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Instructions: 1) Attempt all Questions
2) Figures to the right indicate full marks

Q. 1. (A) Answer the multiple-choice questions (Any 10) (10)

1. The two aspects of retails marketing are Retailing and Non-store
Retailing
a) Warehouse b) Store
c) Direct d) Indirect

2. CRM is a tool of customer
a) satisfaction b) achievement
¢) interaction d) knowledge

3. Industrial marketing often involves tendering
a) competitive b) change
¢) structural d) mix

4. AMA means Marketing Association.
a) Analytical b) African
¢) American d) Affirmative

5. According to Peter Drucker, should produce customers and not
consumers.
a) Buyer b) Consumer
c) Seller d) Customer

6. The changing identity of Indian women & the structure of the family is driving
demand for
a) convenience b) money
¢) power d) rest

7. Creating and maintaining customer is a costly, time consuming and
laborious activity.
a) relationship b) management
c) database d) responsibility

8. World Trade Organization (WTO) is an organization that intendsto _ and
liberalizes international trade.
a) understand b) help
c) supervise d) organizes

9. Customers need to be provided with correct ~ at the right time and at the
right price
a) Product b) Promotion
c) Price d) Distribution

10. Ethics is a science of

a) social b) claims
¢) morality d) employment
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11. International Marketing plays an important role for any country.

a) under- developing b) big
c¢) growth d) developing
12.  Buyer behavior is the process by which search for, select, purchase,
use and dispose of goods and services, in satisfaction of their needs and wants.
a) individual b) customer
¢) group d) Buyer
13. The movement was stared almost in the second half of the 20" century
in India
a) Consumer b) Buyer
¢) Supplier d) Education
(B) Answer in one sentence (Any 5) 10)
1. Write the definition of Market Segmentation.
2.  What do you mean by industrial marketing?
3.  Write the definition of Globalization.
4. Write the full form of CCC?
5. Define Retailing?
6. What do you mean by Consumerism?
7. Write the definition of Marketing Management.
Q. 2. Write Short Notes (Any 4) 20)
1. Types of retailers by marketing strategy
2. Skills of marketing manager
3. International Marketing
4. Social Responsibility of Markets
5. Challenges of Globalization
6. Significance of CRM
Q. 3. Answer in 150 words (Any 3) 30)
1. State the functions of marketing management.
2. What are the steps involved in Market Segmentation?
3. Describe the social responsibilities of Marketing Manager.
4. What do you mean by Buyer behaviour? Explain the need to study buyer’s
behaviour.
5. State the difficulties related to CRM.
Q. 4. Answer in 300 words (Any 2) 30)
1. Explain the need for International Marketing.
2.  What are the recent trends in international marketing?
3. Describe in detail business ethics and social responsibility of a Marketing

manager.
4. What is Market Segmentation? State the benefits and limitations of market
segmentation. Describe the basis for good market segmentation.
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