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TILAK MAHARASHTRA VIDYAPEETH, PUNE 

BACHELOR OF COMMERCE (B.COM)  

EXAMINATION: DECEMBER- 2024 

SIXTH SEMESTER 

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

Date: 11/12/2024 Total marks:  60      Time: 10.00 am to 12.30 pm 

 Instructions:  1) Attempt all Questions  

  2) Figures to the right indicate full marks  

 

Q. 1) Answer the Multiple-Choice questions. (Any 10) (10) 

      1. __________ buyers are those who purchase items on behalf of their business or 

organization 
 

 a) Professional b) Industrial  

 c) Retail d) Wholesale  

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

___________. 
 

 a) convenience b) money  

 c) power d) rest  

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

 a) Buyer b) Consumer  

 c) Seller d) Customer  

      4. ___________ is the development of competitive capabilities that enable firms to compete 

successfully against rivals from and in different countries 
 

 a) Globalization b) Segmentation  

 c) Management d)  Marketing  

      5. Consumer Behaviour is related to _________ behaviour.  

 a) psychological b) social  

 c) physical d) None of these  

      6. Ethics is the science of _________________.  

 a) economy b) social  

 c) morality d) biology  

      7. WTO means World Trade ________ .  

 a) Offer b) Organization  

 c) Order d) Ordinary  

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

activity. 
 

 a) relationship b) management  

 c) database d) responsibility  
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      9. CRM means Customer _________ Management.  

 a)  Retail b) Reward  

 c)  Range d) Relationship  

    10. Retailer is an intermediary between __________ and customer.  

 a) buyer b) manufacturer  

 c) wholesaler d) None of these  

    11. AMA means __________ Marketing Association.  

 a) Analytical b) African  

 c) American d)  Affirmative  

    12. ___________ marketing refers to marketing of products in more than one country/ nation.  

 a) National b) Industrial  

 c) Rural d) International  

    13. ________ is the process of dividing the market into segments based on customer 

characteristics and needs. 
 

 a) Management b) Marketing  

 c) Marketing Segmentation d) Controlling  

   

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

1. Significance of CRM  

2. Need of studying Buyer's Behaviour  

3. Essentials of market segmentation  

4. Skills of marketing manager  

5. Challenges of Globalization  

   

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

1. State the various forms of organized and unorganized retailing.  

2. State the difficulties related to CRM.  

3. Explain the significance of International marketing for developing countries.  

4. State the functions of marketing management.  

   

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

1. What is Industrial marketing? What are the characteristics of industrial goods. Elaborate the 

future of industrial marketing. 
 

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

3. What is Market Segmentation? State the benefits and limitations of market segmentation. 

Describe the basis for good market segmentation. 
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_amR>r  ê$nm§Va 

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

 

à. 1 ImbrbàíZm§Mo ¶mo½¶ n¶m©¶ {ZdS>m. (H$moUVohr 10) (10) 

1.  ------ IaoXrXma ho Ë¶m§À¶m ì¶dgm¶ qH$dm g§KQ>ZoÀ¶mdVrZo ‘mb IaoXr H$aVmV.  

 A) ì¶mdgm{¶H ~)Am¡Úmo{JH$  

 H$) {H$aH$moiì¶mnmar S>)KmD$H$   

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

 A)gmo¶rgmR>r ~) n¡emgmR>r   

 H$) gm‘Ï¶m©§gmR>r S>) Amam‘mgmR>r  

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

 A) IaoXrXmamZo ~) Cn^moJ H$Ë¶mZo  

 H$) {dH«o$Ë¶mZo S>) J«mhH$mZo  

4.  ---- åhUOo ñnYm©Ë‘H$ j‘Vm§Mo {dH$gZ Á¶m‘wio H§$nÝ¶m XoemVrb d AÝ¶ XoemVrb H§$nÝ¶m§er ¶eñdr nUo ñnYm© 
H$é eH$VmV. 

 A) OmJ{VH$sH$aU ~) {d^mOZ  

 H$) ì¶dñWmnZ S>) {dnUZ  

5.  IaoXrXmamMr dV©UyH$ hrË¶mÀ¶m --- dV©UwH$ser g§~§{YV Amho.  

 A) ‘mZgemór¶   ~) gm‘m{OH$  

 H$) emar[aH$ S>) ¶mn¡H$s H$moUVoM Zmhr  

6.  {ZVrVÎd ho ----- emó Amho.  

 A) AW© ~) gm‘m{OH$  

 H$) gXmMaUmMo S>) Ord  

7.  S>ãë¶w. Q>r. Amo. åhUOo dëS>© Q́>ooS> -------.  

 A) Am°’$a ~) Am°J©Zm¶PoeZ  

 H$) Am°S>©a S>) Am°{S>©Zar  

8.  J«mhH$m§Mm ----- V¶maH$aUo d amIUohr I{M©H$, doiH$mTy> d n[al‘ nyyd©H$ {H«$¶m Amho.  

 A) g§~§Y ~) ì¶dñWmnZ  

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

9.  gr. Ama. E‘. åhUOo H$ñQ>‘a ------ ‘°ZoO‘|Q>.  

 A) arQ>ob ~) ardmS>©   

 H$) a|O S>) arboeZ{en  

10.  {H$aH$moi ì¶mnmar hm ---- Am{U J«mhH$ ¶m§À¶mVrb ‘Ü¶ñW Amho.  

 A) IaoXrXma ~) CËnmXH$  

 H$) KmD$H$ ì¶mnmar S>) ¶mn¡H$s H$moUVoM Zmhr  
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11.  E. E‘. E. åhUOo ------ ‘mH}$qQ>J Agmo{gEeZ.  

 A) A°ZmbrQ>rH$b ~) A°’«$sH$Z  

 H$) A‘o[aH$Z S>) A°’$a‘oQ>rd  

12.  ----- {dnUZ åhUOo XmoZnojmA{YH$ XoemVrb {dnUZ H$m¶© hmo¶.  

 A) amï´>r¶ ~) Am¡Úmo{JH$  

 H$) J«m‘rU S>) A§Vamï´>r¶  

13.  ~mOmanoR>oMo J«mhH$m§À¶m d¡{eï>¶m Zwgma d JaOo Zwgma bhmZ ^mJ nmS>Uo åhUOo ~mOmanoR> -----.  

 A) ì¶dñWmnZ ~) {dnUZ  

 H$) {d^mOZ S>) {Z¶§ÌU  

   

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

1. J«mhH$ g§~§Y ì¶dñWmnZmMo ‘hÎd  

2. IaoXrXmamMr dV©UyH$ OmUyZ KoÊ¶mMr Amdí¶H$Vm  

3. ~mOmanoR> {d^mOZmgmR>r Amdí¶H$ Jmoï>r  

4. {dnUZ ì¶dñWmnH$mÀ¶mA§Jr Agbobo H$m¡eë¶  

5. OmJ{VH$s H$aUmMr AmìhmZo  

   

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

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

2. J«mhH$ g§~§Y ì¶dñWmnZmVrb AS>MUr ñnîQ> H$am.  

3. {dH$gZerb Xoem§À¶m Ñï>rZo A§mVaamï´>r¶ {dnUZmMo ‘hÎd {dñVm[aV H$am.  

4. {dnUZ ì¶dñWmnZmMr H$m¶} ñnï >H$am.  

   

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

1. Am¡Úmo{JH$ {dnUZ åhUOo H$m¶?Am¡Úmo{JH$ {dnUZmMr d¡{eï>¶o ñnï> H$am. Am¡Úmo{JH$ {dnUZmMo ^{dVì¶ 
{dñV¥V H$am. 

 

2. ì¶dgm¶mVrb Zr{V‘Îmm Am{U {dnUZ ì¶dñWmnH$mÀ¶m gm‘m{OH$ Odm~Xm-¶m g{dñVa ñnï> H$am.  

3. ~mOmanoR> {d^mOZ åhUOo H$m¶? ~mOma noR>oVrb {d^mOZmMo ’$m¶Xo d ‘¶m©Xm {bhm. à^mdr ~mOmanoR> 
{d^mOZmMm AmYma ñnï >H$am. 

 

 
---------- 


