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MASTER OF COMMERCE

Term-End Examination
June, 2012
MCO-06 : MARKETING MANAGEMENT
Time : 3 hours Maximum Marks : 100

Note : Attempt any five questions. All questions carry equal

marks.

1. Describe the various micro and macro

environmental factors that influence the

marketing decisions of a company and state the

benefits of environmental scanning. 12,8
2 (a) Discuss sales promotion as method of
communication and the reasons for its rapid
growth in India. ‘ 12, 8
(b) What is publicity ? How is it different from
advertising ? Explain with examples.
3 (a) What is channel conflict ? Explain. its
various causes and the mechanisms for
effective conflict management. 12, 8
(b) Compare and contrast departmental stores
with chain stores.
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4. (a) Discuss the total systems approach to
marketing logistics. How is it different from

the total cast approach ? 10, 10

(b) Explain the various product-price
adjustment strategies.

5.  Compare and contrast skimming pricing with
- penetration pricing. Also explains the rules

relating to display of retail prices. 12, 8

6. (a) Briefly explain the concept of expanded
services marketing mix and the services
. . 10, 10
marketing triangle.
(b) Discuss the life cycle stretching adopted in
the case of a product when its sales started

declining.

7. (a) Explain the difference between branding
strategies its adopted for industrial products
consumer products and agricultural

products. 10, 10

(b) Discuss buying decision process as a

continuous process and the stages involved
there in.
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Explain the concept of micro marketing and
clarify whether this concept is being
adopted by some Indian companies. 10, 10

Repositioning needs a continuous
monitoring of the brand’s performance in
the market.”” Explain with suitable
examples.

Explain the evolution process of marketing
management philosophy. 8, 12

What do you mean by marketing
research ? Describe the state of markating
research in India.
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U # SR STl
AT qen
A, 2012
TUELL3M.-06 : fauur yay

T : 3 He . SHfFHaT 3TF 100

e : Frt ofer 357 & 3% foflau gyt 994 & 37 GurT &1

1.  F9 & fFuvE il ) ywifaa =@ 9 faftu=

=fe Td TAME (micro and macro) IRERTE Eareal
1 gU RIS, qUT IREW & GEASIE & DUl H
Seod T | 12, 8

2. (a) Toma dadd & 9990 #) uw fafy & w9 A
foa=m SIS, 991 YRa ¥ =9 o fawa &
FRUN H1 Ie3T@ HITST | 12, 8

(b) WER (publicity) & &1 acqd 8 ? ¥e fagmA 9@
oy yeR Tom ¥ 2 el wiea =amen Sifs |

3. (a) WIEH Fyeg (channel conflict) 9 F
€7 T fafus FRoN qen wuTel S ey o

T SHREAT FHIT 12,8
(b) faurfla Yer a1 J@a YR &1 Lol
FITIT |, 941 399 AT Farsq |
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4. (a) Touu offSifead &t T@ YS! SFAUR (total
stystems approach) &1 faa=@ &Nl I8
FO O YR ¥ e ghR fs €2 10,10
(b) Tafs Seqe-weg wwEsH il st sare
HIT

5. @SR Ty g faio (skimming pricing) 91 LE!
e TR (penetration pricing) ®1 & HST
ol I HAR TARY FIHR God & YA et

o &1 off saTEn wifey | 12,8

6. (a) ‘Towifa @an fagum fag’ qen ‘dar fagom
o’ GheuaTstl @1 We | SATeAn Hifwn |
(b) et 3 & fasra & &t 3% 89 @1 feafg o

Siter =gk fersit (life cycle stretching) $T9M
T Hhea T H1 faa=m Hifag | 10, 10

7. (a) SHENRTH AR, IUHIRT ScUmEl qe1 FY e
% fou TR S M a1t wis fruRer gfaaat o
AT FT AT HIfT | 10,10
(by A Tl ufshan 1 T STveRd i & w9
o qen 394 fafea =l @ fag=m wifeg)
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8. (a) oA fa9UA (micro marketing) EAKSEIE
= saTEn HITY 991 I e ity fF, w0
FT WK HYCE A T HH! Bl ST
3 10, 10
() ‘T feurd (Repositioning) F TR A
¥ Fromred ¥ oy STFa &1 STawdE gl
¥ 3fad e wiga e S|

9. (a) Taovm veiw el 1 fawre ghmar w e
HIFT |
(b) oo erggeT & e 87 wwd H fauor
sEaT 1 feafy & faaem wifo

8, 12
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