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Please check whether you have got the right question paper.

N.B. 1. All questions are compulsory.

2. Figures to the right indicate full marks.

Q.1. (A) Select the most appropriate answer from the options given below: (Any ten) (20)

1.

is act as a link between wholesaler and final consumer.

a. Wholesaler b. Retailer c..Exporter d. Importer

2. channel of distribution is also called as Direct channel of distribution.

a. Producer — Consumer b. Producer- Retailer - Consumer b, Producer- Retailer- Consumer d. Product- Agent -
Consumer

3. very essential to handle the input materials, finished goods-and other materials properly in order to
minimize the loss arise due to spoilage, breakage etc.
a. Material Handling b.- Inventory Management c. Procurement d. Material Handling

4, one of the traditional forms of promotional tool wherein the salesman interacts with the customer directly
by visiting them.
a. Publicity b. Sales Promotion c. Promotion d. Personal Selling

5. Four P’s of Marketing Mix Are Product, , Place and Promotion.
a.” Price b.Personal Selling c. Publicity d. Sales Promotion

6. on'the next purchase or frequency programs are ways to turn one-time users into repeat buyers and,
ultimately, loyal customers.
a. Discounts b. Selling c. Promotion d. Advertising

7. activity would vary across high involvement consumers viz low involvement customers.
a. Information Processing b. Information Transmission c. Purchase Decision d. Post Purchase Behavior

8.~ “When consumers change their behavior in response to real or perceived changes in their environment, it is known
as .
a. Cultural change b. Social change c¢. Consumer Learning d. Adaptation

9. Services are perishable because they cannot be
a. Sold b. Provided c. Stored d. Seen

10..___ arereferred as an actual procedure, mechanism and flow of activities by which, the service is delivered the
service delivery and operating systems.
a. Physical Evidence b. People c. Promotiond. Price

11. Which of the following is an example of a psychological factor that influences consumer behavior?
a.. Family b. Reference Groups c. Perception d. Culture

12.-According to the “Any act'or performance that one party can offer to another that is essentially
intangible and does nat result in the ownership of anything. Its production may or may not be tied a physical
product”.
a. AMA b. Philip Kotler c. Mark Burges d. Armstrong

(B) State whether the following statements are True or False: (Any ten) (10)

1. Mobile optimization is not crucial for online marketing since most users access the internet from desktop computers.

2. Intensive distribution is a strategy where a product is made available in as many outlets as possible.

3. The distribution channel is the path through which products or services travel from the producer to the end

consumer.
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4. The purpose of a pull strategy is to stimulate demand by creating a strong supply chain.

5. Viral marketing relies on the rapid spread of marketing messages through word of mouth and social media sharing.

6. Integrated Marketing Communication (IMC) emphasizes the importance of consistent messaging across various
promotional channels.

7. The family life cycle has little impact on consumer buying decisions.

8. Brand loyalty is not a significant factor in influencing repeat purchases and customer retention.

9. In the context of the diffusion of innovation theory, innovators are typically the first to adopt a new product.

10. In rural marketing, personal selling is often more effective than mass advertising.

11. Rural marketing primarily involves the promotion of agricultural products.

12. Service is an act or performance offered by one party to another.

Q.2 Answer the following questions (Any two) (15)
1. Briefly explain the role of logistics in the distribution process and its impact on customer satisfaction.
2. Differentiate between intensive distribution and exclusive distribution,
3. What are some key challenges faced by businesses -in- online distribution, and how can they address these
challenges?

Q.3 Answer the following questions (Any two) (15)
1. Define Integrated Marketing Communication (IMC) and explain its significance in promotional strategies.
2. What is the significance of incorporating both push and pull strategies in-a company's promotional endeavors?
3. What channels will be utilized for promotion (e.g., social-media, email, traditional advertising)?

Q.4 Answer the following questions (Any two) (15)
1. “How do personal values and beliefs affect your purchasing behavior?
2. In what'ways do cultural factors play a role in shaping consumers' choices when making purchases?
3. Whatrole do reviews and testimonials play in-your decision-making process?

Q.5 Answer the following questions (Any two) (15)
1. “What strategies do businesses employ-to achieve a harmonious balance across different dimensions of service
quality, ensuring a holistic and favarable customer experience?
2. What metrics or key performance indicators (KPIs) do you track to measure the success of your service marketing
campaigns?
3. What challenges do companies face in distributing products in rural areas?

Q.6 . 'Write Short Notes (Any Four) (20)
Demographic Factors

Techniques used in-rural marketing

Publicity and Advertising

Digital Marketing

Any 4 Channels of Distribution

Online retailers

AN NS
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