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

EXAMINATION: MAY 2024 

SIXTH SEMESTER 

Subject: Marketing Management I (BCOM19-307M) 

     Date: 10/05/2024 Total marks:  100      Time: 10:00 a.m. to 1:00 p.m. 

 Instructions:  1) Attempt all Questions  

  2) Figures to the right indicate full marks  

  

Q. 1. (A) Answer the multiple-choice questions (Any 10) (10) 

1. The most important objective of marketing is --------------------------.  

 a) Customer Satisfaction b) Profit Maximization  

 c) To gain maximum market share d) To supply inferior quality products  

2. The four key elements of Marketing Mix are Product Mix, Price Mix, Place Mix and 

-------------. 

 

 a) Customer Mix b) Package Mix  

 c)  Capital Mix d) Promotion Mix  

3. ---------is an element of Economic Environment.   

 a) Age group b) Inflation  

 c) Population d) Education  

4. ----------------is an element of Natural Environment.  

 a) Exchange rate b) Import Duty  

 c) Pollution d)  Income Tax  

5. Marketing means identifying the -----------of the customers.  

 a) dreams b) ambition  

 c) needs and wants d) None  

6. ----------------is an example of Internal Environmental factor.  

 a) Tax system b)  Financial Institution  

 c) Salesman of the company d)  Political Stability  

7. CGSI is an organization for ---------------------.  

 a) Consumer Rights b)  Government Rights  

 c) Manufacturer Rights d)  Supplier Rights  

8. CRM  means ------------------------------.  

 a) Customer Relationship Management b) Customer Retention Management  

 c) Customer Rating Management d)  None  

9. Which of the following is a function of Marketing?  

 a) Production process b) Raw material purchase  

 c) Branding d)  Dividend decision    

10. -----------------is an important element of Marketing communication.  

 a) Advertising b)  Distribution  

 c) Pricing d)  Planning  
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11. -----------------is the oral presentation in a conversation with one or more prospective 

purchases for the purpose of making sales. 

 

 a) Sales Promotion b) Advertisement  

 c) Personal Selling d) Publicity  

12. ‘AMA’ stands for ---------------------------Marketing Association.  

 a) Asian b) American   

 c) Agency d)  None  

13. ------------------is an example of Marketing Intermediary.  

 a) Manufacturer b) Production Manager  

 c)  Purchase Manager d) Retailer  

   

(B) Answer in one sentence (Any 5) (10) 

1. Mention any four difficulties in rural marketing.  

2. What is Market Segmentation?  

3. Define "Service".  

4. What do you understand by Consumer Education?  

5. What is Direct Selling?  

6. What is rural marketing?  

7. Write a note on CGSI.  

   

Q. 2. Write Short Notes (Any 4) (20) 

1. Benefits of CRM system for organization  

2. Scope of ethics in Marketing  

3. Importance of ‘Planning’ in marketing  

4. Advantages of Market Segmentation  

5. Significance of Advertisement in Marketing  

6. Significance of marketing  

   

Q. 3. Answer in 150 words (Any 3) (30) 

1. What are the principles of CRM?   

2. Elaborate the characteristics of Services  

3. State the features of rural markets.  

4. Explain in detail marketing control.  

5. Explain the importance of company name and brand name in marketing 

communication. 
 

   

Q. 4. Answer in 300 words (Any 2) (30) 

1. Elaborate the various stages in New Product Development Process. What are the 

reasons for failure of a new product? 

 

2. Define marketing. What are the various functions of marketing?  

3. What do you mean by marketing environment? State its internal and external factors  

4. What are the roles and responsibilities of a marketing manager?  
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_amR>r ê$nm§Va 

 

 

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

 

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

1. {dnUZ ì`dñWmnZmMo _hÎdmMo C{Ôï>̀  ------- ho Amho.  

 A) J«mhH$mMo g_mYmZ ~) Z\$m {_idrUo  

 H$) OmñV ~mOma {hñgm {_idrUo S>) {ZH¥$ï> XOm©Mr CËnmXZo {dH$Uo  

2. {dnUZ {_lm{Vb Mma _hÎdmMo KQ>H$, dñVw {_l, qH$_V {_l, {dVaU {_l Am{U ------ 
ho AmhoV. 

 

 A) J«mhH$ {_l ~) doîQ>U {_l  

 H$) ^m§S>db {_l S>) {dH«$`d¥ÜXr {_l  

3. -------- hm Am{W©H$ n`m©daUmMm KQ>H$ Amho.  

 A) d`moJQ> ~) MbZdmT>  

 H$) bmoH$g§»`m S>) {ejU  

4. -------- hm Z¡g{J©H$ n`m©daUmMm KQ>H$ Amho.  

 A) {d{Z_` Xa ~) Am`mV H$a  

 H$) àXyfU S>) Am` H$a  

5. {dnUZ åhUOo J«mhH$mÀ`m ------- nyU© H$aUo hmo`.   

 A) ñdßZo ~) _hÎdmH$m§jm  

 H$) JaOm Am{U OéaV S>) `mn¡H$s H$moUVohr Zmhr  

6. -------- ho A§VJ©V n`m©daUmVrb KQ>H$mMo CXmaU Amho.  

 A) H$a àUmbr ~) Am{W©H$ g§ñWm  

 H$) H§$nZr {dH«o$Vm S>) amOH$s¶ pñWaVm  

7. CGST {h g§ñWm ------- `m H$arVm Amho.  

 A) J«mhH$ g§ajU ~) emgZ g§ajU  

 H$) CËnmXH$ g§ajU S>) nwadR>mXma g§ajU  

8. CRM åhUOoM -------  

 A) J«mhH$ g§~§Y ì`dñWmnZ ~) J«mhH$ YmaUm ì`dñWmnZ  

 H$) J«mhH$ loUr ì`dñWmnZ S>) `mn¡H$s H$moUVohr Zmhr  

9. Imbrbn¡H$s {dnUZmMo H$m`© H$moUVoµ?   

 A) CËnmXZ à{H«$`m ~) H$ƒm _mb IaoXr  

 H$) ~«±S>rJ§ S>) bm§^me {ZU©`  

10. -------- hm {dnUZ g§àofUmMm _hÎdmMm KQ>H$ Amho.  

 A) Om{hamV ~) {dVaU  

 H$) qH$_VrH$aU S>) {Z`moOZ  

11. EH$ qH$dm A{YH$ g§^mì¶ IarXXmam§ g_doV _mb {d{H«$Ë`m hoVwZo g§^mfUmVwZ Ho$bobm Vm|S>r àñVmd 
hm ------ Amho. 

 

 A) {dH«$¶d¥ÜXr  ~) Om{hamV  

 H$) ì¶{º$JV {dH«$r S>) à{gÜXr  
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12. ‘AMA’ åhUOo -------- ‘mH}$qQ>J Agmo{gEeZ.  

 A)Am{e¶Z  ~) A‘o[aH$Z  

 H$) EOoÝgr S>) ¶mn¡H$s H$moUVohr Zmhr  

13. ------- ho {dVaU ‘Ü¶ñWmMo CXmhaU Amho.  

 A) CËnmXH$ ~) CËnmXZ ì¶dñWmnH$  

 H$) IaoXr ì¶dñWmnH$ S>) {H$aH$moi {dH«o$Vm  

   

(~) EH$m dm³¶mV CÎmao {bhm. (H$moUVohr 5) (10) 

1. J«m{‘U {dnUZmVrb H$moUË¶mhr Mma AS>MUr gm§Jm.  

2. ~mOma {d^mJUr åhUOo H$m¶?  

3. godm§Mr ìµ¶m»¶m Úm.  

4. ‘J«mhH$ {ejU’ åhUOo H$m¶?  

5. WoQ> {dH«$s åhUOo H$m¶?  

6. J«m{‘U {dnUZ åhUOo H$m¶?  

7. ^maVmMr J«mhH$ ‘mJ©Xe©H$ g{‘Vr {Q>n {bhm.  

   

à. 2) Q>r>nm {bhm. (H$moUVohr 4) (20) 

1. CRM àUmbrMo g§ñWobm hmoUmao ’$m¶Xo  

2. {dnUZm{Vb {Z{V‘ÎmoMr ì¶már  

3. dnUZmV {Z¶moOZmMo ‘hÎd  

4. ~mOmanoR> {d^mOZmMo ’$m¶Xo  

5. Om{hamVrMo {dnUZmVrb ‘hÎd  

6. {dnUZmMo ‘hÎd  

   

à. 3) Imbrb àíZm§Mr CÎmao 150 eãXm§V {bhm. (H$moUVohr 3) (30) 

1. J«mhH$ g§~§Y ì¶dñWmnZmMr VËdo H$moUVr?  

2. godoMr d¡{eï>¶o {dfX H$am.  

3. J«m‘rU ~mOmanoR>m§Mo KQ>H$ gm§Jm.  

4. {dnUZ {Z¶§ÌU à{H«$¶mMo ‘hÎd ñnï> H$am.  

5. {dnUZ g§kmnZm‘Ü¶o H§$nZr d ‘wÐm§H$ ¶m§Mo ‘hËd ñnï> H$am.  

   

à. 4) Imbrb àíZm§Mr CÎmao 300 eãXm§V {bhm. (H$moUVohr 2) (30) 

1. ZdrZ dñVw {dH$mg à{H«$¶oVrb {d{dK nm¶-¶m {dfX H$am. ZdrZ dñVw/CËnmXZ A¶ímñdr hmoÊ¶mMr 
H$maU H$m¶ AmhoV? 

 

2. {dnUZ åhUOo H$m¶? {dnUmMr {d{dY H$m¶} {bhm  

3. {dnUZ n¶m©daU åhUOo H$m¶? {dnUZmMo A§VJ©V Am{U ~mø KQ>H$ ñnï> H  

     4. {dnUZ ì¶dñWmnH$mMr ^w{‘H$m d H$m¶} gm§Jm.  


