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1.

5.

What is “sweat equity” in the
context of partnerships ?
(1) The funds invegted by a

partner

(2) The profit earned 3" !lg psaglﬁr
without investing

(3) An ownership stake gained
over time through labour
contributions

(4) The distribution of profits
among partners.

(5) Question not attempted

What role does a financial investor

typically play in a partnership ?

(1) Providing all the labour

(2) Investing all the funds needed
for the business

(3) Playing no role in management

(4) Making all the business
decisions

(5) Question not attempted

Which is a Direct Marketing tool ?

(1) Poster

(2) Magazine Ads

(3) Bus panel

(4) Give aways

(5) Question not attempted

ABC is a short form of an

advertising body which refers to

(1) Amitabh Bachchan Corporation

(2) Advertising Broadcasters
Communication

(3) Advertisers Board Council

(4) Audit Bureau of Circulations

(5) Question not attempted

What occurs when two firms
combine to create a new company ?
(1) Strategic alliance

(2) ESOP

(3) Merger

(4) Acquisition

(5) Question not attempted
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DRIP elements 1in marketing

communication means

(1) Differentiate,
Inform, Persuade

(2) Dedicate, Replicate, Inform,
Persuade

(3) Differentiate,
Introduce, Persuade

Re-assure

Replicate,

(4) Define, Read, Inform,
Persuade

(5) Question not attempted

ASCI stands for

(1) Advertising Statistics Co-
operation & Information

(2) American Statistics Co-
operation & Information

(3) Advertising Standards Council
of India

(4) Advertising Solution and
Communication Information

(5) Question not attempted

AMA stands for

(1) American Marketing
Association

(2) Asian Marketing Association

(3) Advertising Market Analysts

(4) Advertising Masters
Association

(5) Question not attempted

Interactive marketing means :

(1) Meeting customers to sell
product

(2) Organising online activities to
engage

(3) Sending letters and mvites for
offers

(4) Samples are given to try

(5) Question not attempted
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11.

12,
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10. wrehfen faam q@w =9 § 4Ps (4 = I 10. Marketing Mix mainly refers to 4 Ps

which are

(1) Publicity,
Perception

(2) Place. Promoter,
Product

(3) Price,
Place

(4) Placement,
Promotion

(5) Question not attempted

I.M.C. stands for

Price, Product,

Practice,
Product. Promotion,

Product, Price.

(1) International Monetary
Communication

(2) International Marketing
Communication

(3) International Monetary Co-
operation

(4) Integrated Marketing
Communication

(5) Question not attempted

Which of the following are not
involved in rebranding ?

A, Recreating image

B. Redesigning logo

C. Shifting company office

D. Hiring more staff

Options :
(1) Aand B (2) CandD
(3 Band D (4) AandD

(5) Question not attempted

Which of the following are not
principles of LM.C. ?

A. Be customer centric

B. Be creative

C. Understanding customer
decision loop

D. All applications are to be
avoided

Options :

(1) Aand B (2) AandC

(3) Band D (4) DandC

(5) Question not attempted
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15.

16.

marketing mix STP is very

important. Which of the following

is/are important for communication ”

(1) Market Expansion

(2) Segmentation based on
psychology and demography

(3) Rebranding of all the products
of the brand

(4) Customer retention

(5) Question not attempted

Zero strategy channel 18 a
distribution method that appears in
the following method :

(1) Producer does not put any
advertisement on TV channel.

(2) Producer supplies his product
without the help of any middle
man.

(3) Producer supplies his products
through sponsors only, without
any cost on him.

(4) Has built special stage for his
products.

(5) Question not attempted

Narrow market segment means

(1) Service is provided from a
small office.

(2) Service provider is in a
cramped location market.

(3) Service is not given to the poor
as it is expensive.

(4) It is a limited range service for
specific chents only.

(5) Question not attempted
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18.

20.

21.

markets, it is an example of
(1) Customer Focus

(2) Market Focus

(3) Product Focus

(4) Brand Focus

(5) Question not attempted

What is full form of IMRB, also
known as IMRB International ?

(1) Indian Market Research
Bureau

(2) Indian Marketing Research
Base

(3) Indian Monetary Research
Broadcast

(4) Indian Monetary Research
Bureau

(5) Question not attempted

Cost based pricing method in

marketing refers to

(1) addition of a desired profit
margin over the cost of the
product.

(2) keeping the price below the
cost of competition.

(3) keeping the price at par with
competition.

(4) offering freebies over the costs
of purchase.

(5) Question not attempted

In which year did Ministry of
Tourism, Government of India
officially  branded India as
“Incredible India” ?

(1) 2002 (2) 2007

(3) 2014 (4) 2016

(5) Question not attempted

Which is not an element of
marketing mix 7

(1) Product (2) Price

(3) Perception (4) Place

(5) Question not attempted
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meet

segment needs is called

(1)
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(4)
()

23.

Elite class marketing
Luxury marketing
Referenced marketing
Differentiated marketing

Question not attempted

Dividing the market into religious

group, comes in

(1)
(2)
3
(4)
(5)

Svstem Segmentation
Transparent Segmentation
Demographic Segmentation
Geographic Segmentation
Question not attempted

24. Mention correct relations below :

A

(1)
(2)
(3)
(4)
(5)

(1) Market
Segmentati
-on

Integrated
Marketing
Communicali-
on

Prof. Neil H.
Borden

(1)) Edmund
Jerome
MeCarthy

(in)Harvard
Business

School

Demographuie,
psychographic,
behavioural
variables
Trailblazer
Award

(1v) Planning
process
keep
marketing
relevant

A-(i1), B-(1), C-(u1), D-(iv)

A-(1). B-(n1), C-(iv), D-(ii1)

A-(iv), B-(ii1), C-(i), D-(i1)

A-(iv), B-(in), C-(n), D-{1)

Question not attempted
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26.

217.

Which model stands for this
statement — “Defining advertising
goals for measuring Advertising
responses ’

(1) AGAR Model
(2) DAAR Model
(3) DAGMAR Model
(4y DAMA Model

(3) Question not attempted

Which one of the following 18 known
as Advertising Guru 7

(1) Paul Rand

(2) David Ogalvy

(3) M.H. Escher

(4) Sir John Herchell

(5) Question not attempted

1= an interactive approach to
marketing,  which  uses  the
individually addressable marketing
media and channels such as mails,
telephone, ete. to extend help to a
company’s target audience.
(1) Direct Marketing
(2) Database Marketing
(3) Social Media Marketing
(4) Transit Marketing
(5) Question not attempted

i does not provide opportunities

for direct marketers to
communicate directly with
consumers by pre made content to
which consumers can respond later.
(1) Voicemail marketing

(2) Tele marketing

(3) Social media

(4) Broadeast faxing

(3) Question not attempted

What is the AIDA model of

commumnication ?

(1) Attachment n Desired
Advertising

(2) Attention — Interest — Desire
— Action

(3) Authentic — Interest —
Duplicate —» Action

(4) Awareness of Individual
Desire and Action

(5) Question not attempted
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following can potentially hinder the

development of stronger bonds with

customers long-term relationship ?

(1) Rewarding frequent customers

(2) Establishing trust

(3) Regular interactions

(4) Offering discounts to new
customers

(5) Question not attempted

A product positioned as “luxury” is
likely targeting which market
segment ?

(1) Low-income consumers

(2) Middle-income consumers

(3) High-income consumers

(4) All income levels equally

(5) Question not attempted

Positioning 1n marketing involves

(1) Randomly placing products on
store shelves.

(2) Creating confusion
customers.

(3) Targeting all market segment
without distinction.

among

(4) Arranging for a market
offering to occupy clear,
distinctive & desirable place.

(5) Question not attempted

What 1s the primary goal of
Customer Relationship Management
(CRM) programs ?

(1) To decrease sales and profits

(2) To build long-term loyalty with
customers

(3) Toreduce customer interactions
(4) To eliminate personalization
(5) Question not attempted
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35.

| 34. Market segmentation involves

Combining different markets
into one large segment.

Dividing a market into smaller
segments with distinct needs
and characteristics.

[gnoring customer needs &

(1)

(2)

(3)

preferences.

(4) Focusing only on one market
segment.

(5) Question not attempted

Differentiation in market

segmentation can be achieved

through

(1) offering the lowest price in the
market.

(2) providing the superior
customer service.

(3) replhcating competitor's
products.

(4) reducing product quality to cut
costs.

(3) Question not attempted

Market “targeting” involves :

(1) Evaluating each market
segment’s attractiveness and
selecting one segment to enter.
Targeting all market segments
simultaneously.

Ignoring market segmentation
and focusing on  mass
marketing.

Developing separate marketing
strategies for each segment
without evaluation.

(2)

(3)

Question not attempted
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38.

39.

marketers to

(1) target all consumers with the
same marketing strategy.

(2) 1gnore differences among

consumers.

(3) tailor marketing efforts to
specific groups of consumers.

(4) focus solely on product
features and not customer
needs.

(53) Question not attempted

What is the primary purpose of

differentiation in marketing ?

(1) To make products more similar
to competitors’ offerings

(2) To reduce product quahty and
cut costs

(3) To create superior customer
value through unique features
or benefits

{(4) To confuse consumers about
product benefits

(5) Question not attempted

Which of the following 15 an
example of psvchographice
segmentation 7

(1) Age & Gender

(2) Income level

(3) Lifestyle & personality traits
(4) Geographic location

(5) Question not attempted
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Who is considered “The Father of
Market Segmentation” ?

(1) W.Smith

(2) Dawvid Ogilvy

(3) Don Schultz

(4) E.B. Browning

(3) Question not attempted

A marketing strategy in which
advertising efforts are focused on a
small group of highly-targeted
consumers, is an example of

(1) Research Marketing

(2) Limited Marketing

(3) Micro Marketing

(4) Selective Marketing

(5) Question not attempted

In marketing promotion what are
correct examples of Self Financed
Sales Promotion ?

A. Frequent buyer programmes
B. Coupons

C. Loss leader schemes

D. Demos and Samples

(1) A&C 2) B&C

(3) Only B 4y A&D

(5) Question not attempted

What is the process of new product

adoption ? Select the correct

chronological order of the following :

(1) Awareness — Interest -
Evaluation — Tral — Adoption.

(2) Adoption — Interest — Evaluation
—Trial — Awareness.

(3) Interest — Awareness — Trial —
Adoption — Evaluation.

(4) Trial - Interest — Evaluation —
Awareness — Adoption.

{5) Question not attempted

Domino's Pizza does not charge
money if the delivery is delayed over
30 mins. This is

(1) Quality

(2) Customer surety

(3) Time management

(4) Guarantee

(5) Question not attempted
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52.

means being novel and
appropriate. It 1s the ability to
generate  fresh, unique and
appropriate 1deas that could be used
as a solution to communication
problems.
(1) Traditional

(2)
(3)
(4)
(5)

Creativity
Deliverability
Segmentation

Question not attempted

Sequence the stages of consumer
buyving process chronologically.

Mo owp

(1

(2)
(3)
(4)
(5)

In 1961,

Post-purchase behaviour
Pre-purchase information search
Problem recognition

Purchase decizion

Evaluation of alternatives
B,C.A,D.E

B,C.E, DA

C.B.E,D A

C.E,B, DA

Question not attempted

DAGMAR advertising

model was proposed by

(1)
(2)
(3)
(4)
(5)

Which
showcase the

Dawvid Ogilvy

Russell H. Colley

Paul Rand

Emily Cuther

Question not attempted
of the following traits
importance  of

creativity in Advertising ?

A
B.
C.
D.

(1
(3)
(5)

Attracts attention

Increases sales

Develops negative attitude
Demonstrates superiority of a
retailer

A&B (2) B&C
C&D (4 A&D
Question not attempted
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54.

ab.

36.

process as per sequence of

happening :

A Market Research

B. Define objectives of Ad
Campaign

C. Define Target audience
D. Selection of media

E. Feedback

(1) BACDE

(2) C.A B.D.E

(3) AE BCD

4) A CBDE

(5) Question not attempted

The effectiveness of advertisement
can be checked by conducting which
analysis ?

(1) Push and Pull

(2) Pre and Post Sale

(3) Chi test

(4) Segmentation

(5) Question not attempted

Statement I : Consumer behaviour
is comparatively a new field of
study which evolved just after
first world war.

Statement II : The seller’s market
had disappeared & buyers
market had come up, which led
to a paradigm shift, thus
focusing on the consumer
behaviour.

(1) Both statements are true.

(2) Both statements are false.

(3) Statement [ is false, Statement
II is true.

(4) Statement I 1s true, Statement
IT is false.

(5) Question not attempted

Advertiser can select target
audience based on which of the
following processes ?
A, Demographics

B. Serigraphics

C. Sociographics

D. Psychographics

E. Sitographics

() AD.E (2) A B,C
(3 ACD (49 B/ D.E

(5) Question not attempted
o
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customers are  given

“Frequent Flyer Programmes”, by

air lines, that is an example of :

(1) Customer retention
management

(2) Customer faith management

(3) Customer trust management

(4) Customer choice management

(5) Question not attempted

Key objective of CRM :

(1) Earn more

(2) Keep opposition behind
(3) Customer loyalty

(4) Sell less globally

(5) Question not attempted

A strong, unfulfilled need which
spurs a person to buy for satisfying
himself/herself shows

(1) Customer perception

(2) Customer segmentation

(3) Customer decision

(4) Customer motivation

(5) Question not attempted

A group of people having distinct
lifestyle, customs, behaviour, etc. in
a particular region, or religion or
race 1s known as :

(1) Sub-culture

(2) Elite culture

(3) Folk culture

(4) Traditional culture

(5) Question not attempted

WTTC refers to

(1) World Trade and Travel
Conference

(2) World Trade and Transport
Council

(3) World Travel and Tourism
Couneil

(4 World Travel and Trade Co-
operation

(3) Question not attempted
66
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which influence the degree of active
reasoning that is undertaken by the
customer in his process of decision
making ?

(1) Involvement

(2) Alternative differentiation

(3) Luxury brand

(4) Time pressure

(5) Question not attempted

When a product is advertised and
customers are motivated resulting
in queries and demand in a
promotional strategy activity, it 1s
called :

(1) Push Strategy

(2) Pull Strategy

(3) Motivational Strategy

(4) Influential Strategy

(5) Question not attempted

“The Engel Kollat and Blackwell
Model” of customer buying
behaviour was originally developed
mn

(1) Late 1960s.

(2) Early 1970s.

(3) Late 1970s.

(4) Early 1960s.

(5) Question not attempted

Identify which are not correct
factors in organizational buying :

A.  Environmental factors

B. Interpersonal factors

C. Political factors

D. Peer pressure

(1) only A (2) only D
(3) CandD (499 Aand B
(5) Question not attempted
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67.

68.

influences the buyving and even
production (due to specific needs of
the group), Ex. Hindu Brahmins of
Tamil Nadu differ from Hindu
Bengalis of Calcutta, this type of
behaviour influence is called :

(1) Sectonal Influence

(2) Internal Influence

(3) Traditional Influence

(4) Sub-Cultural Influence

(5) Question not attempted

Which among the followin
psychologists  have  develope
theories of human motivation ?

A. Sigmund Freud

B. Abraham Maslow

C. Frederick Herzberg

Select the correct answer using the
codes below :

Codes :

(1) AandBonly

(2) Only B

(3) BandC only

(4) A BandC

(5) Question not attempted

What is “Diffusion of Innovation” ?

(1) When customers form a
diffused opinion and reject the
innovative products and don't
buy in large numbers. Ex.
TATA Nano.

(2) When customers form a
positive opinion and accept the
innovative  products, Ex.
Walkman.

(3) Customers have mixed opinion
about an innovative product.

(4) Customers like the innovative
product but consider the cost
disheartening to buy.

(5) Question not attempted
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product information. and benefits
be placed in a rational appeal ?

(1) In the visuals only

(2) In the background music
(3) In the headlines and copy
(4) In the logo

(5) Question not attempted

. Pre-testing methods for measuring

promotional effectiveness primarily

aim to :

(1) Assess  the impact of
promotions after thev have
been implemented

(2) Gauge consumer reactions
before promotions are
launched

(3) Analyse sales data to
determine promotional success
(4) Evaluate the long-term effects
of promotions on brand equity
(5) Question not attempted

What is the main goal of a rational
appeal ?
(1) To decrease brand awareness

(2) To evoke emotional responses
from consumers

(3) To provide basic product
information and logical
reasons favouring the brand

(4) Toentertain the audience with
creative designs

(5) Question not attempted
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72. How are respondents evaluated in

portfolio tests ?

(1) By their emotional response to
the ads

(2) By their purchase intent after
viewing the ads

(3) By their ability to
information from the ads

(4) By their opinion on the
creative aspects of the ads

(5) Question not attempted

Which communication tool utilizes

short-term incentives or

promotional activities to stimulate

mmmediate sales ?

(1) Sales Promotion

(2) Content Marketing

(3) Sponsorship

(4) Stick Marketing
(5) Question not attempted

recall

| 74. Assertion (A) : Understanding how

consumers acquire and use

information from external
SOUrCes is  crucial for
marketers in devising

communication strategies.

Reasoning (R) : Marketers are
interested n cOnNSUmer's
perception processes, Including
how they sense external
information, select sources, and
interpret the information to
create meaning.

(1) Both (A) and (R) are
individually true and (R) is the
correct explanation of (A).

(2) Both (A) and (R) are individually
true but (R) is not the correct
explanation of (A).

(3) (A) is true, but (R) is false.

(4) (A)1s false, but (R) is true.

(5) Question not attempted

66
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71.

78.

79.

Offering a certain amount of money
back after a purchase is an example
of which sales promotion technique ?
(1) Coupons {2) Rebates

(3) Premiums (4) Sampling
(5) Question not attempted

Which promotional strategy
involves leveraging the influence of
existing customers to spread
positive word-of-mouth about a
product or service ?

(1) Referral marketing

(2) Personal selling

(3) Relationship marketing

(4) Social media marketing

(5) Question not attempted

What  promotional technique
involves creating informational or
entertaining content to attract and
engage customers ?

(1) Content marketing

(2) Public relations -

(3) Direct marketing

(4) Celebrity endorsement

(5) Question not attempted

Which of the following is the least
target of public relations efforts ?
(1) Consumers (2) Investors
(3) Competitors (4) Retailers

(5) Question not attempted

A sales promotion activity that
involves offering special deals for a
short period to create a sense of
urgency among customers.

(1) Flash sales

(2) Television commercials
(3) Billboard advertisements
(4) Radic promotions

(5) Question not attempted
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What is the primary characteristic
of paid media ?

(1) Total control of the sponsor
over message delivery
Low credibility

No cost involved for
sponsoring organization
Limited control over message
delivery

Question not attempted

(2)

(3) the

(4)

(5)

What is the full form of ‘C2B’ online
marketing 7

(1) Company- to-Business

(2) Consumer-to-Business

(3) Competitor-to-Business

(4) Customer-to-Buyers

(5) Question not attempted

Which of the following 1s an
example of sales promotion ?

a. Sweepstakes

b. Contests

¢. Premiums

d. Sampling

e.  Richter stakes

a b, e d

Question not attempted

Which of the following 1s not an
example of a point-of-purchase
(POP) strategy ?

(1) Celebrity cardboard cutouts
(2) Custom display shelves

(3) Radio advertisements

(4) Digital displays

(3) Question not attempted
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86.

of the following arve

characteristics of sales promotion

communications ?

a. Stimulate immediate sales

b. Provide geographical
awareness

c. Provide added value

d. Incentives to wholesalers

{i} a b.cd (2) b,ed
(3) a.bd () a,cd
(5) Question not attempted

. What is the main task of sales

promotion 7

(1) Identifving target audience
(2) Decision of which tool to use
(3) Retail discounts

(4) Publicity of Promotion

(5) Question not attempted

Which of the following strategy
concentrates on middlemen or
relatives who promote the sales of
the product to the final consumers.
This strategy covers co-operative
advertising’s attractive terms of
sales.

(1) Pull Strategy

(2) Push Strategy

(3) Public Strategy

(4) Promotional Mix

(5) Question not attempted

channels are type of
arrangements which is sometimes
used in the consumer market by
firms using direct selling programs.
(1) Direct Channels
(2) In-direct Channels
(3) Strategy Channels
(4) Delivery channels
(5) Question not attempted
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90.

sell his product in the market, he
may handover the product to a well
known organization to sell on behalfl
of the manufacturer is called

(1) Cross promotion

(2) Surrogate selling

(3) Bait and Switch advertising
(4) Furlough strategy

(5) Question not attempted

practices are the deliberate,
planned and sustained efforts to
establish and maintain mutual
understanding between an
organization and its consumers.

(1) Public Relations

(2) Marketing mix

(3) Sales promotion

(4) User generated content

(5) Question not attempted

Which of the following are examples
of “Pull Strategy of Promotion™ 7

a. Tie-in promotion
b. Exchanging offers

e.  Feature Advertising

d. Financial Ininatives

e. Clearance Sales
Choose correct :

(1) a.b.e

(2) d.oae

(3) a.b.d

(4) b,ed

(5) Question not attempted
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an event Or occasion or cause 1s
known as

(1) Vision gain

(2) Blimp

(3) Transit advertising

(4) Sponsorship

(5) Question not attempted

is a term for a view of a
physical real world environment
whose elements are done by virtual
computer generated imagery.

(1) Virtual reality

(2) Augmented reality

(3) Visible reality

(1) Voicery reality

(5) Question not attempted

Match the following Internet
Advertising terms to  their
appropriate meanings :

(a) Cost per (i) Ads that are

mile digplayed in a
new browser
window

(b) Pop-up (11) Pop-under &

Advertisa Interstitial

ng Ads

(¢ Cost per (i1)Also known as
chick CPT

(d) Cost per (iv)Also known as
view PPC

(1) (a-1), (b-11), (e-ii1), (d-1v)
(2) (a-11), (b-11), (c-1v), (d-1)
(3) (a-iii), (b-1), (c-1v), (d-11)
(4)  (a-1), (b-iii), (c-iv), (d-i1)
(5) Question not attempted
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the communication process In
Advertising chronologically :

A. Target audience

B. Decoding

C. Encoding

D. Message

E. Advertiser

(1) -AC.D.B,
(2) C.A.D.E
(3) B.E, D, A,
(4) E.C,D,B.:
(5) Question not attempted

A 15 an offer of an 1tem of
merchandise or service either free
or at a low price that is an extra
incentive for purchasers.

(1) Premium (2) Coupon

(3) Freebixy (4) Rebates

(5) Question not attempted

Which of the following incentives
are NOT offered by sales promotion ?

(1) Consumer promotion

(2) Trade promotion

(3) Product’'s high quality image
promotion

(4) Sales force promotion

(5) Question not attempted

Any marketing
communication, which can be used
to transmit or deliver a message (o
a customer is called

(1) Market channels

(2) Tools of Promotion

(3) User generated content

(4) Influencers

(5) Question not attempted

medium  of
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100. Assertion (A)

time frame based activities 7
A.  Advertising

B. Personal Selling

C. Publicity

Options :

(1) Only A

(2) OnlyBandC

(3) A BC

(4) OnlyA&B

(5) Question not attempted

Which of the following is a short
term oriented activity 7

(1) Sales promotion

(2) Brand image development
(3) DBrand loyvalty creation

(4) Merchandising development

(5) Question not attempted

: Organizational
buyers are trained in
negotiating purchase terms.

Reason (R) : This emphasizes the
importance of buyer-seller
relationships n the
orgamzational buying process.

(1) Both (A) and (R) are
individually true and (R) is the
correct explanation of (A).

(2) Both (A) and (R) are
individually true but (R) is not
the correct explanation of (A).

(3) (A) is true, but (R) is false.
(4) (A) is false, but (R) is true.

(5) Question not attempted
o

6
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gewi | 101. Statement 1

102.

103.

: Sales Promotion
describes promotional methods
using special short term
techniques to persuade
members of a target market to
understand certain activity.

Statement Il Az a reward,
marketers offer something of
value to the responders. E
Lower purchase price, money
back.

(1) Both statements are true.

(2) Both statements are false.

(3) Statement I is true, Statement
I1 is false.

(4) Statement [ is false, Statement
I is true.

(5) Question not attempted

Which of the following brands does

Shahrukh Khan endorse ?

A. Tag Huer B. Dich T.V.

C. Gitanjah D. 1-Ball phones

E. Belmonte

Options :

(1) A,B D 2y AC,DE

3 BCEA (49 DCEA

(5) Question not attempted

}E"hat does FMCG in industry stand

or ?

(1) Favourable Moveable
Consumer Goods

(2) Feasible Moveable Consumer
Goods

(3) Fast Moveable Consumer
Goods

(4) Flexible Moveable Consumer
Goods

(5) Question not attempted

4. How can companies measure

customer loyalty ?

(1) By assessing the number of
one-time purchases

(2) By analvzing customer
complaints and negative
feedback

(3) By tracking customer
retention rates and repeat
urchases

(4) Ey focusing solely on customer
satisfaction scores.

(5) Question not attempted

66
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which 8-10 persons participate in an
unstructured group interview on a
product or service concept 1s called
as

(1) Feedback

(2) Freud theory

(3) Focus group

(4) Lexicographics group

(3) Question not attempted

A business, government or other
institution that buys goods, services
or equipments necessary for its
function 1s known as

(1) Repeat Response behaviour
(2) Organizational buyer

(3) Word of mouth

(4) Lexicographic buver

(5) Question not attempted

1d, Ego, Superego are parts of whose
theory 7

(1) Howard Sheth

(2) Clive Bell

(3) Sigmund Freud

(4) LA. Richard

(3) Question not attempted

Which of the following is a buver
behaviour model ?

(1) Sweepstake model

(2) Pavlovian model

(3) Star-entro model

(4) Paul-cyclic model

(5) Question not attempted

Which of the following factors does
not affect organizational buying ?
(1) Technical factors

(2) Political factors

(3) Legal factors

(4) Marital factors

(5) Question not attempted




110. o= # & =9 & oeffa FMOG Fmaft 3 | 110, Which of the following strategies

TH TS 7

(1) 3erg @it & fefaediam

(2) TEATESAH (G

(3) fasmea d &0 =Tl & 5@

(4) =ugn % fa=di % g v IemE
aTAE § 3T

(5) 3FEERA w9

111. fordl ween & 37, Adl a7 @9 #i =
"o W@ wgfAedl 39 R 4 w4l F
i g HEITaE YNEl W S gl 2 Al
HEEAE
(1) uftese Fifem
(2) wEHEe qifdn
(3) 7Y EER
(4) =fta smgfd arfdn
(5) FqaE ¥

112. ufan =1 98 ge o fft s argme &
I | A & waTe %1 Tafaa S e i
79 wen giEan & Folg &9 6 afmn =
(1) woTE BTe are
(2) wgw foias
(3) gru=
(4) e Fules
(5) wwIE ¥

113. f5= & & 5 51 &7 sga=n Aig F Hiss
27
(1) =9 wiirer Sren dies &1 uEs
(2) I EFHEF diee
(3) fafe s sI=Em oz
(4) = fa=priad aiga

(5) FwiE W

e e e e e e e e e e i T — T — e i £ 8 i . T i o

o
]

111.

112.

1134

was mnot adopted by FMCG

companies
(1) Digitalization of product
purchase

(2) Increase in creativity

(3) Usage of less creativity in
advertising

(4) Launch of new products with
new age wdeas

(5) Question not attempted

When sourcing the materials,
product and serviees an
organization heeds from its supplier
accounting the environmental and
social impact of the product is
known as

(1) Ethical sourcing

(2) Sustainable sourcing

(3) Purchasing behaviour

(4) Green supply sourcing

(5) Question not attempted

A family member who controls flow
of information about a product or
brand thus influencing the family's
decision making 1s known as

(1) Influencer

(2) Jomt-decider

(3) Gate keeper

(4) Buying decider

(5) Question not attempted

Which of the following is a model of

buyer behaviour model ?

(1) Low involvement learning
method

(2) High cognitive model

(3) Method and shape model

(4) Low viscosity model

(5) Question not attempted
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115.

116.

characteristics of organizational

buying behaviour ?

(1) TItisacomplex decision making
process.

(2) It 15 a communication process
involving  procurement  of
products.

(3) It also deals with inspection of
the product based on health.

(4) It revolves around purchase
behaviour of product for use,
re-sell or to make other
products.

(5) Question not attempted

“Organizational buying behaviour
is the decision making process by
which a buving group establishes
the needs for goods and services and
chooses among alternative brands”
was said by

(1) Pete D. Benett

(2) David Ogilvy

(3) Paul Rand

(4) WM. Pride

(5) Question not attempted

Which of the following reasons
account for the need of study of
consumer or buyer behaviour ?
A, How potential clients
respond to a product ?

B. Helps firm to improve their
marketing methods.

C. Understanding of psychology
of buyers help in creating job
facilities in the brand.

D. Understanding culture of

will

buyers lead to  better
ingredient selection by the
manufacturer.

E. How the environment of buver
affect the sales of the product ?

(1) A.B,C.D,E

(2) AandBonly

(3) B, D, Eonly

(4) A, B, Eonly
(3) Question not attempted
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FAIE 9
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(5)

HHE % &9 § G428 UTEw 5 3TN H 8 7
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GEd
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A 99
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FEHEgE (2) o YR
WAiThIcH AR (4) HeEl 5YE
Al ¥

121, w8, 354, A3, (@) e #n 2 7
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eHE
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118.

119.

120.

121.

interpersonal factor of
organisational buying ?

(1) Problem solving approach

(2) Persuasive

(3) Politicking

(4) Falsiphicity

(3) Question not attempted

Which of the following brands use
expert reference group appeal for
promotion 7

(1) Lux and Ponds

(2) Colgate and Sensodyne

(3) Dabur and Cadbury

(4) Gillette and Red bull

(5) Question not attempted

Which of the following brand uses
the testimonies of satisfied
customer as its reference group
appeal for promotion ?

(1) Raymond

(2) Lays

(3) Thums-up and Mountain dew

(4) Hindustan Unilver Lid. for surf
(5) Question not attempted

are used in advertising to
appeal to different market segments
with which potential customers can
be identified and are used to
promote products and services.
(1) Focus groups
(2) Reference groups
(3) Swymbolic groups
(1) Membership groups
(5) Question not attempted

What is SWOT analysis ?

(1) Company's

Weaknesses,

and Threats.

(2) Company's Situation, Work,

Orientation and Trends.

(3) Company's Source, Willingness,
Opposition and Technology.

(4) Company’s Similarnty, Wants,
Oblivion and Trade.

() Question not attempted

Strength,
Opportunities
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126. a1 Haves AR sy wwE g e 7 | 126. What are the three essential

127.

128,

129.

(1) Feet #we, 22 2 & s, |
[ &4 &1 B '
@) s, feE e, FEe
e |
(3) F0E wEad # =, H'F-Eﬂ?l’]
HIFI, SFTH BT !
(4) AR WIHE, FEAE B, |

EEIliE X kG

(5)

fr=fefiaa 5 @ #15 siagfie awr =1
gareg =9 8 uffsa s g ¢
(1) UH =ga@ig = @iF I aﬁi
FEAE | ;
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BT Eiied 2 |
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(2)
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5)
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127.

128.

129.

management skills required from

managers ?

(1) Monitoring skills, Punishment
skills, Rewarding skalls

(2) Rudeness, Controlling skills,
Planning skills

(3) Goed in paper work, Human
skills, Conceptual skills

(4) Technical skills, Human skills.
Conceptual skills

(5) Question not attempted

What are the

purchase smuatmna

organizational buying ?

(1) Straight buy, direct buy, and
modified hm

(2) Straight rebuy, modified rebuy
and new task

(3) Routine buy, new buy task,

(4)

(5)

and straight rebuy
Modified rebuy, straight buy
and direct rebuy only
Question not attempted

Which of the following best defines
the industrial market ?

(1) Businesses that sell directly to
CONSUMErs
(2)

Businesses that buy goods for
(3)

three common
111

personal use

Businesses that buy goods to be

converted into other products

or used up during production

Businesses that primanly

engage in retail activities

(5) Question not attempted

Choose the correct sequence of

management functions n  any

organization.

(1) Planning — Organizing —
Leading — Controlling

{(2) Controlling — Leading —
Organizing — Planning

(3) Planning -» Leading -
Organizing — Controlling.

(4) Planning — Controlling —
Organizing — Leading

(5) Question not attempted

66
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131.

132.

133.

&1 wfaw & sorfi sans 1 gfe Zidt
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(1) wdafEEs aadm
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(4) =% o (wriae) fafaam

(5) IalE ¥

I
!
|
I
:
I
i
I

I 131.

|
I
!
I
I
!
I
i
|
I
|
|
I
I
|
|

132.

relationships ensures both parties
of future business expectations ?

(1) Impersonal interactions
(2) Short-lived relationships
(3) One-time interactions
(4) Enduring buyer-seller
relationships

(5) Question not attempted

Which of the following 1s NOT a
characteristic of organizational
buyers ?

(1) Purchase in large quantities
(2) Professional and specialized
(3) Impulsive decision-makers

(4) Well-informed about products
(5) Question not attempted

Which of the following isn't a type of
consumer behaviour ?

(1) Complex buying behaviour

(2) Habitual buyving behaviour

(3) Cyelic buving behaviour

(4) Dissonance-reducing buying
behaviour

(5) Question not attempted

means that organizations are
becoming more liberal towards the
mix of people in terms of gender,
age, race or sexual orientation at
the workplace.
(1) Global diversity
(2) Local diversity
(3) Demographic diversity
(4) Work force diversity
(5) Question not attempted



134. FWE ¥ W0 § gEE wew &3 & fafe= | 134, ‘Alliance of different communication
channels to deliver a consistent
message about the brand’ 1s called

135.

136.

137.

138.
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(1) fafis goreft fagom
(2) i fague w5
(3) mam fagr famm
(4) 3= gnuE

(5) AN WA

T wfFm d sfFm s s @ g ?
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(2) A
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(4) faem
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(3) dEEEd @)
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Fr=fefaa 1 3 fas fags 1 mme =4

F0 FAEA I FER 7
(1) wwrg 3N =
(2) wimgaw

(3) FHFmaFI
(4) aiEE AoE

(5) FgeRE v

#ien fazfm

|
f
|
{
1
I

137.
|
|
|
I
|
* I 138.
|
|
|
|
|

(1)
(2)

(3)
(4)
()

Mixed channel marketing
Integrated marketing
communication

Consistent concept extension
Non-variables branding
Question not attempted

Which one 1s the last step in the
selling process ?

(1)
(2)
(3)
(4)
(5)

Follow up
Closing
Shut Down

Merging
Question not attempted

‘Display and demonstration’ that
take place at a shop 1s called

(1)
(2)
(3)
(1)
(5)

Point of packaging
Promotional Notes
Popularity Gainer
Point of Purchase
Question not attempted

Who was the first Indian film
actress to endorse an advertisement ?

(1)
(2)
(3)
(4)
(5)

Suraiva

Madhu Bala

Meena Kumari

Leela Chitns

Question not attempted

Which of the following advertising
has also been eriticized to be in bad
taste 7

(1)
(2)
(3)
(4)
(5)

Tobaceo and Alcohol
Body fragrance

High priced shoes
Marital brands
Question not attempted

e e
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140.

141.

142,

143.
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139. What is the SIVA module ?

141.

142,

Solution, Information. Value.
Access

Situation. Ilustration. Vital,
Audience

Space, Involvement, Viewer,
Attention
Supplier,
Advertiser
Question not attempted

(1)
(2)
(3)
(4)
(5)

Influence, Visual,

“Manufacturer pays royalties to the
company to allow the use of their
well known brand names” is called

(1) Brand Ambassador

(2) Brand Manager

(3) Brand Franchise

(4) Brand Relation

(5) Question not attempted
Which one is the correct reason of a

produect falling in the decline stage ?

(1) Availahility of bad substitutes

(2) Because of outdoor media

(3) Awvailability of better
substitutes

(4) Because of nuclear family

(5) Question not attempted

What are licensed brands ?

(1) Brands exclusively owned by
manufacturers

Brands created by retailers
Companies selling the rights to
put their names on products to
a brand

Brands with no association to
any company or personality
Question not attempted

(2)
(3)

(4)

(5)
The name of first Indian
Advertising Agency is

(1) Ulka

(2) Dattaram & Company

(3) Bangal Bhawan

(4) Wirewall Company

(5) Question not attempted



144.&31%-11‘@331&:‘?3%@# ﬂ%mg&l‘ml 144. Match the following terms with

their meanings :

145.

= s :
A wifmfe [ w #  mwElen |
sfw awsl &
B. #@vg 1. v & 7w 8 &9 |
T ¥ T EE |
i e |
C. me-wfEn 111 et 7u 3ame @ :
FmAGHGH
Hiaw @E &6 !
s
D. d&&r V.1 #me ﬁ:l
afeen ywafad 3@/ |
Bl w e |
wifs amwg Jm |
=1 IqE |
M i ah s |
(1) A-IV, B-II, C-I, D-II }
(2) A-Il, B-IV, C-I, D-III i
(3) A-IV, B-1. C-II, D-III
(4) AJI, BI C-IL DIV |
(5) IFANa 9w I
FTEUEH | FvE GIH S I AEE B 7 |
(1) ﬂqﬁm%wﬁwqﬁth;
21
(2) ﬂ'ﬁaﬂ?ma—a@cq{mi
Aafm ghfFea s |
(3) e o nfafafiall & 2t =1 it |
FWAR | |
(4) SEH TEH ) FERA! W TS i |
TR |
(5) 3reiE vA |

145.

Terms
. Family [
Brands

. Brand I1. A
Extension

. Co-branding [1L.

. Co-operative TV,
Branding

Meanings
The offering of
two or more
brands in a
single marketing
offer

group  of
related products
sold under one
name

The joint venture
of two or more
brands mto a
new product or
service

The use of an
established
brand name on
products/services
not related to the
core brand

Choose the correct answer from the
options given below :

(1)
(2)
(3)
(4)
(5)

A-TIV, B-I1, C-1, D-III
A-T1, B-1V, C-1, D-III
A-IV, B-1. C-II, D-III
A-II1, B-1, C-11, D-IV
Question not attempted

What 1s the significance of brand
focus in IMC ?

(1)

(2)

(3)

4

(3)

It emphasizes the importance
of price adjustments.

It ensures consistent messaging
across all brand touch points.

It limits the scope of marketing
activities.

It exeludes the consideration of
customer needs.

Question not attempted
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(1) 5Ps(53W) (2) 7Ps(79)
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(5) i@ wH

T HiE TR 7
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147.

148,

149.

150.

What is the full form of POP ?
(1) Point of Packing

(2) Point of Price

(3) Point of Purchase

(4) Promotion of Pull Strategy
(3) Question not attempted

characteristic  of sole

proprietorships makes them

attractive to individuals with

limited financial resources ?

(1) Access to large capital
investments

2) Lamited hiability protection

(3) Easy formation and low start-
up costs

(4) Tax advantages

(5) Question not attempted

What

What is the strategy known as when
a firm sells part of itself to raise
capital ?

(1) Merger

(2) Acquisition

(3) Replicate

(4) Spin-off

(5) Question not attempted

In the beginning it was considered
that there are 4Ps of marketing mix
but Booms and Bitner in 1981
proposed the theory of

(1) 5Ps (2) 7Ps

(3) ©Ps (4) 10Ps

(3) Question not attempted

What 1s the primary focus of

managing an organization’s brand

image ?

(1) Increasing advertising spending

(2) Improving personal selling
techniques

(3) Influencing consumer perceptions

(4) Enhancing tax promotions

(5) Question not attempted
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