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EXAMINATION FEBRUARY-MARCH 2024
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
c. Subject Code No : 2308000106051007 / 2008000106060004 /
2008000106050041
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

Q.1  wiglay yiedilsil usil. 15
Multiple choice questions.

1. 1R oelHi sl dl, A (dfdy £2ll 9 Hig wa Ad )+l dUR B,

In simple words, Is trading of goods and services among different
countries.
1) L[S o2 2) (RS KR
Domestic market Global market.
3) UidRATIY WwR 4) [dzeil Wz,
International market Foreign market.

2. ALESlef] HidtR{l), uieafl), U el ul] 3ol RIBNHI dtdl 5812 ALg,

wefdl] (dad?] 26l 8 el dy ----HI5(32lell HI2] W] 281l B.
With the increasing change in customers' demands, choices, preferences
and tastes, the economies are expanding and giving way to more

marketing.
1) WOLs 2) sMN
Industrial Agricultural.
3) WulHs. 4) GUGLl&dl.
Competitive. Consumer.
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3. WidAYIY HI5(3ou] AdUldst Mot o Gald $q =8l uq vl
2llAs  welcudell U2 Ul dsfl 142 U3 B,

Operating in the international marketing not only stimulates the on
thebut also has the impact domestic economy of the nation.
1) L[5 oiosl2 2) AlRdSs MR
Domestic market Global market.
3) WS wioR. 4) GUOLLScl WomlR.
Industrial market. Consumer market

4. S1SURLHIE2R HIZ HidRABIY HIS[E didIdQH T MidRAYIY

U529 (HB1Q1A AR Sl 1Rl YR Q1Y 8.

International marketing environment for any marketer consists of many
forces affecting international marketing mix.

1) HidRs, 2) R4,
Internal, Domestic,

O ICIE ERIEER] 4) GURASd dHIH
Global marketing All of the above

5) GURAsdHiell 518 el
None of the above.

5. 415391 dldldQH] uQl gl AFS URMAl Y- 1A ALY B,
Marketing environment also consist of global factors like

1) A%SY 2) Slsjsil.
Political Legal.

3) L[S 4) GUASc dHIM.
Economic. All of the above.

5) GURAsdHiell 518 sel.
None of the above.

6." M L[@ss HIB(E2L UIB[2lell Wy @oflel] Ul -—---34e) Asf] eyl
Gulell eHHI WL US B,
"Social Marketing differs from other areas of marketing only with respect to

the objectives of the_ and his or her organisation.

1) W3leelRl 2) [a5dln).
Buyers. Sellers.

3) Hi5ed. 4) AlsS.
Marketers. Customers.
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7. 41MLs Ui AIHLCss ddsla uetlldd sdlell Udld 53 8 Bl

HiEea 51U o 1, Udg ol HIH L HH (o SI1UE] 1.
Social Marketing seeks to influence social behaviours not to benefit the
marketer, but to benefit the and the general society.
1) AlES. 2) 4&y uasl
Customer. Target audience
3) WileelRl 4) (A5dLnl.
Buyers Sellers

8. UL 1A sclltde 1R HIB(BaH] UING el weld | ofeledl

Gl Sl B, ol €35 GRU AHlol Hecd yR1d B,
An organisation or group involved in socially responsible marketing has
objectives, and each of the objectives is of equal importance.

1) As 2) o
One Two

3) welay 4) sl
Multiple Few.

9. AUl d, %] (AL Asidu | ay Heefl HId sly, dl 4R A

HI [SHd.
Generally, if there are more intermediaries involved in the distribution
channel, the price for a good may

1) gelsl 2) dyRRl.
Decrease Increase

3) usq 4) Ggy.
Fall Rise.

10. Aoi6) HI52 Be2 Gyt uel iRl A 54 5] e HIfEdd] YR
Uls 8, uie

Channels provide market intelligence and other information gathered from
the market, to the

1) WRlestR 2) [dbdl
Buyer Seller

3) GUIsl 4) Gales
Consumer Manufacturer
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11. d3{] Geulest [dQl YRS HrellcudelR [AsMid & v 36ld 8.
They develop and spread persuasive communications about a product to-

1) WilesdlR 2) (ddl
Buyer Seller

3) Alss 4) Gaules
Customer Manufacturer

12.5164Q GAUles AL 1A «llduS 53] 2sdle1ell

No manufacturer can economicli contacts all the ?
1) WilesdlR 2) (ddl
buyer Seller
3) Alss 4) Gaules
Customers Manufacturer

13. HI2 WAR UL Yed, IRM 4T @] B
The battle for the market is heating up for

1) SeyHR 533.0{6%{, 2) sl l-j\faDl 50004 HR S
Consumer durables (FMCGs}
Fast moving consumer
goods (FMCGs)
3) Adl G&laL. 4) GUASd dHIH
Service industry. All of the above.

5) GURAsdHiell 519 sel.
None of the above.

14. dlgl [elds WosRHL 450 &AL IR, ¥ Add duell gl
], ([dANEl 59 Wl HHwg uSel.
In order to remain successful in fiercely competitive market, have to
constantlyidentify, analyse and understand their competition.
1) Hised 2) W3leelR)
Marketers Buyers
3) [A3dll 4) GU®Lsdl
Sellers Consumers
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15. ¥ oUW ot WAS UL B.
Are several bases of competition in the market?

1) AlSS H[HIAY 2) HI5(32L ¥l RAR2lel
Customer orientation Marketing orientation
3) d oisl. 4) Qigll 518 «tel.
Both of them. None of them

Q.2  2sMiwdled ¥IYL: S15URLUIR)
Answer in brief: Any four)

1. o01¢cd] 2 (5del) 24el 9f B2
What do you mean by coercive power?

2. delRell YIHLSs ISR P ol YR taild).
List out additional social marketing "P" s.

3. %12\ Add Asiciel] el 9f V.
What do you mean by Zero level channel?

4. W{dRAYTY 6oy Woi 501 Ad | S1ESURL AL AdU6etlcH s HIW o] ULEl

A (Y]?
List out any three organizational structures which suit international market?

5. Seea2led HIE([29] (ULl dHIR) Q) Hddul 87
What do you mean by international marketing Decision?

6. See12letd HIEesll wel 9 87
What do you mean by International market?

7. SIARes Hikeell dHIR Hddw 9] 82
What do you mean by Domestic market?

8. 52 €l gl dHIRL el 9 82
What do you mean by market leader?
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Q3 UidRAUTIY WK Udel Adl dwd sl el el R Adlstl 82
What are the different decisions to be taken while taking an entry into
international market?

¥ eql
OR

AMLCrs U2 U2 HIB[Ra1 M1l qM2dl?
Explain the marketing mix for social marketing?

Q.4  2sldly quil (S18usL ol)
Write short notes ( Any Two)

1. ALeS ¥y
Customer orientation

2. Hbe dlsR
Market leader

3. AAltst WLl Rd Wl
Resource based competition.

4. AMHLys U532 Hecd
Social marketing importance.

Q5 &Sl ellul dauil: (slguslL o))
Write short Notes: (Any Two)

1. diodl Al el Mid RS |iedl d0letl wUSNRLA (A {Rd sl Wiy o),

Five forces determining long term intrinsic long term attractiveness.

2. Hul ALYl A defl Rcl)
Core competence and its conditions

3. WidAYIU M&Ud 1A HIB[RL 9 dsldd
Difference between international ad domestic marketing

4. A5 HIS2a U5l
Social marketing process

*kkkk
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