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1. The basic functions of the management process include all of the following EXCEPT
a. planning

b. organizing

c. outsourcing

d. leading

1. SetreT 9fshan & Aol wrf A HeAtaf@d @ anfaer & @ara &l
a. grofell §elTell

b. 3TASTT AT

c. A3eqraaT

d. AJcd LT

2. Which function of the management process requires a manager to establish goals and standards and to
develop rules and procedures?

a. planning
b. organizing
c. staffing

d. leading

2. 9eEeT 9fshar & fhE &1 & AT gaus & a8 3R #Aee AuiRa &= aar &as 3k
gfshaTy il St T aeThar gl &2

a. T

b. AT

c. TeTfthar

d. Aded

3. refers to the tendency of firms to extend their sales, ownership, and/or manufacturing to
new markets abroad.

Expansion

Globalization

Export growth

Diversification

/o op

3. ®AT $r 39 foshr, Farfaca 3ilvar f[afaaor & faeet d Av soRt d [eaRa
FXT T Fgfed P HET FAT B

a. f[aTar

b. ardIoT

c. fa e gfg

d. Tafaehieor



4. Which is not a buying situation

a. Straight rebuy
b. Modified rebuy
c. New task

d. Indirect rebuy

4. F & Tlerr & Fafay 78 §
a.%ﬁ“‘iﬁgmﬁa
b. AT e
c. AT F
d. 3Tcgel qeEie

5. The American Marketing Association defines a as "a name, term, sign, symbol, or design,
or a combination of them, intended to identify the goods or services of one seller or group of sellers
and to differentiate them from those of competitors."

a. copyright

b. trademark

c. slogan

d. brand

5. 3MARST AR TAfATAT Pl "Ueh o, osq, e, Idies a1 398, a1 30

TS & ® 7 qRANT X &, [Fasr 3227 v @shar a1 it & aog & aA
T Jar3ft A ggaraT FEr 3R I gfaeafat & 3reer FEr g1

a.ﬁm

b. SSHTH

c. oI

d. s

6. What is approaching management problems through the use of mathematical techniques for their
modelling, analysis, and solution called?
a. Operations Research
b. Mathematical science
c. Organization research
d. Management model

6. ST AT & Alsfoler, [Aevor 3R FATY & AT IIfOIdT dehelierl & 39T &l F4T
gl ST &7

a.maﬂﬁﬁlﬂ

b. IO faareT

c. FISe TeTHeTT

d. 9S4l A



7. What are assets that can be converted into cash within an accounting year, which include short-term
securities, debtors, bills receivable, and stock called?
a. liabilities
b. Fixed assets
c. Retained earnings
d. Current assets

7.9 gREuicadl ¢ wh oar a¥ & iR dAhdr A aRafda fear a1 dwar g, S
euemifore gfasifaar, dariar, wrea e 3R e anfAe €, Far sgardr 82
a. GeleT AT
b. 37T Hfeear
c. ylauRa 3ma
d. =] Eufeaar

8. Which of the following is not a demographic variable?
a. Lifestyle
b. Social class
c. Religion
d. Age

At & ¥ Sl @ ST T A& &7
a. SiTaeTeel

b. HTATTSIH gaT

c. gH

d. 3mg

9. What is a form of departmentation in which individuals engaged in one functional activity, such as

marketing or finance, are grouped into one unit called?
a. Functional organization

b. Product organization
c. Marketing organization

d. Matrix structure

9. TFHENROT &7 a8 & oad fJuore a1 fAea oY v sRfcas aifafafr 7 oer cafFaar
& Th ghIS H FHEIh ol ST §, 1 Shgellal §7?
a. FATCHS TS
b. 3cUTE ST
c. [auurer garast
d. #fcea T




10. Surveys can be used for which of the following purposes?
to evaluate advertising

to examine purchase and consumption behavior

for market segmentation

all of the above

10. gdatolt &1 39T fAFafaf@d 7 @ fha 3827 & fav fhar o1 dahdr 82
a. fa=iuet &1 Hedishad el & faw
b. T 3R 3UMT IR FI T = & fav
c. IR fadre & forw

o o

d. 3T Falr

11. Sales of woolen clothing usually increase during the winter season and decline thereafter. This is an
example of demand.
a. Irregular

b. Declining
c. Impulse

d. Latent

11. Feit FUsr A fShr 3mAak W aféat & #Alaa F s a1 § 3R 398 a1 g S €1
Tg HIT T Teh 30T &

a. yfaafaa

b. Tl &9

c. 3faer

d. 3cTad

12. For a want to become a demand, it must be backed by the
a. Ability to buy the product
b. desire to buy the product
c. necessity to buy the product
d. utility of the product

12. TP 3TOT T ANT g0 & fow, 39 ¢arT AT gl @ifgul
a. 3c91g @G Hr &THAT
b. 3cUlg Wilgel &I 3Tl
C. 3cUTG @WIGal dI TRl
d. 3¢9t dr 3uAEar



13.

Which of the following holds that consumers prefer products that are widely available and
inexpensive?

a. the product concept

b. the production concept

c. the selling concept

d. the performance concept

13. ATaf@a & & ST a1 RBeid Ig AT & F 3UMFar A9s & I 3T 30T
T 3cTET A 9HE 87

14.

14.

15.
a.

b
c.
d

a. 3¢9l 3aYRom
b. 3cUTesT JTURCT
c. fasrT rguron
d. el 3raYrRom

Michael Porter's value chain which of the following as a support activity?
a. shipping out final products
b. marketing products
C. procurement
d. servicing products

ASHe AL A Aed H@el H RAefaf@d 7 & Hla @ weras afafafear g2
a. 3ATaH 3cdrer Fr fRAfder

b. 3cuTar Fr AU

c. Wg

d. 3carer v afafder

Which statement is NOT correct about the null hypothesis?
It is always the hypothesis tested.

. Accepting the null hypothesis will lead to some changes in opinions or action.

It can never be accepted based on a single statistical test

. In marketing research, the null hypothesis is formulated in such a way that rejection leads to the

acceptance of the desired conclusion.

YeT YRl o IR H hlel AT HUT Tl A1 67

a. Jg gAA wifaid aReredar giar gl

b. Y INFUAT T FTHR A F I T FRAS H FS Feelrd 3T |

c. 34 T Y Thor FITETHIT GETUT & ITUR W FTAIPR el AT ST FhdT|

d. ol JTaYU A, g IRbeTAT A S ThR IR FhaT Sem § o el &
aifSa sy @ F&ipfa gred g 2




16. Which of the following statement is true about information processing at the operational level?

a.
b.
C.

d.

A large quantity of data needs to be processed.
Decisions taken are usually marked by a great deal of uncertainty
Information is usually gathered from external sources

Information pertaining to the performance of various business units of the organization are
required.

16. IRETelel FR TR FIAT FHERUT & aR H Hefafld § & Hld a1 U Jc7 82

a
b
c
d

. S8 AT H 3T HI FATIT Il T AT gial ol

. forw s fAviy smral W sgd sifaRaddr & RfEd g g

. SARRT AR W &g Jidt & THT & S7r g

. TITeA FT Affied caraERe sHEal & Uedd A ST SIeThRT Sl ATaThdl ardl
gl

17. What refers to the voice quality, volume, pitch, speed, and nonfluencies like ah, um, and uh, which are

us

ed to convey a message?

a. Kinesics

b

C.

d

. Paralanguage
Chromatics
. Proxemics

17. 37Taret &I 9oTdedt, AMET, I, a1fd 3R 3167, 38, 3R 38 ST 3egsean], TS 3T
T & & Tow fopar Srar g, 41 FHgarar 87

a
b
c
d

. afafaar=
. ORTHTST

. guifaara

. UiegfaeT

18. The "law of supply" states that, other things remaining the same
a. Firms will produce less of a good the more it costs to produce it.

b

C.

d

. Firms will produce more of a good the less it costs to produce it.
Firms will produce more of a good the higher its price.
. Firms will produce less of a good as the required resources become scarcer.

18. "l &1 A" sgar § T, 3 a1d FAT Tl W

a. el a¥q & 3Icures &1 amTd fSae it gl B 3HhT S Scurest i
b. foel a&q & 3curest d1 T fSIdelr ®a glal, Bl IHeT 3Hh Icurest HaM|
c. frdl a&q &1 Hed foraar ifte gom, B 3@ JfUE Scuree Han|

d. 3aeTS TATET HH gld Sl T B 3THT HH 3T Hd|




19. Which of the following is the best way to describe equilibrium in a market? At equilibrium,
a. The price charged is usually affordable to most people.
b. The supply and demand curves can never shift again.
c. The quantity supplied equals the quantity demanded.
d. The price charged is the lowest possible

19. fA=fafed & & &l a1 SR & HJelel 1G0T el T FoI 3TTST AT &2 Tlolal

a. ol 35 HAT IHIR W FACGIR el & T ggaha giar gl
b. 3mqfdd 3T AT g% Fh o YT F FE e Fohel|

c. 3YfT &I TS AT Al IS AT F TR gelr ¢

d. o 18 AFAT TET FA THT g gl

20. The proposal is rejected in case the profitability index is
a. Lessthan 2
b. Less than one
c. Lessthan 7
d. lessthan 5

20. Iy STHIEAT FIRH & o SEdTa ST & ST §
a. 2 ¥ &
b. T & &
c. 79 &
d. 5 4 &

21. The is the channel from raw materials to components to final products that are carried to
final buyers.
a. communication channel
b. distribution channel
c. supply chain
d. service chain

21. Fed AT I ol gcenl 3R 3ifad 3Icurel d& &1 ag Aregs g St ifaA
TERT e qgArT ST

a. TAR ATEIH

b. faaror ATCTH

C. 3MYfct el

d. qar H@elr



22. If the demand for petrol remains the same even after the increase in petrol prices, it means petrol is a
a. Desire
b. Necessity
c. luxury good
d. inferior good

22. 91 Ugrel &1 HHAGH # gig & a6 T IS T ART AT Tl &, af 3801 HT ¢ &
gelel Tah
a. 3ToT §
b. HTaIHdT &
c. faenfaar & axqd &
d. afear a&q &

23. Which of the following best explains why human resource management is important to all managers?
Technological changes and global competition require clear organization charts.

Sophisticated accounting controls are supported by human resource managers.

An enthusiastic labor force is likely to provide financial support to local unions.

Investing in human capital enables managers to achieve positive results for the firm.

o op

23. AFAITET & T ST TT HYT o TS IRg T FHSAT ¢ b AT AT Tt

sl getrent & v &t Ageaqol 87

a. deeiiehl aREdell AR dfRae gfoeqal & fau Fuse HarsareAs aré & AT gl Bl
b. IRSHd A@ihel AT ATT HEIUA Faerhi SaRT FARA gid B

C. Ush 3cHIET HH AThd TART JiAg=il @l fdcc TgrRIam Jelel el i Herael Wl gl
d. AT Golt # fAder gaeshl H G & fIU HhRIcHAS IROMHA Yo HA & F&TH Tl 8

24. Which of the following is most consistent with the integrated marketing approach?
a. A good product will sell itself.
b. If left alone, consumers are inclined to purchase only inexpensive products.
c. All communication to consumers must deliver a consistent message irrespective of the medium.
d. In order to succeed, the main focus should be on having an efficient production process in place.

24, FFATAT@T # @ Hlef vl [quore efSeahior & a1 de@ 3iftes gaard g2

a. U 30T 3c9e e foe S|

b. 3R el BIS for ST, & 3usHlerdl dhadl HE&I 3cuTe & Tl & fIT segh g |
c. 3userci3i & fov gt g Aregw =g S o §), U FHTd U ST AR

d. Thel gl & AT, FTT LA Th FAA 3cdee Yishdl FAAT el R g Mg T




25. Which of the following statements about information systems is/are true?

i.  Information systems support business activities.
ii.  Information systems guide managerial decision making.
iii.  Information systems can bring a strategic competitive advantage to the organization.
iv.  Information systems are organized combinations of people, equipment, data, and network
resources.
a. 1,11, and iii
b. Only i, ii, and iv
c. Only I, iii, and iv
d. i, ii, iii, and iv
25. T gonfadt & IR & AEfaf@d & @ &l QU w3 dc7 8872
i. FEAT GOl eATaaTAsh ATATATeRT sl FAAT HLch ¢l
ii. T yonferdl et Ao o 7 Aefede wh g
iii. FEAT YOI HISe I ITeicieh FiTEqeficAs o1 Jarel T Hepell ¢l
iv. T JUMTAT ollail, 3UehIoll, SeT R dcash HATH! HT FITST HATleT &

a. i, i, 3 iii

b. el i, i, 3R iv
c. Fad |, iii, 3R iv
d. i, ii, ii, 3R iv

26. The pitfalls of the performance appraisal process are:
a. Halo effect, horn effect and primacy effect
b. Halo effect, thorn effect and primary affect
c. Decency effect, primacy effect and spill effect
d. None of the above

26. forsuresT #Hedichel YfshadT & Jhdl &:
a. HTHST THTd, 8lel Sthae 3R TUTdr gsma
b. THTHSS UE, hlel Y8 3R wrafas gsma
C. AT IHTE, TeTAdT JHa AR Sherra gaa
d. 3RFT & q S AGT

27. What is defined as “The process of planning and executing the conception, pricing, promotion and
distribution of ideas, goods and services to create exchanges that satisfy individual and organizational
objectives?”

a. marketing
b. promotion
c. advertising
d. publicity
27. "egiFdaTd R HTSsTcA® 32AT &I YA el dlel ITETA-Sald Fellel & fov fa=ny,
a3t 3R Qar3it dr aURON, Feg FURn, TR R AR # A s e 3R 38
frarfead axar fr ufshar & Far Fgr J1ar 872
a. faqurey
b. 9T
c. fTaarga

d. ¥R



28. Which is NOT a Function of Advertising
Educating Consumers

Influences Purchase Decision-Making
Helps in top-of-mind Brand Recall
Negatively Influencing Brand Identity

o o

28. faaasT &7 HiT A1 FF AGT g2
a. 3UHIFAT3T o AT FEr
b. TR Tt ot o @ wenfad e
C. S8 FI TG TWel H FAGG el
d. S8 Ygdd W ASPRIcHS T STelal

29. Which are the four major elements of promotion mix:
a. Advertising, Personal selling, Sales promotion, Public
b. Advertising, Person, Sales promotion, Publicity
c. Advertising, Personal selling, Sales promotion, Publicity
d. Adversity, Personal selling, Sales promotion, Publicity

29. AR AT & IR 9HW dcd Hid 4 &
a. faaTas, cafederd fasha, fasha dads, ddei-e
b. fa=Tas, afed, fawy Had+, Ja”
c. =, IfFaera faswa, fasa dadd, yar
d. gfdegeldr, safFderd fasha, fAwa dad, Jar

30. What is a strategic approach that integrates various communication channels to provide a seamless
experience for customers? It enhances the customer’s interaction with a brand by creating consistent
messages across advertising, sales promotions, public relations, and direct marketing and helps
businesses foster long-term customer relationships and maximize marketing effectiveness.

a. Integrated Marketing Communication
b. Sales

c. Promotion

d. Advertising

30. g8 IUT=ilicleh TTSCHIOT AT § ST FATGehl I Teh Hgol HeId YTl il o v faffiee
TR ATEIAT & Tehlehe FXaT 82 Ig faemoet, fhr ver, Serdus 3R geget fauorer &
FHIT A Ty e AR i3 & g §u& & Torar § 3R FawEt w1 Swmas
IqTgh T gl 3R [T gsmaiierdar & 3f¥edd s & HAcg T ol

a. Tehlehel TAYUTe HER

b. frshr

C. Y

d. faamaeT

10



31. Which of the following is the person responsible for accomplishing an organization's goals by
planning, organizing, staffing, leading, and controlling personnel?

a. manager

b. entrepreneur

c. generalist

d. marketer

31. Aefaf@d & @ @l @1 afed fFE daresr & oedl 1 Aleflr, Faasd, EIfthal, aAdcd
3R fo=or & Aregw @ qfd & fav GFer &2

a. yaUH

b. JeIHT

c. AT

d. [JuuraeRar

32. What are Goods whose demands vary inversely with changes in income, either real or nominal
called?
a. Superior goods
b. Inferior goods
c. fair-priced goods
d. None options is correct

Sz.éaﬁ@wmﬁ%ﬁaﬁﬂmmﬁqﬁaéH%mWwﬁm

33. Which of the following best defines line authority?
a. amanager's right to issue orders to other managers or employees
b. management over a small staff in a public firm
c. management with flexible decision-making powers
d. amanager's right to advocate on behalf of his or her department

33. ffaf@d & & Sl I1 dsT JUTRET HF JaH 3BT d¥ IRATNG Har g2
a. 3T YRl AT HAATRAT Pl G SART Il T JagH Hl IFARR
b. T AdSA® B H T Sl T IR T FT JaereT
c. ool Aoty a fr afFaat arer g
d. 39 3T T 3R & ThTeld el AT JaUF Hl HTURR

11



34. A person's consist(s) of all the groups that have a direct (face-to-face) or indirect influence
on his/her attitudes or behaviour.
a. subculture
b. social class
c. reference groups
d. social networks

34. a0y afed &1 3 gt @egl @ AR oeicr ¢ foieter 3@ gfeeanior ar
SIIER W YTl (3MHAN-TTHA) AT YUTET Tod U g
a. 398Ephid
b. @IS T
c.mﬂ?{i{
d. IrATS® Acds

35. is a ranking scale in which numbers are assigned to objects to indicate the relative
extent to which the objects possess some characteristic. It allows you to determine whether an object
has more or less of a characteristic than some other object, but not how much more or less.

Ordinal scale

Interval scale

Ratio scale

Nominal Scale

35. weh her dAre § o d a3t & wead & S § arfe g8 g
ST @ b 398 fordl faQwar $r arder der a1 g1 399 39 I FuiRa & Iod & &
el aeq & fhdl 37T avq &1 o & HIS AN 3w § A1 A, dAfehel Tg AE T
fohaelr 31 a1 Fa|
ShATEh YATAT
3R YA
3feTdTel YATET
ATHAT YHATAT

o oe

oo oo

36. Which of the following can induce a firm to expand into the international arena?
a. Consumer preferences in the domestic market vary widely.
b. Average income level of domestic consumers is high
c. The firm operates in an industry that caters to the mass market.
d. The firm finds that the domestic market is almost saturated.

36. AT F & HidT RAT BH Hl ARSI 8T F AEAR X & T IRT R FGohdT
7
a. T SR H 3YSIFAT TAHSBATC 19 & & Feed grell &
b. TR SUHIFAIIN T T T TA 5= gIawr &
c. B U U 3T H A FAl § Sl 93 YA W SR HT ARGl Hl G T 2
d. ®H HT qaT FeIdl § o B ISR FMHT o &

12



37. A representation of the elements of the target population consisting of a list or set of directions for
identifying the target population is a

a. sample

b. sample ratio

c. population

d. sampling frame

37. & FAGEAT & dcal &l [Awur, GOd J8g Fagear fr ugard & v [@dem i ve
T AT FHE MAAT IS, F

. TAHAT T T

38. What is a scale that connects two bipolar words called?
a. dichotomous question
b. multiple-choice question
c. Likert scale
d. semantic differential

38. & afaydry ereel d SNel dlel YA HT FIT Fgd &2
a. IaHTSTeh 92T
b.WQQH
c. foee daTE=T
d. 379era AcH

39. The sharing of set-up costs between two related products produced by a firm is referred to as
a. Economies of scale
b. Economies of scope
c. Economies of wealth
d. Economies of assets

39. Rl & a1 3cUfed & TEfdd 3cdmar & g TATAT dRTd & Scai & &1 Fgl
ST 872
a. Y\ v rdegarand
b. R HI TegaraTy
Cc. T &1 TYcTTEATT
d. aRTufcaat &1 srdegarant

13



40. The research designed to assist the decision maker in determining, evaluating, and selecting the best
course of action to take in a given situation is called
a. Exploratory research
b. Conclusive research
c. Complex research
d. Problem-identification research

40. TR ARTd f&ufd & wdfedd HR@Er & GURon, Aeaiwd 3R 9@ e A
fAoigeral & wErIar & faU SR fhar I 3eTHTe @ Fed &
a. 3I=AYUcH® MY
b. fAuTs emer
c. Sffeer ey
d. GHAEI-UgdlT My

41. What does Valence (V), according to Vroom’s theory of motivation denote?
a. The strength of an individual’s preference for a particular outcome.
b. The degree to which the first level outcome would help in attaining the desired second level
outcome
c. The probability (ranging from 0-1 )that performing a specific action would produce a particular
first-level outcome or effort
d. The algebraic sum of the products of the expectancy and instrumentality.

41. 93 % RO TG & IFER do (V) FT g &2
a.W%@WW%WWW@W@W@WI
b. g AT 58 T 9¥A TR & IRUMH Fifdd gfada TR & IRUmH FI gied ¥ A
HgTIh gram|
c. frdr Afdse fohar & fAsues & fhar AT JUA-TaiT gRUMEA A7 YO & 3cleod
gl Fr uilfierar (0-1 & &)
d. ST 3R ATEAT & IJUAhS HT SO FT|

42. A market research firm studied some aspects of consumer behavior by administering a questionnaire
to a set of consumers randomly selected from the larger population. The information collected through
this method is called
a. Detailed information

b. Secondary information
c. Sampled information

d. Controlled information

42. U FPIR ITHEUT B o 37 HEET H § Aefeos &7 § YA A0 3UHAFAST & Th
THE @I Aol ShY YTl TAgR & FS Tgol3il 1 eadol fohar| sa Y g@rr
UhiId SITeThRY I FgT AT &l

a. faEda SRy

b. gfadas STl

C. FHAT SATeTehi!

SRCEIEGRSIGEIRY

14



43. Which of the following categories of goods and services are most likely to require an aggressive use

of the selling concept?
a. shopping goods
b. unsought goods
c. necessary goods
d. luxury goods

43. AEAff@a # @ g Ao 61 arqait iR A9t & AU OHT IJEuRon & HES

3YANT Fr qad JA™S HTaIRAT g7
a. TUET $1 a&qu

b. 3feTaTel aEU

C. 3MaRTH TV

d. Taemaar & a&qu

44. Which of the following is NOT one of the four main categories of online marketing communications?

a. Websites

b. guerrilla marketing
c. search ads

d. display ads

44, fAFfaf@a & @ @i JicTaTss AThiEs TuR $ TR qCT A0A § F v 767 g7

a. deASe

b. TR AT
c. @reT faaraer
d. v faamaa

45. Which of the following is most likely NOT one of the goals of a firm's employee orientation

program?

a. Making new employees feel like part of a team

b. Helping new employees become socialized into the firm

c. Assisting new employees in selecting the best labor union

d. Teaching new employees about the firm's history and strategies

45. farfaf@a & & Fla a1 THaa: Fdl WA & FAI FAGeIT FERA FT d8T 70

g?

a. AT FAATRAT T EF HT {EAT gt FT Tga T arrar

b. AT FHAMNAT F B F goA-MAered # A T

c. AT FHHARAT T HIASS AfAF T ol H HETIAT Ll

d. AT FAARAT A B & g iR OEA F TR 7 [@rar

46. Time series forecasting models try to predict the future based on past data. You can pick models based

on:
Time horizon to forecast

Size of forecasting budget
Availability of qualified personnel
All of the above

o o
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46. THI AWl YAIHE Hisel [T sl & MUN W HiasT H Hiasgarol #el &
YA A §| 3T AT & UR R AlSST g Tohd g

a.
b.
C.
d.

qalel AT ol T gAY faifrst
el AT Solc T TR

AT HFEAT T 3TSTEAT
3P

47. Which of the following benefits are offered by sales promotion tools?

a.

b.

C.

d.

Sales promotion tools are more authentic and credible to buyers than others such as advertising,
public relations, and personal selling.

Sales promotion tools can reach prospects who prefer to avoid mass media and targeted
promotions.

Sales promotion tools are typically an indirect form of "soft-sell" and hence, better received by
customers.

Sales promotion tools incorporate some concession, inducement, or contribution that gives value
to the consumer.

47. T Tada 3yavT Aeafaf@d & § HIF-8 o1 Jei Hd 872

a.

QT Tad 3uawor JA9d, Saa9s 3R Ifeara s JF 3 3uson 6

qorett A TSR & faw 3fRes grenfors ik faeawsa g 8

b.ﬁwﬁaﬁﬁmﬁﬁﬂﬁﬁws*‘iﬁﬁu ohd § S SEIR AregAr 3k
JfeT TIRT ¥ 9947 9¥Ee ald gl
c. AFT a9 3YOT IMHAR T "IiFe-Td" T Tah 39T & gid & 3R safaw,

gl GaRT dga & & TR fhr I1a &l

d.

WWW@W,WHTW@W@HW%ETWW

&l Hed JeTeT A ¢l

48.  McCarthy classified marketing activities into the four Ps of the marketing mix. These four Ps stand

for
a.
b.
c.
d.

product, positioning, place, and price
product, production, price, and place
promotion, place, positioning, and price
product, price, promotion, and place

48. #H&dt @ fauoe afafafedt @ Ao fAMer & WR P A gdigd fharl 4 AR P

¥ e &

a. 3cuTe, TEIfd, € AR Hqog

b. 3cUTe, 3cUrest, Hed iR A=
c. YR, ¥, [&ufd 3R g
d. 3791, Hed, JaR 3R T
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49. At which stage in the AIDA model involves getting the customer to make a purchase commitment and
closing the sale. To the marketer, this is the most critical stage in the selling process but can also be
the most difficult. Companies train their sales reps in closing techniques to help them complete the
selling process.

Attention stage

. Interest stage

Desire stage

. Action stage

49. AIDA #isel # o U1 & Igsw F WA AT Gidaegdl Faem iR Fhr g s
A 2 Ao & fow, a8 sy 9fhar &1 §e8 #Agcaqul @or §, afdd a8 qad
Hidel o 8 Wehdl gl HUHAT 3l fasha gfaARAT & fashar gfhar g &t # #ag
T & [T AT dehellep! T TiRIeToT &Y ¥
a. &I T
b. ¥fr ToT
c. 3TOT TXOT
d. forar @or

oo o

50. Building long-term relationships with customers and establishing Emotional connections through
personalized advertising, leading to customer loyalty and trust, fostered by two-way communication,
is called

Rational advertising

Revamp Advertising

Relationship Marketing

Rebound marketing

50. IfFAeTd faadel & ACTH § AEeh! & AT Ehifoeh T Tl IR HIdellcAs STd TATAT
e, oad Ages Hver AR faad dedr § 3R O al-RWl §9R GaRT dgrar fHerdr
e FEATT &
a. dhEId TaaATIeT
b. Yew= farmae
c. oy fagure
d. gereTer faqore

o op

51. The process by which an individual selects, organizes, and interprets stimuli into a meaningful and
coherent picture of the world is called
a. Motive
b. Perception
c. Learning
d. Attitude change

51. @5 gfshar foas qarr A1 afFa gfaar 1 v @rde 3R gaord awdR & & fav
ScdolaT3l &7 TIT, 3ol 3 sarear aar &, 39 &1 Fed 87
a. 9om
b. grRomT
c. ifeers
d. 3fgfca gRact=
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52. Some competitive advantages are sustainable if:
a. competitors are unable to imitate the source of advantage
b.  no one conceives of a better offering
c. no one is capable of making a focused industry
d.  The notion of competitive advantage is imaginary

52. o gfaeadt a7 Rars g § afe

. gfaeasdt ooy & Tia i Ahd A H 3TAY &
. IS 3 d§AX UL T FHeUadl olg] I Tohdl
g M Ueh higd 3T S H T&TH Tl gl
. gfaeasf are 7 o Feulad

o 0 T o

53. Long-term objectives are Essential for ensuring the firm’s success as they
I.  Provide direction
II.  Create synergy
III.  Focus coordination
IV.  Provide a basis for planning, organizing, motivating, and controlling

a. Only I is correct
b. L II, III are correct
c. IV is correct
d. All are correct
53. Qrepifeeh 38T ®H T Aheldl FARTA el & foU aeds § Fifs 9
. fe=m et & &
. arerdel S99 &

ll. §F=aT T & Higd aa &
IV. AT, 3ei, 9RO 3R f@E0r & fov 3R gt a §
a. sadT | TE &
b. I, Il, l Tgr &
c.lVadrg
d. g3t e g

54. Strategic analysis of macro environmental factors involves examining the broad, external influences
that can impact a business. These factors are typically summarized using the PESTEL framework,
which stands for

a. Political, Economic, Social, Technological, Environmental, and Legal factors
b. Political, Economic, Social, Timely, Environmental, and Legal factors

c. Political, Economic, Social, Technological, Environmental, and lawful factors
d. Political, Ecological, Social, Technological, Environmental, and Legal factors

54. ggc UITERUNT HRel & Ol [aReINOT # 367 sarueh, aigdl gemmal &1 S AiaAel &
St T cgaary @ UIfad R Thd gl 54 IRl Pl JHAARN W PESTEL @t &r
3T X T fRar Ser §, o 3§
a. Tslelticien, 3T, AR, Teheitehl, TATEUNT 3R HETA SR
b. TSTelfcieh, e, ATATSH, FHIATE, TATRONT 3 Hfel HReb
c. Tolelifden, 3T, ATATIST, deheilehl, TATERUNT 3R dU HRH
d. Teteifaesh, aTRTEfds, AT, deeiih!, qaTerRoid 3R FEN HRE
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55.  Telephone networks, flights, local trains and metro services are busy during office working time. The
capacity during day time is sufficient or even over loaded at times but remains idle during night. In
order to increase usage during non-peak hours what strategy should be used
a. Quantity differential pricing
b. Place differential pricing
c. time differential pricing
d. all of the above

55. &ETHT & H THAT & GRIA oAbl icdd, 3876, dldhel dof 3R Al Ja¥ =u&d Tt &1 oo
& AT &THACT TATT gl § AT FH-HT T & FI1Er 7 g S g, oAfohed Id & FHIT Tg
el Wl &1 IR-TTT =l & RIS 3YINT dold & fov Hid @Y WENfa 3mars St arfge?
a. A fadcs Hea fAeRor
b. T fadiesh g faeRor
c. g7 fadige Heu faufRor
d. IWFT T

56. In Servqual Model difference between the target market's expected service and management's
perceptions of the target market's expected service is called
a. Knowledge Gap
b. Standards Gap
c. Delivery Gap
d. Communication Gap

56. FaadTdl Alsel H, d16T dSR T 3ufad Far 3R yee &7 &g SIeR T 39fed dar
F TR H YROM3NT F &T F A P FAT Fgd 87
a. ATl 3ol
b. HATTeh 3TcRTel
c. faaRor e
d. §gR 3RTe

57. Which is not a characteristic of services?

a. Tangible
b. Heterogeneous
c. Inseparable

d. Perishable
57. Har3it & FleT A IATAT TG 8?2
a. 7qd
b. fTawaATefT
c. dfaursa
d. SREreT
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58.  The return to one’s home country from an overseas management assignment is called
a. Repatriation
b. Expatriates
c. Inpatriates
d. Departriation

58. fordr facel Jaae ®F & 3719 2T dliced I FAT FEd g7
a. ¢e-vcATade
b. SaTEY
c. 3idardr
d. 98I

59.  The four now-well-known dimensions that Hofstede examined were
a. Empower distance, uncertainty avoidance, individualism, and masculinity.
b. Power distance, uncertainty avoidance, individualism, and feminist.
c. Power distance, uncertainty avoidance, individualism, and masculinity.
d. None of the above

59. @IS & el AR 3a-yidg MA@ T ST &, 9 &
a. TRIFAROT ¥, HfARTId & s19, AfFaare AR Fevea|
b. afFd & gft, ARG & wara, afFdare 3R ARG
c. AFT ¥ g0, HARIIAT § s419, FiFadie AR qevcd|
d. 3WEd #F F P 7

60. A company with allows the values and interests of the parent company
to guide strategic decisions.
a. Polycentric predisposition
b. an ethnocentric predisposition
c. egocentric predisposition
d. all of the above

60. arell Fuell AT Fuell & Hedl AR Bl # weEhfas Aot &
AREdT F B ETAf & B
a. Sgehfead ggfed

b. ST &fed wgfeed
C. PR diead gfcd

d. 39ed g8

61. What is “the extent to which less powerful members of institutions and organizations accept that
power is distributed unequally?” called
a. Power distance
b. Uncertainty
c. Prowess
d. Distance from centre
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61. "HEU3T AR oAl & FA ATFAATCN TG fhd &6 ddh Ig TAIPR I g o liord IFHTA
¥ fgaRka & S 2" 38 FAr FEa 82

a. Afed g

b. JfATTAdT

c. iereT

d. &g & gl

62. What are the 7 Ps of services mix?
a. Product, Price, Place, Promotion, People, Process, Physical Evidence
b. Product, Price, Place, Promotion, People, progression, Physical Evidence
c. Product, Price, Place, Promotion, Priority, Process, Physical Evidence
d. Product, Price, Place, Promotion, People, Process, Psychological Evidence

62. @ar f@sor & 7 9 &4 g?
a. 3cUle, Hed, T, JaR, oW1, ishar, sifds aea
b. 3cUTg, Hed, T, FOR, @I, WIid, #Hifdes aeg
c. 3cUlg, Hed, TUW, TuR, WA, gishar, sifds aeg
d. 3c91e, Hed, T, TuR, o1, IihdT, AAldAfas aed

63.  What is NOT a stage of customer management cycle?

Understanding Customers

Setting customer service standards

Encouraging team work and customer orientation about employees
Gossiping with customers to get insights about their wants and needs

o op

63. IgHh Tl dsh N hisT AT TIOT AT &7
a. AGhI DI FHSTAT
b. AMEH AT AAS fAIRT =T
c. &F g% @ WeaTed Hr AR HATRT & TR & g Sl
d. IEHT Fr 3TET IR FTWAT F IR H ATAPRT 9ed I F foIT 379 FTY YT FHAT

64. What is not a type of customer encounter?
a. Direct Personal encounter
b. Indirect Personal encounter
c. Remote encounter
d. Direct impersonal encounter

64. ATEh HARIT FT Udh YR FAT gl §7?
a. YcheT TP Hellehld
b. 3YcTeT TFAINCT Hellhlcl
C.E,\TF?IWFH
d. JcgeT s Hellhrd
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65. The prices of the services set at just below the rounded sum is
a. Penetration pricing.
b. Low Cost pricing.
c. Odd pricing.
d. Even Pricing.

65. quiifeha A & St arer TR darsit & HreAd &
a. YA HeF feio|
b. FH oNIT Hed fAeRoT|
c. v Heo farefor)
d. §7 Heg AuRoT|

66. The readiness and willingness of employees to help customers by providing prompt timely services,
for example, mailing a transaction slip immediately or setting up appointments quickly is
a. Responsiveness
b. Reliability
c. Respect for privacy
d. Robustness

66. HATRGT T FTERT A T IR THIT W JAT TGl Hh ol Hee il I ATl
3R gToT, 3emeT & U, QX olel-&ol Tdi HShlr AT STl & IUigede o, &

ECICCH)

. faegwsiar

. YA T TFHATT

Tl

a0 T oo

67. Which of the following would most likely increase employee commitment?
a. document the psychological contract
b. create Web-based efficiency programs
c. establish a career development program
d. Promise lifetime employment to managers’ family

67. FAfaf@a & & i @1 3ury FHETRAT A gfdsgar F1 g&98 ’™F Fgrean?
a. HAATAh eI T SEATINRI]
b. d9-3MLTRT G&TdT HRIHH TeATel
c. PRI T FRHA TATAT FHIT
d. Y & IRER &I 3iTeliasd AR HT dTeT el
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68.  Finding or attracting applicants for an employer's open positions is known as
a. succession planning
b. employee recruiting
c. personnel planning
d. job posting

68. Tl fAAlerar & Repcd Ual & U 3Tdcent &l aell AT ¥ T Hgellell &
a. 3caITasR [Agiete
b. FFART AT
c. FIHS HIreTeT
d. sl QT

69.  Which of the following indicates the division of work within a firm and the lines of authority and
communication?
a. process chart
b. employee matrix
c. organization chart
d. corporate overview

69. AT & & &l IO1 T B & R FF Ao 3R 3MWFR vd IR Fr @3 a1
gerfar g2
a. gfsrar e
b. FIART ARCFT
c. TI&sT dIe
d. raRke aeiehet

70. A strategy that focuses on finding and entering new markets for existing products is called:
a. Market Penetration.
b. Product Development.
c. Diversification.
d. Market Development

70. AISET 3cUmEl & foIU AU STeIRT &1 Trelel 31X 377 9 e W Higd e i Far
FEd 87
a. ST 9ae|
b. 3cure faer|
c. afatheoT
d. IeR el
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71. The purpose of the marketing plan that is included within a business plan is to
a. clarify the projected profits of a firm's products
b. set long-term objectives for a firm's middle managers
c. assign measurable goals for a firm's finance team
d. specify the features of a firm's product or service

71.  TRAr Sga@ g Idieter #H QA AUoT Iieter &r 3537 gl
a. Tl B & 3cdrel & HTATI ATH S TISCT HLel
b. fFET ®BH & ALY YSUHI & [T Gedlfoln 32T UTRT Far
c. R v T facdT & & fov AT ae FaRa &
d. fFE w7 & 3cure a1 Far H AAVART F [Afese Fear

72. Which is/are not true about leading?

I.  Leading involves directing, influencing, and motivating employees to perform essential tasks
II.  Relationships and times are central to leading activities
III. By establishing a proper atmosphere, managers help their employees do their best.
a. I, II, and III are true
b. TandII are true
c. Only I and III are true
d. None is true

72. Adcd & IR A i QUE FIA T TGl 87
|. dqca H ARG FT H@TH FF H& & a0 HAERT e, yomiad e AR
IRT e anfAe gl
II. Feer 3R §og Agaa afafafeat & &g 7 gl
ll. o 3T arararor T FTh, Y Tl HHATRAT DI 3TAT TANSS Y&2TeT el

H A A ¢l
|, 11 3R 1 |57 E
b. 1 3R Il g7 &I

c. @ad | 3R Il T &I
d. ®15 Y T 7ET ¢

73. Which is the correct sequence of steps of the market segmentation procedure
a. Survey stage- analysis- Profiling
b. analysis- Profiling- survey
c. Profiling- analysis- survey
d. Profiling —survey- analysis

73. 9oR faersteT ufshar & TROT FT HET e Sl AT 872
a. gdeTor TOT- faeeivor- yrsioer
b. fIYUT- Wprsferer- adetor
c. Wi faedvor- gdevor
d. WRrsfeRT- adetor- faeeryor
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74.  Which of the following statements about market segmentation is true?
a. It involves changing the identity of a product, relative to the identity of competing products, in
the collective minds of the target market.
b. Itisa process of evaluating each segment's attractiveness and selecting one or more to enter.
c. It is a process of creating an image or identity of the product in the minds of the target market.

d. It is a process of identifying and profiling distinct groups of buyers who differ in their needs and
wants.

74. IR A & IR # Aeafaf@d # F Sl a1 YT I 87
a. 30H Ffeld 99k & @Efew A #, Ffaeadl Icurel 1 ggare & amaey, fhdr 3cure
$ 9gATT FT ST AR g
b. TG YAh TS & YOI & Hedichel el 3T FAA & AT Tk AT 3H&H 1 TheT
F T T Gt B
c. I8 offid 99IR & #AA H 3c9Ig T Ueh Sfd IAT IgaTd dellel HI Teh UihaAT gl
d. I8 TICRT & HeleT-37619T FHG I UgTeT el 3 ITehl FTRAT AN HA T T
gferar §, [T T 31T ST 3797-37619T 8T &1

75.  Areliable employment test will most likely yield
a. consistent scores when a person takes two alternate forms of the test
b. improved scores when a person takes the same test more than once in a single day
c. high scores when a person takes two alternate forms of the test on different occasions
d. similar scores when two different people are administered the test at different times

75. U fAeEa@AT AP T0eor & HHA: aRome grea ghn
a. 319 HIs IFd GUE0T & & dhfedsd & oIdT § aF THTHA 3id wred 8 &1
b. I AIS TTFT Tk & fgT H T & gqeT veh § 310 IR odr g ar dgak 3% ured
gid &
C. 3T FIg ATFT 3TAI-3T19T TTTRT T TAETUT & &I dhfodsh &J ofdl § dl 3= 3ih
e g &
d. ST ST 37eT9T-37e19T olall &l 37elT-3ToldT AT 9T gdieTor far Sirar & o =T 3

gred g1 2
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76.

76. According to David C. McClelland, which among the following is the profile of a typical high

achiever?
i.  Need for prompt and precise feedback
ii.  High degree of risk-taking
ii.  Total dedication towards the task
iv.  Satisfaction with material rewards
a. Onlyiandii
b. Only iand iii
c. Only i, iii, and iv

sfas 4. Aeddls & IR, Feaf@d & & @i v fARIse 3Ta 3uaieds ured safed &
[ENEGINY

i. efer 3R vl fafshar & smaeaeran

ii. QA ot HT 3TT &7

iii. R & 9 qoT FHYGOT
iv. #Hifder WEHPRT & AJS
a. dael i 3T i

b. &aer i 3 iii

c. had i, iii 3R iv

d. Faer i, iii 3R iv

77. Unlike physical products, services cannot be seen, tasted, felt, heard, or smelled before they are bought.

77.

This is known as the aspect of services.

a. Intangibility
b. Variability

c. Perishability
d. inseparability

#Hifder 3cdrel & faudid, darsit a1 @ie = @ ugd ow@r, Id@T, HEGH, GoAr AT Far =Ae
ST TehdT| 38 Jar3it &r Ugel el ST ol

a. 3T

b. gRacTeTeferdr

C. oAIRMdleddr

d. 3fasrsgdr
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78.  Each phase of the marketing research process is important. If in the first phase of the process the
problem is identified, what is done after that, but before data is collected?
a. Determine the solution to the problem, identify relevant information sources and evaluate data
collection methods
b. Determine what information is needed, identify relevant information sources, and evaluate data
collection methods
c. Determine the solution to the problem, determine what information is needed, and identify
relevant information sources.
d. Determine what information is needed, evaluate data collection methods, and analyze the data
78.  TAUUTT THUT GfshaT o Yedeh TWOT Heedqul ¢l IfE ishdl & Ugel TRUT H FHED]
$T TgaTT 8 JTY §, aF 3TF 91¢, Afhed 3HThs ThT ol A Ugdl, FIAT o SArar &2
a. HAEN # AU IR H, waEae o diat fr 9gee S AR s Ta
Ao T AT &1 Hedishe A
b.  3MaeTs Fae FUTRA #Y, FElaes Faar @il Hr ggaret #Y AR 3Hihs Thd
w1 AT @1 HedisheT
C.  HHAEN & AN HUTRT H, aeges o FuiRa ¥ AR arafdes geer
Grdl i ggarT F | .
d.  3MEeTS ool HUIRA #, s Uand ol T fAfer 1 Fediona w 3R
Hihal HT TILATOT H|
79.  As per the equity theory, refers to the perceived fairness of the manner in which rewards
are offered, both in terms of quantity of the reward received by the individual as well as in terms of
the distribution of rewards between individuals.
a. Procedural justice
b. perceived equity
c. Distributive justice
d. locus of control
79. TAAT f¥gld & IR, 39 Ik T HAT FASIETAT I Fefdid aar § Sad

QERR el fhT ST 8, sTidd eaRT Wicd REPR T AN & AY-A1Y FiFadl & &
REPRT & TR0 & TesT 7 off|

GfchdTcds =a1g

. AT FHAT

AauTcas g™

. T &1 T

Qa 0o T oy
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80.  Which of the following is not a consideration when making the decision to conduct marketing
research?
a. the consumer's attitude toward research
b. the costs versus the benefits of research
c. the resources available to conduct the research
d. the resources available to implement the research findings

80. TAUURT HTEURT el T A ofd TAY Fefafad & @ vy W faur €t fowar sirar
2?2
a. AU & Ui 3UHIFAT I gfoeahor
b.ﬁﬁﬂmﬁmmmﬂ
C. 3IHHUN el & [T 3ucletr FaTer

d. 3THYTS fsehsl @l o] #el & U Iuelstr T

81.  The relatively homogeneous and enduring divisions in a society, which are hierarchically ordered and
whose members share similar values, interests, and behavior constitute a
a. Culture
b. Subculture
c. social class
d. family

81. fordl GATST & 3UETThd FATY 3N TR fasreiel, S Ueefhide & § Faieyd 8id ¢
3R et HeEg AW Hedl, 3Rt 3R sgagr & @ a1 §, O T )
ad gl

a. TEhId

b. IuaERfd
c. Ao gt
d. 9RaR

82.  What is the tendency of the deviations from the mean to be larger in one direction than in the other?
a. Kurtosis
b. type I error
c. skewness
d. Type II error

82. AT W faTelel & T foom & @l fqom v et 3 gl fiT ggfead Far g2
a. Feifad

b.W|gﬁr
c. AYHATr
d. &R Il Jfe
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83. Which type of positioning involves setting the brand apart from competitors based on specific brand
qualities offered?
a. Positioning by Price / Quality
b. Positioning by User application
c. Positioning by Product Class
d. Positioning by attributes and benefits

83. g g 1 difsierfwier & fafdrse §is Uit & ITUR W 575 A JfAEaf&ar & 37697 S
AT 872
a. HeAOTaedl & YR 9 ifsrerfaar
b. 3TNl AT & MR W A
Cc. 3c9IG 9T & YR WX qiforerfaer
d. fadwartt AR ot & 3R ) DfSaHeT

84. A brand may have a true and distinctive competitive advantage called a
a. Differentiation
b. Competence
c. Unique Selling Proposition
d. Positioning

84. frdll s & U@ Ts Fear 3R fafdrse gfaeTeicas o g Ihar § 99 Fer I &:
a. RAE=or
b. &f#dr
c. faferse o geaT
d. Ryfa faeRor

85.  There have been various approaches taken to define a new product or a new service; one of the
approaches is

a. Firm -oriented: A firm-oriented approach treats the newness of a product from the perspective of the
competitor producing or marketing it. When the product is "new" to the competitor, it is considered
new.

b. Product-oriented: This focuses on the features inherent in the competitor itself and on the effects
these features are likely to have on competitors' established usage patterns.

c. Market-oriented: A market-oriented approach judges the newness of a product in terms of how much
exposure consumers have to the new product.

d. Consumer-oriented: In this context, a "new" product is any product that a potential competitor judges
to be new.
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85. TRl AT 3cUig AT 715 AT & IR FA & forw e fewior same v §; g5
¥t Tieanor §
a. BH-3-AT: Ush BH-3-AT Tiocahior fhell 3curg & wdledar & 3Hh Scdieed a1 fa9oret
HeA dlel Iaae & TREHIVT  ¢WAT gl I 3cdig et & fow "= gidar g, af 39
STAT ATAT ST gl
b. 3cUTE-3-H@: Jg Fladeh & fAfgd fAAwansi 3R Jfad@gl & T 3uEeT ded
5o faRwan3t & ganfad yammal W higa axar §1
C. SOR-3-AT: T SOIR-3-7T Tfechol fhell 3cule T AdiAdr HT 3eheld 38 TR
W FAT & 5 ITMFA3N &1 39 A0 3c9le I Fdar Tus gl
d 3UHIFA-3-7@: 36 A& #, UF "7AA" 3cUIG 9§ 3c9UG ¢ o U FIfaa gfaaeh
ST AT gl

86.  What are the stages in the Innovation adoption process
Awareness, Interest, Evangelist, Trial, Adoption/Rejection
Awareness, Interest, Evaluation, Trial, Adoption/Rejection
Attention, Interest, Evaluation, Trial, Adoption/Rejection
Awareness, Innovation, Evaluation, Trial, Adoption/Rejection

86. AR 37YATel I UfhdT & TROT FAT g7

SR, B, TR, TRI&TOT, I=I=AT/3ed i
SR, B, Hedlehad, TA&TUT, TATAN/3RARI
€1, B, Hodlehed, TNETOT, HTATAT/ TR
SATITEehdl, IR, Hediched, YLET0T, ITAT=AT/3TEdh T

o o

a o T o

87.  In which strategy the focus is on creating demand at the consumer level, so that consumers actively
seek out the product. The idea is to take the product through the distribution channels by creating a
strong demand among final consumers, who will then request the product from retailers.

Pull strategy

Push strategy

Frontal strategy

First mover strategy

/o o

87. Tra I0Efad H 3THFAT TR W ANT Yol el W CITT higd fhdm T &, difeh
EEEICT) afshd ¥ & 3cUTG T dolrel Y| ST 382 ATaA 3TFA3t & g Tk
A AT YT HTeh 3cUlg I [AROT Aefell o ARIH § of ST &, S gew
fashdr3il & 3curg 1 AT HE|
a. goI oTAIfd
b. ger oA
c. Whed 0TI
d. BE HA 0T
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88.

/o o

88.

89.

89.

What consists of evaluating each market segment’s attractiveness and selecting one or more market
segments to enter?

Positioning

Advertising

Market segmentation

Targeting

YA SO TS & 3MRYUT T Hediche! R A & [T Teh A7 3HTeF SoR TSt 1 Tl el
# Far nfAe g7

a. feufa faeior

b. e

c. ST9IR fasTSTel

d. eedeToT

The perceived benefits a customer gets from a product relative to its cost. It balances what customers
give (money, time, effort) and what they get (quality, experience, satisfaction). This is:
a. Satisfaction

b. Value
c. Needs
d. Desires

el 3cUTe & AMEh AT 3HHT o1 & HIET Al dTel AT M| Fg Agent @ e arw
el (4T, FHY, 9IW) 3R 37§ o g1 aTel T (J[0Tdcd, 3fgerd, Hve) & s Holol

T T &1 T8 &

90.

90.

b. 7eT
C. 3MaRIHAd
d. sTon

The process of taking advantage of an event or a current occurrence with which a brand can deliver
relevant and relatable content. Brands can actually insert themselves into the current happenings and
market themselves is called

a. Moment Marketing

b. Meme Marketing

c. Guerrilla Marketing

d. Advocacy Marketing

fordll TeaT a1 adAT FATT &1 o1 3o T 815 garT Yrafae 3R arafde ameel
YT el T GishdT| S5 e H aodl geai3i # ge H AiAT X Fhd ¢ 3R e
#T AUl T Thd &, S0 Fgd o

a. HidAe Ak

b. #FH FATRET

c. IRea HArhfear

d. TsarhaT AT
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91.

/o o

In which strategy, a challenger competes head-on with the market leader across all dimensions, such
as price, product quality, and marketing efforts? The goal is to attract customers away from the leader
by offering a better value proposition. These attacks can be risky, especially if the leader has
significant resources, but they can also lead to substantial gains if executed successfully.

Frontal Attack

Flanking attack

Encirclement Attack

Bypass Attack

91. fre WRNfT A, ve yfdeded! SR & 3ol & | @l R, S A, 3c1g A Jordedr
AR TquureT garEl, T T e AT §? SHDT e dgol Hed TEATT Gehd AMEh 1 IAOT A Y
T FET g1 T g ANWH N & Tohd g, WHA 3R JAUNT F I gI3TcT FA &Y, Afhet
3R Seg THeAATYIh HTH AT ST A A iy ot o ggar Fehl §l

92.

o op

a. FIT YR
b. 9IRd 3MTHAUT
C. TRT 3T&HhATT

d. STSURT 3MshAT

What is a well-known and well-researched social motive that has far-reaching influence on consumer
behaviour? This need suggests that behaviour is strongly influenced by the desire for friendship, for
acceptance, for belonging. People who are high on these needs tend to be socially dependent on
others. They often select goods they feel will meet the approval of friends. Teenagers who hang out at
fast-food stores or techies who congregate at computer shows often do so more for the satisfaction of
being with others than for making a purchase. This need is

Need for power

Need to show off

Need for affiliation

Need for achievement

92. weh Uidg 3R AT ArATfSIeh IRom Fa1 § TSI 3UsieFar sgagR 9 qamer Jerra s
€7 FE IMaIehdl Sl § b c¥agr AT, &pfd 3R 3oaus & gTor @ s
goIfad Biar g1 5T ol & ¥ HTaRTHAT ool giell 8, 9 FAfSS &7 § gl W R
Bt 81 I AT O a3 A T A § ek aR F 3¢ oerar § % 3 3o @A
qHG M| BRE-H5 TR W gHa el el ar #egex of 7 wawiId gl arel dehstiet

fIATT e TSR A & FI1el @R & AU gled AT Ffse & fov tar wd g1 I8

AT &

a.
b.
C.
d.

N IEGRCIRGICERE TS
fe@rar i & I hd]

Tagdl I TaIHdl
39T’ I 3TaeThdr
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93.  The key elements of motivation are
a. Intensity, Direction, Persistence
b. moderation, trend, feebleness
c. concentration, deflection, Persistence
d. Intensity, Direction, fragility

93. YROM & AW dcd &
a. draar, feem, Tedr
b. @IH, ygfcd, geerd
. TSI, fFerqor, Tedr
d. e, fem, staRar

94. Which of the following is not a service quality dimension
a. Competence
b. Courtesy
c. Credibility
d. Insecurity

94. faFafaf@d & @ @l A1 {aT JUTTCAT ITATH 6T g2
gragar

ferserar

IGEGEGIEGI

3TRET

a o oo

95.  Which is true about Porter's Five Forces Model
I. Itis atool used to analyse a market or industry and determine its competitiveness.
II.  These five forces were developed by Harvard Business School professor Michael Porter
III.  The five forces are: internal competition, the potential for new entrants, the negotiating power of
suppliers, the negotiating power of customers, and the ability of customers to find substitutes.
IV. Businesses can use the model to determine the intensity of competition and potential profitability,
helping them better understand where power lies in their sector

Only I is correct
I and II are correct
All are incorrect
All are correct

95. W%wwm%aﬁﬁww#
|. IE THh 3UHIOT § Torent 30T fhdl STl AT 36T &l fARelvoT el 3R 3ghr
giaaticAshdr AUTRT e & fow fomar Jrar g
II. 3T Ul Foil Y gTaS Sl Thol o WHEY AlSshel U o Al foham Tl

fo o

. I 9 g8 & mﬁasqmqu‘r U YARIehl T HHTGEAT, HTYfciehcl 13T T ST =
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IV. SI9ET 39 AlSe &1 39T gfaeqar &1 drgar 3R Fenfaa ansvear & FuRor s

F T T gora &, O9Y 3¢ Ig HS H A AT € & 39% &7 & oaied Far
e &

a. sae | TEr &l

b. | 3 Il ¥ gl

c. I T &

d. @efr Oer g1
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96. SERVQUAL’s Five Dimensions are

Reliability, Assertiveness, Tangibles, Indifference, Responsiveness
Reliability, Assurance, Trustworthiness, Empathy, Responsiveness
Reliability, Assurance, Tangibles, Empathy, Responsiveness
Reliability, Insurance, Tangibles, Empathy, Responsiveness

96.  HdedTd & UId TATH &

. TaeaweiaT, Tedr, #d, 3arEedr, STareeer

. TAREEAIdT, 3MRaTHe, faeadeiadr, Fergeyfa, Siatscer
faeae=iardr, 3mearae, #qd, TEes{d, Sfarscer

. Taeawiarar, &, #7d, Fgreefd, STareeer

/o o

a 0o T o

97.  Services cannot be patented and Services cannot be readily displayed or communicated and Pricing is
difficult. These are

a. Implications of service Heterogeneity
b. Implications of service Intangibility
c. Implications of service security

d. None are implications

97. HAT3T HI UCT 18T HAAT ST TeheT 3R JATHT Fr TGN & YeRd a1 TuNa =g har
ST e 3R FAea uRor s g1 3 &
a. Qa1 _Ryar & Afgary
b. §aT HAaT & fAfgard
c.ﬁaTﬂT?ﬂTQ?ﬁ%aT?&
d. #5 N ARy A8 &

98.  The percentage of purchases within the relevant category accounted for by the brand in question is
known as
a. Market Share
b. Share of Mind
c. Share of Requirements
d. Share of heart

98. waftrd Aol 7 &3 ganrT Fr 715 WG & IfdRrd FI FHgl AT ¢
a. 99X feTdeRT
b. feHwT @1 ffear
C. AT ATAT &1 fg&ar
d. e &1 REar
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99.

The form of trade promotion in which retailers receive allowances from a manufacturer for featuring
its product or brand in designated advertisements or displays, and charges the manufacturer for the
same is termed as

a. Free goods allowance

b. Count and Recount Allowance

c. Slotting allowance

d. Bill Back Allowance

99. SUUR Hatiel T ag &Y o Gexr fashar fhdl HATar & 3@ 3cure ar sis &1 HAfdse

100.

100.

o=t a1 geiat & ueiia & & o sicd e X &, 3R s fow AAtar &
Yooh  od &, 38 FAT Fed 87

a. f¥:g[eh ATl e

b. 0T AR YANOTAT $1ecr

c. TATTEdT &Tcdm

d. feer araelr sicar

Brand Differentiation can be done on the following basis
Generic differentiation

a
b. Pre-Emptive differentiation
C.

d. All of the above

Augmented product

sz faadeor Feafaf@a 3mR X fFar 1 @har &
a. A faAdeor

b. qa-fAuiRa fasidrazor

c. HAYd 3cUTg

d. 3Rred Tefr
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