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TILAK MAHARASHTRA VIDYAPEETH, PUNE 

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

SIXTH SEMESTER 
Subject: Marketing Management II (BCOM19-308M) 

     Date: 8/05/2025 Total marks:  100      Time: 10:00 a.m. to 1:00 p.m. 

 Instructions:  1) Attempt all Questions  
  2) Figures to the right indicate full marks  

  

Q. 1. (A) Answer the multiple-choice questions (Any 10) (10) 
1. Market segmentation makes it easy to find _____________.  

 a) regular customers b) different customers  
 c) target customers d) rich customers  

2. A marketing strategy is based on ________ customer behaviour in a certain market.  
 a) recent b) unexpected  
 c) past d) expected  

3. _________ means customer can shop and order through internet and merchandise 
are dropped at doorstep. 

 

 a) vending machines b) super market  
 c) general store d) e-tailer  

4. Ethics is the science of ___________________.  
 a) economy b) social  
 c) morality d) biology  

5. International marketing plays an important role for any _______ country.  
 a) Under developed b) developed  
 c) developing d) none of these  

6. AMA means ____________ Marketing Association.  
 a) Analytical b) African                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                          
 c) American d) Affirmative  

7. MNC means _____________ corporations.  
 a) management b) multi-trade  
 c) marketing d) multi-national  

8. CRM means Customer ____________ Management.  
 a) Retail b) Reward  
 c) Range d) Relationship  

9. Retailer is the intermediary between _________ and customer.  
 a) buyer b) manufacturer  
 c) wholesaler d) none of these  

10. WTO means World Trade ___________.  
 a) Offer b) Organization  
 c) Order d) Ordinary  
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11. The changing identity of Indian women & the structure of the family is driving 
demand for _________. 

 

 a) convenience b) money  
 c) power d)  rest  

12. Door to door selling is a part of __________________.  
 a) direct selling b) direct marketing  
 c) industrial marketing d) none of these  

13. According to Philip Kotler, Consumer Movement is the ________ of the idea of 
marketing. 

 

 a) development b) responsibility  
 c) innovation d) none of these  

   
(B) Answer in one sentence (Any 5) (10) 

1. Mention any two impacts of globalization in Indian economy.  
2. Define Direct marketing.  
3. Define Industrial Marketing.  

4. When was the consumer protection act enacted?  
5. Mention two rights of consumer.  
6. What do you mean by buyer behavior?  
7. Define Consumerism  

   
Q. 2. Write Short Notes (Any 4) (20) 

1. Skills of Marketing Manager  
2. Limitations of Market Segmentation  
3. Customer delight  
4. Recent trends in social marketing  
5. Criteria of good market segmentation  
6. Importance of marketing  

   
Q. 3. Answer in 150 words (Any 3) (30) 

1. What are the rights and protection available to consumer?  
2. What are the problems of consumer movement?  
3. Describe the characteristics of retail marketing.  
4. State and explain the various strategies involved in industrial marketing.    
5. State the difficulties related to CRM.  

   
Q. 4. Answer in 300 words (Any 2) (30) 

1. Discuss the Social responsibilities of Marketing Manager.  
2. What do you mean by customer relationship management? Explain the difficulties 

related to CRM. 
 

3. Define market? Describe the functions of marketing.  
4. State and explain the importance of international marketing.  
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à. 1. (A) 

‘amR>r ê$nm§Va 
 

 

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

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

1. ~mOmanoR> {d^mOZm‘wio ----- Mm emoY KoUo gwb^ hmoVo.  

 A) {Z¶{‘V J«mhH$ ~) doJdoJio J«mhH$  

 H$) g§^mì¶ J«mhH$ S>) YZmT²>¶ J«mhH$  

2. {dnUZmMr ì¶whaMZm hr EImX¶m ~mOmanoR>oVrb ---- J«mhH$m§À¶m dV©UwH$sda AmYm[aV AgVo.  

 A) AbrH$S>ë¶m  ~) AZno{jV  

 H$) ^yVH$mimVrb S>) Ano{jV  

3. ----- åhUOo J«mhH$ B§Q>aZoQ> déZM Am°S>©a nmR>dyZ ‘mb IaoXr H$é eH$VmV d IaoXr Ho$bobm 
‘mb J«mhH$m§g KanmoM {‘iVmo. 

 

 A) {dH«$s ¶§Ì ~) gwna ‘mH}$Q>  

 H$) {H$aH$moi dñVw ^m§S>ma S>) B©-Q>oba  

4. {ZVrVÎd ho ----- emó Amho.  

 A) AW© ~) gm‘m{OH$  

 H$) gXmMaUmMo S>) Ord   

5. H$moUË¶mhr ---- Xoem§gmR>r Am§Vamï´>r¶ {dnUZ ho ‘hÎdmMr ^y{‘H$m nma nmS>Vo.  

 A) A{dH${gV ~) {dH${gV  

 H$) {dH$gZerb S>) ¶mn¡H$s HmoUVoM Zmhr  

6. E. E‘. E. (AMA) åhUOo ------ ‘mH}$qQ>J Agmo{gEeZ.  

 A) A°ZmbrQ>rH$b ~) A°’«$sH$Z  

 H$) A‘o[aH$Z S>) A°’$a‘oQ>rd  

7. E‘. EZ. gr. (MNC) åhUOo ----- H$m°nm}©aoeÝg.  

 A) ‘°ZoO‘|Q> ~) ‘ëQ>r-Q´>oS>  

 H$) ‘mH}$qQ>J S>) ‘ëQ>r-Z°eZb  

8. gr. Ama. E‘. (CRM) åhUOo H$ñQ>‘a ------ ‘°ZoO‘|Q>.  

 A) arQ>ob ~) ardmS>©   

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

9. {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 HmoUVoM Zmhr  

10. S>ãë¶w. Q>r. Amo. (WTO) åhUOo dëS>© Q´>ooS> -------.  

 A) Am°’$a ~) Am°JZm¶PoeZ  

 H$) Am°S>©a S>) Am°{S>©Zar  

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

 A) gmo¶rgmR>r  ~) n¡emgmR>r  

 H$) gm‘Ï¶m©gmR>r S>) Amam‘mgmR>r  
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------------------- 

12. XmamoXmar OmD$Z ‘mbmMr {dH«$s H$aUo hm ---- Mm ^mJ Amho.  

 A) WoQ> {dH«$s ~) WoQ> {dnUZ  

 H$) Am¡Úmo{JH$ {dnUZ S>) ¶mn¡H$s HmoUVoM Zmhr  

13. {’$brn H$moQ>ba ¶m§À¶m ‘Vo, J«mhH$ Midi hm {dnUZ H$ënZoMm ------ Amho.  

 A) {dH$mg ~) Odm~Xmar  

 H$) Am{dîH$ma S>) ¶mn¡H$s HmoUVoM Zmhr  

   

(~) EH$m dm³¶mV CÎmao {bhm. (H$moUVohr 5) (10) 

1. ^maVr¶ AW©ì¶dñWoda OmJ{VH$sH$aUmMo Pmbobo H$moUVohr XmoZ n[aUm‘ {bhm.  

2. àË¶j {dnUZ åhUOo H$m¶?  

3. Am¡X¶mo{JH$ {dnUZ ì¶m»¶m {bhm.  

4. J«mhH$ g§ajU H$m¶Xm Ho$ìhm A‘bmV Ambm.  

5. J«mhH$mMo H$moUVohr XmoZ h¸$ {bhm.  

6. IaoXrXma dV©UyH$ åhUOo H$m¶?  

7. J«mhH$ Midi ì¶m»¶m {bhm.  

   

à. 2) Q>r>nm {bhm. (H$moUVohr 4) (20) 

1. {dnUZ ì¶dñWmnH$mÀ¶m A§Jr Agbobo H$m¡eë¶  

2. ~mOmanoR> {d^mOZmÀ¶m ‘¶m©Xm  

3. J«mhH$ g‘mYmZ  

4. gm‘m{OH$ {dnUZmÀ¶m Mmby nÜXVr  

5. Mm§Jë¶m {dnUZ {d^mJrH$aUmMo {ZH$f  

6. {dnUmMo ‘hÎd  

   

à. 3) Imbrb àíZm§Mr CÎmao 150 eãXm§V {bhm. (H$moUVohr 3) (30) 

1. J«mhH$m§gmR>r CnbãY Agbobo h¸$ Am{U g§ajU H$moUVo?  

2. J«mhH$ MidirÀ¶m g‘ñ¶m H$m¶ AmhoV?  

3. {H$aH$moi {dnUZmÀ¶m d¡{eï>¶m§Mo dU©Z H$am.  

4. Am¡X¶mo{JH$ {dnUZmV g§‘{bV Agboë¶m {d{dY ì¶yaMZm gm§Jm Am{U ñnï> H$am.  

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

   

à. 4) Imbrb àíZm§Mr CÎmao 300 eãXm§V {bhm. (H$moUVohr 2) (30) 

1. {dnUZ ì¶dñWmnZmÀ¶m gm‘m{OH$ Odm~Xm-¶m§Mo dU©Z H$am.  

2. J«mhH$ g§~§Y ì¶dñWmnZ åhUOo H$m¶? J«mhH$ g§~§Y ì¶dñWmnZmg§X^m©V ¶oUm-ao AS>Wio ñnï> 
H$am. 

 

3. {dnUZ ì¶m»¶m {bhm. {dnUZ H$m¶© dU©Z H$am.  

     4. Am§Vamḯ>r¶ {dnUZmMo ‘hÎd gm§Jm Am{U ñnï> H$am.  


