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1. Answer the following as directed : (any ten)

1x10=10 °

ﬁmﬁmﬁm—@miﬁﬁm (RicFiza w2by)

(1)

Which of the following is not included
in psychographic segmentation of
markets ?
ARG @R T LS W R
YOG 72 ?
(a) Personality

Jieg
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(@)

(b) Lifestyle

SR
(c) Attitude
R

(d)j':t‘ Culture

B

Which one of the following is related to
micro-environmental forces ?

FCAIe CPRI! 7 ARERS Seiii wpo
GiRw ? ‘

(a) Demographic

SRR AR

(b) Marketing intermediaries -
TSR TGO

(c) Economic
bl

(d) Socio-cultura]

AMfEs-TH o
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(i) Television is an example of

ﬁm@@wﬁtw«mm@ G BRSIRISK

(a) emergency gobds

SRR TS

(b) convenience goods
ARG &

(c) shopping goods
&GS € &

(d) impulse goods

(iv) Consumer behaviour is affectéd by
(ST b9 eioRifEe w41 CoAMD! 2a
(@) family
CIRRIG
(b) age
SRl

(c) income
S

(d) All of the above
@57 SIIRHRD!
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(v) Sales promotion activities are
conducted by '

el GSteset FIeIeER s1R51Ee w5
(@) producers
CRABISICH
(b) wholesalers
el Reaeiz
" (¢) retailers
Pl Rl
(d) government
DIPICT

(vi) Which one of the following is not a
component of product planning ?

iC“IQWWW@WWQ

(@) . product innovation

T3 OB
(b) praduct diversification
T (fbamad
,_(c) product standardisation
O NI —
onookan o
(d) product branding WO- 0//.7. \
LS 2 S I :
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(vii) Which one of the following is not an

advertising goal ?
 ReRre @R [Essie o TR
(@) Attention
i SR
(b) Desire
=
(c) Adoption
YT
(d) Action
o

(viii) Product simplification is the process of

S I PR TS G oiferd, TS
(@) increasing the product line
oS TRESe Jia F6 A

(b) changing the product line
Sl TR Tl N

(c) reducing the product line
AN AFTaeel P T A

(d)' amending the product line
P BRI TN <+ =
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in sales promotion ?
feate Ao Rt S oo oo ?

(a) Personal selling
Jfesre [
L (b) Exhibition
(c) Advertising
R
(d) Publicity
aABI

i
|
(x) Which one of the following is 1ncluded |

|

(1)

() Which one of the following is not an

uncontrollable factor of marketing
environment ?

wmwmﬂmwﬁmmmwwq
PP F937 2 A

(@) Economic growth

S2ftfo R

(b) Level of education

T @
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' (@) co-branding |

() Marketing mix

iR e

(d) Price policy
FIS

The strategic use of a brand’s equity in
which the marketer leverages the
brand’s good name to buy something

new 1s

WW@T’W ] TN O A2FF (ST A
s STgeTel AR el T @S TR0
e GO 2 |

-GS
(b) brand extension

@ i

(c) line extension
o AR
(d) product extension

SRS TR
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(xii) Form : : | | ,
) cu f[n et getting (xiv) Under __._ pricing policy, a very
stom L ! -
e o promising ideas ; high price is set for a new product

is called _ :
: : initially and gradually the price reduced
W‘islfﬁ% TEI® ale efsfera @@Nﬂw ‘} as competitors enter the market. '
i & e e | (Fill in the blank)

e Ao LTS TSI ol T

A Sesife @i To5 WET 4 T PIReE TeTe AT
' oz 20 @ R T A SR Gl =
(3T 18 %3 )

(@) idea generation

(b) concept testing

YN A

(xv) The first step in new product

- (¢) product testing development is

AN o (Fill in the blank)

mjm@ﬂwawﬂvﬁmm’y
- (3T 312 959 )

(@) test marketing

‘_‘.
- TG AT
(xvi) Social class, religion, race, culture etc.

aii) A : . i
( : ) company that attaches the same are significant varlables for

b : |
C;i:;i name to all of its produycts T | segmentation of markets.
: (Fill in the blank) (Fill in the blank)
R | / _
=TI ST 2 i @B @e | e @A, o, 3, gl St I
|

SR 2o A BT TAMH |

— [y
(ST 3R o 1) | ,

|
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(i) What is trademark ?

i : ;
(xvii) A provides written information

about the product, its features, ; ez
composition, performance etc. |
| - (i) What is direct marketing ?

(Fill in the blank)

— AT A, 3R @R, R i
SRR R 1| (0T 312 259 7)

ofoFF JeTI 2

(iv) What is branding?

xviii). S .
(xviii) egment'atlon of consumers based on a3y sl b 2
factors like climatic zone, continent/ |

country, region, state etc. constitute
______ segmentation. Aifee aeRee 62

(Fill in the blank)
W STRICT/ 07, e, A i Rofes

(y) What is social marketing ?

(vi) What is green marketing ?

TriteieR feiem qories Rorem FIoE TaRRd e
| » -
' Gl el \ (vii) What is sales promotion ?
2 Answer the following questions - (any five) ‘ fet @@Wﬁ fee
3 |
o | 2x5=10 (vii) What is rural marketing ?
e Al 2R \ ' | _ :
®e 11 2 (Riewrean sfoy oy FERed e
() What i : . ; |
IS marketing environment 7 . ; ‘, (ix) What is skimming price ?
JGTFI 2/ {2 bl ; s 23
T o R o e
FlRensa/CRCSICOMHC 1 TP/ T W1 0 J e = | 4 (Sem-5/CBCS) COM HC 1 (PoM)/G 11 Contd.
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S

x .
(x) What is market segmentation ?

TG fefemR e

SupeA
nswer any four of the following :
| Sx4=20
oo (RIEINS Rz sifibie Ses e o
i LI - i |
()  Explain the distribution policies wh
. s which

L EuR
€ generally adopted
manufacturers. Vasthie

CR AR
AlLFICS
%ﬂ{qaﬂgmw' R 91 Rose

i i
(i) Briefly explain the fu i
i, nctions of

o A ™ P WWW,

(i) Explain -
_ the import
ance of marketj
eting.

EIESEEE B0 I 710 |

(tv) Explai i ‘
plain the lmportance of
segmentation, !

TG RIeeR wag et <oy
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(v) Explain the advantages of packaging.

(BreTR=eR R IOl

(vi) Explain the significance of channels of

distribution in marketing.

a%ﬁ«m¢ﬁsﬁﬁmqemﬁ%a<aeﬁﬁawmiaﬁﬂ

(vii) Explain the significance of the study of

consumer behaviour.

@ﬂvsmﬁ<amaﬁ<ﬂ%mﬂavﬁewfaﬁﬁﬁiﬁﬁl

(viii) Explain the advantages of direct
_marketing.

sz$a@Fﬁﬁ¢§aﬁmﬂqiawmtaaw

lowing :

Answer any four of the fol
10x4=40

weto AR ﬁk¢n375#%Wa'@@aﬁ#mi

What is marketing mix ? Explain about

®)
3+7=10

the 7Ps’ of marketing mix.
mﬁ«mﬁﬁ@ﬁ%?wm«ﬁqﬁwﬁﬂﬁﬂfw
@ I 1| :

Contd.

-
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(i) Discuss t i ‘ '
he various concepts of (vii) What is channel of distribution ?

marketing. Explain the various factors which affect
AGIF0T Rfeg the choice of channel of distribution.
RERE(IS) NIBRIRIMEY Ao 4 | 4 ; | 2+8=10
| (W) Discuss the different bases used for o9 2oE] [ 2 Rosd 2! b S99 R
market segmentation. RIS T SAMPTR I F
ﬁwm IR Ry ﬁf\\w (,Eﬁ}‘[:{g (viit) Discuss the various factors that
SNCTBT <51 .- Yt e influence consumer behaviour.
(iv) What is product lifé cvele 2 : siizF< b seie S Ko CAMIPRR
yele ? Explain the GIRIEEI

| T GRE b e 3 QWISJPF/:IO i iy promotion mix. Distinguish between
1 A e T R0 advertisement and publicity. ‘
, 6+4=10
(v) What is‘ pricing ? Discuss the factors _ Befead feR fon TAMINCE T B0
influencing product pricing deCiSions ol Sl AP Nore AL Bl
I 2+8~10 What is new product development ?
1S % 155 2 w9 7 e WW Explain the various st€ps involved in
N \© i
91 CAMER SNCEN <517 | ‘ new product d_evelopment procgis8 pa

vi) Di 1
(vj) Discuss the various environmentg]
. . a
forces influencing marketing

WWW, b 9”%"”’%
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o

Waﬁ@ﬁﬁ@ﬁﬁﬁﬁwaﬁﬂﬂWl

S— ]
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St PIOUUCT Pricing decisions,
2+8=10

qu%?mquﬁwm%
A CAMINER SNCTbA <54 |

(vi) Discuss the various environmenta]

forces influencing marketing.

TGRT RIS F91 [fon AR
FRPAIR. SICEGA! 51|
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