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1. The negative feeling that arises 1. WK & d1d Ol AGRIHE  H[a]
after a purchase that causes inner SO B § AR MaRE T @
tension is known as BRT GG B, I B wO A
(A)  Cognitive dissonance STHT AT |
(B)  Post purchase dissonance (A)  GEHMHAS 3Tl
(C)  Buyer’s remorse (B) T & drg 3rfl
(D)  All of the above (C)  TRIER &1 ggdrdl

(D) S

2. Identifying and  providing 2. UYRAE WS & fefy HelT-AH HIHCT
different marketing mix for each R A TEFH TR AR TeH FE
of the segments is known as

‘ _ % Y S o 2
(A)  Undifferentiated (A)  3fufed fquor
Marketing (B) fRa Ruwm
(B) Differentiated Marketin :
(C)  Concentrated Marketingg © e T
(D)  Personalized Marketing - (D) A faueE

3. Sub-dividing of market into 3. IR B UEH D GIHT IY—ad H
homogeneous sub-sections of T & @ PeT o &
customers is known as : (A) &g Rgve
(A)  Target marketing B) TR -

(B)  Market segmentation i
(C)  Product differentiation €) suw '
(D)  None of the above (D) E‘fﬂj'dﬁ 79 ﬁ'&‘ el

4’ Market aggregation is also 4. YR TEAGVA b AH Y
known as & T T R
(A)  Meta marketing (A) o1 RO
(B)  Exceptional marketing
(C)  Differentiated marketing (B) SR Iaer
(D)  Mass marketing (C) s fawor

| (D) T WA R fagoA
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Which of the following is not a
characteristic of service marketing?
(A) Intangibility

(B)  Separability

(C)  Heterogeneity

(D)  Perishability

Introducing at low price and
increasing the price once the

brand succeeds is called

pricing.

(A)  Penetration
(B) Skimming

(C)  Going rate

(D) Bundle

“We guarantee every product we

sell”, is a statement to refer .

(A) Courtesy
(B)  Quality
(C)  Variety

(D)  Comfort

Branding is a functionof ___
(A) Research

(B)  Exchange

(C)  Physical supply

(D) Facilitating

5. fFrfiRed & @ @9 & Y91 Ros

D ferrar 78 & ?
(A)  3cien

(B)  gudmw
(C) fafawrar
(D)  AREE

6. W Mg W I P AR AS B
Gl BF W B dorl L

fafRor T 21

(A) ¥

B) wa g (i)
(C) Tkl R

(D) dsd

7. B9 ¥ ENT 9 WM dl Yo
JOE A TR W T, T YA

Yeffd axar e |
(A) W

(B) T

(©) fafderm

(D) SR

g, gifen @ B &1
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J. is the element of product 9. UG RAI dra@ e |
positioning. (A) SAR fRan
(A)  Product featurcs (B) yferafirar aR fiwe
(B)  Competition & alternatives ©) g <dF
(C) = Target audience
(D)  All of the above ®) m w
10. Flow of goods from production  10. IcUGH A SYART T Hiel P YaE B
to consumption is known as _ difyRedm @ w9 A WM
logistics. ST
(A)  Process A) o
(B)  Inbound .
(C©)  Outbound ®) W_ |
(D) Chain ©
(D)
11. is the pioneer company 11. 9 fquoE ¥ el S
in direct marketing. 21
(A) Johnson & Johnson (A) e G S
(B)  Eureka Forbes ®) w o
(©)  Avon Cosmetics o
(D)  Nike ) ¥ i
D) =P
12. is not a nonstore 12. _ U&H IR-TCR Heax [l TE 7|
retailing. A) TG mﬁ
(A)  Retail chains (B) SR
(B)  Telemarketing © v AU
(C)  Direct marketing
(D)  Kiosk marketing D) Fedeas fqor
5463
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13.  Buying process starts when the 13. Wl ufskar qq TS BN 2 o
consumer recognizes ST foedt — CIR G TN
(A) A product T 2|
(B)  Anadvertisement (A) S«
(C) A salesperson (B) fa=m
(D) A problem or need (€) famar
(D) THHEI A SeRd
14.  The most basic level of a product  14. fodl SR @ wew CIRRIIRS T 3T
is called %@ a2
(A)  Core product A) T& IR
(B) Central product (B) S T
(C)  Fundamental product © A sR
(D)  Augmented product -
1S. What does SEO stand for in 15. ffed #mfém # SEO @& @&
digital marketing ? T & ?
(A)  Secure Email Operation (A) IR gﬁa SR
(B)  Sales Engagement Online (B) I ioRie s
C Search Engine Optimization . R
ED; Social " I(E):gagemént © w 331_'7 L
Operation (D) e Qe SR
16. The main goal of email 16. & AT BN T HI T
marketing 1s to : (A) CEIRERELE
(A)  Print advertisements (B) Yafaau FT TORIS FRET
B)  Ignoring personalization : :
EC) Restrain  incompatibility © il L
with customers A .
(D)  Neutralizing brand (D) 73 et 3R @lke @l W
loyalty and leads kgl
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is process of the growth, 17.

@ @ g aRIEEd

17. e
maturity, and decline over time. 3R fiRmae & yfehar 2 |
(A) person’s life cycle (A) afd @1 oiad I
(B)  People life cycle (B) Ayt 1 e T
oduct lifi 1
(C)  Produc | ife f:yc e ©) &1 Fr T
(D)  Production life cycle
(D) ST @l o Fb
18. A customer is when the 18 TU®d T 2T & 9d I
performance  of the product &) yeUE SuS) et 9 Ad @Il
matches his expectations. 2
(A)  Happy (A) I
(B)  Delighted
o (B) W
(C)  Dissatisfied _
C I
(D) Satisfied ©
(D) W<
19. Transportation  belongs o 19. uRagd fauom G Ear i
function of marketing. T§Rd 2|
(A) Channel (A) ¥
B Exch
(B) xchange (B) T
(C)  Facilitating
. ©) (jlaﬂl gar XAl
(D)  Physical supply
(D) i sy
20. Logistics means . 20, WYR a3 @ a8 l
(A) Production (A) Idqreqd
(B)  Flow of goods (B) I B IR
(C)  Consumption
_ (C) S
(D)  Marketing channel
(D) faoor arfe
5463 COM 211 Page - 7



is one of the most basic

21.

fbefl afed & oxar

21. -
influences on an inc!ividual’s TR 3R TARER R TR W
needs, wants, and behaviour. wret § w2
(A) Brand (A) e
(B)  Culture .
B ﬂvff%{
(C) Product (C)
(D) Price ED; S
22, is the final stage to 22, ST BY FGRR B
assess consumer purchasing AFAT TR T S T 2|
behaviour.
A LGRS
(A) Purchasc (B) v 3
(B)  Post-purchase (B) _ < '
(&) Evaluation of alternatives (©) Rt o CRIE
(D) Information scarch D) @ Gt
23. is not a characteristic of  23. Aol | aRed a_oT @
‘Introduction Stage’ in PLC. fdrar 5 2
(A) Low cxpenditurc (A) @I
(B)  Slow sales (B) A
(C)  Minimal profit © -
(D)  Facing competition s '
& (D)  Wfeqet &1 AT B
24.  Color and size of a product and  24. fll S@e R YaffT @1 W &R
packaging are considered JypR  f&dl e B UgEE @
of a brand’s identity. HET ST 2
(A) Informal featurc (A) aAgaRa fagryar
(B)  Product class (B) SdIT it
(C)  Visual elements (C) TW@ad
(D)  Busincss stratcgy (D) TS oY
25. is the single factor that  25. UHATE BRE & ol |HIIS
best indicates social class. ot P T W T ¥ T
(A) Time el
(B) Money (g) g
(C)  Occupation (B)
5 Fachi (C) HIEd
ashion
(D) 1101 (D) il
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26. Marketing is a process. 26, fEUEATd vfshan & |
(A)  Social (A) TS
(B)  Exchange (B) fafea
(C)  Goal or:lent;d ©) H&@Fﬂ'@
(D)  All of the above
(D) ST
27. is known as the “father  27. B “ayG QI @I SECH
of modern marketing” el I 2|
(A)  Philip Kotler (A) fhforg dlecer
(B) PeterF Drucker (B) rex T TR
(C)  Abraham Maslow ©) A W
(D) -Adam Smith D) T R
78. “Get out production, cut the 28. "ScdIad qerl, DA geRl’, TN
price”, Philosophy by Henry Be & <A Gall qzﬁ RIS
Ford is an example of 2
(A)  Selling Concept A) A FIRET
(B)  Product Concept
. (B)  SWIG HIEROM
(C)  Production Concept
(D)  Marketing Concept Eg) ﬁqT SER
) SRR
29, The key term in the American 29, R@T  WHRT  TARCEA il
Marketing Association’s definition e @ R H g I -
of marketing 1s : ) T/ sefrd
(A) Value (B) R
(B) Sales © @
(C)  Profit / )
(D)  Promotion (D) R
30. Which of the following is not 30. Prefoad § 4 P | D 3“@
included in the "function of 3 Frd ¥ mfid el g7
physical supply ? (A) B
(A)  Standardization (B) TSR]
(B)  Storage
(C)  Transport © qﬁaﬁ
(D)  Packaging (D) ST
5463 COM 211 Page - 9



31. - Harvard  professor 31 gde 3 qigwR 71964 ¥
formalized the term “marketing "qrfT fa o= 3 SRS -
mix” in 1964, R | :
(A) Ne'lllBorden A) A Eﬂ%ﬁ
(B)  Philip Kotler
(C)  Stanton (B)  fofery e
(D)  E. Jerome McCarthy ©) e
(D) Zo oW Hapreff
32, Triad  refers  to 32, 4 e, Har AR g @
combination of quality, service G B dehla Fear 3
& price. A) P
(A)  Marketing
(B)  Customer value L W
(C)  Customer satisfaction (C)- s Hﬁ&
(D)  Service quality (D) bl
33. is not considered part of 33, Bl BT & YRING ‘4P’
the  traditional ‘4Ps’  of &1 e T8 AT o ¥
marketing. (A) SdER
(g)) Il:rodlllct B) @
eople
EC) Priclf): (© @
(D)  Place (D) e
34. are the form of human 34, Gl IR Al afdaa
needs shaped by culture & ERT ARG AFEE TS o
individual personality. w9 2l
(A)  Wants (A) F®Y
(B) Demands (B) |1l
(C)  Needs (C)  3mgeTdHaT
(D)  Social Needs (D) WIS avadary
5463 COM 211 Page - 10



35. All factors that affect marketing  35. Ry aaarm o fauor fe, fotat
policies, decisions and operations 3R TEreE B yrad G ol |
of a business constitutc - FRE frefeRad g
(A)  Marketing mix
(B)  Marketin ir () i
g environment
(C)  Marketing control ®) TR ey
(D) None of the above (€) R P
(D) Sww # ¥ PIE Tl
36. concept is based on the 36, @umon 34 fhgm W
principle that marketing is not a amRa & 6 fawvE g fawm T 2,
department but it is pervasive afed 78 T F0 H @rd 2|
throughout the f:ompany. (A) SR
(A)  Production
(B)  Holistic ®
(C©) Modem © W
(D)  Selling (D) o
37. are goods with high 37. _ 9™ Al PH 3o I R
volume, low unit value and fast o ¥ @dg 9 9 g1
purchase. (A) P g (WiTE TEH)
(A)  Soft goods (B) THUAGNSH
(B) FMCG ©) S R @
(C)  Consumer durables g
(D)  Services ®) wart
38. marketing focuses on 38 fime aoR @ 1@ faftre,
targeting a specific, well-defined s e W uRfia @e @ i
segment of market : & R i %l
(A) Direct (A)  WCE
(B) Niche (B) fafire
© Traditional © IR
(D)  Outbound (D) T
COM 211 Page - 11
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39.  Which is an indicator for a 39.  fuue Ao @ fog Eﬁ‘ﬁ q1 qaddd
marketing plan ? 27
(A)  Compctitor rcaction (A) yferarf) ufafshar
(B)  Contribution to business (B) e qesd ¥ AR
erformance
© ‘I:Aarkcting cffectivencss (© R
(D)  Consumer reaction (D) St S
40. Which is not part of a marketing 40. P19 @1 fauor AT Bl feea el {4
plan ? (A) fuur AT
(A)  Marketing mix (B) qiT fgeror
(B)  Dcmand analysis © RS T
(C©)  Government support
(D)  Competitor anall):/)sis ®) SR T
41. British Petroleum brand is an 41, RRY Wfrm gis _ TR B
example of type of brand §T€ M $T T I & |
name. (A)  afaies
(A)  Expressive ®) @
(B)  Free-standing .
(C)  Abbreviated © e
(D)  Descriptive (D) oIS
42. Consumer values based on 42, @@ UYGRI W IMRT  ITHIGT
personality types are a form of L g TR B TS el B U Y
what type of brand value ? 27
(A) Core A) T
(B)  Functional ®) T
(C)  Expressive © -
(D)  Individual
(D) af&
5463 COM 211 Page - 12



43.

45.

46.

What is the term for a market

that is defined by specific
characteristics ?

(A)  Market niche

(B) Market division

©) Market characteristic

(D)  Market segment

What is the term used to meet the
demand characteristics of
individual customers ?

(A)  Customization

(B)  Personalization

(C)  Individualism

(D)  Conditional

What do the 4 ‘Ps’ of marketing

relate to ?

(A)  Product, price, place and
promotion

(B)  Product, price press and
promotion

(C)  Product, price, publicity

: and promotion

(D)  Product, price, post and
promotion

What is the term for gaining

consumers’ express agreement to

receive marketing material ?

(A) Internal marketing

(B) Permission marketing

(&) Targeted marketing

(D) Focused marketing

43. fafre fRward grr o aoR

3 fog 7 o= 82
(A) dNR &1 |+
(B) R fRe
(C) IR B g
(D) R TS

44,  ferra TS @ AT A @l
W a% B fog 5w w= 31 S

o et € ?
(A) IR
(B)  dafdexw
©) TR
D) W

45. fE @ ar q fHed w@Ra e ?
(A) SEE, ToU, ©F AR FaE
(B) SdIE, Tod, 3N R Haud
(C) SR I, R 3R @
(D) SR, e, 0 IR el

46. Ruwm S w@ I B fag
SPIEERT @ WE WA Id B

B foro @ w2 ?
(A) 3aR® fageE
(B) SFjHﬁI fquuH
©) @R fwe
(D) @fed o
COM 211 Page - 13
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47. EIRTH (CRM) & @1 3 8 ?

47. What does CRM stand for ?
*(A)  Consumer Relations .
Management (A)  STHIGIT Tl Fee
(B) Customer Rclationship -
Marketing (B) Ted HaH
(C)  Customer Relationship " e s
Management © :
(D)  Consumer Relations D) S -
Marketing ‘
48. Marketing Environment is  48. fduve grarmawor 2 2
: (A) T EE dF A
(A)  Largely uncontrollable (B) &% vgal W@
(B) Changing fast © A i @ gafd 3%
(C) Influencing  marketing
decisions &
(D)  All of the above (D)  Iww A
49. A person who purchases a 49, 9% afdd of I AT AR & SUHIT
product for his own or for others 3 for o1 S Wl B, 39
consumption is called Pl AT 2|
(A) Mediator A) T
(B)  Customer
(B) TiEP
(C) Consumer
(D)  None of the above © _ B _
(D) T ¥ P TE
50. Which of the following is not an  50. T ¥ IF A WETHD AHEC el
emotional motive ? g7
(A) Vanity (A) T
B Social acceptance
o o e
uriosity
. ©)
(D) Variety
(D) fafdera
% % Xk %k k
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