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ÍÛæ̃ Û¶ÛÛ : (1) Í¸ÛÌ¤ø ¾Ûä°ùÛÍÛÁõ ›÷ÈÛÛ¼Û …Û¸ÛÛé. 
  (2) ¸ÛóÊ¶Û¸ÛªÛ¾ÛÛ× ¸ÛóÊ¶Û¶ÛÛé ›÷é ¶Û×¼ÛÁõ ÐüÛéýÛ, ©Ûé ›÷ÈÛÛ¼Û ÅÛ”Û©Ûà ÈÛ”Û©Ûé ÅÛ”ÛÛé. 
  (3) þùÁéõïõ ¸ÛóÊ¶Û¶Ûà ÍÛÛ¾Ûé ©Ûé¶ÛÛ •Ûä̈ Û þùÉÛÛÙÈÛéÅÛ ™öé. 
 
1. (a) ¾ÛÛïëõÝ¤ø•Û ÍÛ×̃ ÛÛÅÛ¶Û¶ÛÛé ”ýÛÛÅÛ ˜Û˜ÛÛë. 7 

       …¬ÛÈÛÛ 

  ½ÛÛÁõ©Û¶ÛÛ ÍÛ×þù½ÛÙ¾ÛÛ× ¾ÛÛïëõÝ¤ø•Û •ÛÛé¥øÈÛ¨Û Í¸ÛÌ¤ ïõÁõÛé. 
 

 (b) ¤æ×øïõ¾ÛÛ× ›÷ÈÛÛ¼Û …Û¸ÛÛé : (•Û¾Ûé ©Ûé ¼Ûé) 4 

  (1) ¾ÛÛïëõÝ¤ø•Û ýÛÛé›÷¶ÛÛ¶Ûà ÈýÛÛ”ýÛÛ …Û¸ÛÛé. 

  (2) •ÛóÛÐüïõ ¾ÛæÅýÛ …é¤øÅÛé ÉÛä× ? 

  (3) ¾ÛÛïëõÝ¤ø•Û ÅÛ“ýÛ …é¤øÅÛé ÉÛä× ? 
 

 (c) …éïõ ïéõ ¼Ûé ÅÛà¤øà¾ÛÛ× ›÷ÈÛÛ¼Û …Û¸ÛÛé : 3 

  (1) Í¬ÛÇ ¾ÛÛïëõÝ¤ø•Û ïõÁõ©ÛÛ ¾ÛÛïëõ¤øÁõ¶Ûä× …éïõ ŠþùÛÐüÁõ¨Û …Û¸ÛÛé. 

  (2) •ÛóÛÐüïõ ÍÛ×©ÛÛéÌÛ …é¤øÅÛé ÉÛä× ? 

  (3) •ÛóÛÐüïõÛé¶Ûé ›ÛÇÈÛÈÛÛ …é¤øÅÛé ÉÛä× ? 
 

2. (a) ¼Û›ÛÁõ ÜÈÛ½ÛÛ›÷¶Û¶ÛÛ …ÛµÛÛÁõÛé ÍÛ¾Û›ÛÈÛÛé. 7 

        …¬ÛÈÛÛ 

  •ÛóÛÐüïõ ÈÛ©ÛÙ̈ Ûæïõ¶Ûà ÈýÛÛ”ýÛÛ …Û¸ÛÛé …¶Ûé ”ÛÁõàþù Ü¶Û¨ÛÙýÛ ¸ÛóÜ’õýÛÛ ÈÛ¨ÛÙÈÛÛé. 
 

 (b) ¤æ×øïõ¾ÛÛ× ›÷ÈÛÛ¼Û ÅÛ”ÛÛé : (•Û¾Ûé ©Ûé ¼Ûé) 4 

  (1) ©Û¾ÛÛÁõÛ ¼Û›ÛÁõ ÐüÁõàºõ¶Ûé ©Û¾Ûé ïõˆ Áõà©Ûé …ÛéÇ”ÛÉÛÛé ? 

  (2) ¼Û›ÛÁõ Í¬ÛÛ¶Û Ü¶ÛµÛÛÙÁõ¨Û …é¤øÅÛé ÉÛä× ? 

  (3) ¾ÛÛïëõÝ¤ø•Û ÍÛ×ÉÛÛéµÛ¶Û …é¤øÅÛé ÉÛä× ? 
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 (c) …éïõ ïéõ ¼Ûé ÅÛà¤øà¾ÛÛ× ›÷ÈÛÛ¼Û ÅÛ”ÛÛé : 3 

  (1) ÐüÁõàºõÛé¶Ûä× ÜÈÛÊÅÛéÌÛ¨Û …é¤øÅÛé ÉÛä× ? 

  (2) ¼Û›ÛÁõ ÍÛ×ÉÛÛéµÛ¶Û¶ÛÛ Ðéü©Ûä…Ûé ›÷¨ÛÛÈÛÛé. 

  (3) ÍÛ×ÉÛÛéµÛ¶Û¾ÛÛ× ÍÛ¾ÛÍýÛÛ¶Ûä× Í¸ÛÌ¤øàïõÁõ¨Û …é¤øÅÛé ÉÛä× ? 

 

3. (a) ¶ÛÈÛà ¸ÛéþùÛÉÛ ÜÈÛïõÛÍÛ …é¤øÅÛé ÉÛä× ? ©Ûé¶Ûà ¸ÛóÜ’õýÛÛ ˜Û˜ÛÛë. 7 

         …¬ÛÈÛÛ 

  ¶ÛÛêµÛ ÅÛ”ÛÛé : ÜÈÛ©ÛÁõ¨Û ïõ¦øà ÍÛ×̃ ÛÛÅÛ¶Û¶ÛÛ Ü¶Û¨ÛÙýÛÛé 
 

 (b) ¤æ×øïõ¾ÛÛ× ›÷ÈÛÛ¼Û ÅÛ”ÛÛé : (•Û¾Ûé ©Ûé ¼Ûé) 4 

  (1) ¸ÛéþùÛÉÛ ËÛé̈ Ûà¶ÛÛé …¬ÛÙ …Û¸ÛÛé. 

  (2) ¾ÛÛïëõÝ¤ø•Û ¾ÛÛÜÐü©ÛàÍÛ×̃ ÛÛÁõ Ü¾ÛËÛ Í¸ÛÌ¤ø ïõÁõÛé. 

  (3) ¸Ûæ̈ ÛÙ Ýïõ¾Û©Û ¶ÛàÜ©Û …é¤øÅÛé ÉÛä× ? 
 

 (c) …éïõ ïéõ ¼Ûé ÅÛà¤øà¾ÛÛ× ›÷ÈÛÛ¼Û ÅÛ”ÛÛé : 3 

  (1) ¸ÛéþùÛÉÛ ¸ÛÁõ Ü¶ÛÉÛÛ¶Ûà (¼ÛóÛÝ¶¦ø•Û)¶ÛÛ ¸ÛóïõÛÁõÛé ›÷̈ ÛÛÈÛÛé. 

  (2) Ýïõ¾Û©Û ÈýÛæÐüÁõ˜Û¶ÛÛ¶Ûà ÈýÛÛ”ýÛÛ …Û¸ÛÛé. 

  (3) ¸ÛéþùÛÉÛ ÍÈÛàïèõÜ©Û ¸ÛóÜ’õýÛÛ …é¤øÅÛé ÉÛä× ? 

 

4. (a) ÍÛéÈÛÛ…Ûé¶Ûä× ÍÈÛÄõ¸Û Í¸ÛÌ¤ø ïõÁõÛé. 7 

        …¬ÛÈÛÛ 

  ‘…Û×©ÛÁõÁõÛÌ¤ÖøàýÛ ¾ÛÛïëõÝ¤ø•Û’ ÉÛ¼þù¶Ûà ÈýÛÛ”ýÛÛ …Û¸ÛÛé …¶Ûé ©Ûé¶Ûà ›÷ÄõÜÁõýÛÛ©Û ÈÛ¨ÛÙÈÛÛé. 
 

 (b) ¤æ×øïõ¾ÛÛ× ›÷ÈÛÛ¼Û ÅÛ”ÛÛé : (•Û¾Ûé ©Ûé ¼Ûé) 4 

  (1) ÈÛé̃ ÛÛ¨Û ¸Û™öà¶Ûà ÍÛéÈÛÛ ÈýÛæÐüÁõ˜Û¶ÛÛ …é¤øÅÛé ÉÛä× ? 

  (2) ÍÛàµÛä ¾Ûæ¦øà ÁõÛéïõÛ¨Û …é¤øÅÛé ÉÛä× ? 

  (3) ¼ÛÐäüÁõÛÌ¤ÖøàýÛ Ü¶Û•Û¾Û (MNC)¶ÛÛé …¬ÛÙ ›÷̈ ÛÛÈÛÛé.  
 

 (c) …éïõ ïéõ ¼Ûé ÅÛà¤øà¾ÛÛ× ›÷ÈÛÛ¼Û ÅÛ”ÛÛé : 3 

  (1) ïõÛé̂ ¸Û¨Û …éïõ ÍÛÛÁõÛ ÍÛäÍ¬ÛÛÜ¸Û©Û ÍÛ×ýÛäî©Û ÍÛÛÐüÍÛ¶Ûä× ¶ÛÛ¾Û …Û¸ÛÛé. 

  (2) ÍÛéÈÛÛ…Ûé¶ÛÛ ¸ÛóïõÛÁõÛé þùÉÛÛÙÈÛÛé. 

  (3) ¸ÛéþùÛÉÛ ÍÛÐüÛýÛïõ ÍÛéÈÛÛ…Ûé …é¤øÅÛé ÉÛä× ? 
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5. ÍÛÛ˜ÛÛ ›÷ÈÛÛ¼Û¶Ûà ¸ÛÍÛ×þù•Ûà ïõÁõÛé : 14 

 (1) ______ …é ¾ÛÛïëõÝ¤ø•Û ¸ÛóýÛ©¶ÛÛé¶Ûà þùÛéÁõÈÛ¨Ûà & ÍÛ×ïõÅÛ¶Û ïõÁõ©Ûä× ïéõ¶®ùàùýÛ ÍÛÛµÛ¶Û ™öé. 
  (a) ÈýÛæÐüÛ©¾Ûïõ ýÛÛé›÷¶ÛÛ (b) ïõÛȩ́ ÛÛëÁéõ¤ø Ü¾ÛÉÛ¶Û 
  (c) ¾ÛÛïëõÝ¤ø•Û ýÛÛé›÷¶ÛÛ (d) ïõÛýÛÙÁõà©Û ýÛÛé›÷¶ÛÛ 
 
 (2) ¾ÛÛÜÐü©Ûà ÍÛ×ÉÛÛéµÛ¶Û …½ýÛÛÍÛ ¾ÛÛ¤éø ”ÛÛÍÛ ¸Ûó¬Û¾ÛÈÛÛÁõ ›÷é ¾ÛÛÜÐü©Ûà/¦éø¤øÛ ¾ÛéÇÈÛÈÛÛ¾ÛÛ× …ÛÈÛé ™öé ©Ûé¶Ûé 

________ ïõÐéü ™öé. 
  (a) ¸ÛóýÛÛé•ÛÛ©¾Ûïõ ÍÛ×ÉÛÛéµÛ¶Û (b) •ÛÛíé̈ Û ¾ÛÛÜÐü©Ûà 
  (c) ¸ÛóÛ¬ÛÜ¾Ûïõ ¾ÛÛÜÐü©Ûà (d) ¶ÛÁõ¾Û ÍÛ×ÉÛÛéµÛ¶Û 
 
 (3) ________ ¾ÛÛïëõÝ¤ø•Û¾ÛÛ× …Û×©ÛÜÁõïõ, ÍÛ×ýÛäî©Û, ïõÛ¾Û•ÛàÁõà …¶Ûé ÍÛ×¼Û×µÛÛé¶ÛÛ ¾ÛÛïëõÝ¤ø•Û¶ÛÛé ÍÛ¾ÛÛÈÛéÉÛ ¬ÛÛýÛ 

™öé. 
  (a) ÈÛé̃ ÛÛ¨Û ”ýÛÛÅÛ (b) ¸ÛéþùÛÉÛ ”ýÛÛÅÛ 
  (c) ÐüÛñÅÛéÍ¤øàïõ ¾ÛÛïëõÝ¤ø•Û ”ýÛÛÅÛ (d) ÍÛÛ¾ÛÛÜ›÷ïõ ¾ÛÛïëõÝ¤ø•Û ”ýÛÛÅÛ 
 
 (4) ________ …é ¼ÛÐäüÁõÛÌ¤ÖøàýÛ ï×õ¸Û¶Ûà ½ÛüÛÁõ©ÛàýÛ ¶Û¬Ûà. 
  (a) ÜÈÛ¸ÛóÛé  (b) ÜÁõÅÛÛýÛ¶ÍÛ 
  (c) …éÜÉÛýÛ¶Û ¸Ûé̂ ¶¤ÕøÍÛ (d) ÜÐü¶þäùÍ©ÛÛ¶Û ýÛäÜ¶ÛÜÅÛÈÛÁõ ÜÅÛÜ¾Û¤éø¦ø (HUL) 
 
 (5) ________ …é¤øÅÛé ¸ÛéþùÛÉÛ ¸ÛÁõ ïõÁõÈÛÛ¾ÛÛ× …ÛÈÛ©Ûä× ïõÛé̂ ¸Û¨Û ¸ÛóïõÛÁõ¶Ûä× Ü˜ÛÏ¶Ûü, ÍÛ×ßÛÛ, Ü˜ÛªÛ, ¶Û×¼ÛÁõ ïéõ 

¸ÛéþùÛÉÛ¶Ûä× ¶ÛÛ¾Û ™öé, ›÷é¬Ûà ¸ÛéþùÛÉÛ …ÛéÇ”Ûà ÉÛïõÛýÛ ™öé.  
  (a) ¸ÛéþùÛÉÛ ËÛé̈ Ûà (b) ¾ÛÛÜÐü©ÛàÍÛ×̃ ÛÛÁõ 
  (c) ¼ÛóÛÝ¶¦ø•Û (d) ÍÛ×ÉÛÛéµÛ¶Û 
 
 (6) ýÛäÜ¶ÛÈÛÜÍÛÙ¤øà…é _______ ¾ÛÛïëõÝ¤ø•Û¶Ûä× ¸ÛóÜ©ÛÜ¶ÛÜµÛ©ÈÛ ïõÁéõ ™öé. 
  (a) …¶Ûä½ÛÈÛÛé (b) ÍÛéÈÛÛ…Ûé 
  (c) ¸ÛéþùÛÉÛÛé/¾ÛÛÅÛ (d) Ü¶Û¨ÛÙýÛÛé 
 
 (7) •ÛóÛÐüïõ¶Ûà ________ ¶Ûé …ÛÜ¬ÛÙïõ, ÍÛÛ¾ÛÛÜ›÷ïõ, ÍÛ×ÍïèõÜ©Ûïõ …¶Ûé ÈýÛÜî©Û•Û©Û ¸ÛÜÁõ¼ÛÇÛé …ÍÛÁõ ïõÁéõ ™öé. 
  (a) ¸ÛéþùÛÉÛÛé (b) •ÛóÛÐüïõ ¾ÛæÅýÛ 
  (c) ÍÛÐüÛýÛïõ ÍÛéÈÛÛ…Ûé (d) ”ÛÁõàþù ÈÛ©ÛÙ̈ Ûæïõ 
 
 (8) …é¾Û.…é¶Û.ÍÛà. (MNC) …é¤øÅÛé ÉÛä× ? 
  (a) ¼ÛÐäüÁõÛÌ¤ÖøàýÛ ÍÛÐüïõÛÁõ (b) ¼ÛÐäüÁõÛÌ¤ÖøàýÛ ï×õ¸Û¶Ûà 
  (c) ¼ÛÐäüÁõÛÌ¤ÖøàýÛ Ü¶Û•Û¾Û (d) ¼ÛÐäüÁõÛÌ¤ÖøàýÛ ÍÛÐüýÛÛé•Û 
 
 (9) _______ ÜÈÛ©ÛÁõ¨Û ¾ÛÛ•ÛÙ¾ÛÛ× Š©¸ÛÛþùïõ ÍÛàµÛä× ™öéÅÅÛÛ ÈÛ¸ÛÁõÛÉÛïõÛÁõ¶Ûé ÈÛé̃ ÛÛ¨Û ïõÁéõ ™öé. 
  (a) …éïõ ïõ“ÛÛ (b) ¼Ûé ïõ“ÛÛ 
  (c) ªÛ¨Û ïõ“ÛÛ (d) ÉÛæ¶ýÛ ïõ“ÛÛ 
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 (10) _______ …é¤øÅÛé •ÛóÛÐüïõÛé …Û ¸ÛéþùÛÉÛÛé¶Ûé ¸ÛÍÛ×þù ïõÁõ©ÛÛ ¶Û¬Ûà …¶Ûé ©Ûé ¾ÛÛ¤éø Ýïõ¾Û©Û ˜ÛäïõÈÛÈÛÛ¶Ûä× ¤øÛÇé 
™öé.  

  (a) –Û¤øõ©Ûà ¾ÛÛ×•Û (b) …Ü¶ÛýÛÜ¾Û©Û ¾ÛÛ×•Û 
  (c) ¶ÛïõÛÁõÛ©¾Ûïõ ¾ÛÛ×•Û (d) ¸Ûæ̈ ÛÙ ¾ÛÛ×•Û 
 
 (11) ________ …é¤øÅÛé ¾ÛÛ¶ÛÈÛàýÛ …¶Ûé ÍÛÛ¾ÛÛÜ›÷ïõ ›÷ÄõÜÁõýÛÛ©ÛÛé¶Ûé …ÛéÇ”ÛÈÛà …¶Ûé ©Ûé ¸Ûæ̈ ÛÙ ïõÁõÈÛà.  
  (a) ¾ÛÛïëõÝ¤ø•Û (b) –Û¤ø¶ÛÛ 
  (c) …¶Ûä½ÛÈÛ (d) …¶ÛäïæõÅÛ¶Û 
 
 (12) ________ …é ¾ÛÛ¶ÛÜÍÛïõ ©Û¼Û‘õÛ ™öé, ›÷é ³ùÛÁõÛ ÈýÛÜî©Û ¶ÛÈÛ¸ÛóÈÛ©ÛÙ¶Û¶Ûà ÜÈÛ•Û©ÛÛé ÍÛ×½ÛÈÛé ™öé …¶Ûé 

™öéÅÅÛé ÍÈÛàïõÛÁõ ïõÁéõ ™öé. 
  (a) ¾ÛæÅýÛ ÍÈÛàïèõÜ©Û ¸ÛóÜïõýÛÛ (b) •ÛóÛÐüïõ ÍÈÛàïèõÜ©Û ¸ÛóÜ’õýÛÛ  
  (c) •ÛóÛÐüïõ ÍÛ×©ÛÛéÌÛ (d) …Û¾ÛÛ×¬Ûà ïõÛé̂ ¸Û¨Û ¶ÛÐüá 
 
 (13) _________ …é ¾ÛÛ¸Ûà ÉÛïõÛýÛ ©ÛéÈÛä×, ÈÛÛÍ©ÛÜÈÛïõ, •Û¨Ûà ÉÛïõÛýÛ, ›ä÷þä×ù ¸ÛÛ¦øà ÉÛïõÛýÛ …¶Ûé ¸Û•ÛÅÛÛ× ½ÛÁõà 

ÉÛïõÛýÛ ©ÛéÈÛÛ ÐüÛéÈÛÛ ›Ûé̂ …é. 
  (a) ¼Û›ÛÁõ ÜÈÛ½ÛÛ•ÛÛé (b) •ÛóÛÐüïõ ÈÛ©ÛÙ̈ Ûæïõ 
  (c) ”ÛÁõàþù Ü¶Û¨ÛÙýÛÛé (d) ¼Û›ÛÁõ ÍÛ×ÉÛÛéµÛ¶Û 
 
 (14) _________ …é …éïõ ïõÁõ©ÛÛ ÈÛµÛÛÁéõ ÁõÛÌ¤ÖøÛé¾ÛÛ× ïõÛ¾Û•ÛàÁõà ïõÁéõ ™öé …¶Ûé ÉÛä±ù ÁõÛÌ¤ÖàøýÛ ÐüÁõàºõÛˆ¾ÛÛ× 

Š¸ÛÅÛ¼µÛ ¶Û¬Ûà, ©ÛéÈÛÛ ÍÛ×ÉÛÛéµÛ¶Û …¶Ûé ÜÈÛïõÛÍÛ, Š©¸ÛÛþù¶Û, •Û¨Û©ÛÁõà, ¾ÛÛïëõÝ¤ø•Û …¶Ûé ¶ÛÛ¨ÛÛïõàýÛ ÅÛÛ½ÛÛé 
¾ÛéÇÈÛé ™öé. 

  (a) ÁõÛÌ¤ÖøàýÛ ÈýÛÛ¸ÛÛÁõà ¸Ûé§øà (b) ÜÈÛÊÈÛÈýÛÛ¸Ûïõ ÈýÛÛ¸ÛÛÁõà ¸Ûé§øà 
  (c) Í¬ÛÛÜ¶Ûïõ ÈýÛÛ¸ÛÛÁõà ¸Ûé§øà (d) …Û ÜÈÛïõÅ¸ÛÛé¾ÛÛ×¬Ûà ïõÛé̂ ¸Û¨Û ¶ÛÐüá 

 

_________ 
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Instructions : (1) Write answer to the point. 

   (2) Write in your answer-book the exact question No. mentioned in the 

question paper. 

   (3) Figures to the right hand side of the questions indicate marks. 

 

 

1. (a) Discuss the concept of Marketing Management. 7 

     OR 

  Clarify marketing adjustments in Indian context. 

 

 (b) Answer any two in short : 4 

  (1) Define Marketing Plan. 

  (2) What is Consumer Value ?  

  (3) What is Marketing Task ? 

 

 (c) Answer in one or two sentence. 3 

  (1) Give one example of Place Marketers. 

  (2) What is Customer satisfaction ? 

  (3) What is Consumer retention ? 

 

 

2. (a) Explain the bases of Market Segmentation. 7 

     OR 

  Define consumer behavior and describe buying decision process. 

 

 (b) Answer any two in short : 4 

  (1) How to identify Market Competitors ? 

  (2) What is Market Positioning ? 

  (3) What is Marketing Research ? 
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 (c) Answer in one or two sentence. 3 

  (1) What is Analyzing Competitors ? 

  (2) Mention the objectives of Marketing Research. 

  (3) What is problem identification in Research ? 

 

3. (a) What is new product development ? Discuss its process. 7 

     OR 

  Write note on ‘Channel Management Decision’. 

 

 (b) Answer any two in short : 4 

  (1) Give the meaning of product line. 

  (2) Clarify the Marketing Communication Mix. 

  (3) What is Full Cost Pricing ? 

 

 (c) Answer in one or two sentence. 3 

  (1) Mention the types of branding. 

  (2) Define pricing strategies. 

  (3) What is consumer adoption process ? 

 

 

4. (a) Clarify the nature of services. 7 

    OR 

  Define the term – ‘International Marketing’ and explain its needs. 

 

 (b) Answer any two in short : 4 

  (1) What is After Sales Service Strategy ? 

  (2) What is Direct Investment ? 

  (3) Give the meaning of Multi-National Corporations (MNC). 

 

 (c) Answer in one or two sentence. 3 

  (1) Mention one name of well-established joint venture. 

  (2) State the types of services. 

  (3) What is product support services ? 



NR-105 7 P.T.O. 

5. Select the right answer : 14 

 (1) The _______ is central instrument for directing and co-ordinating the marketing 

efforts. 

  (a) Strategic Plan (b) Corporate Mission 

  (c) Marketing Plan (d) Tactical Plan 

 

 (2) Information/data collected for the first time specifically for a Marketing Research 

Study is called _______. 

  (a) Experimental Research (b) Secondary Data 

  (c) Primary Data (d) Soft Research 

 

 (3) _______ marketing include internal, integrated, performance and relationship 

marketing. 

  (a) Selling concept (b) Product concept 

  (c) Holistic marketing concept (d) Social marketing concept 

 

 (4) _______ is not an Indian Multinational Company 

  (a) Wipro (b) Reliance 

  (c) Asian Paints (d) Hindustan Unilever Ltd. (HUL) 

 

 (5) _______ means any type of sign, symbol, picture, number or name of product on 

the goods to identify it. 

  (a) Product line (b) Communication 

  (c) Branding (d) Research 

  

 (6) The University represents _______ marketing. 

  (a) Experiences (b) Services 

  (c) Goods (d) Decisions 

 

 (7) A consumer’s _______ is influenced by Economic, Social, Cultural and Personal 

factors. 

  (a) products (b) customer value 

  (c) support services (d) buying behaviour 

 

 (8) What is MNC ?  

  (a) Multi-National Co-operation (b) Multi-National Company 

  (c) Multi-National Corporation (d) Multi-National Collaboration 

 

 (9) A _______ channel refer to a producer selling directly to the last users. 

  (a) one-level (b) two-level 

  (c) three-level (d) zero-level 
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 (10) _______ means consumers dislike the product and may even pay to avoid it. 

  (a) Declining demand (b) Irregular demand 

  (c) Negative demand (d) Full demand 

 

 (11) _______ is about identifying and meeting human and social needs. 

  (a) Marketing (b) Event 

  (c) Experience (d) Adjustment 

 

 (12) _______ is the mental steps through which an individual passes from hearing 

about an innovation to final adoption. 

  (a) Value adoption process (b) Consumer adoption process 

  (c) Customer satisfaction (d) None of the above 

 

 (13) _______ must be measurable, substantial, accessible, differentiable and 

actionable. 

  (a) Market segments (b) Consumer behaviour 

  (c) Buying decisions (d) Market research 

 

 (14) The _______ operates in more than one country and capture R & D, production, 

logistical, marketing and financial advantages not available to purely domestic 

competitors. 

  (a) Domestic Trade firm (b) Global Trade firm 

  (c) Local Trade firm (d) None of the above 

 

_________ 

 


