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Note:- All Questions are Compulsory.
Figures to the right indicate full marks.

Ql.A) Fill in the blanks: cc)l, coz, co3 (gM)

l) N4arketing is a systematio process of identifying _ neecls ancl r,r,ant.

I C'ustontcr', Dcaler, Supplier, Marketer)

2'l is the paicl fbrm of Non personal plomotion of ideas, Goocls and Services by an
iclcntilled sponsor.

I13r'ancling, Ptiblicity, Advertising. Salespr.omolion]

-i) l'hc cxchange o1'goocls or services with or without n.roney is callccl

l'l'ransactior-r. J'ransltr, Sellir"rg, Satisfaction)

'tr) N4arl<ctin-q dccision sL4rport systenr is an irnpor-tant con-rponcnt ol'-_'-
I VllSi. Marlicting Rescetrch, Marketing Environment, Perceptiol)

-i).\t illtl'oclLlctory stagc of product iifc cycle aclvertising is undertaken to =.__
l(il'crrtc awarclless' Scll the prodLrct, Remincl the customer, Push thc procir-rct in the N4.r.l<et)

c()2(R)

6) 'l'hc 
startins point o1'all mail<eting activities is

il'}r'icc. I)rocluct, Place, Promotion,\
col(u)

7) I)osilioning -qives thc product co3(E)
It rst). PSti. tiPS, MIS)

Marks :-

col (u)

co3 (R)

lj) ___ is not a sta!.c in Proclr_rct Lit'e Cycle.

l(innvth, Dcoline, Mattrrity.'l'estMarketing)

(12. Attcmpt thc fblkrwing (Either A & B or C & D):
A) Irxplain the l'eatures and aclvantages o1'marketing to bnsiness llrms'/
I1) Ir.rplain 4l)'s ol Marl<cting?

col Gr)

co2 (AP)

co2(R)

col
col (E) (8M)
col (E) (7M)

tJ I. Ii) Slatc rr'ltether thc ltrllnwing statements are 'l'ruc or Falsc:- COl, COZ,6113 (rgr) (7N{)
1 I iirlarlicting lircilit:rtes satisliiction of Human wants.
2) Stahlc Markcting Ettvirontnent is vely much necessary fbr business growt6.
I ) \4arl<ctirrp research inclucles only consumer research.
-l) l hc variables in nrarl<cting nrix are independent of each other.
-i) I'}l.(l rescntbles Ilunran l,i1e Cycle.
6) Intt:r'nct rnall<eting is also rel'errecl to as online marketing.
7 r \ llS is rr onctirnu activitl .

(') i)iscLrss the oorc

& '['r'ansactions?

or{
concepts of Marketing with reference 1o Needs, Wants, DemancJs

col (u) (BM)



D) I)istingLrislt between lvlarketing & Selling?

Q3. r\tternyrt thc firllorving (ftrither A ct B or C & D):

A) I)iscLrss yirrious cgmponetrts o1'Vlacro Bnvirout-tlent that itll'lr-reuce tllarkctillg

rlecisiotis o {'ii lllur'?

I3) lrxplain cliI't'etent types o1'Marketing Research'?

OR

C)) DistingLrish between MIS & Marketing l{osearch'?

I)) l:rxplain thc steps itl Clonsutler btrying process?

Q-1. r\ttcmpt thc lirllorving (Either A & Il or C & D):

A) l)cllnc Markcting Mix? tixplain tlie elemetlts of Marketing Mix'/

Ll) What is []ranciing? State its role'?

OR

(') \\rhat arc tltc cliflcrent Pricing Strzitegies?

I )) l:xplairt vitt'iorts Protnotiotl 
-l'oo1s'?

(15. Attcnrpt thc tbllorving (Eithcr A & I] or Short Notes):

A) What is Scgmentation'? State the bases ol'segmentation'/

Ll) Wttat is l.rositiittting? State its irnportance'/

oll
('r \\rritc Short Notcs lbr tlie fblicxving: (Any't'hree)

c0r (AI'}) (7N,i)

co2 (AN) (fiN,l)

c02 (l{) (7N,l)

co2 (AP) (8i\'1)

c02 (liv) (7N1)

co3
c03 (AN) (8N4)

co3 (AN) (7N4)

co2 (AN) (8M)

co2 (Ev) (7M)

col, co2, co3
co3 (AN) (8M)

co3 (R) (7M)

col, coa, co3 (lt,U,AP,AN) (15M)

I) Aclvantagcs o1'[r Markcting.
I J Soe irrl N4rrrlicting.

5 ) l{elationshilt Marketing

2) Obiective o1' Pricing.

4)'l'argeting
6) I'ypes o1' Mzrrketing f)l.ratlncls

co2

XXXXXXXXXXXXX


