Q.P. Code : 13897

(2% Hours) . [ Total Marks : 75

N.B‘. 1 (1) All questions are

g compulsory.
(2) Figures to the rig

ht indicate full marks.

(2) Define Marketing & explain the features of marketing. .
(b) What is Strategic Marketing Management ? How is it different f

~ Traditional Marketing Management ? Explain. | @
(c) What is Event Marketing ? Explain the steps in event markct’iQrzg‘

Ys
() Define Marketing Information System. Describe the f:a@rcs of MIS.

(b) Explain the meaning of Consumer Behavior. What ar various factors
affecting consumer behavior?

, %
(¢) What is Market-Segmentation? ExplainctsQYbases of market

segmentation.
g g Sl
3. Answer any two of the following : /{c” e
(a) Define Marketing Mix. Explain br@‘? the various areas of product
~ decision. \

(b) Explain the term Branding. Disgg&’ {/arious factors affecting branding.

55
| . O
1. Answer any two of the following : ‘él
O\/

2.  Answer any two of the following : =i 12

15

(c) Explain the méar}i‘hg of Prigig. Discliss‘briefly the various pricing

methods. .. \Z\Yg}
@

4. Answer any two of the followi
(a) What is Physical ibution ? Describe recent trends in distribution.
~ (b) Define Advertisig: Briefly explain the features of advertising.

(¢) What is Dirgb arketing ? Explain the various forms of direct
' marketing, \& -‘

5, (a) Fill in the b&s by éhoosing appropriate options given below.
() {5\9 ___ concept of marketing balances between society welfare
profit.

X&) Product  (b) Selling (c) Societal (d) Production

&@_\7 is an element of demographic segmentation.

(a) Personality (b) Age (c). Attitude (d) Usage rate
& iii) Segment within segment is called as Marketing.

N E (a) Niche (b) Direct  (c) Social (d) Event

AV,
&
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2

od of introducif

ts with the same brapq

: th r_'
iv) /lsame d loyalty {
(w name. , (b) Brand extension (&
) Brand fatigl® pal s Zero level. <<,Q>
(2 d positioning s also called as N
v) () B farketing © anne(b)' Direct o
A\
(3) Horizonta (d) None of these &
(c) Indirec . are “True’ of ‘False’. QZ\Y\ :
" 5. (b) State whether the following Sta,tezznascomplex exercise. V?
(i) Study of consumer e lete portfolio of product ered by 5
(i) Product mix refers to the comp X~
firm. : ting. \é
ey f Direct Marketing
(iii) Telemarketing1s 2 form 0 ) - nt of marketi
(iv) Marketing Decision Support System 15 & cjpiﬁm ng
research. )
(v) Brand Image and Brand Equity are SYHOHY%SVS Lerms;
S
5. (c) Match the followi;lg 0ci_,\ B. §
| . & .
(1) Customer Relationship Managemgéb (a) Non-Paid Form
(2) Viral Marketing ‘b\’ (b) Resolves conflicts
(3) Multi Level Marketing \»\Y“ in distribution
(4). Vertical Marketing Systchg- (c) Customer Feedback
(5) Publicity CZ\ (d) Trade Fairs
QQ- (¢) Brand Resonance )
\;5' () Network Marketing
é\?‘ (8) Social Media
N
\-&‘?‘
N
N
&
S |
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