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Subject: Marketing Management - I (BCOM19-307M / BCMM - 601)
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Instructions: 1) Attempt all Questions
2) Figures to the right indicate full marks

Q.1) Answer the Multiple -Choice questions. (Any 10) (10)
1. The most important objective of marketing is
a) Customer Satisfaction b) Profit Maximization
¢) To gain maximum market share d) To supply inferior quality products

2. The four key elements of Marketing Mix are Product Mix, Price Mix, Place Mix and -

a) Customer Mix b) Package Mix
c) Capital Mix d) Promotion Mix
3. - is an element of Economic Environment.
a) Age group b) Inflation
¢) Population d) Education
S is an element of Natural Environment.
a) Exchange rate b) Import Duty
c) Pollution d) Income Tax
5. Marketing means identifying the ----------- of the customers.
a) dreams b) ambition
¢) needs and wants d) None
6. e is an example of Internal Environmental factor.
a) Tax system b) Financial Institution
c¢) Salesman of the company d) Political Stability

7. CGSlis an organization for
a) Consumer Rights b) Government Rights

¢) Manufacturer Rights d) Supplier Rights
8. CRM means

a) Customer Relationship Management b) Customer Retention Management

c) Customer Rating Management d) None
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Which of the following is a function of Marketing?

a) Production process b) Raw material purchase
¢) Branding d) Dividend decision
————————————————— is an important element of Marketing communication.
a) Advertising b) Distribution

¢) Pricing d) Planning

----------------- is the oral presentation in a conversation with one or more prospective
purchases for the purpose of making sales.

a) Sales Promotion b) Advertisement
c) Personal Selling d) Publicity

‘AMA’ stands for Marketing Association.
a) Asian b) American

c) Agency d) None

—————————————————— is an example of Marketing Intermediary.

a) Manufacturer b) Production Manager
c) Purchase Manager d) Retailer
Write Short Note (Any 3) a5)

Difficulties in rural marketing
Importance of marketing communication
Features of services

Marketing ethics

Marketing Control

Answer the following question in 150 words. (any 2) (20)
Define marketing research. What are its types? Explain.

What do you mean by market segmentation? Explain various elements of it in detail.

What is the nature of consumer movement in India? State various rights of consumers.

State the difficulties encountered in establishing a successful CRM (Customer
Relationship Management) programme

Answer the following question in 300 words. (any one) 15)

Elaborate the various stages in New Product Development Process. What are the
reasons for failure of a new product?

Define Consumer movement. Explain the role of Consumer Guidance Society in India
& state its features.

Describe the difference between market research and marketing research.
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