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MCO-06 : MARKETING MANAGEMENT

Time : 3 hours Maximum Marks : 100
Weightage 70%

Note : Attempt any five questions. Each question carries
equal marks.

1. Compare and contrast selling with marketing. 8, 12

Explain the process of Marketing Management in
brief.

2.  Discuss, with appropriate examples, nature and 12,8
extent of Reference group influence on product
and brand choice. Identify various types of
organisational markets.

3. (a) Explain the changing patterns of packaging 10
in the context of emerging retailing senario
in India.
(b) What are the bases of Market Segmentation 10
for following products and why ?
(i) Automobiles
(i) Soap
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A company manufacturing a product “X” has the

following costs :

Variable cost=Rs.10 per unit; total Fixed

costs =Rs 3,00,000. The company expects to sell

50,000 units and wants to earn 25% profit on

average cost of production.

(a) What will be the break-even point in terms
of volume of production ?

(b) In case its demand is 42,000 units, calculate
the total sequence, total cost and the profit.

10,10

Explain briefly the following : 5,5,5,5

(a) Intensity of Distribution

(b)  Objectives of Marketing Logistics
(c) Methods of Promotional Budget
(d) Copy Writing

(a) Explain the company’s micro and macro
environmental variables.

(b) Explain briefly various regulations which
affect marketing practices in India.

Explain psychoanalytical theory of personality
and its relevance to consumer behaviour. Discuss
consumer behaviour as applied science.

Summarise various implications of PLC on
marketing strategies. What are the risks
associated with test marketing ?

(a) What do you mean by non-store retailing ?
What are its future prospects in India ?

(b) What are different methods of
Transportation and their advantages and
Disadvantages.
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TH.HT.31.-06

AT § SR ST
R EIGIRC I
feawaw, 2013

TH.HL3.-06 : faqurs way
g9 3 " HfFHTT 37F :100
FT F :70%

T : for2t uie 99 & IR foal@u | @t 9941 & 37 @RI &1

1. fawa =t fauom @ qor wd Safas witse) fogom 8, 12
YeUA i Gihal 1 W9 | SATEAT HIfT |

2. I A1 §ic F fowed W HeH WHE (Reference 12,8
group) % YWE &I YHfd Td €A1 1 3 IR
gfea foaa=m ST | S I & fafa= yeri
FT IT@ HIfST |

3. (a) YR ¥ HehR AR F W g | i 10

% FSTd Fiqed i SATEA Hif |
(b) fr=fafed SRl & fau aoR el & 10
IR E 2
(i) X migar
(i) §TA

MCO-06 3



4. U&H HUA S X' 1 e I @ ¢ 9 # e
fr=fafea € - 10,10

yiadda ara 10 €.9f0 39 feer @
(F¢)3,00,000 F. YT 50,000 SHEAT F fasg i
3TN I & q1 9% a S @R W 25% ol
FHMT =Ted! § 1
(a) IR FT AT F T H W H ¥ foesg fag
(BEP) 341 81T ?
(b) afe ST WM 42,000 SHEAT € q 3H FT FA
T (revenue), F ARG AUT &Y I TUMET

SIS |

5. fr=fafea =t 9ag ¥ samen #if 5,5,5,5
(a) foazo =t e
(b) fauom wifefese & i
(c) HaYd swe i fafe
(d) fafre@d (copy writing)

6. (a) HUA & =afe @y aur gafy sf@y = 10
(variables) @1 IR HifT |
(b) YR ® fauuE gemsdi &1 yuifed & ad 10
fafy= faf=i =t 9e9 o =aren S|

7. At & AAIRATONHS [HEH (psychoanalytical 14,6
theory of personality) AT 3UHIH TGN § 34 &I
qCEITT <R SATEAT FHITSIT | ITHIHT FRR hl TG
f9RM (applied science) % ¥4 ¥ foa=q HiIfvT|
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8. fogum wEifaEl W g Sfted =% (PLC) & fafya 12,8
fafearetl =1 wfera faaxo €ifSw) 9fen faaum (test
marketing) # a1 Siif@w fafed § 2

9. (a) TR-WR FEH (non-store)SATIR H T 1 H
qqd § 2 YA § 39 St et g @ g 2 10,10
(b) A@EE & fafa= ggfaa o 37 & a4-
Bl RN €27 Seeid iferg |
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