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1. Define Marketing and Marketing Management. Briefly discuss the scope of Marketing.
Explain in detail the Core Marketing Concepts. 14
OR
1. Discuss the content of a marketing plan. Describe the concepts of Market Research and
Marketing Research in detail. 14
2. Attempt any two from the following : 14

(1) Product Life Cycle and Marketing Strategies
(2) Buying Decision Process

(3) Identifying and analyzing Competitors

(4) Segmentation, Targeting and Positioning

3. What is Pricing ? Explain the various Pricing Strategies and Programs implemented by

business entities. 14
OR
3. Describe the Consumer Adoption process in detail. Provide a brief overview of the new
Product Develgpment Process. 14

4. What key measures or steps must producers take to ensure effective communication for
selling their products ? Explain the stages involved in the process of effective marketing

communication. 14
OR -
4. What is the nature of services ? Explain how the unique characteristics of services

impact marketing strategies. Discuss effective marketing strategies for service firms

with examples. 14
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(1)  Which is not a characteristic of P“ckﬂgmg from the following 7

(2)

3)

(4)

©)

(6)

(7)

(8)

(9)

(a) Simplification (b) Attractive
(¢c) Protective (d) Durable
Which is not included from the following in types of service marketing from the

view point of the organization 7
(ﬂ) Inter-operational markctmg (b) Intemal marketlng

.(¢) Special marketing (d) External marketing

Which of the following marketing strategy is followed by business enterprises in

case of falling demand ?

(a) Counter Marketing (b) Synchro Marketing
(c) Re-marketing (d) Stimulation Marketing

In the international marketing, the business units enter -multiple foreign market
simultaneously, then this strategy 1S known as

(a) Step-down strategy (b) Sprinkler strategy

(c) Waterfall strategy (d) Global strategy

4’Cs of marketing are given by

(a) Neil H. Borden (b) Michel Porter

(c) Philip Kotler (d) Bob Lauterborn

Which of the following is a key factor influencing consumer behaviour ?
(a) Economic condition (b) Cultural influence

(c) Psychological factors (d) All of the above

What is the main purpose of market segmentation ?
(a) To focus on production eﬁimency
(b) To divide a market into distinct groups with similar needs and characteristics.

(c) To increase product diversity without understanding customer needs.
(d) To avoid competitive analysis.

Which orientation focuses on meeting customer needs and creating value to
achieve long-term success in the market ?

(a) - Production orientation (b) -Product orientation

(c) Selling orientation (d) Market orientation

Which of the following is not a core task of marketing management ?
(a) Conducting marketing research

(b) Developing marketing strategies and plans

(¢) Overseeing the production process

(d) Creating long-term loyalty relationships

(10) Which of the following is not a k€Y component of productlon strategy ?
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(a) Production classification (b) Setting pricing strategies
(¢) Packaging and labelling (d) Competitor pricing analysis
4



