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Reduces risk because they prove the
benefits of the product.

(A) Demonpstration
(B) - Guarantees

© Tralil -orders

(D)  Reference? selling

For making advertfsements more effective,
the manufacturers improve and launch new

products :

(A) Existing products
(B)  Advertisement style

”(C) Ma‘rketih‘g Channel

(D) Sponsors

It is advisable to use as a source of

advertising :

A) Social media

B) Email |

C) _Radig - o
D) Telvson

(
(
N

Selecting time, choosing media types,
deciding on reach of frequency and media
vehicle for-adve_rtisements are part of :

(A -Media strategy

) ]
(B) Media execution
(@) Selecting media
D) Measuring communication

To introduce the new products to world of

consumers is the main goal of :
(A) Entertainment
(B) Advertising
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(C)  Boost the sales
D) Online marketing
Advertisement through radio was very

popular till the middle of last century
because of :

(A) Its effectiveness

(B) More popular than newspaper
© Mass reach |
D) Cost of advertisement

Advertising creates employment as it

- increases the volume of sales and : -~ ..

(A) Production

(B) Marketing
© Promotion
D) Personal selling

Lower costs, greater global advertising

coordination consistent worldwide image are

- of international marketing decision. -

(A Standardization drawbacks

(B) Advertisement regulations
(€) ~ Standardization benefits
D) Typical responses

Providing offer to refund a part of the
purchase price of any product to consumer

is known as :

(A) Coupon

(B) Price pack

(@) Rebate/cash refund offer

D) Patronage reward

[PT.O.]
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14.
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If a company giv.es.falsé message to the
customers, it is known as : '

(A) Obscene ads 15,
(B) Subliminal ads
(®) Deception
D) None of these
AIDA stands for Attention, ___
Desire and
A) Interest; Action
B) Idea; Approach 16.
) Intensity; Appeal
) Involvement Ap.peél
The basic objective of push strategy is to
encourage the : '
(A) Consumer
(B) Middlemen
(9] Producer
(©)  Public 17.
' Thfb.ugh. a'd"s cus-io'm‘er used to take their o
purchasing decision in advance, in this way
advertisement help in :
(A) Online marketing
(B) Customer decision
(®) Personal selling
) 18.

(D Convenient purchasing

is the sum total of values, assets and
liabilities generated by a branded product

over a period of time :

(A) Brand loyalty

(B) Brand association

(4)

{C) Brand Equity
D) Brand awareness

Excuses for NOT making a purchase
commitment or decision are called :

(A) Constraints
(B) Interventions
(®) Troubles

D) Objections

"Think globally, act locally" is a global
advertising strategies and local advertising
programs under

marketing decision.
(A) Standardization drawbacks
(B) . Advertisement regulations

© Standardization benefits

- (D) Typical responses

: 3A|shwarya Rai‘ Bachan endorsmg LOreaI is

" an example of?

(A) Rational appeal
(B) Beauty appeal
(C)  Sex appeal

(D) Emotional appeal

Sandwich Board Advertisements is not

suitable for the products like :

(A) Burger
(B) Pizza

(@) Cold drink
D) Pizza

of international



* Statement-1: Media planning -starts with ~ 23.

19.
analysis target audience.
Statement 2: Media strategy is concemed
with the selection of appropriate media.
(A) Both statements are right
(B) Both statements are wrong
(€ Only Statement 1 is correct
D) Only statement 2 fs correct
20. The process which consists of six stages;
prospecting, preapproach, approach, 4.
presentation, close, and follow-up is called
the : _
(A)  Product Marketing Process
(B)  Direct Marketing process
© Personal selling process
D) Purchase decision process |
21 ____is a measure.of attachment thata -
" consumer hastoabrand.
(A) Brand loyalty
(B) Brand association 25,
€ Brand Equity
(9) Brand awareness
22. __is used heavily when introducing a
new product category.
(A) Persuasive advertising
(B) Inferential advertising
() Reminder advertising
D) Informative advertising
Z200095N-D/45 ( 5 )

Providing offer to refund a part of the

purchase price of any product to consumer

is known as :
(A) Coupon .
(B)  Price pack ’

©) Rebate/cash refund oﬁl
D) Patronage reward

Setting the promotion budget so as to match

" the budgets of the competitors is

characteristic of which of the following
budgét methods?

(A) Affordable method

(B) Percentage-of-Sales method

| _,'(C) _ ACovmpetiﬁv.e-périty-methOd-,-»»

D) Objective-end-task method

Keeping consumers thinking about the
product is the objective for which type of
advertising?

(A) Informative advertising
(B) Psychological advertising.
€ Reminder advertising

°

(D) Persuasive advertising.
[P.T.O.]



26.

27.

28

29.

BBA-404-N-(D) ' (6 )

Advertisement provides information
regarding product, or idea in non-personal

forms, as no face to face contactis involved

30.
between
(A)  Marketer and retailer
(B)  Jobber and wholesaler
© Buyer and customer
(D) Market manager and saiesman
_____are vehicles or channels through
which the advertising messages are a1,
transmitted to target consumers so that the
desired action may be induced at the
consumer level. B
(A) Advertisement media
(B)  Advertisement copy
_(Cj- Advertising layout
(D) Teaser advertisements
Consider the following statements : o
G Sta‘ten’1étnt".1f érint media is the oldest and -
basic forms of mass communication.
Statement 2: Print media can make a faster
delivery than broadcast media
(A) . Both statements are right
~(B) Both statements are wrong
©) Only Statement 1 is correct
33

D) Only statement 2 is correct

Showing the product in a picture as being

bigger than it actually is an example of :
(A) Deception
(B) Subliminal Ads

© Obscene ads .

D) Challenging ~
A producer announced that on purchase of

a particular product another product will be
provided at less rate is :

(A) - Discount

(B) Quantity.gift '
(€ Cheap bargain
D) Promotion mix

Advertisement through radio was very

. popular till the middle of last century

because of :

A)  lts effectiveness

(B)  More popular than newspaper
© Mass reach

(D)  Cost of advertisement

"Advertising is any paid form of non-

_p'e_r,svonal presentation and promotion of -

ideas, goods and services by an identified

person." Who stated this?

(A) Australian marketing Association
B) European marketing Association
() China marketing Association

D) American marketing Association

Axe body spray ads are examples of :

—

A) Obscene advertisements

B Deception

D

—_— o~ o~

)
C) Subliminal
)

Rational appeal
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35.

36.
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‘(A)  Demonstration

Whatis AIDA? . 38,

(A) Attention Interest Desire Action
(B) Attract Interest Desire Action
(€ Attention Interest Design Action

D) Attract Interest Design Action

service and delivery supported by penalty
clauses so that the buyer can claim the cost
if something go wrong during the given

period by the salesperson.

(B) Guarantees -
© | Trail orders
- D) Reference selling
Purchase process if differentiated by a
“mental sequence of events that goes on in
_prospects mind is :
(A) - -
(B) Buying formula theory
©) Selling theory
D) Marketing theory
Which among the following are the methods
41.

for handling and overcoming objections in

personal selling?

(A) Third party compensation

(B) Turn an objective into benefit
€ Deny objections tactfully

D) All of these

is product.reliability, after-sales 39

40.

Which antong the following explains

“"Behavioral Theory Equation"?

(A) Drives
(B) Cues
(©) Response

D) All of these

Which among the following is a type of cue

in "Behavioral Theory Equation" in personal

selling?

(A) No triggering cues

(B) Triggering cues

() Information cues |

J.A Howard gave a formula for *Behavioral

Equation" B=P*D*K*V. What D stands for?

(A) Response or the internal response
tendency; that is, the act of

" Purchasing a brand or patronizing

a supplier

(B) - -Predisposition or the inward.

~response tendency; that is, force of .-+ .-

habit

©) Present drive level

(D) "Incentive potential," that is, the
value of the product or its pbtential
Satisfaction to the buyer

Which theory is also known as "Situation

Response Theory"?

(A) AIDAS theory

(B)

(@) Behavioral equation theory

D)

Buying formula theory of selling

Right set of circumstances theory

[P.T.O.]



42.

43.

44.

45.

Evaluation, length of promotion, size of  46.

incentive, -deciding how to promote and
distribute the promotion program itself is the
part of :

(A) Tools
(B) Objectives

€ Developing sales promotion

program
D) None of these

Which among the following is an example

~. of Trade promotion? - . .

(A) Coupons

(B) Samples

(@) Push Money
D) None of these

The specific carrier within a medium is called

(A Meda Carrer " .

(B) Media Bus
(€ Media Van
(D) Media Vehicle

is direct communications with carefully

48.

targeted individual consumers to obtain an

immediate response.

(A) Personal selling
(B) Public relations
(C) Direct marketing

(D) Sales promotion

Z200095N-D/45 (
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47.

Considér the following statements :

Statement 1: Point of purchase advertising

" refers to advertising at the place and time

of purchase.

Statement 2: Itis sirﬁilar to windqw dressing.
(AI Both statements are right

(B) Both statements are wrong 1

(C) Only Statement 1 is correct

(D) ~ Only statement 2 is correct

Colgate is offering scholarships‘%'r‘thAone |
lakh rupees to Indian students. This
highlights : '

(A) Advertising clutter -

. (B)  Corporate Sociql ..Resp(.)nsibilit‘y‘

(®) Advertising revolution

(D) Mass advertising

‘A small amount of product is offered to the

customer for trial is called :

(A) Product combination

(B) Sample
© Coupon
D) Rebate
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49.

50.

51.

53.

A display in retail outlet is éalled )
(A) Money based sales

(B) - Self-liquidating promotion
(@) Direct marketing

D) Point of sale

Which of the following is more of personal

medium of advertisement?

(A) Internet Advertisement
)

B Broadcast Media
© Direct Mail Advertising
(D)  Print Media

Scratching card and getting gift or some

 offer immediately is called :

(A)  Lucky draw

(8)  Instant draw and assigned gifts
©  Quantitygifs

D) Rebate

Which among the following is a Pull ..

Strategy?

(A) Trade promotion

(B) Consumer Promotion

© Sales Force Promotion

D) None of these

Process of purchasing space in a media
is

(A) Media Spacing

(B) Media Scheduling

(
D) Media Buying

O

) Media purchasing

Z200095N-D/45 (
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55.

5.

57.

Which tool of the promotional mix censists

of short-term incentives to encourage the - -

purchase or sale of a product or service?
(A)  Advertising

(B) Public relations

€ Direct marketing

D) Sales promotion

Which theory is summarized as "Everything
was Right" theory?

(A)  Situation Response Theory

(B) Right set of circumstances theory

| © Buying formula theory of selling

(D)  Both (A) and (B)

What is the next step after "Need and

Problem identification" in personal selling

" process?

(A) Theopemng e

(B) Presentation and demonstration
(C) Dealing with objectives
(D) Negotiation

Which among the following is not any stage

of personal selling process?
(A) The opening
(B) Need and problem identification
() Selling the product
D) Negotiation
[PT.O.]
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59.

60.

61.

Magazines-add credibility to the message
because of the reputation in the eyes of :

(A) Marketing manager
(B) Retailers

(€ Consumers

(D) Wholesalers

Selecting time, choosing media types,
deciding on reach of frequency and media
vehicle for advertisements are part of :

(A) . Media strategy

(B) Media execution

| (C) Selecting media

D) Measuring communication

Promotion mix includes Sales Promotion,
Personal Selling, Advertising and -

(W) Markeng

(B) Sales
©) Publicity
(D) - None of these

Independent organization of creative
people for advertisement and promotional

tools are called :

(A) Advertisement Makers

(B) Advertisement Creators
(®) Advertisement Developers

D) Advertisement Agency

Z200095N-D/45 (
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62.

63.

65.

is a promofion strategy that calls for
using the sales force and trade promotion

to move the product through channels.

" (A)  Push strategy

B) Pull strategy

’
©) Bloking strategy
D) Integrated strategy

Which among the following is not a function
of ad agency?

(A)  Conduct market andlysis
(B)  Develop advertising plans
(9] Develop media strategy

(D)  Collect feedback from. target
audience. .

is irregular in nature.

,,-(A):_ ;_Rromo"t_ionv mix @ i

(B) Salés promotion

() Trade promotion

(D) Discount coupon

is the factors contributing for the

rapid growth of Sales Promotion.

(A) Pressurizing by manager to

increase sales
(B) More external competition
(C) Least difference among the brands

(D) Al of these



66.

67.

68

69.

70.
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(A

Advertisement aims at-: . 71.

(A) Product selling

(B) Marketing

€ Customer relations
D) Mass communication

Advertising influences the mind of the

consumers by creating desire and taste for

(A Old products
B) Same prdducts
) New products 2.
D) Different products
___isa non-paid‘form of prvorﬁb.'tion‘.‘
) A_dvertising
(B) Direct Marketing
(C) Sales Promotion
D) Publicity
Sales persons who want for the sales to
come to thgm_ is known as :. ' . 73'
“(A) ~ Transactional - -
(B) Closers
(®) Relational
(D)  Consultants
Marketing management must make four
important decisions when developing an -

advertising program. All of the following

would be among those decisions except :
(A Setting advertising objectives

)
B) Conducting advertising culture audit
)

O

(
(
D) Developing advertising strategy

Setting the advertising budget

(11)

Creating innovative and' new ideas,
identifying customers benefit, selecting
specific appeals for advertisements are the
partof:

(A) Message‘ strategy

© Selecting medja

(B)  Message exejution
D) Measuring communication

Consumer promotion, trade promotion and

are the three forms of sales

promotion.

(A) Media Promotion

(B) Sales Force Promotion
€ Core Promotion

D) Media Mix

Selecting style, tone, words for making ads

-

(A) Message stra’iegy

B) Message execution

(C) Selecting media

o) Meaéuring communication

It is popularly known as free form of

promotion :
(A) - Advertisement
(B) Publicity
(@) Personal Selling
D) Marketing
[P.T.O.]
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76.

7.

Th.é long term sales effect of the sales

promotion could be :

(A) Positive

(B) Negative

(©)  Neutral

(D) Al of the above

If product is related to warranty then price is

related to :

(A) Retail outlets

~(B)  Advertisements

(©) Discounts

(D) Attractiveness

If a copy tells openly and directly all the

features of a produci or a service with the

help of éuit_able pictures, photos and

diagrams to impress a customer, itis called?

(A descrigtive copy .

78.
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(B) educational copy
(@) straight selling copy
D) expository copy

Which among the following is the right

sequence’of copywriting process?

(A) planning, research, organisation,
writing, checking, proof reading,
editing, revision

(B) research, planning, organisation,
writing, checking, proof reading,
editing, revision

80.

81.

( 12)

©) planning, research, organisation -
writing, checking, editing, proof

reading, revision

D) research, planning, organisation,
writing, checking, editing, proof

reading, revision

A series of actions that media planners take

to attain the media objectives :

(A) Media Function

(8) ~ Media Str_ategy'

(C) Media Policy

(O)  Media Option

Media can give 24 hour exposure to the
public eye :

(A) Television

@) P

(@) Intemet
D) Flex Board

The central theme of an advertisement that
motivates the consumer to make a purchase

decision is?

(A) Advertising appeal
(B) Advertisement script
(9] Slogan

D) Headline



82.

(A) Kollar and Clark
(B)  Hanson
(C) Bordan
D) AtR Detens
83. An Ad copy which informs the target group
the fact that the manufacturer is established’
enough to give them the right goods is?
(A) Institutional copy
(B) Straight selling cc;py s
© Educational copy
(D) Expository copy
84. Copy testing is also known as :
(A} Pre Testing B .
(B) Copy writing
© Coﬁcurrenf testing
~(D) - --Preview. . _ s
85. A consurﬁer contest is an example of :
(A) Personal Selling
(B) Sales Promotion |
- (C)‘ ' A'dvertisementu
D) Indirect Selling
86. Searching and identifying potential buyers
for a product is :
(A) Selling
(B) Prospecting
(€ Compelling
D) Canvasing
Z200095N-D/45 (

“Sales promot.idn means any steps that are
taken for the purpose of obtaining or

increasing sales" was stated by :

13

87.

88.

89.

91.

)

Determining the promotion budget on the
basis of financial availability of .capital is
characteristic of which of the following
budget methods?

(A) Affordable method

(B) percentage-of-sales method
€ competitive-parity method
D) objective-end-task method

The best promotional tool in any marketing

) Word of mouth publicity
(B) ~ Self-liquidating promotion
(C)  Push promotion ‘
D) Dealers promotion method _
On pack samples are the examples of :
A) Trade promoiion
B) Sales promotion.
C)

Manufacturers. promotions

(D) - Fulfilment.cost -. -

The most popular form of advertising and it
reaches to masses :

A) Social media

(

(B) Email

€ Television

D) Print

Advertising for ____is not allowed.
(A) Liquor

(B) Washing powder

(9] Cigarette

D) Both (A) and (C)

[P.T.0.]
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93.

9.

96.
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Which concept supplemepts the work of ~ 97.

middlemen?

(A) Cooperative advertising

(B) Sales promotion

(@) Dealer promotion

(D) Trade promotion

The sales prbmotion strategy which
concentrates on the middlemen and

consumers is known as :

(A) Pull Strategy

(B) Combination strategy
(C) Sale force Strategy

(D) Push Strategy

Cofnmunication activities which provide
incentives to cdnsumer is known as :

(A) Advertising

()  Direct Marketing

©) Sales Promotion

(D) Publicity.
95,

The final stage in the personal sales process
isthe ___ stage.

(A) Follow-up

(B) Assumptive close

© Trial close

(D) Presentation

Itis criticized that advertising causes people

“to give too much importance to

(A) Fashion

(B) Material goods
© Cost of product
D) Standard of living

98.

%.

100.

(14)

Consider the following statements:-

~ Statement 1: Two major dimensions of

advertising are message creation and

message dissemination.

Statement 2: Message creation is

meaningful once the advertisement is

created.

(A) Both statements are right
(B) Both statements are wrong
€ Only Statement 1 is correct
(D) Only statement 2 is correct

The strategy that encourages dealers and

distributors to sell a-product is known as :

‘(A Push
(B) Pull

(©)  Combination
D) Marketing

A manufacturer providej’_s_éles_promot.io'h io_ B ’

a wholesaler is :

(A) Cooperative advertising

(B) Sales promotion

©) Dealer promotion

D) Trade promotion

The party who get advantages through sales
promotion is :

(A) Retailer

(B) Manufacturer
(9 Wholesaler

(D) Both (B)and (C)
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