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The figures_in the margm indtcate
full mdrks for the questions

Answer either in English or zn Assamese

1.- ‘Answer the --'-followmg as directed:"

- 1x10=10

(i) The startmg pomt of any marketmg
act1v1ty is the -

, R Terre st R R T2
(a) human needs and wants
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(b) basic human needs

(c) Dbiological condition of human
beings
I &R w9
(d) All of the above
\@5[{q TBIRER
" (Choose the correct answer)
(o7 Cach! AR Clasar)
(i) Who is the father of modern
marketing ? ’

i TR g PR TP
(iii) Which of the following is a threat posed
' by marketing environment in India ?
AERRS (@RI ORed IR AR ARl
TW @ O |
(a) Curtailment of and disinvestments
- in Public sector
srerat Yo RN 36 oI AR
(b) Liberal‘isatio'n of Industrial
licensing

Seife SEEeEE SnISIe
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“(c) .Survival of the fittest rule
~ (d) ‘Removal of subsidies:
(Choose the correct answer)
(3% oo IR Glevean)

(w) Whlch of the followmg is useful for
marketmg segmentation ?

kiR m:maw ﬂféwqazm @mﬁ?
(a) Prospects 1dent1ﬁcat10n

vmafﬂw ﬁwwct

(b) To know the customer S tasts and
preferences s

.
s/

»»»»»

a@m snw a7 iz IR
(d) All of the above o
. “(Choose the correct answer)
(¥% BeCh! o7 F. Glersa)

(v) - Which one. of the: following is not an
element. of Qemggra__phiie,,}segmentaﬁon ?
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O (IO SraefAeTS ReTems SR 723 2
(@) Family size (ARAFH SPR)
(b) Population density (FPRIN TR)
(c) Income (oier) -
" (d) Religion (&)
(vi) ‘Assam Tea’ stands for ____ positioning.
o 51 T o TR SRR |
(Quality/ Geographié_@l area) |
e/ (ST CFEd
(Fill in the blank with correct alterative)
N (% REET (10 AT 1% 99 391)
(vii) ‘Mobile Handset’ is an example of
perishable goods. -
CRIRIZE G’ 25T AT BHIRE |
(Write True or False)
(fs1 ¥ gy )

(vii) Which one of the following brands
owned and developed by producers ?
AR @D ‘@S TAMRIST NP

o e '
" (a) Individual brands (AReCRI @)
(b) Family brands (-IRAIRT @)
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(¢ Manufacturers brands (ﬁ'ﬁﬁ@ﬁ
(d) None-of:these (a‘a:cam <ol )

(Choose the correct answer)

(&% t?@?zﬁ ?fﬁ? Clrsan)

(ix) At maturlty stage sales contmue to

increase at an 1ncreasmg rate

oifReiFoR AfIre R k(K] e w ?q A |
- V(Wrzte True or» False)
(o7 @ wET )
(x) Promotion mix is an mlportant element
of S
@mﬁﬁmm amewﬁ@nmm
(a) Sales promotlon (R Te)
S m) Marketlng mix (ISR ey
(c) ,Personal sellmg (Wﬂ@ ‘Rerraait)
| (d) All of the above (‘89{« Wﬁm?)
~+(Fill in the blank with appropnate

- altematwe)

(@ﬂg@ﬁ%ﬁ@wﬁﬁqv‘rw)
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2. Answer the following questions : 2x5=10

v(i)f_; .State two distinctions between
. marketmg and selling.

. AR vm RETeee Sere 41 757 oM
@mﬂ WI

:(u) WHat 1s product posmomng?

{lll) What is product line ?

@Q"lﬂ Wﬂrﬁﬁ?

!zv) What is personal selhng?
e R Bt

- (v).-What is. advertlsmg agency?

ﬁwﬁw‘i Wﬁﬂm e

3. Answer any four of the:. following 5><4=20
oore faass fézwm wﬁm@m ﬁm

(). lmportance of product as a component
of marketmg mix., o

T ggiRt s Beimiv REIE 3R 9T
(i) Advantages of product branding.
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(iii) Reasons of product failure.
Ceoli T JLOR FRPAZ |

(iv) Advantages and dlsadvantages of
E-tailing.

‘E-tailing’d 4 o< mlﬁeﬂmgn |

(v) Merits and demerits of product
- diversification.

Beolm T IHIRTR z{ﬁen G SP{RUPTE |

(vi) Essential elements of good branding.
TS “ARGHSIF SRR S |

4. Answer the questlons from the following :

(any four) - T 10%4=40

©o RN O w2 (Reereent Gifaon)

(@) Outline the major functions of marketing.
TP I IIHRRE FoAwA WS |

(b) Discuss about growth and future of
. marketing in India.

quaﬁmwvﬁww
NS 31 |

(c) Explain the consumer s buymg decision
' process.

@W@wmﬁﬁmmmm
4|
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(d) Define market segmentation and
discuss its importance for a firm.
T <feeTR K@l Tl W TR TR
HICEmAT F4 |

(e) 'Describe the role and importance of
pricing.

WWﬁ»WW@WQ‘W —

(f) ‘ Explam the various' pncmg policies
available to a firm in. taklng its pricing
. dec181on

<9 SRR T ﬁaﬁa« ﬁfﬁt@ @ﬁﬁ?ﬂ@ Toled
. fifor = FERY AR wm -

(g) -Ex‘pl'a‘m- ‘the various methods to
- measure, the advertising:effectiveness.
ﬁwﬁw« Wﬂﬁ@ @R Rfen smmfomR
R

_(h) Discuss thé various factors which affect

‘prombtiofi mix. - decision of an
organisation.

- &1 AfogT TR ﬁa«ﬁmm CFGS
WW%WWWWI

Gl
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