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(i) Direct marketing _" -
oo (id) Marketing management (1v) advertlsmg

. The ultimate level of segmentatlon leads to- ' ' B
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Sales promotlon is usually targets toward erther
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’ Answer ALL Questlons B T
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11 a Analyze the factors mﬂuenclng marketmg concept T .

: " OR - o
b Descrlbe the elements of marketmg mlx

l

e 12 a Explam the scope ot marketmg research
el b Descnbe the element,s of market segmentatlon s E
- 13, -“ a State the vanous class1ficatlons of product"

e b1 Narrate the factors mﬂuencmg prrcmg dec1s1on?; .

,:"-‘14f,fal~Descr1be the types of channels of drstnbutlon s B
ooh Explam the obJectrves of personal selhng‘? R S e T e s
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| / SECTION - C (30 Marks)
.. .o ‘Answer any THREE' Questlons R AR R R S
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AL 16 Analyze the Components of Marketmg Env1ronment in Indla e
S 17 Exarmne the maJor factors 1nﬂuencmg consumer behavmr |

18 8 Elumdate the various stages of new product development
190 ’1;"_.D1scuss about the. kmds of sales: promotlon i S

o 20 e Summanze the Ethlcal 1ssues in marketmg W1th 1ts Consequences
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