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TILAK MAHARASHTRA VIDYAPEETH, PUNE 

BACHELOR OF COMMERCE (B.COM.)  
EXAMINATION – MAY- 2025 

SIXTH SEMESTER 
Subject: Marketing Management - I (BCOM19-307M / BCMM - 601) 

Date: 7/05/2025 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. Marketing is about meeting the ---------------- of customers.  

 a) demand and supply b) need and wants  

 c) price and cost d) None of these  

      2. Every firm faces ---------------.  

 a) competition b) less profit  

 c) lack of capital d) None of these  

      3. Distribution means to --------------------.  

 a) distribute b) to make  

 c) to sale d) None of these  

      4. ___________ is the element of Promotion mix   

 a) Price fixing b) Personal selling  

 c) Product distribution d) Product storage  

      5. Good marketing is about …….. and developing a long-term _________ with your 
customers 

 

 a) satisfying, relationship b) status, relations  

 c) status, idea d) status, reliability  

      6. Formulation of marketing _________ is the first step in the marketing control process.  

 a) strategies b) performance standards  

 c) mix d) none of these  

      7. The interactive process that occurs in the market place is referred to as _________  

 a) external environment b) internal environment  

 c) competitive environment d) none of these  

      8. _________ are either business houses or individuals who play an important role of 
company for promoting, selling and distributing the goods 

 

 a) Marketing Executive b) Marketing Intermediaries  

 c) Marketing Manager d) none of these  
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      9.  Marketing is _________ oriented 

 a) customer b) wholesaler  

 c) retailer d) supplier  

    10.  Services can be classified into two broad categories Consumer Services and 
_________ Services 

 a) buying b) Industrial  

 c) sales d) none of these   

    11. Marketing is helpful and benefited by _________, _________ and _________  as well. 

 a) Buying, Selling, Transport, Financing 
etc 

b) Borrowing, Selling, Transport, 
Financing etc 

 

 c) Buying, Supplying, Transport, 
Financing etc 

d) Buying, Selling, Trading, Financing 
etc 

 

    12. The main occupation in Rural India is --------------------------  

 a) Teaching b) Carpentry  

 c) Farming d) Blacksmith  

    13. ----------------is the element of Promotion Mix.  

 a) Price fixing b) Personal selling  

 c) Product distribution d) Product storage  

   

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

1. Marketing ethics  
2. Importance of marketing communication  

3. Difficulties in Rural Marketing  

4. Marketing Control  

5. Significance of marketing  

   

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

1. Explain various stages in new product development process.  

2. Explain the importance of rural marketing in detail.  

3. Write a short note on marketing challenges.  

4. Explain evaluation of marketing.  

   

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

1. Describe the difference between market research and marketing research.  

2. What do you mean by marketing environment? State its internal and external factors.  

3. Define market segmentation? Explain various elements of market segmentation  
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‘amR>r  ê$nm§Va 

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

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

1.  {dnUZ åhUOo J«mhH$m§Mr ---- Am{U ---- hmo¶.  

 A) ‘mJUr d nwadR>m ~) JaO Am{U Amdí¶H$Vm  

 H$) qH$‘V Am{U IM©  S>) ¶mn¡H$s H$moUVohr Zmhr  

2.  àË¶oH$ CX¶moJ g§ñWm ---- bm Vm|S> XoVo.  

 A) ñnYm© ~) H$‘r Z’$m  

 H$) ^m§S>dimMr H$‘VaVm S>) ¶mn¡H$s H$moUVohr Zmhr  

3.  {dVaU åhUOo --- hmo¶.   

 A) dmQy>Z Q>mH$Uo ~) V¶ma H$aUo  

 H$) {dH$Uo S>) ¶mn¡H$s H$moUVohr Zmhr  

4.  ............ hm à‘moeZ {‘l Mm EH$ KQ>H$ Amho  

 A) qH$‘V {ZpíMV H$aUo ~) d¡¶{º$H$ {dH«$s  

 H$) CËnmXZ {dVaU S>) CËnmXZ gmR>dU  

5.  Mm§Jbo {dnUZ ho .......... Am{U Amnë¶m J«mhH$m§gh EH$ XrK©H$mbrZ .......... ~Ôb Amho  

 A) g‘mYmZH$maH$, ZmVog§~§Y ~) pñWVr, g§~§Y  

 H$) pñWVr, H$ënZm S>) pñWVr, {dídgZr¶Vm  

6.  {dnUZ  {Z¶§ÌU  à{H«$¶oVrb n{hbo nmD$b {dnUZ ............ V¶ma H$aUo Amho.  
 A) YmoaUo ~) H$m‘{Jar ‘mZH$  
 H$) {‘l S>) ¶mn¡H$s H$mhrhr Zmhr  

7.  ~mOmamÀ¶m {R>H$mUr KS>Um¶m© nañna g§dmXr à{H«$¶og ............ åhUyZ g§~moYb oOmVo  
 A) ~mø dmVmdaU ~) A§VJ©V dmVmdaU  
 H$) ñnYm©Ë‘H$ dmVmdaU S>) ¶mn¡H$s H$mhrhr Zmhr  

8.  ............ EH$Va ì¶dgm¶ J¥h qH$dm ì¶º$s AmhoV Or dñVy§Mm àMma, {dH«$s Am{U {dVaU 
H$aÊ¶mgmR>r H§$nZrMr ‘hÎdnyU© ^y{‘H$m ~OmdVmV 

 

 A) {dnUZ H$m¶©H$mar ~) {dnUZ ‘Ü¶ñW  
 H$) {dnUZ ì¶dñWmnH$ S>) ¶mn¡H$s H$mhrhr Zmhr  

9.  {dnUZ ho ............ er {ZJS>rV Amho  

 A) J«mhH$ ~) KmD$H$ ì¶mnmar  

 H$) {H$aH$moi {dH«o$Vm S>) nwadR>mXma  

10.  godm XmoZ ì¶mnH$ loUt‘Ü¶o J«mhH$ godm Am{U ............ godm§‘Ü¶o dJuH¥$V Ho$bo OmD$ eH$Vo.  

 A) IaoXr ~) Am¡Úmo{JH$  

 H$) {dH«$s S>) ¶mn¡H$s H$mhrhr Zmhr  

11.  {dnUZ  ho .........., .......... Am{U ............ er ghmæ¶H$ Am{U ’$m¶XoH$maH$ Amho.  

 A) IaoXr, {dH«$s, dmhVyH$,  ~) {dÎmnwadR>m    

 H$) H$O© KoUo, {dH«$s H$aUo, dmhVyH$ H$aUo, S>){dÎmnwadR>m B  
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12.  J«m‘rU ^maVmVrb à‘wI noem ----- hm Amho.  
 A) {ejH$ ~) gwVmaH$m‘  

 H$) eoVr S>) bmohmaH$m‘  

13.   ----- hm {dH«$¶ d¥ÜXrMm KQ>H$ Amho.  
 A) qH$‘V {ZYm©aU ~) d¡¶{º$H$ {dH«$s  

 H$) dñVy {dVaU S>) dñVy gmR>dUwH$  

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

1 {dnUZmVrb Zr{VVÎdo  

2 {dnUZ g§XoemMo ‘hÎd  
3 J«m‘rU {dnUZm‘Yrb AS>MUr  
4 {dnUZ {Z¶§ÌU  

5 {dnUZmMo ‘hÎd  

   
à. 3 Imbrb àíZm§Mr 150 eãXm§V CÎmao Úm (H$moUVohr 2) (20) 

1 ZdrZ CËnmXZ {dH$mg à{H«$¶oVrb {d{dY Q>ßno ñnï> H$am.  

2 J«m‘rU {dnUZmMo ‘hÎd g{dñVa ñnï> H$am.  

3 {dnUZmVrb AmìhmZo - {Q>nm {bhm.  

4 {dnUZmMo ‘yë¶‘mnZ H$am.  
   

à. 4 Imbrb àíZm§Mr 300 eãXm§V CÎmao Úm (H$moUVohr 1) (15)  
1 ~mOma g§emoYZ Am{U {dnUZ g§emoYZmVrb ’$aH$ ñnï> H$am.  

2 {dnUZ n¶m©daU åhUOo H$m¶? Ë¶mMo A§VJ©V d ~mø KQ>H$ ñnï> H$am.  

3 {dnUZ {d^mOZ åhUOo H$m¶? {dnUZ {d^mOZmMo {d{dY KQ>H$ ñnï> H$am.  

 


