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Part-A (Objective Type)

Max.Marks:10

Answer all QUESTIONS.
1. Define heterogeneity.
2. Who are internal customers?

3. Companies that adopt  price_______ strategy offer two or more services at a time to
    their customers.

4. Define core service with an example.

5. What is search cost?

6. Define ‘cross selling’.
7. Write at least one difference between vision and mission statements.

8. Give an example for 100% intangible service.
9. Write at least two bases for segmentation.
10. Name at least one intermediary in distribution of insurance services.

Part – B

Max. Marks: 50
ANSWER ANY FIVE QUESTIONS. EACH QUESTION CARRIES 10 MARKS.

1. a. Illustrate Tangibility spectrum with suitable examples.

    b. Discuss about extended marketing mix.
2. a. What is Relationship Marketing and discuss its benefits to customers and the 
        organisations?
    b. Discuss how the challenge posed by intangibility is managed in services

        marketing.
3. a. Critically examine the concept of customer loyalty.

    b. Briefly discuss ‘new service development.’
4. a. Describe the foundations of pricing in services.

    b. Explain various procedures implemented as service pricing strategies. 
5. a. Briefly discuss the role and objectives of marketing communication.

    b. Define and discuss the role of physical evidence in service promotion.
6. a. What is the importance of resource allocation in marketing planning?

    b. What do you understand by functional level strategies?
7. a. Define and discuss the nature of service consumption.

    b. Briefly discuss the steps in developing a positioning strategy in services.
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