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habit is referred as :

(a) Convenience Goods,

(c) Durables.

2. 'PoP'means: '

(a) Point of Purchase.

(c) Power of Purchase"

Maximum:80 Marks

A' Liar.t^n ^rl ^a.^^1;^;^Answer all questions.., 
:

Each question carries I mark.

1' The category of consumer goods which are purchased frequently without making an effort a.sa

3. When the products are scld within a small or local area only, the market is known

(a) InternationalMarket.

(c) Local Market.

4. As per Maslow's hierarch;r of need, the most basic needs are categorized as

(a) Ego needs.

(c) Social needs.

5. The buyers who buy one brand all the time are :

' (a) Special loyalty. , (b) Hard core loyalty.

' (c) Shifting loyalty" (d) None of the above.

(b). Shopping Goods"

(d) Non-durables.

(b) PurchaseofProduct.

(d) None of the above.

(b) National Market.

(d) Capital Market.

(b) Physiologicalneeds.

(d) Safety needs.
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6. A brand when registered, known

7. ._-i- is a "divide and rule". stratery. .

..it...,..'

8. The discomfort caused by the post purchase conflict is called 

-:
9. Ttre marketing strategies under conditions of scarcity and during the period of shortage is known

ac-

10. The concept of PLC was popularised by 

-.
(10x1=L0marks)

Answer any eight questions.

Each question carribs'2 marks.

11. Define Marketing environment ?

12. What is a pnoduct ?

13. lefine the term brand.

14. Define senice.

15. What is pricing strategy ?

16. What is promotion ?

t?. What do you mean by rebates ? ,1::

18. What is zero level channel ?

19. What is marketing myopia ? '

20: What is,coflstrmerlbuyer behavior ? ,

. (8x2=16marks)

Part III (Short Essays)

, Eaeh questian carcies 4 marks.

2L. What are the Internal factors affecting pricing decisions ?

22. Discuss the functions of packaging.

ironmental faetors of marketing environment ?

24. What is promotion mix ? Brieflydiscuss the concept of promotion mix. .



o

26. What the rnqior tSrpes are of retails stores ?

25, Distinguish hetween treditional and modern concept of marketing :

27. Discuss the various stages in the buyer decision process.

28. What arc the steps in personal selling process ?

(6x4=24marks)

Each qtrcstioi earries 15 marks.----- a-------

80. What is sales promotion ? Explain the different kinds of sales promotion. I

31. what is pricing policy ? what are the important types of pricing policies ?
:

(Z x.15 = g0 marks) 
i
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part i , .,

Answer all questians.
'. ' , , i. , "Eadt qu,estian. cawies L fivtrh;',' ,' :' ' :

1. Marketing is a process of converting the potential customers into ---,---------:-.

' 2. The group of elements priee,,product, promotian and place constitule :

(a) Actual customers.

" {e} Marketers.

(a),, Mai"ketmix.

(c)r :Product mix,

': {a) Targeted message.

{ {c} Msre sales,

( b),'''$sosprsctive customers"

(fi Nnneof ttrese.

ib),;.M41$1tios .

(d) Proraotisn mft.

3. The marketq in which goods are bought and sold in butk quantities :

{a} Strholesale maqilg!

(e) World market.

4. Which of the following is a major advantage of personal selling ?

(b) Retail fizirlet,

(d)'..,Nbue of these.

(b) s,ehqq n8, &.equency,

(d) None of these.

5. Which of the fullowing'is not an element of promlrtion mil ?. .. :.'

(a) Advertisement. (b) Branding.

(d) Sales promotion.

Fill in the blanks :

7. Introducing a prcduct at low price and increasing the price once the brand succceds is known as

8. Dealer promotion is also known
, ' T.urn ovef
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' tn., Define salesPromptioq.

,',''',.',I 'xs.r.r$g i#:4 &A't,*e gniia ,

, ,,': :l::.: ..

',,:'l,,:,', '.' -iffi*rt:{$r$*6 fS-,, ,.,,

'.:,lli+,, :r'ji:r:, ;r:::l

a-1+rr

' ;": ":-"::' ''

,:::. 
i:1'.. r::l: ::

r:r I l'i, ,.r ::p:. :l:rj i
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l i#ddtnaikii

-::i:::,,1.:r....',,::.r'.:,r' :', l,

*e"

30,
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.

rj.:

;.



Tum over





\

L .e

:..
Anpw.ef any tvro questinns..

2g,. W,trat.is'product li,fe gycle ? \ilhat are tire difrererit,stagps itlvolvp4"in,fhe proiltrot'life yole ?

' .i
:

31. Describe advantqges of market Seguent4lion,

.(2'x 15 =80 marks)

.Li

i:
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Part fV (tong Essays)
I

Angber any two qtteatiotrs

29. Give the metrning and benefits of market seglnentgtion. D,isouss,the br{ses and ttrifibent kinds of

(2 x 15.=*30 marks)
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FOURTH SEIIE$TER B.BA DEGNEA
uxAlt{rNATroN, APnIL aAW

(uG4CSS)

Core Course .

TiB W.B O5_MABKESING IVIANAGEMENT

fime:ThreeHours Maximum: 80 TVeightage

Part A

. This pafi consiais of three bunches of qu4stions with equal weigl*aga'A*n 
buruh ftcs four questibrts.

' Answer all twelve questione,

A:.Fillintheblanks: ',t,
I Marketins iE a 

- 

eentered approach.

2 A finn identifies the target frarket, needs'and Wants of .cuetomerE t- ugh +-,
S Groups that have a direct or indirect influsnce on a peroon's attitudes or behavior is knosrn as

groups.

. 4 Theliterarymeaningofthetermproductis-.
B. Choose the correct anSwer from the alternatives

6 Marketing is a proeessnhich aims at

(a) Satisfaction ofcustomer needs. G) Se[ingproducts.

(c) Prtirftlction. (d). Profitmaking.

6 Ensuring the availability of the products arird sefllces as and whe0requittd $nhe customers

i8 

- 

utility.

7 ---is referred t0 as zsm sqgmentatlCIn.

(a) Mass Matketing. (b) NleheMarketing.

(c) Differentiated Marketing. (d) Maqket Targetlng.

8 Testing before launching a product is known as

(a) Ttme.

(c) Form.

(a) TestMarketing,

(c) AcidTest.

(b) P.lace-

(d) Poseeesion.

(b) ConceptTesting.

(d) MarketTest.

Turn over
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Ansner in one word.

g Any form of paid non-personal nlesentstirrl of ideas, t*qt o: aern/ices foq the purpose of

10 Anything that is uranufactured by.labour or effort is called a :

1r An environment where by buyers and sellera contact each other directly or indirectly' to buy

orsellgoodsiscaued'- 
'."' 

'dproduaing12 Tlregeneralgroupofactivitlm inproductplanningwhichinvolveethedeeig[iBgan

the container orwrapper for aproduct is called:

(l2xYt = 3 weightage)

Anauter all qucstione in ono ot two senlenae*

Each qucation carrics a weightqe of L

13 Define Marketing.

14 Distinguish between oon8umer goods and industrial'goods.

15",,$llhat'is meant by place utility

16 What are tlre 4 Ps in marketing ?

'?rice". 
r17 Definetheterm'

13 What do you mean by skimming pricing ?

19 What do you mean by Service Marketing

20 What is Electronic Retailing ?

21 What do you mean by Direct Advertieing ?

Part C ,

Answer anY fle questions'

An'swer sholl not etteed' one page eocD'

Ea;eh question aarriee a weightage of ?*

aracteristics of a good salesman ?

23 Explain the process of consumer buyrng' 
l

(9xi=gweightage)
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(5x2=lOw.eightagig)

!
i,:

26

26

,27
.28

What ii' iirouotion ?What is its lmportiince irr the markettrg of indlrstrial prc&rcts 7

Olsfmgrdsh between ft-uflFct and Service.

E$lain the oqioi ftrl$iOi:rs of paekagirg.

- :: " PsfilD.. ' ' " .

Anewer any two qucstbtts.

Eaeh $.e'stion eriics o weightugp bf 4

"',$fi; ' lA&erfisingi$elle IMUGB',,,Do t ou agroo with ttris BtatBhest ? Give reaeons for your answer

and crplain the functions performed by advertising.

$0 ,,r,,!Shat is'meant by PL,C ? &fpt ite concepts with €NaEFles"

' : . (P,x -S weightagB)-'r'1:''li:ril:*-l:''':

ft

1
?

I

I

I
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' Psrt I
AAr*wer all questions'

''''
1. Slhich one of ths followrrg is a1r etqryert of adv iag ?

(a) Non - Personal communication. (b) Personal communication.

(Prger:i $)

rorJafrr,s gmn s'B.A.'DECE&E

(sl Both (a)'and (b). (d) Informal communicafioli.

2. .Gruupe he 'a direet influehCe oR I perso& are ealled as #'

(a) Social groups.

{r} ,I*fom*l utB'

(b) MemborshiP groups.

(d) Formalgroup!,

(b), Seller, 
.:

(d) Consumsr.

G) Profi.

(d):'fltr'of theFe.

.

(a) Producer.

(s) Advertiser. l

(a), sunri ofthe fi{m. ':'.'::*

(e) Mark€tsha&.

6. 'Ivlarketmeans:

(a) Iltghor Fdustion. 1

&) Dxohange of gpocs and serviees'

(c) Apleee,wher.ebuyinesndselllngtakes,qp9. . .' :'

6. Ttre pmcors of er&ibiting.important infcirm*tion on the piodpg!! na*.kaSe'i8:--'-*: '
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In 
---+*3. the firu intioduces more items to the product liae, to pfos *rtei" gaps in its

currrnt range ofoffers.

h --- .--:-* difrerent products of the company arc marketed r#aeionb brEnd name.

Part II (Short Artiwer eueeffone)
Anawer uny ei.frt quastinw.

(10 x"l= 10 marks)

What is mark up pricing ?

Define Personal Selling.

What ie Market peAeFetion strategy ?

What is Psychographic segusntetion ?

Define labelling.
I

What is a channel of didtribtition ?

Who is a wholesaler ?

ffirat is prorrotion IV-Iir ?

Defirie a brqnd ?

What ie brand equity ?

Purt ry (8hort Esrayc)
l

Answer arry dr qwstiana.

2t. Describe different pricing policies.
,

22. Bring out different typea ofAdvertisiug.

28. Sxplaiu the functione of marketing c,hannels. , 
,

24, Explain Promotion mix.

26. Explain the baries of Market Segmentation.

27 . Discues vcrious prteiagitlategieb.

28. Explain the firnetioas of parketlng charyrels.

(8x2=,16markg)

7,

8.

9.

10.

11.

12.

ltL

14.

15.

16.

t7.

18.

19.

20.

(6x{=24nrarks)
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Part IV (Isng EessyE)

,,

. ,:l :,,

S0. Explain the factors inflnen:ing the contumer bu{ing tehivtor

:.: ',:j,si[i,:Ds8eri . c.e.a &-'i ' ,ffi*ihefurffi' @#$rfofefirrtn. , , ,].
l"r.r,:

(Ix16=fl)marhs)
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Time : Three Hoursre Hours 
PartA 

Maximum : 30 weightage

This part consists of three bunclus of qucstians with equal weightoge.,#::#*trH;###
A. Fill in the blanks :

1. There elements in Marketing Mix. i

2" is the stepping stone to the market targeting.

3. is a name, sigp or symbol used for identifying a product.

4. Produet is a bundle of consisting ofvarious product features and accompanying senrices.

B. Choose the cor:rect answer from the alternatives :

5. A firm creates 7- utjlity when it converts raw material into a finished product.

(a) Place. (b) Form

(c) Possession. (d) Time.

6. Which of the following is the rnost influential primary refenence Bmrrp ?

(a) FamilY. (b) Social class.

(c) Friends. (d) Co-workers

7. Product Mix is:
(a) One Dimensional. (b) Three Dimensional.

(c) Two Dimensional. (d) Four Dimensional. \

8. Ihere are;- P's in Service marketing.

(a) Six. (b) Eight.

(c) Four. (d) Seven.

C. Answer inone word.:

9.. The process ofplanning, organizing, directing, motivating, co-co-ordinating and controllingvarious
activities of firm is called

10. The act of designing the company's offering dnd image to occupy a distinctive place in the raind of
target market is called 

Tunn over
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11. The goods which are meaot for direct consumption by ultimate consumers and households is

called

72. Oral presentation in a conversation with one or more prospective purchaser for the.purposg of
making sales is called

(l2xyt=Bweightage)
Part B

Answer all questions in one ot two sentences.
Each question carries a weightage of L.

13. List out the kinds of media used in indirect advertising

14. What is meant by personal selling ?

15. What is a channel of distribution ?

16. What is Marketing Management ?

L7. rtrhat is Product Positioning ?

18. What are Hytrrer Markets. ?

19. Whdt is Marketing Mix ?

20. Define Labeling.

2L. Define Product.

(9x 1=gweightage)
part C

.4nswer any five questions.
Answer shall not exceed,-oae page each.
Each questian caruies a weightage of Z.

22. what is Equalization in marketing process ? Explain its functions.

23" Discuss the factors governing the selection of the media.

24. State the differences between Brand,and Tyademark

25. What are facilitating functions ? Explain them briefly.

27. Explain the essentials of a good brand name.

28. What is concentrated mhrketing ?

(5x2 = l0weightage)
Part D

Answer any two questions.
Each question canies a weightage of 4.

29. "One of the major assets of a firm is its channels of distribution" Discuss.

30' What do you understand by large scale retailing ? Explain its main constituents.

3L- Explain briefly the various functions of marketing.

Qx4=Sweightage)
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Part A
is part eontain* twtelue questinns hauing eqaal wetght of v+,

AII questione ore compuleory.

L Fill in the blenks :

' I Segmenting the market based on buyers knowledge of , attitude towards, uEe or response to
a Product is known as 

-
2 In ---=* pricing strategy, the price is kept below the prevailing maiket price.

3 Ihe concept of marketing myopia was first introduced by -.-"-"
4 Marketing channel with zero intermediaries is known as .

II. Choose the correct answer :

5 The buler behaviour with low degree of buyer involvement and significant difference between

6 A comPany, operating in Kerala, divide its market into 14 segments based on districts. It is
an example of :

(a) Geographic segurentation. (b) Demographic segmentation.
(c) District wise sOgnnentation.. (d) Population Begmentation.

? The level of quality to which the products primary characteristics operates :

brands is known as ;.

(a) Yariety Seeking.

(c) Dissonancereducing.

(a) Coffitmanee quality.

(c) Design quatity.

(a) Sales potential.

(c) Market potential.

(b) Hirbitual.
(il Complex.

&) Perfortnance quality.

(di Reliability quality,

ft) Market deinand.

(d) Industrypotential.

8 The maximum pdssible eale of a product in a given market at a given time that can be achievcd
by a company is technieally known as ;

T.urn over
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m. Answer inone wor-d:

g Markgting techniques were the sellers engage in the large production, distribution and

pmmotion of one product for all buyers,

10 Anything that can be offered to a market to satisft a need or want.

1f Any paid furm of impersonal presentation and promotion of aofihing with an identified sponsor.

tZ Agroup of closely relatsd producte that satisfy a class of need and eold to sa:ne customer

group'
(LZx%=Sweightage)

Part B

Antwqtr all nine qaestions.

Eaeh question carrics l weightage

13 What is a dietribution channel ?

14 What do you mean by serviee ?

15 Give the meaning of marketing.

16 Define market segmentation

L7 Write a note ou product planning.

18 What is skimmed pricing ?

19 What is meirnt by consumer behaviour ?

20 List out the functions of advertising.

21 What do you underetand by brand equity ?

(9x1=9weightage)

*r*"",:ff: ou"rtio*.'
Each question carrise 2 weightqe.

22 Whatare the factore affecting pricing of a pmduct ?

23 Oiwithe importance of after sales service in mldern marketing.,

24 How media planning helps in effective advertising ?

25 Write a note on any four retail foms:

26 Give the importqnce of brand and trademaik in podern marketing.

27 Now-a-days sales is conside.red as a good career chqice ? Do you ggree ?

2g What is parkgf mir ?

(5x2=l0weightage)
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. ,i, , A&swcranyfrt{Iquestlnna. :
' fra*hEwctidlc s'*rp{gliti4l|;,,:'.{ l

c,6U02S

,..1. .,.:

.. : (Ix4.-Sweightage).

29 Defrne produet. Whdt'ard',itriffier ?.Whit are the components thdt conetitute piodEet
perBonaltw ?

Define mrirketing. Explsin difrerqrt concqpts in mrketing. Explaia with examples. How

What is sales pmmotiou ? IIow it differ from advertiaing?-What are the diftrent'techniques

30

81
of sales.'inomotion ?

)
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