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SECTION – A (10 X 1 = 10 Marks) 

Answer ALL Questions. 

CO1 K1 1. „Customer Satisfaction‟ should be the real and correct perspective on which 
marketing policies of an organisation should be built during the period 
____________. 

a) 1869 - 1930          b) 1930 – 1950         c) 1950 - 1960          d) 1960 - 1990 

CO1 K2 2. A small firm can compete by focussing its effort and resources on a 
____________ market. 

a) macro                    b) money                 c) niche                     d) capital 

CO2 K1 3. Under ____________ Segmentation, the consumers are grouped into 
homogeneous groups in terms of demographic similarities such as age, sex, 
educational standard, income level, etc. 

a) Geographic            b) Demographic       c) Product                 d) Benefit 

CO2 K2 4. ____________ theory posits that unconscious psychological forces, such as 
hidden desires and motives, shape an individual‟s behaviour, like their 
purchasing patterns. 

a) Freudian motivation                 b) Herzberg motivation 
c) Alderfer                                    d) Mcclelland need 

CO3 K1 5. The idea of the „mix‟ of marketing functions was conceived by ____________. 

a) Philip Kotler                             b) Prof. Niel H. Borden 
c) Peter F. Drucker                       d) Malcom P. McNair 

CO3 K2 6. ____________ involves setting a very high price for a new product initially and 
to reduce the price gradually as competitors enter the market. 

a) Cost-oriented Pricing Policy      b) Demand-oriented Pricing Policy 
c) Skimming Pricing                     d) Penetrating Pricing 

CO4 K1 7. ____________ creates interest and awareness among potential buyers. 

a) Product                   b) Price                  c) Promotion             d) Place 

CO4 K2 8. The real objective of advertising is to influence the behaviour of prospective 
buyers in a manner that will lead to ____________. 

a) less interest                             b) lower production 
c) higher sales                             d) lower sales  

CO5 K1 9. E-tailing means ____________. 

a) Electronic Retailing                  b) Easy tailing 
c) Easy Retailing                          d) Equipment Retailing 
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SECTION – C (5 X 8 = 40 Marks) 

Answer ALL Questions choosing either (a) or (b) 

CO1 K3 16a. Illustrate the functions of marketing. 
(OR) 

Examine the recent innovations in modern marketing. CO1 K3 16b. 

CO2 K4 17a. Analyse the benefits of market segmentation. 
(OR) 

Identify the major stages in the consumer buying decision process. CO2 K4 17b. 

CO3 K4 18a. Analyze steps in new product development. 
(OR) 

Categorise the various kinds of pricing. CO3 K4 18b. 

CO4 K5 19a. “Advertising Media can be used to get people to buy a product or service by 
persuading them of its benefits.” Discuss the different media of advertising. 

(OR) 

CO4 K5 19b. 
 

 “Various promotion schemes can be undertaken with different objectives.” 
Defend the implementation of sales promotion schemes aimed at consumers. 

CO5 K5 20a. “Marketing Research is an aid to effective marketing decision.” Discuss. 
(OR) 

CO5 K5 20b. 
 
 

“Customer Relationship Management (CRM) is the process of building and 
maintaining profitable relationships with customers”.  What are the ways to 
retain existing customers? 

 

CO5 K2 10. ____________ are a set of moral principles that guide a company‟s promotional 
activities. 

a) Business ethics                       b) Marketing ethics 
c) Organisational ethics               d) Management ethics 
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SECTION – B (5 X 5 = 25 Marks) 

Answer ALL Questions choosing either (a) or (b) 

CO1 K3 11a. 
 

Write the importance of marketing. 
(OR) 

Classify the different types of markets. CO1 K3 11b. 

CO2 K3 12a. 
 

Write about the targeting strategy and positioning strategy in marketing. 
(OR) 

Identify the buying motives of consumers. CO2 K3 12b. 

CO3 K4 13a. 

 

Interpret the 4 P‟s of Marketing Mix. 

(OR) 
Analyze the stages in Product Life Cycle. CO3 K4 13b. 

CO4 K4 14a. 
 

Examine the characteristics of a successful personal seller. 
(OR) 

Identify the distribution channels of consumer goods. CO4 K4 14b. 

CO5 K5 15a. 
 

“E-Marketing is the cost effective form of marketing.” Defend. 
(OR) 

“Mobile marketing is used to attract customers in an interactive and 
personalized way.” Justify. 

CO5 K5 15b. 
 


