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TILAK MAHARASHTRA VIDYAPEETH, PUNE 
BACHELOR OF COMMERCE (B.COM)  

EXAMINATION: MAY- 2025 
 FIRST SEMESTER 

Subject: Marketing (BCOM24-104/BCOM19-103/BCC-103) 

Date: 16/05/2025 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. In ___________ Stage, product is actually introduced to market.  

 a) Market Introduction b) Growth  

 c) Decline d) Maturity   

      2. _____________ is an orderly procedure for the regular collection of raw data  

 a) Sales b) Information  

 c) MIS d) None of these  

      3. More than _____________ of the consumers live in rural areas.  

 a) 79% b) 71%  

 c) 80% d) 75%  

      4. ---------------- Middlemen do not take the ownership of goods.   

 a) Agent  b) Customer   

 c) Seller  d) Farmer   

      5. AMA means -------------------------.  

 a) American marketing association  b) American Marketing area   

 c) American management association  d) None of These   

      6. MIS means ______________  

 a) Management Information System b) Management Indirect System  

 c) Management Income System d) Marketing Information System  

      7. For Marketing _____________ and _____________ are the most important functions  

 a) Selling, reselling b) Earning, retailing  

 c) Buying, Selling d) None of these  

      8. _________ is the value of product expressed in terms of money.  

 a) Price b) Credit  

 c) Discount d) Resale Price  
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      9. The term ------------------- means sale in large qualities.   

 a) Retailers  b) Malls   

 c) Multiple shops  d) Wholesales   

    10. Itinerant means moving or--------------.  

 a) Shifting  b) Changing  

 c) Constant  d) None of these  

    11. The date is ______   

 a) Online b) Passive  

 c) Active d) None of these  

    12. A _________ is a set of individual products that are closely related.   

 a) product line b) product mix  

 c) product together d) product  

    13. No firm can think of survival without offering __________ facility.   

 a) Debit b) Cost  

 c) Loan d) Credit  

   

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

1. Difference between Wholesale Trade and Retail Trade  

2. Characteristics of Rural Market  

3. Marketing Information System  

4. Importance of Branding  

5. Types Marketing research?  

   

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

1. Explain in detail Sales Promotion Techniques.  

2. Explain importance of pricing.  

3. Explain in detail functions of marketing.  

4. Explain the product life cycle in detail.  

   

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

1. State and explain the elements of Price Mix.  

2. Which are the factors determines of Promotional Mix? Explain.  

3. Explain the factors influencing selection of channel.  
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_amR>r  ê$nm§Va 
 

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

  

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

1.  ......... Q>ßß¶m‘Ü¶o, CËnmXZ àË¶jmV ‘mH}$Q>‘Ü¶o gmXa Ho$bo OmVo.  

 A) ~mOma n[aM¶ ~) dmT>  

 H$) ZmH$maUo S>) ‘°À¶y[aQ>r  

2.  .......... H$ƒm S>oQ>m {Z¶{‘V g§J«{hV H$aÊ¶mgmR>r EH$ gwì¶dpñWV à{H«$¶m Amho.  

 A) {dH«$s ~) ‘m{hVr  

 H$) E‘.Am¶.Eg S>) ¶mn¡H$s EH$hr Zmhr  

3.  .......... nojm A{YH$ J«mhH$ J«m‘rU ^mJmV amhVmV.  

 A) 79% ~) 71%  

 H$) 80% S>) 75%  

4.  ------- _Ü`ñW dñVy§Mr IaoXr H$aV Zmhr.   

 A) EO§Q>  ~) J«mhH$   

 H$) {dH«o$Vm  S>) eoVH$ar  

5.  AMA åhUOo ------------- .    

 A) A_o[aH$Z _mH}$qQ>J Agmo{gEeZ  ~) A_o[aH$Z _mH}$qQ>J E[a`m   

 H$) A_o[aH$Z _°ZoO_|Q> Agmo{gEeZ  S>) `mn¡H$s H$moUVohr Zmhr  

6.  E. E‘. E. (AMA) åhUOo --------   

 A) A‘o[aH$Z ‘mH]$Q>tJ Agmo{gEeZ ~) A‘o[aH$Z ‘°ZoO‘|Q> Agmo{gEeZ  

 H$) A‘o[aH$Z ‘mH]$Q>tJ E[a¶m S>) ¶mn¡H$s H$moUVoM Zmhr  

7.  {dnUZmgmR>r ......... Am{U ........ hr gdm©V ‘hÎdmMr H$m¶© AmhoV.  

 A) {dH«$s$, nwZ{d©H«$s ~) H$‘mB© {H$aH$moi {dH«$s  

 H$) IaoXr, {dH«$s S>) ¶mn¡H$s H$mhr Zmhr  

8.  .......... ho n¡emÀ`m ñdê$nmV ì`º$ Ho$boë`m CËnmXZmÀ`m _yë` Amho.  

 A) qH$_V ~) nV  

 H$) gdbV S>) nwZ{d{H«$Mo _yë`  

9.  ......... g§km åhUOo ‘moR>çm g§»¶oZo {dH«$s hmo¶.  

 A) {H$aH$moi {dH«$s ~) ‘m°ëg  

 H$) {d{dY XþH$mZo S>) KmD$H$ ì¶mnmar hmobgob©g  

10.  {’$aVm åhUOo Mb Am{U -------- hmo¶.  

 A) ñWbm§VarV hmoUmao ~) ~XbVo  

 H$) pñWa S>) ¶mn¡H$s H$moUVohr Zmhr  
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11.  VmarI ........... Amho.   

 A) Am°ZbmBZ ~) {ZîH«$s¶  

 H$) g{H«$¶ S>) ¶mn¡H$s EH$hr Zmhr  

12.  d¡¶{º$H$ CËnmXZmer OdirH$ gmXUmao--------- --------- ---------Amho.   

 A) àmoS>³Q>bmB©Z ~) CËnmXZ {‘l  

 H$) CËnmXZ EH$Ì S>) CËnmXZ  

13.  ........ gw{dYoMr Am°’$a Z XoVm g§ñWm OJÊ¶mMr H$ënZm H$moUrhr H$ê$ eH$V Zmhr.  

 A) S>o{~Q> ~) IM©  

 H$) H$O© S>) nV  

   

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

1. KmD$H$ ì¶mnma Am{U {H$aH$moi ì¶mnma ¶m§Vrb ’$aH$   

2. J«m‘rU {dnUZmMr d¡{eîQ>¶o  

3. {dnUZ ‘m{hVr nÜXVr  

4. ~«°ÊS>tJMo ‘hÎd  

5. g§emoYZmMo àH$ma  

   

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

1. {dH«$s ~T>Vr V§Ì g{dñVa ñnï> H$am.  

2. qH$‘VrMo ‘hÎd ñnï> H$am.  

3. {dnUZmMo H$m¶© g{dñVa ñnï> H$am.  

4. CËnmXZ OrdZMH«$ g§H$ënZm g{dñVa ñnï> H$am.  

   

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

1. qH$‘V {‘lMo KQ>H$ gm§Jm Am{U ñnï> H$am.  

2. {ZdS> gmIir da n[aUm‘ H$aUmao KQ>H$ ñnï> H$am.  

3. ~T>Vr {‘l R>a{dUmao KQ>H$ H$moUVo ? ñnï> H$am.  

 
---------- 


