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1. Q.1)Fillin the blanks.
1. The main objective of marketing is ------------- :
2. ------- is the father of Modern Marketing.
3. Marketing Mix is identified with----------- name.
4. .Marketing Environment is & - of these two types.
5. —mmmmeee- is related with creating demand for renewed use of product.
6. s s buy the product and ------ use the product.
7. - is the art of consumer satisfaction.
8. .- means division of market.
9. - segmentation related to age, gender, family member, income and profession.
10. -------oem-- segmentation reflects people’s lifestyle, attitude and aspirations.
11. segmentation divided into nation, states, districts, cities, Talukas, etc.
12. Buyer behavior is basically -------- in nature.
13. Soft drinks are --------- product.
14. Refrigerators are ------- product.
15. Consumer products bought for --------- use.
16. --------- products needed for daily use.
17, -=--mmm-- products frequently bought by consumers.
18. Specialty product has some -------- features.
19. ------- products are less known to consumers.
20, -------- products purchased for further processing.
21, ------- is an indicator of success of business.
22.1In --------- stage product is accepted by consumer.
23.In -------- stage product cannot stand in the market.
24. ---- is exchange value of the goods or services in terms of money.
25, --------- factors of the company always controllable.

26. ------- factors of the company always uncontrollable.



27. If demand increases the price of the product will also--------- .
28. If the demand of the product is--------- , high price may be fixed.
29. Consumers computation ............ example.

30. ------- Is the father of Marketing Mix.

Q2) Following statement are True or False

=

Multiplex Marketing means large scale marketing.

Direct Marketing is a part of Tele Marketing.

Marketing Mix is customer oriented.

Marketing plays an essential role in creating customer satisfaction
The four "Ps" are: Product, Promotion, Price, and Personnel.

The macro - environment is usually out of the firms control.
Personal selling and advertising are both forms of sales promotion.

Marketing creates task utility, but not time or place utility
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The "universal function of marketing" consist only of buying, selling, transporting, and

storing.
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In the past two decades, many firms in service industries adopted the marketing
concept.

11. The marketing mix should be set before the best target market is selected.

12. Marketing is an Art and Science.

13. Marketing Enviormental factors affect on marketing efforts and plan.

14. Demographic Science means approved Government data .

15. When price increase purchase of product is also increase

Q. 2) Select the appropriate alternative.

1. In marketing --------- is the focal point.
a. Profit
b. Sales
c. Customer
2. e is an element of an organizations internal environment.
a. Competitors
b. Employees
c. Wholesaler
3. Market information means ------- :
a. Knowledge of industries
b. Knowledge of customers tastes



c. Knowledge of competitors
Consumer Day is celebrated on -------- :
a. 15" March
b. 16" March
C. 24th December
-------- is the basis of marketing.
a. Exchange
b. Profit
c. Packaging
The study of population factors is called ---------- :
a. Demographics
b. economics
c. anthropology
Grouping customers with similar needs is called -------- .
a. Targeting
b. marketing
C. segmentation
Bread and milk are ----------- kind of products.
a. Specialty Products
b. Convenience products
c. Durable product.

Q.4) Answer in one sentence
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Define' Marketing'.

What do you mean by 'standardization'?

State the meaning of' Marketing Management'.

What is meant by customer satisfaction?

Write any 2 internal environment factors of organization.
What do you mean by Marketing Risk.?

Write any 2 examples of Green Marketing.

What is International Marketing?

State factors of' Marketing Mix'.

. Define' Marketing Environment'.

. State' 4 P’S 'of marketing mix.

. Write the concept of marketing mix.

. Write the meaning of cultural environment.
. State the meaning of Micro Environment.
15.
16.

What is Remarketing?
What is Digital Marketing?



17. Give four examples of' online marketing'.
18. State meaning of 'Micro environment'.
19. Write the meaning 'Macro environment'.
20. Define ‘buyer behavior’.
21. What is the meaning of market segmentation?
22. What do you mean by ‘post purchase behavior’?
23. Define ‘Product’.
24. What is meant by consumer goods?
25. What do you mean by product management?
26. What are ancillary industries?
27. What do you mean by Price?
28. What do you mean by durable product?
29. What do you mean by Non durable product?
30. Give 4 examples of convenience goods.
31. State the meaning of elasticity of demand.
32. Define 'Marketing Research'.
Q. 5) Write Short Note:
1. Importance of marketing
2. Scope of Marketing Management
3. Factors of Marketing Environment
4. Types of Marketing
5. 4 P’s & Marketing Mix
6. Nature of Marketing Management
7. Product life cycle.
8.  Methods of pricing
9. Role of product manager.
10. Scope of Marketing Research.
Q.6 Answer the following Questions
1.  Explain scope of buyer behavior.
2.What do you meant by buying process or buying stages.
3..State the importance of market segmentation.



4.What are the qualities of market segmentation.

5.What are personal factors affecting buyer behavior.

6.Explain classification of product.

7.Which factors considered for product management.

8.Explain various methods of pricing.

9.Explain Role and Responsibilities of product management.

10.Write steps of Marketing Research.

Q. 6) Long Answer Questions

1.
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11.
12.
13.
14.

Define Marketing. Explain functions of marketing.
Write the concept of marketing mix. Explain importance of marketing.
Explain in details Internal & External factors of marketing environment.
Explain bases for market segmentation in detail.
Explain impact of Marketing Environment on Marketing Decisions
Explain the determinants/ factors affecting ‘buyer behavior’.
Explain detail product classification.

Explain ‘Product Life Cycle’ concept in detail with diagram

Enumerate ‘Pricing’ and various methods of pricing.

. Prepare list of Consumable durable goods according to advertising and pricing and how

marketing activities differ.

For confectionary business how you use marketing mix?

Buyers why purchase frequently same goods?

What do you mean by child market? List the product related to child.

What do you mean by Marketing research? Explain process of Marketing research.
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