Q. P. Code: 32761

Time : 2 % hours Marks: 75
Note: 1. All the questions are compulsory

2. Figures to the right indicate full marks.
Q1. Answer any two of the following: (15)

a. Discuss the various functions performed by the middlemen.
b. Write a note on logistics.
c. Define e-marketing. State its merits and demerits.

Q2. Answer any two of the following: (15)
a. Define promotion. What are the factors affecting the promotion mix decisions?
b. Explain briefly the process in marketing communication program.
c. Elaborate on role of social media in marketing.

Q3. Answer any two of the following: (15)

a. Discuss features of consumer buying.
b. Elucidate the process of consumer purchase decision for high involvement products.
c. Explain in detail, the factors affecting organizational buying behavior.

Q4. Answer any two of the following: (15)

a. Define services. Discuss various ways in which organization can manage service
quality and productivity.
Describe Indian rural market scenario in brief.
Highlight the strategies that can be used by marketers to face challenges in Indian
rural market.

Q5.a. Fill in the blanks with appropriate options: (05)

1. are selling their products directly to the end user for a profit in a small
quantity.
a. Wholesaler c. Clearing agents
b. Retailer d. Forwarding agent

2. is an Indian fashion and lifestyle e-commerce portal, selling apparel,
footwear etc and has headquarter in Gurgaon.
a. Amazon c. eBay
b. Jabong.com d. Flipkart

3. is intended to draw customer’s attention towards products.
a. Public relations c. Test marketing
b. Personal selling d. Point of Purchase

4. buying situation is characterized by first time purchase of a product.
a. New task c. Modified rebuy
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b. Straight rebuy d. None of these
5. Service triangle consists of
a. Internal marketing c. Interactive marketing
b. External marketing d. All of these
Q5.b. State whether the following statement is True or False (05)
1. eBay is a e-commerce division of The Times Group .

2.

Guerilla marketing uses unconventional ways to market product to attract customer
attention.

Marketing communication, coordination and promotion messages do not play
important role for manufacturing concern.

4. ltis easier to understand consumer buying process for a marketer.
5. Gap between management perception and service quality means that the product was
not designed according to the needs and requirement of the customers.
Q5.c. Match the following: (05)
Column A Column B
1 Search engine optimization a E- marketing
2 Buying signals of customers b Social media
3 Low involvement product c Public relation
4 | Weekly markets d Wholesaler
5 Non- transferability of ownership e Rural market
f Purchase of salt
g Challenges of service
marketing
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