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page and on the OMR answer sheet at the end 2 g A ) T MoTHoNRo IR T
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ensure that it contains all the pages and that no ¥ ok o1 g BT ar 78 2 ol B fpgfa
question is missing. If the candidate finds any o

discrepancy in the question booklet, he/she ¥ ar weA gRa@ fe @ 10 fe & MR &
should report the invigilator within 10 minutes e uerd & gfad dI aifgg AR & e
of the issue of this booklet and a fresh question ) m 09 gﬁﬂiﬂ I X o1 @fey |
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l. The word retail is derived fron - |

Neer e A IRy o Cala
(A)  dlfes

(B)  wd

(C)  afush

(A) Latin
(B) French
(C)  English

(D) German

)L
2. Retailing creates - 2. Wefer Geunt dvar &
(AY  Time Utility (A) 99 Sumifiar
(B)  Place Utility (B) M Iumfrar
(€)  Ownership Utility (C) i Swnfirar
(D) All the above (D) SWIG g4I
3. Selection of distribution channel 3.  fge qifeeT /@ @ g3F
1s determined on the basis of : NI

(A)  Type of product (A) B TER

(B) Nature of Market

(B)  9NIR &I Yepfa
(C)  Buying habits -of © A 77 &
consumers
(D) SWRIAE T

(D)  All the above
4. Which is not an element of 4. {99 ¥ @1 gag= s &1 @ 2

promotion ~Mix ? L

(A)  Distribution (A)  faaRor

(B)  Advertising (B)  fagmH

(C)  Sales Promotion (C) fdwy Hag
(D) Personal Selling (D)  afdrd fasma
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Wholesaler is chain between:

(A) Producer and consumer
(B)  Producer and retailer

(©) Retailer and consumer
(D) None of the above

Which is an cexample of Direct
Distribution?

(A} Door to Door selling

(B)  Mail order Retailing

(C)  Vending Machine

(D)  All the'above

Elasticity of demand is affected
by :

(A)  Nature of commodity

(B)  Supply

(C) Demand

(D)  None of these

In penetration pricing, the price
of a new product in Initial stage

1S :

ol el A A s # -

(A)  Icred Td SUHRT

(B) < U4 By faber

(C) e gl v S
(D) SWIK B3 el
fr=feRad o a1 ycger faawor gomed
®T IETEXT & ?

(A) W W fapa

(B) WWWW
(C) T weim

(D)' IWRITT T

T &) A Id Bkl 2
(A) T S Pl

(B)  myf

(€) A

(D) SWEd P T

Uoqeu Ny % yrfe @xor § 99 fay
U U Y IqTE &1 HIAd & -

(A) g
(A)  Minimum B) ¥
(B) Low
(C) S
(C)  High
(D)  Very High (D) ‘
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10.

Skimming the cream pricing
policy is adopted for ;

(A) Export products

(B)  New products

(C)  Established products

(D)  Daily use products

9. WAl SR At Hgeu A s
il 2
(A)  fid Seare 2q
(B) U Jar7 #q
(C)  erfoe geare

(D) <f@ Swam @ g

In__ pricing strategy, the 0. H fPeRor woefy 4 %4
firm fixes its product price on the o]t el & amr W oy
basis of competitor’s prices IAE P B da BT 2 |
(A)  Value (A) ST
(B)  Going Rate (B) TET e
(C)  Group ©) T
(D)  Perceived value (D) T ST
Il 'In degree price 1. f&H 7 fde & fsan sar
discrimination, seller charges 3 fas @ & IR W IHEg
price on the basis of different et 3
class of buyers. (A) e
(A)  First .
(B)  Second
(C)  Third © g
(D) Fourth (D) g
8376
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12.  Which of these isfare not a 12. 3T ¥ 3+ wr fafdy 7 giE @
method(s) of price increase? T el g ?
(A)  Product Bundling (A)  Idrg FeforT
(B)  Delayed quotation pricing (B) facifed Sgxur g FuRRor
(C)  Escalator clause (©) Whelex Falral
(D)  Both (B) & (C) (D) G (B) T& (C)
3. Which one of these is a value 13. f=fifReg & @& Teh  SEI
pricing strategy? (aal) e YR oM © 2
(A)  EDLP (A) EDLP
(B)  FDLP (B) FDLP
(©) GDLP (C) GDLP
(D) HDLP (D) HDLP
4. VMS combines 14 o THo Wo Udhel @ &
successive stages of production d8d I 3R AR & pe v
apd distribution under single A e ¥
ownership. N
(A) Corporate "
(B)  Administered B) e
(C)  Contractual (© e
(D)  Separated (D) P
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15. is the sale of goods and 15, _Eﬂﬁ(iﬁ Td ¥l B g
services through the internet to & Ay § AfTw IuHaant o ey
the end-consumers. ¥

A) B-tailing .
(A) & (A)  @-2fem
(B)  C--tailing .

‘ (B)  -cferm
(C)  D-tailing
S
(D) E—tailing ©)
(D) g-eform

16.  Distribution through multiple, 16. TH IR § TdIed offdhd 9 3Ifd
but not all, reasonable outlets in AT & HEGH ICREI
a market is known as AR @ ®T Y T e 2
distribution strategy.

(A)  ge<
(A)  Extensive
(B) YIq[HD
(B)  Selective
_ (C) Tred
(C) Intensive
(D)  Exhaustive | (D) WI‘U?

17.  Which of the following is 17. fy=foRed % ¥ @9 WR duc
assumed to be the best method of EiRT & @ [dieqd gomel Je
setting Promotional Budget? ' NIGIEL
(A)  Percentage of sales (A)  famr @ IRN]

(B)  Affordable (B) A
(C)  Competitive parity (C)  ufawd} Jwar
(D)  Task objective (D) @R-Teew
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18. Which one of these is not a 18.

personal communication
channel?

(A)  Advocate channel

(B)  Expert channel

(C)  Media channel

(D)  Social channel

19. Company sponsored activities  19.

and programs designed to create
daily or special brand reiated
interactions are known as
(A) Events and Experience
(B)  Public Relations

(C)  Personal Selling

(D)  Advertising

B)  fadms o
() Hfear
(D) g o

(B) TGUD
(C) Jafes fama
(D) faguA

20.  appeal elaborates on product  20. gl I B A AT A
attributes or benefits : ® IR ¥ fOWR ¥ 99 2
(A) Rational (A)  dPET
(B)  Emotional (B) GIEG3
(C). Moral Q) MNe
(D)  Transformational D)  IRadF
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Page - §



21.

A variety  of
Incentives to encourage trial or

purchase of a product or service

1s known as

(A) Events

short-term 21.

frelt Searg ok [ar & e AR F
o Nanfed e @ o faf= yeR
@ Heudiferd Meare ® Wy i

ST e 2

(A) TS
(B)  Pubic Relations B) v
(C)  Personal Selling ©)  Yuf¥w R
(D)  Sales Promotion D) i s
22.  The function (s) of Marketing  22. fayoe ¥R & a1 %/ g
communication is/are: (A)  gE ol
(A) Informing (B) WEHd T
(B)  Persuading ©) e R
(C) Reminding .
(D)  All of the above
23. Marketers often use the term 23, UREH & AN~ TR I IR T D
_____to cover various groupings ford faspaee R WK @
of customers ST F¥ &
(A)  People (A)  OFdl
(B)  Buying power (B) T P Al
(C)  Demographic segment © | o
(D)  Market (D)o
8376
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24. The _____ concept holds that 24.
consumers and businesses, if left Iy 3iR RERILIE IR e
alone, will ordinarily not buy gig foar o, d 4 AR W e
enough of the organization’s 3 SaR B wWw A § T
products. e |
(A)  Production (A)  SdeA
(B) Selling (B) sy
(C)  Marketing ® R
(D)  Holistic Marketing (D) Ay
25. If actual performance exceeds 25. 3f* Wﬁiﬁ Y SR @ sféd
the expected performance of the A ae g A e 2
product then customer is__ A) T
(A)  Satisfied .
(B) 3m™qx
(B)  Dissatisfied
<© wH
(C)  Delighted
(D)  Neutral () ie
26. A groups of products that are  26. Wfde WWHGT Trel IOE @ 9
physically similar is called a : PEAT & :
(A)  Product line (A) SdTE WG
(B)  Product Mix (B) Idq Mo
(C)  Product Concept (C) TqE RO
(D)  Product ite.m (D) IET He
8376 COM 516 Page - 10



27.  The

consists of factors that affect
consumer purchasing power and
spending patters.

(A)  Cultural

(B)  Political

(C)  Technological

(D)  Economic

28.  The type of market that buys 28,

goods and services for further
processing is called a :

(A)  Non Business Market

(B)  Consumer Market

(©)  Government Market

(D)  Reseller Market

29. 1s the decision to accept  29.

the innovation:

(A)  Diffusion

(B)  Adoption

(C)  Development

(D)  None of the above

environment 27.

TR A XN BRe i §
A TP B BT whE ek
O G TS P TR e |
(A)  HRPpliD

(B)  Iorifa®

(C)  d@dAD

(D)  anfdwm

JUR F T YSR ol TA 1@
WaH B OSRER WA B RR

TS &, T’ PEA © -

(A) IR ARG IR

(B)  SUHIGT IR

(C) WIN IR

(D)  YHAfdshar qoR
R P WeR &N @l
fofg 2

(A)  WER

(B) Y

() foo

(D) SWIF § P &
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AR B G A Th

30. allows the spreading of  30.
innovation to general population. Ba Bl ﬂqﬁ aar |
(A)  Diffusion (A) UER
(B)  Adoption (B)  3fHEw
(C)  Development € fiod
(D)  None of the above (D) SR A HIE Tl
31.  Which of the following is not a  31. fy=ifead ¥ W PN HET T
promotional pricing strategy? Pty oy 21 @ 7
(A)  Loss Leader Pricing (A) @ eirex Jou MR
(B)  Special Event Pricing (B) Iy amaH e fFuiRo
(C)  Cash Rebates (C) HAdg YL
(D)  Mark-up pricing (D) Hh—37g Hed fAeriRoT
32. A detailed version of the idea  32. 3l IuMiaT vl ¥ yad AR @
stated in meaningful consumer [\E7) %ﬁ HEHI0T F w0 #
terms 1s known as ST T 2|
(A)  Product idea (A) Tde IR
(B)  Product concept (B) IAC Pl AqUR
(C)  Product image (C) e gfawy
(D)  None of the above (D) IWigd ¥ #E T2
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33.

The fina] Stage of new product  33.

development process is

T v Rem ufyar @ sifm

W8
(A)  Test Marketing (A)  oerr fauoe
(B)  Product Development (B) Scie fdarg
©) Commercialization (C)  AGTHIhRYT
(D) None of the above (D) I H P TRl
34. Marketing buzz means: 34, AT a9 @ e E
(A)  De-marketing (A)  S-HSeT
(B)  Social Marketing (B) wmHifs@ fauer
(C)  Viral Marketing (C) AR STl
(D)  Virtual Marketing | (D) ﬁ\?ﬂ'ﬂ HpieT
35. Ambush Marketing is also 35. u@ fagod  fauvM @ AW il
knownas  marketing : S
(A)  Sustainable (A)  oRE
(B)  Guerilla (B) TR
(C) Digital (©) feforea
(D)  Social Media (D) R A
36. SEO stands for : 36. SEO @1 319 ¢
(A)  Site Engine Optimization (A) W g9 afenrdeH
B) Search Engine . R
( Optimization ®) S Sl
(C)  Site efficiency (C)  W1ge FHIEEA nfteHrgueH
optimization (D) IR F I T
(D)  None of the above
— COM 516 Page - I3



37.

38

40.

Which of the following 1s not a
social Media platform?

(A)  Facebook

(B)  Linkedin

(C)  Instagram

(D) Google

Goods that customers  usually
purchase frequently with
mimmum  efforts  are  called
o goods.
(A)  Convenience
(B)  Shopping
(C)  Specialty
(D) Unsought

The product mix should have

depth. width and

(A) Convenience

(B)  Clarity
(C)  Consistency
(D) Line

Product that surpasses all

possible  augmentations  and

transformation 1s called

product.
(A) Potential

"(B) Basic

(C)  Expected
(D)  Augmented

V7 fpeifafiag § @ @9 gw A aifear
emid q@ R

(A)  Bqd
(B)  foragsg
(C) g™

(D) Tprd
I8 OF Jeqrg o UTEd HHAR OR AT
gl # @ aR-aN @ded d)

g wEA 2|

(A)  gfaer

(By  far

(C) wferdl

(D)  raifd

39. I fasor # e, A @

i

(A) o

(B) g%

(C) T

(D) @A
40. JdO W W HaeE iR oRadT @)

TR ARG 8 IIC el 2|
(A)  w9fa

(B)  Ho

(€)  ufda

(D) waffq

LR R
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