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Note: 1. All questions are compulsory
2. Figures to the right indicates full marks
Q1. A. Fill in the blanks with suitable options: (Answer any 10) (10)

l. .take possession of products but do not own them for the transter of title 1o
the merchandise.

a. Agents ¢. Functional middleman
b. Manufacturer d. None of these

2. The = is cheaper than other media of marketing,

a. Television c. Hoarding
b. Radio d. Internet
3. _________ Functions performed by middieman.
a. Price stability c.aandb
b. Production - d. None of these

4. Marketing communication process starting from L

a. Budget c. Situational Analysis
b. Specific target audience d. None of these
& ___is an element of promotion mix.

a. Advertising c. Publicity

b. Sponsorship d. All of these

6. The marketing communication budget decision is influenced by

a. Competitors policy ¢. Customer policy

b. Material policy d. None of these

i [ i ¢ [ ing consumer behavior.
Attitude is an important factor influencing consumer behs

.\J

ial
a. Personal ¢. Socia

1 { Jeting
b. Psychological d. Marketing
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s the last steps in consumer buying decision process.

8
a. information Search c. Post purchase Action
b. Purchase decisions d. None of these
9. factor influencing organizational buying behavior.
-a. Environinental c.Both
b.Individual d. Technical
10, mediais more useful in rural marketing.
a, Advertisement c. Interpersonal
b. Radio d. All of these
1}, isafactor responsible to the growth of rural markets in India.
a. Bank initiatives ¢. Rising Income
b. (}ovcrm'ncm Schemes d. All of these
172, Services is

—

Q

S AW N -

O

Y
10, Comnunication 15 ¢

J

17, Services ownerhip ¢

(}2. A

I

B. State whether the following statements are Trucor I
s at right time, right place and right price.

a. Tangible ¢. Separable
b. Intangible d. None of these
alse: (Answer any 10)

Logistics helps i making goods available
Flipeart is an Indian onling retailer.
Online retailing is not a form of c-marketing,
Promotion mix is a separate part of marketing mix,
T he 1ole of social mediain today’s marketing connmunication is not umportant,
[nciease demand 15 0n¢ of the objectives of promotion,

Auc isan toportiant social factor influencing consumer hehavior,
) for suppliers is the first steps inorg
and organizational behavior are same.

Searching

Cotsumer behavior
y rmajor challenge in ruval marketing,

| It is easier to el in rural market,
an be transferred,

aplain the marketing cliannels Tor industrial jroods,

;. Write a note on loglstics,

OR
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QZ.C. Di : ing i i 08)
(2 C Discuss the factors affecting in channel selection. (0%)
. . - - > - 07'
D. Define ¢- marketing. Explain briefly its merits and demerits. (07)
()3, Elzborate various facters effecting promotion mix decisions and objectives of

i (15)

Promotion. s

OR

(08)

(3. A. Explain the process involved in marketing communication programme
B. “Socizl media is important too! in today’s marketing communication”. Discuss (07)

(34. A. What are the steps in consumer purchase decision? (08>
B. Distinguish between consumer buyers and organizational buyers (07)
OR
- 4. C. Discuss in detail factors affecting organizational buying behavior. (08
D. Explain briefiy straight rebuy., medify rebuy and new task (067)
Q5. A. Define services. Explain its features. (08)
B. Discuss the approaches 1 manage service productivity (07)
OR
05, Briefly describe the rural market scenario in India (15)
Q6. A. Write anole on onling retaiiing. (10)
B. Explzin various elements in promotion mix. (10)
OR
(20)

(6. Write short notz on the following: (Answer any 4)

Types of middlernan
Franchisees
uil strategy

Social factors affecting consumer purchase decision
s

‘3'\ }») | SV S
N N
o~
N

iassification of services

in

Promotional strategies in rural arcas
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