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The ﬁgures in “the’ margm 1nd1cate full marks ’
for the- questlons ‘

Answer cither in English or in Assamese.
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1. Answer the following as directed : ~  1x10=10
(i) Which is /are the element(s) bf-Prbduc.:t mix ? " -
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(a) Product design
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v [Turn over



(iii) Product. life cycle: is; "

(b) Product packaging. . .. ., ., .., distinct stages in the
T, COtreTeaet : - produgt.” Wl.m_.%?"e

(c) Product branding ' AfTRE oS T2
' : i fafeet 3
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(d) C. R. Wassen

* (b) I. F. Robinson

- (c) Philip Kotler

(i) Which one of ihé foliowing is not included " (d) D. T. Kollat.
in demographic ‘segmentation of markets ? | ‘
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(i\f) Which one of the

S ‘ characteristic of spec
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(a) Gender . ) . ) e b e gk,
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0 Age
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(©) Lifestyle . .. ... ... .. " (9)Biss on *isaw&ﬂa

(d) Income. L . ' : (d) ngh unit-pricé.
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(V) Which " one- of i thie - followmg /is - not an
advertising: golil Y SRR E
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" (b) Desite - e G
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: (v1) Macro env:ronmental forces relate to ma:ketJ .

ing’ intéfmediaried. (State trae' of false).

ga/?m% AR Bolm T
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(vu} Product dlfferentlatlon is"an’ mtemal factol

influencing produgt. prlcmg decisions. (Staté
true or. false).
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. (viii) The first step in the c

is — (Fill in tl
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(1x) Dlstrlbutlon policies
- sive; selective and —
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Answer the folldwing éue

(i) What is Micro-marke
- e AR
(ii) Differentiate betweern
and product different
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(i) What-is Test, marketing ?
9151’35‘1'{5?? TGE ﬁs ?

(w) What is new Product prlcmg pohcy ?

' ﬂwwwmﬁﬁ%ﬁv
" (v) What do_you mean by distribution policies ?
ot A o B @ 2 :

Answ¢r any four of the -‘fpllowing' questions

bneﬂy R 5x4=20
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()] Explam the Socletal concept of marketmg .
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. (i) Describe the need of market 'segmentation-
e Rete, SeRsl @ =i

(iii) Differentiate between Brand name and

. Trademark. -
ARRFS sifn W Wlﬁai fﬁﬁ e 2
9naf=ﬂ %wm

2/4 (Sém-S) MMG ©6)

(iv) Briefly describe the vari
bution channels.
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(v) Describe ‘the role of chan
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' (vi) Describe the. importance
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-How does 'market' differ 1
- Describe briedy he: various f
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Explain the growth and futm
India. ~
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 various . methods “of ‘Sales forecastmg
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What is the significance of studying consumer
behaviour ? What - are the economic and
psychological factors that mflucnce consumer
behaviour ? : 10
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What is Sales forecasting' ? Discuss _in brief the

R cRga® & @ BE oRucTe /s

* Describe “in‘ brief the “varidus' ‘components ‘ of |

Product planning. Distinguish between Product
standardisation and Product simplification. 10
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Disch;ss the Varilous'e]emet‘lts of promotion mix.
How is a Sales promotion programme designed 7
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What are- the various objec
Discuss the external factors
pricing decision of a product.
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What do you mean by Adver
Advertising Budget ? Descri

. and limitations of Personal s
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