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Instructions:

1. The questions in the university semester examination may be out of the given-guestion bank.

Therefore, students are advised to read the reference books carefully.

2. THE HIGHLIGHTED WORDS ARE THE ANSWERS.

1. Aggressive selling is a characteristic of which of the following concept of marketing?
3ThAS Tashr § U0 Hehedaiear Wrelleadehl HIUTAT_Teedsid afse 3g?

A. Production Concept (3cdtesT Taheda), B ~Marketing Concept (fauurer dereda)

C. Selling Concept (fashr deheds) D. Product Concept (a&q deheds)

2. Which of the following is net\an element of the marketing mix?
Gl SIUTAT Teahrd] SATAY Aoy fAsomaed gia =y

A. Distribution  (facRen) B. Product (a%q)
C. Target Market (@&thfad fauvret)  D. Pricing (Fd)

3. The includes economic, competitive, political, legal and regulatory,

sociocultural and technological forces that influence (s) the firm’s strategy.
7qLY 3P, TIUTcHAS, T, FISavIs IO AIgFas, grfae-

HEpicieh 0T TAAATATGD TCAT Hueied] cggleaal TROIMHA HIOMAT Tchrar FATALT
grar?

A. Operating Situation (#rr aRfEud) B. Marketing Environment (fauorer gataxor)
C. Trends (seT) D. Economic Conditions (3nfdes feufa)
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4. Which of the following would be the best illustration of a subculture?
TIATOThT HIUTT 3ETEI0T § STHEHTS 37 IETEI0T 3 ?
A. Religion (a#) B. Group of Close Friends (eeadi@ famar <)

C. University (fdgardia) D. Occupation (cag&m)

5. The consumer buying process starts with
3USIFAT WA FfehddT geard & grd?
A. Product Identification (a&q 3N@)
B. Advertisement (sfgra)
C. Previous Visit (Arle #ic)

D. Problem or Need Recognition (9251/3R<T 31i5d)

6. If actual performance exceeds the expected performance of the product, then customer

is

SR gcgeT gRome & 3f&a aRATAeT SIE ARl ’edrd Igdh  gar?
A. Satisfied (FATETET)
B. Dissatisfied (3ra#TesT)
C. Delighted (g 31idY)

D. Neutral (scee)

7. are-the influences in a society and its culture(s) that bring about changes

in people’s attitudes, beliefs, norms, customs, and lifestyle.

¢ WATS 0T ATl HEFAAL THIT 3ed SATHDS AT TSENRI, HEH,
{AeFy, ®E1 30T Sl seer asdrd.

A. Political Factors ([rs/hrar gee)

B. Technological Factors (@if3s @)

C. Legal and Regulatory Factors (wraceiik 3mfer faamaes gcs)
D. Sociocultural Factors (FaTfSish-arehids aeh)
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8. is the process of creating distribution chains of goods and services in the

rural areas for the customers in the rural areas and trying the sales promotion and

meeting the needs of the people there.

&1 AT AT IAMEHIATST ATHIOT HEIT T T Farel fdaRoT Al IR
HOGTET  IMOT fashl SfERIT aoamar Yeed  aogrdl 30T dfier  ofiehiedn  aRe

sTeTfauaTE gfRar e

A. Urban Marketing (2rgdr fagore)
B. Semi-urban Marketing (=7 2rgd)
C. Rural Marketing  (Irmefor fagoreT)
D. Marketing (faqure)

9. A feature of rural marketing is the large and
AT TAYUTATT TS FgouTer ANS 3Tfor

A. Attractive (3T¥e®)
B. Neat (zgafeud)

C. Limited (7aifeq)
D. Scattered (fawgRere)

market.

TTeIRYS.

10. Which form of data-below can usually be obtained more quickly and at a lower cost

than the others?

el feelel\hIUdT 3¢ WA SARIYET 3R go 30T Hall fhaAdd Asiaen S5

el
A. Primary (grafae)

B. Survey Research (adfafor @eivere)

C. Experimental Research (Jrafater @eiversT)

D. Secondary (gz=#)
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11. Which of the following is not a criterion for successful market segmentation?
Grefiel YT FITAT SToRYS [asTsTer TeedT HRugrardrar ey =gr?

A. There must be difference among consumers (THALY Th AU 3GTH

3e)

B. Each segment must be located within a geographical area (93 AHRT T
simfore atara ua 3r90r 3mads 37M])

C. There must be consumer similarities within each segment identified (53

TAHTNS IMEHALY FHTAAT IO 3aeTH 3T8)
D. A segment must be large enough to cover costs (G=arér Ts fasmmT qx&r #Har
3THOT 3TaRTAS 31R)

12. A consumer goods marketer produces multiple brands of shampoo that are

positioned for consumers with dyed hair, dandruff, oily hair or dry hair. This strategy

illustrates )
AEeH aE] Tashal HE T, HIST, doidhe "B hal HNS HH HAcled] AGHHTST THTIAT
ST 559 A7 TAN FATd. TAURTY FIST .

A. Undifferentiated Marketing "(3ifasfaa fagor)
B. Differentiated Marketing (f==1 fauore)
C. Concentrated-Marketing (Temr faqore)

D. Mass Marketing (ArT #THRfEaT)

13. Narrowly focused markets that are defined by some special interest are termed as

FEr AV ORI RN T Foaear g &7 Ffgd FoledT ITeIRUST FEUTA
HBGT FATAT?

A. Target Markets (af&Tehgid SToiRUer) B. Mass Markets (AT #TcheH)

C. Niche Markets (&r2r ssiX)  D. Undifferentiated Markets (31 fad sToiRYaT)
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14. When the focus is on making a single product and selling it to several different
market segments, it is :
SIcgT TG 3G ddR audIal A0 §<4rd J9Ta9Tedl deiR HRNaR o fashoaray o167

Shigd el S, degT o 31T,
A. Selective Specialization (=ias® faerdreom)
B. Product Specialization (3career faerdrenzor)
C. Market Specialization (sToiRus faerdieon)

D. Full Market Coverage (€907 SIGTRUS #hegal)

15. The environment consists of factors that affect:<censumer purchasing

power and spending patterns.

IIATSRUMAE 3 Uedh ed of Ueh el Wk Na 301 Tl Ugdiar uRomd

hdId.
A. Cultural (arehfae) B. Political (Irsrshr)
C. Technological (aif3e) D. Economic (31f3eR)

16. Positioning is a choice of which ofithe following?
T T dERoT WTAdued! STl aafta 3mg?

A. Retailer Choice and Store Layout (fiteia fashar faas 3nfor TR e3mse)
B. Target Market'and Marketing Asses (a8 sTaR 30T fauora forei)
C. Target Market and Differential Advantage (&3 STSIR 30T fHeet HIICT)

D. Price’and Quality (e 3nfor aoramm)

17 Aproducts position is located in the minds of

3cqrearar ey AT AATT 3.
A. Advertiser (TfgtraeRr) B. Salesman (Tea#sT)
C. Consumer (IImg<h) D. All of these (ardhr &4)
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18. Product positioning deals with .
TET TS eRoT o Hafera 3me?

A. How similar your competitors are to you. (3maer gfaeqeff muearaR@ fhdr
HATA 3Ted)

B. Gaining effective shelf placement at eye level. (Soarear FAREX IHIET Ach
AT TRBAoT)

C. Trying to make the product look better than it is. (a%q 3iTe camdet, ${fersh =marelr
feguarer e ae)

D. The image consumers have of your product. (Imgshiear Hellclielr a&c@r i)

19. What is the last stage of the consumer decision process?
Mg AT gfshdar Qgear ot HoTar 3me?

A. Problem Recognition (F#&am 3iaQ)
B. Post Purchase Behavior (@X&aa ade)

C. Alternative Evaluation (dshfeqsh-Hgarehe)

D. Purchase (<))

20. A change in an individual's-behavior prompted by information and experience refers
to which one of the.felowing concept?
AR T IFHIRUTFARACAT TEIEAT Tl dRTURIce Seel  Wlellerdehl  shioTear

HehoTadl Test 3e?
A. Learning (f2raor) B. Role Selection (sif&er foas)
C:PRerception (arom) D. Motivation (9om)

21" markets are made up of members of the distribution chain.

_ RUue IR0 SrEdaT HeEdiel deoiel 378,
A. Consumer (3mgh)
B. Business-to-business (Industrial) (caaam™r a sgaama (3eaifE))
C. Channel (ar@a)

D. Institutional (F¥mTa)
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22. __ isthe single factor that best indicates social class.
__ @ UHHAT °9CH Mg o AT GO 3casedor giad .
A. Time (3®) B. Money (&)
C. Occupation (cgaar) D. Energy (3si)
23. Which of the following is not an element of the marketing mix?
géredehl SIvTe faqureT AU geeh +Aer?
A. Distribution (faa=or) B. Product (a&q)
C. Target Market (cT&TheId SToTRUS) D. Pricing (fFear)

24.  The strategy of introducing new product in existing market is classifiedras
Tz SRS A g HeX FUAR LR FguTel B,
A. Market Development (sTeRas faera) B..Market Penetration (sTeTRus wazer)
C. Product Development (a&q fasm) D=Diversification (fafaefreon)
25.  First stage in evolution of marketing is :
fagureTear 3cpidar afger eoar IR,

A. Stage of Barter (a&iafar®g 3raean)
B. Stage of Local Markets (¥uifas seiRusar 3¢3)
C. Stage of Money Economy (derr=ar 2iter)

D. Stage©f.Free Trade (FFd samaRrar zed)

26. Gooeds are classified in Consumer Goods and

ST CERLIECIS T aEq 3 IS dhel ST,

A. Industrial Goods (3ifezifareh a&q)
B. Services (&ar)

C. Complementary Goods (& a&q)

D. Modern Goods (3meffaiess a&q)
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217. is about creating a standard of living for the society.

HATSTATS T A= RAfHIT 0T Fgorar .
A. Marketing (fagoreT) B. Production (3cargeT)
C. Finance (fa9) D. Sales (fashr)

28. Method of exchanging one commodity for another commodity is called

A. Product Purchase (% @) B. Product Differentiation(d¥d fasimsreT)
C. Product Sales (g% fash) D. Barter Exchange (a¥qfafaiea)

29. The marketing is a set of factors that affect marketing activities.

YU PR T ufshaax aRome Feomrar [fae gewmr g9 Fgorst Aot B

A. Segmentation (fa#TsTeT) B. Environment (9aTa3or)
C. Research (& fashr) D. Mix (f&r=roT)

30. In marketing activities is khowaras a king of market.

fageroTaeY BHSTSTRYSTT ST HTg 3 Fgcel Sld.

A. Seller (fashan) B. Customer (3rge)
C. Wholesaler (g =amar) D. Retailer (il eamamr)

31. The marketing>environment is mainly divided into internal environment and

environment.
fgure)) TR HEad: Haed qafaRor a TATEROT 3 HTET ST,

A. Micro (geT gafazo)

B. Macro (¥e uaTexor)

C. External (stear ggiawor)

D. Economic (313 gataRo)
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32. Which of the following is not a component of the internal environment?
GTeITeTh! VAT Teah Iideid JATaoTar gea +ATer?.

A. Management (cTaE IR ds1T)
B. Legal Framework (s1e)

C. Human Resource (ATdraaresT)
D. None of Above (ardr =rg)

33. The process of getting information about the marketing environment,’is called

Juor TRt Ay Asavarar gfsaa Y FEUTAId.

A. Segmentation (fa#rsre) B. Centralization (F&IaRu)

C. Decision making (f=ota got) D. Environmental Research (qaTaxor 2iver)
34. Consumer behavior is and sotial process.

SYSIFAT Fclederdl & G Tawar yfshar 31e.

A. Psychological (FATaemEST) B. Geographical (silanifer)

C. Cultural (arehfae) D. None of above (Imdehr =1Tgr)

35. Which of the following-base is not a part of market segmentation?
IRUS TS TR Tleileiieh! HIVTAT ITYR FATGST A6,

A. Demographic hase (diraEd=ar 3m4UR) B. Consumer base (Igehiar 3em)

C. Psychological base (FAreraemedr 3mem)  D. Mix base (fAsr gcawiear 3mm)

36..Rroduct differentiation and market segmentation these both concepts are

AETHCHIT g FSIRYS [qeTTsieT AT ale HhoU=TT 3Med.
A. Equal (g#TmeT) B. Comparative (Jef=iTc#sh)
C. Different (faffi==1) D. None of above (Ird&T #T8)
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37. is the act of dividing the entire market into smaller parts for marketing

convenience.

HQUT SIS fAquTeT=ar WRIETE ofgTel efglel 1T qrsuard fohar #gurs .

A. Market segmentation (§T9iR93 fa#Tsl=’)  B. Market Positioning (¥ameT fafeadT)

C. Product differentiation (a&q #<) D. Market research (STSIRUS HelTerT)

38. At a fast-food restaurant, what is marketed?
B §8 WERE ALY HIUAT ISR fa9ore gia?

A .Goods (a%q)

B. Service (¥an)
C. A & B both (T 7 & gl=%))
D. None of the above (amdhr =17gT)

39. Product, price, place and are the_important parts of marketing mix.
a&q, fFaAd, faavor @ 7. IR gTHAr FAQY AUl fASOTALY gidr.

A. Revenue (3cqe+)
B. Consumer (armgeh)
C. Demand (#rerof)

D. Promotion (gcE)

40. “Many..people want BMW, only a few are able to buy” this is an example of

WWWMﬁq|cdqi§m¢daﬂ€rdﬁu I @& I geTH 3ed

TUHE T 3T IR
A. Need (3RS)

B. Want (s=a)

C. Demand (#TaT0f)

D. None of above (ardhr =Tg)
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41. Which American professor was the first to introduce the concept of marketing mix in
4-Ps format?

4 P BRAC ALY AThicd AT & HheTdT HIurcar ARG IEAIhe TUH HiSo?
A. Philip Kotler (ffera sicer) B. McCarthy (Fhrff)

C. Gerald Altman (IRTel 37ecsT) D. Clark (Fah)

42. involves the marketing managers decisions about rural markets.
AUUTT IgEUTIhaT ATHOT ToRYS Awi=ar For gaer TESR BIe?

A. Society (F#HTST) B. Rural Marketing (am#ior faqurer)

C. Consumer (3rmgapran) D. None of above (ardhr =1Tgr)

43. In recent times, marketing has become a way of making,prefit from

3HeTehsTel HIoBIeT AYT 0T [ABTAUT 7gUIel JaUUT 318 FHST ST,

A. Sales (fashr)
B. Advertisement (STferel)
C. Promotion (fashagez)

D. Customer satisfaction (Imgs THTET)

44. Sale is a traditional concept while is a modern concept.
fashr € Ush IRURE FeheUell e R 8 3MYfdsh Tehousll 3T
A. Purchase\(&R&Y) B. Barter exchange (a&dfafa#)

C. Transaction (cgdgR) D. Marketing (faqure)
45, . Which of the following refers to marketing channels?
qérer Yehl IOTl ol faeRor AT Hefda 3me
A. Communication (Ti¢erag=T)
B. Distribution (arca cga¥am)
C. Retailing (frtentes fashT)
D. None of above (ardr =Tg)
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46. Which among the following is not the characteristic of a service?
Gollorshr FvTd a9 dfAseT AEr?

A) Intangibility (3rcTan) B) Durability (fesrzqom)

C) Variability (9Rade1efrerar) D) Perishability (ATeraaaom)

47. Which of the variables is not used by marketers for demographic segmentation?
ANHEET AT AHTSTAAEY fAYUTehTehgs HIUTAT el T aTIRell STTd FATer?

A) Age (@) B) Income (3cqe=)
C) Gender (feia) D) Poverty (&)

48. A market where goods are sold in bulk quantities is known as
SERUSA SY g AIGAT AN dehed SiTdld carel 3 FEUTAId

A. Retail Market (fhtshles <amIR) B. Wholesale Market (873 <I9R)

C. Product Market (3¥q sToTR) D. ServiceMarket (¥ar sToIR)
49. Marketing creates huge opportunities for the society.
A. Employment I9TR) B. Income (3ca==)
C. Market (sT9IR) D. Service (&)
50. Marketing is a creation and delivery of to the society.
faqurer & FaTameer o fAfEdr 3nfor faaRor 3.
A. Standard of Living (4S9TR) B. Mobile (3ca==)
€Variability (IRaceTefrera) D. Promotion (fashagesd)

* % ¥
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