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1. The fact that services cannot be seen, tasted, felt, or smelled relates to which service 

characteristic ? 

(1) perishability (2) intangibility (3) inseparability (4) variability 

;g rF; fd lsokvksa dks ns[kk] p[kk] eglwl ugha tk ldrk gS] lw¡?kk ugha tk ldrk gS] 
fdl lsok fo'ks"krk ls lacaf/kr gS \ 
(1) isfj'kfcfyVh (2) vewrZrk (3) vfoHkkT;rk (4) ifjorZu'khyrk 

2. The fact that a business traveler will have a very positive check - in experience during 

one stay at a hotel and then a very negative check - in experience the next time is an 

issue related to which service characteristic ? 

(1) variability (2) inseparability (3) perishability (4) intangibility 

;g rF; fd] ,d O;olk; ;k=h dh ,d cgqr gh ldkjkRed tkap gksxh & ,d gksVy esa 
jgus ds nkSjku vuqHko vkSj fQj ,d cgqr gh udkjkRed tkap & vuqHko esa vxyh 
ckj fdl lsok fo'ks"krk ls lacaf/kr eqík gS \ 
(1) ifjorZu'khyrk (2) vfoHkkT;rk (3) isfj'kfcfyVh (4) vewrZrk 

3. If you manage a 200 - room hotel , and only sell 150 rooms tonight , you can't stockpile 

the extra 50 rooms to sell tomorrow . This is a problem with the of services : 

(1) inseparability (2) perishability (3) variability (4) intangibility 

;fn vki ,d 200 dejs ds gksVy dk çca/ku djrs gSa] vkSj dsoy 150 dejs vkt jkr 
dks csprs gSa] rks vki dy cspus ds fy, vfrfjä 50 dejksa dk HkaMkj ugha dj ldrsA 
;g lsokvksa ds lkFk ,d leL;k gSA 
(1) vfoHkkT;rk (2) isfj'kfcfyVh (3) ifjorZu'khyrk (4) vewrZrk 

4. We as customers cannot take service on a "test drive", meaning we cannot evaluate 

them before we use them . This is a problem with the of the service. 

(1) inseparability (2) variability (3) intangibility (4) perishability 

ge xzkgdksa dks ^^VsLV Mªkbo** ij lsok ugha ns ldrs] bldk vFkZ gS fd ge mudk 
mi;ksx djus ls igys mudk ewY;kadu ugha dj ldrsA ;g lsok ds lkFk ,d leL;k 
gS % 

(1) vfoHkkT;rk (2) ifjorZu'khyrk (3) vewrZrk (4) isfj'kfcfyVh 

5. Because services are characterized by the issue of inseparability , service providers will 

often have to :  

(1) lower their prices  (2) train the customers 

(3) reduce inventory  (4) minimize the inseparability issue  
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D;ksafd lsokvksa dks vfoHkkT;rk ds eqís dh fo'ks"krk gS] lsok çnkrkvksa dks vDlj ;g 
djuk gksxk % 
(1) mudh dhersa de djsa (2) xzkgdksa dks çf'kf{kr djuk 
(3) bUosaVªh dks de djsa (4) vfoHkkT; leL;k dks de ls de djsa 

6. Which of the following is not a link in the service - product chain ? 

(1) Greater service value 

(2) Satisfied and productive service employees 

(3) Increasingly intangible services 

(4) Healthy service profits and growth 

fuEufyf[kr esa ls dkSu ,d fyad ughaughaughaugha  gS lsok & mRikn J`a[kyk esa \ 
(1) xzzsVj lsok ewY; 
(2) larq"V vkSj mRiknd lsok deZpkjh 
(3) c<+ jgh vewrZ lsok 
(4) LoLFk lsok ykHk vkSj fodkl 

7. Perhaps the best measure of service quality is : 

(1) Low employee turnover  (2) Customer retention  

(3) Profitability  (4) Total sales  

'kk;n lsok dh xq.koÙkk dk lcls vPNk mik; gS % 
(1) de deZpkjh dk dkjksckj (2) xzkgd çfr/kkjd 
(3) ykHkçnrk (4) dqy fcØh 

8. Which of the following statements is false ? 

(1) CRM combines marketing, business strategy and information technology to better 

understand customers.  

(2) One goal of CRM is to make switching costs high.  

(3) CRM calls for developing unique and lasting relationships with customers. 

(4) The use of CRM in the hospitality industry appears to be strong. 

fuEufyf[kr esa ls dkSu-lk dFku vlR;vlR;vlR;vlR;  gS \ 
(1) CRM xzkgdksa dks csgrj le>us ds fy, foi.ku] O;olk; j.kuhfr vkSj lwpuk 

çkS|ksfxdh dks tksM+rh gSA 
(2) lhvkj,e dk ,d mn~ns'; fLofpax ykxr dks mPp cukuk gSA 
(3) lhvkj,e xzkgdksa ds lkFk vf}rh; vkSj LFkk;h laca/k fodflr djus ds fy, dgrk 

gSA 
(4) vkfrF; m|ksx esa lhvkj,e dk mi;ksx etcwr çrhr gksrk gS 
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9. A casino employee's uniform or a restaurant's fancy front lobbies are a means of : 

(1) Overspending on the part of the service provider  

(2) Tangibilizing the service  

(3) Paying attention to the perishability of the service  

(4) Creating overly high expectations on the part of the customer  

,d dSlhuks deZpkjh dh onhZ ;k ,d jsLrjka ds QSalh ÝaV ykch ,d lk/ku gSa % 

(1) lsok çnkrk ds fgLls ij vksojLisafMax 

(2) lsok dks VSathcykbt djuk 

(3) lsok dh vLi"Vrk ij /;ku nsuk 

(4) xzkgd dh vksj ls vR;f/kd mPp mEehnsa cukuk 

10. Studies have shown the best way to deal with service failure is to : 

(1) give the unhappy customer timely information regarding the failure . 

(2) refund the customer's money whenever a failure occurs . 

(3) replace the unhappy customer with a happier one . 

(4) ignore the failure in the hopes the customer will forget about it . 

v/;;uksa us lsok foQyrk ls fuiVus dk lcls vPNk rjhdk fn[kk;k gS % 

(1) nq[kh xzkgd dks foQyrk ds laca/k esa le; ij tkudkjh nsa 

(2) foQyrk gksus ij xzkgd ds iSls okil djsa 

(3) nq[kh xzkgd dks ,d [kq'kgky ds lkFk cnysa 

(4) xzkgdksa dks blds ckjs esa Hkwy tkus ds mEehn esa foQyrk dks utjvankt djsa 

11. Which of the following information forms available to the hospitality manager can 

usually be accessed more quickly and cheaply than other information sources ? 

(1) Marketing intelligence (2) Marketing research 

(3) Customer profiles  (4) Internal databases  

vkfrF; çca/kd ds fy, miyC/k fuEu lwpuk :iksa esa ls dkSu lk vkerkSj ij vU; 
lwpuk lzksrksa dh rqyuk esa vf/kd rsth ls vkSj lLrs esa igq¡pk tk ldrk gS \ 
(1) cktkj lEcU/kh le> (2) foi.ku vuqla/kku 

(3) xzkgd çksQkby (4) vkarfjd MsVkcsl 



4 A 

94542/(A)  

12. That the hospitality company that overlooks new and better ways to do things will 

eventually lose customers to another company that has found a better way of serving 

customer needs is a major tenet of : 

(1) innovative servicing  (2) consumer - oriented marketing  

(3) value marketing  (4) sense - of - mission marketing  

og vkfrF; daiuh tks phtksa dks djus ds fy,] vkSj csgrj rjhdksa dh vuns[kh djrh 
gS vkSj varr% xzkgdksa dks fdlh vU; daiuh dks [kks nsxh] ftlus xzkgdksa dh t:jrksa dks 
iwjk djus dk ,d csgrj rjhdk <wa< fy;k gS % 
(1) vfHkuo lfoZflax (2) miHkksäk mUeq[k foi.ku 
(3) ewY; foi.ku (4) Hkkouk & fe'ku foi.ku 

13. In determining sales force size of hospitality company , when a company groups 

accounts into different size classes and then determines the number of people needed to 

call on them the desired number of times , it is called the : 

(1) key - size approach  (2) work - load approach  

(3) product - need approach  (4) call - service approach  

vkfrF; daiuh ds fcØh cy ds vkdkj dks fu/kkZfjr djus esa] tc dksbZ daiuh fofHkUu 
vkdkj ds oxksaZ esa lewg cukrh gS vkSj fQj fu/kkZfjr le; ij okafNr la[;k esa yksxksa 
dh la[;k dk fu/kkZj.k djrh gS] rks bls dgk tkrk gS % 
(1) dqath & vkdkj –f"Vdks.k (2) dke & yksM –f"Vdks.k 
(3) mRikn & vko';drk –f"Vdks.k (4) dky & lsok –f"Vdks.k 

14. All of the following would be ways to segment within the category of psychographic 

segmentation EXCEPT :  

(1) social class  (2) occupation  (3) lifestyle  (4) personality  

fuEufyf[kr esa ls lHkh euksoSKkfud foHkktu dh Js.kh esa vkus okys rjhds gksaxs] flok; %  
(1) lkekftd oxZ (2) O;olk; (3) thou 'kSyh (4) O;fäRo 

15. The ……….. is a person within a reference group who , because of special skills, 

knowledge, personality, or other characteristics, exerts influence on others .  

(1) facilitator  (2) referent actor   

(3) opinion leader  (4) social role player 

---------- ,d lanHkZ lewg ds Hkhrj ,d O;fä gS] tks fo'ks"k dkS'ky] Kku] O;fäRo ;k 
vU; fo'ks"krkvksa ds dkj.k nwljksa ij çHkko Mkyrk gSA 
(1) lqfo/kknkrk (2) lanfHkZr vfHkusrk 
(3) jk; nsus okyk usrk (4) lkekftd Hkwfedk fuHkkus okyk 
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16. Describes changes in an individual's behavior arising from experience . 

(1) Modeling  (2) Motivation  (3) Perception (4) Learning 

O;fä ds O;ogkj esa vuqHko ls mRiUu gksus okys ifjorZu dk o.kZu djrk gSA 

(1) ekWMfyax (2) çsj.kk (3) vuqHkwfr (4) vf/kxe 

17. In terms of execution styles , a family seated at the dinner table enjoying the advertised 

product would be an example of which of the following types of advertising ?  

(1) Slice of life  (2) Lifestyle 

(3) Mood or imagery  (4) Personality symbol 

fu"iknu 'kSfy;ksa ds lanHkZ esa] ,d ifjokj foKkiu fd;s x;s mRikn dk vkuan ysrs gq, 
[kkus dh est ij cSBk gksrk gS] oks fuEu çdkj ds foKkiu esa ls ,d mnkgj.k gksxk % 

(1) thou dk fgLlk (2) thou 'kSyh 

(3) euksn'kk ;k dYiuk (4) O;fäRo dk çrhd 

18. ………….. have contractual authority to book entire occupancy of the hotel. 

(1) Selling agents (2) Booking agents 

(3) Manufacturer's agents  (4) Purchasing agents 

---------- gksVy ds laiw.kZ vf/kHkksx dks cqd djus ds fy, lafonk çkf/kdkj gSA 
(1) lsfyax ,tsaV (2) cqfdax ,tsaV 
(3) fuekZrk ds ,tsaV (4) Ø; ,tsaV 

19. The orange juice manufacturers know that orange juice is most often consumed in the 

mornings. However, they would like to change this and make the drink acceptable 

during other time periods during the day. Which form of segmentation would they need 

to work with and establish strategy reflective of their desires ? 

(1) gender segmentation (2) benefit segmentation 

(3) occasion segmentation  (4) age and life - cycle segmentation 

larjs ds jl fuekZrkvksa dks irk gS fd larjs dk jl lcls vf/kd ckj lqcg esa ih;k 
tkrk gSA gkykafd] os bls cnyuk pkgrs gSa vkSj fnu ds nkSjku vU; le; vof/k esa is; 
dks Lohdk;Z cukuk pkgrs gSaA foHkktu ds fdl :i esa mUgsa viuh bPNkvksa dh 
fparu'khy j.kuhfr ds lkFk dke djus vkSj LFkkfir djus dh vko';drk gksxh \ 
(1) fyax foHkktu (2) ykHk foHkktu 

(3) volj foHkktu (4) vk;q vkSj thou&pØ foHkktu 
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20. Successful service companies focus their attention on both their customers and their 

employees. They understand which links service firm profits with employee and 

customer satisfaction : 

(1) internal marketing (2) service - profit chains 

(3) interactive marketing (4) service differentiation 

lQy lsok daifu;ka vius xzkgdksa vkSj deZpkfj;ksa nksuksa ij viuk /;ku dsafær djrh 
gSaA os le>rs gSa fd deZpkjh vkSj xzkgd larqf"V ds lkFk dkSu lh lsok QeZ ykHk dks 
tksM+rh gS % 
(1) vkarfjd foi.ku (2) lsok & ykHk Ük`a[kyk 
(3) laoknewyd O;kikj (4) lsok HksnHkko  

21. ………… consists of dividing a market into distinct groups of buyers on the basis of 

needs, characteristics, or behavior who might require separate products or marketing 

mixes.  

(1) Product differentiation  (2) Market segmentation 

(3) Market targeting (4) Market positioning  

----------- cktkj dks t:jrksa] fo'ks"krkvksa ;k O;ogkj ds vk/kkj ij [kjhnkjksa ds 
vyx&vyx lewgksa esa foHkkftr djuk 'kkfey gS] ftUgsa vyx&vyx mRiknksa ;k foi.ku 
feJ.kksa dh vko';drk gks ldrh gSA 
(1) mRikn esa fHkUurk (2) cktkj foHkktu 
(3) cktkj y{;hdj.k (4) cktkj dh fLFkfr 

22. ......................... is a principle of enlightened marketing that requires that a company 

seek real product and marketing improvements . 

 (1) Innovative marketing  (2) Consumer - oriented marketing 

 (3) Value marketing  (4) Sense - of - mission marketing  

------------------------- çcq) foi.ku dk ,d fl)kar gS ftlds fy, vko';d gS fd 
,d daiuh okLrfod mRikn vkSj foi.ku lq/kkj dh ryk'k djsA 

(1) vfHkuo foi.ku (2) miHkksäk mUeq[k foi.ku 
(3) ewY; foi.ku (4) lsUl-vkWQ-fe'ku ekdsZfVax 

23. ...................... is the process of evaluating each market segment's attractiveness and 

selecting one or more segments to enter. 

(1) Mass marketing (2) Market segmentation 

(3) Market targeting (4) Market positioning 

------------------------- çR;sd cktkj [kaM ds vkd"kZ.k dk ewY;kadu djus vkSj ços'k 
djus ds fy, ,d ;k vf/kd [kaMksa ds p;u dh çfØ;k gSA 
(1) cM+s iSekus ij ekdsZfVax (2) cktkj foHkktu 
(3) cktkj y{;hdj.k (4) cktkj dh fLFkfr 



A  7 

94542/(A)  P. T. O. 

24. The fact that services are sold, produced, and consumed at the same time refers to 

which of the following service characteristics ? 

(1) Intangibility (2) Inseparability (3) Variability (4) Perishability  

;g rF; fd ,d gh le; esa lsokvksa dh fcØh] mRiknu vkSj miHkksx fd;k tkrk gS] 
fuEufyf[kr esa ls dkSu lh lsok fo'ks"krkvksa dks lanfHkZr djrk gS \ 
(1) vLi`';rk (2) vfo;ksT;rk (3) ifjorZu'khyrk (4) Hkaxqjrk  

25. ...................... factors are the most popular bases for segmenting customer groups .  

(1) Geographic (2) Demographic (3) Psychographic (4) Behavioral 

xzkgd lewgksa dks foHkkftr djus ds fy, ---------------------- dkjd lcls yksdfç; 
vk/kkj gSaA 
(1) T;ksxzkfQd (2) tulkaf[;dh; (3) euksoSKkfud (4) O;ogkj 

26. The stage is the product life cycle that focuses on expanding market and creating 

product awareness and trial is the : 

(1) decline stage  (2) introduction stage   

(3) growth stage  (4) maturity stage  

---------- mRikn thou pØ gS tks cktkj dk foLrkj djus vkSj mRikn tkx:drk vkSj 
ijh{k.k djus ij dsafær gSA 
(1) fxjkoV dh voLFkk (2) ifjp; voLFkk 
(3) o`f) voLFkk (4) ifjiDork voLFkk   

27. Which of the following promotional budget methods wrongly views sales as the cause 

of promotion rather than as the result ? 

(1) Affordable method  (2) Percentage - of - Sales method 

(3) Competitive - parity method (4) Objective - and - task method  

fuEufyf[kr esa ls dkSu-lk çpkjd ctV rjhds fcØh dks ifj.kke ds ctk; inksUufr dk 
dkj.k ekurs gSa \ 
(1) lLrh fof/k (2) çfr'kr & fcØh dk rjhdk 
(3) çfr;ksxh & lerk fof/k (4) mís'; & vkSj & dk;Z fof/k 

28. 
.......................... is setting the price steps between various products in a product line 

based on cost differences between the products, customer evaluations of different 

features , and competitors ' prices . 

(1) Optional - product pricing (2) Captive - product pricing 

(3) Product line pricing (4) By - product pricing 

---------- mRikn] xzkgd ds chp ykxr varj ds vk/kkj ij mRikn ykbu esa fofHkUu 
mRiknksa ds chp ewY; pj.k fu/kkZfjr dj jgk gS fofHkUu fo'ks"krkvksa] vkSj çfr;ksfx;ksa dh 
dherksa dk ewY;kaduA 
(1) oSdfYid & mRikn ewY; fu/kkZj.k (2) dSfIVo & mRikn ewY; fu/kkZj.k 
(3) mRikn ykbu ewY; fu/kkZj.k (4) ckb & mRikn ewY; fu/kkZj.k 
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29. A set of interdependent organizations involved in the process of making a product or 

service available for use or consumption by the consumer or business user is called a(n) :  

(1) retailer  (2) wholesaler   

(3) distribution channel  (4) logistics   

miHkksäk ;k O;kolkf;d mi;ksxdrkZ }kjk mi;ksx ;k miHkksx ds fy, mRikn ;k lsok 
miyC/k djkus dh çfØ;k esa 'kkfey vU;ksU;kfJr laxBuksa ds ,d lsV dks dgk tkrk gS % 
(1) QqVdj foØsrk (2) Fkksd O;kikjh  
(3) forj.k çokg  (4) jln  

30. ………… beliefs and values are open to some degree of change .  

(1) Crucial  (2) Core  (3) Primary  (4) Secondary 

ekU;rk,¡ vkSj ewY; dqN gn rd ifjorZu ds fy, [kqys gSaA 
(1) egRoiw.kZ (2) dksj (3) eq[; (4) ek/;fed 

31. In evaluating messages for advertising, telling how the product is better than the 

competing brands aims at making the ad : 

(1) meaningful (2) distinctive    

(3) believable  (4) remembered  

foKkiu ds fy, lans'kksa dk ewY;kadu djus esa] ;g crkuk fd foKkiu cukus ds fy, 
çfrLi/khZ czkaMksa ls mRikn dSls csgrj gS % 
(1) lkFkZd (2) fof'k"V  
(3) fo'okl djus ;ksX; (4) ;kn j[kuk 

32. Even though buying roles in the family change constantly, the .............. has 

traditionally been the main purchasing agent for the  family . 

(1) wife  (2) husband  

(3) teenage children  (4) grandparent 

Hkys gh ifjokj esa Hkwfedk,a yxkrkj cnyrh jgrh gSa] -------------- ijaijkxr :i ls 
ifjokj ds fy, eq[; [kjhn ,tsaV jgk gSA 
(1) choh  (2) ifr 
(3) fd'kksj cPps (4) nknk&nknh 

33. A price reduction to buyers who buy in large volumes is called a(n) : 

(1) quantity discount   (2) cash discount  

(3) seasonal discount  (4) trade discount  

cM+h ek=k esa [kjhnus okys [kjhnkjksa dks ewY; esa deh dks dgk tkrk gS % 
(1) ek=k NwV  (2) udn NwV  
(3) ekSleh NwV (4) O;kikj NwV  
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34. A company is practicing ............................. if it focuses on subsegments with 

distinctive traits that may seek a special combination of benefits . 

(1) micromarketing (2) niche marketing 

(3) mass marketing (4) segment marketing 

,d daiuh çSfDVl dj jgh gS ---------------- vxj ;g fof'k"V y{k.kksa ds lkFk 
lclsxesUV~l ij /;ku dsafær djrk gS tks ykHk ds ,d fo'ks"k la;kstu dh ryk'k dj 
jgs gSaA 
(1) ekbØksekdsZfVax (2) vkyk foi.ku 
(3) cM+s iSekus ij ekdsZfVax (4) [kaM foi.ku 

35. All of the following are commonly recognized promotion budget formats EXCEPT : 

(1) the affordable method (2) the LIFO method 

(3) the percentage - of - sales method (4) the objective - and - task method 

fuEufyf[kr lHkh vke rkSj ij ekU;rk çkIr çpkj ctV çk:i gSa] flok; % 
(1) lLrh fof/k (2) LIFO fof/k 
(3) çfr'kr-fcØh fof/k (4) mís';&vkSj&dk;Z fof/k 

36. When a company reviews sales , costs , and profit projections for a new product to find 

out whether these factors satisfy the company's objectives , they are in which of the 

following new process development stages ? 

(1) Concept development and testing  (2) Commercialization  

(3) Business analysis  (4) Marketing strategy development  

tc dksbZ daiuh fdlh u, mRikn ds fy, fcØh] ykxr vkSj ykHk ds vuqekuksa dh 
leh{kk djrh gS] rks ;g irk yxkus ds fy, fd D;k ;s dkjd daiuh ds mís';ksa dks iwjk 
djrs gSa] os fuEufyf[kr ubZ çfØ;k fodkl pj.kksa esa ls fdlesa gSa \ 
(1) vo/kkj.kk fodkl vkSj ijh{k.k (2) O;kolk;hdj.k 
(3) O;kikj fo'ys"k.k  (4) foi.ku j.kuhfr fodkl 

37. The fact that services cannot be stored for later use or sale, is evidence of their :  

(1) intangibility  (2) inseparability (3) variability  (4) perishability  

;g rF; fd lsokvksa dks ckn esa mi;ksx ;k fcØh ds fy, laxzghr ugha fd;k tk ldrk 
gS] ;g mudh ----------- dk lk{; gSaA 
(1) vewrZrk (2) vfoHkkT;rk (3) ifjorZu'khyrk (4) Hkaxqjrk 

38. ……….. is the concept under which a company carefully integrates and coordinates its 

many communications channels to deliver a clear, consistent, and compelling message 

about the organization and its products. 

(1) The promotion mix 

(2) Integrated international affairs 

(3) Integrated marketing communications  

(4) Integrated demand characteristics 



10 A 

94542/(A)  

----------- og vo/kkj.kk gS ftlds rgr ,d daiuh vius dbZ lapkj pSuyksa dks 
laxBu vkSj mlds mRiknksa ds ckjs esa Li"V] lqlaxr vkSj lEeksgd lans'k nsus ds fy, 
lko/kkuhiwoZd lefUor djrh gSA 

(1) inksUufr feJ.k 

(2) ,dh—r varjkZ"Vªh; ekeys 

(3) ,dh—r foi.ku lapkj 

(4) ,dh—r ekax fo'ks"krk,¡ 

39. A ………… is the way consumers perceive an actual or potential product . 

(1) product idea (2) product image  

(3) product concept  (4) product feature 

,d ------------- og rjhdk gS ftlls miHkksäk ,d okLrfod ;k laHkkfor mRikn dk 
vuqHko djrs gSaA 
(1) mRikn dk fopkj (2) mRikn dk fp= 
(3) mRikn dh vo/kkj.kk (4) mRikn lqfo/kk 

40. If your company were to make a product such as a suit of clothes and sold that product 

to a retailer , your company would have sold to the ………… market.  

(1) reseller (2) business (3) government (4) service  

;fn vkidh daiuh dks dksbZ mRikn tSls diM+s dk ,d lwV cukuk gS vkSj ml mRikn dks 
fdlh fjVsyj dks cspk tkrk gS] rks vkidh daiuh dks ----------- cktkj esa cspuk gSA 
(1) iqufoZØsrk (2) O;kikj (3) ljdkj (4) lsok 

41. The course of a product's sales and profits over its lifetime is called :  

(1) the sales chart  (2) the dynamic growth curve  

(3) the adoption cycle  (4) the product life cycle  

fdlh mRikn dh fcØh vkSj mlds thoudky esa gksus okys equkQs dks dgk tkrk gS %  

(1) fcØh pkVZ (2) xfr'khy fodkl oØ 

(3) nÙkd pØ (4) mRikn thou pØ 

42. The place in the business buying behavior model where interpersonal and individual 

influences might interact is called the :  

(1) environment   (2) response   (3) stimuli   (4) buying center  

O;olk; [kjhnus okys O;ogkj ekWMy esa og LFkku tgk¡ ikjLifjd vkSj O;fäxr çHkko 
vkil esa tqM+ ldrs gSa] dgk tkrk gS % 
(1) okrkoj.k  (2) çfrfØ;k (3) mÙkstuk (4) [kjhn dsaæ 
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43. One common misuse of marketing research findings in contemporary business is the 

tendency for marketing research to : 

(1) become a vehicle for pitching the sponsor's products  

(2) become a vehicle for discriminating in the marketplace  

(3) become a means for raising prices  

(4) become a means for unfair competition  

ledkyhu O;kikj esa foi.ku vuqla/kku fu"d"kksaZ dk ,d vke nq#i;ksx foi.ku 
vuqla/kku ds fy, ço`fÙk gS % 
(1) çk;kstd ds mRiknksa dks fip djus ds fy, ,d okgu cusa 
(2) cktkj esa HksnHkko ds fy, ,d okgu cusa 
(3) dhersa c<+kus dk ,d lk/ku cusa 
(4) vuqfpr çfrLi/kkZ dk ,d lk/ku cusa 

44. 
............................ has the advantage of being high in selectivity; low cost; immediacy; 

and interactive capabilities. 

(1) Direct Mail  (2) Outdoor  (3) Online  (4) Radio  

----------- esa p;ukRedrk esa mPp gksus] de ykxr lfUudVrk vkSj ijLij {kerkvksa 
dk ykHk gSA  
(1) lh/kk lans'k (2) ?kj ds ckgj (3) vkuykbu (4) jsfM;ks 

45. 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 

mPp ekdZvi vkSj mPp ek=k ds chp dk pquko fuEufyf[kr [kqnjk foi.ku fu.kZ;ksa esa 
ls fdldk fgLlk gS \ 
(1) cktkj ds fu.kZ;ksa dks yf{kr djsa  
(2) mRikn oxhZdj.k vkSj lsokvksa ds fu.kZ; 
(3) ewY; fu/kkZj.k ds QSlys  
(4) inksUufr ds QSlys 

46. А …………… is any activity or benefit offered for sale that is essentially intangible 

and does not result in the ownership of anything. 

(1) demand  (2) basic staple (3) product  (4) service  

------------  fcØh ds fy, nh tkus okyh dksbZ xfrfof/k ;k ykHk gS tks vfuok;Z :i ls 
vewrZ gS vkSj fdlh Hkh pht ds LokfeRo esa ifj.kke ugha djrk gSA 
(1) ekax  (2) ewy LVsiy (3) mRikn (4) lsok 
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47. The goal of the marketing logistics system should be to provide :  

(1) a targeted level of promotional support  

(2) a targeted level of customer service at the least cost  

(3) a targeted level of transportation expense ratio   

(4) a targeted level of field support  

foi.ku jln ç.kkyh dk y{; fuEu dks çnku djuk gksuk pkfg, % 
(1) çpkjd leFkZu dk ,d yf{kr Lrj 
(2) de ls de ykxr ij xzkgd lsok dk yf{kr Lrj 
(3) ifjogu O;; vuqikr dk ,d yf{kr Lrj 
(4) {ks= leFkZu dk ,d yf{kr Lrj 

48. Technological advances , shifts in consumer tastes , and increased competition , all of 

which reduce demand for a product are typical of which stage in the PLC ? 

(1) decline stage  (2) introduction stage 

(3) growth stage  (4) maturity stage 

rduhdh çxfr] miHkksäk Lokn esa cnyko] vkSj c<+h gqbZ çfrLi/kkZ] ftuesa ls lHkh ,d 
mRikn dh ekax dks de djrs gSa] ih,ylh esa fdl voLFkk ds fy, fof'k"V gSa \ 
(1) fxjkoV dh voLFkk (2) ifjp; voLFkk 
(3) o`f) voLFkk (4) ifjiDork voLFkk 

49. The last stage in the selling process is the ………. stage. 

(1) approach (2) handling objections 

(3) closing (4) follow - up 

foØ; çfØ;k dk vafre pj.k ----------- pj.k gSA 
(1) igq¡p (2) vkifÙk;ksa ij dkjZokbZ 
(3) lekiu (4) tk¡p djuk 

50. Marketers are sometimes accused of deceptive practices that lead consumers to believe 

they will get more value than they actually do. ………… includes practices such as 

falsely advertising. 

(1) Deceptive promotion (2) Deceptive packaging 

(3) Deceptive pricing (4) Deceptive cost structure 

foi.kdksa dHkh&dHkh Hkzked çFkkvksa ds vkjksi yxrs gSa tks miHkksäkvksa dks ;g fo'okl 
djus ds fy, çsfjr djrs gSa fd os okLro esa os ftruk djrs gSa mlls vf/kd ewY; çkIr 
djsaxsA ---------- esa >wBs foKkiu tSls vH;kl 'kkfey gSaA 
(1) Hkzked çpkj (2) Hkzked iSdsftax 
(3) Hkzked ewY; fu/kkZj.k (4) Hkzked ykxr lajpuk 
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1. Which of the following information forms available to the hospitality manager can 

usually be accessed more quickly and cheaply than other information sources ? 

(1) Marketing intelligence (2) Marketing research 

(3) Customer profiles  (4) Internal databases  

vkfrF; çca/kd ds fy, miyC/k fuEu lwpuk :iksa esa ls dkSu lk vkerkSj ij vU; 
lwpuk lzksrksa dh rqyuk esa vf/kd rsth ls vkSj lLrs esa igq¡pk tk ldrk gS \ 
(1) cktkj lEcU/kh le> (2) foi.ku vuqla/kku 

(3) xzkgd çksQkby (4) vkarfjd MsVkcsl 

2. That the hospitality company that overlooks new and better ways to do things will 

eventually lose customers to another company that has found a better way of serving 

customer needs is a major tenet of : 

(1) innovative servicing  (2) consumer - oriented marketing  

(3) value marketing  (4) sense - of - mission marketing  

og vkfrF; daiuh tks phtksa dks djus ds fy,] vkSj csgrj rjhdksa dh vuns[kh djrh 
gS vkSj varr% xzkgdksa dks fdlh vU; daiuh dks [kks nsxh] ftlus xzkgdksa dh t:jrksa dks 
iwjk djus dk ,d csgrj rjhdk <wa< fy;k gS % 
(1) vfHkuo lfoZflax (2) miHkksäk mUeq[k foi.ku 
(3) ewY; foi.ku (4) Hkkouk & fe'ku foi.ku 

3. In determining sales force size of hospitality company , when a company groups 

accounts into different size classes and then determines the number of people needed to 

call on them the desired number of times , it is called the : 

(1) key - size approach  (2) work - load approach  

(3) product - need approach  (4) call - service approach  

vkfrF; daiuh ds fcØh cy ds vkdkj dks fu/kkZfjr djus esa] tc dksbZ daiuh fofHkUu 
vkdkj ds oxksaZ esa lewg cukrh gS vkSj fQj fu/kkZfjr le; ij okafNr la[;k esa yksxksa 
dh la[;k dk fu/kkZj.k djrh gS] rks bls dgk tkrk gS % 
(1) dqath & vkdkj –f"Vdks.k (2) dke & yksM –f"Vdks.k 
(3) mRikn & vko';drk –f"Vdks.k (4) dky & lsok –f"Vdks.k 

4. All of the following would be ways to segment within the category of psychographic 

segmentation EXCEPT :  

(1) social class  (2) occupation  (3) lifestyle  (4) personality  

fuEufyf[kr esa ls lHkh euksoSKkfud foHkktu dh Js.kh esa vkus okys rjhds gksaxs] flok; %  
(1) lkekftd oxZ (2) O;olk; (3) thou 'kSyh (4) O;fäRo 
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5. The ……….. is a person within a reference group who , because of special skills, 

knowledge, personality, or other characteristics, exerts influence on others .  

(1) facilitator  (2) referent actor   

(3) opinion leader  (4) social role player 

---------- ,d lanHkZ lewg ds Hkhrj ,d O;fä gS] tks fo'ks"k dkS'ky] Kku] O;fäRo ;k 
vU; fo'ks"krkvksa ds dkj.k nwljksa ij çHkko Mkyrk gSA 
(1) lqfo/kknkrk (2) lanfHkZr vfHkusrk 
(3) jk; nsus okyk usrk (4) lkekftd Hkwfedk fuHkkus okyk 

6. Describes changes in an individual's behavior arising from experience . 

(1) Modeling  (2) Motivation  (3) Perception (4) Learning 

O;fä ds O;ogkj esa vuqHko ls mRiUu gksus okys ifjorZu dk o.kZu djrk gSA 

(1) ekWMfyax (2) çsj.kk (3) vuqHkwfr (4) vf/kxe 

7. In terms of execution styles , a family seated at the dinner table enjoying the advertised 

product would be an example of which of the following types of advertising ?  

(1) Slice of life  (2) Lifestyle 

(3) Mood or imagery  (4) Personality symbol 

fu"iknu 'kSfy;ksa ds lanHkZ esa] ,d ifjokj foKkiu fd;s x;s mRikn dk vkuan ysrs gq, 
[kkus dh est ij cSBk gksrk gS] oks fuEu çdkj ds foKkiu esa ls ,d mnkgj.k gksxk % 
(1) thou dk fgLlk (2) thou 'kSyh 
(3) euksn'kk ;k dYiuk (4) O;fäRo dk çrhd 

8. ………….. have contractual authority to book entire occupancy of the hotel. 

(1) Selling agents (2) Booking agents 

(3) Manufacturer's agents  (4) Purchasing agents 

---------- gksVy ds laiw.kZ vf/kHkksx dks cqd djus ds fy, lafonk çkf/kdkj gSA 
(1) lsfyax ,tsaV (2) cqfdax ,tsaV 
(3) fuekZrk ds ,tsaV (4) Ø; ,tsaV 

9. The orange juice manufacturers know that orange juice is most often consumed in the 

mornings. However, they would like to change this and make the drink acceptable 

during other time periods during the day. Which form of segmentation would they need 

to work with and establish strategy reflective of their desires ? 

(1) gender segmentation (2) benefit segmentation 

(3) occasion segmentation  (4) age and life - cycle segmentation 
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larjs ds jl fuekZrkvksa dks irk gS fd larjs dk jl lcls vf/kd ckj lqcg esa ih;k 
tkrk gSA gkykafd] os bls cnyuk pkgrs gSa vkSj fnu ds nkSjku vU; le; vof/k esa is; 
dks Lohdk;Z cukuk pkgrs gSaA foHkktu ds fdl :i esa mUgsa viuh bPNkvksa dh 
fparu'khy j.kuhfr ds lkFk dke djus vkSj LFkkfir djus dh vko';drk gksxh \ 
(1) fyax foHkktu (2) ykHk foHkktu 

(3) volj foHkktu (4) vk;q vkSj thou&pØ foHkktu 

10. Successful service companies focus their attention on both their customers and their 

employees. They understand which links service firm profits with employee and 

customer satisfaction : 

(1) internal marketing (2) service - profit chains 

(3) interactive marketing (4) service differentiation 

lQy lsok daifu;ka vius xzkgdksa vkSj deZpkfj;ksa nksuksa ij viuk /;ku dsafær djrh 
gSaA os le>rs gSa fd deZpkjh vkSj xzkgd larqf"V ds lkFk dkSu lh lsok QeZ ykHk dks 
tksM+rh gS % 
(1) vkarfjd foi.ku (2) lsok & ykHk Ük`a[kyk 
(3) laoknewyd O;kikj (4) lsok HksnHkko  

11. ………… consists of dividing a market into distinct groups of buyers on the basis of 

needs, characteristics, or behavior who might require separate products or marketing 

mixes.  

(1) Product differentiation  (2) Market segmentation 

(3) Market targeting (4) Market positioning  

----------- cktkj dks t:jrksa] fo'ks"krkvksa ;k O;ogkj ds vk/kkj ij [kjhnkjksa ds 
vyx&vyx lewgksa esa foHkkftr djuk 'kkfey gS] ftUgsa vyx&vyx mRiknksa ;k foi.ku 
feJ.kksa dh vko';drk gks ldrh gSA 
(1) mRikn esa fHkUurk (2) cktkj foHkktu 
(3) cktkj y{;hdj.k (4) cktkj dh fLFkfr 

12. ......................... is a principle of enlightened marketing that requires that a company 

seek real product and marketing improvements . 

 (1) Innovative marketing  (2) Consumer - oriented marketing 

 (3) Value marketing  (4) Sense - of - mission marketing  

------------------------- çcq) foi.ku dk ,d fl)kar gS ftlds fy, vko';d gS fd 
,d daiuh okLrfod mRikn vkSj foi.ku lq/kkj dh ryk'k djsA 

(1) vfHkuo foi.ku (2) miHkksäk mUeq[k foi.ku 

(3) ewY; foi.ku (4) lsUl-vkWQ-fe'ku ekdsZfVax 
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13. ...................... is the process of evaluating each market segment's attractiveness and 

selecting one or more segments to enter. 

(1) Mass marketing (2) Market segmentation 

(3) Market targeting (4) Market positioning 

------------------------- çR;sd cktkj [kaM ds vkd"kZ.k dk ewY;kadu djus vkSj ços'k 
djus ds fy, ,d ;k vf/kd [kaMksa ds p;u dh çfØ;k gSA 
(1) cM+s iSekus ij ekdsZfVax (2) cktkj foHkktu 
(3) cktkj y{;hdj.k (4) cktkj dh fLFkfr 

14. The fact that services are sold, produced, and consumed at the same time refers to 

which of the following service characteristics ? 

(1) Intangibility (2) Inseparability (3) Variability (4) Perishability  

;g rF; fd ,d gh le; esa lsokvksa dh fcØh] mRiknu vkSj miHkksx fd;k tkrk gS] 
fuEufyf[kr esa ls dkSu lh lsok fo'ks"krkvksa dks lanfHkZr djrk gS \ 
(1) vLi`';rk (2) vfo;ksT;rk (3) ifjorZu'khyrk (4) Hkaxqjrk  

15. ...................... factors are the most popular bases for segmenting customer groups .  

(1) Geographic (2) Demographic (3) Psychographic (4) Behavioral 

xzkgd lewgksa dks foHkkftr djus ds fy, ---------------------- dkjd lcls yksdfç; 
vk/kkj gSaA 
(1) T;ksxzkfQd (2) tulkaf[;dh; (3) euksoSKkfud (4) O;ogkj 

16. The stage is the product life cycle that focuses on expanding market and creating 

product awareness and trial is the : 

(1) decline stage  (2) introduction stage   

(3) growth stage  (4) maturity stage  

---------- mRikn thou pØ gS tks cktkj dk foLrkj djus vkSj mRikn tkx:drk vkSj 
ijh{k.k djus ij dsafær gSA 
(1) fxjkoV dh voLFkk (2) ifjp; voLFkk 
(3) o`f) voLFkk (4) ifjiDork voLFkk   

17. Which of the following promotional budget methods wrongly views sales as the cause 

of promotion rather than as the result ? 

(1) Affordable method  (2) Percentage - of - Sales method 

(3) Competitive - parity method (4) Objective - and - task method  

fuEufyf[kr esa ls dkSu-lk çpkjd ctV rjhds fcØh dks ifj.kke ds ctk; inksUufr dk 
dkj.k ekurs gSa \ 
(1) lLrh fof/k (2) çfr'kr & fcØh dk rjhdk 
(3) çfr;ksxh & lerk fof/k (4) mís'; & vkSj & dk;Z fof/k 



B  5 

94542/(B)  P. T. O. 

18. .......................... is setting the price steps between various products in a product line 

based on cost differences between the products, customer evaluations of different 

features , and competitors ' prices . 

(1) Optional - product pricing (2) Captive - product pricing 

(3) Product line pricing (4) By - product pricing 

---------- mRikn] xzkgd ds chp ykxr varj ds vk/kkj ij mRikn ykbu esa fofHkUu 
mRiknksa ds chp ewY; pj.k fu/kkZfjr dj jgk gS fofHkUu fo'ks"krkvksa] vkSj çfr;ksfx;ksa dh 
dherksa dk ewY;kaduA 
(1) oSdfYid & mRikn ewY; fu/kkZj.k (2) dSfIVo & mRikn ewY; fu/kkZj.k 
(3) mRikn ykbu ewY; fu/kkZj.k (4) ckb & mRikn ewY; fu/kkZj.k 

19. A set of interdependent organizations involved in the process of making a product or 

service available for use or consumption by the consumer or business user is called a(n) :  

(1) retailer  (2) wholesaler   

(3) distribution channel  (4) logistics   

miHkksäk ;k O;kolkf;d mi;ksxdrkZ }kjk mi;ksx ;k miHkksx ds fy, mRikn ;k lsok 
miyC/k djkus dh çfØ;k esa 'kkfey vU;ksU;kfJr laxBuksa ds ,d lsV dks dgk tkrk gS % 
(1) QqVdj foØsrk (2) Fkksd O;kikjh  
(3) forj.k çokg  (4) jln  

20. ………… beliefs and values are open to some degree of change .  

(1) Crucial  (2) Core  (3) Primary  (4) Secondary 

ekU;rk,¡ vkSj ewY; dqN gn rd ifjorZu ds fy, [kqys gSaA 
(1) egRoiw.kZ (2) dksj (3) eq[; (4) ek/;fed 

21. In evaluating messages for advertising, telling how the product is better than the 

competing brands aims at making the ad : 

(1) meaningful (2) distinctive    

(3) believable  (4) remembered  

foKkiu ds fy, lans'kksa dk ewY;kadu djus esa] ;g crkuk fd foKkiu cukus ds fy, 
çfrLi/khZ czkaMksa ls mRikn dSls csgrj gS % 
(1) lkFkZd (2) fof'k"V  

(3) fo'okl djus ;ksX; (4) ;kn j[kuk 

22. Even though buying roles in the family change constantly, the .............. has 

traditionally been the main purchasing agent for the  family . 

(1) wife  (2) husband  

(3) teenage children  (4) grandparent 
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Hkys gh ifjokj esa Hkwfedk,a yxkrkj cnyrh jgrh gSa] -------------- ijaijkxr :i ls 
ifjokj ds fy, eq[; [kjhn ,tsaV jgk gSA 
(1) choh  (2) ifr 
(3) fd'kksj cPps (4) nknk&nknh 

23. A price reduction to buyers who buy in large volumes is called a(n) : 

(1) quantity discount   (2) cash discount  

(3) seasonal discount  (4) trade discount  

cM+h ek=k esa [kjhnus okys [kjhnkjksa dks ewY; esa deh dks dgk tkrk gS % 
(1) ek=k NwV  (2) udn NwV  
(3) ekSleh NwV (4) O;kikj NwV  

24. A company is practicing ............................. if it focuses on subsegments with 

distinctive traits that may seek a special combination of benefits . 

(1) micromarketing (2) niche marketing 

(3) mass marketing (4) segment marketing 

,d daiuh çSfDVl dj jgh gS ---------------- vxj ;g fof'k"V y{k.kksa ds lkFk 
lclsxesUV~l ij /;ku dsafær djrk gS tks ykHk ds ,d fo'ks"k la;kstu dh ryk'k dj 
jgs gSaA 
(1) ekbØksekdsZfVax (2) vkyk foi.ku 
(3) cM+s iSekus ij ekdsZfVax (4) [kaM foi.ku 

25. All of the following are commonly recognized promotion budget formats EXCEPT : 

(1) the affordable method (2) the LIFO method 

(3) the percentage - of - sales method (4) the objective - and - task method 

fuEufyf[kr lHkh vke rkSj ij ekU;rk çkIr çpkj ctV çk:i gSa] flok; % 
(1) lLrh fof/k (2) LIFO fof/k 
(3) çfr'kr-fcØh fof/k (4) mís';&vkSj&dk;Z fof/k 

26. When a company reviews sales , costs , and profit projections for a new product to find 

out whether these factors satisfy the company's objectives , they are in which of the 

following new process development stages ? 

(1) Concept development and testing  (2) Commercialization  

(3) Business analysis  (4) Marketing strategy development  

tc dksbZ daiuh fdlh u, mRikn ds fy, fcØh] ykxr vkSj ykHk ds vuqekuksa dh 
leh{kk djrh gS] rks ;g irk yxkus ds fy, fd D;k ;s dkjd daiuh ds mís';ksa dks iwjk 
djrs gSa] os fuEufyf[kr ubZ çfØ;k fodkl pj.kksa esa ls fdlesa gSa \ 
(1) vo/kkj.kk fodkl vkSj ijh{k.k (2) O;kolk;hdj.k 
(3) O;kikj fo'ys"k.k  (4) foi.ku j.kuhfr fodkl 
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27. The fact that services cannot be stored for later use or sale, is evidence of their :  

(1) intangibility  (2) inseparability (3) variability  (4) perishability  

;g rF; fd lsokvksa dks ckn esa mi;ksx ;k fcØh ds fy, laxzghr ugha fd;k tk ldrk 
gS] ;g mudh ----------- dk lk{; gSaA 
(1) vewrZrk (2) vfoHkkT;rk (3) ifjorZu'khyrk (4) Hkaxqjrk 

28. ……….. is the concept under which a company carefully integrates and coordinates its 

many communications channels to deliver a clear, consistent, and compelling message 

about the organization and its products. 

(1) The promotion mix 

(2) Integrated international affairs 

(3) Integrated marketing communications  

(4) Integrated demand characteristics 

----------- og vo/kkj.kk gS ftlds rgr ,d daiuh vius dbZ lapkj pSuyksa dks 
laxBu vkSj mlds mRiknksa ds ckjs esa Li"V] lqlaxr vkSj lEeksgd lans'k nsus ds fy, 
lko/kkuhiwoZd lefUor djrh gSA 
(1) inksUufr feJ.k 
(2) ,dh—r varjkZ"Vªh; ekeys 
(3) ,dh—r foi.ku lapkj 
(4) ,dh—r ekax fo'ks"krk,¡ 

29. A ………… is the way consumers perceive an actual or potential product . 

(1) product idea (2) product image  

(3) product concept  (4) product feature 

,d ------------- og rjhdk gS ftlls miHkksäk ,d okLrfod ;k laHkkfor mRikn dk 
vuqHko djrs gSaA 
(1) mRikn dk fopkj (2) mRikn dk fp= 
(3) mRikn dh vo/kkj.kk (4) mRikn lqfo/kk 

30. If your company were to make a product such as a suit of clothes and sold that product 

to a retailer , your company would have sold to the ………… market.  

(1) reseller (2) business (3) government (4) service  

;fn vkidh daiuh dks dksbZ mRikn tSls diM+s dk ,d lwV cukuk gS vkSj ml mRikn dks 
fdlh fjVsyj dks cspk tkrk gS] rks vkidh daiuh dks ----------- cktkj esa cspuk gSA 
(1) iqufoZØsrk (2) O;kikj (3) ljdkj (4) lsok 

31. The course of a product's sales and profits over its lifetime is called :  

(1) the sales chart  (2) the dynamic growth curve  

(3) the adoption cycle  (4) the product life cycle  



8 B 

94542/(B)  

fdlh mRikn dh fcØh vkSj mlds thoudky esa gksus okys equkQs dks dgk tkrk gS %  
(1) fcØh pkVZ (2) xfr'khy fodkl oØ 
(3) nÙkd pØ (4) mRikn thou pØ 

32. The place in the business buying behavior model where interpersonal and individual 

influences might interact is called the :  

(1) environment   (2) response   (3) stimuli   (4) buying center  

O;olk; [kjhnus okys O;ogkj ekWMy esa og LFkku tgk¡ ikjLifjd vkSj O;fäxr çHkko 
vkil esa tqM+ ldrs gSa] dgk tkrk gS % 
(1) okrkoj.k  (2) çfrfØ;k (3) mÙkstuk (4) [kjhn dsaæ 

33. One common misuse of marketing research findings in contemporary business is the 

tendency for marketing research to : 

(1) become a vehicle for pitching the sponsor's products  

(2) become a vehicle for discriminating in the marketplace  

(3) become a means for raising prices  

(4) become a means for unfair competition  

ledkyhu O;kikj esa foi.ku vuqla/kku fu"d"kksaZ dk ,d vke nq#i;ksx foi.ku 
vuqla/kku ds fy, ço`fÙk gS % 
(1) çk;kstd ds mRiknksa dks fip djus ds fy, ,d okgu cusa 
(2) cktkj esa HksnHkko ds fy, ,d okgu cusa 
(3) dhersa c<+kus dk ,d lk/ku cusa 
(4) vuqfpr çfrLi/kkZ dk ,d lk/ku cusa 

34. 
............................ has the advantage of being high in selectivity; low cost; immediacy; 

and interactive capabilities. 

(1) Direct Mail  (2) Outdoor  (3) Online  (4) Radio  

----------- esa p;ukRedrk esa mPp gksus] de ykxr lfUudVrk vkSj ijLij {kerkvksa 
dk ykHk gSA  
(1) lh/kk lans'k (2) ?kj ds ckgj (3) vkuykbu (4) jsfM;ks 

35. 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 
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mPp ekdZvi vkSj mPp ek=k ds chp dk pquko fuEufyf[kr [kqnjk foi.ku fu.kZ;ksa esa 
ls fdldk fgLlk gS \ 
(1) cktkj ds fu.kZ;ksa dks yf{kr djsa  
(2) mRikn oxhZdj.k vkSj lsokvksa ds fu.kZ; 
(3) ewY; fu/kkZj.k ds QSlys  
(4) inksUufr ds QSlys 

36. А …………… is any activity or benefit offered for sale that is essentially intangible 

and does not result in the ownership of anything. 

(1) demand  (2) basic staple (3) product  (4) service  

------------  fcØh ds fy, nh tkus okyh dksbZ xfrfof/k ;k ykHk gS tks vfuok;Z :i ls 
vewrZ gS vkSj fdlh Hkh pht ds LokfeRo esa ifj.kke ugha djrk gSA 
(1) ekax  (2) ewy LVsiy (3) mRikn (4) lsok 

37. The goal of the marketing logistics system should be to provide :  

(1) a targeted level of promotional support  

(2) a targeted level of customer service at the least cost  

(3) a targeted level of transportation expense ratio   

(4) a targeted level of field support  

foi.ku jln ç.kkyh dk y{; fuEu dks çnku djuk gksuk pkfg, % 
(1) çpkjd leFkZu dk ,d yf{kr Lrj 

(2) de ls de ykxr ij xzkgd lsok dk yf{kr Lrj 
(3) ifjogu O;; vuqikr dk ,d yf{kr Lrj 

(4) {ks= leFkZu dk ,d yf{kr Lrj 

38. Technological advances , shifts in consumer tastes , and increased competition , all of 

which reduce demand for a product are typical of which stage in the PLC ? 

(1) decline stage  (2) introduction stage 

(3) growth stage  (4) maturity stage 

rduhdh çxfr] miHkksäk Lokn esa cnyko] vkSj c<+h gqbZ çfrLi/kkZ] ftuesa ls lHkh ,d 
mRikn dh ekax dks de djrs gSa] ih,ylh esa fdl voLFkk ds fy, fof'k"V gSa \ 
(1) fxjkoV dh voLFkk (2) ifjp; voLFkk 
(3) o`f) voLFkk (4) ifjiDork voLFkk 

39. The last stage in the selling process is the ………. stage. 

(1) approach (2) handling objections 

(3) closing (4) follow - up 
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foØ; çfØ;k dk vafre pj.k ----------- pj.k gSA 
(1) igq¡p (2) vkifÙk;ksa ij dkjZokbZ 
(3) lekiu (4) tk¡p djuk 

40. Marketers are sometimes accused of deceptive practices that lead consumers to believe 

they will get more value than they actually do. ………… includes practices such as 

falsely advertising. 

(1) Deceptive promotion (2) Deceptive packaging 

(3) Deceptive pricing (4) Deceptive cost structure 

foi.kdksa dHkh&dHkh Hkzked çFkkvksa ds vkjksi yxrs gSa tks miHkksäkvksa dks ;g fo'okl 
djus ds fy, çsfjr djrs gSa fd os okLro esa os ftruk djrs gSa mlls vf/kd ewY; çkIr 
djsaxsA ---------- esa >wBs foKkiu tSls vH;kl 'kkfey gSaA 
(1) Hkzked çpkj (2) Hkzked iSdsftax 
(3) Hkzked ewY; fu/kkZj.k (4) Hkzked ykxr lajpuk 

41. The fact that services cannot be seen, tasted, felt, or smelled relates to which service 

characteristic ? 

(1) perishability (2) intangibility (3) inseparability (4) variability 

;g rF; fd lsokvksa dks ns[kk] p[kk] eglwl ugha tk ldrk gS] lw¡?kk ugha tk ldrk gS] 
fdl lsok fo'ks"krk ls lacaf/kr gS \ 
(1) isfj'kfcfyVh (2) vewrZrk (3) vfoHkkT;rk (4) ifjorZu'khyrk 

42. The fact that a business traveler will have a very positive check - in experience during 

one stay at a hotel and then a very negative check - in experience the next time is an 

issue related to which service characteristic ? 

(1) variability (2) inseparability (3) perishability (4) intangibility 

;g rF; fd] ,d O;olk; ;k=h dh ,d cgqr gh ldkjkRed tkap gksxh & ,d gksVy esa 
jgus ds nkSjku vuqHko vkSj fQj ,d cgqr gh udkjkRed tkap & vuqHko esa vxyh 
ckj fdl lsok fo'ks"krk ls lacaf/kr eqík gS \ 
(1) ifjorZu'khyrk (2) vfoHkkT;rk (3) isfj'kfcfyVh (4) vewrZrk 

43. If you manage a 200 - room hotel , and only sell 150 rooms tonight , you can't stockpile 

the extra 50 rooms to sell tomorrow . This is a problem with the of services : 

(1) inseparability (2) perishability (3) variability (4) intangibility 

;fn vki ,d 200 dejs ds gksVy dk çca/ku djrs gSa] vkSj dsoy 150 dejs vkt jkr 
dks csprs gSa] rks vki dy cspus ds fy, vfrfjä 50 dejksa dk HkaMkj ugha dj ldrsA 
;g lsokvksa ds lkFk ,d leL;k gSA 
(1) vfoHkkT;rk (2) isfj'kfcfyVh (3) ifjorZu'khyrk (4) vewrZrk 
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44. We as customers cannot take service on a "test drive", meaning we cannot evaluate 

them before we use them . This is a problem with the of the service. 

(1) inseparability (2) variability (3) intangibility (4) perishability 

ge xzkgdksa dks ^^VsLV Mªkbo** ij lsok ugha ns ldrs] bldk vFkZ gS fd ge mudk 
mi;ksx djus ls igys mudk ewY;kadu ugha dj ldrsA ;g lsok ds lkFk ,d leL;k 
gS % 

(1) vfoHkkT;rk (2) ifjorZu'khyrk (3) vewrZrk (4) isfj'kfcfyVh 

45. Because services are characterized by the issue of inseparability , service providers will 

often have to :  

(1) lower their prices  (2) train the customers 

(3) reduce inventory  (4) minimize the inseparability issue  

D;ksafd lsokvksa dks vfoHkkT;rk ds eqís dh fo'ks"krk gS] lsok çnkrkvksa dks vDlj ;g 
djuk gksxk % 
(1) mudh dhersa de djsa (2) xzkgdksa dks çf'kf{kr djuk 
(3) bUosaVªh dks de djsa (4) vfoHkkT; leL;k dks de ls de djsa 

46. Which of the following is not a link in the service - product chain ? 

(1) Greater service value 

(2) Satisfied and productive service employees 

(3) Increasingly intangible services 

(4) Healthy service profits and growth 

fuEufyf[kr esa ls dkSu ,d fyad ughaughaughaugha  gS lsok & mRikn J`a[kyk esa \ 
(1) xzzsVj lsok ewY; 
(2) larq"V vkSj mRiknd lsok deZpkjh 
(3) c<+ jgh vewrZ lsok 
(4) LoLFk lsok ykHk vkSj fodkl 

47. Perhaps the best measure of service quality is : 

(1) Low employee turnover  (2) Customer retention  

(3) Profitability  (4) Total sales  

'kk;n lsok dh xq.koÙkk dk lcls vPNk mik; gS % 
(1) de deZpkjh dk dkjksckj (2) xzkgd çfr/kkjd 
(3) ykHkçnrk (4) dqy fcØh 
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48. Which of the following statements is false ? 

(1) CRM combines marketing, business strategy and information technology to better 

understand customers.  

(2) One goal of CRM is to make switching costs high.  

(3) CRM calls for developing unique and lasting relationships with customers. 

(4) The use of CRM in the hospitality industry appears to be strong. 

fuEufyf[kr esa ls dkSu-lk dFku vlR;vlR;vlR;vlR;  gS \ 
(1) CRM xzkgdksa dks csgrj le>us ds fy, foi.ku] O;olk; j.kuhfr vkSj lwpuk 

çkS|ksfxdh dks tksM+rh gSA 
(2) lhvkj,e dk ,d mn~ns'; fLofpax ykxr dks mPp cukuk gSA 
(3) lhvkj,e xzkgdksa ds lkFk vf}rh; vkSj LFkk;h laca/k fodflr djus ds fy, dgrk 

gSA 
(4) vkfrF; m|ksx esa lhvkj,e dk mi;ksx etcwr çrhr gksrk gS 

49. A casino employee's uniform or a restaurant's fancy front lobbies are a means of : 

(1) Overspending on the part of the service provider  

(2) Tangibilizing the service  

(3) Paying attention to the perishability of the service  

(4) Creating overly high expectations on the part of the customer  

,d dSlhuks deZpkjh dh onhZ ;k ,d jsLrjka ds QSalh ÝaV ykch ,d lk/ku gSa % 
(1) lsok çnkrk ds fgLls ij vksojLisafMax 
(2) lsok dks VSathcykbt djuk 
(3) lsok dh vLi"Vrk ij /;ku nsuk 
(4) xzkgd dh vksj ls vR;f/kd mPp mEehnsa cukuk 

50. Studies have shown the best way to deal with service failure is to : 

(1) give the unhappy customer timely information regarding the failure . 

(2) refund the customer's money whenever a failure occurs . 

(3) replace the unhappy customer with a happier one . 

(4) ignore the failure in the hopes the customer will forget about it . 

v/;;uksa us lsok foQyrk ls fuiVus dk lcls vPNk rjhdk fn[kk;k gS % 
(1) nq[kh xzkgd dks foQyrk ds laca/k esa le; ij tkudkjh nsa 
(2) foQyrk gksus ij xzkgd ds iSls okil djsa 
(3) nq[kh xzkgd dks ,d [kq'kgky ds lkFk cnysa 
(4) xzkgdksa dks blds ckjs esa Hkwy tkus ds mEehn esa foQyrk dks utjvankt djsa 
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1. ………… consists of dividing a market into distinct groups of buyers on the basis of 

needs, characteristics, or behavior who might require separate products or marketing 

mixes.  

(1) Product differentiation  (2) Market segmentation 

(3) Market targeting (4) Market positioning  

----------- cktkj dks t:jrksa] fo'ks"krkvksa ;k O;ogkj ds vk/kkj ij [kjhnkjksa ds 
vyx&vyx lewgksa esa foHkkftr djuk 'kkfey gS] ftUgsa vyx&vyx mRiknksa ;k foi.ku 
feJ.kksa dh vko';drk gks ldrh gSA 
(1) mRikn esa fHkUurk (2) cktkj foHkktu 
(3) cktkj y{;hdj.k (4) cktkj dh fLFkfr 

2. ......................... is a principle of enlightened marketing that requires that a company 

seek real product and marketing improvements . 

 (1) Innovative marketing  (2) Consumer - oriented marketing 

 (3) Value marketing  (4) Sense - of - mission marketing  

------------------------- çcq) foi.ku dk ,d fl)kar gS ftlds fy, vko';d gS fd 
,d daiuh okLrfod mRikn vkSj foi.ku lq/kkj dh ryk'k djsA 

(1) vfHkuo foi.ku (2) miHkksäk mUeq[k foi.ku 
(3) ewY; foi.ku (4) lsUl-vkWQ-fe'ku ekdsZfVax 

3. ...................... is the process of evaluating each market segment's attractiveness and 

selecting one or more segments to enter. 

(1) Mass marketing (2) Market segmentation 

(3) Market targeting (4) Market positioning 

------------------------- çR;sd cktkj [kaM ds vkd"kZ.k dk ewY;kadu djus vkSj ços'k 
djus ds fy, ,d ;k vf/kd [kaMksa ds p;u dh çfØ;k gSA 
(1) cM+s iSekus ij ekdsZfVax (2) cktkj foHkktu 
(3) cktkj y{;hdj.k (4) cktkj dh fLFkfr 

4. The fact that services are sold, produced, and consumed at the same time refers to 

which of the following service characteristics ? 

(1) Intangibility (2) Inseparability (3) Variability (4) Perishability  

;g rF; fd ,d gh le; esa lsokvksa dh fcØh] mRiknu vkSj miHkksx fd;k tkrk gS] 
fuEufyf[kr esa ls dkSu lh lsok fo'ks"krkvksa dks lanfHkZr djrk gS \ 
(1) vLi`';rk (2) vfo;ksT;rk (3) ifjorZu'khyrk (4) Hkaxqjrk  

5. ...................... factors are the most popular bases for segmenting customer groups .  

(1) Geographic (2) Demographic (3) Psychographic (4) Behavioral 
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xzkgd lewgksa dks foHkkftr djus ds fy, ---------------------- dkjd lcls yksdfç; 
vk/kkj gSaA 
(1) T;ksxzkfQd (2) tulkaf[;dh; (3) euksoSKkfud (4) O;ogkj 

6. The stage is the product life cycle that focuses on expanding market and creating 

product awareness and trial is the : 

(1) decline stage  (2) introduction stage   

(3) growth stage  (4) maturity stage  

---------- mRikn thou pØ gS tks cktkj dk foLrkj djus vkSj mRikn tkx:drk vkSj 
ijh{k.k djus ij dsafær gSA 
(1) fxjkoV dh voLFkk (2) ifjp; voLFkk 
(3) o`f) voLFkk (4) ifjiDork voLFkk   

7. Which of the following promotional budget methods wrongly views sales as the cause 

of promotion rather than as the result ? 

(1) Affordable method  (2) Percentage - of - Sales method 

(3) Competitive - parity method (4) Objective - and - task method  

fuEufyf[kr esa ls dkSu-lk çpkjd ctV rjhds fcØh dks ifj.kke ds ctk; inksUufr dk 
dkj.k ekurs gSa \ 
(1) lLrh fof/k (2) çfr'kr & fcØh dk rjhdk 
(3) çfr;ksxh & lerk fof/k (4) mís'; & vkSj & dk;Z fof/k 

8. 
.......................... is setting the price steps between various products in a product line 

based on cost differences between the products, customer evaluations of different 

features , and competitors ' prices . 

(1) Optional - product pricing (2) Captive - product pricing 

(3) Product line pricing (4) By - product pricing 

---------- mRikn] xzkgd ds chp ykxr varj ds vk/kkj ij mRikn ykbu esa fofHkUu 
mRiknksa ds chp ewY; pj.k fu/kkZfjr dj jgk gS fofHkUu fo'ks"krkvksa] vkSj çfr;ksfx;ksa dh 
dherksa dk ewY;kaduA 
(1) oSdfYid & mRikn ewY; fu/kkZj.k (2) dSfIVo & mRikn ewY; fu/kkZj.k 
(3) mRikn ykbu ewY; fu/kkZj.k (4) ckb & mRikn ewY; fu/kkZj.k 

9. A set of interdependent organizations involved in the process of making a product or 

service available for use or consumption by the consumer or business user is called a(n) :  

(1) retailer  (2) wholesaler   

(3) distribution channel  (4) logistics   

miHkksäk ;k O;kolkf;d mi;ksxdrkZ }kjk mi;ksx ;k miHkksx ds fy, mRikn ;k lsok 
miyC/k djkus dh çfØ;k esa 'kkfey vU;ksU;kfJr laxBuksa ds ,d lsV dks dgk tkrk gS % 
(1) QqVdj foØsrk (2) Fkksd O;kikjh  
(3) forj.k çokg  (4) jln  
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10. ………… beliefs and values are open to some degree of change .  

(1) Crucial  (2) Core  (3) Primary  (4) Secondary 

ekU;rk,¡ vkSj ewY; dqN gn rd ifjorZu ds fy, [kqys gSaA 
(1) egRoiw.kZ (2) dksj (3) eq[; (4) ek/;fed 

11. In evaluating messages for advertising, telling how the product is better than the 

competing brands aims at making the ad : 

(1) meaningful (2) distinctive    

(3) believable  (4) remembered  

foKkiu ds fy, lans'kksa dk ewY;kadu djus esa] ;g crkuk fd foKkiu cukus ds fy, 
çfrLi/khZ czkaMksa ls mRikn dSls csgrj gS % 
(1) lkFkZd (2) fof'k"V  
(3) fo'okl djus ;ksX; (4) ;kn j[kuk 

12. Even though buying roles in the family change constantly, the .............. has 

traditionally been the main purchasing agent for the  family . 

(1) wife  (2) husband  

(3) teenage children  (4) grandparent 

Hkys gh ifjokj esa Hkwfedk,a yxkrkj cnyrh jgrh gSa] -------------- ijaijkxr :i ls 
ifjokj ds fy, eq[; [kjhn ,tsaV jgk gSA 
(1) choh  (2) ifr 
(3) fd'kksj cPps (4) nknk&nknh 

13. A price reduction to buyers who buy in large volumes is called a(n) : 

(1) quantity discount   (2) cash discount  

(3) seasonal discount  (4) trade discount  

cM+h ek=k esa [kjhnus okys [kjhnkjksa dks ewY; esa deh dks dgk tkrk gS % 
(1) ek=k NwV  (2) udn NwV  
(3) ekSleh NwV (4) O;kikj NwV  

14. A company is practicing ............................. if it focuses on subsegments with 

distinctive traits that may seek a special combination of benefits . 

(1) micromarketing (2) niche marketing 

(3) mass marketing (4) segment marketing 

,d daiuh çSfDVl dj jgh gS ---------------- vxj ;g fof'k"V y{k.kksa ds lkFk 
lclsxesUV~l ij /;ku dsafær djrk gS tks ykHk ds ,d fo'ks"k la;kstu dh ryk'k dj 
jgs gSaA 
(1) ekbØksekdsZfVax (2) vkyk foi.ku 
(3) cM+s iSekus ij ekdsZfVax (4) [kaM foi.ku 



4 C 

94542/(C)  

15. All of the following are commonly recognized promotion budget formats EXCEPT : 

(1) the affordable method (2) the LIFO method 

(3) the percentage - of - sales method (4) the objective - and - task method 

fuEufyf[kr lHkh vke rkSj ij ekU;rk çkIr çpkj ctV çk:i gSa] flok; % 
(1) lLrh fof/k (2) LIFO fof/k 
(3) çfr'kr-fcØh fof/k (4) mís';&vkSj&dk;Z fof/k 

16. When a company reviews sales , costs , and profit projections for a new product to find 

out whether these factors satisfy the company's objectives , they are in which of the 

following new process development stages ? 

(1) Concept development and testing  (2) Commercialization  

(3) Business analysis  (4) Marketing strategy development  

tc dksbZ daiuh fdlh u, mRikn ds fy, fcØh] ykxr vkSj ykHk ds vuqekuksa dh 
leh{kk djrh gS] rks ;g irk yxkus ds fy, fd D;k ;s dkjd daiuh ds mís';ksa dks iwjk 
djrs gSa] os fuEufyf[kr ubZ çfØ;k fodkl pj.kksa esa ls fdlesa gSa \ 
(1) vo/kkj.kk fodkl vkSj ijh{k.k (2) O;kolk;hdj.k 
(3) O;kikj fo'ys"k.k  (4) foi.ku j.kuhfr fodkl 

17. The fact that services cannot be stored for later use or sale, is evidence of their :  

(1) intangibility  (2) inseparability (3) variability  (4) perishability  

;g rF; fd lsokvksa dks ckn esa mi;ksx ;k fcØh ds fy, laxzghr ugha fd;k tk ldrk 
gS] ;g mudh ----------- dk lk{; gSaA 
(1) vewrZrk (2) vfoHkkT;rk (3) ifjorZu'khyrk (4) Hkaxqjrk 

18. ……….. is the concept under which a company carefully integrates and coordinates its 

many communications channels to deliver a clear, consistent, and compelling message 

about the organization and its products. 

(1) The promotion mix 

(2) Integrated international affairs 

(3) Integrated marketing communications  

(4) Integrated demand characteristics 

----------- og vo/kkj.kk gS ftlds rgr ,d daiuh vius dbZ lapkj pSuyksa dks 
laxBu vkSj mlds mRiknksa ds ckjs esa Li"V] lqlaxr vkSj lEeksgd lans'k nsus ds fy, 
lko/kkuhiwoZd lefUor djrh gSA 

(1) inksUufr feJ.k 

(2) ,dh—r varjkZ"Vªh; ekeys 

(3) ,dh—r foi.ku lapkj 

(4) ,dh—r ekax fo'ks"krk,¡ 
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19. A ………… is the way consumers perceive an actual or potential product . 

(1) product idea (2) product image  

(3) product concept  (4) product feature 

,d ------------- og rjhdk gS ftlls miHkksäk ,d okLrfod ;k laHkkfor mRikn dk 
vuqHko djrs gSaA 
(1) mRikn dk fopkj (2) mRikn dk fp= 
(3) mRikn dh vo/kkj.kk (4) mRikn lqfo/kk 

20. If your company were to make a product such as a suit of clothes and sold that product 

to a retailer , your company would have sold to the ………… market.  

(1) reseller (2) business (3) government (4) service  

;fn vkidh daiuh dks dksbZ mRikn tSls diM+s dk ,d lwV cukuk gS vkSj ml mRikn dks 
fdlh fjVsyj dks cspk tkrk gS] rks vkidh daiuh dks ----------- cktkj esa cspuk gSA 
(1) iqufoZØsrk (2) O;kikj (3) ljdkj (4) lsok 

21. The course of a product's sales and profits over its lifetime is called :  

(1) the sales chart  (2) the dynamic growth curve  

(3) the adoption cycle  (4) the product life cycle  

fdlh mRikn dh fcØh vkSj mlds thoudky esa gksus okys equkQs dks dgk tkrk gS %  

(1) fcØh pkVZ (2) xfr'khy fodkl oØ 

(3) nÙkd pØ (4) mRikn thou pØ 

22. The place in the business buying behavior model where interpersonal and individual 

influences might interact is called the :  

(1) environment   (2) response   (3) stimuli   (4) buying center  

O;olk; [kjhnus okys O;ogkj ekWMy esa og LFkku tgk¡ ikjLifjd vkSj O;fäxr çHkko 
vkil esa tqM+ ldrs gSa] dgk tkrk gS % 
(1) okrkoj.k  (2) çfrfØ;k (3) mÙkstuk (4) [kjhn dsaæ 

23. One common misuse of marketing research findings in contemporary business is the 

tendency for marketing research to : 

(1) become a vehicle for pitching the sponsor's products  

(2) become a vehicle for discriminating in the marketplace  

(3) become a means for raising prices  

(4) become a means for unfair competition  
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ledkyhu O;kikj esa foi.ku vuqla/kku fu"d"kksaZ dk ,d vke nq#i;ksx foi.ku 
vuqla/kku ds fy, ço`fÙk gS % 
(1) çk;kstd ds mRiknksa dks fip djus ds fy, ,d okgu cusa 
(2) cktkj esa HksnHkko ds fy, ,d okgu cusa 
(3) dhersa c<+kus dk ,d lk/ku cusa 
(4) vuqfpr çfrLi/kkZ dk ,d lk/ku cusa 

24. 
............................ has the advantage of being high in selectivity; low cost; immediacy; 

and interactive capabilities. 

(1) Direct Mail  (2) Outdoor  (3) Online  (4) Radio  

----------- esa p;ukRedrk esa mPp gksus] de ykxr lfUudVrk vkSj ijLij {kerkvksa 
dk ykHk gSA  
(1) lh/kk lans'k (2) ?kj ds ckgj (3) vkuykbu (4) jsfM;ks 

25. 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 

mPp ekdZvi vkSj mPp ek=k ds chp dk pquko fuEufyf[kr [kqnjk foi.ku fu.kZ;ksa esa 
ls fdldk fgLlk gS \ 
(1) cktkj ds fu.kZ;ksa dks yf{kr djsa  
(2) mRikn oxhZdj.k vkSj lsokvksa ds fu.kZ; 
(3) ewY; fu/kkZj.k ds QSlys  
(4) inksUufr ds QSlys 

26. А …………… is any activity or benefit offered for sale that is essentially intangible 

and does not result in the ownership of anything. 

(1) demand  (2) basic staple (3) product  (4) service  

------------  fcØh ds fy, nh tkus okyh dksbZ xfrfof/k ;k ykHk gS tks vfuok;Z :i ls 
vewrZ gS vkSj fdlh Hkh pht ds LokfeRo esa ifj.kke ugha djrk gSA 
(1) ekax  (2) ewy LVsiy (3) mRikn (4) lsok 

27. The goal of the marketing logistics system should be to provide :  

(1) a targeted level of promotional support  

(2) a targeted level of customer service at the least cost  

(3) a targeted level of transportation expense ratio   

(4) a targeted level of field support  
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foi.ku jln ç.kkyh dk y{; fuEu dks çnku djuk gksuk pkfg, % 
(1) çpkjd leFkZu dk ,d yf{kr Lrj 
(2) de ls de ykxr ij xzkgd lsok dk yf{kr Lrj 
(3) ifjogu O;; vuqikr dk ,d yf{kr Lrj 
(4) {ks= leFkZu dk ,d yf{kr Lrj 

28. Technological advances , shifts in consumer tastes , and increased competition , all of 

which reduce demand for a product are typical of which stage in the PLC ? 

(1) decline stage  (2) introduction stage 

(3) growth stage  (4) maturity stage 

rduhdh çxfr] miHkksäk Lokn esa cnyko] vkSj c<+h gqbZ çfrLi/kkZ] ftuesa ls lHkh ,d 
mRikn dh ekax dks de djrs gSa] ih,ylh esa fdl voLFkk ds fy, fof'k"V gSa \ 
(1) fxjkoV dh voLFkk (2) ifjp; voLFkk 
(3) o`f) voLFkk (4) ifjiDork voLFkk 

29. The last stage in the selling process is the ………. stage. 

(1) approach (2) handling objections 

(3) closing (4) follow - up 

foØ; çfØ;k dk vafre pj.k ----------- pj.k gSA 
(1) igq¡p (2) vkifÙk;ksa ij dkjZokbZ 
(3) lekiu (4) tk¡p djuk 

30. Marketers are sometimes accused of deceptive practices that lead consumers to believe 

they will get more value than they actually do. ………… includes practices such as 

falsely advertising. 

(1) Deceptive promotion (2) Deceptive packaging 

(3) Deceptive pricing (4) Deceptive cost structure 

foi.kdksa dHkh&dHkh Hkzked çFkkvksa ds vkjksi yxrs gSa tks miHkksäkvksa dks ;g fo'okl 
djus ds fy, çsfjr djrs gSa fd os okLro esa os ftruk djrs gSa mlls vf/kd ewY; çkIr 
djsaxsA ---------- esa >wBs foKkiu tSls vH;kl 'kkfey gSaA 
(1) Hkzked çpkj (2) Hkzked iSdsftax 
(3) Hkzked ewY; fu/kkZj.k (4) Hkzked ykxr lajpuk 

31. The fact that services cannot be seen, tasted, felt, or smelled relates to which service 

characteristic ? 

(1) perishability (2) intangibility (3) inseparability (4) variability 

;g rF; fd lsokvksa dks ns[kk] p[kk] eglwl ugha tk ldrk gS] lw¡?kk ugha tk ldrk gS] 
fdl lsok fo'ks"krk ls lacaf/kr gS \ 
(1) isfj'kfcfyVh (2) vewrZrk (3) vfoHkkT;rk (4) ifjorZu'khyrk 
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32. The fact that a business traveler will have a very positive check - in experience during 

one stay at a hotel and then a very negative check - in experience the next time is an 

issue related to which service characteristic ? 

(1) variability (2) inseparability (3) perishability (4) intangibility 

;g rF; fd] ,d O;olk; ;k=h dh ,d cgqr gh ldkjkRed tkap gksxh & ,d gksVy esa 
jgus ds nkSjku vuqHko vkSj fQj ,d cgqr gh udkjkRed tkap & vuqHko esa vxyh 
ckj fdl lsok fo'ks"krk ls lacaf/kr eqík gS \ 
(1) ifjorZu'khyrk (2) vfoHkkT;rk (3) isfj'kfcfyVh (4) vewrZrk 

33. If you manage a 200 - room hotel , and only sell 150 rooms tonight , you can't stockpile 

the extra 50 rooms to sell tomorrow . This is a problem with the of services : 

(1) inseparability (2) perishability (3) variability (4) intangibility 

;fn vki ,d 200 dejs ds gksVy dk çca/ku djrs gSa] vkSj dsoy 150 dejs vkt jkr 
dks csprs gSa] rks vki dy cspus ds fy, vfrfjä 50 dejksa dk HkaMkj ugha dj ldrsA 
;g lsokvksa ds lkFk ,d leL;k gSA 
(1) vfoHkkT;rk (2) isfj'kfcfyVh (3) ifjorZu'khyrk (4) vewrZrk 

34. We as customers cannot take service on a "test drive", meaning we cannot evaluate 

them before we use them . This is a problem with the of the service. 

(1) inseparability (2) variability (3) intangibility (4) perishability 

ge xzkgdksa dks ^^VsLV Mªkbo** ij lsok ugha ns ldrs] bldk vFkZ gS fd ge mudk 
mi;ksx djus ls igys mudk ewY;kadu ugha dj ldrsA ;g lsok ds lkFk ,d leL;k 
gS % 
(1) vfoHkkT;rk (2) ifjorZu'khyrk (3) vewrZrk (4) isfj'kfcfyVh 

35. Because services are characterized by the issue of inseparability , service providers will 

often have to :  

(1) lower their prices  (2) train the customers 

(3) reduce inventory  (4) minimize the inseparability issue  

D;ksafd lsokvksa dks vfoHkkT;rk ds eqís dh fo'ks"krk gS] lsok çnkrkvksa dks vDlj ;g 
djuk gksxk % 
(1) mudh dhersa de djsa (2) xzkgdksa dks çf'kf{kr djuk 
(3) bUosaVªh dks de djsa (4) vfoHkkT; leL;k dks de ls de djsa 

36. Which of the following is not a link in the service - product chain ? 

(1) Greater service value 

(2) Satisfied and productive service employees 

(3) Increasingly intangible services 

(4) Healthy service profits and growth 
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fuEufyf[kr esa ls dkSu ,d fyad ughaughaughaugha  gS lsok & mRikn J`a[kyk esa \ 
(1) xzzsVj lsok ewY; 
(2) larq"V vkSj mRiknd lsok deZpkjh 
(3) c<+ jgh vewrZ lsok 
(4) LoLFk lsok ykHk vkSj fodkl 

37. Perhaps the best measure of service quality is : 

(1) Low employee turnover  (2) Customer retention  

(3) Profitability  (4) Total sales  

'kk;n lsok dh xq.koÙkk dk lcls vPNk mik; gS % 
(1) de deZpkjh dk dkjksckj (2) xzkgd çfr/kkjd 
(3) ykHkçnrk (4) dqy fcØh 

38. Which of the following statements is false ? 

(1) CRM combines marketing, business strategy and information technology to better 

understand customers.  

(2) One goal of CRM is to make switching costs high.  

(3) CRM calls for developing unique and lasting relationships with customers. 

(4) The use of CRM in the hospitality industry appears to be strong. 

fuEufyf[kr esa ls dkSu-lk dFku vlR;vlR;vlR;vlR;  gS \ 
(1) CRM xzkgdksa dks csgrj le>us ds fy, foi.ku] O;olk; j.kuhfr vkSj lwpuk 

çkS|ksfxdh dks tksM+rh gSA 
(2) lhvkj,e dk ,d mn~ns'; fLofpax ykxr dks mPp cukuk gSA 
(3) lhvkj,e xzkgdksa ds lkFk vf}rh; vkSj LFkk;h laca/k fodflr djus ds fy, dgrk 

gSA 
(4) vkfrF; m|ksx esa lhvkj,e dk mi;ksx etcwr çrhr gksrk gS 

39. 
A casino employee's uniform or a restaurant's fancy front lobbies are a means of : 

(1) Overspending on the part of the service provider  

(2) Tangibilizing the service  

(3) Paying attention to the perishability of the service  

(4) Creating overly high expectations on the part of the customer  

,d dSlhuks deZpkjh dh onhZ ;k ,d jsLrjka ds QSalh ÝaV ykch ,d lk/ku gSa % 
(1) lsok çnkrk ds fgLls ij vksojLisafMax 
(2) lsok dks VSathcykbt djuk 
(3) lsok dh vLi"Vrk ij /;ku nsuk 
(4) xzkgd dh vksj ls vR;f/kd mPp mEehnsa cukuk 
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40. Studies have shown the best way to deal with service failure is to : 

(1) give the unhappy customer timely information regarding the failure . 

(2) refund the customer's money whenever a failure occurs . 

(3) replace the unhappy customer with a happier one . 

(4) ignore the failure in the hopes the customer will forget about it . 

v/;;uksa us lsok foQyrk ls fuiVus dk lcls vPNk rjhdk fn[kk;k gS % 
(1) nq[kh xzkgd dks foQyrk ds laca/k esa le; ij tkudkjh nsa 
(2) foQyrk gksus ij xzkgd ds iSls okil djsa 
(3) nq[kh xzkgd dks ,d [kq'kgky ds lkFk cnysa 
(4) xzkgdksa dks blds ckjs esa Hkwy tkus ds mEehn esa foQyrk dks utjvankt djsa 

41. Which of the following information forms available to the hospitality manager can 

usually be accessed more quickly and cheaply than other information sources ? 

(1) Marketing intelligence (2) Marketing research 

(3) Customer profiles  (4) Internal databases  

vkfrF; çca/kd ds fy, miyC/k fuEu lwpuk :iksa esa ls dkSu lk vkerkSj ij vU; 
lwpuk lzksrksa dh rqyuk esa vf/kd rsth ls vkSj lLrs esa igq¡pk tk ldrk gS \ 
(1) cktkj lEcU/kh le> (2) foi.ku vuqla/kku 

(3) xzkgd çksQkby (4) vkarfjd MsVkcsl 

42. That the hospitality company that overlooks new and better ways to do things will 

eventually lose customers to another company that has found a better way of serving 

customer needs is a major tenet of : 

(1) innovative servicing  (2) consumer - oriented marketing  

(3) value marketing  (4) sense - of - mission marketing  

og vkfrF; daiuh tks phtksa dks djus ds fy,] vkSj csgrj rjhdksa dh vuns[kh djrh 
gS vkSj varr% xzkgdksa dks fdlh vU; daiuh dks [kks nsxh] ftlus xzkgdksa dh t:jrksa dks 
iwjk djus dk ,d csgrj rjhdk <wa< fy;k gS % 
(1) vfHkuo lfoZflax (2) miHkksäk mUeq[k foi.ku 
(3) ewY; foi.ku (4) Hkkouk & fe'ku foi.ku 

43. In determining sales force size of hospitality company , when a company groups 

accounts into different size classes and then determines the number of people needed to 

call on them the desired number of times , it is called the : 

(1) key - size approach  (2) work - load approach  

(3) product - need approach  (4) call - service approach  



C  11 

94542/(C)  P. T. O. 

vkfrF; daiuh ds fcØh cy ds vkdkj dks fu/kkZfjr djus esa] tc dksbZ daiuh fofHkUu 
vkdkj ds oxksaZ esa lewg cukrh gS vkSj fQj fu/kkZfjr le; ij okafNr la[;k esa yksxksa 
dh la[;k dk fu/kkZj.k djrh gS] rks bls dgk tkrk gS % 
(1) dqath & vkdkj –f"Vdks.k (2) dke & yksM –f"Vdks.k 
(3) mRikn & vko';drk –f"Vdks.k (4) dky & lsok –f"Vdks.k 

44. All of the following would be ways to segment within the category of psychographic 

segmentation EXCEPT :  

(1) social class  (2) occupation  (3) lifestyle  (4) personality  

fuEufyf[kr esa ls lHkh euksoSKkfud foHkktu dh Js.kh esa vkus okys rjhds gksaxs] flok; %  
(1) lkekftd oxZ (2) O;olk; (3) thou 'kSyh (4) O;fäRo 

45. The ……….. is a person within a reference group who , because of special skills, 

knowledge, personality, or other characteristics, exerts influence on others .  

(1) facilitator  (2) referent actor   

(3) opinion leader  (4) social role player 

---------- ,d lanHkZ lewg ds Hkhrj ,d O;fä gS] tks fo'ks"k dkS'ky] Kku] O;fäRo ;k 
vU; fo'ks"krkvksa ds dkj.k nwljksa ij çHkko Mkyrk gSA 
(1) lqfo/kknkrk (2) lanfHkZr vfHkusrk 
(3) jk; nsus okyk usrk (4) lkekftd Hkwfedk fuHkkus okyk 

46. Describes changes in an individual's behavior arising from experience . 

(1) Modeling  (2) Motivation  (3) Perception (4) Learning 

O;fä ds O;ogkj esa vuqHko ls mRiUu gksus okys ifjorZu dk o.kZu djrk gSA 

(1) ekWMfyax (2) çsj.kk (3) vuqHkwfr (4) vf/kxe 

47. In terms of execution styles , a family seated at the dinner table enjoying the advertised 

product would be an example of which of the following types of advertising ?  

(1) Slice of life  (2) Lifestyle 

(3) Mood or imagery  (4) Personality symbol 

fu"iknu 'kSfy;ksa ds lanHkZ esa] ,d ifjokj foKkiu fd;s x;s mRikn dk vkuan ysrs gq, 
[kkus dh est ij cSBk gksrk gS] oks fuEu çdkj ds foKkiu esa ls ,d mnkgj.k gksxk % 

(1) thou dk fgLlk (2) thou 'kSyh 

(3) euksn'kk ;k dYiuk (4) O;fäRo dk çrhd 
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48. ………….. have contractual authority to book entire occupancy of the hotel. 

(1) Selling agents (2) Booking agents 

(3) Manufacturer's agents  (4) Purchasing agents 

---------- gksVy ds laiw.kZ vf/kHkksx dks cqd djus ds fy, lafonk çkf/kdkj gSA 

(1) lsfyax ,tsaV (2) cqfdax ,tsaV 
(3) fuekZrk ds ,tsaV (4) Ø; ,tsaV 

49. The orange juice manufacturers know that orange juice is most often consumed in the 

mornings. However, they would like to change this and make the drink acceptable 

during other time periods during the day. Which form of segmentation would they need 

to work with and establish strategy reflective of their desires ? 

(1) gender segmentation (2) benefit segmentation 

(3) occasion segmentation  (4) age and life - cycle segmentation 

larjs ds jl fuekZrkvksa dks irk gS fd larjs dk jl lcls vf/kd ckj lqcg esa ih;k 
tkrk gSA gkykafd] os bls cnyuk pkgrs gSa vkSj fnu ds nkSjku vU; le; vof/k esa is; 
dks Lohdk;Z cukuk pkgrs gSaA foHkktu ds fdl :i esa mUgsa viuh bPNkvksa dh 
fparu'khy j.kuhfr ds lkFk dke djus vkSj LFkkfir djus dh vko';drk gksxh \ 
(1) fyax foHkktu (2) ykHk foHkktu 

(3) volj foHkktu (4) vk;q vkSj thou&pØ foHkktu 

50. Successful service companies focus their attention on both their customers and their 

employees. They understand which links service firm profits with employee and 

customer satisfaction : 

(1) internal marketing (2) service - profit chains 

(3) interactive marketing (4) service differentiation 

lQy lsok daifu;ka vius xzkgdksa vkSj deZpkfj;ksa nksuksa ij viuk /;ku dsafær djrh 
gSaA os le>rs gSa fd deZpkjh vkSj xzkgd larqf"V ds lkFk dkSu lh lsok QeZ ykHk dks 
tksM+rh gS % 
(1) vkarfjd foi.ku (2) lsok & ykHk Ük`a[kyk 
(3) laoknewyd O;kikj (4) lsok HksnHkko  
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1. In evaluating messages for advertising, telling how the product is better than the 

competing brands aims at making the ad : 

(1) meaningful (2) distinctive    

(3) believable  (4) remembered  

foKkiu ds fy, lans'kksa dk ewY;kadu djus esa] ;g crkuk fd foKkiu cukus ds fy, 
çfrLi/khZ czkaMksa ls mRikn dSls csgrj gS % 
(1) lkFkZd (2) fof'k"V  
(3) fo'okl djus ;ksX; (4) ;kn j[kuk 

2. Even though buying roles in the family change constantly, the .............. has 

traditionally been the main purchasing agent for the  family . 

(1) wife  (2) husband  

(3) teenage children  (4) grandparent 

Hkys gh ifjokj esa Hkwfedk,a yxkrkj cnyrh jgrh gSa] -------------- ijaijkxr :i ls 
ifjokj ds fy, eq[; [kjhn ,tsaV jgk gSA 
(1) choh  (2) ifr 
(3) fd'kksj cPps (4) nknk&nknh 

3. A price reduction to buyers who buy in large volumes is called a(n) : 

(1) quantity discount   (2) cash discount  

(3) seasonal discount  (4) trade discount  

cM+h ek=k esa [kjhnus okys [kjhnkjksa dks ewY; esa deh dks dgk tkrk gS % 
(1) ek=k NwV  (2) udn NwV  
(3) ekSleh NwV (4) O;kikj NwV  

4. A company is practicing ............................. if it focuses on subsegments with 

distinctive traits that may seek a special combination of benefits . 

(1) micromarketing (2) niche marketing 

(3) mass marketing (4) segment marketing 

,d daiuh çSfDVl dj jgh gS ---------------- vxj ;g fof'k"V y{k.kksa ds lkFk 
lclsxesUV~l ij /;ku dsafær djrk gS tks ykHk ds ,d fo'ks"k la;kstu dh ryk'k dj 
jgs gSaA 
(1) ekbØksekdsZfVax (2) vkyk foi.ku 
(3) cM+s iSekus ij ekdsZfVax (4) [kaM foi.ku 

5. All of the following are commonly recognized promotion budget formats EXCEPT : 

(1) the affordable method (2) the LIFO method 

(3) the percentage - of - sales method (4) the objective - and - task method 
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fuEufyf[kr lHkh vke rkSj ij ekU;rk çkIr çpkj ctV çk:i gSa] flok; % 
(1) lLrh fof/k (2) LIFO fof/k 
(3) çfr'kr-fcØh fof/k (4) mís';&vkSj&dk;Z fof/k 

6. When a company reviews sales , costs , and profit projections for a new product to find 

out whether these factors satisfy the company's objectives , they are in which of the 

following new process development stages ? 

(1) Concept development and testing  (2) Commercialization  

(3) Business analysis  (4) Marketing strategy development  

tc dksbZ daiuh fdlh u, mRikn ds fy, fcØh] ykxr vkSj ykHk ds vuqekuksa dh 
leh{kk djrh gS] rks ;g irk yxkus ds fy, fd D;k ;s dkjd daiuh ds mís';ksa dks iwjk 
djrs gSa] os fuEufyf[kr ubZ çfØ;k fodkl pj.kksa esa ls fdlesa gSa \ 
(1) vo/kkj.kk fodkl vkSj ijh{k.k (2) O;kolk;hdj.k 
(3) O;kikj fo'ys"k.k  (4) foi.ku j.kuhfr fodkl 

7. The fact that services cannot be stored for later use or sale, is evidence of their :  

(1) intangibility  (2) inseparability (3) variability  (4) perishability  

;g rF; fd lsokvksa dks ckn esa mi;ksx ;k fcØh ds fy, laxzghr ugha fd;k tk ldrk 
gS] ;g mudh ----------- dk lk{; gSaA 
(1) vewrZrk (2) vfoHkkT;rk (3) ifjorZu'khyrk (4) Hkaxqjrk 

8. ……….. is the concept under which a company carefully integrates and coordinates its 

many communications channels to deliver a clear, consistent, and compelling message 

about the organization and its products. 

(1) The promotion mix 

(2) Integrated international affairs 

(3) Integrated marketing communications  

(4) Integrated demand characteristics 

----------- og vo/kkj.kk gS ftlds rgr ,d daiuh vius dbZ lapkj pSuyksa dks 
laxBu vkSj mlds mRiknksa ds ckjs esa Li"V] lqlaxr vkSj lEeksgd lans'k nsus ds fy, 
lko/kkuhiwoZd lefUor djrh gSA 
(1) inksUufr feJ.k 
(2) ,dh—r varjkZ"Vªh; ekeys 
(3) ,dh—r foi.ku lapkj 

(4) ,dh—r ekax fo'ks"krk,¡ 

9. A ………… is the way consumers perceive an actual or potential product . 

(1) product idea (2) product image  

(3) product concept  (4) product feature 
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,d ------------- og rjhdk gS ftlls miHkksäk ,d okLrfod ;k laHkkfor mRikn dk 
vuqHko djrs gSaA 
(1) mRikn dk fopkj (2) mRikn dk fp= 
(3) mRikn dh vo/kkj.kk (4) mRikn lqfo/kk 

10. If your company were to make a product such as a suit of clothes and sold that product 

to a retailer , your company would have sold to the ………… market.  

(1) reseller (2) business (3) government (4) service  

;fn vkidh daiuh dks dksbZ mRikn tSls diM+s dk ,d lwV cukuk gS vkSj ml mRikn dks 
fdlh fjVsyj dks cspk tkrk gS] rks vkidh daiuh dks ----------- cktkj esa cspuk gSA 
(1) iqufoZØsrk (2) O;kikj (3) ljdkj (4) lsok 

11. The course of a product's sales and profits over its lifetime is called :  

(1) the sales chart  (2) the dynamic growth curve  

(3) the adoption cycle  (4) the product life cycle  

fdlh mRikn dh fcØh vkSj mlds thoudky esa gksus okys equkQs dks dgk tkrk gS %  

(1) fcØh pkVZ (2) xfr'khy fodkl oØ 

(3) nÙkd pØ (4) mRikn thou pØ 

12. The place in the business buying behavior model where interpersonal and individual 

influences might interact is called the :  

(1) environment   (2) response   (3) stimuli   (4) buying center  

O;olk; [kjhnus okys O;ogkj ekWMy esa og LFkku tgk¡ ikjLifjd vkSj O;fäxr çHkko 
vkil esa tqM+ ldrs gSa] dgk tkrk gS % 
(1) okrkoj.k  (2) çfrfØ;k (3) mÙkstuk (4) [kjhn dsaæ 

13. One common misuse of marketing research findings in contemporary business is the 

tendency for marketing research to : 

(1) become a vehicle for pitching the sponsor's products  

(2) become a vehicle for discriminating in the marketplace  

(3) become a means for raising prices  

(4) become a means for unfair competition  

ledkyhu O;kikj esa foi.ku vuqla/kku fu"d"kksaZ dk ,d vke nq#i;ksx foi.ku 
vuqla/kku ds fy, ço`fÙk gS % 
(1) çk;kstd ds mRiknksa dks fip djus ds fy, ,d okgu cusa 
(2) cktkj esa HksnHkko ds fy, ,d okgu cusa 
(3) dhersa c<+kus dk ,d lk/ku cusa 
(4) vuqfpr çfrLi/kkZ dk ,d lk/ku cusa 
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14. 
............................ has the advantage of being high in selectivity; low cost; immediacy; 

and interactive capabilities. 

(1) Direct Mail  (2) Outdoor  (3) Online  (4) Radio  

----------- esa p;ukRedrk esa mPp gksus] de ykxr lfUudVrk vkSj ijLij {kerkvksa 
dk ykHk gSA  
(1) lh/kk lans'k (2) ?kj ds ckgj (3) vkuykbu (4) jsfM;ks 

15. 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 

mPp ekdZvi vkSj mPp ek=k ds chp dk pquko fuEufyf[kr [kqnjk foi.ku fu.kZ;ksa esa 
ls fdldk fgLlk gS \ 
(1) cktkj ds fu.kZ;ksa dks yf{kr djsa  
(2) mRikn oxhZdj.k vkSj lsokvksa ds fu.kZ; 
(3) ewY; fu/kkZj.k ds QSlys  
(4) inksUufr ds QSlys 

16. А …………… is any activity or benefit offered for sale that is essentially intangible 

and does not result in the ownership of anything. 

(1) demand  (2) basic staple (3) product  (4) service  

------------  fcØh ds fy, nh tkus okyh dksbZ xfrfof/k ;k ykHk gS tks vfuok;Z :i ls 
vewrZ gS vkSj fdlh Hkh pht ds LokfeRo esa ifj.kke ugha djrk gSA 
(1) ekax  (2) ewy LVsiy (3) mRikn (4) lsok 

17. The goal of the marketing logistics system should be to provide :  

(1) a targeted level of promotional support  

(2) a targeted level of customer service at the least cost  

(3) a targeted level of transportation expense ratio   

(4) a targeted level of field support  

foi.ku jln ç.kkyh dk y{; fuEu dks çnku djuk gksuk pkfg, % 
(1) çpkjd leFkZu dk ,d yf{kr Lrj 
(2) de ls de ykxr ij xzkgd lsok dk yf{kr Lrj 
(3) ifjogu O;; vuqikr dk ,d yf{kr Lrj 
(4) {ks= leFkZu dk ,d yf{kr Lrj 
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18. Technological advances , shifts in consumer tastes , and increased competition , all of 

which reduce demand for a product are typical of which stage in the PLC ? 

(1) decline stage  (2) introduction stage 

(3) growth stage  (4) maturity stage 

rduhdh çxfr] miHkksäk Lokn esa cnyko] vkSj c<+h gqbZ çfrLi/kkZ] ftuesa ls lHkh ,d 
mRikn dh ekax dks de djrs gSa] ih,ylh esa fdl voLFkk ds fy, fof'k"V gSa \ 
(1) fxjkoV dh voLFkk (2) ifjp; voLFkk 
(3) o`f) voLFkk (4) ifjiDork voLFkk 

19. The last stage in the selling process is the ………. stage. 

(1) approach (2) handling objections 

(3) closing (4) follow - up 

foØ; çfØ;k dk vafre pj.k ----------- pj.k gSA 
(1) igq¡p (2) vkifÙk;ksa ij dkjZokbZ 
(3) lekiu (4) tk¡p djuk 

20. Marketers are sometimes accused of deceptive practices that lead consumers to believe 

they will get more value than they actually do. ………… includes practices such as 

falsely advertising. 

(1) Deceptive promotion (2) Deceptive packaging 

(3) Deceptive pricing (4) Deceptive cost structure 

foi.kdksa dHkh&dHkh Hkzked çFkkvksa ds vkjksi yxrs gSa tks miHkksäkvksa dks ;g fo'okl 
djus ds fy, çsfjr djrs gSa fd os okLro esa os ftruk djrs gSa mlls vf/kd ewY; çkIr 
djsaxsA ---------- esa >wBs foKkiu tSls vH;kl 'kkfey gSaA 
(1) Hkzked çpkj (2) Hkzked iSdsftax 
(3) Hkzked ewY; fu/kkZj.k (4) Hkzked ykxr lajpuk 

21. The fact that services cannot be seen, tasted, felt, or smelled relates to which service 

characteristic ? 

(1) perishability (2) intangibility (3) inseparability (4) variability 

;g rF; fd lsokvksa dks ns[kk] p[kk] eglwl ugha tk ldrk gS] lw¡?kk ugha tk ldrk gS] 
fdl lsok fo'ks"krk ls lacaf/kr gS \ 
(1) isfj'kfcfyVh (2) vewrZrk (3) vfoHkkT;rk (4) ifjorZu'khyrk 

22. The fact that a business traveler will have a very positive check - in experience during 

one stay at a hotel and then a very negative check - in experience the next time is an 

issue related to which service characteristic ? 

(1) variability (2) inseparability (3) perishability (4) intangibility 
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;g rF; fd] ,d O;olk; ;k=h dh ,d cgqr gh ldkjkRed tkap gksxh & ,d gksVy esa 
jgus ds nkSjku vuqHko vkSj fQj ,d cgqr gh udkjkRed tkap & vuqHko esa vxyh 
ckj fdl lsok fo'ks"krk ls lacaf/kr eqík gS \ 
(1) ifjorZu'khyrk (2) vfoHkkT;rk (3) isfj'kfcfyVh (4) vewrZrk 

23. If you manage a 200 - room hotel , and only sell 150 rooms tonight , you can't stockpile 

the extra 50 rooms to sell tomorrow . This is a problem with the of services : 

(1) inseparability (2) perishability (3) variability (4) intangibility 

;fn vki ,d 200 dejs ds gksVy dk çca/ku djrs gSa] vkSj dsoy 150 dejs vkt jkr 
dks csprs gSa] rks vki dy cspus ds fy, vfrfjä 50 dejksa dk HkaMkj ugha dj ldrsA 
;g lsokvksa ds lkFk ,d leL;k gSA 
(1) vfoHkkT;rk (2) isfj'kfcfyVh (3) ifjorZu'khyrk (4) vewrZrk 

24. We as customers cannot take service on a "test drive", meaning we cannot evaluate 

them before we use them . This is a problem with the of the service. 

(1) inseparability (2) variability (3) intangibility (4) perishability 

ge xzkgdksa dks ^^VsLV Mªkbo** ij lsok ugha ns ldrs] bldk vFkZ gS fd ge mudk 
mi;ksx djus ls igys mudk ewY;kadu ugha dj ldrsA ;g lsok ds lkFk ,d leL;k 
gS % 

(1) vfoHkkT;rk (2) ifjorZu'khyrk (3) vewrZrk (4) isfj'kfcfyVh 

25. Because services are characterized by the issue of inseparability , service providers will 

often have to :  

(1) lower their prices  (2) train the customers 

(3) reduce inventory  (4) minimize the inseparability issue  

D;ksafd lsokvksa dks vfoHkkT;rk ds eqís dh fo'ks"krk gS] lsok çnkrkvksa dks vDlj ;g 
djuk gksxk % 

(1) mudh dhersa de djsa (2) xzkgdksa dks çf'kf{kr djuk 

(3) bUosaVªh dks de djsa (4) vfoHkkT; leL;k dks de ls de djsa 

26. Which of the following is not a link in the service - product chain ? 

(1) Greater service value 

(2) Satisfied and productive service employees 

(3) Increasingly intangible services 

(4) Healthy service profits and growth 
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fuEufyf[kr esa ls dkSu ,d fyad ughaughaughaugha  gS lsok & mRikn J`a[kyk esa \ 

(1) xzzsVj lsok ewY; 

(2) larq"V vkSj mRiknd lsok deZpkjh 
(3) c<+ jgh vewrZ lsok 
(4) LoLFk lsok ykHk vkSj fodkl 

27. Perhaps the best measure of service quality is : 

(1) Low employee turnover  (2) Customer retention  

(3) Profitability  (4) Total sales  

'kk;n lsok dh xq.koÙkk dk lcls vPNk mik; gS % 
(1) de deZpkjh dk dkjksckj (2) xzkgd çfr/kkjd 
(3) ykHkçnrk (4) dqy fcØh 

28. Which of the following statements is false ? 

(1) CRM combines marketing, business strategy and information technology to better 

understand customers.  

(2) One goal of CRM is to make switching costs high.  

(3) CRM calls for developing unique and lasting relationships with customers. 

(4) The use of CRM in the hospitality industry appears to be strong. 

fuEufyf[kr esa ls dkSu-lk dFku vlR;vlR;vlR;vlR;  gS \ 
(1) CRM xzkgdksa dks csgrj le>us ds fy, foi.ku] O;olk; j.kuhfr vkSj lwpuk 

çkS|ksfxdh dks tksM+rh gSA 
(2) lhvkj,e dk ,d mn~ns'; fLofpax ykxr dks mPp cukuk gSA 
(3) lhvkj,e xzkgdksa ds lkFk vf}rh; vkSj LFkk;h laca/k fodflr djus ds fy, dgrk 

gSA 
(4) vkfrF; m|ksx esa lhvkj,e dk mi;ksx etcwr çrhr gksrk gS 

29. 
A casino employee's uniform or a restaurant's fancy front lobbies are a means of : 

(1) Overspending on the part of the service provider  

(2) Tangibilizing the service  

(3) Paying attention to the perishability of the service  

(4) Creating overly high expectations on the part of the customer  

,d dSlhuks deZpkjh dh onhZ ;k ,d jsLrjka ds QSalh ÝaV ykch ,d lk/ku gSa % 
(1) lsok çnkrk ds fgLls ij vksojLisafMax 
(2) lsok dks VSathcykbt djuk 
(3) lsok dh vLi"Vrk ij /;ku nsuk 
(4) xzkgd dh vksj ls vR;f/kd mPp mEehnsa cukuk 
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30. Studies have shown the best way to deal with service failure is to : 

(1) give the unhappy customer timely information regarding the failure . 

(2) refund the customer's money whenever a failure occurs . 

(3) replace the unhappy customer with a happier one . 

(4) ignore the failure in the hopes the customer will forget about it . 

v/;;uksa us lsok foQyrk ls fuiVus dk lcls vPNk rjhdk fn[kk;k gS % 
(1) nq[kh xzkgd dks foQyrk ds laca/k esa le; ij tkudkjh nsa 
(2) foQyrk gksus ij xzkgd ds iSls okil djsa 
(3) nq[kh xzkgd dks ,d [kq'kgky ds lkFk cnysa 
(4) xzkgdksa dks blds ckjs esa Hkwy tkus ds mEehn esa foQyrk dks utjvankt djsa 

31. Which of the following information forms available to the hospitality manager can 

usually be accessed more quickly and cheaply than other information sources ? 

(1) Marketing intelligence (2) Marketing research 

(3) Customer profiles  (4) Internal databases  

vkfrF; çca/kd ds fy, miyC/k fuEu lwpuk :iksa esa ls dkSu lk vkerkSj ij vU; 
lwpuk lzksrksa dh rqyuk esa vf/kd rsth ls vkSj lLrs esa igq¡pk tk ldrk gS \ 
(1) cktkj lEcU/kh le> (2) foi.ku vuqla/kku 
(3) xzkgd çksQkby (4) vkarfjd MsVkcsl 

32. That the hospitality company that overlooks new and better ways to do things will 

eventually lose customers to another company that has found a better way of serving 

customer needs is a major tenet of : 

(1) innovative servicing  (2) consumer - oriented marketing  

(3) value marketing  (4) sense - of - mission marketing  

og vkfrF; daiuh tks phtksa dks djus ds fy,] vkSj csgrj rjhdksa dh vuns[kh djrh 
gS vkSj varr% xzkgdksa dks fdlh vU; daiuh dks [kks nsxh] ftlus xzkgdksa dh t:jrksa dks 
iwjk djus dk ,d csgrj rjhdk <wa< fy;k gS % 
(1) vfHkuo lfoZflax (2) miHkksäk mUeq[k foi.ku 
(3) ewY; foi.ku (4) Hkkouk & fe'ku foi.ku 

33. In determining sales force size of hospitality company , when a company groups 

accounts into different size classes and then determines the number of people needed to 

call on them the desired number of times , it is called the : 

(1) key - size approach  (2) work - load approach  

(3) product - need approach  (4) call - service approach  
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vkfrF; daiuh ds fcØh cy ds vkdkj dks fu/kkZfjr djus esa] tc dksbZ daiuh fofHkUu 
vkdkj ds oxksaZ esa lewg cukrh gS vkSj fQj fu/kkZfjr le; ij okafNr la[;k esa yksxksa 
dh la[;k dk fu/kkZj.k djrh gS] rks bls dgk tkrk gS % 
(1) dqath & vkdkj –f"Vdks.k (2) dke & yksM –f"Vdks.k 
(3) mRikn & vko';drk –f"Vdks.k (4) dky & lsok –f"Vdks.k 

34. All of the following would be ways to segment within the category of psychographic 

segmentation EXCEPT :  

(1) social class  (2) occupation  (3) lifestyle  (4) personality  

fuEufyf[kr esa ls lHkh euksoSKkfud foHkktu dh Js.kh esa vkus okys rjhds gksaxs] flok; %  
(1) lkekftd oxZ (2) O;olk; (3) thou 'kSyh (4) O;fäRo 

35. The ……….. is a person within a reference group who , because of special skills, 

knowledge, personality, or other characteristics, exerts influence on others .  

(1) facilitator  (2) referent actor   

(3) opinion leader  (4) social role player 

---------- ,d lanHkZ lewg ds Hkhrj ,d O;fä gS] tks fo'ks"k dkS'ky] Kku] O;fäRo ;k 
vU; fo'ks"krkvksa ds dkj.k nwljksa ij çHkko Mkyrk gSA 
(1) lqfo/kknkrk (2) lanfHkZr vfHkusrk 
(3) jk; nsus okyk usrk (4) lkekftd Hkwfedk fuHkkus okyk 

36. Describes changes in an individual's behavior arising from experience . 

(1) Modeling  (2) Motivation  (3) Perception (4) Learning 

O;fä ds O;ogkj esa vuqHko ls mRiUu gksus okys ifjorZu dk o.kZu djrk gSA 

(1) ekWMfyax (2) çsj.kk (3) vuqHkwfr (4) vf/kxe 

37. In terms of execution styles , a family seated at the dinner table enjoying the advertised 

product would be an example of which of the following types of advertising ?  

(1) Slice of life  (2) Lifestyle 

(3) Mood or imagery  (4) Personality symbol 

fu"iknu 'kSfy;ksa ds lanHkZ esa] ,d ifjokj foKkiu fd;s x;s mRikn dk vkuan ysrs gq, 
[kkus dh est ij cSBk gksrk gS] oks fuEu çdkj ds foKkiu esa ls ,d mnkgj.k gksxk % 

(1) thou dk fgLlk (2) thou 'kSyh 

(3) euksn'kk ;k dYiuk (4) O;fäRo dk çrhd 
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38. ………….. have contractual authority to book entire occupancy of the hotel. 

(1) Selling agents (2) Booking agents 

(3) Manufacturer's agents  (4) Purchasing agents 

---------- gksVy ds laiw.kZ vf/kHkksx dks cqd djus ds fy, lafonk çkf/kdkj gSA 

(1) lsfyax ,tsaV (2) cqfdax ,tsaV 
(3) fuekZrk ds ,tsaV (4) Ø; ,tsaV 

39. The orange juice manufacturers know that orange juice is most often consumed in the 

mornings. However, they would like to change this and make the drink acceptable 

during other time periods during the day. Which form of segmentation would they need 

to work with and establish strategy reflective of their desires ? 

(1) gender segmentation (2) benefit segmentation 

(3) occasion segmentation  (4) age and life - cycle segmentation 

larjs ds jl fuekZrkvksa dks irk gS fd larjs dk jl lcls vf/kd ckj lqcg esa ih;k 
tkrk gSA gkykafd] os bls cnyuk pkgrs gSa vkSj fnu ds nkSjku vU; le; vof/k esa is; 
dks Lohdk;Z cukuk pkgrs gSaA foHkktu ds fdl :i esa mUgsa viuh bPNkvksa dh 
fparu'khy j.kuhfr ds lkFk dke djus vkSj LFkkfir djus dh vko';drk gksxh \ 
(1) fyax foHkktu (2) ykHk foHkktu 

(3) volj foHkktu (4) vk;q vkSj thou&pØ foHkktu 

40. Successful service companies focus their attention on both their customers and their 

employees. They understand which links service firm profits with employee and 

customer satisfaction : 

(1) internal marketing (2) service - profit chains 

(3) interactive marketing (4) service differentiation 

lQy lsok daifu;ka vius xzkgdksa vkSj deZpkfj;ksa nksuksa ij viuk /;ku dsafær djrh 
gSaA os le>rs gSa fd deZpkjh vkSj xzkgd larqf"V ds lkFk dkSu lh lsok QeZ ykHk dks 
tksM+rh gS % 
(1) vkarfjd foi.ku (2) lsok & ykHk Ük`a[kyk 
(3) laoknewyd O;kikj (4) lsok HksnHkko  

41. ………… consists of dividing a market into distinct groups of buyers on the basis of 

needs, characteristics, or behavior who might require separate products or marketing 

mixes.  

(1) Product differentiation  (2) Market segmentation 

(3) Market targeting (4) Market positioning  
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----------- cktkj dks t:jrksa] fo'ks"krkvksa ;k O;ogkj ds vk/kkj ij [kjhnkjksa ds 
vyx&vyx lewgksa esa foHkkftr djuk 'kkfey gS] ftUgsa vyx&vyx mRiknksa ;k foi.ku 
feJ.kksa dh vko';drk gks ldrh gSA 
(1) mRikn esa fHkUurk (2) cktkj foHkktu 
(3) cktkj y{;hdj.k (4) cktkj dh fLFkfr 

42. ......................... is a principle of enlightened marketing that requires that a company 

seek real product and marketing improvements . 

 (1) Innovative marketing  (2) Consumer - oriented marketing 

 (3) Value marketing  (4) Sense - of - mission marketing  

------------------------- çcq) foi.ku dk ,d fl)kar gS ftlds fy, vko';d gS fd 
,d daiuh okLrfod mRikn vkSj foi.ku lq/kkj dh ryk'k djsA 

(1) vfHkuo foi.ku (2) miHkksäk mUeq[k foi.ku 
(3) ewY; foi.ku (4) lsUl-vkWQ-fe'ku ekdsZfVax 

43. ...................... is the process of evaluating each market segment's attractiveness and 

selecting one or more segments to enter. 

(1) Mass marketing (2) Market segmentation 

(3) Market targeting (4) Market positioning 

------------------------- çR;sd cktkj [kaM ds vkd"kZ.k dk ewY;kadu djus vkSj ços'k 
djus ds fy, ,d ;k vf/kd [kaMksa ds p;u dh çfØ;k gSA 
(1) cM+s iSekus ij ekdsZfVax (2) cktkj foHkktu 
(3) cktkj y{;hdj.k (4) cktkj dh fLFkfr 

44. The fact that services are sold, produced, and consumed at the same time refers to 

which of the following service characteristics ? 

(1) Intangibility (2) Inseparability (3) Variability (4) Perishability  

;g rF; fd ,d gh le; esa lsokvksa dh fcØh] mRiknu vkSj miHkksx fd;k tkrk gS] 
fuEufyf[kr esa ls dkSu lh lsok fo'ks"krkvksa dks lanfHkZr djrk gS \ 
(1) vLi`';rk (2) vfo;ksT;rk (3) ifjorZu'khyrk (4) Hkaxqjrk  

45. ...................... factors are the most popular bases for segmenting customer groups .  

(1) Geographic (2) Demographic (3) Psychographic (4) Behavioral 

xzkgd lewgksa dks foHkkftr djus ds fy, ---------------------- dkjd lcls yksdfç; 
vk/kkj gSaA 
(1) T;ksxzkfQd (2) tulkaf[;dh; (3) euksoSKkfud (4) O;ogkj 

46. The stage is the product life cycle that focuses on expanding market and creating 

product awareness and trial is the : 

(1) decline stage  (2) introduction stage   

(3) growth stage  (4) maturity stage  
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---------- mRikn thou pØ gS tks cktkj dk foLrkj djus vkSj mRikn tkx:drk vkSj 
ijh{k.k djus ij dsafær gSA 
(1) fxjkoV dh voLFkk (2) ifjp; voLFkk 
(3) o`f) voLFkk (4) ifjiDork voLFkk   

47. Which of the following promotional budget methods wrongly views sales as the cause 

of promotion rather than as the result ? 

(1) Affordable method  (2) Percentage - of - Sales method 

(3) Competitive - parity method (4) Objective - and - task method  

fuEufyf[kr esa ls dkSu-lk çpkjd ctV rjhds fcØh dks ifj.kke ds ctk; inksUufr dk 
dkj.k ekurs gSa \ 
(1) lLrh fof/k (2) çfr'kr & fcØh dk rjhdk 
(3) çfr;ksxh & lerk fof/k (4) mís'; & vkSj & dk;Z fof/k 

48. 
.......................... is setting the price steps between various products in a product line 

based on cost differences between the products, customer evaluations of different 

features , and competitors ' prices . 

(1) Optional - product pricing (2) Captive - product pricing 

(3) Product line pricing (4) By - product pricing 

---------- mRikn] xzkgd ds chp ykxr varj ds vk/kkj ij mRikn ykbu esa fofHkUu 
mRiknksa ds chp ewY; pj.k fu/kkZfjr dj jgk gS fofHkUu fo'ks"krkvksa] vkSj çfr;ksfx;ksa dh 
dherksa dk ewY;kaduA 
(1) oSdfYid & mRikn ewY; fu/kkZj.k (2) dSfIVo & mRikn ewY; fu/kkZj.k 
(3) mRikn ykbu ewY; fu/kkZj.k (4) ckb & mRikn ewY; fu/kkZj.k 

49. A set of interdependent organizations involved in the process of making a product or 

service available for use or consumption by the consumer or business user is called a(n) :  

(1) retailer  (2) wholesaler   

(3) distribution channel  (4) logistics   

miHkksäk ;k O;kolkf;d mi;ksxdrkZ }kjk mi;ksx ;k miHkksx ds fy, mRikn ;k lsok 
miyC/k djkus dh çfØ;k esa 'kkfey vU;ksU;kfJr laxBuksa ds ,d lsV dks dgk tkrk gS % 
(1) QqVdj foØsrk (2) Fkksd O;kikjh  
(3) forj.k çokg  (4) jln  

50. ………… beliefs and values are open to some degree of change .  

(1) Crucial  (2) Core  (3) Primary  (4) Secondary 

ekU;rk,¡ vkSj ewY; dqN gn rd ifjorZu ds fy, [kqys gSaA 
(1) egRoiw.kZ (2) dksj (3) eq[; (4) ek/;fed 

 










