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Instructions - (1) Al guestions in Section | carry equal marks

o
,. | . \
(=) Attempt any two from Section I
(3)  Question - S in Section - 11 is compulsory. \
Section — |
40

Attempt any two questions of the following

(@) Explain in detail the concept of Marketing Mix coin ome McCarthy. 10

(b)  Assume that you are appointed as a Mar e in a firm. Your
supervisor wants to know your level of unde y of Marketing. Explain him

the Marketing Process. a 10
(@) Pepe Jeans wants to laungh itg, Premium ymade Garment brand into market.
g€

Help Pepe Jeans by suggestin aining various Demographic variables of

y EY
&

o

Market Segmentation. | 10
(b)  You are appointed a firm. Your Marketing Head has segmented the

market. Now t. He asks you to describe the steps involved in the

process of tar keting. — Describe. . 10

1as appointed an Intern for consumer durables. Intern wants to

process in detail. 10

Expert; explain him the psychological factors affecting consumer behaviour with
examples. 10

4. (a) Assume that you are Head of Marketing Department of a small firm; explain to

your team the concept of Marketing Information System (MIS) and its
components. | 10

- (b) Describe the various limitations of Marketing Research. 10
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cct answer from the following and rewrite : (Any Ten) 10

&, Choose the corr
e. information, or experiences

(1) - are the combination of product, servic
offered to market to satisfy a need or want.
Marketing Offers

(‘ustomer preferences

(a) Customer expectations (b)

(¢c) Customer nceds \Ad)

(2) When human wants are backed by purchasing power and willingnes:
become

\;(ﬂ) Neceds

(c) Wanis
(3) A i« a cluster of complementary products ¢

related in the minds of (the consumers. but arc avail
companics or 1 ndustrics.
(a) Meta Markets (b) ar %
(¢) Industrial Markets \/,(A') on
S

(4) _ will not buy enough of the
organis g €S rous efforts.
(a) Marketing Selling
| )

Production

(b) Value

(d) Demand

or some specific user group 1S called as .
o _AD) Competitor Positioning
7~
(d) User Positioning

. have only a vague idea about the brand.

ng (b) Over positioning
tful positioning (d) Confused positioning

erage strategy in which a firm decides to ignore market segment
after the whole market with on€ offer is known as

d marketing (b) Niche marketing
(d) Mass marketing

ich the segments must h

(a) Undifferentiate

(c) Differentiated marketing
gree 10 wh

ve enough size and

- means the de



> as a result of his/her
(10) involves changes in the buver s behaviour as
involves c¢hi : .
experience. |
(@) I carning (h) Perception

\)’) Culture (@) Group N

: : hich they do not helong
(11) People are also imfluenced by groups to whic

@ron
are thosc groups a person hopes to joimn.
(@)  Dissociative (b)  Primary
(¢)  Aspirational (d) Secondary
| . | ‘ . | \ve | ¥
(1.2) ___buving behaviour is characterised by low consumer 1n

significant brand preference.

(@) Habitual (b) Dissonance re

(¢) V ariety-seeking (d) Comple

(13) Is specification of methods and pr
needed by the researcher.

(@)  Research Objective (by&. R S1¢
(¢) Research Motto @ ) ne of the above
(14) i1s the first step of the m t;ﬁrch process.
(@)  Collect and analyse, the \
pl
oDICm

e plan

Ing

quiring the information

(b) Implement the
(¢) Define the re

ent Information System
arketing Intelligence System
(c)  Marketing Information System
(d) Marketing Decision System



