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Instructions to the candt’dates N
1) Al Quesrqfn.g are dompulsory
2) Each que.;‘\m‘)ns cqrrfes 10 marks.

Q1) Dlscusﬁ};:‘new})roduct development process on ‘Micro Oven’ electronics

goods. c--
«*\ OR
What is the- concept of PLC? Explain the character@tics of PLC stages on
any durame goods. Ay
G

Q2) Define ‘Pricing’. Explain the factors ﬂf,‘luenmng pricing decision on any
consumer goods. @,é\ .«Q
Write short notes on (any two) (m exarﬁ)le)
a) Setting pricing objectiveQ R g
b) Promotional pricing QN ,__\~
c) Differentiated pncm% )

Vv

@3) Explain therole of markc}lﬁg (;Qarmels and ‘Channel levels’.
A vV OR '
Explain the importance o(‘transportatlon and warchousing in dlstrlbuuon of
Goods (FMeG). e -
N
04) Define the concept of Target Audience. Explain the charaotq%txcs@f ‘Effective
Communication’. '\, o
OR
Explain the ‘Direct Marketing’ concept and the mear@f In{?gxated Marketing

communications’.

\\

4

05) Discuss the preparation and evaluation of a L&&uc;_}@wl marketing plan with

example an durable goods. o~
OR >
Discuss the process and types of marketing ¢ontrols with an example.
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Instructions to the ndzdate.s.
1) AnsweQ?g) que.;jfons
2) Al gnemon{g,‘arcv equal marks.
3) Wrzt\fumlblé examples as required. i

o bR
) o ) ."\\. -

N ~ T %
Q1) What is/the need for new product develJopment?> “Explain Booz Allem and
Hamilton classification scheme for newy{oduct‘?
OR.. "~ _,:5?

hots
=3

DefinePackaging. Explain the rolg of packaglng and labelling.

(‘.
e

A 3 =~
s ‘\s"

02) What is the concept of putefbhangé‘? Explain the initiation and responding to

price change. K

%
!\ il L ’
'r" OR S
o S 5"

Describe the sefting prlcing objectives. How to estlmatu;lé, the c\ash and
determining the demand?

03) How the decision is taken for the channel design for‘a.hurable product with an
example. ‘\\’_‘.‘

S K"‘

OR \S’ ax
AN Gy

Explain the market logistics decisions for x?fventq and transportation of a
Luxurious Goods to the end users. o

PTO.
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Q4) a)  What s ‘Direct marketing'? Explain the concept of Integrated Marketing
-Communications.

ORV '

b)  What is the concept of marketmg commumcatmns" Explain the factors

in setting markeu@connnumcatlon mix.

S

y 5 ~.,. o

05) Write short note&on (ag;ly two)
a) Annua n cor;trol

o‘&\,

b) St:aﬁsgxc cpntrol

c) MarketmgAudlt ' o
n\‘i - "/’
oy OR >

. o ; Q-
Discuss the nature and contents of markem;g plafi
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201 : MARKETING MANAGEMENT
(2016 Pattern) (Semester - IT)

Total No. of Questions :5]|

Time : 2% Hours} ' [Max. Marks :50
Instructions to the candidates:

1)  Answer five questions.
2) All qué.'uions carry equal marks(10).

3)  Write suitable examples where needed.
Q1) What do you mean by ‘new product development’? Explain the new product
development process on FMCG Goods as detergent powder.
OR

Explain the concept of PLC and" strategles across stages of the PLC with an
example of Luxurious Goods.

Q2) Define ‘setting of pricing’. Describe the factors influencing pricing decisions.
OR L

Explain the ‘Differentiated pricing’ and ‘Promotional pricing’ with example.

Q3) Explainthe major consideration in the selection of distribution channel for any
durable goods with example.

OR

Write the ‘marketing channel levels’. Illustrate the channel flow of the product
as Durable goods with example.

PTO.
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04) Wilat Is the concept of ‘Direct marketing’ and Integrated Marketing
Communication (IMC).

OR

What do you mean by ‘Target Audience

"? Illustrate the factors in setting the
effective marketing mix for any FMCG

product as example.

05) What is the ‘marlgctingﬁlar.l’? Explain the contents of marketing plan,

s

OR
What is the conc‘e_pi of ‘Marketing Audit’? Explain its proper implementation
inmarketing: BE
SR o I o
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- MLB.A. (Semester II)
201 Méﬁi{KETING MANAGEMENT
| ’ @016 Pattern)
Time's 2.15 Hours] '\v e [Max. Marks : 50
Instructions to ﬁz@dzdaﬁ‘s‘* '
1) Ans uesttons -
2) Al ;gestwn&cany equal marks. . : Q?? :
3) G&X% suta()je example as requtred. E Aé;i,/
0l ) Discuss g\e types of PLe and strategles across stagé%’of the PLe with an
ampl _ A :
- E’;}f N "Sﬁ
o : A

A
What is 'new product developmen{?ﬁxplg‘n 'Brand' equ1ty and 'Brand
Elements' with an example. N

Q Q
S

02) What is the concept of 'set *‘tﬁ of @ncmg‘? Discuss the factors mﬂuencmg i

pricing decisions. A, ‘QS v . e Q;
AS gfd = 3
OR | PN
Write short notes on (any t\&y‘) (w1th example)- é%
a) Price discounts &{g\rll&wanus ; N, f«%“l“

b) Differential pncu;g
¢) Promotional prlcmg, : N g\\
d) | Geographical pricing. )

03) Define the concept‘of Channel options'. Ex%%%he{,market logistics decisions
on order proussiong with an example of a ffiich deuct

:‘v ¢ ,f » .
QS PT.O.
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Q" A
Whatis the concept of marketing chagﬁé"i levels? erte the channel ﬂow of
~ the product 'Fogg S perfume to endﬁsﬂ
; &
Q4) "The role of marketg%“eomﬁiumcauons in marketmg effort" Justlfy the
 statement Wlth an e)eample %

% Q S |
What is the' Q{ge‘c at ‘ﬁ;ence ? Explain the factors in settmg the effectwe

OR

- OR~

marketin orﬁz;ly 'CG‘ Product. 7 S
S @
Q5) Prepare a pro&ﬁct level marketlng plan on oy

1) Ne\@aunchmg of any brand of a moblle and {ié -
'

| 1i) rlgaunchmo of any new movie. ‘ @
s"‘\,‘ @\/ ei\ .
-‘Qj’ OR, ) ﬁ .

What is the concept of marketing' ogjjrol‘?
Explam marketing proﬁtablhty v

g%Q‘ik’i?ol aﬁ?ﬁi marketmg Efﬁcmy control
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