388733

Total No. of Printed Pages : 13 Sr. No. :
(DO NOT OPEN THIS QUESTION BOOKLET BEFORE TIME OR UNTIL YOU ARE ASKED TO DO SO)
Paper I.D. No. : 94497
A B. Vocational Retail Management 6th Sem. (New Scheme)
w.e.f. 2019-2020 Exam. — Sept., 2020

Merchandise buying and planning
Paper : BVRM-307

Time : 45 Minutes Max. Score : 40 Total Questions : 50
Roll No. (in figures) (in words)
Name of Exam.Centre Centre Code

Date of Examination :

(Signature of the Candidate) (Signature of the Invigilator)

CANDIDATES MUST READ THE FOLLOWING INFORMATION/INSTRUCTIONS BEFORE STARTING
THE QUESTION PAPER.

1. Attempt any 40 questions.

2. The candidates must return the Question booklet as well as OMR answer-sheet to the Invigilator
concerned before leaving the Examination Hall, failing which a case of use of unfair-means/mis-
behaviour will be registered against him/her, in addition to lodging of an FIR with the police. Further
the answer-sheet of such a candidate will not be evaluated.

3. Keeping in view the transparency of the examination system, carbonless OMR Sheet is provided to
the candidate so that a copy of OMR Sheet may be kept by the candidate.

4. Question Booklet along with answer key of all the A, B, C & D code will be got uploaded on the
University website after the conduct of Examination. In case there is any discrepancy in the
Question Booklet/Answer Key, the same may be brought to the notice of the Controller of
Examination in writing/through E.Mail within 24 hours of uploading the same on the University
Website. Thereafter, no complaint in any case, will be considered.

5. The candidate MUST NOT do any rough work or writing in the OMR Answer-Sheet. Rough work, if
any, may be done in the question booklet itself. Answers MUST NOT be ticked in the Question
booklet.

6. There will be no negative marking. Each correct answer will be awarded one full mark.
Cutting, erasing, overwriting and more than one answer in OMR Answer-Sheet will be treated
as incorrect answer.

7. Use only Black or Blue BALL POINT PEN of good quality in the OMR Answer-Sheet.

8. BEFORE ANSWERING THE QUESTIONS, THE CANDIDATES SHOULD ENSURE THAT
THEY HAVE BEEN SUPPLIED CORRECT AND COMPLETE BOOKLET. COMPLAINTS, IF
ANY, REGARDING MISPRINTING ETC. WILL NOT BE ENTERTAINED 15 MINUTES
AFTER STARTING OF THE EXAMINATION.

94497/(A)




_ e = -i|
|
|

1
1. The retailer's ............ should differentiate the retailer while matching target shoppers'
expectations. One strategy is to offer merchandise that no other competitor carries.
(1) agent (2) broker
(3) product assortment (4) chain stores
el fasbar ool Pl ISl BT B HRA U gEw REbarell &
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Vishal Mega Mart carries goods in larger sizes; this allows this store to ................
from other stores.

(1) be off-priced (2) differentiate itself

(3) franchise (4) retail
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................... may include in-store demonstrations, displays, contests and visiting
celebrities.

(1) Franchises (2) Sales promotions

(3) Agent promotions (4) Publicity

............. H e € 9ha & - R g8, sEe, aREReT ok o1 awh
sieaat |

(1) w=mssh Q) R gl (3) e W (4) =R

Press conferences and speeches, store openings, special events, newsletters, magazines
and public service activities are examples of ways that retailers promote ............... .

(1) public relations (2) sales promotions

(3) high markups (4) the wheel-of-retailing concept
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9. What might a reaj

(1) Reduce priceg

(3) Change the target market
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ler do to “trade up” ?

(2) Add New product lipeg
(4) Both (1) and (3)
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10. Which of the following may be true about shoppers who prefer to shop at “lifestyle
centers” ?
(1) They prefer inexpensive atmospheres
(2) They prefer upscale stores
(3) They prefer out-of-the-way locations
(4) All of the above
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11. Wal-Mart atiracts consumers of all demographic, psychographic and geographic
segments with many varieties and prices. This depicts .................... .
(1) positioning (2) achange in target market
(3) trading up (4) retail convergence
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12. To change your store's atmosphere , you may change the store's ................ :
(1) lighting (2) scent

(3) overhead music (4) All of the above
YT VIR & d[EReT B T\ & [, 39 ©R # 9o 9969 & -

(1) 91T T (2) =<
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13 el ... are two or more outlets that are commonly owned and controlled.

(1) Chain stores (2) Convenience stores
(3) Off-price retailers (4) Independent off - price retailers

........... a7 IR oTPede € S AMAR X @i o) R 89 ¥
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19. Each store has a “feel”; one store is cluttered, another cheerful, a third plush, a fourth
somber. The store must plan a(n) ................. that suits the target market and moves
customers to buy.

(1) agent (2) broker (3) atmosphere (4) shopping center
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20. Which of the following is an example of consolidation warehousing ?

(1) Large shipments from multiple suppliers are re - sorted into customized shipments
to individual stores.

(2) A single manufacturer takes output directly from a single manufacturing plant and
sends it directly to a single customer.

(3) A single manufacturer takes output from several of its manufacturing plants and
combines them into one shipment to a major customer.

(4) A single manufacturer holds a wide array of goods close to the source of demand.
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21. Stores that carry narrow product lines with deep assortments within those lines are

(4) ST gex

called :
(1) category killer stores (2) specialty stores
(3) merchant stores (4) discount stores
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26. Identifies the activities to be performed by specific employees and determines the lines
of authority and responsibility in the firm :
(1) Specialization (2) Centralization
(3) Decentralization (4) Organization Structure
faftme HH=IRAT /T H T aRh TRRRET @ geEm Bwar @ ok wf &
siEERReT AR Rrerd @ el $1 FefiRa o @
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27. The number of SKU's within a category is called :

(1) Variety (2) Assortment (3) Breadth (4) Depth

Th A B AR B SKU @t deam 7 Par oy S

(1) fpe (2) FTTRYoT (3) =i 4) =T

28. Inventory whose sales fluctuate dramatically according to the time of year :
(1) Category merchandise (2) Seasonality merchandise
(3) Fad merchandise (4) Staple merchandise
gﬁtﬁmﬁﬁﬁa@%w%aﬁaﬂw"@q%w—mm

(1) AT FH HETA (2) g TT (4) VY 71T

29. The computer-to-computer exchange of business documents from retailer to vendor,
and back. In addition to sales data, purchase orders, invoices, and data about returned
merchandise are transmitted from retailer to vendor :

(1) Electronic Data Interchange " (2) Electronic Data Exchange

(3) Exchange Date Interchange (4) Data Electronic Interchange
ﬁ%ﬁ?ﬁﬁmﬁm%aﬂwmﬁﬁiaﬂzﬁaﬁﬁaﬁwmﬁﬁzﬁ
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30. Product availability is the :
(1) Percentage of supply for a particular category that is satisfied
(2) Percentage of supply for a particular SKU that is satisfied
(3) Percentage of demand for a particular category that is satisfied
(4) Percentage of demand for a particular SKU that is satisfied

3) B O’
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Amount of time between recognition that an order needs to be placed and when it
arrives in the store and is ready for sale :

(1) Review Time (2) Order Point (3) Lead Point (4) Lead Time
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Merchandise comes in from one side of the warehouse and loaded by trucks on other
side to go to the store :

(1) Traditional Distribution Center (2) Supply Distribution Center

(3) Cross docking Distribution Center  (4) Logistics Distribution Center

A MEM T T WA B IR ®WR W SN @ R gel @Rt gEd @

drs fopar ST ® -
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The disadvantage of centralization is :

(1) Higher employee turnover

(2) Cannot respond quickly to local market conditions
(3) No Empowerment

(4) All of the Above

%ﬁlaﬁiul Pl JHY %:

(1) S= FHATG HT AT

(2) TFE 9T #H Rafoat & e sl ufetear 98 2 g@ar
(3) IS GITTHBHIOT &1
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The financial ratio that is useful for planning and measuring/evaluating merchandise
performance is a return on investment measure called :

(1) ROI (2) GROI (3) GMROI (4) ROA
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40. Open 1o buy system :
(1) Starts after merchapg;
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Used for merchandise that follows a predictable order-receipt-order cycle where most

a1.
merchandise fits this criterion. Utilized for buying most of the merchandise in food and

discount stores :
(1) Fashion merchandise buying system (2) Assortment Plan Buying System

(3) Category Management Buying System (4) Staple merchandise buying system
Zaeh aEg3tt & [0 IUART Bhar STiar & S 6w qaighd shH-IEe -9t
=T Bl HIAT 8 STEl ARHIY AR 56 FART I B IAW &1 Ao
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42. All of the following are examples of non-store retailing Except :
(1) selling by mail (2) selling jewelry in a clothing store
(3) door-to-door contact (4) selling goods on the Internet
i a9 R-LR e @@ & Iamr €
(1) A ERT ST (2) HUST H g H e =T
(3) SIT-T-SR &% (4) STET I GHE T

43. ........ . A is someone whose business comes primarily from retailing.

(1) distributor (2) jobber (3) retailer (4) vendor

............ UH 98 & FTEE Heud P w9 9 gEd REl 9 orar 21
(2) T (3) | fashar  (4) faghan

44. Retailers can be classified in terms of several characteristics. Each of the following is
found within this retail classification scheme Except :
(1) the profit potential
(2) amount of service offered
(3) the breadth and depth of product lines carried
(4) the relative prices charged

G fasbaredl & w3 Rowarell & ded # fopar ST gear B
Friaiad o | g% 59 Ga3l SEHOT ARl & Hia 9/ -l Sk 8
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45. The typical method of retail operation used by supermarkets and nationally branded

fast-moving shopping goods is called :
(1) self-service retailing
(3) full-service retailing

94497/(A)

(2) limited-service retailing
(4) service-merchandiser
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46. The choice between

high markups and high volume i part of which of (he Following

retailer Mmarketing decisions ?

(1) target market de

cisions (2) product assortment and services decisiong

) pricing decisions (4) promotion decisions
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47. A retailer's ...,

(3) promotion system 4) store personne]
T RO ... ATEHT F FH HHAT i ot}
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locations lo attract Customers has been :

(1) Reliance Fresh
(3) Easy day

(2) Vishal Mega Mar;
(4) Spencer

9. A......_ IS a retail Store that carrieg 4 Narrow product Jipe with a deep assortment

) shopping goods
(3) specialty store

store (2) con venience Store
4) department Store
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50. The increas.ing use of market Ségmentation, marke largeting, apg product

(3) shoppin £ goods

(2) Convenience stores
Slores (4) department stores
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1. Wal-Mart attracts consumers of all demographic, psychographic and geographic
segments with many varieties and prices. This depicts .................... .
(1) positioning (2) achange in target market

(3) trading up (4) retail convergence
aT-AE B [BEll AR FEal B o @il SHEiResE, aRsiee ok
AT &= b IUARHISA Y TR HaT & | SHH S0 TR e,
s |
(1) Reafer (2) e SR ¥ Sead
(3) & AT (4) TE HESIH

2. To change your store's atmosphere , you may change the store's ................ :
(1) lighting (2) scent
(3) overhead music (4) All of the above
ST ®R & qEERY H 6w P R, A9 ©R H aed g6
(1) SIepIST =ae=n 2) a=<
(3) HAERes wia (4) IURH a0

e are two or more outlets that are commonly owned and controlled.
(1) Chain stores (2) Convenience stores
(3) Off-price retailers (4) Independent off - price retailers
........... < 91 AR TSR § S STFAR X @it ok ity 8 ¥
(1) a1 €~ (2) FAFEE €©R
(3) SiE-og Tew fsharett (4) |G de-geg fashareti

4. The great success of ............... caused many independents to band together in one of
two forms of contractual associations.
(1) factory outlets (2) corporate chains
(3) independent off-price retailers (4) warehouse clubs
aqum%a;wﬁ%@ﬁa&éﬁﬁ!ﬁ%@iwemﬁaﬁa@mm
........... |
(1) FREW $ AR¥AL (2) HURE A4
3) @O S-gg e et (4) uReEeY e

5. The main difference between .................. organizations and other contractual
systems is that these systems are normally based on some unique product or service.
(1) voluntary chain (2) retailer cooperative
(3) franchise (4) agent

oAl R o dfaercTs sl @ 99 geg ofdx a8 ® 5 3 wonfRet
qErad: e [@idre ST ar a1 93 e St ¥
(1) Wfss o (2) TEU b (3) Hassh 4) TSfe
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6. Merchandising .....

...........

forms under central ownership.

(1) conglomerates

........

(1) HIAHEH

7. Until retailers ....

(2) agents

(3) brokers

are corporations that combine several different retailing

(4) franchise

HESTERAT ceveeeenenees ﬁﬁﬁm%sﬁ%ﬁmwﬁﬁ%aﬁﬁm—w
zgaﬂﬁ!aﬁvﬁﬁfﬁﬁmﬂ%!

(2) T

and

(1) compete with; position

(3) define; profile
STe @ bl

8. Too many retailers fail because they try to have s

satisfying no market well. Successful retailers ...........

and position themselves strongly.

(1) increase

(2) franchise

s, =X 99Es,
%ﬂﬁ%ﬁmqﬁww%maﬁm

(3) &<

their

(4) harEsil

markets, they cannot make

décor, or any of the other decisions that must support their positions.

(2) target; compete with

(4) limit; serve

-----------

aﬂ%wﬁw,%maﬁaﬂ%

(2) @ew; gfcrasl & A

(4) 9T |qar

(3) wholesale

a
q T RidT oTEHd & Ol & i
aa%\g:s‘mmg;ﬂ%aﬁﬁs@ﬂﬁwaﬁa@m

Wﬁ%aﬁmmﬁaﬁa@wﬁ

|
(1) gis

9. Each store has a “feel”
somber. The store must plan a(n)

customers to buy.
(1) agent

ucdeh g

FAT SRR,
H gE B &
(1) Tsie
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(2) RS

(2) broker

(3) o

.................

oo o

BT

omething for everyone” and end up

their target markets well

(4) define
uﬁ%m@nmqﬁ
¥ Hge A B 2| AH
........ AR ge H gl

(4) FEohrE

. one store is cluttered, another cheerful, a third plush, a fourth
, that suits the target market and moves

(3) atmosphere (4) shopping center

S G| € B a(n) AT
aﬂ?ﬂmﬁaﬁaﬁﬁ%m%aﬁﬁ%:

(2) T

(3) araEaTt

(4) QT FX

1

0. Which of the following is an example of consolidation warehousing ?

(1) La_rge’ shipments from multiple suppliers are re - sorted into customized shipments
to individual stores, '

(2) A sing_le manufacturer takes output d
sends it directly to a single customer.

3) A single manufacturer takes output from several of its manufacturing plants and
combines them into one shipment to a major customer.

(4) A single manufacturer holds a wide array of goods close to the source of demand.

ﬁ%ﬁﬁ%ﬁﬁ%ﬂﬁmmwm%?

(l)ﬁ@ﬁﬁﬁmmﬁmWﬁWWﬁ
HITS 2 |

() 5w Felar @Y wwa R g9y ¥ s a9 2
The ATEFH 1 AT 2 | AR T @Y

(3)wwﬁnmaqﬁa€ﬁrﬁmﬂﬁsﬁﬁwmam%ﬁa%
T AEH H TH RAT F Aedar ) .

(@Q?ﬁmﬁnﬁ%%ﬁa%ﬁamﬁaﬁwﬁma’@mw%l

irectly from a single manufacturing plant and

11.  Stores that carry narrow product lines with deep assortments within those lines are
called :
(1) category killer stores (2) specialty stores
(3) merchant stores (4) discount stores
@Tﬁwm%@u@ﬁz%wﬁﬁﬁmmﬁ%aﬁ%ﬁ
HET AT 2 -
(1) B fFex WK o (2) 9 Wi
3) =M ©WR (4) ISEFHT €

12,

13.
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Keeps track of the merchandise flows while the
too much or too little :

(1) Category system (2) Assortment plan
(3) Open to buy system (4) Merchandise management

MR & Jq€ 9X o) IGdT & aiip @fee)
B SEfE a1 &Y W@ E agﬁa"‘itlaﬁmagaq,—q@ﬁq

(1) B Ry (2) THEde =

) TlT & T gar R (4) R FAsie
Employee productivity is :

(1) The retailer's sales or profit divided by the number of employees
(2) The retailer's sales or profit multiplied by the number of employees

(3) The retailer's sales or profit added by the number of employees
(4) The retailer's sales or profit subtracted by the number of employees

y are occurring so buyers don't spend

P.T.O.




14.

15. The 80-20 rule states :

ﬂmﬁwm%:
(L)vgmﬁfma%tﬁﬁmmamaﬁﬁ
(2)tg—cmfama?r%rﬂﬁmm

et a1 Ard
(3)@&(%2&
(Q@fﬂfz‘m‘ﬁmaﬁﬁ’aﬁ%mw

y used 10 guard retailer wh

Inventor (2) Base Stockk
1) Cycle Stock (4) Value Stoc ] g
23) Buffer Stock o A St I B I EEA el

RREy ST T

g UES
£ 2) FF &b
(.1)%%@?5 (4)1_@%
(3) FHL

TS
0% of 1oss comes from 20 % of :,r_our cucs‘ics):g::n 3
D o f profit comes from 20 % of your ome
D e f proﬁl comes from 20 Yo of-your ventomers
((i)) E,S’).(())zicJ1 ?Jl'lfj}mﬁl comes from 80 g of your cus

O
g0-20 Terae @edll :
(1) 80% =ity atae 20% e

, @ e 20% N
(é)) ?3(()); e oras 20% faenatt @ ST

ST B
4) 20% ST s 80% el |
( fic employees and deter

s to be perforrned by speci

‘bility in the firm : e
g (2) Centralization
4) Organization Structure

mﬁﬁ%aﬂrﬁ%

mines the 1ines

16. Identifies the activitie
of authority and respons
(1) Specialization

e wd A
(3) Decemralizatiou gy . : g i e

?ﬁw‘ﬁﬁmﬁﬁﬁiﬁ?ﬂﬁaﬁwaﬁ#ﬂﬁﬁﬁﬁm s ’

(1)% CEIRER (2) TRARTT (3) Hed G

i d:
¢ within a category 18 calle -
o zfun'lbte L in)VIAlssortmenl 3) Bre;it:-[ (4) Dep
1) Vanety : P
slzﬁir"‘ﬁ%%ﬁﬂ‘(aﬁSKUEﬁH@ﬂT ' y

(1) [ (2) aEHTT
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18.

19.

20.

21.
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Inventory whose sales fluctuate dramatically according to the time of year :

(1) Category merchandise (2) Seasonality merchandise

(3) Fad merchandise (4) Staple merchandise
gﬁﬁ%ﬁ%ﬁﬁﬁ%w%w#@qwﬁw—wm

(1) =T & B2 (2) D 7T

() B WE  (4) QU AT

The computer-to-computer exchange of business documents from retailer to vendor,
and back. In addition to sales data, purchase orders, invoices, and data about returned
merchandise are transmitted from retailer to vendor :

(1) Electronic Data Interchange (2) Electronic Data Exchange

(3) Exchange Date Interchange (4) Data Electronic Interchange

RITX & THT IS b B FaEE TEES B HYSX H HYSX RIS Dl
auE FSET| B 3§ WEl, TE ITRY, IWN AR Akl T SE &
FAET T e} b 9 fashar a6 AR Bhar s @

(1) AT ST ST (2) ST SIET TSl ERT

(3) TRIEST STET ST (4) ST FAFEIi~h STt R

Product availability is the :

(1) Percentage of supply for a particular category that is satisfied
(2) Percentage of supply for a particular SKU that is satisfied

(3) Percentage of demand for a particular category that is satisfied
(4) Percentage of demand for a particular SKU that is satisfied
IR B IYAERT & -

(1) o &I 9ol & Ra ongRi @1 gfierd a8 a<irsses
2) us fag™ SKU & T omgit &1 ufase a8 g ©
(3) fopeh fase ot @it AT @1 ARSI I8 FISSTS

(4) T 9w SKU & fQ #AFT &1 afis[ 98 G<ilsseh o

The order point is the :
(1) Amount of inventory below which the quantity available shouldn't go or the item
will be out of stock before the next order arrives.

(2) Amount of inventory below which the quantity available should reach or the item
will be out of stock before the next order arrives.

(3) Amount of inventory above which the quantity available shouldn't go or the item
will be out of stock before the next order arrives.

(4) Amount of inventory above which the quantity available shouldn't go or the item
will be out of stock before the next order arrives.

P.T.O.
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which enables them to develop expertise

a limited set of activities

22. Focus employees O :

on (4) Bmpowerm®

d increase productivity is: . tio (3) specializaﬁ -
a(“11) Centralization () D;Cenﬁtrmahzag qr S B % S o e
et B e B
F AT JATEH SR 3y fgeEar @ HFIHT

plan describes in jcular SKU.

arried in a part
i hat should be camieq BT . lar SKU.
(1)) %perfe‘:f:i ggz \\:hzt should be carried in a partict - pandise category.
(2) Ge '

oo B H

23, An assortment

Fr e fagw SK e
(l)ifj;?ﬁ e s SKU ™ agmaﬁaﬁ%m
ié;WSWﬁWﬁﬁmwimmwﬁa@l .
(4) afase s S~ RER fagre S or needs to be placed and when 1t

it] ord
me between recognition that an

store and is ready :
(2) Order Point

24. Amount of
arrives in the (3) Lead Point
(1) Review Time ap B H T STt

I

for sale : (4) Lead Time

A o T

(1) &g A (4) drs =& s on other
SIS T chouse and loaded by trucks

i i f the war
25 Merchandise comes 11 from one side O
ide 10 g0 1O the sl.orc‘: ) |
?11(; Tragditional Dlsm_bugon 'Cenézrmer
(3) Cross docking Distribution

s tribution Center
Supply Dl&lj‘lbl:lll()l'l
((i)) Lopgii)stics Distribution Cenler
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26.

27.

28.

29,
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7
AT MEH F 06 X% § ST © iR ®R W o & i
ISR RS ISR Y Tl A T ATH
(1) 9ORs fJarer §%
(3) 1 Sl Refegem Fex

The disadvantage of centralization is :
(1) Higher employee turnover

(2) Cannot respond quickly to local market conditions
(3) No Empowerment
(4) All of the Above

Wﬂw%

(1) S=1 HHAR BT H3NET

2) w1 TR % RafEt $ Rig oot aRifear 99 3 gewan
(3) @5 [RAHIOT TE

(4) SU=p G

The financial ratio that is useful for planning and measuring/evaluating merchandise
performance is a return on investment measure called :

(1) ROI (2) GROI (3) GMROI (4) ROA

i sl & A a9 SR AR geniE B B Rim SuEm R
IR, A9 U W wH Red B R e smar
(1) ROI (2) GROI (3) GMROI

(2) gt e %
(4) Tq g aRoT @

(4) ROA

Shrinkage is :

(1) Inventory reduction that is caused by shoplifting by employees or customers
(2) Merchandise being misplaced or damaged

(3) Poor Bookkeeping

(4) All of the Above

FHoT © -

(1) HHARET A1 IEH ERT TR B F IO B et s=9edt § H)
(2) HESES & A< a1 wfEra far o @ ©

(3) afear RHE-feag

(4) SURh g

The process by which a retailer attempts to offer the right quantity of the right

merchandise in the right place at the right time while meeting the company's financial
goals is called :

(1) Supply Chain Management
(3) Category Management

(2) Assortment Planning
(4) Merchandise Management

P.T.O.
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30. Open to buy sys nandise is purchased using

’ a

(1) Starts after merc
merchandise system.

f merchan
Keeps track 0
. howpmuch is spent each mo

(3) Prevents merchandise from
(4) All of the Above .

e T 9 AEd

(1) AdeEST 951 15|
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occurring specifically they reco
y're
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nia,

it is not need.
. jvered when 1118
being delive

B B,
(2) fage =9 & fpeT @
3):[?;:[@7,@;@%%%

( it

(4) IaAH FHI

handise th
sed for merc ise that
K dise fits this critero

st
order cycle where mo

g dise in food and

3 order
follows a Predlcmble t of the merchan

" 1. Utilized for buying mos

31.

merchan { Plan Buying System
) es ) 2) Assortmen ) o system
((iis)ccl)::r;;lisct)irmerchandise ?u};l‘l:;?:gy?:gem ((4)) Staple r;;:chandme b;l;::‘g&%’a_ 3@“;2
(3) Category Managemenngi‘m fopen e & ST ﬁﬁq;ﬁﬁr R @ S © |
D URSRIN %WW%”‘IQ‘)WW c qu
ifﬁ?w wm (4) e T
LR

store retailing ExcePt : 1 Sl
(2) selling jewelry in a clo

(4) selling goods on the Internet
& I B -
o (2) HaST Bl TP ¥ e S
(4) SeE X FEH =

of non-
32. Allof the following are examples

(1) selling by mail act
-to-door con

3) doorc 0 oy AT G

(1) ad & S

() I T
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.............. A is someone whose business comes primarily from retailing,
(1) distributor (2) jobber (3) retailer (4) vendor

........... @%%mwg@wﬁwﬁaﬁﬁwél
(2) T
34. Retailers can be classified in term
found within this retail classificati
(1) the profit potential
(2) amount of service offered
(3) the breadth and de

pth of product lines carried
(4) the relative prices charged :

I PRI F wd ROt B ded & g
iR & @ s

s of several characteristics. Each of the following is
on scheme Except :

fpaT S | ear R
sﬁlgwaﬂﬁaﬂwﬁw%sﬂmwmm%:

(2) qar = ART I Ysrper 5

35. The typical method of retail operatio

fast-moving shopping goods is called :
(1) self-service retailing
(3) full-service retailing

n used by supermarkets and nationally branded

(2) limited-service retailing
) service-merchandiser

36. The choice between high markups and h
retailer marketing decisions ?

(1) target market decisions
(3) pricing decisions

S AHOW oI I HET & dig

igh volume is part of which of the following

(2) product assortment and services decisions
(4) promotion decisions

Wﬂ?ﬁﬁ‘?ﬁ%m@?ﬂﬁqﬂ?ﬁﬁ?ﬁﬁ

H e fewm & 7
(1) =0 "re feefror (2) " BT AT Wi R
(3) SR ReeiorT

(4) yeE Bier

37. Aretailer's .......... is the key to its ability to attract customers.

(1) location (2) pricing system
3) promotion system (4) store personnel

REIN EEc £ U H@ﬁﬁ@ﬁﬁﬁmﬁﬁaﬁwﬁ@rﬁél
(1) == 2) T woIelt (3) HaE e gy 4) "R gd=w
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10

i 1 i i i orrect
98. According 10 retail studies, the undisputed winnet in placing stores 1 the ¢
" jocations to attract customers has been :
(1) Reliance Fresh

S
(3) Easy day - X @ (;?Fﬁfg%nc;%f 3 frg |8 @ W R

(2) Vishal Mega Mart

e # e v 1 ©
(1) Radd B (2) fagm HW ae (3) e & (4) ﬁa?d - Yoy
39. A is a retail store that carries a narrow product line with a deep

within that line. "
(1) shopping g0° s store
3) specialty store 4) department Store

oo GEl WR T Sr og @A B AL O
aep Gl IR A @1 aed B B\ -
(1) 9T I3 LR Q) aﬁﬁr@ﬁ
(3) TR w @) ﬁ-gméﬁf S

40. The increasing Use€ of market segmgr}larmn, market g ,

- jalizati s resulted in a greater need 10 2 _

8(1;30;1;;?;?; sl:grersgu (2) convemence‘stores
3) shopping goods stores 4) department stores

.. il A 3 CELEERI

) convenience Store

el T @ T

............

and product

e S B

TR i Ry '
ek i o (4) whi 1 t shoppers'
4. The retailer's ... should differentiate the retailer while matchmg.targe : Sp :
b expectations. E>ne strategy 18 tO offer merchandise that D0 other competitor carries.
(2) broker
(1) agent .

(3) product assortment (L.t) chain stores 2
RISl cevcnrrort £ SREmA! B e B BR el Wfé@?n
Wwﬁiﬁmmﬂﬁqlﬁmﬁ%ﬁﬁm gferd

A =GR B A gt S |
(1) oSfe (2) EATA (3) S THHTT (4) a9 €T

42. Vishal Mega Mart carries goods in larger sizes; this allows this stor® £O vmnrernrereent

from other StOres.

(1) be off—priced (2) differentiate itself

i 4) retail
gr)sﬂ[;rancmsinéa%mﬁwﬁam%,%m@?aﬁamgaﬁi% :
Ltn o bodaohs & TR &0 ¥ .
(1) < 3T T (2) T B ST HFTH
(3) st 4) U
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...........
........

celebrities.
(1) Franchises
(3) Agent promotions

......
.......

(1) e @) R wae
44,

(3) high markups

09 SRy SR
Hﬁﬁﬁfﬁ?w\ﬁfﬂ?{%@? T, FS BEwE, FaER 9 ;

45. Retailers operate in a fast-
not changing ?
(1) Demographics
(3) Shopping patterns

SRR T qaw @ ¥ ?
(1) SRt
(3) EiEr Je

(1) specialty stores
(3) convenience stores 2

4)

R A 5 R Rawrig By 9g g“PermaIkets

(1) Ridw @

47. i
Which wholesaler's channel is this describing

reduci : / i
ucing the inventory costs and risk of supplie s e s

(1 ) Bulk-breakjng
(3) Warehousing
94497/(B)

may in . R
y include in-store demonstrations, displays, contests and visiti
’ visiting

o ST 81 wed & -

? b 2

and public servi iviti
1ICE activities are examples o .
(1) public relations ples of ways that retailers promote

(2) Lifestyles
e RAdar a1 s ﬁ(4) Competitive strategies

(2) Stias <l

1 (4) wfereasft Torfifert
- Vishal mega mart and reliance fresh are examples of :

(2) ST &R (3)2'@%@@?(4)@%

(2) Buying and assorti i
. orting buildi
(4) Financing & burdine

11
(2) Sales promotions
(4) Publicity

R 5eeH, wasi™, sRefmr ok o arh)

() Toie w&=h  (4) sER

magazines

vea
............

(2) sales promotions

(4) the wheel-of-retailing concept

(2) R Haes
4) T 2T A AT Bid=

department stores

1S and customers :
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49.

50.

(1) FEh-slfehT (2) wa= TEA A e &l
(3) FTTESTT (4) TS

Which wholesaler's channel is this describing ? Wholesalers can provide quicker
delivery to buyers because they are closer than the producers :

(1) Buying and agsortment building (2) Financing

(3) Transportation (4) Risk bearing
ﬂﬁaﬁ-ﬁﬁs%wﬂaﬁrwﬁaﬁﬂa%:
(1)-Waﬂﬁeﬁtﬁn’iﬂrm (2) frr dwoT

(3) i@ (4) stiem a8+

What might a retailer do 10 “trade up” 7 |

(1) Reduce prices (2) Add new product lines
(3) Change the target market (4) Both (1) and 3)
wwaﬂﬁ‘wmﬁ”%mwmw%?

(1) e B B (Z)ﬁ'ﬁi‘ﬂﬁmﬁﬁ?@'
(3) @ ST FE (4) (1) A (3)

Which of the following may be true about shoppers who prefer to shop at “lifestyle
centers” 7

(1) They prefer inexpensive atmospheres

(2) They prefer upscale stores

(3) They prefer out-of-the-way locations

(4) All of the above
ﬁﬁﬁl@ﬁﬁﬁﬁﬁgﬁﬁﬂﬁ%aﬁﬁﬂﬁﬁrm%ﬁﬁ“wmﬁ”
¢ e ST T B © 7

(1) T PR agEsd TH H B

(2) I ATERT WX THE H E

(3) oTEE-alh-a-3 Tl P TH HLA B

(4) 3UAH T
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1. Stores that carry narrow product lines with deep assortments within those lines are

called :

(1) category killer stores (2) specialty stores

(3) merchant stores (4) discount stores

WR ST 39 @At $ €9 ThcHe $ 9™ §HhioT SO ARl Bl | S & So
%HeT ST & °

(1) BT PR €R (2) e ¥R

(3) AR WK 4) feape €R

2. Keeps track of the merchandise flows while they are occurring so buyers don't spend
too much or too little :
(1) Category system (2) Assortment plan
(3) Open to buy system (4) Merchandise management
W%mwwm%aﬁ@ﬂwa@mma@waﬁq
H STEfPp a1 BT W © -
(1) B fgeq (2) TEidHe @
(3) =liT & foa gar Red (4) IR F9sHe

3. Employee productivity is :
(1) The retailer's sales or profit divided by the number of employees
(2) The retailer's sales or profit multiplied by the number of employees
(3) The retailer's sales or profit added by the number of employees
(4) The retailer's sales or profit subtracted by the number of employees

FHHAR Ieq=EHAT € -

(1) T fEshar @t Ehl a1 a9 HHARAT S 9&1 81 BaEss
(2) TEXT feshar i 9shl I ATH HHEME] H &I R HelEs
(3) TEXT febar & bl a1 AT HHAIET H & R Uss

@) a1 fasbar & REpl a1 @ HHARal S HE ) qaades

4. Inventory used to guard retailer when vendor does not get merchandise to you on time :
(1) Cycle Stock (2) Base Stock (3) Buffer Stock (4) Value Stock
S AP REAT oTusl 99 9 A Tl a1 & @ fEbar s<edl & 9anT
HIAT B ¢
(1) 9EiFa €% (2) 9B 3) THT Eih 4) T €

5. The 80-20 rule states :
(1) 80% of loss comes from 20 % of your customers
(2) 80% of profit comes from 20 % of your customers
(3) 80% of profit comes from 20 % of your vendors
(4) 20% of profit comes from 80 % of your customers

94497/(C) P.T.O.
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10. Product availability is the :
(1) Percentage of supply for a particular category that is satisfied

(2) Percentage of supply for a particular SKU that is satisfied

(3) Percentage of demand for a particular category that is satisfied
(4) Percentage of demand for a particular SKU that is satisfied
ITE P ITFHAT B

(1) s 9w 2oft & fog ongid @1 wfis a8 d=irese 2
(2) Th NS SKU & [ gif a1 afaed a8 H=irosies 8
(3) FFell AT Ao @ |/FT FH1 AT IJ§ FIESHD &

(4) Tk {4 SKU & T i1 &1 gfasa I8 q=<ass

11. The order point is the :
(1) Amount of inventory below which the quantity available shouldn't go or the item

will be out of stock before the next order arrives.

(2) Amount of inventory below which the quantity available should reach or the item
will be out of stock before the next order arrives.

(3) Amount of inventory above which the quantity available shouldn't go or the item

will be out of stock before the next order arrives.

(4) Amount of inventory above which the quantity available shouldn't go or the item
will be out of stock before the next order arrives.

SR fig B ¢

(1) G 1 A= BT Hie Iqee 7= @ Sl SRy A1 %] IF HART
M ¥ Ued Wik § Y Bl S |

2) g W T S A ST HIET T IgaAl ey AT SFI ORI AN
q Usd ITKeHd Wih § 9. 8 S|

(3) U G H AEN, S IO AET H AE S oARY AT ST AR AN

| q g8d I5ed Wih 9 a8l S |
(4) YT eI P AET, ST ST A F AE S e a1 oW SRSy ST

| ¥ gsd ABeH Wih 9 S.Y 8 S |

12. Focus employees on a limited set of activities which enables them to develop expertise

! and increase productivity is :
(1) Centralization (2) Decentralization (3) Specialization (4) Empowerment
HHERAT B MARRET $ 9t 9T W o9 $Rg w¢ o 5 Haa Qe
P X IURHAT qe H & G1T © -
(1) H=THIOT (2) FRrpErmTeT (3) Tastsswer (4) GeTeRTHIOT

P.T.O.
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17.

18.

19.

20.
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The financial ratio that is useful for planning and measuring/evaluating merchandise
performance is a return on investment measure called :

(1) ROI (2) GROI (3) GMROI (4) ROA

i s=e= & AFET g9 AR A9 /i HA @ e SuErl Rl
ST, RS SU™ ) 9% Red & R @t o 8

(1) ROI (2) GROI (3) GMROI (4) ROA

Shrinkage is :

(1) Inventory reduction that is caused by shoplifting by employees or customers

(2) Merchandise being misplaced or damaged

(3) Poor Bookkeeping

(4) All of the Above

sjheT ® ¢

(1) HHAMET IT TEHhl ERT TR A IG BN aril g<ed d§ HHl

(2) wESTEST ! HEwRES a1 @I [Har S w8

(3) giear BEE-fbare

(4) SWh |

The process by which a retailer attempts to offer the right quantity of the right
merchandise in the right place at the right time while meeting the company's financial
goals is called :

(1) Supply Chain Management (2) Assortment Planning

(3) Category Management (4) Merchandise Management

qe HEhAT [THs ERT Th ReX Ul & [Oxiig @&dl &l gU Ha 999 HEl
AT B FEN T B el I 9T 27 BT A BT ©

(1) YT e Fsie= (2) TR ST

(3) T ueRE (4) TSI e

Open to buy system :

(1) Starts after merchandise is purchased using the merchandise budget plan or staple

merchandise system.
(2) Keeps track of merchandise flow while they're occurring specifically they record
how much is spent each month, and how much is left to spend.

(3) Prevents merchandise from being delivered when it is not need.

(4) All of the Above

e T 99 s ® -

(1) AT S9ic WM I1 WU JISBS (EeH Bl I9ANT i I e B
% IS BT B :

() A =9 F gieqd 89 & NF T AT B J9E 9 TR & E, I R
FH 2 & gas TEM fear @ e 8, oI fhae wE w3 "t B

(3) ST &I 7 El, I 7 3 | Ak 2 )

(4) IU6 G
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22, All of the follow;

(1) selling by mai] -Store retajjip

2 Excepy -

(3) door-1g. ing j
: to-door coptge ((j)) Sell-m_g Jewelry in a Clothing gy,
(1) fy R g Semng%gmds onihenieme
B 5 e S
. ST ey 2) 7S g R
% N 1 4)
......... A is someq .
(1) distribugor 3 o wROSe business comey Primar;
...... i O) retiter O liling
...... TE B Py ailer
; “4)
by = = 3 | vendor
24.  Retailers c = Iii;m l
t S can be Classified i te 3
ound withip pig retaj] rflns e istics

(1) @y a5 %%%%%;W%mmﬁf
(333?':!73@3:,7@ @) BT # r os RULIE -
25. The tyi; TR T () ™ e
; © bypical methog of retail _ R () iEI
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26.

27.

28.

29.

30.

94497/(C)

7

gRAHE A UL WX 9T Aoi § FifST §EHEl &)1 IuhnT e S gt
G gae 1 fafdre faftr &y wer SEm e

(1) 9% |idq RfT (2) fes i R

(3) wa gfd| RefeT (4) aife TESESR

The choice between high markups and high volume is part of which of the following

retailer marketing decisions ?
(1) target market decisions (2) product assortment and services decisions

(3) pricing decisions (4) promotion decisions

J= HIHOT AR I HEN & g #H gAE e e Rues foft §

q fpgar feear 8 7

(1) TTFIE Arhe f$HSH (2) IUE FiHer AR Gide BHdiee
(3) ISR fSdis= (4) yHRH feiem

A retailer's civasisvisaa is the key to its ability to attract customers.

(1) location (2) pricing system

(3) promotion system (4) store personnel

uh R oveennnnn. ATEHT BT BT B H TN & B Foll B |

(1) &= (2) I 9ol (3) GaEd uoTRelt  (4) VR gEEw
According to retail studies, the undisputed winner in placing stores in the correct
locations to attract customers has been :

(1) Reliance Fresh (2) Vishal Mega Mart

(3) Easyday (4) Spencer

G Al B FAGHR, ARHI & THNET P B [0 & ®&FEF 9X @R
@ ¥ Fidar e @1 ® o

(1) Rem=g bt (2) fRAgne 3w ard (3) o =B+ 4) 9T

A ... is a retail store that carries a narrow product line with a deep assortment
within that line.

(1) shopping goods store (2) convenience store

(3) specialty store (4) department store

............ U Gl WR B Sl 3§ ABA B AT Th Tl o] & A
Th Hehiol IS AR P a89 HIaT & |

(1) U7 I8 &R (2) HAEH €R

(3) W wRr 4) fsudte =R

The increasing use of market segmentation, market targeting, and product
specialization has resulted in a greater need for :

(1) specialty stores (2) convenience stores

(3) shopping goods stores (4) department stores

IR AR, TINR @adfeer R Sur NS $ 9ed SuEr $
ARCTEEY S8 ARG STEedwar g3 @ ¢

(1) |WREE €)X (2) HRMEE ©R

(3) QMYT I8 &R (4) Burdde ¥R
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31. The retailer's ............ should differentiate the retailer while matching target shoppers'
expectations. One strategy is to offer merchandise that no other competitor carries.
(1) agent (2) broker
(3) product assortment (4) chain stores
CERUICE | U a%aﬁmeﬁwﬁwmﬁgq@avﬁ%meﬁaﬁ
WW&%WWW:WW%%%WWW
BT AR o YT % w7 |
(1) Tie (2) zqme 3) IR T (4) 99 =R
32. Vishal Mega Mart carries goods in larger sizes; this allows this store to ...............
from other stores.
(1) be off-priced (2) differentiate itself
(3) franchise (4) retail
%sw%nqﬁaéawﬁwﬁw%,agsawﬁaﬁamw#.
.............. Pl STHEfT BT ¥
(1) & 3P g (2) ¥ B ST FAT
(3) sh=mgsit (4) g
33, el may include in-store demonstrations, displays, contests and visiting
celebrities.
(1) Franchises (2) Sales promotions
(3) Agent promotions 4) Publicity
e T AT BT WE B - w@ie FEL, smelE, AR o enY arch
EESEil
(1) wanssh 2) =t G (3) e gasRy (4) w=X
34. Press conferences and speeches, store openings, special events, newsletters, magazines
and public service activities are examples of ways that retailers promote ...............
(1) public relations (2) sales promotions
(3) high markups (4) the wheel-o!‘—retailing concept
;ﬁﬁmﬁmﬂﬁﬁr@mwaﬂaﬁ%mﬁﬁhwﬁﬁﬁmﬁaﬁmﬁﬁ
(1) S99 (2) fshr Haeiy
(3) &% meparg 4) T 2T 3 AT P
94497/(C)
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Retailers operate in a fast-changing environment. What is one way that consumers are
not changing ? .

(1) Demographics (2) Llfestyle.ts. ‘

(3) Shopping patterns (4) Competitive strategies 1

Gexr fasbar asfl § weaq qR@s ¥ M a3 W F= qdw @ Rwd
IYHIRHT el 98 @ & ?
(1) SRS

3) @der Ye

Vishal mega mart and reliance fresh are examples of :

(1) specialty stores (2) department stores

(3) convenience stores 4) gupermmkets

faeme A9 #E SR RO B9 ITEIT € ¢ -

() fasy € R (2) Budie €R  (3) MG €R (4) gImhe

Which wholesaler's channel is this describing ? Wholesalers hold inventories, thereby
reducing the inventory costs and risk of suppliers and customers. 2 o

i (2) Buying and assorting building
(1) Bulk-breaking . .

i 4) Financing
3) Warehousing (
%WWW@W%WWI@%?%WT@@%
TR 3¢l &l AN AR SAYRIBATAT AR ABH! HT JARIHA HH
(1) aEh-sIfhT (2) 9 GUEAT IR FEfT &=

(3) ITRERET (4) fa=aqrsoT

Which wholesaler's channel is this describing ? Wholesalers can provide quicker
delivery to buyers because they are closer than the pr.oducers i
(1) Buying and assortment building (2) Fi.nlzinszfing
i (4) Risk be
g;;nsggatmwn H AN 2 ? Ap AN SRIERT H IS AT gwM w5
ahd T HMH T Ieareet B ge F B P
(1) T G AR ety e (2) T o
(3) IiRaEd (4) SIRem e

(2) Sha= AN :
(4) AfcRaeft Yoot

What might a retailer do to “trade up” ?
(1) Reduce prices
(3) Change the target market

(2) Add new product lines
(4) Both (1) and (3)

P.T.O.
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10 ] in one of
Th GEXT AN “mR B 3 T /a1 BT Hepem 27 4. The great success of ... caused many independents to band together in o
o 44, 1he greatsuccessof ............ g
(1) I %7 B (2) =% seare T S two forms of contractual associations. .
; (2) corporate chains
Q) T T Fe @) (1) X (3) Y (1) factory outlets h R R
: D1l tailers ) .
40. Which of the following may be true about shoppers who prefer to shop at “lifestyle (3) independent off-price re % g Fddlial & us A du i g8 el
centers” ? ey & ) wdl F T |
(1) They prefer inexpensive B e o e S R SR | Y B (2) HERE =9
(2) They prefer upscale stores (1) Wﬁ ® SSTqe e 4) FERT Fag
(3) They prefer out-of-the-way locations (3) T SE—qeT U e d other contractual
. ifference DEtWEEN .....oovvveeenenns organizations and O :
(4) All of the above 45. The main difference between ........ e —
Frfafag & § @ FHERT & aR § 98 & goar 8 W “Sheadeh S5 systems is that these systems are normally based on some u a?ive
1 i er.
TR EErt HeEr ‘TH'C{ B % ? (1) voluntary chain (i) retallllter coop |
(1) I R arriee g ey & (3) franchise . (%) Znig; JaX I8 & % F HomierEd
Q) ¥ TTBT WK THT ey ¥ HTeAt o) o TS SR iy
3) ISE-HNH-7-F W B wig Hey & qrE: [pdr [afidne S ar a1 9 Arid
(4) SRk Tsi

l' . -

) positioning

46. Merchandising ................ :
forms under central ownership.

(2) achange in target market

(1) conglomerates (2) agents (3) brokers F4\(7_4) a;r;nc;ge o
(3) trading up (4) retail convergence Wcepelapersies () S AN
TIAE T R MR B B owe g STTHIREAGE, A oik SLES S

Waﬁ%mﬁﬁaﬁﬁ%ﬁﬁ%ﬂ%lﬁﬁwﬁw%

............. 1) FTEREE () e (3) T (4) 5=
i TR il retailers and ....oeeeenennnn. their markets, they cannot mtake
A1leIS _ srensnisnvaniene ] o A, -
I 5 L b i Untl'streilt decisions about product assortment, services, p1.1(‘:1ng, advertising, sto
©) ST e @ T FrStE ‘ C?HSI ther decisions that must support their positions.
i SER | décor, or any of the o t; compete with
42. To change your store's atmosphere , you may change the store's ............ .. ‘ (1) compete with; position g; ;arg: ,servep
(1) lighting (2) scent 3) define; profile ngh et
(3) overhead music (4) All of the above (GWZ[ a5 ARl oeiee.... <21 £ U ITh En'x?n'{;rr b, 4 a?crrc:% ST
mﬁr%mﬁw%m,m@rﬁwm%: wﬁﬁqﬁgm,ﬁmw,ww,mi;w 3';? il'i'
(1) STpST e 2) = W’ﬁmﬂﬁ@m%ﬁ‘MﬁWmmgw
(3) MRS g (4) IRRE gy 1) yfereqet & G &I (2) @& 3; T
, 4) €
43. ... are two or more outlets that are commonly owned and controlled, (3) FEwrE; MHR &
(1) Chain stores

a |
(2) Convenience stores

(3) Off-price retailers (4) Independent off - price retailers

i i ” and end u
48. Too many retailers fail because they try to have "something for everyone” an p

31feeR i kets well
satisfying no market well. Successful retailers .................. their target markets
........... Tk AT ST it iR
i A T g S q? AR g B and position themselves strongl.y. 1 ——
(1) fasbaraTt (2) FEAFEE R et (1) increase (2) franchise (3) wholesale
iR (4) T -

P.T.O.
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W%wﬁ%méaﬁ%aﬁﬁs%“ﬁ%m@”maﬁ
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G AT o1uN e A B ol axE q ..., AR T # gear
T |

(1) g (2) waEmEsh (3) & (4) Sw=

49. Each store has a “feel”; one store is cluttered, another cheerful, a third plush, a fourth
somber. The store must plan a(n) ................ that suits the target market and moves
customers to buy.

(1) agent (2) broker (3) atmosphere (4) shopping center

Fﬁwamﬁsnﬂ,a‘rm@m|@?aﬁra(n)zhmmam=ﬁm%qﬁraﬁﬁw
B YT HA T IR A B wET B o a oy D

(1) wste (2) T (3) aremETer (4) SMRET Fex

50. Which of the following is an example of consolidation warehousing ?

(1) Large shipments from multiple suppliers are re - sorted into customized shipments
to individual stores.

(2) A single manufacturer takes output directly from a single manufacturing plant and
sends it directly to a single customer.

(3) A single manufacturer takes output from several of its manufacturing plants and
combines them into one shipment to a major customer.

(4) A single manufacturer holds a wide array of goods close to the source of demand.

W@aﬁﬁ%ﬁ%@mmﬁwwm%?

(1) % sTfdieioll § a3 Rrde R & =Rem gt § ogeRm Rade 3
HATE E |

(2)@@%1%@@%%%@%%%@13@@
Uhd AqTeh H Astar )

(3)@@%31@%‘%&%@%%@@%%@?3%@
TS AEH B TH R F shear 2
(4)@@%%%%%%@%##@%@%@%:
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1. The order point is the :

(1) Amount of inventory below which the quantity available shouldn't go or the item
will be out of stock before the next order arrives.

(2) Amount of inventory below which the quantity available should reach or the item
will be out of stock before the next order arrives.

(3) Amount of inventory above which the quantity available shouldn't go or the item
will be out of stock before the next order arrives.

(4) Amount of inventory above which the quantity available shouldn't go or the item
will be out of stock before the next order arrives.

TR fog B -

(1)@aﬁwﬁw:ﬁamamwﬁw=ﬁar%ummgmaﬁm
M § Ted Wb § 9B & S|

(2) T B AT DrEs N Iude AT 9% TS TRy a7 SRR ey ei
¥ U oTsed Wi § 9} & S|

(3) S A F A=, ST IT@T HET F A€l AN SIRU AT SRR oTRer Ty
q Ul oTEed Wi § 9B &) S|

(4) S A B A=, ST ST 7T F A€ S 9 91 oFer oy ony
H gedt IMged Vi § e} & S|

2. Focus employees on a limited set of activities which enables them to develop expertise
and increase productivity is :
(1) Centralization (2) Decentralization (3) Specialization (4) Empowerment
Wﬁﬁﬁﬂﬁhﬁﬁﬁ%@ﬁﬁﬁiwwﬁﬁﬁﬁﬁﬁﬁm@ﬁﬁmﬁ
B AN IARHN To™ T T ST B
(1) FHFHTT  (2) PR 3) fagemar  (4) |l

3. An assortment plan describes in :
(1) Specific terms what should be carried in a particular SKU.
(2) General terms what should be carried in a particular SKU.
(3) Specific terms what should be carried in a particular merchandise category.
(4) Specific terms what should be discontinued in a particular SKU.
b FEhHIOT Ao affq & ¥ ¢
(1) fafarse st it fmeh RIS SKU & @/=m fpar i =nfew
) T o= S R RN SKU § Rig i =nfew
(3) RAitre s <Y frE fadiw amaR® 9o § feo oy =fRw|
(4) Afdre s o fpEl RATSKU & &7 feg ey =nfew )
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4. Amount of time between recognition that an order needs to be placed-and when it

arrives in the store and is ready for sale :

(1) Review Time (2) Order Point (3) Lead Point (4) Lead Time

A % A9 O G B AT B O B9 X @ S gt o) S| e
TR ¥ 1T B IR R & g S Sar @ -

(1) =g =rm (2) I @Ee

3) ¥ @B (4) s <@H

Merchandise comes in from one side of the warehouse and loaded by trucks on other
side to go to the store :

(1) Traditional Distribution Center (2) Supply Distribution Center

3) C:%(;;; dc;;:king Distribution Center  (4) Logistics Distribution Center

LIS TH TH & IR & 3R Wi '

G UIRE W S B N g R e T
(1) 9RaR* Rer 3=

(3) M SNfbT REfge™ Fex

The disadvantage of centralization is :

(1) Higher employee turnover

(2) Cannot respond quickly to local market conditions
(3) No Empowerment

(4) All of the Above

BHIBIOT BT JHEM 8

(1) 3= HHARI BT HARR

(2) W IR 1 RafEt & R st gfifear =€ & gwar
(3) ®iE gAHTT FET

(4) SIH 9l

The financial ratio that is useful for planning and measuring/evaluating merchandise
performance is a return on investment measure called :

(1) ROI (2) GROI (3) GMROI (4) ROA

i e &l AT s W AR, geie s B R SuE Rk
U, FaT IUT 9X wH Red B O ey oer
(1) ROI (2) GROI (3) GMROI

(2) ogRi freRor %
(4) TE g Ao 35

(4) ROA

Shrinkage is :

(1) Inventory reduction that is caused by shoplifting by employees or customers
(2) Merchandise being misplaced or damaged

(3) Poor Bookkeeping

(4) All of the Above

94497/(D)
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(1) HHIRAT IT TBHT & TRIERI B F T eF arll <9 F Hi
(2) AdsEST B Aa<es ar sk Bpar o @1 @

(3) afear RaE-hare

(4) SUIRH A

The process by which a retailer attempts to offer the right quantity of the right
merchandise in the right place at the right time while meeting the company's financial
goals is called :

(1) Supply Chain Management (2) Assortment Planning

(3) Category Management (4) Merchandise Management

g HFhIT BEe ER1 Th RITR FHul & O @i & QU S g9 q9el

AT I GET AT B 98 G9T YT 9 HI T BT ©
(1) SR e see (2) FHIOT eI
(3) Aft sEE (4) TelSTEST Heee

Open to buy system :
(1) Starts after merchandise is purchased using the merchandise budget plan or staple
merchandise system.

(2) Keeps track of merchandise flow while they're occurring specifically they record
how much is spent each month, and how much is left to spend.

(3) Prevents merchandise from being delivered when it is not need.

(4) All of the Above

A9 g 99 fem B

(1) THSISST S5Te @M 1 RUd A9SES [9&ed &1 IUGNT H3 I Gled &
e S BT B

) 9w w9 § gfeg €N $ IRH T A B gOE W PR & g, T R
FHII & 6 T gem fpaar @d o B, SR fhamT ©d FAn 9 B

(3) ST SEIA T B, A 9/ a9 § AHT |
(4) SURRh |

Used for merchandise that follows a predictable order-receipt-order cycle where most
merchandise fits this criterion. Utilized for buying most of the merchandise in food and
discount stores :

(1) Fashion merchandise buying system (2) Assortment Plan Buying System

(3) Category Management Buying System (4) Staple merchandise buying system
MRS XAl H T ITART fhar Sirr 8 S o HH-THIE-HRLT
Th B SAFHLOT HIAAT & STel SAREHIT AR §6 FHAG W &R IAW & | 65+
T eAftEpieT A @led & g STERT B ST @ SR fEwhee

(1) BN FAUR TUE TOTdl (2) fiEor AT ThE SO

3) AN yEeE T FoTRh (4) V9 AR ST o7
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12. - .
All of the fi ollowmg are examples of non-store retailing Except -
- is the key to its ability to attract customers.

17. Arretailer's .............

(1) selling by mail
(3) door-to-door contact (2) selling jewelry in a clothin |
. T £ store . i
T e - (4) selling goods on the Internet 1) locat101? (i) ptncmg system1
(1) B @ 3 fSERy B IETETOT s, (3) promotion system (4) store personne .
3) e i (2) BUST B gHE F Ty G RIAT weiinmicatennd ATEhT BT BT B Bl AN &1 Bl FHoil B
3) SRz Hwys @) Tede 00 = R (1) &&= (2) 99 FOTe (3) HaEE FOIR (4) ©R s
18,7, sii N S . ) ) . , . .
....... one who i Sl 18. According to retail studies, the undisputed winner in placing stores in the correct
(1) distributor @) iobb Se business comes primarily from retailing. locations to attract customers has been :
...... wF gE B Jobber (3) retailer (4) vendor (1) Reliance Fresh (2) Vishal Mega Mart
P RreebT saam =g G R 3) Easy da 4) Spencer
W (2) == 334;([@% St & gatr() Mﬁ%mgwra@aﬁ%mﬁ%mwwﬁ R
14. Retailers can b 2 Oz | Y 3 P R <o 2 h
S . 0
p ; c.an f: classified in terms of severa] characteristics. E ; o=t
ound within this retaj] classification scheme Exc ¢ . Each of the following is ! (1) Ra=Eg Bt (2) Ao 7 A 3) oW R () R
. ept :
(1) the profit potential o 19. A .......... is a retail store that carries a narrow product line with a deep assortment
((2) amount of service offered within that line.
3) the breadth and de . : (1) shoppin ds st () i t
pth of prod . pping goods store convenience store
(4) the relative prices chargeg il Descaied (3) specialty store (4) department store
Wﬁzﬁm\aﬁqﬁaﬁgﬁﬁqﬂaﬁ Sl R o miemy 0 I N LySrrs BESE Th Gl W 8 S I WA B WY Oh Tl BT B AR
e & & s %Wﬁa‘ﬁiﬁmm TH HbIoT IUE 1S9 B I8 BT ¢ |
T GRT BT Ay @ s A TR T8 @R FARGT =R
(1) T & eymar @ qmET ST # (1) 2 TS )
() AT B R W derrer 2 (3) AR ©R (4) Foe K
20. The increasing use of market segmentation, market targeting, and product

(3) ST T R e s
: TEUL (4) W oo
THAT Ty
specialization has resulted in a greater need for :
(1) specialty stores (2) convenience stores
(3) shopping goods stores (4) department stores

IeIR - 9o, IRk @@ @idT iR IO [A9Ssar & Sgd S9IrT &

fast—moving shopping goods is called ;

(1) self-servi o
(3)) fﬁll:g\\:cfee :gttzilllilr?qg (%) limited-service retailing
GIHHE oM T wR g e .ﬁse."”ce'mer“haﬂdiser qROTHREY S IR ST g §
Wﬁﬁmaﬁﬁﬁmﬁmqﬁwﬁwa,w”;”mwmﬂﬁaﬁ (1) AREE €1 (2) FAFEE ©R
((;;Wwﬁvﬁ%ﬁm @) Rife . (3) 9T I8 R 4) Rute @)
B G Ry
) widg EESIEE T 21. The retailer's ............ should differentiate the retailer while matching target shoppers'

expectations. One strategy is to offer merchandise that no other competitor carries.

g

?;:;ailer marketing decisiong 9
target market decisiong
(3) pricing deCiSiOESC o 8; prOduCt- assortment and services decisions (;) age;]t (421) bl:()l'(er
I Adag Gfﬁ? = T 3 frer - bromotion decisions (3) product assortment (') chain stores
g)ﬁiﬂqﬂ%w%? aﬂmﬁwi%r%latga-{rﬁwqﬁvﬁrff %Wﬁﬁhraﬁ ........ ﬁ@w&?gﬁmzﬁ%%%?ﬁﬁ
(3) TR fedior (2) ST Fffawor o wffy Reeior B AR B Y6 B O |
94497/(D) (4) T Rewdrorsy (1) TSie (2) s (3) SR FHHIT (4) I €WR
P.T.O.
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22,

23.

24.

25.

Vishal Mega Mart carries goods in larger sizes; this allows this Store to .............vee
from other stores.

(1) be off-priced (2) differentiate itself
(3) franchise (4) retail
ﬁsmﬁmwéa@mﬁw%w%,%w@?aﬁmgmﬁﬁ.

.............. & ITgHfaT 34T B

(1) & 3H TIEST (2) TF B AT HIAT

(3) theEmgell 4) g1

................... may include in-store demonstrations, displays, contests and visiting
celebrities.

(1) Franchises (2) Sales promotions

(3) Agent promotions (4) Publicity

............. F onfer & THY T - W e, vee, aREnEr ST one A
(1) s (2) A dae=

(3) Toie "R (4) IE

Press conferences and speeches, store openings, special events, newsletters, magazines
and public service activities are examples of ways that retailers promote ............... .
(1) public relations (2) sales promotions

(3) high markups (4) the wheel-of-retailing concept

g @Ehg X wmeT, €R SO, 9w SrEsd, JEER 9, gfreed, S
(1) ST=EHIH
(3) B HIHAT

(2) fashr gae
4) & = ot RARFT BHAAE

Retailers operate in a fast-changing environment. What is one way that consumers are
not changing ?

(1) Demographics (2) Lifestyles

(3) Shopping patterns (4) Competitive strategies
WWW@W@STﬁWW%!Q‘HTWW%W
IuHARHT A€ g8 W E ?

(1) STAHIREDT
(3) TlEr Y

(2) She= e
(4) wferegeft Toriferat

94497/(D)
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26. Vishal mega mart and reliance fresh are examples of :
(1) specialty stores (2) department stores
(3) convenience stores (4) supermarkets
RreTieT A HIE o) RamEE HH &R T
(1) RAw W) (2) Bude €R (3) FAMLE ©R (4) GIAHE
27. Which wholesaler's channel is this describing ? Wholesalers hold inventories, thereby
reducing the inventory costs and risk of suppliers and customers :
(1) Bulk-breaking (2) Buying and assorting building
(3) Warehousing (4) Financing
ﬁmeﬂ%mﬁmaﬁﬂaqﬁaﬂhww%?m&@maﬂwm%
ﬁwﬁﬁﬁaﬁwﬁa@%ﬁsﬁﬁﬁt@waﬁ@nw@m%l
(1) TH-SITBT (2) v Tl AR T T
(3) ATBRITET (4) faraasoT
28. Which wholesaler's channel is this describing ? Wholesalers can provide quicker
delivery to buyers because they are closer than the producers :
(1) Buying and assortment building (2) Financing
(3) Transportation (4) Risk bearing
%%ﬂmmﬁm%ﬁ%?mmﬁmﬁﬁ%%ﬁaﬁwm
qEY E e 7 St B ga ¥ HA T ¢
(1) e e ofR FEior fem (2) e 9o
(3) uR@s (4) SiEH a8+
29. What might a retailer do to “trade up” ?
(1) Reduce prices (2) Add new product lines
(3) Change the target market (4) Both (1) and (3)
@mem%mwaﬂm%?
(1) et HT B (2) 7 I AIET S
(3) Wy ST Fad (4) (1) 3R (3) <
30. Which of the following may be true about shoppers who prefer to shop at “lifestyle
centers” ?
(1) They prefer inexpensive atmospheres
(2) They prefer upscale stores .
(3) They prefer out-of-the-way locations
(4) All of the above
94497/(D) p.T. O.




ﬁmﬁ%ﬁﬁﬁﬁqw%aﬁﬁaﬁéwéﬁr“ﬁﬁwﬁeﬁ%ﬁ”

W EERT BT g6y g1y T 7

(D) F SR agHsT ghe ae o

2) ¥ JATHT WX 9T ey

3) ARPT-ANG-T-3 T B T 3 &

(4) SR T

31. Wal-Mart attracts Consumers of all demog
segments with many varieties and prices. This depicts

(1) positioning
(3) trading up

(1) Rafy
(3) SFET H=T

32. To change your store's atmosphere , you may change the store's

(1) lighting
(3) overhead music

(1) Sh1eT Zpereen
(3) sMaREs &
33.

(1) Chain stores
(3) Off-price retailers

raphic, psychographic and geographic
(2) achange in target market
(4) retail convergence

.............

.................

(2) scent
(4) All of the above

.............. are two or more outlets that are commonly owned and controlled.

(2) Convenience stores
(4) Independent off - price retailers

........... ammm%rﬁfmwmaﬁﬁaﬁﬁéﬁ%l

(1) a9 €R
3) F=-g TgeRT A
34. The great success of

two forms of contractual associations.
(1) factory outlets
(3) independent off-price retailers

aﬂa’u%a‘rmﬁﬁﬁ@ﬁqﬁ

(1) RGN & INScae
(3) &I Fo-ger Gexr Rdarei
94497/(D)

(2) FRAEY €]
(4) = S5 Rsareit

............... caused many independents to band together in one of

(2) corporate chains
(4) warehouse clubs

ﬁa‘aﬁﬁr%wwﬁaﬁaﬁa@w

35.

36.

37.

38.

39.

94497/(D)
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Th ain difference between organizations and other contractual

e m : :
systems is that these systems are normally based on some unique product or service.
(i,) voluntary chain (2) retailer gooperatlve

i 4) agent 3
3) franchise ( .
qrea: et Rifdre S a1 a1 X emnia :
(4) TSie

Merchandising are corporations that combine several different retailing

erchandising ................

(1) QfEs JEmr (2) G Terl (3) Hamsh

forms under central ownership.

(1) conglomerates (2) agents (3) brokers (4) franchise

e Ecy RS ) AR HURIE & S BT @iig P ded e STAT—IT
e s w9 @ e 2 '
(1) BEEREE  (2) Toie (3) &awT (4) sBeESil

i their markets, they cannot make
til retailers and ................ : et: nr
gor;isistent decisions about product assortment, services, pricing, advertising, store
décor, or any of the other decisions that must support their pos1t.10ns.
(1) compete with; position (2) target; compete with
; (4) limit; serve
SE)r (:ineﬁ%m, prot;ei ........... 3% IRRI b, q IR avﬁao—{wﬁ,f
qared, oo FuiRen, s, €R geEe, a1 B s o Folm & aR
Wﬁ%ﬂﬁ%ﬂaﬁ%@rmqﬁwwﬁmml
(1) gfcreqyt & drer; &= (2) @eg; ufaeqst & |
(3) W, MHEA (4) &= Har Y
Too many retailers fail because they try to have "something for e.veryone” anlc: e:nd Zﬁ
satisfying no market well. Successful retailers .................. their target markets w
and position themselves strongly.
i i 3) wholesale (4) define
(1) increase (2) franchise . ( ) )
ggd ¥ G R aEwd 8 S & @i 9 E‘iﬁ%ﬁﬂﬂg@gﬁﬂ%
HIRRT . HXA T AR el off I™IR H o= axe A HEw T8 A E 1 Ao

GE fsbdl U T GRS A H .. AR TE B BT A
|
(1) gfx (2) HaERSH (3) 9% CORELIES
i ird plush, a fourth
“feel’: tore 18 cluttered, another pheerful, a third p ,
E:gll;)esrtofl?hgasst;re fl?leulst’ ;l]::l Z?n) ................. that suits the target market and moves
((:il )StZIgI;ItS R (2) broker (3) atmosphere (4) shopping center

P.T.O.
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40.

41.

42,

TET AR, AT R | ©/R B a(n) ISHET g9 =g ST diRd 67K
B G B & AR AEH! Hl T & g @ IR 2 -
(1) wste (2) &A= (3) aTeTEReT (4) T Fex
Which of the following is an example of consolidation warehousing ?

(1) Large shipments from multiple suppliers are re - sorted into customized shipments
to individual stores.

(2) A single manufacturer takes output directly from a single manufacturing plant and
sends it directly to a single customer.

(3) A single manufacturer takes output from several of its manufacturing plants and
combines them into one shipment to a major customer.

(4) A single manufacturer holds a wide array of goods close to the source of demand.

Fr=fafaa ¥ O 39 FORRBIN ITETHIGT Bl TP Iaeol 8 ?

(1)ao—5‘awii%ho—cﬁ% AT q g3 Ry R § akea geEEn J orggiea Rrade #
HATE T |

(2) T WHa Her @Y wha Qe 999§ Soee dar @ SR 39 O
THA AEH Bl Aol B |

(3) T Th T A FF AT G99 § Ided d@a ® R S% W
T AR B Th RAHS F ST B |

(4) T THa FEET AR & @ B HAd GEIET B T REga SieT @ €

Stores that carry narrow product lines with deep assortments within those lines are
called :

(1) category Kkiller stores (2) specialty stores
(3) merchant stores (4) discount stores

R S 39 dAl & 39 THIdHe & 9T H0T IWE A% B | o) & I
el I 8 ¢

(1) B fFaR ©R (2) fagy ®Rr

(3) U 'R (4) fEOBHIHe ©R

Keeps track of the merchandise flows while they are occurring so buyers don't spend
too much or too little :

(1) Category system (2) Assortment plan

(3) Open to buy system (4) Merchandise management

IR & Y8 U o) &R & dlfh TUeaR §gd otk a1 980 9 @9 °
H SEfF a1 81 W B -

(1) 0 ey

(3) =dT & R oo Riew

(2) THidHe =
(4) U AT

94497/(D)

43.

44,

45,

46.

94497/(D)
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Employee productivity is :

(1) The retailer's sales or profit divided by the number of employees

(2) The retailer's sales or profit multiplied by the number of employees
(3) The retailer's sales or profit added by the number of employees

(4) The retailer's sales or profit subtracted by the number of employees
HHEAR] SUEHAT & °

(1) T fsbar & e a1 @ Sl S §en R Eanss
(2) TEXT Rshar & AeHl A1 AT HHEARIT B T ERT ARIAES
(3) T&EXT famhar @ faeht a1 @ty HH=El B e s UsSs

(4) GeU faghar #H Rest a1 @ HHERAl B Hew g q9sdes

Inventory used to guard retailer when vendor does not get merchandise to you on time :
(1) Cycle Stock (2) Base Stock

(3) Buffer Stock (4) Value Stock

S A9vs RIAX AGH G99 9 AT 981 Iar © ar fashar s<edl @ 9EH
Bl B -

(1) gEfha Eib
(3) T ik

(2) 9 €6
4) I ik

The 80-20 rule states :

(1) 80% of loss comes from 20 % of your customers
(2) 80% of profit comes from 20 % of your customers
(3) 80% of profit comes from 20 % of your vendors
(4) 20% of profit comes from 80 % of your customers

80-20 a9 weaT ' 6 -

(1) 80% ®BINT 3A9® 20% TTEHht J IR &
(2) 80% @ 319D 20% ITED! T IR &
(3) 80% «T™ 39D 20% fasbarell | STl
(4) 20% T 39D 80% UTEh! | SIT &

Identifies the activities to be performed by specific employees and determines the lines
of authority and responsibility in the firm :

(1) Specialization (2) Centralization

(3) Decentralization (4) Organization Structure

fRme wfREt s H oM arl aREET B s el ¥ AR % A
miREpRor SR RrfErd 1 Y@meil & FeiRa w3

(1) farssman (2) BRIHIOT (3) faBarsIeT (4) TS GI=AT

P.T.O.




47.

48.

49,

50.

The number of SKU's within a category is called :

(1) Variety (2) Assortment (3) Breadth (4) Depth
@h Goft & +fiax @ SKU @t &1 Y el ST & ¢

(1) Brem (2) @i 3) N @) =R
Inventory whose sales fluctuate dramatically according to the time of year :
(1) Category merchandise (2) Seasonality merchandise

(3) Fad merchandise (4) Staple merchandise

Tl Sl fosht ¥ af & T B IER ARSI 9 ¥ IOR-TgE ST
%.

(1) 9T & BT (2) ArgHl AT
(3) ®E H (4) |ud 91

The computer-to-computer exchange of business documents from retailer to vendor,
and back. In addition to sales data, purchase orders, invoices, and data about returned
merchandise are transmitted from retailer to vendor :

(1) Electronic Data Interchange (2) Electronic Data Exchange

(3) Exchange Date Interchange (4) Data Electronic Interchange

RS § AP I O & T SHRASH B FYSX § PYK TFT B
Uy W e 39T & oWEl, TlE IR, I IR dem | e B
AT HIT R fophar & famear s A o smar @

(1) SRl STeT ST (2) SAFEI-D ST TFIAST ERT

(3) TFHEIST STET EeTE S (4) STer FleR(i<h TS ERT

Product availability is the :

(1) Percentage of supply for a particular category that is satisfied
(2) Percentage of supply for a particular SKU that is satisfied

(3) Percentage of demand for a particular category that is satisfied
(4) Percentage of demand for a particular SKU that is satisfied
IUR P ST © ¢

(1) T 9 Aot & U SgRT 1 9T I8 G<iwsH® 8
(2) @ fa99 SKU & foq omgfel 1 ufise a8 giess 2
(3) THEr a9 Ao aY HiF Hr vl I8 GNSTH

(4) Th [ SKU & foQ 9T %1 afier 98 g=ises 8

94497/(D)
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