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ENGLISH VERSION

Multiple choice questions:

Some entry options in exporting, as suggested by Philip Kotler include
A. Export Department

B. Opening Branch in Foreign Market

C. Appointing Travelling Salesmen

D. All of the above

The probable rate of return on investment depends upon .
A. Market Attractiveness. B. Competitive Advantages.

C. Risks. D. None of the above

It should enter fewer countries when

A. Market Attractiveness is more.

B. Competitive Advantages are more

C. Risks are more.

D. Market entry and market control costs are high.

When international markets seem to more attractive and the company is capable to
exploit these markets, the company decides to enter the

A. Competitive market. B. Domestic market.

C. International markets D. Consumer goods market.

“Social marketing” emerged as a subject in the

A. 1970 B. 1960

C. 1950 D. 1975

Social Marketing differs from other areas of marketing only with respect to the
objectives of the and his or her organisation.

A. Buyers B. Sellers.

C. Marketers. D. Customers.

Social Marketing seeks to influence social behaviours not to benefit the marketer,
but to benefit the and the general society.

A. Customer. B. Target audience

C. Buyers D. Sellers.

An organisation or group involved in socially responsible marketing has
objectives and each of the objectives is of equal importance.
A. One B. Two
C. Multiple D. Few
Disagreements among marketing channel members on goals and roles -who should
do what and for what rewards-leads to channel

A. Power B. Conflicts
C. Agreements D. Disagreements.
conflict happen among dealers at the same level of the channel.
A. Horizontal B. Vertical.
C. Both D. None
conflict is conflict between various different levels of the same channel
A. Horizontal B. Vertical.
C. Both D. None
These are types of Conflicts
A. Horizontal B. Vertical
C. Both D. None

The battle for the market is heating up for
A. Consumer durables

B. Fast moving consumer goods (FMCGs)
C. Service industry

D. All of the above

(15)
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In order to remain successful in fiercely competitive market, have to
constantly identify, analyse and understand their competition.

A. Marketers B. Buyers
C. Sellers D. Consumers
are several bases of competition in the market.
A. Customer orientation B. Marketing orientation
C. Both of them. D. None of them.
Answer in brief: (10)

What do you mean by competitive advantage?
What do you mean by Distribution channels?
What do you mean by Media advocacy?
What do you mean by international market?
What do you mean by domestic market?

Define social marketing? Explain the Marketing Mix elements for social marketing? (13)
OR
Explain the factors affecting international marketing decisions ? (13)

Write short Notes: (Any two) (12)
Distinguish between Competitive advantage and core competence

Various types of channel functions

Differentiate between domestic and international market?

Emerging concepts in Social Marketing?
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