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T.Y.B.Com. Marketing- Sem V
SAMPLE MODEL QUESTIONS

concept of marketing starts with identifying customer wants and ends up
with the satisfaction of those wants.
a) Product b) Production

c) Marketing+ d) Promotion
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The traditional concept of marketing revolved around
a) Profit maximizationx b) Product differentiation
c) brand building d) buyer
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marketing is marketing of goods which are environment friendly.
a) Internet b) Social Media
c) Greenx d) Customer relationship marketing
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marketing makes use of electronic devices such as computers, tablets,
smartphone.
a) Social b) Event
c) Digitalx d) Green
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Modern marketing is a process which aims at .
a) The production concept b) The Supplier Concept

c) The societal marketing concept* d) The selling concept
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Strategic Marketing is a process which aims is .
a) production b) profit making
c) satisfaction of customer’s needs* d) selling products
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is one of the most basic influences on an individual needs, wants and behavior.
a) Brand b) Culturex
c) Product d) Price
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Modern Marketing was in existence mainly

a) 20" century b) 21% century=

c¢) 19" century d) 18™ century.
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is a component of Marketing Information System.

a) Niche Marketing b) Data analysis

¢) Consumer behaviour d) Marketing researchx
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Non personal form of mass communication is

a) Advertisingx b) Personal selling
c) Sales promotion d) Publicity
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is the process of analyzing large amounts of data in order to discover patterns and
other information.

a) Data miningx b) Survey
c) Data exchange d) Job specification
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Cultural factor is influenced on
a) Market segmentation b) Consumer behaviors
c) Job satisfaction d) Job analysis
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Setting and communicating the value of products and services is a marketing
function.
a) Marketing Information System  b) Pricing«
c) Financing d) Promotion
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Subdivision of Marketing is called as .
a) marketing segmentationx b) only segmentation
¢) decision of market d) allocation of market
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The concept of marketing involves a deliberate and careful choice of organisation,
product, price promotion and place strategies and

a) Policiesx b) concept

c) Planning d) all of these
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A consumer buying behavior is influenced by

a) Culture & Social Factor b) Personal factor

c) Both A and B+ d) None of these
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Process of manage information about customers to maximize loyalty is said to be

a) company relationship Management b) supplier management

C) retailer’s management d) customer relationship managements
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means introducing a product in a small segment of the market.
a) Internet marketing
b) Test Marketing*
c) Marketing research
d) Market segmentation
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is a function of marketing.

a) Packaging and labeling* b) Goodwill

c) Create utility d) SWOT analysis
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Segmentation basis of variables such as local, regional, national and international is
called as :

a) Demographic b) Sociographic

c) Geographic* d) Psychographic
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Segmentation basis of variables such as age, gender, income group is called as

a) Demographic* b) Sociographic

c) Geographic d) Psychographic
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People in the market are in stages of readiness to buy a product.

a) similar b) different*

c) parallel d) comparable
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When seller given incentives to buyer in order to promote the sale of the product in the
market is called as

a) Advertising b) Personal selling

c) Sales promotion* d) Publicity
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Family is a factor influencing on consumer behaviour.

a) age b) occupation

C) motivation d) social*
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Logistic relates to of goods.

a) Production b) transportation

c) Distribution* d) all of the above
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analyses the data and identifies patterns from data.

a) Market segmentation b) Market targeting

c) Data mining* d) Data collection
AR [ERAIYT i 3T ATRAHANT FTHA 3NBEd.
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When marketer offers more than one product in several segments is called as
specialization.

a) multi-segment* b) single segment

c) product d) market positioning
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Buying motives are at the time of consumers buy product.

a) comparable b) different*

c) equivalent d) similar
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Process of selecting market from the entire market is termed as

a) Targeting* b) Positioning

c) Segmenting d) Strategy
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support system in marketing is a co-ordinated collection of data, system, tools
and techniques with supporting software and hardware.

a) Decision* b) Price
c) Information d) Product
EOoTATAS A Jomell AT NGB A0, THECH, ol JPT
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In price strategy, low price is charged for the product at the time of market entry.
a) Fix b) skimming
C) penetration d) mixing*
FFAT GO, ATSIN YARATEAT dbl EJhRAT el Ehatcl MTehell STl
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Demand and sales reach the saturation point in stage of product life cycle.
a) introduction b) growth
C) maturity d) decline*
HTToft AT [P 3G Siladd aehred COAT A=l g digrad.
37) o= q) d1e
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is a elements of Marketing mix.
a) Payment b) Plan
c) Place* d) Proposal
& [EYUTT 80T gcdh 3.
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has various sub-variables like discounts, credit sales, and terms of delivery.
a) Product b) Place
c) Price* d) Promotion
AY AP IU-TW ARd ST T, YR Y, [HAROTAT 3T 3R
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Under the price strategy premium price charged for the product.

a) skimming* b) penetration
C) mixing d) Psychological
FFAT ANSTATHR TEJHRAT S FHAT bRl ST
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To communicate information about the brand, marketer used
a) Logo b) Slogan*
c) Characters d) Packaging
AT G A FUYOT HITAMHTS ScUTceh AT Al
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Width, length, depth and consistency are the four dimensions of mix.
a) product* b) price
c) place d) promotion
BT, T, Tl 3T FHIAT & AU IR 3T 37Te.
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Actual container, covering or wrapper to protect the product is a part of
a) label b) packaging*
c) brand d) design
SCUTGATd TX&TOT HIUIATATS! arEdEd o, STUcul & a7 Th AT 3Te.
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During stage, the product is launched in the market.
a) Introduction* b) Growth
c) Maturity d) Decline
3TEA, TG ISR 30T ST,
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When a brand is registered it becomes .
a) logo b) trademark*
c) symbol d) product
SIeel TEME! AT Alulihd dell SiTd deer ot .
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is a component of brand.

a) Logo b) Jingles
c) Brand colour d) All of these*
1 AT Uh g 3Te.
37) el ) Sored
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satisfies people’s needs and wants.
a) Productx b) Brand
c) Trademark d) Promotion
SRITAT IS HTPT STHT HFTH.
3) TE( ) AT
&) IURMES ) mEhT Jedl
Brand is a strategy in which firm uses an existing brand name to produce a product in a
different product category.
a) positioning b) Extension*
c) Equity d) Deletion
AT o T RN IO 3 SAHSD FEAT JfecAcard 3rfeledn ATHHe
IR EHed SATGATIT AUIALY 3G TIR AU .
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Exchange value of product is .
a) Cost b) Profit
c) Price* d) investment
TED EHAHAT Ao 3R
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Product refers to the number of different products the organization offers.
a) width* b) length
c) depth d) consistency.
SIGA FEUTSl HEAGAR JHTHT cheledT HEY ScUTGAT HEAT.
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is the incremental value of a brand above its physical asset.

a) Brand equity* b) Brand loyalty

¢) Brand image d) Brand extension
_ ? e Hifas Aresrar alid e add Hed 3R
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------- In this method the price of the item is kept very high at the beginning and then
it is gradually reduced.

(A) Marginal price (B) Skimming Price*
(C) No Profit No Loss (D) Monopoly Price
-------- I UCHAHLY FEThE a&=h FhdAd GU STET 3aell ST & ek Fagay hal
drell ST,
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Creating a different and effective image in the mind of the customer means ----- .
(A) Brand Equity (B) Brand Expansion
(C) Brand Location* (D) Brand Modification
TTEPIIT AATHEY T g gHTh gfaam [aATor oy Fgora - B
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If a customer is constantly buying a single Brand item, it is called ----- .
(A) Brand Expansion (B) Brand Equity
(C) Brand Loyalty* (D) All of These

AMeehTchgel FATI Thd FETAT T FAd W dhell S I-el R AMH -~
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Giving this extra goods or Free gifts at the usual price means ----- .
(A) Gift Item Scheme (B) Premium Scheme*
(C) Exchange Scheme (D) All Of These
ATHAT EFANACY  SEd ARG ATl Ehal ATaF GUT FgUTa - 2.
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------ Level channel is one in which there are no intermediaries.

(A) Zero* (B) One
(C) Two (D) three
------ [EARUT UTdad 31 Udh 3Te &I, SATHEY PIuTdel ACILY ATerd.
(31) =T () Th
@) e () di=.
-------- is a form of consumer-oriented promotion techniques.
a. Performance Reward b. Trade discount*
c. Exchange offers d. Dealer conferences

. ___ ¢ UreohdiHd omh gedlt a7 3me

3. HADPRT g&f g 9. U e

F. cardcd TR 3. [Edd WG

---------- is an unpaid form of promotion-mix.

a. Direct Marketing b. Advertising

c. Publicity d. Salesmanship*

_® R gedll I U A S ERU TR,
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-------- channel is also called as ‘zero-level’ marketing channel.

a. Vertical b. Indirect*

c. Multi-level d. Direct

T grEeieT 'SR Jddl! U Jrdc W FEUTdld.
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-------- promotional tools are  those  tools  directed  towards  the
intermediaries like the wholesalers and retailers in order to motivate
them to stock the manufacturer’s brand and resell it to the consumers.
a. Trade b. Sales Force*
c. Consumers d. Manufacturer
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------ involve a variety of programmes designed to promote or protect
the company’s image or its individual products.

a. Personal Selling b. Sales Promotion

c. Direct Marketing* d. Public Relations
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Promotion mix is also called ------ mix.

a. place b. communication*
C. price d. marketing

[EEh el mare T 318 FEUTAI.
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is the first step in personal selling.

a) Prospecting b) Approach
c) Presentation* d) Follow-up
_ & 3ufFae mhidier aftell ardl 3R
3. Uﬁ&TUT (prospecting) d. EAdT #or
. HIGJAIIT 3. UTGQRTET
Integrated Marketing communication is a approach of communication.
a) Unified b) Diversified
c) Physical qualities* d) Neutral
il (YT HATUUT § HAGAT __ TiCeehlel 3TE.
H. THEY . dmeage
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is also known as face to face selling.

a. Direct Marketing* b. Personal Selling
c. Indirect Marketing d. Sponsorship

ol HARTHAR T 318 ¢Hiel FE0Tdrd.
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When a business adopts a policy of using the brand of an existing product for a new product, it
is called brand -------- )
(A)  Expansion
(B) Location
(C)  Equity
(D)  Trustee*
IIH Segl ddid SUA YIEd 3Heled] ScUleardl Hel arRvdr Yo

(37)EER
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(@) FTFady
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enable companies to market their products in a socially responsible manner.
a. Marketing ethics b. Marketing Strategy
c. Marketing Procedure* d. Marketing Channels

HUTAT TN 3cUTG ATATIOG TRl dToTRId  TOT0ITH  HaTH
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is an ethical marketing practice.
a. Product Counterfeiting b. Adulteration
c. Unnecessary Hoarding* d. Fair Advertising
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Niche marketers target :
a. Mass Market b. Small Segment
c. International Market d. Regional Market*
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Advertisers make use of media for promoting products in rural areas.
a. Local b. Regional
c. Conventional d. Non- conventional*

STTRRIAGR ATHIOT HITT I ERhT ATGHEUATAIS _ ATCTATAT aiu’ &hdTd.
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_____marketing takes into account preservation and conservation of the natural
environment.

a. Digital Marketing b. Rural Marketing*

c. Green Marketing d. Mobile Marketing

__[EYYE 90T UATERUTS Sde 3P EI&T0T IgiaT [HER ad.
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d. AAOT [EYOTA
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makes use of SMS to promote products.
a. Indirect Marketing* b. Mobile Marketing
c. Rural Marketing d. Green Marketing
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The concept of marketing has come into existence in response to the growing
concern over environmental degradation.

a. Green b. Direct

c. Indirect d. Mobile*
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Ethics is a branch of --------
a. Archaeology*
c. sociology

SR & Y arEr 3.
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d. ATAFAE
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b. Psychology
d. Philosophy

Harmful products like cigarettes are promoted through ------- ads.

a. Political*
c. Advocacy

b. Surrogate
d. Social

(EITRE ARET FIiehReh a&cel [ERhl geell _ SiTfRrcl gar dhell ST,
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Rural markets are .
a. Narrow
c. Limited

ATHOT F9RUS & 37gdrd.
31. 3¢
®. AAeT

b. Small
d. Scattered*

d. Jed
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Non-conventional rural-centric media include

a) Folk*
c) Television

TOURITT JTHOT higd ATCIHA__ ¢ 3R,
31. Bl Folk
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b) Newspaper
d) Radio



Role of consumer organization includes

a) Consumer awareness b) Organizing protests
¢) providing legal assistance d) All of these*
ATeeh HESATAT AT
3) U SARTRGdT HATESE TS ) vy 3afea aor
) PICAR FHed QRETT )¢ AI +
refers to online commerce transactions between businesses.
a) B2B* b) B2C
c) C2C d) None of the above
FEUTS aATITANS 3B dIPTed cIdeN.
e 2 & o« ) dr 2 @A
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SMS refer to
a) short message service* b) short media service
c) short marketing service d) None of the above
TguATY o 3 3R
3) oY G [T + 9) oy AEar dar
%) oY [HYOTH T z) T PV A
are small firms that target small market.
a) Leader b) Nichers*
c) Followers d) Challenges
STl hUIT ST BICAT IISTRT T8 hATd.
3) Adr g) AW
&) gt ) 3T
refers to attacking the competitor from all the fronts simultaneously.
a) Encirclement attack* b) frontal attack
c) Guerrilla attack d) None of the above
FEUTSl H JTaTgATalel UfaeEqeaTe 3iMhaAor ahol,
37) ERIT Foell * ) GedT el
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Non conventional rural-centric media includes
a) Folk b) Newspapers
c) Television d) Radio
HIRARE THAOT-FET AIAFS
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