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Note :– This paper is of Seventy (70) marks divided into

Two (02) Sections ‘A’ and ‘B’. Attempt the

questions contained in these Sections according to

the detailed instructions given therein. Candidate s

s h ould lim it th e ir answ ers to th e qu e stions on th e

given answ er s h e et. No additional (B) answ er

s h e et w ill be is su ed.

   (70)      (02) 

          





       


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Section–A

–

Long Answ er Type Questions

 2×19=38

Note :– Section ‘A’ contains Five (05) Long-answer

type questions of Nineteen (19) marks each.

Learners are required to answer any tw o (02)

questions only.

 (05) 

(19) 

(02) 

1. Describe the modern concept of marketing. What reasons

are there for believing that marketing in India will be of

increasing importance in future ? Explain.

         

  



2. Explain the term “Marketing Segmentation”. What

criteria are used for marketing segmenting a market ?

Explain.



      

 
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3. What do you understand by product mix ? Indicate

reasons why manufacturers usually consider it necessary

to change their product mix from time to time ?

  

       

 

4. “The success or failure of a business depends upon its

product price policy”. Explain the statement and describe

the factors to be considered by formulating a product

price policy.

 

          

          

 

5. How will you evaluate the effectiveness of your

advertising programs ? What factors are considered in

making advertising media decisions ? Explain.

      




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Section–B

–

Sh ort Answ er Type Questions

 4×8=32

Note :– Section ‘B’ contains Eight (08) Short-answer type

questions of Eight (08) marks each. Learners are

required to answer any four (04) questions only.

 (08) 

(08)

(04) 

1. Distinguish Between Marketing and Selling.



2. Important Legislation Regarding Marketing Activities

in India.

  

3. Different Forms of Marketing Organization.



4.  Role of Sales Forecasting in Marketing Planning.

 
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5. Important Legal Provisions Regarding the

Registrations of Brands in India.



6. Opportunities and Threats Before the Organized Indian

Retail Sector.



7. Objectives and Importance of Marketing Research in

Business.

 

8. Marketing Mix in International Marketing.

 

**************


