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Instructions : (1) There are 2 sections in this question paper, Section I (40 marks) and

1. (A)
(B)
2. (A)

Section II (10 marks).
(2) Attempt any 2 questions from section I. Section II is compulsory.

(3) Do not change serial order of Section II (multiple choice questions)

SECTION -1
Define marketing. Explain any two concepts of marketing. 10
Explain market demand and state various factors affecting market demand. 10

Explain the term ‘branding’. Discuss policy decision regarding branding strategy. 10

(B) What is pricing ? Discuss in detail Cost-oriented pricing and Demand-oriented
pricing. 10
3. (A) Explain consumer behaviour. Discuss various factors affecting consumer behaviour. 10
(B) Define market segmentation. Discuss in detail bases of market segmentation. 10
4.  (A) Define marketing research and discuss stages of marketing research. 10
(B) Explain about ethical issues in marketing research. Write ethical issues about
behaviour with respondent. 10
SECTION-B
5. Multiple choice questions (Answer any five) 10
1. Concept of marketing was developed after
(a) First world war (b)  Second world war
(c) During 20" century (d) None of the above
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Product, Price, Promotion and Place are components of
(a) Branding (b) Marketing mix
(c) Advertising (d) None of the above

is scope of marketing research.
(a) Pricing (b) Market measurement
(c) Market segmentation (d) None of the above

American marketing association define marketing as
(a) Activity (b) Value
(c) Sales (d) None of the above

Introduction stage, Growth stage, Maturity stage and Decline stage are related to

(a) Advertising (b) Product life cycle
(c) Marketing Research (d) None of the above
Cost-oriented pricing considers to determine price.

(a) Cost (b) Profit

(c) Brand (d) All of the above

Marginal cost pricing means .
(a) Marginal cost and fixed cost (b) Marginal cost only

(c) Fixed cost only (d) None of the above

Local market, urban market and national market are related to base of market
segmentation.

(a) geographic (b) demographic

(c) psychographic (d) None of the above

Problem identification is stage of marketing research.

(a) first (b) second

(c) final (d) None of the above

Terms ‘Central tendency’ and ‘Standard Deviation’ are related to
(a) Marketing Research (b) Pricing
(c) Branding (d) None of the above
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