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1. What

is the meaning of

identifying consumer needs in

functions of marketing?

L fwF & o ¥ qgien @y

AITIDATH D UEAN F7 qar aef 27

(A) IR B TEA aR AR
(A)  Gather information and TR A g @
analyse the needs of the
market e
(B)  Objectives of the (B) oWl @ 3w
company (©) we ¥ wora & gRfed
(C)  Ensuring uniformity in Gagll
the product | (D) SWIE T
(D)  All of the above
2. Product for casting is important 2.  I@RE P 1131‘:1‘*:”71 feaql B
because it helps in- Rifd Ig ERIAT BT -
(A)  Overall business planning (A) HT]T MR e 3
(B)  Budgeting ®) o T A
(©)  Risk management R Tm—.
(D)  All of the above
(D) SRig T
3. What is the goal of forecasting? 3. UAHH T e @ R
(A)  To identify the wants (A)  ATHIR P IgaH
(B)  To identify the full range (B)  {wiael @ Ul fIwR @l
of possibilities T
(C) To identify the basic (C) IMRMd @GRl @l
needs EEEIE
(D)  All of the above (D) SR I
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4.  Elements of forecasting are- 4. W @ a B
(A)  Developing the ground (A) S B @ feER
work (B) WfdsI & AR T e
B)  Estimati future :
( e (C) R @ ger
business
_ (D) SwWEd T
(C)  Comparing results
(D)  All of the above
5. primarily used in new 5. 73 Gl & YAIGAM IILCaRa
product forecasting A T fhaT ST 2 Bl
(A) Bass Model (A) 79 wread
(B)  Fourt woodblock model v
(B) ®IC Jeaiid Arsd
(C)  (A) and (B) both _
' (C) (A) T (B) IFI
(D)  External likes
(D) 4 foid
6. The marketing system in which 6. T3 fauvE Tﬁﬁﬂﬁ B U T D
two oOr more companies join RUAr T a ¥ afe a0 @ ®R
together at are level to seek new W a\; N
W Udh I GJ@?ﬁ
marketing opportunity 18 A e
classified as- fauur R FEar &
(A)  Horizontal marketing (A)  &fel fagome arazen
system (B) m ﬁ l
(B)  Flexible marketing
C g e
system © =
(C)  Rigid marketing system (D) SR F | PIS T
(D)  None of these
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10.

The minimum support price 18

recommended by the-

(A) Ministry of food and
agriculture

(B)  Food corporation of India

(C) Food and Agriculture
Organization

(D)  None of these

Patent right of a product is a-

(A)  Ethical matter

(B) Legal issue

(C)  Design consideration

(D) Customer obligation

FAST is a method used for
finding-

(A)  Product function

(B)  Customer need

(C)  Product assembly steps
(D) - Project facilities

Success of a new product will
improve if is  developed
following-

(A)  Analytical modelling

(B)  Benchmarking

(C)  Design for assembly
(D)  All of above

7. RgAdH wHeE qeu PeiRa fbar Sar
(A) @ i HErerd gRI
(B) WS BN oiftp gfosar g
(C) W Ud Py wre g
(D) SR # A $Ig AL

8. IdUE D U F IRPR -

(A)  Hfdd AT
(B) @R Y
©) feara fdd==

(D)  SUWIET qETdgd

9.  FAST U fofy & fomaa wam — &1
T PR @ forg fhan S g |
(A) SR & B
(B) UG P JqITHAT
(C)  TIAE THADW & A0
(D) Wrorae gl

10. 7} SAE B AHedl bl QAT S
gem w9 fy B RQefwa fear

STRAT—

(A)  fvelvoners Arefer
(B)  dgwife

(©) Wigeh & fory fEumgH
(D) Wi a4
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11.

12.

13.

14.

First step of marketing function 11.

18-

(A)  Product development

(B)  Planning

(C)  Identify needs of the
consumer

(D) Grading

Physical movement of goods 12.

from one place to another is-

(A)  Distribution

(B) Transportation

(C)  Promotion

(D)  None of these

The first impression of a product 13,

are-
(A)  Its packing and labelling

(B)  Its branding

(C) Its service

(D)  All of the above

The process of classifying  14.
products that are similar in

quality and characteristics is -

AU B &1 gom wRop -

(A) A% fasr

(B) e

(C) SUNET @ IMaIAHARN )
uggE

(D) AW

TG & T ©H @ WM ®
Wi Hag bl 8-

(A)  faror
(B) uRaEd
(C)  umEE
(D) T A PR TE
- f&d SE T RM T TS 8-
(A) 9@ BT g el |
(B) 9@ difveT |
(®) wa?r-ﬁm#
(D) ST T

TN 9 faRiwaT # Ueeudr @ MR W)
N ,

8398

(A) Grading (A) AT
(B)  Packing B)  fT
(C)  Labelling ©) e
(D)  None of the above D NN,
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15. The factors that are essential for 15. IMig gR1 fed SR A B |
a product to be accepted by the X B foU IS RS -
customer are- (A) SdE Gl %\_rﬂiﬁ
(A)  Product desi
(B)  Durability i ®  fem
(C) Cost © 4
(D)  All of the above (D) S

16. Types of labels are- 16. A b YR 28—

(A) Brand label (A) §iS o
(B)  Descriptive label (B) RS o9
(C)  Grade label © e S
(D)  All of the above D) Sw @
- 17.  Function of labelling is- 17.  <&fel &1 a1 8-
(A)  Defines what the product (A) T TRud &1 & Sare
1s and what it contains T L 3R 99y @1 I S
(B)  Product recognition o
©) Assxsts‘ in  product (B) <R B
promotion .
(D)  All of the above (© ST A e
(D) SWG I

18. The fastest growing medium of 18. fE" @ waiftd ow q& drem

advertising is- Y 82—
(A) Television (A) <olfde
(B) Radio B) Y
(C)  Internet
(D)  Newspaper © T
(D) TR
8398
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19.  Pricing strategies include-

21.

22.

"(A)  Predatory pricing

(B)  Price fixing
(C)  Deceptive pricing
(D)  All of the above

When demand is slack and
market is competitive, firms
follow which of the following
pricing methods?

(A)  Penetration pricing

(B)  Peak load pricing

(C)  Marginal cost pricing

(D)  Skimming pricing

Full form of MSP is-

(A)  Maximum support price
(B)  Minimum support price

(C)  Mutual support part
(D)  None of these

Any individual who purchases
goods and services from the
market for his/her end-use is
called a-

(A)  Customer

(B)  Purchaser

(C)  Consumer

(D)  All of the above

19.  Fou oy woEhfy #§ wfafe 8-

(A) 9B Wi HINd

(B) fed fEm

(C) RS 48 MR
(D) SR a4t

20. w9 WM W E IR IER
yfovmuicns gar @ a1 dulan

PufRor & qdier § fpadr oo B

27

(A) TR B AHMA DX dTell
HH DA

(B) % e qeu FER
(C) XM= arTa qed e
(D) RefiT eu Fufor

21.  MSP & [T M 28—
(A) HEHH FUIE uisd
(B) fafrm s s
(C) ™IIa WU WIg
(D) T ¥ BE TE

22. iz W A N AW &itm STET @
T IOR @ TG g Jawn @ B
AT 8, HEAT B—

(A) UIESD

(B)  sar

(C) UG
(D) SR o

8398
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23. is nothing but willingness ~ 23.  IWI& &l W68 IR Tovd @
of consumer to  purchase IR IJAE R Yapi B @A
products and services asper their A W1 & AT 3R &Y T8 2|
aste, need.

:\) Consumer behavior (A) i TR
(B)  Consumer interest &) SN

(C)  Consumer attitude © ST W
(D) Consumer perception (D) ST Sﬁ‘lﬁ

24. A major reason for the changing 24. IRIRI & URURG Ha ‘iﬁﬁ'l@ Ll
traditional purchasing roles for 9qclld T U Y9 SR 2
families is that- (a) e Rufd & feasi @
(A)  The economic conditions M P B foly AR N

are forcing more teems to LR
work (B) U W Fal e AR &
(B) More women than ever J 9ER AP Al B
hold jobs outside the (C) = AW R Fal QT T
home AT g &
(C)  Children’s are spending (D) Sﬁ'ﬁl q Ebﬁ T8
more time on the jobs
(D)  None of these

25. Which of the following is not a  25. 4= % & fagmua &1 favwar 78 &7
feature of the advertising? (A) g Tl
(A)  Paid activity (B)  UgdM WRANH
(B) Identified sponsor (C) W I A
(C)  Visual or oral (D) afd
(D)  Personal

8398 HSCM 513 Page - 9



+ 26,

What is advertising? 26. fagmu @ @7
(A) - Publicity (A)  UER
(B)  Sales promotion (B)  faml ¥aR
(C)  Paid information (C) YT & TS AFBER
(D)  All of the al?ove (D) SR T
27.  Printed matter that runs over the  27. ﬁﬁﬁ weref S A AS @ BRI w
edges of an outdoor board or a qordl & 91 Pig Aol 8! Bredr PAS
page leaving no margin is known @ T § AT ol =
N Bleed @ =
A ee
EB; Solus ) Qj\‘lc_ﬂ
(®) Broadsheet ©) fedic
(D)  Classified (D) i
28.  This is a hierarchy of effects or  28. 3g fasmu=i & &W B B qhPT B
sequential model used to explain qq'ngﬁ o foU IwEr R o 9
how advertising works- wHEE AT 31325'&]’65 Ated @ G
(4)  ADD T A
(B) AIDA (A)  ADD
(C)  PESTLE B) ADA
(D) SWOT (C)  PESTLE
(D) SsSwort
29. Dividing the market based on  29. 3Ry I, Mye AT & MR W
age, income, educational IR B i WY D w7 F T
qualification, 1s known as- W 2—
(A)  Profile (A T
(B)  Census
(C)  Target audience Eg; m
(D)  Demography
D)  SiRerad;
8398
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30.

31.

32;

3.

Advertising 1s affected by
forces.

(A)  Economic

(B)  Social

(C)  Technological

(D)  All the above

Any derive or word that
identifies the origin of the
product, the manufacturer details
etc is known as-

(A) Trade name

(B) Brand name

(C)  Trademark

(D) Identity

Sponsorship belongs to the
promotional tool to-

(A) Business marketing

(B) Marketing

(C)  Marketing management
(D)  Advertising

Total coverage by television and
radio of a given geographic area
1s-

(A) Blank coverage

(B)  Blanket coverage

(C©)  Zero coverage

(D)  National coverage

30. fasmoa 9 W wifdd B R

(A) i
(B)  SMIT®
(C) TP
(D)  SUd g
31, @1 M IUGRT AT @ S IAE DI
Il @ UgdH dem & i fdavon
 ofe @ w9 § AT S B
(A) &S BT M
(B) &S @I TH
(C) 3S @
(D) UEIH
32. mea%wiﬂm
3
(A) g faguE
(B)  fawor
(C) dNIR AT
(D) fasmo=

33. fa Ru wu AMfae & @
Colfaer SR A ER1 g daRS

3

(A) @@ Ha
(B) wiac davd
(C) TR TS
(D) TS Fa

8398
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34. An elaborate booklet usually 34

bound with a special cover is-

e favqa gRae! |Eadl 99 faR
TR B e e §, dEeRl 8-

(A)  Leaflet (A) RN
(B)  Brochure (B) RrarforeT
(C)  Pamphlet 0)
( frpeic
(D)  Hoarding
(D) @
35, Surrogate advertising refers- 35.  wRne fasmoA Hefid Fedl G
(A)  Advertising indirectly (A) U wH GRGEICE]
(B)  Advertising Directly B) T s
(C)  (A) and (B) both ©)  (A) T (B) i
(D)  None of these _ ,
(D) T 9 P L
36.  Advertising in a directory is- 36. S fTeRm@ # fagme g-
(A)  Delivery advertising A) foaror fasoe
(B)  Directory advertising B) R femT
Direct advertisi
(©) irect advertising ©) W R
(D)  Dynamic advertising _
(D) et fasmos
37.  Which roles people don’t play in ~ 37. &Ml R %a fofg of ¥ o9
making decisions on buying? 'si&q;m B ﬁ'ﬂ'l'éf Gmﬁ_"
(B) Influence B) W
(C)  Attitude
(©) 3fagfy
(D)  Decider
(D) fAoias
8398 HSCM 513
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38. ____isapart of branding, 3. FifeT @ we aw R
(A)  Braiding (A)  sfem
(B)  Tenting (B) <few
(C)  Labelling (C)  cidferm
(D)  Counting (D)  ®refen
39.  The branding of product- 39, IAE @ FifeT—
(A)  Make it more saleable (A) 3W 3R IR R arg @
(B)  Make it more attractive 2
(C)  Differentiate it from other (B) T W oEtE T 8
(D)  Give customer rebate (©) ¥ AT W 3T FA &
(D) SUHIET $ BT Y& Rl ©
40. Labelling and packaging are 40. odfoiT 3R Yoo ¥ I g B
associated with- (A) m Ry
(A)  Product mix ®) T P
(B)  Price mix © = fe
(C)  Place mix S
(D)  None of the above ‘
8398 HSCM 513 Page - 13




{ "type": "Document", "isBackSide": false }


{ "type": "Document", "isBackSide": false }


{ "type": "Document", "isBackSide": false }


{ "type": "Document", "isBackSide": false }


{ "type": "Document", "isBackSide": false }


{ "type": "Document", "isBackSide": false }


{ "type": "Document", "isBackSide": false }


{ "type": "Document", "isBackSide": false }


{ "type": "Document", "isBackSide": false }


{ "type": "Document", "isBackSide": false }


{ "type": "Document", "isBackSide": false }


{ "type": "Document", "isBackSide": false }

