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1. What is marketing and marketing management ? Explain the difference between

marketing and selling. | 14
OR
. (A) Discuss the new marketing realities. | 7 .
(B) Discuss the objectives of marketing research. 7
‘2. Describe the demographic and geographic bases of market segméntatibn. 14
OR ‘
2. (A) Discuss the lnurkcting strategies of gro;ﬂh stage of product life cycle. 7
(B) Discuss various branding strategies. &
3. Explain in detail about pricing strategies. 14
OR
3. (A) Discuss new product development procest 7
(B) Describe factors affecting product mix. 7
4,  Explain salesrpronidtion through salesmen and consumers. 14
4.  (A) Discuss strategies for managing product support services. L
— (B) Descriﬁé'factors aﬁ'éc_tiﬂg selection of marketing communication mix . 7
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Attempt any seven : | 14
(1) is human activity that satisfies needs and wants through exchange process.
(a) Market (b) Selling
(c) Marketing (d) Production
(2) A person desires something to satisfy basic need, it is known as
(a) want (b) value
(c) market (d) purchase
(3) Which is the first stage of market research procedure ?
(a) Analysis of situation (b) Collection of data
(c¢) Data analysis (d) Define problem
(4) Customer’s impression and their opinion about brand of products and services, 1t is

(3)

(6)

@,

(8)

) I

known as

(a) Attitude (b) Perception
(c) Personality . (d) Life style
is a name and symbol which is intended to ‘identify the seller of goods
Or Services.
(a) Branding (b) - Packaging
(c) Advertisement (d) Pricing
When consumer insists on buying a product belonging to a definite place only, it is

known as

(a) Firm loyalty ' (b) Place loyalty
(c) Product loyalty % (d)___ che loyalty A

,.,Whlch of the*follbwmg is| the‘ob%ecuve of pncmg ?

(a) : TO meet coiqpetltlon i (b) To get return on mvestment
(c) To'maximise! proﬁts ;) (d) Allof gwcn /

The same pnce for bll the goods and services is charged for ‘all:customers. it is
known as AN

(a)  Flexible price pohcy ‘ | (b)  One price policy

(¢) Cost pnce POIIGY - (d) Competitive price fmhcy

LG electronlcs produces varwus electronics products. It . is an example of

- mt Line | (b) Product chain

(c) Product mix - vt T (d) Product strategy
_ consists of those activities mvolved in selling. dlrectly to ultimate |
consumg'r_s -
(a) Wholesaler (b) _Retailing
(c). Agent (d) Al qf given

4.



