A 1

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
Jg deq fop Qansdt &t 3@, =wEr, "edgd Fel Sf 9hdl 8, 991 el Sf dehdl g,
P Sar fawar & wdfag ® 7
(1) URetfafadr (2) orgdan (3) FAfgurTar (4) IR

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

Tg deq feh, Ush Had™ I &l Teh dgd & Thcdeh Siiel Bl - Ueh 8led §
T ® SRM AgHd IR Y Wh a@gd & ThRIeHsh Si" - AgHd H STl
IR fopd 9ar faRivar § Sdea gar e ?

(1) qREd=shiear (2) Afadresgar (3) IR=faferdT (4) oTHcen

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
e A T 200 FHX & Bled H TG FXd 8, A Had 150 FAT AT A
H FTd 2, AV AT FHA FJo & [T ARARTE 50 FHHAU HI HSR Sl HL T |
qe qareAl & 91 UH GHET S |
(1) sAfguregar (2) IRwfafAE (3) dREd=Riiadr  (4) SAHcn

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

B9 el I ‘T g’ 9T Far qE & Fhd, zAhl A © B '8 IR
SUANT 3 H Y&l Il Jedih1 el Y Thd | T8 Tl & A Th THEl
2

(1) dAfeIar (2) IREHLNSr  (3) ST (4) uferiaferd

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

94542/(A) P.T.O.
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Hifs Farell H AAHTA & g H [GAUar 8, AT YEERA B AT T

HIAT BT -
(1) ST HHT HH B (2) TSRl HI AT HLAT
(3) ST Bl FHA X (4) JATATST THET Bl HH T FH BT

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
Frfaiaa & @ @9 & e 787 & 9ar - SR gagar § 7
(1) IS 9ar 9o
(2) Hge iR IES qar HHE
(3) I I IFHA Hel
(4) TEe Qar A1y Y foepa

7. Perhaps the best measure of service quality is :

(1) Low employee turnover (2) Customer retention
(3) Profitability (4) Total sales

IS FAT I IOl H TIH ST=BT ITF ©

(1) HH HHA & HREAR (2) urEsh wfaERe®
(3) TrHyEar (4) T Tereht

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.

Frfafaa & & $H=-91 HO9T org © 7

(1) CRM IE®hi &I deax g9s & Q. [&OuoE, Saad IOFG AR g=eT
AR &l STl ¢ |

(2) HIARUA & UH 33299 RAET AN & I=F FAT ¢ |

(3)?WW%W&@WWWW&%WW%WW

|

(4) oTiferem SET H HISTRUA & YA Heigd il erar &
94542/(A)




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
Teh I HHERT H q& I Th & & Bl He A€l Tsh Aqree €
(1) |ar1 Jardr & & o SAEaliET
(2) a1 B/ TSNIATSH HEAT
(3) |ET & SAEGSIAT G A AT
(4) TEH H AR F TS I= IHE T

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 .
AT el BT § MY @® q9d = JH [REn €
(1) &l e I f[a%helar & dee § 99 9T ShRl &
(2) e B89 UX UTesd & U9 arad Y
(3) El UESH H Teh GUE & AT daci
(4) TEhl N gGH G H YA S 6 IHE H [aherdl i AT L

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

SATcred g & U I e gEAT 4 A 9 B A9 AHAR U 3T
AT Al B Jar § oAt IS | R @) H ggen S ogear 8 7
(1) 9T gt a9 (2) Tauo SrgEe
(3) HTE®H IS (4) aRe ST
94542/(A) P.T. O.
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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

g Sfaed HUAl S Al B B B [T, AR dedX DI Hl FAASEl B
2 SR sSfaa: ueeh & Rl o= ®usit I @ 90, s wedt @i STExal @
URT A N UH deay JUH ¢ o @

(1) fv=a | (2) IUARA 3@ faqor=

(3) =g fauor= (4) =T - Hee fauor

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

Sifered Il & fThl I & TR HI MEiRd & H, I FE HIAl G
AR & a1 F e F9nl & IR [ MR @9y o) gifed e § &n
1 T H FERer S B, A 3@ er o ?

(1) ST - AR geEhIoT (2) HM - IS geehlol

(3) IR - ITELIRAT GIoEhITT (4) BT - QAT FieehIoT

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
Frafafaa & @ 94 AAaste F9ee & ao0 J§ o are ade 8N, e -
(1) ST =/t (2) I (3) Sifed A= (4) AReE

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

.......... T GeH HHE & WX UH Ah o, Sl (€W HiS, §H, SAfhed A
A ISl & HROT gE I THE ST € |

(1) gferemaran (2) Geiiq REar
(3) TF A At Adr (4) GEITSTh iRl M9 arer

94542/(A)



16.

17.

18.

19.

94542/(A) P.T.

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

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

Zfh % FaBR # STHd ¥ II BIF ad IRa &l goiF Hl ¢ |

(1) HrsfeT (2) u¥em (3) gyl (4) srteEH

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

FoE Al & ded H, th 9REaR S R T S @ e dd 8w
G H A 9T JST BT B, Al A IR & [&sod § 9§ T I&eXOl 8nT

(1) Sfat =1 B (2) St Qi

(3) HHIERM AT Hea=T (4) = & YR

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

(1) Selling agents (2) Booking agents

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

.......... Bled &% dYUT ATHART B g HIA B [ Hfar miEepr 2 |

(1) |feiT Tsie (2) gfET TSte

(3) FEET & wsie (4) TF TSie

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

g & 39 et ® 9ar @ da) @ 39 q99d oAfUs 9 g § 4R
ST 2 1 i, d 39 daal dged € R B9 & AR o= 99y S|y # Uy
H EHEG FEOFT Ged 21 FueH B g w9 " S STal g=mIeTt &
it oI & @1 i H S WG HI Bl STEFhdT enll ?

(1) T fasdrs= (2) @9 [
(3) sTEaax g (4) o AR Sfa-=sk [

o
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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
B AT HUMAT TI TEH T HHANAT Sl I STOAT &A1 Hisd Bl
1 guHd € F wHE IR Uesd At & @Y Hi Gl 9d1 wH At &

Streelt 8 ¢
(1) AARE fago= (2) Qa1 - AN @
(3) HaTEHTh AU (4) |41 HEHE
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

........... X HI ST&dl, [AEaretl I7 FgslX & STER 9X @&’ &
AT Tl d [Gaita w1 e &, e STa-ofe T SdEl a1 9o
foreron &1 STaTehal 8 Tehdl 8 |

(1) Sdare # f=1ar (2) SR fa9re=
(3) AT AR OT (4) SR W Rfa
22, e, 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

......................... ugs OIeE w1 U Resid & e [ stasssd B
T HUH ARG IdE AR &I gar &l Jansr &2 |

(1) AR foqor (2) IYARH 3G auo=
(3) 9= U™ (4) A=T-ATH-HE HAEpfeT
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
......................... U AR TS % SATRCT H HeHIHT B AR AL
HA & T s a1 fas S & T # ukERar o |
(1) 92 9™ 9X AheT (2) IS e
(3) IS SA&TehToT (4) ISR 3hl R
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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
e dg 6 uh & gug # qarell & [, Sded SR SuHrT A Sian g,
fr=fefaa & & @9 & dar awarett & @afia & & ?
(1) STEgeFan (2) SAfaaTSTar (3) gREcHALMSar  (4) HIRT

25. e factors are the most popular bases for segmenting customer groups .
(1) Geographic (2) Demographic (3) Psychographic (4) Behavioral
Ueh el @l [T & & [ ... HEH I AR
AR 2 |
(1) STrTitheh (2) SHEiRE®E  (3) HHgsE (4) FEER

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
.......... IR Siad =56 8 S aeY &1 [J&aY e 3l IdE SISl 3T
e XA U Hisd 2 |
(1) fmEe &1 eraeen (2) U= ST
(3) gl STereen (4) IRYRIAT ST

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
AR ® | BF-91 99R& g5 a0 [9ehl &l 9RO & ST 9=l &
FHROT A4 & 7
(1) &1 &ty (2) Hfasa - f&shr &1 el
(3) gttt - Twar fafy (4) 3T - AR - HA Q&
DG, e 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

.......... IR, AeHh & o aFd AdE & STER 94X IdE dgd H &=
SRl % A= gog =R MEiRa w1 @l 8 [ [Qvansdi, ofik afaeniEt @i

HIFAl T HedAieh |
(1) Ipfcas® - IR’ g7 FreEReT (2) Hieg - I’ I FEReT
(3) IAE AT g Eer (4) T2 - IAE qA iR

94542/(A) P.T.O.
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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
SUHIHT A1 A0S ITARTRAT ERT IYART AT IUART & [T IdE a1 9l
U] HIA B AKAT H ET ST el & Uh A< H Hel Sl ©

(1) GEaRT fasher (2) & AU
(3) Tz gers (4) Ta=
30. ...l beliefs and values are open to some degree of change .
(1) Crucial (2) Core (3) Primary (4) Secondary
A=A oI I B 88 d%h URady & e g g |
(1) HEEgel (2) BT (3) 9= (4) HAreATHER

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
s & Q. desh @ Hogihd i H, g gar % f&Eee a9 e & g
giereast st 9 e A Jed¥ @

(1) arefen (2) fafarse
(3) T X Iy (4) e T
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
qol & URAR H R TR SEedl Tl 8, e EECRIGIS B M|
URAR &% T geg E@lie usie @ @ |
(1) e (2) dfer
(3) fReliX === (4) areT-=TEr
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
IS 90 J Tl a9 @Rl B ged H FHH H Hel Sl 8
(1) |A=T g2 (2) TP B
(3) HraHl ge (4) AR e

94542/(A)
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34. A company is practicing ...........ccccceervueennee. 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
TH HUHI AR B BT B el TR I faRTe d&©N & @
AIETHTE 9T &M Hiad HAl & S A & Th [GT G &l JAIr &
w® e
(1) ATSshrEEheT ORGISIRCERE
(3) 98 YA U HBiET 4 @ fquoE

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
Frfafad i o A 9% A=Al O Y9 geie uTEd 8, e
(1) I e (2) LIFO fafer
(3) fcrera-fasst fafe (4) SET-3AR-FHE At

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

S g HOAl Rl AU IR @ U R, AR oiR A @ STgHT
GHIET Hl B, A T8 qaT & @ [ 6 S A HRep HUT B I Bl R
FXA 2, 9 e 73 gikar e =1l § § fRad € 7

(1) sTaumen foepra ST gdiefor (2) SEATHHTOT

(3) AR faesoT (4) U oI Twe

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
T 6 Qarell &I a9 § IgANT AT SRl & [T "@uea Jel fhar S eearn

g, T& IAH ..oennnn w1 e 2 |
(1) Sreeian (2) Jfguregar (3) qREdHRIr  (4) HIRAT
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

94542/(A) P.T.O.
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39.

40.

41.

42,

A
........... JE FIYRCN 2 e ded U HOAl A9 kS G A« Bl
ed R 3% IRl & IR H T, EIT AR FHHEH das ad & [
qEYIgdes A Hl S |

(1) 9=l e

(2) Uehishd STARISEHF A
(3) whIEd fquer Har™
(4) THIpa T AL

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

(1) product idea (2) product image

(3) product concept (4) product feature

T eeennennnn. ge qUHl & RTad SYARDI Uh arsdiaess a1 GHfad 3 &
ATFI FIA T |

(1) Sw@rE = T (2) I9E A ==

(3) ST F AT (4) Saars e

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

e IHT HIT BN S IEE STH FHIS H UH & AT & AR IF IdE I
frdl ReaT &1 J=m STar B, a6 SI9ehl Il Bl ceennnnnnns g & =T B
(1) gAfeshar (2) &MU (3) TTHR (4) Fan

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

fREl IE #1 fehl IR I9& Siia-ehid § 819l JAT% @l Hal Sl & -

(1) fesht =me (2) TicRiie ferepra @

(3) =<1 =Ih (4) IqTE SEA =%k

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
FgaT e g FgeR Jied g8 WM Sel URERE X AReTa aw e
AT H Jg FHKd &, Fel Al © -

(1) arareeT (2) wfafear (3) IS 4) Tl =%

94542/(A)
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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
HFE MR H  fOuos SgEeae Mehdl @l Uk 9| geuAn  faque
SFgEa % fo wgf ©
(1) 9™t & IdEl Sl OF H & [T T ared a4
(2) 99X H ¥SH[G & [0 UF gred a+
(3) FHHA TG H Th AT T
(4) ST gfcagl @ O qrEae o+

Q4. e has the advantage of being high in selectivity; low cost; immediacy;
and interactive capabilities.
(1) Direct Mail (2) Outdoor (3) Online (4) Radio

........... ¥ IO dT § 3= 8, B AR dieehedT ST qXEdY erHdredt
H AT 2 |
(1) &rem Sast 2) X & FEy (3) THEARA (4) Yte=T

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
I=9 "SAT IR I=d A & A H gAE FErad gedl [ae et d
q o fewar 8 7
(1) ST &% o/l bl Aferd 6L
(2) SAE FEHOT AR Farsdli & For
(3) g FEReT & GhEd

(4) TR & HEd

46. A ............... i1s 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

............ faeit & fom & st aret g wfafafy a1 @ ® S sifvard w9 9
AT 2 IR Rl o1 =S & @ | qRenH TEl I © |

(1) ARt (2) 99 TUS (3) ST= (4) &ar
94542/(A) P.T.O.
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47. The goal of the marketing logistics system should be to provide :
(1) atargeted level of promotional support
(2) atargeted level of customer service at the least cost
(3) atargeted level of transportation expense ratio
(4) atargeted level of field support
[IUo THE 9Ol &7 e 7 bl &9 Al 8l =y
(1) J=IRe THLS 1 Teh oAfard &Y
(2) HH ¥ HH AN UX Ak a1 1 dAferd &<
(3) R@es =@ TJUd I UHh e &Y
(4) &1 @HS 1 TH Aferd WX

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

qeh=ilehl ST, SYARHI @ie H gedd, AR J31 g3 uiawddl, =H 4 9+ o
IS FH AT B HH HA &, Toaal d§ b sawen  foo faftre 8 °?

(1) FRIEe =6l st (2) qR=" AT

(3) gix sTaeen (4) 9RUeFEAr 3T
49. The last stage in the selling process is the .......... stage.

(1) approach (2) handling objections

(3) closing (4) follow - up

faepa afekar &1 Sife™ ==OT ...l TOT B

(1) ug= (2) STmafEl 9¥ Hriarg

(3) =9 (4) Sir= AT

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

fogorept -l g vemeTl & SIIY g & Sl SUYRhrel &l gg fasara
FA & [0 ARG R © B F arga J F 5 w2 Sl AlUw g7 ar

TN e H g2 s S8 e Qi € |
(1) 99 =R (2) ATHEH YbioHT
(3) 9™® geI Lot (4) 9™ ARG AT

94542/(A)
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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

SATcTed g & U IUAe e gEAT w4 A 9 B A9 AHAR U 9Ty
AT |l gAa J AR Joi | SR dE § ugen S A § 7

(1) 9= Teeel a9 (2) fogo STgEe

(3) UTEH MHIS (4) oTidRes S

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

Je SATRred HOAl S =Sl B B & G, AR qedl qddl Hl AASEl Bl
g oY Sfaq: TeH HI Bl = FHA & @ M, T qehi Hl TEAl B
URT &I H Th dec dUHl g 31 & -

(1) AT ST (2) SUARH 3@ faqor=

(3) &= fauor= (4) wrE=T - Fee faueE

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

Afaed ®U & el a1 & AR &l MeiRd &3 H, S ®ig FHuAl o=
AR & a9 H g SN o IR Y MR @97 X gifeq e § an
I dea H FARer w8, @ W FHeT o €

(1) ST — AR gREhIoT (2) ®M - S FieehoT

(3) TME - AELIHAT gRThI0T (4) FTA - |aT gfeehloT

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
fFrafafaa & & 9t a9 s b= & 2o § oI a ades e, fae -
(1) gmfstes a9 (2) =Zada™ (3) Sta= =l 4) AP

94542/(B) P.T.O.
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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

.......... T GeH HHE & WX UH Ah o, Sl €LV HIS, S, SAfhed A
A AT & HROT A I TAE ST @ |

(1) gfaamarar (2) Hefia e
(3) ™ 2 AT AT (4) qEISTh iRl M9 arer

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

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

Zfh % FaBR H STHd ¥ II BIF ad IRad &l o H ¢ |
(1) #rsfeT (2) 9zom (3) STgHf (4) srferm

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

Mo Al & ded H, U 9REaR FEed R T SdE & ofHE dd gQ
G H JS 9T JST Bl g, A i g & fOsed § O# U 3areel B8R

(1) Sia= @1 B (2) StET 2=
(3) HHAEST AT FHed =T (4) FHE N i
8. .. have contractual authority to book entire occupancy of the hotel.
(1) Selling agents (2) Booking agents
(3) Manufacturer's agents (4) Purchasing agents
.......... Bled & g0 AN @l g6 I H [0 gigar wieesrR g |
(1) afer wste (2) gfeT uSie
(3) T &% s (4) ®T TS

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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gaX & @ FEiaet & odr 8 B doR w1 39 999 AfUs R g § dEn
ST 2 1 i, d 39 daal dged & R B9 & AR o= 999 S|y # Uy
F R FEFT TEd 21 FueH B R w9 " S STa N g=sIeT &
Rt oI & @1 HH H SR WG H Hl STEhdT enfl ?

(1) T fersqre= (2) «ro fewrs=
(3) ITEER fa«rs (4) g AR STEaa-=6 ==

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
B TaT HUMAT TI WEH ST HHANAT a1 g STOAT &A1 Hisd Hel
1 guzd € F wHE IR Ues AT & @Y HiA Gl 9aT wH AT &

STreell & -
(1) AiaRes fagqes (2) 9T - W =T
(3) HaTEHTh AU (4) |41 HEHE
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

........... eI Bl ST&dl, Auaetl a1 FaerR & R uX @ER &
SATT-ATT THEl H AT w31 e 8, e A-HeT Icel ar foaor
feroTt &l STraseRar 81 Tl ¢ |

(1) Scare F e (2) ST far4TsT
(3) IS SA&TehToT (4) SToTX H el
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

......................... g faUU b U fia & e e stasas §
Tsh HUHl arEdiass Icars X U aR @l Jelst B |

(1) 1i¥=a fagor= (2) IUARH 3@ faqor
(3) 9= U™ (4) TG-ATH-FHM AT
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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
......................... % ISR TS & SAHNYT H HeAihd Hid HIX TSl
FA & [T T A1 AU TS & FIT H AT © |

(1) 92 Y9 9T HrebieT (2) I TSt

(3) SR A&THOT (4) TSI i i

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
e d= & U & gug H areft & Epl, Sded R SuHnT fRar Sian g,
FrfaRag & @ @9 @ Qar FAuaeTt @ daffa ®ar & °?
(1) T=gsaan (2) Afa=rS=Tar (3) UREcSNeTar  (4) HRar

15, factors are the most popular bases for segmenting customer groups .
(1) Geographic (2) Demographic  (3) Psychographic (4) Behavioral
Ueh el @l [T & & [ ... HEH I AR
AR B |
(1) S=rithen (2) SHEifE®E  (3) HHgsE (4) TR

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
.......... SR Siad =56 8 S a1 O el 3iY I@E SISl 31
&7 A IT Hied S |
(1) fmEe &1 e1aeen (2) U= ST
(3) gis ST (4) YRUeFdr STae

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

FrAfRad # | hiF-91 J9R& J9ic dlis (&l Bl giReMH & o7 Yai=id &l
FHROT AT & 7

(1) &1 &ty (2) Hfasa - f&shr &1 ads!

(3) uferar - Twar f&afy (4) I2F - X - HA fafer
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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

.......... IE, ARH & A ARG SfdX & SR 9¥ 39 dgd § fafw=
SMEl & 9= gog =R MeiRa w3 el 8 A [kharsdi, ofik ufeenfet @i

HIFl I HedAieh |
(1) Jpicash - IUE oo AeiRor (2) Bftea - IO’ eI FERoT
(3) ST’ dRA g iR (4) 9% - IS geg e

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

SUARAT I7 ATEGENEh SUANTRAT &7 IUANT I7 UGN & U IdE ar a4l
IqcTeE] HIA HI TR F MEE ST el & Uk A< Wl el Sl B -

(1) HEhT feshe (2) N AT
(3) oz yers 4) O
20. ............ beliefs and values are open to some degree of change .
(1) Crucial (2) Core (3) Primary (4) Secondary
AN 3T 97 B 8& d%h Iec= & [T G ¢ |
(1) HeEygei (2) B (3) g=A (4) e

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

faso & Q. Gesl @ i i H, T8 a0 {6 fgsied "9 % o
gfereasft sl O I Y Jga¥ ®

(1) &reiep (2) fafarse
(3) A &= AT 4) F=E @
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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A & aRaR & iRl TaR S @l B, oeeeeennnnns RUIET &9 |
IRER & e g @l oS W@ 2 |
(1) e (2) ofa
(3) feReliX === (4) =rET-aTEl
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
IS AET § Tl a @ERl H g J FHHl Bl Hel Sl 8
(1) |A=T g2 (2) TP B
(3) A ge (4) R ge
24. A company iS Practicing ...........cceeeeeeveeens 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
Th FHUAT HfFEH BT B 8 eeenennnnnn. TR e [T d&©N & @Y
AIETHCE 9T &AM Hiad Bl © S A & Th G99 G &l qarst &
w® 2
(1) ATSshIEEhieT ORGISIRCERE
(3) F2 YHM UX AT (4) @s 9o

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
frrfaiaa g+t o™ R o) Arar T SER SSTe Ied 8, e
(1) I &t (2) LIFO fafer
(3) wfarera-fashr fafer (4) IeT-AR-H Aty

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

S g HOAl Rl AU SR @ AU R, AR oiR @ @ STgHT
GHIET Hl B, A T8 qaT & @ [ 6 AT A BB HUT B I Bl R
FXa B, T Frafaiag 92 giskar O =xen § 9 pad 8 °?

(1) sTaumen foepra efiT gdiefor (2) SEATHHIOT

(3) =9I fasawor (4) U I TwE
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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
e qg foh qQarell &l 9% § IUART A1 sl & foe queg J8f fam Simogekdn

2, T TR o F1 @y T
(1) Sreeian (2) Jfguregar (3) qREdHRIdr  (4) HIRAT
28. ........... 1s 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

........... qE HAYROM B e ded Uk FHUAl A9 w3 G A« hl
e AR ITH SUEI & dR) H W, T AR Ged desl a9 & g
qEgFIgdss AT Hl 8 |

(1) gar=fe o

(2) THIHT AT HHA

(3) Wik e H=)

(4) THIHT AFT LA

29. A............ 1s the way consumers perceive an actual or potential product .
(1) product idea (2) product image
(3) product concept (4) product feature
TH eeenennnnnn Je O & FEd SuUARET U arsdids a1 §9iad S
ATFI FIA T |
(1) SE 1 fa=m (2) I H1 ==
(3) IAE FHT TN (4) S gfaer

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
gfe AT FHIF B HIS A& ST FHIS H T YT I & AR 39 IdE Hl
fopdl ReaT &1 J=m STar B, a6 SI9ehl &9l Bl ceennnnnnn. g & =T B
(1) gefeeman (2) =M (3) TR (4) Qe

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
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el IE R oIR I8 Slla-hid § B aid JAT% &l Hel ST & -
(1) fesbr =me (2) wifrefiet foepre ash
(3) =% =% (4) I S =5

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
FTAE TEA O FEeR Hied H g8 WM S8l URERE X aAfeTa a9
AME F S Ghd &, Hal AW 8 -
(1) =rererTeT PRISERI (3) IS (4) =liE B=

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
FHERIE AMR § 9o ofgHu™ Mehdl & UHk ofH  SHUWANT  faueE
ATEI & g vy @
(1) 9ISt & ITEl o U & & e ush ared s9
(2) ISR § HedE & [T Uk gred o
(3) FHHEA FE™ HI Tp AT T
(4) T Afeqet &1 UF At g+

g, e has the advantage of being high in selectivity; low cost; immediacy;
" and interactive capabilities.
(1) Direct Mail (2) Outdoor (3) Online (4) Radio

........... ¥ g9 ehdr § I=d 8N, HH AN Ai-ehedl STX UXEIT efHdrel

(1) drem Sa91 (2) X % Y (3) AAREA (4) Is=Ar
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

94542/(B)
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I= AHAY AR I= AET & diF H gAE FAad gl fauee el #
g frden fewam g 7
(1) IR & ol 6l dferd L
(2) IE TR AR FqareA! & o
(3) g FERer & GhEd
(4) R & hEd

36. A ...l 1s 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

............ feehl & fQ &1 ST arell g At o Y g S ANaE w9 9
ST & R FREl o = & @i d 9RemH JEf & ¢ |

(1) =i T (2) 99 'ud (3) IA= (4) |ar

37. The goal of the marketing logistics system should be to provide :
(1) atargeted level of promotional support
(2) atargeted level of customer service at the least cost
(3) atargeted level of transportation expense ratio
(4) atargeted level of field support
o Y9e TNl # ded T Sl U BT 8T Ay
(1) T=Ieh @9 h1 Teh dferd &Y
(2) A F HH AN U Ulesh dal Hl e &R
(3) gRaeT =g TJUI &1 Tsh R &Y
(4) &= THLT 1 Th e WY

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

TR AT, SUAIHT @e § gead, X 981 g3 "ioeqdl, B 9 a9 o
IEE &I JT &I HH B &, Guadl § Fg sEwen & o fgtee 8 ?

(1) FRIEE At sTaeen (2) q=T ST

(3) g Sfaen (4) URYEFIT TRl
39. The last stage in the selling process is the .......... stage.

(1) approach (2) handling objections

(3) closing (4) follow - up

94542/(B) P.T.O.
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40.

41.

42,

43.

feeha iR 1 S =RoT ... TR 2 |

(1) 9g= (2) YA 9X HRaE

(3) FHHIT (4) Sita AT

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

fogorept -l g vemeTl & SIIY I & Sl SUYRhrel &l gg fasara
FA & [0 ARG Ha € 6 F arga J F 5 w2 Sl HAlUw god ar

TN e H g2 s S8 e Qi € |
(1) 9™k J=X (2) 9HH BT
(3) 9™® goI Lot (4) 9™% AR =T

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

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

gg deq foh Qanedl & 3@, =/, "edgd Fel off 9l &, Jo1 el S dhdl g,
fpe Tar faQwar ¥ de&ftg ® 7

(1) URetfafedr (2) orgdan (3) FAfgureTar (4) IR

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

T8 deq foh, Ush Had™ I &l Teh dgd & Thicdeh STl Bl - Ueh 8led §
T ® SRM AgHd IR Y Wk a@gd & ThRIeHs Si" - AgHd H STl
IR fopd 9ar faRivar § ddeT gar e ?

(1) gftadssiiaar (2) eAfaseoar (3) UR=rfafcrdl  (4) oTHdar

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

i ST UH 200 HHX & Bled Hl T FA 8, 3 dad 150 HAT T Iqd
H FTd 2, AV T HA qJo & U AR 50 HAU H WS S BT TR |
qe qaredl & 91 Uh GHET S |

(1) sAfesaar (2) UReigid (3) gREdAsiiadr  (4) STHcen
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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

BH Ul Hl T ZrEFT U [qAT qEl & Ghd, 3AH A © [h BH IR
SUANT X H e Ikl GeHih1 T8l i Tehd | T8 FAl & 1Y Teh gHel
2

(1) dAfeIar (2) IREdHLNSr  (3) T (4) aferiaferd

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

Hifh el H ARAIT F g Hl [AATAT B, Fal TSRS H TR T8
HIAT BT -

(1) I HHET HH B (2) TSPl HI AT HIAT

(3) Ll &I HHA HX (4) AT FHET &l HH H FH BT

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
F=fafad § 9 %9 uF fKie 787 & 9ar - 9| 2een § 7
(1) TSX |ar g4
(2) dg= AR IMEH dar HHAT
(3) 9& Tl T |l
(4) TFr gar @49 AR o

47. Perhaps the best measure of service quality is :

(1) Low employee turnover (2) Customer retention
(3) Profitability (4) Total sales

IS {AT I Ol H TIH 3T=W\T I9F ©

(1) &H FHHAR & HRIEAR (2) ATE®H AT
(3) TrHyEdr (4) T Tereht

94542/(B) P.T.O.
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48.

49.

50.

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.

Fr=feRaa & 9 H9-91 99 F9T B 7

(1) CRM IE&®i &l J8dy @9 & [ f@UoM, sgaam™ OFIG SR g
AENesl B STl 8 |

(2) HIARTH & UHh 3Ig39T RAFT ARG & I= F4T ¢ |
(3) TARTH IEH & O fadd AR Rl d6y Fafaa & & g Fweaar
2

(4) aTfee JENT A HIARTA HT IUART Ho(gd qefid el &

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

T Ml HHAR! Bl aal I Teh [ & Bl e A6l Th 969 8 -
(1) |ar e« & B 9 STaxdieT

(2) qaT B FSNIATSH HEAT

(3) HaT H TIEAl X & a7

(4) TEH FH AR § TAAH I= IIE FAMHT

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 .

1T A QAT fOhadr @ FUeq &1 999 7= a0 R@mm §

(1) &l e wI [a%helar & dede d§ 9 9T ShRl &

(2) FI%aar 89 9T AEH B U9 e HL

(3) &I e I TH GER & A1 daad

(4) OrEH B 3EH AR H A ST b IS H [ Bl TS B
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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

........... e B ST&Ldl, [AEaeT I FgeRk & AR 94X @Er &
SATT-SATT THEl H AT w31 e 8, e AT Icrel ar faaor
oo 1 STaTHhdr & Hehdll 2 |

(1) Iqre | = (2) ISR fa4rs=
(3) IS &R (4) ISR 3hl R
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

......................... ugs e w1 U Rsid & e [ stasssd B
T HIAI ATEIdH I AT I AR &I qHT e |

(1) e o (2) SUHRHT I Fge
(3) g9 fauaore (4) T=T-3B-HLE AT
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
......................... U AR ©S & STRUCT H HeHIHT BT AR AL
HA & T s a1 fas S & T # uERar © |

(1) 92 Y9 9T HrebieT (2) I TSt

(3) AT AR OT (4) SR W Rfa

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
JE = & U & gug H aref & SEpl, Sded R SuHnT fRar Sian g,
Frfafag & 9 9 @ ar FAuaeT @ Geiid war g ?
(1) T=gsaan (2) Afa=rSTar (3) UREcHSNTar  (4) HRar

B factors are the most popular bases for segmenting customer groups .
(1) Geographic (2) Demographic (3) Psychographic (4) Behavioral
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e dgel B [qufsta w3 & e PRE G BT
MY 2 |
(1) s=mnfthe (2) S (3) FAdsnS® (4) =FFBX

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
.......... SR Sad =56 8 S a1 [J&aY e 3l IdE SISl 3iY
eToT XA U B 2 |
(1) FRIEe =6l sraeen (2) qR=" SAae
(3) gl STereen (4) IRYFIAT ST

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
AT J | -1 9=’ g7 dlh [9ehl &l 9RO & ST gai=id &l
HIROT AT & 7
(1) & fare (2) HfcRrId - bl @1 aXien
(3) gttt - awar fafy (4) 3T - AR - HA Q&
g, s 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

.......... IR, AEHh & S aFd Ade & STER 94X IdE g H &=
SRl & A= gog =R MEiRa w3 @l @ [ [Qvansdi, ofik afaeniEt @i

HIAT T HeAh |
(1) Ipfeas® - IME” g FreEReT (2) e - I’ g FEReT
(3) IOE AT g ERer (4) g - IAE A e

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
SUHARKT A1 A6 STARTRAT SRT IYANT T IUFRT & [ IdE a1 9l
U] HIA Bl AKAT H ET ST EeAl & Uh A< H Hel Sl ©
(1) GEahT fasher (2) & AT
(3) fadazer gars (4) =

94542/(C)



10. ............ beliefs and values are open to some degree of change .
(1) Crucial (2) Core (3) Primary (4) Secondary
A=A oI I B 88 d%h URad & e g g |
(1) Hewyef 2) FX (3) g (4) =Teafis

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
s & Q. desh @ Hogihd i H, g gar % &eee 9\ e & g
giereast shist 9 IdE A Jed¥ @

(1) arefen (2) fafarse
(3) fasarg &3 9y (4) e T
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
a9 & gRar F g TR TeEerdlt W ¥, e EECRIS B |
IREaR & [0 e Elie usie @ 2
(1) = (2) 9
(3) feReliX === (4) areT-eTEr
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
IS 9= J Tl a9 @Rl B ged H FHH FH Fel Sl 8
(1) A= g (2) = B
(3) A 8T (4) IR BT
14. A company 1S PractiCing ........cccccceeeeeeenunen. 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
TH HYHI AR B BT B ool TR e [T d&ON & @
AIETHTH 9T &M Hiad HAl & S A9 & Th G99 G &l JAmT &
w® e
(1) ATSshIEEhIeT RGISIRCERE
(3) F2 YHM UX HABET (4) @s 9o
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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
Frfaiad g+t &\ dR O JA1ar I 99 §5Te IS99 &, Ee
(1) |& o (2) LIFO fam
(3) wfcrera-fespr fafer (4) SEF-3-H &afy

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

S HE FHIA Rl AU IR & U R, AR eIR M &% STgHAE
THIET HIA 8, A1 g& Ol A & [ 76 R A HRE B B e Al B G
HA 8, q FrAfaiad A5 sk faea =xen § & fead 8 7

(1) STagrRen e AT et (2) SEERHOT

(3) MR fILAToT (4) 9o IO e

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
I deF [ QA @l 9% H IUART AT 6l & U U Ael fRar Sodsdr

g, T& TABl ..oonnnnn. 1 ArEd F |
(1) ST (2) sAfgwsTar (3) gRacHsiadr  (4) HIRAr
18. ool 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

........... JE FIYRCN 2 e ded Uk HOAl A9 FE G oA« Bl
e X IFh IUEI H aR H W, gET AR gHed das a & g
qEgFIgdss A Hl 8 |

(1) gar=fa fersror

(2) THIPA AT A
(3) THIFHA AU HAR
(4) THIHT AFT LA

94542/(C)



19.

20.

21,

22,

23.

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

(1) product idea (2) product image

(3) product concept (4) product feature

TH enrenennnnnn JE O & FEd SuFRET U arsiide a1 §9iad S
AT A 2 |

(1) S 1 TR (2) IUE & =

(3) IETE E ST (4) St g

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

e SIHT HIHT BN IS IEE STH FHIS H UH & AT & AR IF IdE I
fordl ReaT &1 J=m STar B, a6 SI9ehl 9l Bl ceennnnnnn g & J=T B
(1) gefdehan (2) =R (3) FTHR (4) Qe

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

fREl IE 1 fehl IR I9& Sia-ehld § 819l JAT% @l el Sl & -

(1) fersbr =me (2) wfasier foera @k

(3) &< =h (4) IE SiET =6

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
FgaT EiEd I FFER Jied H g8 W Sel gRERe X AR a9
AT H Jg FHd &, Hel Al © -

(1) =rererTeT PRISIERI (3) IS (4) TliE B=

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

94542/(C) P.T.O.
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FEERIE AMR § oo ofgHu™ Mehdl & UHk oW SHUANT  faueE
oTgHa & foe agfr ©
(1) 9™t & IdEl Sl OF H & [T T ared a4
(2) 9N H 9S9E & [T UF gre- o+
(3) FHHEA TG H Th AT A
(4) ST gfcRagl @ O qreae o9+

D, s has the advantage of being high in selectivity; low cost; immediacy;
and interactive capabilities.
(1) Direct Mail (2) Outdoor (3) Online (4) Radio
........... ¥ TR dT § S= 8N, BH AR Ai-ehed! ST UREY eTHaredi

(1) diem €31 Q) X & ey (3) A=A 4) ==

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
I=9 "SAT IR I=d " & A H gAE FErad gedl [aee et d
q o fewr 8 7
(1) ISR & o/l @l @ferd e
(2) SAE FEHOT AR Farsdi & For
(3) g9 FeEReT & &HEd

(4) TR & HEd

26. A ...l 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

............ foet & foT & o9 arell g Tfafafer o oy ® S otfved =g 9
AT 2 IR Rl o =S & @ | qRemd TEl I ¢ |

(1) ARt (2) 9 TUA (3) SR (4) &ar

27. The goal of the marketing logistics system should be to provide :
(1) atargeted level of promotional support
(2) atargeted level of customer service at the least cost
(3) atargeted level of transportation expense ratio
(4) atargeted level of field support

94542/(C)



fuoe YHE 9OTell &1 @& 9 @l Ua9 AT 8T aney ¢
(1) TR THAH 1 Tk dferd &@X

(2) HH ¥ HH AN UX T a1 1 dferd X

(3) gRRasT =ag STJUd &1 Ueh el &Y

(4) & U HT TH AR &Y

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
TR AT, SYAIHT @e § gead, X 981 g3 "ioeadl, B a9 a9 o
SAE & AR B HH B &, doadl § fBE orEren & fog faferse 8 7

(1) FRIEe =6l st (2) qR=" AT
(3) gz STaren (4) 9Reradr sTeren
29. The last stage in the selling process is the .......... stage.
(1) approach (2) handling objections
(3) closing (4) follow - up
faepa afeham 1 Sffe™ =T ...l TOT B
(1) ug= (2) STmafEr 9¥ Hriarg
(3) =9 (4) Sr= AT
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

forgorept -l gHe veneTl & SIIY g & S SUNRhrel &l Je fasara
FXA H T ARG FA 2 6 T ara J I Bioar wRa € S8 A g ar<

TN e H g2 fasmos S e Qi € |
(1) 9™k 9= (2) "HH b
(3) 9% g HeiRoeT (4) 9™ ARTT ST

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
Je ded 6 qaredl @l 3@, =FEn, "eqd Tel S Al ©, Qo1 "el S dhl g,
fpe Tar faQwar ¥ de&ftg ® 7
(1) ARefaferd  (2) SAHdr (3) JAfHIAr (4) IREHLNT
94542/(C) P.T.O.
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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 deq feh, Ush Had™ I &l Ueh dgd & AhRIiceh ST BNl - Ush eled H
T ® ARM AgHd IR Y Wh a@gd & ThRIeHs Sii" - AgHd H STl
IR fopd 9ar faRivar § Sdea gar e ?

(1) gREc-eiear  (2) sIfer«rs=an (3) URetfafer  (4) oTHdar

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
gfe 39 Tk 200 FHHR & BT H TEET FHA o, AR dHAd 150 FHL IS A
H dAd &, Al T HA do H [T ARARTE 50 FAU H 9GS T8I HL Thdl |
Je 9arell & 9 Uh el © |
(1) SIf«r==an (2) UReIfEEr (3) gRaasiadar  (4) STHddAr

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
BH AEHl & TR ZRA” U FAT TEl S Tehd, AR A 2 FF BH I
SUART 3 H Y& Il Gedih1 el Y Thd | T8 Tl & A Th THEl
£

(1) STfarroTan (2) gfREcefiear  (3) STeaar 4) gferfaferer

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

Hife Farell H AAHTA & Hg H [GAUAr 8, AT YRR B AR T8
HIAT BT -

(1) I HHET HH B (2) ATEHI HI AT HIAT

(3) <l Sl HH HY (4) ATAT LT B HH G HH B

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

94542/(C)



Fr=fafaa # & &9 oF fKie 787 2 9ar - Sdr 2ear § ?
(1) IS 9ar 9o

(2) 9 X IEH FaT FHHAT

(3) I @I IFHA Hel

(4) @I |ar @ WY e

37. Perhaps the best measure of service quality is :

(1) Low employee turnover (2) Customer retention
(3) Profitability (4) Total sales

IS {AT I Ol H TIH 3T=BT I9F ©

(1) HH FHHAR & HRIAR (2) UTE®H AR
(3) TrHyEdr (4) T Tereht

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.

Frfafaa # 9 $H=-91 Fo9 org © 7

(1) CRM IE®hi &I deax 99s & Q. f[&OuoE, Saad OFg AR g=eT
WENRTh STl & |

(2) HARTH & UHh 3Ig39T RAFHT ARG & 3= F9 ¢ |

(3)§WW%waamqeﬁTwwaﬁmaaﬂﬁ%mm

|
(4) oTTfcred FENT H HITRTH &I ITINT AT Wil el &

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
T Ml HHAR! Bl aal I Teh [ & Bl e A6l Th 969 § -
(1) |ar gardn & BE o AT
(2) a1 B/ TSNIATSH HEAT
(3) FaT I STEISIAT YT A AT
(4) TEH H AR F TS I= IHE T

94542/(C) P.T.O.
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40.

41.

42,

43.

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 .

AT § AT [k § IS @ 999 ST=sl q@ e

(1) &l e wl [ahelar & dede § 99 9T ShRl &

(2) fIpaar 89 9X Ued B I arad HY

(3) &I EsH =l TH GEr & A1 daad

(4) OrEH B 3EH AR H A ST b IS H [ Bl TS B

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

SATced g & U IUAe e gEAT 4 A 9 B A9 AHAR U 9Ty
AT Al B Jar § eAfae IS | R @) H ggen S ogear 8 7

(1) 9= aeeel a9 (2) fogoe STgEe

(3) ATESH MBS (4) oTidRes S

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

IqE AR HAA S A B B & [T, AR FedX qUHI Bl ATSE! BT
g Sl Aqq: I HI fhEl o HOAAl &l @ 3, TET el & STl
URT &I H Th dec JUHl g 1 & -

(1) Al |fdrET (2) IUHARPI IE U

(3) g fauer= (4) |Ear - mE A9

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

94542/(C)



(o 11
anfaed HU B fSEpl 9 & SAERR Sl MEiRd H H, Si9 g hudl Al
AR & a1 F g g6l & IR [ MR @9y o) gifed e § &n
F e H AR wA B, @ 5/ Fer S g o
(1) FT - ABR ghehoT (2) ®M - e gt
(3) IR - ITEIRAT GIoEhITT (4) BT - QAT FieehIoT

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
Frfaiad & 9 9491 AAasie [9ee & A0 J o ar ades BN, A
(1) 9ISt a°t (2) =Faa™ (3) Sia= QA= (4) ARHA

45. The ........... i1s 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

.......... Uh HeH d98 % HOX Uk ARk 8, S [ HiSE, 5, Ak A
A ISl & HROT gE I THE ST € |

(1) gfaamarar (2) Hefia e
(3) ™ 2T AT AT (4) qEISTh iRl M9 arer

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

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

Zfh & FaBR H STHd ¥ II 81 ad IR &l goiF Hl ¢ |
(1) HrsfeT (2) u¥em (3) gyl (4) sreEH
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

FoE ARl & ded H, th 9REaR S R T SdE @ eTHE dd 8w
e & JAST X JST BIAT 8, a 1 9K & [asiod # & u% I&eoT 8N -

(1) St =h1 RB=an (2) St QA
(3) HAIRSRT AT HI=T (4) SATHA HT T<lh

94542/(C) P.T.O.



49.

50.

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

(1) Selling agents (2) Booking agents

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

.......... Bled & 9gY AN @l g6 B & [ gigar wieesrR g |
(1) | wsie (2) giHT i

(3) FEiar & usie (4) T TS

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

g & 39 et ® 9ar @ da) @ 39 q99d oAfUs 9 g § 4R
ST B 1 Bldieh, d 39 d&aql ded & R B9 & dAR o 99y S|y H Uy
H EHE IO Ged 21 FueH B e w9 " S o194l g=mIeTi &
it oI & @1 i H SR WG HI Bl STEIhdT enll ?

(1) fof1 fasme= (2) @ faersE
(3) STEaax g (4) g AR Sfa=-=sk [

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

B TaT HUMAT TIT WEH ST HHANAT 91 g STOAT &A1 Hisd Bl
219 g9 § fF HHE R Uesd Gt & @1 i dl el ®H A @l
el & -

(1) AARE 9o (2) Qa1 - AN ST

(3) HaTEHeIh AR (4) Har HTHE

94542/(C)
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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
s & Q. desh @ Hogihd i H, g garl % f&eee s\ e & g
giereast shist 9 IdE A Jed¥ @

(1) arefen (2) fafarse
(3) fasarg & 9y (4) e T
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
a9 & gRar F g TR TEedt W ¥, e, EECRIUS B |
aRa & R g wde oie T B
(1) e (2) Gy
(3) feReliX === (4) areT-<TEr
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
TSI AT H e g @ERI H ged H FHH H HeT Al ©
(1) |A=T g2 (2) TP B
(3) Al ge (4) =MUR &
4. A company iS PractiCing ...........ccceeeeeeveeenns 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
Th HUAT AT BT W B e TR T fafsre deren & Ay
AIETHCE 9T M Hiad Bl © S A & Th G G &l qarst &
@ e
(1) \TEshHEER T (2) 3T e
(3) 92 YHM YT HIhieT (4) = fauoE

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

94542/(D) P.T.O.



g 9eft oI dX WX 9 I e geie urey 8, e
(1) T fafe (2) LIFO fafer
(3) ufaea-fassr fafer (4) IEFT-N-HA fafe

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

S g HOAl Rl AU IR @ U R, AR oiR @ @ STgHT
GHIET Al B, A T8 qaT & @ [ 6 T A HRep HUT B I Bl R
HA 8, d FrAfaRad A3 vl faea =xen J & fead 8 7

(1) sTaemen foepra ST gdiefor (2) SEATHHTOT

(3) AR faesoT (4) U oI TwE

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
Je L 6 Qarell &l ar€ § IqANT AT okl & e |@uea Aei fpar S |ehar

g, T& TABl ..oonnnnn. 1 ArEd F |
(1) ST (2) sAfgwsTar (3) gRacHsiadr  (4) HIRAr
8. i 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

........... JE FIYRCN & e ded Uk HOAl A9 kS G oA« Bl
e X IFh IUEI H aR H W, gET AR gHEd das ad & g
qEgFIgdss AT Hl © |

(1) 9=l e

(2) THIPT FTULET HAFIA
(3) THIPHA f[qUvE HAR
(4) THIpa T AL

9. A............ is the way consumers perceive an actual or potential product .
(1) product idea (2) product image
(3) product concept (4) product feature

94542/(D)



10.

11.

12.

13.

3
T eeeeennannnn. gE TU & Sl IuULMRET Uk arkiides a1 G9iad IS H
AFHT T € |
(1) IUE &1 =R (2) IUE &1 ==
(3) IAE FHT STIELON (4) S gfaer
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
e AT FHIFT H P IR STH FIS & TH JZ I & AR 39 I9E Hl
fopdl ReeT &1 J=m STar B, a6 SIgehl 9l Bl ceennnnnnn I & =T B
(1) gefdehan (2) =M (3) FTHR (4) Qe
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
fREl IE #1 o6l IR I9& Sia-ehid H 819l JAT% @l Hal Sl & -
(1) fesbr =me (2) fashiar fepre as
(3) &< =Ih (4) IqrE S{iae =k

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
FTAE TEA O FEeR Hied H g8 WM S@l qRERE AR AfeTa a9
ATE F S Ghd &, Hal AW 8 -

(1) =rererTeT PRISIERI (3) IS (4) =liE Bx

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

FHERIE AMR § OOo ofgHu™ Mehdl & UHk oW SHUANT  faueE
AFEI & U wgiy @

(1) 9IS & IAET @ 9= w1 & e o aed -

(2) 99X H ¥SH[G & [0 UF gred o+

(3) FHHA FE™ B Th AT A

(4) ST gfcRael @ O qrEae o9+
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has the advantage of being high in selectivity; low cost; immediacy;
and interactive capabilities.

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

........... ¥ TR dT § Sz 8N, BH AR Ai-ehed! ST Y eTHaredi

(1) &rem E31 Q) X & Iy (3) AAEA (4) f==n

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
I=9 "SAY AR I=d " & A H gAE FErad gedn [9e et
q o fewar 8 7
(1) ISR & o/l @l @ferd 3
(2) IE FEMepYer eNX Qarett & ot
(3) g FEReT & GhEd

(4) R & hEd

16. A ..ol 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

............ foet & foT & o9 gt g Tfafafer o oy ® S ot =g 9
ST & R el ot = & @i d 9RemH JEf & ¢ |

(1) ARt (2) 99 TUST (3) SR (4) &ar

17. The goal of the marketing logistics system should be to provide :
(1) atargeted level of promotional support
(2) atargeted level of customer service at the least cost
(3) atargeted level of transportation expense ratio
(4) atargeted level of field support
9o THe TOTedl &7 8" T Bl & Il Bl = ey
(1) T=Ieh @99 &1 U dferd &Y
(2) HH ¥ HH AN UX T Jd1 T dferd X
(3) gRRasT =ag STJUd &1 Ueh el &Y
(4) &= THLT B TH dferd WY

94542/(D)
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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
TR AT, SYAIHT @e § gedd, X 981 g3 "ieqdl, B a9 9+ o
SAE & AR B HH B &, dioadl § By orEren & fog faferse € 7

(1) FRIEe =6l st (2) qR=T SAae

(3) gz STaren (4) 9Reradr sTerEen
19. The last stage in the selling process is the .......... stage.

(1) approach (2) handling objections

(3) closing (4) follow - up

faepa afskar 1 Sife™ =ROT ...l TOT B

(1) ug= (2) iRl 9T

(3) =9 (4) Sir= AT

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

forgorept -l gHe TeneTt & SIIY g & S SUNRhrel &l e fasara
FXA H T ARG HA 2 6 T ara J I Bioar wRa €S89 A g7 ar<

TN e H g2 s S8 e Qi € |
(1) 9™k 9= (2) "HH bt
(3) 9% g HeiRoer (4) 9™ AR =T

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
Je deq foh Qanell & 3@, =/, "edd Tel off 9l &, Jo1 el Sf dhdl g,
fope Fen fasiyar | H@efad § °

(1) URetfafedr (2) orgdan (3) FAfgureTar (4) IR

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
94542/(D) P.T. O.
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I8 4 o, Ueh Had™ IE1 &l Teh 98 8 RIS g BRIl - Uk 8led J
B & AR A9 IR Y UH 9gd Bl TeR® Slie - ofgHd H STl
IR fopd 9ar faRivar § SdeT gar e ?

(1) gREgcaLiear  (2) aAflquregar (3) dRfEfAE (4) SAHcan

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
fE M9 wHh 200 HEX H Bled H TEET HXA &, X bad 150 HHAT =T T
H I €, Al AT HA d= H [ ARARTE 50 FHAA H HSR T8I B Thd |
Je 9arell & 91 Uh el © |
(1) Afar==an (2) Refaferdr (3) uRacwsiaar  (4) STHaar

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

B9 UEH H TR FrRFT WX FAT qEl T Ghd, AR A © F BH IR
SUANT X H e Ikl oAb T8l i Tehd | T8 Al & 1Y Teh gHel
2

(1) srfg«r==an (2) gfREcLiiear (3) STHaar (4) gfetiaferet

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

Hifh el H ARAIT F g H QAT B, FAl VS H TR T8
HIAT BRI :

(1) I HHET HH B (2) ATEHI B ATATRIA HIAT

(3) gl H HH B (4) AT THET B HH A HH B

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
94542/(D)



frfafaa & @ @9 o ki 787 & dar - SR gaar J 7
(1) IS 9ar 9o

(2) dg= AR IMEH qar HHAT

(3) 9% T HAYd ddr

(4) @ qar ard A famra

27. Perhaps the best measure of service quality is :

(1) Low employee turnover (2) Customer retention
(3) Profitability (4) Total sales

TS Tl &I IOl H qGH =BT IUF ©

(1) HH FHHAR & HRIEAR (2) urEsh wfaERe®
(3) TrHyEar (4) T Tereht

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.

Frfafaa & & -1 HoF org © 7

(1) CRM 3reshi &l d8dy @93+ &% (0 [@Uoe, sgaae O SR g
WEARTR ol STl € |

(2) HIARUH & UH 33399 RAET AN & I=F IAT ¢ |

(3) HisTRUH UTeHh & a1 adid Y WEl 9y [ghfad s & e wear
2

(4) aTfee JENT A HIARTA HT IUART Holgd il el &

o9, 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

TS Bl FHART H T 91 Toh &0 H BAl e A€ UF ATET 8
(1) |ar e« & B 9 STaxdieT

(2) qaT B TSNIATSSH HEAT

(3) HaT i ATIAT G & a7

(4) TEH FH AR F D I= IIG FAMT

94542/(D) P.T.O.




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 .
AHFTAN 7 Tl [Awaar § Faes & G99 T8l 4w e © o
(1) &l e I [ahelar & dede H§ 99 9T ShRl &
(2) FIhadr 89 UX Ued H dH arad He
(3) gEl UESH H Th GUEM & AT daci
(4) OrEH B FEH AR H A ST b IS H [ Bl TS HL

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
SATcred g & U I e gEAT 4 A § B A9 AHAR U 9Ty
AT Edl d JA J AR Joi | 3R dE § ugen S A § 7
(1) a9 Tl 99 (2) fogoe STgEe
(3) TTEH THEd 4) STAR® Se=d

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

Je Sfaed HUAl S A Bl B b [T, AR dedy DI Bl AASEl B
2 SR Sfaa: ueeh! & Rl o= ®usit &I @ 90, s wedt #i STExal @
U7 FHIA N UH deay JUH ¢ o ©

(1) fv=a |t (2) IUARAN 3@ o=

(3) =g fauor= (4) =T - Hee fauor

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

94542/(D)
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anfaed HUt B fSpl I ® SAERR Sl MEiRa H H, Si9 g hudl Al
AR & a1 F g g6l & IR [ MR @9y o) gifed e § &n
F e H AR wA B, @ 5/ Fer S g o
(1) FT - ABR ghehoT (2) ®M - e gt
(3) IR - ITEIRAT GIoEhITT (4) BT - QAT FieehIoT

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
e & 9 9491 AAasie [9ee & A0 J o a ades BN, fHaw
(1) 9ISt a°t (2) =Faa™ (3) Sia= QA= (4) ARHA

35. The ........... i1s 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

.......... Uh HeH d98 % HOX Uk ARk 8, S [ HiSE, 5, Ak A
A ISl & HROT gE I THE ST € |

(1) gfaamarar (2) Hefia e
(3) ™ 2T AT AT (4) qEISTh iRl M9 arer

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

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

Zfh % FaBR H STHd ¥ II BIF ad IR &l goiF H ¢ |
(1) HrsfeT (2) u¥em (3) gyl (4) sreEH
37. Interms 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

FoE ARl & ded H, th 9REaR S R T SdE @ eTHE dd 8w
e & JAST X JST BIAT 8, a 1 9K & [asiod # & u% I&eoT 8N -

(1) St =h1 RB=an (2) St QA
(3) HAIRSRT AT HI=T (4) SATHA HT T<lh

94542/(D) P.T.O.



39.

40.

41.

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

(1) Selling agents (2) Booking agents

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

.......... Bled & 9gY AN @l g6 B & [ gigar wieesrR g |

(1) | wsie (2) giHT i

(3) ~Hie & Tsie (4) A TSI

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

g & 39 et ® 9ar @ da) @ 39 q99d oAfUs 9 g § 4R
ST 2 | 8ifh, I 39 deal 9ed & AR =B & SRE of g 99y @iy § 97
H W AT AR 2| F9eE & e w9 # IR oTuAl g=erell &l
el oI & a1 HE & Y MU B HI @R R ?

(1) T fasrs= (2) @9 ¥

(3) STEaax g (4) g AR Sfa=-=sk [

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

AhA AT FUMAT STIH AqEHT SN FHAMAT S UX STYAT &9 Hisd Bl
213 guza € fF FHErd ol ues dgftc & @1y Hi © 9ar ®H ard &l
Sedl 8 ¢

(1) s1iaRes faqur (2) e - A9

(3) Heregee IR (4) |ar A=A

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

94542/(D)
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........... O Bl T&dl, Auastl a1 FaerR & R uX e &
HATT-ATT Fel d o w1 e 8, < A -9 SRl ar [faoe
freroTt &1 STrEaseRar 81 Tl ¢ |

(1) IarE 9= (2) ISR FGATsT
(3) SR A&THOT (4) TSI &l i
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

......................... U= faUU b U fia & e e stasaes § 6
T HUE ARG IdE AR &9 e &l Jansr &2 |

(1) ATHAT A9o= (2) IUHARPI I [qIoH
(3) g 9= (4) E=T-3TH-THIE ABIET
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

......................... U AR ©S &% SATRUCT HT HHIHT B AR AT
P B T uH A7 oI Tl B FIT W UEHAT B

(1) 92 Y9 9T HIhieT (2) IR e

(3) IS A&h o7 (4) I H AT

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
e qq 6 uh & gug # arell & [, A SR SuHrT A Sian g,
Frfafag & 9 9 @ ar FAuaeT @ Geiid war g ?
(1) STEgeFan (2) AfaarsTar (3) gREcAMSTr  (4) HIRET

45, ..o factors are the most popular bases for segmenting customer groups .
(1) Geographic (2) Demographic  (3) Psychographic (4) Behavioral
Uresh el @l faaistd &y & [T ... HRE I B
AR € |
(1) >gunithes (2) SHEIREHE  (3) AAsn  (4) FEGER

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
94542/(D) P.T.O.
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.......... IATE STaq =eh 8 Sl ST &l O i 3lY 3dd1E SRSl 3T
T8I i UX higd 8 |
(1) FR@e &1 g (2) U= SR
(3) gia e (4) 9RUFar g

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
FrAfRad # | hiA-91 J9R& g9ic dlis (&l Bl GiReMH & Joid Yal=id &6l
HIROT AT & 7
(1) Tl faty (2) it — frshl a1 TIehT
(3) gttt - Twar fafy (4) 3T - AR - HA QA
4g, e 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

.......... IR, Aedh & S aFd Ade & STER 94X IdE g H &A=
SRl % 9= gog =R MEiRa w1 @l 8 [ [Qvansdi, ofik afaeniEt @i

HIFl T HeAieh |
(1) o - I’ g FreEReT (2) Hieg - IR’ I FEReT
(3) IO AT g ERer 4) 9% - I gA e

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

SUARRT I7 AR SUANTRAT &1 SUANT I7 IUART & U IdE ar |al
ST B HI UEHAT H A ST SISl & Uk A< Sl el Sl 8

(1) GEahT fesher (2) & AU
(3) ez yers (4) o=
50. ............ beliefs and values are open to some degree of change .
(1) Crucial (2) Core (3) Primary (4) Secondary
AN 3T 9 B 8& doh Iac & [T G ¢ |
(1) "EEgel (2) X (3) g== (4) AT

94542/(D)
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