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S.Y.B.Com (Sem-IV) April-2023

Business Management-Marketing management Q.P. Code: 00000949

[Time: 3:00 Hrs.] [Marks:100]

Please verify whether you have received the right question paper.

N.B: (1) All questions are compulsory and subject to internal choice.

(2) Figures to the right indicate full marks of questions.

Select the correct answer from the options given below and rewrite the
sentence : (any ten)
provides various information about the product.

(Packaging, Labelling, Warehousing, Transportation)
consist of all activities from the point of its ordering to
the point of consumption. (Competition, Marketing, Suppliers, Logistic)

is link between the manufacturer and retailer.
(Producer, Wholesaler, Public, Customer)
The Is any paid form of non-personal presentation and promotion of
goods and services by the identified sponsor in the exchange of a fee.
(Publicity, Advertising, Marketing, Sales)

Discounts, Coupons, Payback offers, Freebies, etc. are some of

schemes. (Sales Promotion, Publicity, Personal Selling, Public Relations)
The company prefers to curb the expenses in stage of the product
life cycle. (First, Second, Third, Fourth)

Reference Groups are part of factors influencing consumer
behavior. (Psychological, Social, Cultural, Economic)

The first step in the organizational buying process is . (Problem

Recognition, Marketing intermediaries, Suppliers, Service representatives)
is characterized by high consumer involvement and
significant differences between brands.

(Complex buying behavior, Dissonance-reducing buying behavior, Habitual
buying behavior, Variety-seeking buying behavior)

Consumers purchase the goods and services for their

(Personal use, Industrial use, Selling, Transportation)

Services are because of this, it is difficult for service providers
to manage anything other than steady demand.

(Perishable, Intangible, Inseparable, Heterogeneous)

The purchase decision, i.e. to buy or not to buy, or to buy brand ‘X’ over
‘Y’, is complex for a involvement consumer. (Low, High,
Medium, Not atall)
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State whether the following statements are True or false by rewriting them :
(any ten)

Just Dial Ltd. is India’s number 1 local search engine.
Direct channel of distribution consist of only manufacturer and customer.

Advertisement and promotion are vital components of the marketing mix.

The term ‘product mix’ is used to refer to the combination of different kinds
of promotional tools.

Personal Selling is one of the traditional forms of promotional tool.

The e-mails, text messages, Fax are some of the tools of Public Relations.

A consumer market is the set-up that allows customers to pick up products,
goods and services.

Organizational buying decisions are driven both by need and by want.

For repurchase and frequent purchases, organizations use eight steps of the
buying process.

Most regularly demonstrated kind of buying behavior is Variety-seeking
buying behavior.

Demand determines price of services.

A service can be separated from the person or firm providing it.

Describe the functions performed by middlemen.
Explain the factors affecting the channel of distribution.
OR

Enumerate the disadvantages of E-marketing.

Elaborate the components of Logistic Management.

Enumerate the various factors affecting promotion mix decision.
Elaborate Role of Social Media in marketing communication.
OR
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Enumerate the elements of promotion mix.

Which are the steps in developing an Integrated Marketing Communication

Strategy?

Analyze the factors affecting consumer buying behavior.
Compare the Consumer market with Organizational buyers.
OR

Enumerate the steps in consumer purchase decision process of High
Involvement and Low Involvement products.

Elaborate the factors affecting organizational buying behavior.

Describe the marketing mix for service marketing.
Explain managing service quality and productivity.
OR

Enumerate the measures to increase the productivity.

How the Gap Analysis is performed?

Explain the concept of Online retailing with success stories in India and
abroad.

Interpret the various factors for growth of rural marketing in India.
OR

Write Short Note on : (any four)

Rural market scenario in India
Channels of distribution
E-Marketing

Stages of Product Life Cycle
Features of Services

Challenges of rural market
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