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[NEW SYLLABUS |

1. Answerany five questionS: - 4%5

.{a) Discuss the imnportance of Product Life
Cycle.
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(2)

{b) What dovou mean by Strategic Business
Unit ?

(¢) What are the features of a good trade mark ?
(d) What is test of marketing ?

(e) State the objectives of marketing.

() What is co-branding ?

(g) Discuss the legal aspects of packing.

() What is Strategic Planning gap ?

(i) What is product mix ?

(/) What are the essentials of a good brand ?

2. Answer any five questions : g§x5

(a) Discuss Cost and Revenue.

(b) Give a briefidea about Directional Policy
Matrix (DPM).

(c) Discuss the role of product manager in an
organisation.
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(3)

(d) Discuss the reasons for failures of a new

produet.

(¢) Discuss the legal aspects of product
registration.

(N Discuss the factors to be taken into
" consideration while taking pricing decision.

(g) State the importance of pricing in marketing

(h) Distinguish between Skimming pnce and
Market Penetration price.

() Discuss the role of wholesalers jand
retailers in marketing.

(/) Discuss the strategic decision undertaken
while peckaging the goods.
3. Answer any fwo questions : 15%x2

(a¢) What do you mean by the term "New
Product' ? Describe the steps for the
development of a new product. 3+12
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(4)

{b) Explain in details about the General
Electric (GE) Matrix. 15

{c} Explain the features and strategies adopted

by a firm during different stages of Product
Life Cycle. 8+7

{d) Explain the factors to be considered while
selecting the channels of distribution. = |5

[ Internal Assessment : 10 Marks]
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