services
(c) Experiences (d) - All of the.above

(ii)) When consumers dislike a product and are even ready to pay a price to avoid

it is known as

(a) Latent demand (b)’ Non-existent demand

(¢) Negative demand (d) Declining demand

(iii) As per the production concept, businesses units concentrate on

(a) High production efficiency (b) Low costs

(¢) Mass distribution (d) All of the above
(iv) Marketing focuses on the need of

(a) buyer (b) seller

(¢) buyer and seller (d) None of the above
(v) are wants for specific products based on an ability to pay.

(a) Needs (b) Wants

(¢) Demands (d) Status
(vi) is the father of Modern Marketing.

(a) Peter Drucker (b) Philip Kotler

(c) Abraham Maslow (d) Lester Wunderman
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2. (A)
(B)
3. (A
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What is Consumer Behaviour ? Explain factors influencing consumer behaviour. 14
OR

(i)  Explain Marketing Research Process in brief.

(ii) Explain the Consumer Buying process. 7

Select the correct option. (Any 4)

(i)  Which of the following lists the hierarchy of needs in its correct ordefr
beginning with the most basic ?

(a) Personal, social, physiological, psychological and safety
(b) Physiological, safety, social, esteem and self-actualization
(c) Safety, physiological, social, esteem and self-actualization
(d) Self-actualization, social, esteem, Physiological, safety
(ii)  As per the Value Creation and Distribution Process, the first phaseis =~
(a) choosing the value (b) providing the value
(c) communicating the value  (d) None of the above.
(iii) Many firms are trying to develop relationships with their customers because

(a) people are naturally brand loyal.

(b) new customers are very expensive to attract.
(¢) doing so makes it easier toretain them.

(d) Both (b) and (¢) are correct.

(iv) Information/data collected for the first time specifically for a marketing
research study is called

(a) Experimental Research (b) Primary Data

(c) Secondary Data (d) None of the above
(v) In strategic brand management, focus is on
(a) Brand positioning (b) Brand marketing
(c)* Brand performance (d) All of the above
(vi) A product line lengthened by adding more items within the present range, is
known as
(a) Product line filling (b)  Product line stretching

(¢) « Product line modernization (d) all of'the above

What is New Product ? Explain the New Product Development Process. 14
OR
(i)  Explain the stages in Consumer Adoption Process. 7

(ii) Explain different types of Pricing Strategies.
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Select the correct option : (Any 3) 3
) tend to be opinion leaders and helpful in advertising the new product

to other potential buyers.

(a) Innovators (b) Early Adopters

(c) Early Majority (d) Laggards

(ii) The use of e-mail, fax, internet or telephone to communicate with specific
prospects and customers is

(a) Sales promotion (b) Direct marketing

(¢) Personal selling (d) Advertising
(iii) The marketer uses to display, sell, or distribute the physical

product or service to the Customer or Consumer.
(a) Communication channel (Management)
(b) Distribution channel
(¢) Service Channel (Management)
(d) None of the above
(iv) Person’s own living or interaction and acting patterns classified as
(a) lifestyle (b) personality and self-concept
(c) social class (d) Noneof the above

What is Advertising ? Discuss the advantagesand disadvantages of Advertising. 14

OR
(i)  What kind of pricing problems a:multinational company faces when selling
abroad ? 7
(ii) What is Service Marketing ? Discribe distinctive characteristics of services. 7
Select the correct option : (Any 3) 3

(i)  Sales promotion tools used to stimulate purchase, motivate salespeople and
generate business leads are classified in category of

(a) event promotion (b) off deal promotion
(¢) trade promotions (d) business promotions

(ii) Any paid form of non-personal presentation and promotion of ideas, goods,
or services by an identified sponsor is called

(a) sales promotion (b) direct marketing

(c) advertising (d) personal selling
(iii). Tactical marketing plan focuseson

(a) promotion (b) merchandising

(c) sales channel (distribution) (d) All of the above
(iv) Services marketing becomes difficult because of

(a) intangibility (b) no demand

(c) more complex market (d) difficult to enter the market
(v) Restaurants are an example of service.

(a) pure (b) hybrid

(c) major (d) tangible
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