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1. (A) Explain the meaning of “Marketing Management” and give an idea about 7

its scope.

(B) Discuss the role of Marketing in developing countries. 7

OR

(A) Discuss the problems related to marketing of agricultural products. 7

(B) Mention the main characteristics of service marketing. 7

2. (A) What is buying behaviour? Describe the personal and cultural factors

affecting the ultimate buyers. 7

(B) What is market-segmentation? Explain its importance. 7

OR

(A) State the bases of market - segmentation and explain the Demographic

base of market-segmentation. 7

(B) Explain Buying Motives. 7

3. Discuss the main factors affecting the pricing strategy. 14

OR

(A) Explain the stages of product Life Cycle. 7

(B) Describe the meaning of packaging and its uses. 7

4. What is meant by distribution channels? Explain in detail factors affecting 14

the choice of distribution channels.

OR
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4. Discuss (Any Two) : 14

(i) Concept of product line and product mix

(ii) product planning-development

(iii) Wholesalers

(iv) Demand oriented pricing strategy.

5. Short notes (Any Three) : 14

(i) Personal selling RIDSAC

(ii) Skimming price

(iii) Middlemen contribution in marketing

(iv) Objects of pricing policy.

(v) Marketing of capital goods.

(vi) Sales promotion.
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