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B.CoE. (Prrt-I[), Ereminetior

PRINCIPLES OF MARJ<ETING

(Mrrkcting)

Time : Thrce Hoursl [Maximuo Marks : 70

N.B. :- (l) ALL questions are compulsory.

(2) All questions cany equal ma*s.

l. Explain :

(s) Marketing concepts. 3

(b) SeUing corcepts. 3

(c) Ma*etinB tnix. 4

(d) Concept of mnsumer bdhaviour. 4

OR

(e) Importance of markcting in business. 3

(O Modem mrrketiEg concept. 3

G) Elements of Intem&l markcting etrviroEnent-

4

(h) Concepts of market segmerution, 4
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2. Explain :

(a) TDes of Product. 3

(b) Product Development. 3

(c) Coflcepts of Brard. 4

(d) Trade Mark. 4

OR

(€) Concopts of product. 3

(0 Stages of prcduct. 3

(g) Objectives of packaging. 4

(h) Stages of product life stock. 4

3. (a) Explain the objectives ofpdc€ and E?es ofplicing

methods. 14

OR

(b) what do you mean by price ? Explain its

importEnce. 14

4. (a) What do you mean by channels of distribution ?

Explain rhe various typ€s of channels of
distribution. 14

OR

(b) Explain the role of retailen and wholesalers in

distribution channels. 14

(,r) ei.rr i Qw t 4

(a) s.qn ff+,rq-m * wt r 4

(q) {a i s?sc tE +fqc aqr 1e rtaftd *
E&=r 9-6R rcs dfrc I t4

SqiIT

(s) Tec t 3nq +rn sqqt e ? qlq +l {6Fr ete
dfrq r 14

(i[) ft-d-rq qrqq + rfiTq flT sryt e ? h-rt"l
qrqq i Ek;e r+n sre dBq r 14

fflrlt
(q) d€ ilr qi qrqftdt +1 Eaq qwq t Xk+r

er-r dftq r 14

ese +11 r

(rn) €Efi 6r B=rnrq ftq l 3

(s) E-*rc{ {qq | 3

(6) eqrawff Fa-*rq-a fr hiqiTn( r 4

(s) tri'm:if * +rd t 4

ixtr<I

(r) kfic defi t+'ert( r 3

(s) E-rrq-{ qrqq d mfu r 3

(l) akrr< h-ru r 4

(a) E-r+ 1'+ tm t 4

3

4

5
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(R+ rrar)
qmr:- (l) ({l crn qFrqr{ e r

(2) {S crfr i ifa sqn ?r

eE dBi :

(c) Evun iirm.rr r

(l) frm r+-errr r

(F) Rc'rl frrr I

(<) rra+ mk {rer{r r

qqr

G) arqwq t frcorn 6r q6iE t

F) figffi BqEr{ * qsc{{rE I

(rI) RcEr+ i qi(R-{ qqt+<q qefi 
r

(r) M ds $r<rr r

wq dfrq :

(o) rwn * *+,nr

({) Tf,r( Ed'r€ r

(6) {Fs +t c-dic{q I

(s) ersn fu<r
3trttfi

(r) o-wr< d ffir
(v) wwr< i w< r

5 Explain :

(a) Optimum mix of promotion. 3

(b) Advedising media. 3

(c) Characteristics of an ellective advertisemeut.

4

(d) Functions of Salcsman. 4

OR

(c) Conceprs of sales promolion. 3

(0 Limitations of Advertising media, 3

(g) P€rsonal selling. 4

(h) Selling as a carEer. 4

(rr<r& qrqq)

{<<t:- (1) t{ srr qFrErd qrtd.

(2) {r4 cr-{iil m'r{ gsr qttd

I

3

3

4

4

3

3

4

4

2

1

3

4

4

l. eq f{r
3

3

3

3

(u) Erun r-+errr

(s) fffi rf4-e-{r
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(F) F{clrn frEur 4

(B) T166 Tdlp iiq,er{r 4

Risr

(c) qqfrrc Fqlrn {6.{. 3

(m) flgPr{' frcsn f6-rs{r 3

(l) ffi sinftc qqk{sr q56 4

(a) <rrn Emr voec-{r. 4

2. eEa rF{t I

(u) r.rr< r+r<. 3

(q) TflrE kfim. 3

(+) r<* rr*r 4

g) enn f+<. 4

ffisr

(() qflr{ (-+-tr{r. 3

(m) rar< i wr. 3

(r) rias{r+ u?n. 4

(a) u-*n ffi <t 4

3. (q) {icr+ s I rcEc 6fl, ftt ae+r+ REU 166
Tqru F{r. 14

Aiqr
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(s) Trcrvrql qFrsre 6rrr q+iq id ? Tsqrn qre

(v) l+m,r wrfr crqn qnstr< qrq. qddq ffi ?

E-d{"r Y"ntr+ Efrq rfirt Hq F{r 14

GiEr

F) ffira q qrrr6 qTqrqr* Fd-d{Er rund-d-d tkrr
eEa F{I. 14

5. (IIFC 6{r

(o) r<drt vqs frao

(s) on&{rd qrqq.

(+) vvrff vrffiS ?frret

(s) E+;er* 6r{

friqr

(r) ft6c dn {F?r+r.

{q) qd-rrd qreqrqr qqf<r

(rr) q-ffilrd F{fic.

(a) E-fr qr tm.

4

3

3

4

4

3

3

4

4
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