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TILAK MAHARASHTRA VIDYAPEETH, PUNE 

BACHELOR OF COMMERCE (B.COM)  

EXAMINATION: MAY- 2024 

SIXTH SEMESTER 

 Subject: Marketing Management-II(BCOM19-308M/ BCMM-602)  

Date: 11/05/2024 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. The ___________movement was stared almost in the second half of the 20
th
 century in 

India 
 

 a) Consumer b) Buyer  

 c) Supplier d)  Education  

      2. The two aspects of retails marketing are _________ Retailing and Non-store Retailing  

 a) Warehouse b) Store  

 c) Direct d) Indirect  

      3. Buyer behavior is the process by which ____________ search for, select, purchase, use and 

dispose of goods and services, in satisfaction of their needs and wants. 
 

 a) individual b) customer  

 c) group d) Buyer  

      4. CRM is a tool of customer ____________  

 a) satisfaction b) achievement   

 c) interaction d) knowledge  

      5. International Marketing plays an important role for any __________ country.  

 a) under- developing  b) big                                                                                                                        

 c) growth d) developing   

      6. Industrial marketing often involves ___________ tendering  

 a) competitive b) change  

 c) structural d) mix  

      7. Ethics is a science of _______  

 a) social b) claims  

 c) morality d) employment  

      8. AMA means __________ Marketing Association.  

 a) Analytical b) African  

 c) American d)  Affirmative  
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      9. Customers need to be provided with correct ___________at the right time and at the right 

price 
 

 a) Product b) Promotion  

 c) Price d) Distribution  

    10. According to Peter Drucker,  __________ should produce customers and not consumers.  

 a) Buyer b) Consumer  

 c) Seller d) Customer  

    11. World Trade Organization (WTO) is an organization that intends to ______ and liberalizes 

international trade. 
 

 a) understand b) help  

 c) supervise d) organizes  

    12. The changing identity of Indian women & the structure of the family is driving demand for 

___________. 
 

 a) convenience b) money  

 c) power d) rest  

    13. Creating and maintaining customer _______ is a costly, time consuming and laborious 

activity. 
 

 a) relationship b) management  

 c) database d) responsibility  

   

Q. 2) Write Short Note (Any 3)  (15) 

1. Significance of CRM  

2. Types of retailers by marketing strategy  

3. Challenges of Globalization  

4. Customer Service   

5. Social Responsibility of Markets  

   

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

1. What do you mean by Buyer behaviour? Explain the need to study buyer’s behaviour.  

2. Describe the skills and qualities of a marketing Manager.  

3. State the various forms of Organized and Unorganized retailing.  

4. What are the steps involved in Market Segmentation?  

   

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

1. What is Marketing Management?  

2. Describe in detail business ethics and social responsibility of a Marketing manager.  

3. Explain the need for International Marketing.  
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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 Imbrb àíZm§Mo ¶mo½¶ n¶m©¶ {ZdS>m. (H$moUVohr 10) (10) 

1.  ------ Midi hr ^maVm‘Ü¶o {dgmì¶m eVH$mÀ¶m CÎmamYm©V KS>br.  

 A) Cn^moº$m/J«mhH$ ~) IaoXrXma  

 H$) nwadR>mXma S>) {ejU  

2.  {H$aH$moi {dnUZmMo XmoZ n¡by åhUOo ---- {H$aH$moi {dH«$s Am{U XþH$mZm {edm¶ {H$aH$moi {dH«$s.  

 A) JmoXm‘mVrb ~) XþH$mZmVrb  

 H$) àË¶j/WoQ> S>) AàË¶j  

3.  IaoXrXmamMo dV©Z åhUOo, ------ Ë¶m§À¶m JaOm ^mJdÊ¶mgmR>r ‘mb qH$dm godm ¶m§Mr {ZdS>, IaoXr, 
dmna Am{U {ZH$mb bmdÊ¶mgmR>r Ho$bm Jobobm Aä¶mg. 

 

 A) ì¶{º$ ~) J«mhH$  

 H$) JQ> S>) IaoXrXma  

4.  J«mhH$ g§~§Y ì¶dñWmnZ (CRM) ho J«mhH$ ----- Mo gmYZ Amho. 

 A) g‘mYmZ ~) H$m‘{Jar  

 H$) g§dmX/nañna {H«$¶m S>) kmZ  

5.  ------ Xoem§‘Ü¶o A§Vamï´>r¶ {dnUZmMr ‘hÎdmMr ^y{‘H$m AgVo.  

 A) nyU© {dH$mg Z Pmboë¶m ~) ‘moR²>¶m  

 H$) àJV S>) {dH$gZerb  

6.  Am¡Úmo{JH$ {dnUZmMm g§~§Y ----- {Z{dXo ~amo~a AgVmo.  

 A) ñnYm©Ë‘H$ ~) n[adV©Z   

 H$) aMZmË‘H$ S>) {‘l  

7.  Z¡{VH$Vm ho ----- Mo emó Amho.  

 A) gm‘m{OH$ ~) Xmdo  

 H$) Zr{V S>) amoOJma  

8.  E. E‘. E. åhUOo ------ ‘mH}$qQ>J Agmo{gEeZ.  

 A) A°ZmbrQ>rH$b ~) A°’«$sH$Z  

 H$) A‘o[aH$Z S>) A°’$a‘oQ>rd  

9.  J«mhH$m§Zm ¶mo½¶ ---- ¶mo½¶ doir d ¶mo½¶ qH$‘Vrbm CnbãY H$éZ XoUo JaOoMo AgVo.  

 A) CËnmXZ ~) Om{hamV  

 H$) qH$‘V S>) {dVaU  

10.  nrQ>a S´>H$a ¶m§Zo åhQ>bo Amho----- Cn^moJH$Ë¶m©Mr Zìho Va J«mhH$mMr {Z‘uVr Ho$br nm{hOo.  

 A) IaoXrXmamZo ~) Cn^moJH$Ë¶mZo  

 H$) {dH«o$Ë¶mZo S>) J«mhH$mZo  
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11.  OmJ{VH$ ì¶mnmar g§KQ>ZoMo CÔoe¶ ho A§Vaamï´>r¶ ì¶mnmamMo ----- d CXmarH$aU H$aÊ¶mMo Amho.  

 A) g‘OyZ KoUo ~) ‘XV H$aUo   

 H$) n¶©dojU H$aUo S>) Am¶mo{OV H$aUo  

12.  ^maVr¶ ‘{hbm§Mr ~XbVr AmoiI d Hw$Qw>§~mMr aMZm ¶m‘wio ---- ‘mJUr dmT>V Amho.   

 A) gmo¶rgmR>r ~) n¡emgmR>r   

 H$) gm‘Ï¶m©§gmR>r S>) Amam‘mgmR>r  

13.  J«mhH$m§Mm ----- V¶ma H$aUo d amIUo hr I{M©H$, doi H$mTy> d n[al‘nyyd©H$ {H«$¶m Amho.  

 A) g§~§Y ~) ì¶dñWmnZ  

 H$) S>oQ>m~og S>) Odm~Xmar  

   

à. 2) Q>r>nm {bhm. (H$moUVohr 3) (15) 

1. J«mhH$ g§~§Y ì¶dñWmnZmMo ‘hÎd  

2. {dnUZ ì¶whaMZoVrb {H$aH$moi {dH«o$Ë¶m§Mo àH$ma  

3. OmJVr{H$H$aUmMr AmìhmZo  

4. J«mhH$ godm  

5. ~mOmanoR>m§Mr gm‘m{OH$ Odm~Xmar  

   

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

1. IaoXrXmamMr dV©UyH$ åhUOo H$m¶? IaoXrXmamÀ¶m dV©UyH$sMm Aä¶mg H$aUo ‘hÎdmMo H$m AgVo?  

2. {dnUZ ì¶dñWmnH$mMo JwU d d¡{eîQ>ço ñnï> H$am.  

3. g§K{Q>V d Ag§K{Q>V {H$aH$moi ì¶mnmamMo àH$ma {bhm.  

4. ~mOmanoR>m§À¶m {d^mOZmVrb Q>ßno ñnîQ> H$am.  

   

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

1. {dnUZ ì¶dñWmnZ åhUOo H$m¶?  

2. {dnUZ ì¶dñWmnZmVrb Zr{V‘Îmm Am{U {dnUZ ì¶dñWmnH$mÀ¶m gm‘m{OH$ Odm~Xmè¶m ñnï> H$am.  

3. Am§Vamï´>r¶ {dnUZmMr JaO {dñVm[aV H$am.  

 
---------- 


