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1. (a) Defining “Marketing”, clearly state its characteristics. Discuss how has the
concept of Marketing evolved. 6
OR
State the difference between Sales and Marketing.
(b) Discuss the scope and contents of a Marketing Plan. 4
OR
Briefly describe the process of Marketing Management.
(c) Discuss the production and sales concepts of marketing. 4
OR

Discuss the importance of Marketing work/function.

2. (a) Discuss the scope of Marketing Research. 6
OR
Discuss the geographical bases of Market Segmentation.
(b) Discuss the Ethical Issues of Marketing Research. 4
OR
Write note on Market Research & Client.
(c) Explain the practical importance of Market Segmentation. 4
OR
Write a note on Demographic bases of Market Segmentation.

3. (a) Explain the concept of Product Life Cycle Discuss the maturity stage and decline
stage characteristics of Product Life Cycle. 6
OR

Clearly mention the concepts of Branding & Packing.

(b) Discuss the factors affecting Consumer Behaviour. 4

OR

Discuss the characteristics of “Service”.

(c) Discuss the causes for the development of service sector. 4

OR

Clearly mention the difference between Marketing of services and Marketing of
products.

NL-105 3 P.T.O.



(b)

©

Explain the concept of sales promotion and explain its methods.
OR
Discuss the advantages and disadvantages of Advertising.
Discuss the methods of Pricing.
OR
Explain the concept of Public Relations.
State the objectives of Pricing Policy.
OR
Discuss the medias of Advertisement.

5. State whether the following statements are true or false :
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Product is a bundle of physical characteristics and service oriented aspects.
There are three stages of Product Life Cycle.

When a product is introduced in the market, then it is called the Maturity stage.
Brand does not create separate identity of a product.

By giving brand to a product, a product gets its own identity.

The selling concept is included in the marketing concept.

Marketing creates power of utility.

Customer satisfaction is the main objective of marketing function.

Price is the monetary value of a product.

There is no concept as social marketing concept amongst the various concepts of
marketing.

Advertising does not help in facing the competition.

Sometimes the advertisements make tall claims and also claim unusual facts and
figures.

The concept of Marketing Segmentation is impractical.

The strategy of Marketing Segmentation has failed.
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