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N.B.: (i) All questions are compulsory QO
(2) Figures to the right indicate full marks. O@
O
1. Answer any two of the following : co ' C)O\Qis
(a) Whatis amiddleman? Discuss the various types of Agent middlemen in the %
distribution of goods. : QQ)
(b) Whatis logistics? Explain its components. SN
(c) Define online retailing. Outline briefly any three successful online @fallers in
India. ‘ C}&
4 -
2. Answer any two of the following : 2 15

(a) Describe the objectives of marketmg communication 0\0
~ (b) Elucidate the factors affecting promotion mix decisi
(c) "Therole of social media in marketing communicatio@‘s very crucial". Comment

" ‘
3. Answer any two of the following ~ 15
(a) Withrespectto high and low involvement péeducts explain the steps in the
consumer behaviour process. \'e
(b) Elaborate the Environment and orgamﬁ%onal factors affectmg organisational
buying behaviour. 15!
(¢) Explain, how consumer buying b@%vmur is different from the organizational
buying behaviour?
@
N\ |
4. Answer any two of the followmg W .15

(a) Discuss the strategies f& managing service quality and productivity.
(b) Briefly describe thefnral market scenario in India
(c) Whatis rural majé@ing? Elucidate the challenges faced by marketers in rural

India @)
O@
5. (a)Fillinthe blan]@with the help of appropriate option : ‘ 5
on _c,3Q\ takes possession of products but do not own them for the transfer of
title& the merchandise.
()@ (a) Agent (b)  Manufacturer
O\® (c) Functional middleman (d) None of these
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(ii) intend to draw customer's attention towards products near the checkout
counters. ((\C
(a) Point of Purchase (b)  Publicity &
(c) Personal selling (d)  Direct marketing O
(iil) In , buying activity is more formalized, . A @
(@) Customer buying (b)  Organizational buying . @Q
(¢) Individual buying (d)  All of these 39
' S
(iv) is /are the features of the services. @6
(a) Intangible - (b)  Inseparable NI
(c) Inconsistent (d)  All of these \QO '
e '
(v) ' can be used for regular sell of products in the rurﬁ?narkets.
(a) Village melas (b)  Events O‘%"
(¢) Malls (d) - None of th
\o‘o
(b) State whether the following statements are "True' or "False’ - 5
(i) E-marketing has no challenges in India. O
(ii) Budget is not a constraint for designing prcﬁgotional mix.
(iii) Post purchase action of customer is nof¥mportant for marketers.
(iv) Cultural values influence rural custo{n%} buying behaviour more than the
urban customer Y
(v) Highinvolvement products ar@\;ﬁ’ioed lower.
o
(c) Match the following \(\9\ 5
‘Al V\% B'
(1) Indian Online retailer g (a) Straightrebuy
(2) Guerillamarketing o (b) Marketing mix of services
(3) Routine purchase (c) Elements of promotion
(4) Physical evid (d) '~ amazon.com
(5) Window disg (¢)  Visual merchandising
@ (f) Testmarketing
C}QJ(\ (g) jabong.com
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