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Attempt. 4l questions.
All questions carry equal marks.

All part of the questions must be attempted together.
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L (@) ‘‘Marketing is the foundation of business.” In the
light of this statement; explain the importance of
marketing. 4
()  “‘Marketing is not merely selling.” Examine this statement
and discuss the nature and scope of marketing. 7
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Or
(319)
Define the term ‘‘Marketing Mix”. What factors influence
the determinat.ion of marketing mix ? 7
What is micro-environment of marketing ?, List the

elements of such environment. 4
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In what manner do the economic and technological

factors influence the demand for a product or service.
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What are the implications of these factor for designing

marketing strategies ? 7

Why is it important for marketers to study the

* behaviour of their customers 7 4
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Or

(3rga)
Briefly explain the stages in the buying decision précess.
Do all consumers pass through all stages in buying,
for example in products such as milk, bread and bathing
" soap (daily uses product) or a tractor being bought by
a farmer ? How do social, cultural factors affect such
buying ? 335
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- What are the bases of market segmentation ? Discﬁss in brie.f
why it is said that for effective segmentation it must. be
identifiable, measurable, substantial and responsive’ ? Discuss
by giving examples. ' ‘ 56
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Or
(3rgan)

What do you understand by i)roduct mix ? With the help
of an example of a multi-product company, explain width, .
length, depth and consistency of product mix. 56
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Describe various factors influencing pricing decisions of a
business firm. Differentiate between penetrations and Skimming

pricing strategies and their respective usage. 6,5
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(3reram)
Discuss the importance of channel members in effective

distribution function for a marketer. What factors should be

considered in choosing an effective channel partner ? 56
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Write short notes on any three of the following

(@)
()
©
(@)
G
0

Integrated marketing communication

Major bages for positioning a product
Segmented Marketing Vs. Niche marketing
Major logistics functions

Non-store based retailers

Marketing concept.
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