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Q.1

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

Answer the Multiple-Choice questions. (Any 10) (10)

buyers are those who purchase items on behalf of their business or
organization

a) Professional b) Industrial

c) Retail d) Wholesale

The changing identity of Indian women & the structure of the family is driving demand for

a) convenience b) money

c) power d) rest

According to Peter Drucker, should produce customers and not consumers.
a) Buyer b) Consumer

c) Seller d) Customer

is the development of competitive capabilities that enable firms to compete
successfully against rivals from and in different countries

a) Globalization b) Segmentation
¢) Management d) Marketing
Consumer Behaviour is related to behaviour.

a) psychological b) social

¢) physical d) None of these

Ethics is the science of

a) economy b) social

c) morality d) biology

WTO means World Trade

a) Offer b) Organization

¢) Order d) Ordinary

Creating and maintaining customer is a costly, time consuming and laborious
activity.

a) relationship b) management

¢) database d) responsibility
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10.

11.

12.

13.

Q.2)

A

Q.3)

S

Q.4)

CRM means Customer Management.

a) Retail b) Reward

c) Range d) Relationship
Retailer is an intermediary between and customer.
a) buyer b) manufacturer
c¢) wholesaler d) None of these
AMA means Marketing Association.

a) Analytical b) African

¢) American d) Affirmative

marketing refers to marketing of products in more than one country/ nation.

a) National b) Industrial

¢) Rural d) International

is the process of dividing the market into segments based on customer
characteristics and needs.

a) Management b) Marketing
c¢) Marketing Segmentation d) Controlling
Write Short Note (Any 3)

Significance of CRM

Need of studying Buyer's Behaviour
Essentials of market segmentation
Skills of marketing manager

Challenges of Globalization

Answer the following question in 150 words. (any 2)

State the various forms of organized and unorganized retailing.

State the difficulties related to CRM.

Explain the significance of International marketing for developing countries.

State the functions of marketing management.

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

What is Industrial marketing? What are the characteristics of industrial goods. Elaborate the

future of industrial marketing.
Describe in detail business ethics and social responsibility of a Marketing manager.

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

(15)

(20)

(15)
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