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meaning of 1. fduy Td J 
1. What is the 

identifying consumer needs in 

functions of marketing? 
(A) 

(A) Gather information and 
aT9TR 3HTCH7bciT3T 

analyse the needs of the 

market 

(B) (B) Objectives of the 

(C) company 

cYHT (C) Ensuring uniformity in 

the product (D) 
(D) All of the above 

2. Product for casting is important 2. 2. 

because it helps in-

(A) Overall business planning 
(A) ayr fAuTr 

(B) Budgeting 
(B) 

(C) Risk management 
(C) 

D) All of the above 

D) 

3. What is the goal of forecasting? 3 3. 

(A) To identify the wants (A) 3gYhAI3IT YE 

(B) To identify the full range (B) 

of possibilities 

(C) To identify the basic (C) 3ITETRO 3HTOhiT 

needs 

(D) All of the above (D) 34T 
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4. Elements of forecasting are- 4. 

(A) Developing the ground (A) 
work (B) 

(B) Estimating future 
(C) RITHd TOAT 

business 
(D) 

(C) Comparing results 

(D) All of the above 

5 primarily used in new 5. 

product forecasting 

(A) Bass Model (A) ATH HISM 

(B) Fourt woodblock model 
(B) 

C) (A) and (B) both 
(C) (A) TT (B) EAT 

D) External likes 

(D) 

6. The marketing system in which 6. 

two or more companies join 

together at are level to seek new 

marketing opportunity is 

classified as-

(A) Horizontal marketing (A) utu fayura arTeT 

system (B) atctt f­yura aqkeT 
(B) Flexible marketing 

(C) fRuui aqrem 
system 

(C) Rigid marketing system (D) 

(D) None of these 
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7. 7 The minimum support priceis 
recommended by the 

(A) Ministry of food and 
(A) 

agriculture 
(B) 

(B) Food corporation of India 
(C) 

(C) Food and Agriculture 

(D) Organization 

(D) None of these 

Patent right of a product is a-8. 8. 

(A) Ethical matter (A) 
(B) Legal issue (B) 7TT II 
(C) Design consideration (C) fT fad 
D) Customer obligation 

(D) 

9 FAST y fae foreDI Ua -9. FAST is a method used for 

finding-
(A) Product function (A) 
(B) Customer need (B) 
(C) Product assembly steps 

(C) TE YDATUT TU 
D) Project facilities 

(D) 9E gaIT 

10. Success of a new product will 

developed 

10. 

f facafa fy improve if is 

following 
(A) Analytical modelling (A) faxYUITHE HTStem 

(B) Benchmarking (B) aHfasT 
(C)Design for assembly 

(C) 
(D) All of above 

(D) 
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11. First step of marketing function 11. 

is (A) TE fTH 
(A) Product development 

(B) 

(C) ATTUTI3i 
(B) Planning 
(C)ldentify needs of the 

consumner 

(D) Grading (D) 

12. Physical movement of goods 12. 

from one place to another is-

(A) Distribution (A) faaRT 
(B) Transportation 

(B) 
(C) Promotion 

(C) (D) None of these 

(D) 
13 The first impression of a product 13. fHH BTE eIH THT TETI -

are- (A) 
(A) Its packing and labelling (B) 
(B) Its branding 

(C) 
C) Its service 

(D) 
(D) All of the above 

14. The process of classifying 14. TUIT faTYTI H YYT HTTR R of 

products that are similar in 

quality and characteristics is -

(A) Grading (A) 
(B) Packing 

(B) 
(C) Labelling 

(C) T 
(D) None of the above 

(D) 
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15. The factors that are essential for 15 

a product to be accepted by the 

customer are-
(A) 

(A) Product design 
(B) 

(B) Durability 
(C) 

C) Cost 

(D) All of the above (D) 3T T 

16. Types of labels are- 16. a YeHTR 

(A) Brand label (A) 
(B) Descriptive label (B) favIHT A 
(C) Grade label 

(C) 
(D) All of the above 

(D) taT 
17. Function of labelling is- 17. 

(A) Defines what the product (A) 7 ukART fHTE 
is and what it contains 

(B) Product recognition 

product 
(B) UE 

C) Assists in 

promotion 
C) FTE FETY D) All of the above 

(D) 

18. The fastest growing medium of 18. faTBT Faier d aTAT 18. 

advertising is- HTEZT4 
(A) Television (A) &hfu 
(B) Radio 

(B) 
(C) Internet 

(C) 
(D) Newspaper 

(D) 
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19. Pricing strategies include- 19. Pefkuy zuift aHfsa -

(A) Predatory pricing (A) 
(B) Price fixing (B) feufeuy 
(C) Deceptive pricing (C) TRTG eRT 
(D) All of the above 

(D) 3RT T 

20. When demand is slack and 20. HTT A E TY IGTR 

market is competitive, firms 

follow which of the following 

pricing methods? 

(A) 
(A) Penetration pricing 

(B) Peak load pricing 
(B) 

C) Marginal cost pricing (C) 

(D) Skimming pricing D) 

21. Full form of MSP is- 21. MSP I AH 

(A) Maximum support price (A) 
(B) Minimum support price (B) 
C) Mutual support part 

C) 
(D) None of these 

(D) 
Any individual who purchases 22. 22 
goods and services from the 

market for his/her end-use is chYIT&, HEAT-
called a-

(A) 
(A) Customer 

(B) 
(B) Purchaser 

(C) (C) Consumer 
(D) All of the above (D) 34tT 
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23 23 is nothing but willingness 
of consumer to purchase 

products and services asper their 

taste, need. 
(A) HTCT aTTER 

(A) Consumer behavior 
(B) TI Tfa 

(B) Consumer interest 

(C) 3Ag (C) Consumer attitude 

Consumer perception (D) tFII 3Kpfa (D) 

24. A major reason for the changing 24. fRari YRuft5 q 24. 24. 

traditional purchasing roles for 

families is that- (A) Te7 Rerta fbi at 

(A) The economic conditions 

are forcing more teems to 

work (B) 

(B) More women than ever 

hold jobs outside the (C) 
home 

(C) Children's are spending (D) 
more time on the jobs 

(D) None of these 

25. Which of the following is not a 25. fÀ fA_TY foreT T8T8? 

feature of the advertising? (A) TfafAa 
(A) Paid activity (B) 4E ATAT 

(B) Identified sponsor (C) 
(C) Visual or oral (D) afTa 
(D) Personal 
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What is advertising? 26. fasy7 q1 $? 26. 

(A) Publicity (A) T 

(B) Sales promotion (B) faa yar 
C) Paid information 

(C) yTCT-T T IT 
(D) All of the above 

(D) 
Printed matter that runs over the 27. a vqet arsth ats fbri qR 27 

edges of an outdoor board or a 

page leaving no margin is known 

as-

(A) 
(A) Bleed 

(B) (B) Solus 
(C) (C) Broadsheet 

(D) D) Classified 

This is a hierarchy of effects or 28. 78 fa_TY TH YÀ TRai a 28. 

sequential model used to explain 

how advertising works-

(A) ADD 

(B) AIDA 
(A) ADD 

(C) PESTLE 
(B) AIDA 

(D) SWOT 
(C) PESTLE 
(D) SWOT 

29. Dividing the market based on 29 
age, income, educational 

qualification, is known as-

(A) Profile 
(A) TDI^ 

(B) Census 
(B) TTAT 

(C) Target audience 
C) (D) Demography 
(D) ferh 

8398 HSCM 513 
Page - 10 



30 Advertising is affected by_ 30. fà5 

forces. (A) 3H1 
(A) Economic 

(B) HTHTTO 

(B) Social 
(C) 

C) Technological (D) 34RITT T 
(D) All the above 

31. Any derive or word that 31. 

identifies the origin of the 

product, the manufacturer details 

etc is known as-

(A) Trade name 
(B) 

(B) Brand name 
(C) T (C) Trademark 

(D) Identity (D) 8 

32. Sponsorship belongs the 32 to 

promotional tool to 

(A) Business marketing (A) 
(B) Marketing (B) fàyu 
(C) Marketing management 

(C) 
(D) Advertising 

(D) 

33. Total coverage by television and 33. fit y ite 

radio of a given geographic area 

is-

(A) Blank coverage (A) haku 
(B) Blanket coverage (B) ata 
(C) Zero coverage (C) 
(D) National coverage (D) RTu bar 
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34. An elaborate booklet usually 34. y fora ykTI HIHIZTYI V TQT 34. 

bound with a special cover is-

(A) Leaflet (A) 
(B) Brochure (B) faarforo 
(C) Pamphlet 

(C) 
(D) Hoarding 

(D) 

35. Surrogate advertising refers- 35. Rtz fà_ITy7 Hera aral 

(A) Advertising indirectly (A) 
(B) Advertising Directly 

(B) 
(C) (A) and (B) both 

(C) (A) 7T (B) zT 
(D) None of these 

D) 

36. Advertising in a directory is- 36. ftdRrET fasT7 

(A) Delivery advertising (A) faaRUT fsTY 
(B) Directory advertising (B) fEI fAsT 
(C) Direct advertising 

C) 
(D) Dynamic advertising 

(D) aea fasva 

Which roles people don't play in 37. aERT fAufa à zta 37. 

making decisions on buying? 

(A) Initiator (A) 3HBaÍ 
(B) Influence 

(B) rHT 
(C) Attitude 

(C) 
D) Decider 

(D) trs 
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38. is a part of branding. 38 

(A) Braiding (A) afs 

(B) Tenting (B) 

(C) Labelling (C) tT 

(D) Counting (D) 5teT 

39. The branding of product- 39. F4G i aitsT-

(A) Make it more saleable 

(B) Make it more attractive 

(B) (C) Differentiate it from other 

(C) (D) Give customer rebate 

D) 

40. 40 Labelling and packaging are 

associated with- (A) se HH 

(A) Product mix (B) 

(B) Price mix 
(C) 

(C) Place mix 
(D) 

(D) None of the above 

***** 
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