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Q4. Answer any two from the following:
a. What are the external factors aff'ecting p.icing of a product?
b. Wiiir ihc lrclp of c.rarrrplc. cxplain any t\\'o rnethocls of pricing in derail.
c. Describe various steps in pricing of a piccJuct.

t

Q5. A.Fill in the blanks with suitatrle option
1. Macro environment of business include i environment factor

a) Customers b) SLrppliers c) Investors a; n.*og*pl.,i.
2. is orre ol'the inteiltal l'acfr,,.s llrat carr he strerrgtlr o[rhe organizalion

a) Pianned rnarketing factors ti) Water"c) Ecology d) Competitive forces
product exceeds eustonrer satisfactiolr.

a) Potential b) Expected c) Augnr,.,rrred d) Core
is one of tlre objectives oi pricing

a) Prir:e leadersirip b) Market faih:re t,t Process d) None o1'these
hnique of pricirrg i,'; one of the pricing methocls

a) Skiranring b) Penetration c) Valuc d) Dilflcrential
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Q. P. Code: 22299

Time:2.30 hours : Marks: 75

Note: 1. All questions are compulsory
2. Figures to the right" indicates full rnarl<s

Ql. Anslver any two lrom the follorving: ls
a. Define rnarketing management. Discuss tiie need of marketing utanagernent.
b. Explain briefly the impact of micro envirr inment factors on the Indian marketing.
c. Write a note on C. K. Prahalad's "Bottorrr of the pyramid,,.

Q2. Anslver rln) nuo frorn the follorvirrg: 15
a. Elucidate various steps in strategic markr:iing planning process.
b. ''Marlieter should conducl SwoT arralvs]s t efur" f,.",',ling marketing i,rur.gy''. Elaborate

the statcment.

c. Describe Michael Porter's five lorces rnt"ilel.

Q3. Answer any hvo fromr the follotving: 15
a. Cive tlre classificaiioir of lndustrial goorts.

b. Statc the steps iu nerv proiJuct dcveloplr :,tl process.
c. Define product positioning. Discuss anr six product positioning straregies witS the help

of exarnples.Le
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Q. P. Code: 22299

R" State rlheflrr:r the l'rrllon,ing slrrl.rnle nts iirc 'l'nlc or [r'alse. r]5
l. irricttliti ir.rital etrvirottntcnt ltas lro ir':rpiicl. orr the i;iarkciirig olthe f irrl.
2. fvlall'clin!. stratr:gv is ll'arriell Lo achir:',,c :rlrr-irt tei ll oir.jrtctives.

-i. Llttstirittcr value hierarchv shriu's leve i of'{lustollrcr s satis{actiorr aticl the purchase of
Ptrid rrits.

'1.'fhere is no need to alter lnarketing straler i,:s in ditlcrcnt Pltrcluct Life Cycle stages.
5. I)r'uitlirrg pricirr.r arrtl ;ilrrrlrrct rrinde I irr rrrriiaru;l: is lr e Itullcngilrg tasl.

C. hittcfr 1trre lirllox ing"

I ) 
-t'hc 

sro\\ l.ir c I l\4 idrlle c lass

2) Marl'cti ng srr;tlcs), I nt p ienti.ntatioli
3) Kcniciri Ohnrac nroclel
zl) Inrage o['fiiil
5) Chocoilte

ti i irrr;.lrl:. g()()rl\

b) Crr:,tonrcrs. Cornpany^ Cornpetition
c) Irolitical voice

d1 ResoLrrces & S,r,sterrr

,.') [rttr'r'r[rl l.ictrrr ol pt'ie irrg

f) St,rpie gootls

s) [r'ar]li Iill l) Itoosc.r,elt
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