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MASTER OF COMMERCE

gﬁ Term-End Examination
o June, 2013
MCO-06 : MARKETING MANAGEMENT
Time : 3 hours Maximum Marks : 100

Weightage 70%

Note : Attempt any five questions. All questions carry equal
marks.

1.  What is marketing information system ? Explain
the major components of marketing information
system. 5+15

2. (a) State therequirements of an effective market
segmentation.

(b) “Marketers use a number of alternative bases

for positioning their products”. Explain

these bases briefly. 10+10
3.  Differentiate between product mix and product
line. Discuss various product mix and product

line strategies adopted by marketers. 5+15

4.  Explain basic methods of price determination. 20
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5. (a) Explain briefly the various product-mix
pricing strategies adopted by marketers.

(b) “Marketing communication plays an

important role in company’s overall

marketing process”. Comment. 12+8

6. (a) Identify various challenges faced by
marketers in rural marketing.

(b) Briefly explain different budgeting methods
under top-down approach. 10+10

7.  Explain various steps involved in the personal 20

selling process.

8. Channels of distribution are different for different 20

products. Explain with reasons.

9. (a) State various types of buying behaviour 10
situations.
(b) Define marketing and explain its

implications for an emerging economy like 3+7
India.
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1. foqum g wonet | s awwd g7 fawom gEe

YOI % THE Wi (components) T SAREAT HITST |
5+15

2. (a) TH WG IR GWEH o eI qeell hl
IerE A |
() ‘‘fagvEwal @wd Seordl & feydiad
(positioning) % AT aT& Jhfcash AUR &
IYART HQ F1 I SER T WE9 H =
HIfSTT | 10+10
3. 3R {9 (product mix) A1 MG @ (product
line) ® 3R AT | faaursatel g1 ST9ARE S

aret fafus Scae fagw qen e sj@en gfwal &
fadrar sifsm) S+15
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4. T frgio =) smuryg fafual &) swen s 20

5. (a) TayvHwwied g1 39 WM arett fafie samR
o qear frafor gfaaa w1 dag o =men ST |
(by *fawo WO Fet ) waa fauoE yfwar

T Heeayul i §1'' EreeT wifsg) 12+8

6. (a) A Tafim gHfaal 1 Seera sifsre fSmes gmar
T faqureral & arie fagom & s gear g1
(b)  STHNTH! (top down) eIV & Hatd IuF
F1 A Tt fafm swfén faftal a9 o

AT i | 10+10

7.  =afwTd faswa g & fafis =on =) sren swifewy 20

8. ‘' 3CI-SAT UG & foTu 3Tt 31er foawor qreasi 20
F1 39 fhar Srar 81 ahafed sare wifEw |

9. (a) %A AGER (buying behaviour) feufaai & 10
ferfrst 9ol a1 Seer@ Sifg |
(b)  To9ur =t gRvTer IS qer wRa S T S
Adeeredr o fau soe fafgael 1 =men
e 3+7
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