2308000106051007 / 2008000106060004
EXAMINATION OCTOBER 2024 (ATKT EXAM)
BACHELOR OF COMMERCE (SIXTH SEMESTER)
MARKETING MANAGEMENT - VII

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

Instructions: Seat No:

1. Fill up strictly the following details on your answer book
a. Name of the Examination: BACHELOR OF COMMERCE
(SIXTH SEMESTER)

b. Name of the Subject: MARKETING MANAGEMENT - VII
Subject Code No: 2308000106051007 / 2008000106060004

2. Sketch neat and labelled diagram wherever necessary.
3. Figures to the right indicate full marks of the question.
4. All questions are compulsory.

Student’s Signature

English Version [Max. Marks: 50]

Q.1 Multiple choice question: 15

1. based competition occurs when two or more firms compete for
the same target customers.
1. Customer orientation 2. Marketing orientation
3. Resources orientation 4. Geographic orientation

2. competition relates to marketing activities such as advertising,
theme and copy strategy, sales promotion, price and distribution.
1. Customer orientation 2. Marketing orientation
3. Resources orientation 4. Geographic orientation

3. arethe forces that determine the intrinsic long-term attractiveness
of a market or a specific market segment.
1. Industry competitors 2. Potential entrants
3. Both of them. 4. None of them

4. Frequent price wars, advertising wars, new product introductions are the
characteristics of

2308000106051007 [1 of 6]



1. Industry competitors 2. Potential entrants

3. Both of them. 4. None of them

5. power is a method where a company threatens to withdraw a
resource or terminate a relationship (dealership) if intermediaries fail to
co-operate.
1. Expert 2. Reward
3. Coercive 4. Legitimate

6. Disagreements among marketing channel members on goals and roles -
who should do what and for what rewards-leads to channel

1. Power 2. Conflicts
3. Agreements 4. Disagreements.
7. conflict happen among dealers at the same level of the channel.
1. Horizontal 2. Vertical.
3. Both 4. None
8. conflict is conflict between various different levels of the same
channel.
1. Horizontal 2. Vertical.
3. Both 4. None
9. These are types of conflicts.
1. Horizontal 2. Vertical
3. Both 4. None
10. Often, the Is needed, and media advocacy programmes can be an
effective complement to a social marketing programme.
1. Policy. 2. Public
3. Partnership 4. Place.

11. Identifying and meeting individual's needs and desires is a corner stone
of social marketing

1. Tele marketing 2. E-marketing
3. Mobile-marketing 4. Social marketing.
12. Interactive technologies are able to tailor messages to meet those
needs in a quick and effective in manner
1. Tele marketing 2. E-marketing
3. Mobile-marketing 4. Social marketing.
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13. It should enter fewer countries when

1. Market Attractiveness is more.

2. Competitive Advantages are more

3. Risks are more.

4. Market entry and market control costs are high.

14. When international markets seem to more attractive and the company is

capable to exploit these markets, the company decides to enter the
1. Competitive market. 2. Domestic market.
3. International markets 4. Consumer goods market.

15. The probable rate of return on investment depends upon

1. Market Attractiveness. 2. Competitive Advantages.
3. Risks. 4. None of the above

Q.2 Answer in brief: (Any Four)

1.

NG WN

List out any three organizational structures which suit international
market?

What do you mean by international marketing Decision?

What do you mean by three level channel?

Explain the economic criteria for channel evaluation?

What do you mean by channel power?

What do you mean by competitive advantage?

What do you mean by domestic market?

What do you mean by niche market?

Q.3 Explain various types of channel functions?

OR

Explain the Evolution and need for social marketing? Discuss additional "P" of
social marketing mix?

Q.4  Write short Notes; (Any Two)

e

Market challenger

Resource based competition
Substitutes

Market plan
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Q.5 Write short Notes: (any Two) 8

e

Types of channel power

Entry options in exporting, as suggested by Philip Kotler
Six areas of interest for Competitor analysis

Difference between domestic and international marketing
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Gujarati Version [Max. Marks: 50]

Q.1  ouiglay ues(l ust: 15

1.

ALHLRd Wl AR Al B 2R 6} eld] dy $Us{lull YH el

g ALSS) HIS Wl 52 D.

1. ALES W[CH 2. HI5(391 W) RAR Qe
3. Altel MR 4. {120 [E s 1 [@11H

g MR ug ) gl X ostdld, elH WA o154
&ell, AUIRL WH2lel, (BHd 4 (AL 418 doiftd .
1. Alss H[OH 2. Y5221 RN 22U
3. A leel W RWRUe 4. 1N [Es w6

) Ad| 01l B B Wyl weld] ALSSY Wl ARl Hid[R S

diodl Ao lefl w1Vl [HYlRd 53 D.

S ETRNER 2. detfadd uaQLsd i)
3.d 6id, 4. Qe 818 A&l

dRdR Mld Yed), S Yeg, oldl Gedlesl URUY A ol
clel(Rlsdiil 8.

1. G&lolell 2t 5) 2. detldd uadelsd il

3.d 6idl, 4. Auigl 518 ol

C UldR W WS Ueg(d & i Suel Altet uiedl Wil dqlsl
weld] Aoy (s'lcmlu) UHIH sdLofl M S] 3410 & o) Heae{l)
USSR WU [Adsn oY B.

1. [e™auld 2. YRR
3. WHRe 4. 5IUEAUR

e22]] Ae) {10 U HIB(3L Aeidotl A A HANE - S1Q Q]
539 1 SW Wal 5UL YRS UL - Aotd ds £13] %Y B

2308000106051007 [4 of 6]



1. 4ldr 2. dSUR

3. SN 4. Hd® &,
7. Ael@ol] YHlol 2dR SlER] a deN 41y 9.
1. u1g 2. d[2sd.
3. 6ia 4. 58 olS|
8, UeN A s o Aoidal| [ccdy 2d) dAeq) AeN 8.
1. A1 2. 4254,
3. s 4. 518 slsl
9. | Usietl 4eNi 8
1. A1 2.d[Es4
3. 6ia 4. 58 olS|
10. 4{ldI?, of]l e SlU B, Wl H1[SAUL WSAlFU] UlA Lo
ULHLCsSs HIS(EL VLA HIZ AHUBS1S YRS 0defl 213 8.
1. «{l(d. 2. %%&2
3. 1fle 3] 4. W0

11. U [Scdef] RYULAL M 191 AW ] e Y3 5] A
UM L5 HIB[2161l WS Ul L) ueelR 8.

1. 2dl 1521 2. 85-115(2al
3. Hlulled 1531 4. UIML(es 1S (3oL,
12, &9o23(52d 25o11Al U] d e RAULALA »SUL] Ao WA SRS Id Y3l
EXCIRITE UL WY Glsildc| Y& &
1. 2dl 150291 2. 85-u15(3a1
3. Hludled 1531 4. UIML(rs HIB(3aL.
139112 QUR WYL &AM WALl 5] 1A,

1. 6og12 A 1SN dY 8.

2. WHlHS dlell dy 8

3. %Wl dy 8.

4. 042612 YRl el 6ioslR (Al W duiR 8.

14,9013 WidRATIY W) dy A58 G139 B WA SUsfl w| wostRed)

GUIL Sl H&H €U B, AR SUsil Ui ydeldls «issl 52 8.

1. QU [HS oo 2. @[5 W,

3. WidRABIY womR) 4. GU@lsll Hlle] wlomR.
15.205181 UR duidRedl defdd e U (YR AU B.

1. G{o%1R SN, 2. QY |HS dle).

2308000106051007 [5 of 6]



3. o\ WH). 4. GURSdHiell 518 =l

Q.2  2sMiwdled ¥IL: (515U UIR)

1.

O Nk LD

W{ARAYIY WA woj 501 Wdl SIEURL ARL 2Lt lH S HINW o]
Alel w12

WidRATIY UIB(221 [eluefl dUIR) Q) el B2

ARl AU Vet Gl21L dHIR) 48] Q) B?

Aol HEU (5ol HISell 1[e]s HIUES] YHosd)?

Aol UldR glRL dHIRL w1 ] B?

b s dleisl dHIR) viel 9f B2

21115 oiox2el] dHIR) uie] §f B2

[cl21 woslR GIL dHIR) viel §f B2

Q.3 Yeld 552Uetail (cdt USR] YHIA)?

wql

UMLCES HIS[2L HIZ Gesild Wa %eRuUld UMoIdL? AIML[Cs 1521
(MRl drllRlell "P" (a9l AL $21?

Q4 sl elul duil; (slguwl ol)

W e

Hi5e AQ022

ULt W1HLRd 2l
WA

W12 A\l

Q.5  &slalul duil: (slguwl ol)

1
2
3.
4. L[S ¥al WidRAYIA HIE(E21 9] dslad

Aol YldRell USIR
(s(Au sledR glRl YUl Yoo [esiqHi udel ([dsel
S (AN UL UL 89 &l

*****E N D*****

2308000106051007 [6 of 6]

13

13



