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Answer either in English or in Assamese.

ihy % Answer the following as'directed : (any ten)
1x10=10

ot FReTRe Se i ¢ (Rcpicl 72o1)
(i) Which of the following is not included
in psychographic segmentation of.
markets ?
AEe @FRE TEed STe o [KeEeE
TIOG 22 ? ‘
(a) Personality

Contd.



(b) Lifestyle
G|

(c) Attitude
AR

(d) - Culture

FFo

(i) Which one of the following is related to
micro-environmental forces ?

M@@mwvﬁﬁ@ﬁa@waﬁ
TR ? '

(a) Demographic
SRR AT

(b) Marketing intermediaries

IGEF TGO

(c) Economic

S RICIVE

(d) Socio-cultural
AN E-HF o
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(i) Television is an example of

RIS (RG] 2ise a9 w19t Gffep G ?
(a) emergency goods
CRS I )
(b) convenience goods
HRAES @
(c) shopping goods
G 39wy
.{d) impulse goods
(iv) Consumer behaviour is affected by
(OIGR 5wl deriEe Tl SAMHG! 24
(a) family
Al
(b) age
SEby|
(c) income
IE|
(d) All of the above
©5RT SIIREHED!
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(vii) Which one of the following is not an

(2 .. . . . - . D
(v) Sales promotion activities are advertising goal

conducted by > f e e (i [ReEeEE o 9232
! TEleae IR #AbifETe w0 | (@) Attention
(a) producers : 7w S
SeATAPIAI (b) Desire
(b) wholesalers _ Bral
R (c) Adoption
(c) retarilers ‘ ; : ST
LAGeTOR ‘ o (d) Action
(d) government e
BB
: A\ (viii) Product simplification is the process of
(vz) Which one of the following is not a /| - 14 S 2 T A
component of product planning ? ; / ; _ |
RIS (S T AR S 722 Quneg PO gs - (a) increasing the product line
| i iV sjeljq FEERRE g <l =]

(a) product innovation s
T CER (b) changing the product line

(b) product diversification P AFTaFIe AT T W

W @bade (c) reduci'ng the product line
(c) product standardisation o] Fodare 9 9 T

TR S e _ | (d) amending the product line

(d) product branding ' : S RIE IR i B W N Gl | S S o R
LSRG PR EaE(]
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(ix) Which one of the following is included

()

in sales promotion ? : |

AEE @] B! TR 75 TR ?

' (@) Personal selling

Jfesrs e
(b) Exhibition
v
(c) Advertising
e
(d)° ‘Publicity
4

Which one of the following is not an
uncontrollable factor of marketing
environment ?

TWWWW@WW‘T
ST IS T2 2

(@) Economic growth

oo B

-(b) Level of education

IR SR
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(c) Marketing mix
Feneead e

(d) Price policy
S
(i) The strategic use of a brand’s equity in
~ which the marketer leverages the

prand’s good name to buy.something
new is

o ) B! TR IS (RS AT ([ Il
o ANwEpel AR el T @ 2FR0S
(P PR =

(a) co-branding
GIRIN
(b) brand extension

@ i

(c) line extension

i3 AR

(d) product extension

AN TR
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pai) Form of testing markets and getting
customer feedback of promising ideas
is called

HIRANGIF = @it 2

(a) idea generaﬁon

9o ©esife

(b) concept testing
4R AT

(c) :product testing
AR oRE

(d) test marketing
TG A

(xii) A company that attaches the same.

brand name to all of its products is
called (Fill in the blank)

RO @I 2= TR A @Bl @e
I 2% 0, cofewl a (@ 2 |

(<7 91Z 99 )
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(xiv) Under ____._ pricingwpolicy, a very
high price is set for'a new product
initially and gradually the price reduced
as competitors enter the-market.

(Fill in the blank)

o 0 ST STSTICO Tl T
aofas T I, 4 TR Pze @S AferITE
ot =0E @ R T i SRAE @ = |

(T N2 27 F1)

(xv) The first step in new product

development 1is !

‘ (Fill in the blank)
o T SIS @2 2R R |

(el 12 759 1)

(xvi) Social class, religion, race, culture etc.
_are significant variables for

segmentation of markets. \
(Fill in the blank)

ANifE (A, 45 a’c{ FFf S TG
2f et AE el TAME |-
(071 12 999 1)
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(xvit) A provides written information
about the product, its features,

composition, performance etc.
(Fill in the blank)

- @ T A, L e, e o
TR R R (6T A2 2999 )

(xviii) Segmentation of consumers based on
factors like climatic zone, continent/

country, region, state etc. constitute -

segmentation. ‘
(Fill in the blank)

G, SR/ O, e, sl i fofge
TATSIE Reled ORI Rroiem

T | (AT HZ 779 F91)

2. Answer the following questions : (any five)
A : 2x5=10
weTe Al 2caIes Oed fordi ¢ (R 2ot

() What is marketing environment ?

IGRFIe Al 2
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- (i) | What is trademark ?
e 2
(i) What is direct marketing ?
e IR /52

(iv) What is branding?
Ty A [/ 2

(v) What is social marketing?

e e @ 2

(vi) What is green marketing ?

G5 G 2

(vii) What is sales promotion ?

) S e

(viii) What is rural marketing ?

sy SRS 2

(ix) What is skimming price ?

f&hR 37 2
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(g0 What is market segmentation ?

T OR Reieaead e

3.  Answer any four of the f_ollowihg ;

9x4=20
Tﬁmﬁaﬁmﬁwﬁmhmo'

(i) Explain the distribution policies which

narelsenerally adopted by the
rnanufacturers

CRAMTRIRCE AAREIS 26l 7541 ﬁwq
TSTIZ <1 <1 |

{ii) Briefly explain the functions of
packagmg

CE‘KW%WBWWWW|

(i) Explain the importance of marketing.

TGISFT ST iR 4 |

(iv) Explain the importance of market
Seégmentation.

Wﬁ@wm@a@wwww,

4 (Sem~5/CBCS) COM HC 1 (PoMfyG ~ 12

(v) Explain the advantages of packaging.

(BT REPR T 41 |

(vi) Explain the significance of channels of

distribution in marketing.

TEREEee el e Sied I = |

(vii) Explain the significance of the study of

consumer behaviour.

SororE! SIS Sieeid i

(viii) Explain the advantages of direct

marketing.

ﬁwa@ﬁﬁ%z{ﬁWWW|

Answer any four of the following :

10x4=40

weTs AR el Biiole Oes ol 8

()

What is marketing mix ? Explain about
the “7Ps’ of marketing mix. 3+7=10
Toieeae e 62 I@IReel e sAren! P
a3 il <+ '
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i)

(iii)

()

(v)

(vi)

Discuss the various concepts of
-marketing.

TG [{ifen (eI St 3 |

Discuss the different bases used for
market segmentation.

I ReIems < 59 2l fifen cofbon

SRl 541 |

What is preduct life cycle ? Explain the
different stages of product life cycle.

3+7=10

T Gl b e 2 Rfen s <ok
341 .

What is pricing ? Discuss the fac-tors
influencing product pricing decisions.

fvky 2+8=10
waanﬁﬁﬁﬁ%?amawaaﬁﬁaﬁﬁ%ﬁ@aa@mm%@
I CHAMITER SO 75 |

Discuss . the various environmental
forces influencing marketing,

PRTR ST 91| -
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(vii) What is channel of distribution ?

Explain the various factors which affect
the choice of channel of distribution.
2+8=10

: g9l 2eiieT & 2 Romel 2lelie! Reoe 9 e

oIS 1 CHAMFTIR 10T T 1-

(viii) Discuss the various factors that

(i)

()

influence consumer behaviour.

o SIbae eeifie 4l [Rfea MRz
Sl <4l |

Explain the different elements of
promotion mix. Distinguish between
advertisement and publicity.

6+4=10
Sefaee eie [Kfen oA =t <4 |
ﬁ@mﬂﬂvw$zwm<NM$ssﬁﬂﬁjﬁvwl

What is new product development ?

Explain the various steps involved in

new product development process.
2+8=10

T T TR i 7 3 e TN =y Snme
Afera aere wiRe &iea «R~iTEm ik
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