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TILAK MAHARASTRA VIDYAPEETH, PUNE 
BACHELOR OF COMMERCE (B.COM.)  

EXAMINATION -MAY – 2016 
FIRST SEMESTER 

Subject: Marketing  (BCC - 103) 

Date:  27/05 /2016 Total marks:  60      Time: 10.00 am to 12.30 pm 
 Instructions:  1) Attempt all Questions  

  2) Figures to the right indicate full marks  
  

Q. 1) Answer the multiple Choice questions. (any 10) (10) 
      1. ------------- Marketing is one of the direct marketing tool.   

 a) on-line marketing  b) face to face marketing  

 c) telemarketing d) None of these  

      2. All the efforts made by a firm to increase its sales is called as ------------------.  

 a) Profit  b) Sales Promotion   

 c) marketing  d) None of these  

      3. ---------------- is a value of product express in terms of money.   

 a) Money  b) cost   

 c) Price  d) None of these   

      4. -------------- is a traditional form of direct marketing.   

 a) Bargaining  b) Online marketing   

 c) Promotion  d) Face to face selling   

      5. The term ------------------- means sale in large qualities.   

 a) Retailers  b) Malls   

 c) Multiple shops  d) Wholesales   

      6. MIS means ----------------  

 a) Management income system  b) Management information system   

 c) Marketing indirect system  d)Marketing information system   

      7. ---------------- Middlemen do not take the ownership of goods.   

 a) Agent  b) Customer   

 c) Seller  d) Farmer   

      8. AMA means -------------------------.  

 a) American marketing association  b) American Marketing area   

 c) American management association  d) None of These   

      9. The data is ---------------.  

 a) Active  b) Passive   

 c) online  d) None of These  
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    10. The ---------------- are heterogeneous.   

 a) Goods  b)Product   

 c) Services  d) None of These  

    11. ------------------- means moving or changing.   

 a) Itinerant  b)Non - itinerant   

 c) Departmental  d)Super bazaar   

    12. -------------- risks are those risks that leads to a physical deterioration of the 
product.  

 

 a) Physical  b) Human   

 c) Natural  d) None of These  

    13. ---------------------------- method is considered the best approach to pricing.   

 a) Target Pricing  b) Demand pricing   

 c) cost + pricing  d) None of These  

Q. 2) Write Short Note (any three)  (15) 

 1. Importance of branding  
 2. Objective of marketing research.  
 3. Forms of Direct Marketing  
 4. Advantages of advertising   
 5. Features Departmental stores    

Q. 3) Answer the following question in 150 words. (any 2) (20) 

 1. Explain the advantages and limitations of Super Bazaar.  

 2. Explain in detail characteristics of a product.  

 3. Explain the difficulties of rural market.  

 4. State and explain the elements of price mix.  

Q. 4) Answer the following question in 300 words. (any one) (15) 

 1. Define Services? Explain the features of Services.  
 2. Explain the sales promotion techniques.  
 3. Explain in detail features of rural marketing.   
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_amR>r  ê$nm§Va 

 gyMZm :gyMZm :gyMZm :gyMZm :  1) gd© àý A{Zdm ©̀ 
 2) COdrH$S>rb A§H$ nyU© JwU Xe©{dVmV.    

  

à. 1) Imbrb àíZm§Mo `mo½` n`m©` {ZdS>m. (H$moUVohr 10) (10) 

1.  àË`j {dnUZmVrb ------ ho EH$ _mÜ`_ Amho.   

 A) Am°ZbmB©Z _mH}$Q>tJ  ~) \o$g Qy> \o$g _mH}$qQ>J   

 H$) Q>obr _mH}$Q>tJ  S>) `mn¡H$s H$moUVohr Zmhr  

2. CÚmoJg§ñWoZo {dH«$s d¥Õr H$aÊ`mgmR>r Ho$bobo gd© à`ËZ åhUOo --------.   

 A) Z\$m  ~) {dH«o$` d¥Õr   

 H$) {dnUZ  S>) `mn¡H$s H$moUVohr Zmhr   

3. CËnmXZmMo n¡emÀ`m ñdénmV ì`º$ Ho$bobo _yë` åhUOo ------- hmo`   

 A) n¡gm  ~) IM©   

 H$) qH$_V   S>) `mn¡H$s H$moUVohr Zmhr  

4. àË`j {dnUZmVrb nma§nm[aH$ nÕV ---------.  
 A) ~maJ°ZtJ  ~) Am°ZbmB©Z _mH}$qQ>J   

 H$) d¥Õr/dmT>mdm S>) \o$g Qy> \o$g _mH}$qQ>J   

5. -------- hr g§H$ënZm åhUOo _moR>çm à_mUmVrb {dH«$s hmo`.   

 A) {H$aH$moi  ~) _m°ëg²    

 H$) _ëQ>rnëg em°ßg²   S>) hmobgobg© / KmD$H$   

6. MIS åhUOo ---------- .   

 A) _°ZoO_|Q> BÝH$_ {gñQ>r_  ~) _°ZoO_|Q> BÝ\$m°a_oeZ {gñQ>r_   

 H$) _mH}$qQ>J BZS>m`aoŠQ> {gñQ>r_  S>) _mH}$Q>tJ BÝ\$m°a_oeZ {gñQ>r_   

7. ------- _Ü`ñW dñVy§Mr IaoXr H$aV Zmhr.   

 A) EO§Q>  ~) J«mhH$   

 H$) {dH«o$Vm  S>) eoVH$ar  

8. AIA åhUOo ------------- .    

 A) A_o[aH$Z _mH}$qQ>J Agmo{gEeZ  ~) A_o[aH$Z _mH}$qQ>J E[a`m   

 H$) A_o[aH$Z _°ZoO_|Q> Agmo{gEeZ  S>) `mn¡H$s H$moUVohr Zmhr  

9. Mb ho ---------- AgVo.  

 A) A°ŠQ>rìh  ~) n°grìh   

 H$) Am°ZbmB©Z  S>) `mn¡H$s H$moUVohr Zmhr  

 

 

10. ------- _Ü ò {OZgrnUmMm (Hetrogeneous) A^md AgVmo.   

 A) dñVy  ~) CËnmXZ   
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 H$) godm S>) `mn¡H$s H$moUVohr Zmhr  

11. ------- åhUOo MbrV/JVr_mZ Am{U ~XbUmao.   

 A) {H$aH$moi  ~) {H$aH$moi ZgUmao   

 H$) {d^mJr`  S>) gwna ~mOma   

12. ------- CËnmXZmMo ^m¡{VH$ ZwH$gmZ H$aUmam YmoH$m Amho.  

 A) ^m¡VrH$   ~) _mZdr   

 H$) Z¡g{J©H$  S>) `mn¡H$s H$moUVohr Zmhr   

13. ------- hr nÕVr qH$_V Ñï>rH$moZmgmR>r `mo½` Amho.   

 A) Q>maJoQ> àm`qgJ  ~) _mJUr àm`qgJ (qH$_V)   

 H$) IM© + qH$_V  S>) `mn¡H$s H$moUVohr Zmhr   

   

à. 2) {Q>nm {bhm. (H$moUVohr 3) (15) 

 1. ~«°pÊS>¨J (_wÐm§H$Z) _hÎd   

 2. {dnUZ g§emmoYZmMo C{Ôï>   

 3. àË`j {dnUZmMo àH$ma   

 4.  Om{hamVtMo \$m`Xo   

 5.  {d^mJr` em°ßg² (XwH$mZ) d¡{eîQ>ço   

   

à. 3) Imbrbn¡H$s H$moUË`mhr XmoZ àíZmMo CÎma 150 eãXm§V {bhm.  (20) 

 1. gwna ~mOmamMo \$m`Xo Am{U _`m©Xm ñnï> H$am.    

 2.  CËnmXZmMr d¡{eîQ>ço g{dñVa ñnï> H$am.   

 3.  J«m_rU {dnUZmÀ`m g_ñ`m ñnï> H$am.   

 4.  qH$_V {_lMo KQ>H$ gm§JyZ Vo ñnï> H$am.   

   
   

à. 4) Imbrbn¡H$s H$moUË`mhr EH$m àíZmMo CÎmao 300 eãXm§V {bhm.  (15) 

 1. godm åhUOo H$m`? godoMr d¡{eîQ>ço ñnï> H$am.   
 2. {dH«o$`d¥ÕrMr V§Ìo ñnï> H$am.   
 3.  J«m_rU {dnUZmMo d¡{eîQ>ç g{dñVa ñnï> H$am.   

------------- 
 

 

 


