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8.

Sales promotion is usually targets toward either

(a) The ultimate consumer or media

(b) Members of the marketing channel or
advertising agency

(¢) Direct mail clients or retailers

(d) The ultimate consumer or members of the
marketing channel.

is the difference between the
prospective customer’s evaluation of all the
benefits and all the costs of an offering as
compared to the perceived alternatives.

(a) Total customer value
(b) Customer perceived value
(¢) Total customer cost

(d) Customer gains

The sociological aspects which help marketers to
understand consumer behavior decisions ———.
(a) Family (b) Reference group

(¢) Opinion leader (d) All of these
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9. Marketing channels are group of
firms involved in the process of making a service
or product available for consumption. ;

(a) Independent (b) Interdependent
(c) Targeting (d) Dimensional
10. Channel choices depends on the marketing
strategy with respect to:
(a) Segmentation (b) Targeting
(¢) Positioning (d) All of the above

PART B — (5 x 5 = 25 marks)

Answer ALL questions, choosing either (a) or (b).
Each answer should not exceed 250 words.

11. (a) Briefly explain the factors influencing
marketing concept.

Or
(b) How to avoid marketing Myopia?

12. (a) Describe the elements of  market
segmentation.

Or

(b) Why is targeting in marketing so important?
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