Paper / Subject Code: 23114 / Commerce V

Duration: 3 hours Max. Marks- 100

Note: i. Afi Questions are compuisory.
2. Figures to the right indicate full marks.

Q1. A. Choose the appropriate option and fill in the blanks: (Any 10) 10
1 Strategic marketing mainly focuses on planning for achieving
competitive advantage.
a) Short-term b) Daily
c¢) Long-term d) Temporary
2. The first step in the marketing research process is p
a) Analyzing data b) Defining the research problem
¢) Reporting results d) Colléeting data

3. The process of dividing a market into distinct groups of buyers with
different needs is called market g
a) Positioning b) Targeting
c¢) Segmentation d) Forecasting

4. The marketing mix is commonly known as the combination of Product,
Price, Piace, and 1

a) Promotion b) Production

¢) Planning d) Processing

5. Amajor challenge in service'positioning is nature of

services.
a) Tangible b) Durable
c) Intangible d) Visible
6. is'an internal factor affecting pricing.
ay Cast 5} Campetition
c)Market Demand d) Consumers
7. Physical distribution refers to the movement of goods from the place of
production to the
a) Supplier b) Consumer
¢) Government d) Manufacture

8. Advertising, sales promotion, public relations, and personal selling

together form the mix
a) Production b) Distribution
¢) Promotion d) Financial
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9.  Sales Management mainly involves planning, directing and controlling the

activities of the force.
a) Production b) Sales
¢) Research d) Finance

10. A company with the largest market share in an industry is known as the
market :
a) Challenger b) Leader
c) Follower d) Nicher

11.  Generally Rural Consumers prefer to make payment by
a) Cash b) Credit Card
¢)Net Banking d) Digital wallet
12, could be onc of the factors resuiting in failu#e of a
brand.
a) Unique Selling proposition b) Faulty product.design.
¢) Innovation “d) CRM

s Siitewhe&ef&e@nﬁgﬁi&matﬁﬁTmﬁFdse(Amj 21 ig
Traditional marketing firms undertake SWOT analysis.
Marketing Information System activity is a one-time. progess.
Market targeting refers to selecting one or more market segments to serve.
In the decline stage of the Product Life Gyelc, salcsusually incrcasc rapid!
Service positioning enables firm to face market competition.

e
v

e

o Py by by ey

Pricing refers to determining the ‘monetary value that customers must pay

tor a product or service.

7. Transpertation and warehousing are important elements of physical
distribution.

8. Advertising is a pii_dform communication.
Communicationskill is.important for effective selling.

10. Consumer Otgafffsalions creatc consumer awareness about rights of
consumers. | &

Il Rural marketing focuses only on selling agricultural products in villages.

12 poor promotion strategy may cause brand failure.

Q2. Answer the following: (Any two) 15
What do you mean by Marketing? Explain its importance.

g

What is Marketing Research? Discuss its features.

(¢

Discuss the factors influencing Consumer Behaviour.
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Q3. Answer the following: (Any twao)

Discuss the Product Decision Areas.

- What is Product Positioning? Explain the strategies of Product Positioning.
% Explain briefly the various Pricing Strategies.
Q4. Answer the following: (Any two)
% Discuss the Traditional Channels of Distribution.
b. What is Integrated Marketing Communication? Explain its importance.
© What is Personal Selling? Explain the process of Personal Selling.
Q5. Answer the following: (Any two)
& Discuss various Unethical Practices in Mark&?ting.
B. What do you mean by Digital Marketing? Explain the Trends i Digital
Marketing.
€ What are the Career Options in Marketing?
Q6. Write shart notes of the following, (Any four)
a) Data Mining
b) Product Life Cycle
¢) Product Packaging
d) Objectives of Pricing
e) Supply Chain Management
f) Green Marketing
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