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Marketing Management
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Note : Answer all questions. All questions carry equal

marks.
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What do you understand by marketing mix ?
What are the main elements affecting

marketing mix ?
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Define and explain critically the term
marketing and discuss the nature and scope
of marketing.
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What is Brand ? What are its advantages ? Is
branding socially desirable ?
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Explain the following in detail :
(a) Product line
(b) Product simplification

(¢) Product diversification
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Which factors affect the pricing decision of
marketable product taken by a company ?
Explain.
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What do you understand by channels of
distribution ? Explain the type and functions
of channels of distribution.
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What is advertising budget ? Explain the
methods of preparing advertising budget.
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Explain the process of marketing research.
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Write short notes on the following :
(a) Social aspect of marketing
(b) Ethical aspect of marketing
(c¢) Legal aspect of marketing
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What is International marketing ? State the
difference between Domestic and International
marketing.
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