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MGT301 Today paper

30 MCQS

5 short questions (3 marks )

5 long questions(5 marks)

mostly from price sections

conceptual questions

Direct marketing

Advertisement

2 long questions about product life cycle.

M. USMAN AKRAM ON FEBRUARY 21, 2018 AT 11:35AM

Define Direct Marketing
Advantage of directer selling for seller
Difference b/w Direct Marketing and Personal Selling

Types of international pricing strategy and which strategy is using by mcdonald in world.

corporate VML
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Cost based strategy and value base strategy

DO MORE EFFORT ON AUGUST 19, 2017 AT 4:19AM

My Paper

Mgt301 Current Final Term Paper Spring 2017
18 August

5pm

Marks 3

Q1. An organization keeps various objectives under consideration while designing the message of an ad.Enlist any
three advertising objectives?

Q2. Define direct marketing and enlist it's major forms?

Q3. Differentiate between product oriented and customer oriented companies?

Q4. Discuss any one form of quantity discount with road life example?

Q5. Marketing channel involves customer, producers and sellers, discuss basic dimensions of channel structure?
Marks 5

Q6. Define public relations and explain what are major public relations decisions which marketers have to take?
Q7. The differentiate between structure and content of message with example?

Remember me in your prayers.
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MUHAMMAD HAMMAD ON FEBRUARY 25, 2017 AT 12:10PM

PAPER IS TO MUCH CONCEPTUAL BUT MOST EASY..

MCQ'S not in past papers but all MCQ's is esay and conceputal.

10 QUESTION OF SUBJECTIVE.

02 FOR WHOLE SELLER TOPIC.

01 FOR PRODUCT LIFE CYCLE

01 FOR CONTENT OF MESSEGE

01 FOR D/B PERSONAL & NON PERSONAL SELLING

01 FOR DISTRIBUTION CHANNEL

02 QUESTION FOR CONCEPUTAL. LIKE SHEZAN JUICE COMPANY PRODUCT MARKETING..
PLEASE PRAY FOR ME....

Kind Regrds

ASIF ON FEBRUARY 26, 2017 AT 2:00PM

1 to 10 mcqgs came from past papers, others are conceptual.. but not hard
Following are some descriptive questions i remembered

What is oligopolistic markets compare to pure monopoly?

Differentiate between pull and push strategy.

BCG Matrix

What decisions while selecting media ads.
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What are production development phases and also mentioned Idea screening.

Telemarketing.

Mr. Ali is head of marketing; he was given task to hire salesperson, what skills and abilities Mr. Ali will
judge in the candidates coming for the job of salesperson.

Types of Retailers:

Self-service retailer: serve customers who are willing to perform their own “locate-compare-select” process to
save money.

Limited-service retailers: provide more sales assistance because they carry more shopping goods about which
customers need information.

Full service retailers: usually carry more specialty goods for which customers like to be “waited on”. They
provide more services resulting in much higher operating costs.

Total Promotion Budget: We look at four common methods used to set the total budget for advertising:
Affordable method

The percentage of sales method

The competitive parity method

Objective and task Method

Limited service wholesalers: Limited service wholesalers are of few types:
Cash and carry wholesalers

Truck wholesalers

Drop shippers

Rack jobbers

producers’ cooperative

Mail order wholesalers

Communication: To communicate effectively marketers need to understand how communication work.
Communication involves nine major components:

Sender

Message

Encoding

Media

Decoding

Receiver



Response
Feedback
Noise

Agents: Represents as either buyer or seller on most permanent basis more than a broker do. Agents are or different
types:

Manufacturers’ agents

Selling agents

Purchasing agents

Retailer Marketing Decisions: Retailers face major marketing decisions such as:
Target markets and positioning decisions.

Product assortment and services

Price

Promotions

Place

Functions of wholesalers:
Selling and promoting

Buying and assortment building
Bulk-breaking

Warehousing

Transportation

Financing

Risk Bearing

Market information

Management Services and advice

Difference between Intensive, exclusive, selective, physical distribution:

Ans: Intensive: Stocking the product in as many outlets as possible.

Exclusive: Giving a limited number of dealers the exclusive right to distribute the company’s products in their
territories.

Selective: The use of more than one, but fewer than all of the intermediaries who are willing to carry the
company’s products.

Physical: The task involved in planning, implementing and controlling the physical flow of material, final goods
and related information from points of origin to points of consumption to meet customer requirements.



Difference between Direct and Indirect Marketing channel:
Ans: Direct: a marketing channel that has no intermediary levels.
Indirect: a marketing channel that contain one or more intermediary levels.

Channel Design Decisions: Designing a channel system calls for:
Analyzing Consumer service needs

Setting channel objectives and constraints

Identifying major alternatives

Types of intermediaries

Number of marketing intermediaries

Distribution Channel Functions: The distribution channel moves goods and services from producers to
consumers. It overcomes the major time, place and possessing gaps that separate good and services from those who
would use them. Key functions performed by members of marketing:

Information

Promotion

Contact

Matching

Negotiation

Segmented Pricing:

Companies will often adjust their basic prices to allow for differences in customers, products and locations.
Segmented pricing takes several forms:

Customer segmented pricing: different customers pay different prices for the same product or service.

Product Form pricing: different versions of the product are priced differently but not according to differences in
their costs.

Location Pricing: a company charges different prices for different locations.

Time Pricing: a firm varies their prices to commercial users by time of day and weekend versus weekday.

Identify 5 promotional mix tools

Ans: Samples: are often of a trial amount of a product. Sampling is the most effective but most expensive way to
introduce a new product. Some samples are free for others, the company charges a small amount to offset its cost.
Sometimes samples are combines into sample packs, which can then be used to promote other products and
services.

Coupons: are certificates that give buyers a saving when they purchase specified products. Most consumers love
coupons. Coupons can stimulate sales of a mature brands or promote early trial of a new brand.



Cash refund offers: are like coupons except that the price reduction occurs after the purchase rather that at the
retail outlet.

Price packs: offer consumers savings off the regular price of a product. The reduced prices are marked by the
producer directly on the label of a package.

Advertising specialties: are useful articles imprinted with an advertiser’s name given as gift to consumers. Typical
items include pens, calendars, key rings, matches, shopping bags etc.

Costs: Costs set the flow for the price that the company can charge for its product. The company wants to charge a
price that both covers all its costs for producing, distributing and selling the product and delivers a fair rate of return
for its effort and risk.

Types of costs:

Fixed costs are costs that do not vary with production or sales level. For example: a company must pay bills for
rent, heat, interest and executive salaries, whatever the companies output.

Variable costs vary directly with the level of production. They are called variable because their total varies with the
number of unit production.

Total cost is the sum of fixed and variable costs for any given level of production.

New Product Pricing strategies: Pricing strategies usually changes as the product passes through its life cycle.
They can choose between two broad strategies:

Market Skimming Price: Many companies that invent new products initially set high prices to ‘skim’ revenues
layer by layer from the market. Market skimming makes sense only under certain conditions.

Market Penetration pricing: Some companies use market penetration pricing. They set a low initial price in order
to penetrate the market quickly and deeply, to attract a large number of buyers quickly and win a large market
share.

Product Mix Pricing Strategies: The strategy for setting a product’s price is often has to be changed when the
product is a part of a product mix.

We can take a closer look at the Five product mix pricing situations:

Product Line pricing: In product line pricing management must decide on the price steps to set between the
various products in a line.

Optional Product Pricing: Many companies use optional product pricing, offering to sell optional or accessory
products along with their main product.

Captive Product pricing: Companies that make products that must be used along with a main product are using
captive-product pricing.

By Product Pricing: In producing processed meats, petroleum products, chemicals and other products, there are
often by product. If the by-products have no value and if getting rid of them is costly, this will affect the pricing of
the main product.



Product Bundle Pricing: Using product bundle pricing, sellers often combine several of their products and offer
the bundle at a reduced price.

Six pricing Strategies:
Discount and allowance pricing
Segmented Pricing
Psychological pricing
Promotional pricing
International pricing

Allowance: are type of reduction from the list price. Two types of allowance are:

Trade-in allowance: are price reductions given for turning in old item when buying a new one. Trade in
allowances are most common in automobile industry but are also given for other durable goods.

Promotional allowances: are payments or price reductions to reward dealers for participating in advertising and
sales support programs.

Common mistakes while handling pricing:

Ans: Price is too cost oriented

Prices are not enough revised often enough to reflect market changes

Prices do not take in account the other elements of the marketing mix.

Prices are not varied for different products, market segments and purchase occasions.

Explain any two sources of generating ideas for a new product development.

Ans: Major sources of new product ideas include internal sources, customers, competitors, distributors and supplier
and others.

Internal sources: Using internal sources the company can find new ideas through formal research and
development. It can pick the brains of its executives, scientists, engineers, manufacturing and salespeople.
Customers: can also be a good source of ideas for new product uses that can expand the market for and extend the
life of current products.

Competitors: are another good source of new product ideas. Companies watch competitors’ ads and other
communications to get clues about their new products.

What is marketing research? Briefly explain steps that are included in marketing process?

Ans: Marketing research: is one of the components of an information system, involves collecting information
relevant to a specific marketing problem facing the company.

The marketing research process consists of four steps:

Defining the problem and research objectives: The marketing manager and researcher must work closely
together to define the problem and agree on research objectives. Marketing managers must know about the



marketing research and to help in the planning and to interpret results. Defining and research is hardest step in the
process. After defining problem manager goes through the research objectives which are of three types:
Exploratory research

Descriptive research

Casual research.

Developing the research plan: In developing the research plan, the attempt is to determine the information needed,
develop a plan for gathering it efficiently and presenting the plan to marketing management. The firm should know
what data already exists before the process of collecting new data begins.

Implementing the research plan: The researcher next puts the marketing research plan into action. This involves
collecting, processing and analyzing the information. Data collection can be carried out by the company’s
marketing research staff or by outside firms. The company keeps more control over the collection process and data
quality by using its own staff. However, outside firms that specialize in data collection often can do the job more
quickly.

Interpreting and reporting the findings: The researcher should keep from overwhelming managers with numbers
and fancy statistical techniques. Researcher should present important findings that are useful in the major decisions
faced by management. Interpretation is an important phase of marketing process,

How would you define the term Price in marketing mix? Summarize internal factors that must be considered
while setting the price of products?

Ans: Price goes by many names in our economy. In the narrowest sense price is the amount of money charged for a
product or service. Price is the only element in the marketing mix that produces revenue, all other elements
represent costs. Prices is also one of the flexible component in the marketing mix.

Internal Factors

External factors

Marketing objectives

Nature of the market and demand

Marketing mix strategy

Competition

Costs

Organizational

Considerations

Other environmental factors (economy,
resellers, government)

Briefly explain two types of full service wholesalers.

Ans: Full Service Wholesalers: Provide a full line of services: carrying stock, maintaining a sales force, offering

credit, making deliveries and providing management assistance.

There are two types:

Wholesale Merchants: Sell primarily to retailers and provide a full range of services. General merchandise
wholesalers carry several merchandise lines, whereas general line wholesalers carry one or two lines in greater

depth. Specialty wholesalers specialize in carrying only part of a line.
Example: health food wholesalers, seafood wholesalers

Industrial Distributors: Sell to manufacturers rather than to retailers. Provide several services, such as carrying




stock, offering credit and providing delivery. May carry a broad range of merchandise, a general line or specialty
line.

To gain a competitive advantage requires delivering more value and satisfaction to target customer than
competitors do? To deal effectively with competitors and their strategies which step must be takes?

Ans: Two steps must be taken in order to deal effectively with competitors and their strategies:

1) The first step is competitor analysis where the company goes through the process of identifying, assessing and
selecting key competitors.

2) The second step is competitive marketing strategies where the company strongly positions itself against
competitors and finds a way to give itself the greatest possible competitive advantage.

Pantene distributed its upcoming oil replacement hair treatment liquid in small quantity packets in malls of
all famous cities. What type of consumer promotion tool is the company using? Explain.
Ans:

What are production development phases and also mentioned Idea screening. Telemarketing. Mr. Ali is head
of marketing; he was given task to hire salesperson, what skills and abilities Mr. Ali will judge in the
candidates coming for the job of salesperson.

Ans: Product Development phases are:

Idea generation

Idea screening: The second step in the new product development process is idea screening which involves
screening new product ideas in order to spot good ideas and drop poor ones as soon as possible.

Concept Development and Testing

Marketing Strategy development

Business analysis

Product Development

Test marketing

Commercialization

Selecting salespeople:

These are the factors which should consider:

Enthusiasm

Persistence

Initiative

Self-confidence

Job commitment

Selection Process includes:

Sales aptitude

Analytical and organizational skills



personality traits
and other characteristics

Distribution Channel:

Ans: Whole channel View: This view involves designing channels that take into account all the necessary links in
distributing the seller’s products to final buyers, including the seller’s headquarters organization, channels between
nations and channels within nations.

Selling abroad, the firm faces various restrictions:

Ans: A tariff is a tax levied by a government against certain imported products, which is designed to raise revenue.
This is most common barrier.

A quota is a limit on the amount of goods that an importing country will accept in certain product categories.

An embargo is a ban on the import of a certain product.

Exchange controls are limits placed by a government on the amount of its foreign exchange with other countries
and on its exchange rate against other countries.

Non-tariff trade barriers are no monetary barriers to foreign products.

What is direct marketing? What are its advantages? Ways of online Marketing?

Ans: Direct connections with carefully targeted individual consumers to obtain an immediate response and cultivate
lasting customer relationship is called Direct Marketing.

Benefits Of direct Marketing:

Direct marketing is a powerful tool for customer relationship building.

Reduce costs and increase speed and efficiency

Online marketing offers greater flexibility.

The internet is a truly global medium

It is convenient for buyers.

Buying is easy and private

Greater product access and selection.

Provides a wealth to comparative information.

Online buying is interactive and immediate.

Ways of Online marketing:

There are two types of online marketing:

1) Commercial online services offer information and marketing services to subscribers who pay monthly fee. The
best known is America online.

2) The commercial online services are now being overtaken by the Internet as the primary online marketing
channel. The internet is a World Wide Web is a popular meeting place for consumer and business commerce.



Steps in setting pricing policy:

Ans: Selecting the pricing objective
Determine demand

Estimating Costs

Analyzing competitors, costs, prices and offers
Selecting a pricing method.

Selecting Final price.

Difference between message content and message structure with example:

Ans: Message content: The communicator has to figure out an appeal or theme that will produce the desired
response. There are three types of appeals: rational, emotional and moral. Emotional appeals attempt to stir up
either negative or positive emotions that can motivate purchase. Rational appeals relate to the audience’s self-
interest.

Examples: messages showing a product’s quality, economy, value or performance.

Message Structure: The communicator must also decide how to handle three message structure issues. The first is
whether to draw a conclusion or leave it to the audience. The second message structure issue is whether to present a
one-sided argument or two-sided.

Explain Export and Direct investment:

Ans: Direct investment occurs when the exporting firm enters a foreign market by developing foreign based
assembly or manufacturing facilities.

Exporting: It may be of two kinds:

Indirect exporting works through independent international intermediaries and involves less investment by the
exporter.

Direct exporting involves more risk and investment as the firm sets up its own presence in the host country but the
potential return is also greater.

Factors to be considered before setting place or distribution objectives:

Ans: What good is a product if you can’t get it to people who want to purchase it?

Marketers also look at where the product is placed geographically. Is it solid regionally, nationally and
internationally?

Will the product be sold only in high-end stores or strictly to discounters?

Difference between marketing and advertising:

Ans: Marketing refers to the process of preparing your product for the market place. It involves understanding who
your potential customers are and what they want to get from your product or service.

Advertising: is the process of making your product and service known to the marketplace. It is essentially spreading
the word about what your company has to offer.



One of the hardest marketing decisions facing a company is how much to spend on promotion. List down the
methods available for a company to set its budget.

Ans: Competitive parity method used to setting their promotion budgets to match competitors’ outlays. They
monitor competitors’ advertising or get industry promotion spending estimates from publications or trade
associations, and then set their budgets based on industry average.

Two arguments support this method:

First competitors’ budgets represent the collective wisdom of the industry.

Second, spending what competitors spend helps prevent promotion wars.

Difference between direct marketing and personal selling:

Ans: Direct Marketing: Direct connections with carefully targeted individual consumers to obtain an immediate
response and cultivate lasting customer relationship.

Personal Selling: A paid form of non-personal communication about an organization and/ or its product to a target
audience through a mass medium.

What is competitive analysis?

Ans: To plan effective marketing strategies, the company needs to find out all it can about its competitors. In this
way the company can find the areas of potential competitive advantage and disadvantage.

Identifying competitors.

Assessing competitors.

Selecting companies to attack and avoid

Difference between geographical pricing and international pricing:

Ans: Geographical: Adjusting an item’s sale price based on the buyer’s location. Sometimes the difference in sale
price is based on the cost to ship the item to that locations or what the people there are willing to pay.
International: Companies that market their products internationally must decide what prices to charge in the
different countries in which they operate. In some cases, a company can set a uniform world wide prices. The price
that a company should charge in a specific country depends on many factors, including economic conditions,
competitive situations, laws and regulations and development of the whole saling and retailing systems.

Difference between super markets and convenience stores:

Ans: Super markets: are the most frequently shopped type of retail store. Today, however they are facing slow
sales growth b/c of slower production growth and an increase in competition from convenience stores, discount
food stores and super stores. Super markets also have been hit hard by the rapid growth of out of home eating.
Convenience markets: are small stores that carry a limited line of high turnover convenience goods. In the 1990s,
the convenience store industry suffered from overcapacity as its primary market of young, blue-collar men shrunk.
As a result many chains have redesigned their stores with female customers in mind. They are dropping the image
of ‘truck shop’ where men go to buy beer, cigarettes etc.



Difference between product and customer oriented:
Ans: Product oriented: pay little attention to either customers or competitors.
Customer Oriented: started to pay attention to customers.

Selections of media for advertising is a tough process. Describe the major decisions that a firm have to take
while selecting a medium:

Ans: Media planner consider many factors when making their media choices. The media habits of target
consumers will affect media choice. For example fashions are best advertised in color magazines and automobiles
performance is best advertised on televisions.

Different type of messages require different media. A message announcing a major sale tomorrow will require radio
or newspapers. Cost is another major factor in media choice, for example network TVs is very expensive while
newspapers and radio advertising costs much less.

Define e-commerce and buyer's benefit of using e-commerce
Ans: The process of conducting business transactions over electronic networks, mostly the Internet.
Buyers Benefits of E-Commerce:

Convenience

Easy and Private

Greater product access

access to comparative information

Interactive and immediate.

Seller benefits of E-Commerce:

Relationship building

Reduced costs

Increased speed and efficiency

Flexibility

Global access, global reach

Major Logistic Functions:
Ans: Order Processing
Warehousing

Inventory
Transportation

Difference between functional and seasonal discount.

Ans: Functional Discount: also called trade discount, is offered by the seller to trade channel members who
perform certain functions, such as selling, storing and record keeping. Manufacturers may offer different functional
discount to different trade channels because of the varying services they perform, but manufacturers must offer the



same discount within each trade channel.

Seasonal Discount: is a price reduction to buyers who buy merchandise or services out of the season. For example:
lawn and garden equipment manufacturers offer seasonal discount to retailers during the fall and winter months.
Seasonal discounts allow the seller to keep production steady during an entire year.

Personal selling and their steps:

Ans: The direct presentation of a product to a prospective customer by a representatives of the selling organization
is termed as personal selling. Personal selling is the personal communication of information to persuade somebody
to buy something.

Advantages: It can be adopted for individual customers

It can be focused on prospective customers.

It results in the actual sale,

Disadvantages: Expensive per contact

Many sales calls may be needed to generate a single sale

Labor intensive

It is costly to develop and operate sales force.

Types:

The customers come to the sales people

The sales people go to the customers.

List the names of limited service wholesaler
Ans: Cash and carry wholesaler.

Truck wholesalers

Drop Shippers

Rack Jobbers

Producers; cooperative

Mail-order wholesalers

Joint venture

Ans: Licensing: occurs when a company enters into an agreement with a license in the foreign market. Licensing
means little risk but also little control

Contract manufacturing: arranges for a foreign producer to make products in the host country for that market.
Management Contracting: has the exporting firm provide the management team with the host country supplying
the capital.

Joint Ownership consists: of one company joining with another in the host country to create a local business in
which they share owner ship and control.



Difference between conventional marketing channel and vertical marketing channel and horizontal
Marketing system:

Ans: A conventional distribution channel consists of one or more independent producers, wholesalers, and
retailers. Each is a separate business seeking to maximize its own profits, even at the expense of profits for the
system as a whole. No channel member has much control over the other members, and no formals means exists for
assigning roles and resolving channel conflict,

Horizontal Marketing System: in which two or more companies at one level join together to follow a new
marketing opportunity. By working together companies can combine their capital, production capabilities or
marketing resources.

Hybrid Marketing System: Multi channel distribution system in which a single firm sets up two or more
marketing channels to reach one or more customer segments.

Vertical marketing system: consists of producers, wholesalers, and retailers acting as a unified system. One
channel member owns the other has contracts with them, or wields so much power that they must all cooperate. The
VMS can be dominated by the producer, wholesaler, or retailer. VMS came into being to control channel behavior
and manage channel conflict.

Types of VMS:

Corporate VMS

Contractual VMS

Administered VMS

Personal communication channel and non-personal communication channel

Ans: Personal Communication: In Personal communication channels, two or more people communicate directly
with each other. They might communicate face to face, over the telephone, through the mail or even through and
Internet ‘chat’. They are effective because they allow for personal addressing and feedback.

Non-personal: communication channels are media that carry messages without personal contacts or feedback. They
include major media, atmosphere and events, major media include point media, broadcast media, display media.
Non-personal communication affects buyers directly.

Initiating cut price conditions

Ans: Several situations may lead to firm to consider cutting its price. One of the such circumstance is excess
capacity. In this case, the firm needs more business and can not get it through increased sales efforts, product
improvement, or other measures. It may drop its ‘follow-the-leader pricing’ charging about the same price as its
leading competitor and aggressively cut prices to boost sales.

Another situation leading to price changes is falling market share in the face of strong price competition.

Q.E-marketing and it's general rules
Ans: The process of utilizing IT in the conception, distribution, promotion, and pricing of goods, services and ideas
to create exchanges that satisfy individual and organizational objectives.



What is oligopolistic markets compare to pure monopoly?

Ans: In a monopoly, the seller charges high prices for the goods because there is no competition. In an oligopoly,
the prices are moderate due to the presence of competition.

Barriers to entry in a monopoly market are high due to technology, high capital requirement, and high distributions
overheads. In an oligopoly market, the barriers to entry are high due to economics of scale.

Differentiate between pull and push strategy.

Ans: A promotion strategy that calls for using the sales force and trade promotion to push the product through the
channel is called push strategy.

While the pull strategy is the promotional strategy that calls for spending a lot on advertising and consumer
promotion to build up consumer demand, if successful, consumer will ask the wholesalers and wholesalers will ask
the producers.

Stages through which the product passes in its life cycle:

Ans: Each product has a life cycle marked by a changing set of problems and opportunities. The sales of a typical
product follow an S shapes curve made up of five stages.

These stages include:

the product-development stage

the introduction stage

the growth stage

the maturity stage

the decline stage

What decisions while selecting media ads.

Ans: The five M’s are basically the five important decisions:

Mission: that is the basic objective or goal that any company wants to attain by its advertising compaigan.

Money: how much money should be spent by the company to achieve the objective of advertising and the basic
factors that should be considered while deciding about the budget of advertising.

Message: what specific information company wants to communicate through its advertising, and what should be the
contents of the message.

Media: communication of the message to people requires some media that can be print electronic selection requires
certain decisions like selection of type of media and scheduling of media.

Measurement: it is something related to evaluation of the advertising campaign that can be done either by
considering its impact on sale or profits of the company.

What are the media vehicles:
Ans: The media planner must choose the best media vehicles.
Medial planners must compute the cost per thousand persons reached by a vehicle. The media planner ranks each
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magazine by cost per thousand and favors those magazines with the lower cost per thousand for reaching target
consumers.

The media planner must also consider the costs of producing ads for different media. Whereas newspaper ads may
cost very little to produce, flashy TVs ads may cost millions. In selecting media vehicles, the media planner must
balance media cost.

RANA (MBS) ON AUGUST 24, 2015 AT 12:53PM

just had my mgt301 paper ,

Q- major public tools

Q- diff between patronage and point of purchase promotion.

Q- market oriented kya kya ha .

Q- competitor analysis.

Q- wholesaling kya kam karte ham ya kaise kam karte ham kuch is tarha ka aya tha.
Q- adversting mesagge kis kis tarha pohanchte han .

Q- pulic relation kya ha , or public relation walo ka role kya ha ,

Q- or yaad nahy arahe ab

ON MARCH 5, 2015 AT 7:11PM

My today MGT301 Paper spring 2015 (Study past papers lazmi)
Total 50 Question
40 MCQs and 10 Subjectives (3 & 5 Masrks)

What is Customer Black Box? Write its parts name. 3


https://vustudents.ning.com/group/mgt301principlesofmarketing/forum/topic/listForContributor?user=3lc0g5bw37guf

Define and differentiate b/w Catalog, KIOSK and database Markets. 5

What is personal selling? Briefly explain.5

What do mean by Competitors. Briefly explain 5

Why and how Direct marketing getting more and more use? 3
E-Marketing general rules? Briefly explain any five. 5
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