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Pass Marks: 40
ASSIGNMENT No. 1

(Units 1–4)
Q.1
Define marketing. Why marketing is important for business enterprises?
(20)
Q.2
Explain the factors which must be kept in mind while formulating the marketing strategy?
(20)

Q.3
Explain the major marketing stimuli and consumption factors with the help of real life examples.
(20)

Q.4
What do you understand by market segmentation? Explain the various basis of market segmentation.
(20)

Q.5
Define product. Elaborate the attributes of product.
(20)

ASSIGNMENT No. 2
(Units 5–9)
Total Marks: 100
Pass Marks: 40
Q.1
Define distribution channel. What roles middlemen play in the distribution channel?
(20)

Q.2
If you have been hired by a business firm which deals in wholesaling and you are asked to formulate strategies for the success and progress of business what strategies you will suggest.
(20)

Q.3
Explain in detail the steps of the sale process?
(20)

Q.4
Define market information system and describe its element. Write the different sources of market information.
(20)

Q.5
What is market targeting? Explain the different approaches to market targeting.
(20)







































PAGE  
1

