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1. The word retail is derived from: 1. 

(A) Latin 
(A) 

(B) French 
(B) 

(C) English 
(C) 3ut 

(D) German 
(D) 

. Retailing creates 

Time Utility 
(A) STfTaT 

(A) 

(B) Place Utility 
(B) 

(C) Ownership Utility (C) TYaftan 
(D) All the above 

(D)RT T 
3. Selection of distribution channel 3. farUT afs1/ aI 7 fb4T 

determined on the basis of: 

(A) Type of product 
(A) YÐTR 

(B) Nature of Market 
(B) uIR Uptd 

(C) Buying habits of 
(C) 

consumers 

(D) T (D) All the above 

A. 4. Which is not an element of 4. 

promotion -Mix ?? 

(A) faFRU (A) Distribution 

(B) Advertising (B) 

Sales Promotion (C) fa TET (C) 

(D) Personal Selling (D) fdTa fas5y 
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5. Wholesaler is chain between: 5. 

(A) Producer and consumer (A) TE7 VT THTaTT 

(B) Producer and retailer (B) 

(C) Retailer and consumer (C) 
(D) None of the above (D) 
Which is an exanmple of Direct 6. ARra Ä a UH farrUI gUTeh 6. 6. 

Distribution? 

(A) Door to Door selling (A) E ER fa74 

(B) Mail order Retailing (B) 

(C) Vending Machine (C) 

(D) All the above (D) 7RIT 
1 7. Elasticity of demand is affected 

by 
(A) 

(A) Nature of commodity 
(B) 

(B) Supply 
(C) ITT 

(C) Demand 

(D) 34T T (D) None of these 

8. 8. In penetration pricing, the price 

of a new product in Initial stage 

1S 

(A) 
(A) Minimum 

(B) 
(B) Low 

(C) (C) High 
(D) 3Ated5 (D) Very High 
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Skimming 9. the cream pricing 9. HI IRA AAt H if THTh 9. 

policy is adopted for 

(A) Export products (A) 

(B) New products 
(B) 

(C) Established products 
TeTtt gUTE (C) 

(D) Daily use products 
(D) GY ATE 

10. In pricing strategy, the 10. 

fim fixes its product price on the 

basis of competitor's prices 

(A) Value 
(A) 

(B) Going Rate 
(B) 

C) Group 
(C) 

(D) Perceived value 
(D) 

11. In degree price 11. 

discrimination, seller charges 

price on the basis of different 

class of buyers. 
(A) e4 

(A) First 
(B) 

(B) Second 

(C) 
(C) Third 

(D) (D) Fourth 
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12. Which of these is/are not a 

method(s) of price increase? TRI T8I ? 

(A) Product Bundling (A) HTG T3tT 

(B) Delayed quotation pricing (B) 

C) Escalator clause (C) eler Toifui 

(D) Both (B) & (C) 
(D) (B) ya (C) 

13. Which one of these is a value 13. Raa ya 3YfTaT 

pricing strategy? fAefey vu-f ? 
(A) EDLP 

(A) EDLP 

(B) FDLP 
(B) FDLP 

C) GDLP 
(C) GDLP 

(D) HDLP 
(D) HDLP 

14 VMS combines 14. 

successive stages of production 

and distribution under single 

ownership. 
(A) AA 

(A) Corporate 
(B) TtXYCT 

(B) Administered 

(C) HfET (C) Contractual 

(D) Separated (D) er 
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15. is the sale of goods and 15. 

services through the internet to 

the end-consumers. 

(A) B-tailing 
(A) -èfrT 

(B) C--tailin 
(B) -fT 

(C) D-tailing 
(C) -feT 

(D) Etailing 

(D) -fiT 
16. Distribution through multiple, 16. ya ar Å y»eras afba T zfam 

but not all, reasonable outlets in 

a market is known as 

distribution strategy. 
(A) 

(A) Extensive 
(B) 

(B) Selective 

(C) T8 
(C) Intensive 

(D) Exhaustive D) 

17. 17. Which of the following is 17. farm à R E 

assumed to be the best method of 

setting Promotional Budget? 

(A) Percentage of sales (A) fa M ufderT 

(B) Affordable (B) 

(C) Competitive parity C) uferRYef FAa 

(D) Task objective 
(D) 
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Which one of these is not a 18. itifua 7 HA g qutdi5 
18. 

personal communication 

(A) ysatane da channel? 

(A) Advocate channel 
(B) 

(B) Expert channel 
C) 

(C) Media channel 
(D) HTHfr dia 

(D) Social channel 

19. Company sponsored activities 19. 

and programs designed to create 

daily or special brand related 

interactions are known as 

(A) (A) Events and Experience 

(B) (B) Public Relations 

(C) àyfTar fa 
(C) Personal Selling 

(D) fas9 
(D) Advertising 

20 appeal elaborates on product 20 

attributes or benefits 

(A) Rational (A) HTA 

(B) Emotional (B) HTg 

(C) Moral (C) 

(D) Transformational 
(D) 
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21. A variety of short-ternm 21 

incentives to encourage trial or 

purchase of a product or service 

is known as 

(A) Events 
(A) 3T 

(B) Pubic Relations 
(B) 

(C)Personal Selling (C) fau 
(D) Sales Promotion 

(D) fat streTEA 

22. The function (s) of Marketing 22 fQuuy7 iaR T B/: 22. 

communication is/are: (A) T 
(A) Informing 

(B) 
(B) Persuading 

(C) 
(C) Reminding 

D) 
(D) All of the above 

23 23. Marketers often use the term 

to cover various groupings 

of customers 

(A) T (A) People 

(B) ReA ufda 
(B) Buying power 

(C) RHiferai us 
C) Demographic segment 

(D) (D) Market 
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24. The concept holds that 24. 3qeTRUTT 

consumers and businesses, if left 

alone, will ordinarily not buy 

HTAT enough of the organization's 

products. 

(A) Production 
(A) 

(B) Selling 
(B) fa 

(C) Marketing 
(C) 

(D) Holistic Marketing 
(D) H fQuua 

25. factual performance exceeds25. a arfas uzeiA T 379fec7 

the expected performance of the 

product then customer is 
(A) gt 

(A) Satisfied 
(B) 

(B) Dissatisfied 
C) 

(C) Delighted 
(D) TR (D) Neutral 

26. A groups of products that are 26. 

physically similar is called a 

(A) Product line (A) JIE RUT 

(B) Product Mix (B) 

(C)Product Concept (C) 3ATG HaTROT 

(D) Product item 
(D) 
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27. The environment 27 

consists of factors that affect 

consumer purchasing power and 

spending patters. 
(A) RpA (A) Cultural 

(B) IPhfd7 (B) Political 

(C) T:s (C) Technological 

(D) 3HT47 (D) Economic 

28. The type of market that buys 28. 

goods and services for further 

processing is called a: 

(A) Non Business Market 
(A) i ayaHntds auTR 

(B) Consumer Market 
(B)3HtT GTR 

C) Government Market 
(C) 

(D) Reseller Market 
(D) ifacT aTR 

29 is the decision to accept 29 

the innovation: 

(A) Diffusion (A) HR 

(B) Adoption (B) 3tRug 

(C) Development (C) 

(D) None of the above 
(D) 
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30. allows the spreading of 30. 

innovation to general population. 

(A) Diffusion (A) THTY 

(B) Adoption (B) 3tTEUT 

C) Development 

(D) None of the above 

(C) fabTH 

(D) 

31. Which of the following is not a 31. 

promotional pricing strategy? fAefry u-hfa T$i ?? 

(A) Loss Leader Pricing (A) 

(B) Special Event Pricing (B) fa 3HT7YT feUT 

(C) Cash Rebates (C) 

D) Mark-up pricing (D) HT-3 I fAetroy 

32. A detailed version of the idea 32. 3Heyut vyHtrT TRI À aM fAR 7 

stated in meaningful consumer 

terms is known as 

(A) Product idea (A) TG fAAR 

(B) Product concept (B) TT 37qUTRUT 

(C) Product image (C) 

(D) None of the above D) 
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33. The final stage of new product 33. 7 34 

development process is 
(A) Test Marketing 

(A) yeheruT fauua 

(B) Product Development 
(B) 

C) Commercialization 
(C) HIDRUT 

(D) None of the above 
D) 

34. Marketing buzz means: 34 HTfeT a7 37 
(A) De-marketing (A) HresfeT 

(B) Social Marketing (B) HTHTfors fauur-a 

C) Viral Marketing C) 
(D) Virtual Marketing (D) Tg HTET 

35. Ambush Marketing is also 35 aT fF 
known as marketing 

(A) Sustainable (A) eTTRut 

(B) Guerilla (B) NoT 

(C) Digital (C) suE 

(D) Social Media (D) HIHT fsaT 

36. SEO stands for : 36. SEO R d 
(A) Site Engine Optimization (A) HIE ST 3THTSTRIA 
(B) Search Engine 

(B) gu 3�ATTRI 
Optimization 

(C) Site effriciency (C) 

optimization 
(D) 

(D) None of the above 
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37 Which of the following is not a 37 

social Media platformm? 

(A) Facebook (A) 

(B) Linkedin (B) 

(C) Instagramn (C) ETUTH 
(D) Google (D) 

38 Goods that customers usually 38. 

purchase frequently with TY-T 

minimum efforts are called 

goods 
(A) tdeT 

(A) Convenience 
(B) (B) Shopping 
(C) fere 

(C) Specialty 
3qifda (D) Unsought 

The product mix should have 39 4r fAU à TERT, 

(D) 

39 

depth, width and 

(A) Convenience (A) dT 
(B) Clarity (B) EI 

(C) Consistency (C) HTT 

(D) Line (D) T 
40. Product that all 40. rt Fa str urada a surpasses 

possible augmentations and 

transformation is called 

product. (A) 7Hfaa 

(A) Potential (B) 
(B) Basic 

(C) 
(C) Expected 
(D) Augmented (D) Hqe 

***** 
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