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EXAMINATION NOVEMBER 2024 (ATKT EXAM)
BACHELOR OF COMMERCE (FOURTH SEMESTER)

MARKETING - IV

[Time: As Per Schedule] [Max. Marks: 50]

Instructions:

1. Fill up strictly the following details on your answer book
a. Name of the Examination : BACHELOR OF COMMERCE
(FOURTH SEMESTER)
b. Name of the Subject : MARKETING - IV
c. Subject Code No : 2308000104051008
2. Sketch neat and labelled diagram wherever necessary.
3. Figures to the right indicate full marks of the question.
4. All questions are compulsory.

Seat No:

Student’s Signature

English Version [Max. Marks: 50]
Q.1 Answer in the following 15

1. includes Sub- variables such as adverting, sale promotion,

personal selling, public relation, public city, direct marketing.
2. Which marketing expert coined the term "Marketing mix"?

Answer:
3. Striking the appropriate marketing mix would obviously increase the

of an organization.

4. Promotion increase customer traffic (True/False)
5. Promotion supports advertising but not personal selling (True/False)
6. Prospecting can involve cold-calling (True/False).
7. Keeping in view the recent trends of sales regression, Sona Limited has

decided to offer a flat 15% discount on all its products. Identify the related
function of marketing described in the given lines is?
Answer:
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8. Whole sellers and retailers buying behavior is classified as
A. Business buyer behavior
B. Derived demand
C. Business buying process
D. Cognitive dissonance

9. Demand of business buyers is derived from
A. Final consumer demand
B. Raw materials suppliers
C. Production controller
D. Logistic managers

10. In which of the state Standards of Weights & Measures Rules, 1977 is
not applicable?
A. J&K B. Lakshadweep
C. Andaman & Nicobar D. None of the above

11. How might you categorise the market for office photocopiers?
A.B2C B. B2B
C.Cc2C D.C2B

12.What is 'marketing communications' an alternative term for?
A. Promotion B. E-mail
C. Sales talk D. Price lists

13.What is the term used in which products are sold to organisations who
will use them to make other products? For example, flour may be sold to
a bakery which uses it to bake cakes.
A. Consumer market B. Reseller
C. OEMs D. Users

14. Which of the following is a major difference between consumer
marketing and business-to-business marketing?
A. More rational decision-making.
B. The customer is at the centre of the firm's thinking
C. External environment.
D. Internal environment
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15. Three stages of consumer lifecycle are , customer retention
and development.
A. Customer acquisition
B. Customer potential
C. Customer
D. Proliferation

Q.2 Answer in short (any four)

What is personal selling?

Give four objectives of Advertising

Give four characteristics of B2C marketing
What is customer acquisition?

Define packed commodities rules 1977
Explain repeat customer concept

Give the definition of Advertising

Give the definition of B2B market
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Q.3 a) Discuss the Consumer protection act 2019 in detail.
b) Explain the differences between B2B and B2C marketing.

OR

Explain the decision making process in detail.

Q.4 a) Write Short note on: (Any two)

a) Personal selling

b) Types of advertising

¢) Customer acquisition

d) Difference between consumer protection act 1986 and 2019

b) Solve the case study:

Launched in September 1994, Kellogg's initial offerings in India included
cornflakes, wheat flakes and Basmati rice flakes. Despite offering good
quality products and being supported by the technical, managerial and
financial resources of its parent, Kellogg's products failed in the Indian
market. Even a high- profile launch backed by hectic media activity failed
to make an impact in the marketplace. Meanwhile, negative media
coverage regarding the products increased, as more and more consumers
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were reportedly rejecting the taste. There were complaints that the
products were not available in many cities. According to analysts, out of
every 100 packets sold, only two were being bought by regular customers;
with the rest 98 being first-time buyers. Converting these experimenters
into regular buyers had become a major problem for the company.

By September, 1995, sales had virtually stagnated. Marketing experts
pointed out various mistakes that Kellogg had committed and it was being
increasingly felt that the company would find it extremely difficult to
sustain itself in the Indian market.

Explain the strategies to retrieve the sales back for the company.
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