Total Pages—6  UG/II/MKT. MGT./H/MH3/16
(New)
2016
PRODUCT AND PRICING MANAGEMENT
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The figures in the right hand margin indicate marks

Candidates are required to give their answers in their
own words as far as practicable

Iilustrate the answers wherever necessary

[NEW SYLLABUS]

1. Answer any five quéstions : 4%x5
(a) Define Product line.

(b) Classify products in brief.

(c) What is product differentiation ?
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(2)

(d) State the main functions performed by
labels.

{e) Dlstmgulsh between brand cqulty and brand
loyalty.

{fJ What is psychological pricing? Give an
example.

(g) Distinguish between 'discount’ and 'rebate’.
() What do you mean by brand extentions ?

(i) What doyou mean by market penetrating
pricing ?

" (j) What are trading up and trading down ?
2. Answer any five questions : 8x5
(a) Distinguish between 'brand’ and 'trade mark'.
(b) Discuss the benefits of advertising.

{(c) "Expenses made in advertising is wastage
of financial resources" — Explain the
statement.
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(3)

(d) Discuss about different dlstnbutlon
channcls

~{e) Discuss the elements of product mix.

(f) What do you mean by 'Rcsale Price
Maintenance' ? Discuss in brief.

(g) Discuss the procedure of product registration.

(h) Explain different methods a&optcd for
estimating demand.

(i) Define Cost. Explain different types of costs
~with the help of’suitab_le examples.

3. Answer any fwo questions : 15x2

(a) Define packaging. Distinguish between
'‘packing’ and ‘packaging'. Discuss the
importance of packaging. 3+6+6

(b) Discuss about Boston Consultancy Group
- (BCG) matrix. Distinguish between BCG
matrix and GE (General Electric) matrix. 7 + 8
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(4)

(¢) Define branding. Discuss its needs. Discuss
the steps involved in Branding. 4+5+6

(d) What is sales promotion ? What are its
advantages ? Discuss different methods of
sales promotion. 3+5+7

[ Internal Assessment : 10 Marks ]
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