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FOREWORD

As always said and believed by visionary educationist and founder of MIT, Hon. Prof. Dr.
Vishwanath D. Karad, we aim to provide an inspiring and conducive environment to students for
learning, skill enhancement, research and innovation, entrepreneurship development and character
building to help them become “Physically Strong, Mentally Alert, Intellectually Sharp and Spiritually
Elevated” and thereby turn into “winning personalities”.
Established in 1983, MIT Group of Institutions now boasts an illustrious presence in the
academic arena. Its 71 institutions have established a legacy of mentoring and shaping the future
of 60,000 students at any point of time. MIT College of Engineering, Pune is a premier institute
providing quality technical education. It is an ISO certified institute and is ranked amongst ‘Top 100’
engineering colleges in the country by ‘NIRF’ framework of Ministry of HRD, Government of
India. It has five engineering departments along with the ‘MBA Department’ which is popularly
known as ‘Centre for Management Studies and Research (CMSR)’. MITCOE CMSR has reputation for
innovative teaching pedagogy, highly qualified and experienced faculty members, student development
initiatives, state-of-the- art infrastructure, strong industry interface and socially useful research.
MITCOE CMSR has always focused on the holistic development of students. I am happy that the
MBA Department is conducting plethora of curricular, co-curricular, extra-curricular and extension
activities for developing overall personality of students. We firmly believe that quality of education
depends on quality of faculty members and hence, developed an eco-system for their development.
I am happy to share with you that after successfully publishing a book on ‘All in One Multiple
Choice Questions’ for MBA Semester-I; Director of our Institute Prof. Dr. Ramachandra V. Pujeri
and our proud faculty members Prof. Dr. Shriprakash Soni, Prof. Deepali Desai, Prof. Dipali Shimpi,
Prof. Amey Joshi and Prof. Madhuri Shete have written a book titled ‘All in One Multiple Choice
Questions’ for MBA Semester-II as per Revised Syllabus of 2016 Pattern of SPPU. This book has
added a feather in the cap of MITCOE CMSR. I am sure that this book will prove to be a very
effective tool for the students in understanding both the concepts and their practical applications.
My heartiest congratulations to Team MITCOE CMSR for this endeavour and wish them luck for
many such landmark achievements in their life!
Prof. Dr. Mangesh T. Karad
Secretary and Trustee,
MIT Group of Institutions, Pune.

PREFACE
It gives us great pleasure to present this book titled, ‘All in One Multiple Choice Questions’ for
MBA Semester-II as per Revised Syllabus of 2016 Pattern of SPPU to our intelligent and dynamic
students of MBA Programme.
As per revised syllabus, one of the components of student evaluation for full credit course is
online examination.This examination is conducted for 20 marks. The question paper contains
20 multiple choice questions for the respective course. The syllabus for the exam is all five units of the
full credit course.
Multiple Choice Questions is a very effective tool for evaluation of management students as it
checks the conceptual understanding of the students about a particular topic.
What we have observed is, to score good marks in this type of examination, the most important
factor for the students is practicing these type of questions regularly. Keeping this in mind, this book
contains 50 questions each for each unit of all the six full credit courses in the syllabus. We have made
sure that the questions cover the various aspects of the unit.
We also feel confident that this book will serve as a very effective tool for the students for
securing good marks in online examination of SPPU and will also enhance their conceptual
knowledge of various courses.
Success can never be achieved single-handedly. So, it is our duty to express our heartfelt
gratitude towards all those who provided inspiration, guidance and support. We express our special
thanks to Prof. Dr. V.D. Karad, Executive President and Managing Trustee of MAEER’s MIT; Prof.
Rahul V. Karad, Vice President, MAEER’s MIT; Prof. Dr. Mangesh Karad – Secretary and Executive
Director, MAEER’s MIT Group of Institutions for their continuous motivation in writing this book. In
addition, we wish to express our gratitude to our colleagues for their help and support. We would also
like to express our sincere thanks to the Publisher of Himalaya Publishing House Pvt. Ltd.,
Mr. S.K. Srivastava – Regional Manager, Mr. Abhijit, Ms Lalita and all the staff members of
Himalaya Publishing for their willing cooperation and support. Our words fall short to express our
feelings towards our family members, colleagues and our friends who extended their wholehearted
best wishes and encouraged us throughout.
We wish all the very best to all the students for their future!!
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SYLLABUS
Semester
II
Specialization
NA
Course Code
201
Type
Generic Core
Course Title
Marketing Management (MM)
Course Objectives:
1. To introduce the concept of Marketing Mix as a framework for Marketing Decision Making.
2. To emphasize the need, importance and process of Marketing Planning and Control.
3. To sensitize the students to the dynamic nature of Marketing Function.
Unit No.

Contents

Unit – 1

New Product Development and Product Life Cycle:
1.1 New Product Development: Need for new product development, Booz Allen and
Hamilton Classification Scheme for New Products.
1.2 New Product Development Process: Idea Generation to commercialization.
1.3 Branding: Introduction to Branding, Product vs. Brand, Meaning of a brand, brand
equity and brand elements.
1.4 Packaging and Labeling: Meaning and role of Packaging and Labeling, Primary,
Secondary and Shipment packages.
1.5 Product Life Cycle: Concept and characteristics of Product Life Cycle, Relevance of
PLC, Types of PLC and Strategies across stages of the PLC.
Price:
2.1 Pricing Basics: Meaning, Importance and Factors influencing pricing decisions.
2.2 Setting the Price: Setting pricing objectives, Determining demand, Estimating costs,
Analyzing competitors’ pricing, Selecting pricing method, Selecting final price.
2.3 Adapting the Price: Geographical pricing, Price discounts and allowances,
Promotional pricing, Differentiated pricing.
2.4 Price Change: Initiating and responding to price changes.
Place:
3.1 The Role of Marketing Channels: Channel functions and flows, channel levels.
3.2 Channel Design Decisions: Analyzing customers’ desired service output levels, establishing
objectives and constraints, identifying and evaluating major channel alternatives.
3.3 Channel Options: Introduction to Wholesaling, Retailing, Franchising, Direct
marketing, e- Commerce Marketing Practices.
3.4 Market Logistics Decisions: Order processing, Warehousing, Inventory, and Transportation.
Promotion:
4.1 Introduction: The role of marketing communications in marketing effort.
4.2 Communication Mix Elements: Introduction to Advertising, Sales Promotion,
Personal Selling, Public Relations, Direct Marketing. Concept of Integrated Marketing
Communications (IMC).
4.3 Developing Effective Communication: Identifying target audience, determining
communication objectives, designing the communications, selecting communication
channels.
4.4 Deciding Marketing Communications Mix: Factors in setting marketing
communication mix, measuring communication results.
Marketing Planning and Control:
5.1 Product Level Planning: Preparation and evaluation of a product level marketing
plan, Nature and contents of Marketing Plans – Executive Summary, Situation
Analysis, Marketing Strategy, Financials, Control.
5.2 Marketing Evaluation and Control: Concept, Process and types of control – annual
Plan Control, Profitability Control, Efficiency Control, Strategic Control, Marketing audit.

Unit – 2

Unit – 3

Unit – 4

Unit – 5

No. of
Sessions
(Hours:
7+2)

(Hours:
6+2)

(Hours:
6+2)

(Hours:
10+2)

(Hours:
6+2)

Syllabus as Per June 2016 Pattern
Semester

II

Specialization

NA

Course Code

202

Type

Generic Core

Course Title

Financial Management (FM)

Course Objectives:
1. To understand various concepts related to financial management.
2. To study in detail, various tools and techniques in the area of finance.
3. To develop the analytical skills which would facilitate the decision making in business situations.

Unit No.

Contents

No. of
Sessions

Unit – 1

Business Finance:
Introduction of Business Finance: Meaning, Definition of Financial Management, Goals
of Financial Management (Profit Maximization and Wealth Maximization), Modern
approaches to Financial Management – (Investment Decision, Financing Decision and
Dividend Policy Decisions), Finance and other related disciplines, Functions of finance
manager, Key strategies of financial management, Financial Planning – Principles and
Steps in Financial Planning.

(Hours:
3+2)

Unit – 2

Capital Structure:
Meaning, Factors affecting the capital structure, Different Sources of Finance and its
Types, Concept and measurement of cost of capital, measurement of specific costs
WACC, Trading on equity and its types.

(Hours:
8+2)

Unit – 3

Techniques of Financial Analysis:
Meaning, Nature, Objectives, Understanding of financial statements, Schedule VI of
Companies Act, Tools of analysis, interpretation and limitations of financial analysis,
Fund flow statement (Working capital basis), Understanding Cash flow statement –
Difference between Cash flow and Fund flow statement, Ratio analysis (computation
and interpretations of ratios)

(Hours:
8+2)

Unit – 4

Capital Budgeting:
Meaning, Definition and types of evaluating the project on the basis of Traditional
Techniques and Modern Techniques (viz., Payback period, Discounted Payback period,
NPV, ARR, IRR, PI), Time Value of Money.

(Hours:
8+2)

Unit – 5

Working Capital Management:
Nature and Scope, Components of working capital, operating cycle, types of working
capital, Sources of Working Capital Financing, Factors affecting working capital,
estimation of working capital requirement.

(Hours:
8+2)

Note:
1. Theory 30% and Numerical Problems 70%.
2. Numerical Problems will be asked on following topics only –
Calculation of Cost of Capital: Specific Costs – Cost of Equity/Preference/Retained earnings and Debt,
Weighted Average Cost of Capital, Leverages.
Problems on Ratio analysis (computation and interpretations of ratios).
Simple problems on Fund flow statement.
Capital budgeting: Payback period, Discounted Payback Period, NPV, ARR, IRR, PI.
Problems on Estimation of Working Capital.
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II

Specialization

NA

Course Code

203

Type

Generic Core

Course Title

Human Resource Management (HRM)

Course Objectives:
1. To understand the role of HRM in an organization.
2. To learn to gain competitive advantage through people.
3. To learn to study and design HRM system.

Unit No.

Contents

No. of
Sessions

Unit – 1

Introduction to HRM and Framework – Nature of HRM, Scope of HRM, HRM:
Functions and Objectives, HRM: Policies and practices, SHRM, Nature of SHRM,
Global competitiveness and Strategic HR, Linkage of organizational and HR strategies,
SHRM Model – The Integrated system model, Devanna et al. – strategic human resource
management “matching model”.

(Hours:
1+2)

Unit – 2

HR Procurement:
2.1 Human Resource Planning – Job Analysis, Job Design: Writing job description,
introduction, and factors affecting job design. Job characteristics model (Hackman and
Oldham, 1976) of effective job and job satisfaction. The need of manpower planning,
What is Human Resource Planning? Definition, objectives, importance, benefits, the
process of Human resource planning, Preparing manpower inventory. (Supply
Forecasting).
2.2 Recruitment and Selection – Strategic approach to recruitment, Labour markets and
recruitment, Recruiting and diversity considerations, Employment advertising,
Recruiting diverse workers, Recruiting source choices: internal vs. external, Introduction
to selection process, Selection procedure.
2.3 Career Planning: Succession Planning.

(Hours:
7+2)

Unit – 3

Training and Development – Employee Training and Development Nature of training,
Training process, Training needs assessment, Training evaluation, Training design,
Implementing Training programs (Training methods), and Implementing management
development programs.

(Hours:
7+2)

Unit – 4

Employee Appraisal and Compensation – Performance – Definition, Why to measure
performance? Use of performance data, measurement process, Performance feedback,
Performance Appraisal Methods, Compensation – concept, Traditional approach,
current trends in compensation, Linking compensation with performance – Advantages
and Problems, Team-based Incentives.

(Hours:
11+2)

Unit – 5

Managing Employee Relations – Concept, Importance, Organizational Entry,
employee Status, Flexible Work arrangement, Employee Surveys, Handbooks,
Violations of Policy/Discipline, Industrial Relations and Disputes, Grievance Procedure,
Termination, Resignation, Downsizing, Layoff retirement, Organizational Exit.

(Hours:
8+2)

Syllabus as Per June 2016 Pattern
Semester

II

Specialization

NA

Course Code

204

Type

Generic Core

Course Title

Decision Science (DS)

Course Objectives:
1. To understand role of quantitative techniques in managerial decision making.
2. To understand process of decision problem formulation.
3. To understand applications of various quantitative techniques in managerial settings.

Unit No.

Contents

No. of
Sessions

Unit – 1

1.1 Introduction: Importance of Decision Sciences and Role of quantitative techniques
in decision making.
1.2 Assignment Models: Concept, Flood’s Technique/Hungarian Method, applications
including restricted and multiple assignments.
1.3 Transportation Models: Concept, Formulation, Problem types: Balanced,
unbalanced, Minimization, Maximization, Basic initial solution using North-West
Corner, Least Cost and VAM, Optimal Solution using MODI.

(Hours:
9+2)

Unit – 2

2.1 Linear Programming: Concept, Formulation and Graphical Solution.
2.2 Markov Chains and Simulation Techniques: Markov chains: Applications related
to management functional areas, Implications of Steady State Probabilities, Decision
making based on the inferences Monte Carlo Simulation, scope and limitations.

(Hours:
8+2)

Unit – 3

3.1 Decision Theory: Concept, Decision under risk (EMV and uncertainty )
3.2 Game Theory: Concept, 2 by 2 zero sum game with dominance, Pure and Mixed
Strategy.
3.3 Queuing Theory: Concept, Single Server (M/M/I, Infinite, FIFO) and Multi Server
(M/M/C, Infinite, FIFO).

(Hours:
6+2)

Unit – 4

4.1 CPM and PERT: Concept, Drawing network, identifying critical path.
Network Calculations: Calculating EST, LST, EFT, LFT, Slack and probability of
project completion
4.2 Sequencing problems: Introduction, Problems involving n jobs – 2 machines, n
jobs – 3 machines and n jobs – m machines; Comparison of priority sequencing rules.

(Hours:
6+2)

Unit – 5

5.1 Probability: Concept, Addition, Conditional Probability theorem-based decision
making (Numerical based on functional areas of business expected).
5.2 Probability Distributions: Normal, Binomial, Interval estimation, standard errors of
estimation.

(Hours:
6+2)

Syllabus as Per June 2016 Pattern
Semester

II

Specialization

NA

Course Code

205

Type

Generic Core

Course Title

Operations and Supply Chain Management (O&SCM)

Course Objectives:
1. To develop an understanding of the strategic importance of Operations and SCM and how it can provide a
competitive advantage in the marketplace.
2. To understand the relationship between Operations and SCM and other business functions, such as Marketing,
Finance, Accounting, and Human Resources.
3. To develop knowledge of the issues related to designing and managing Operations and SCM and the techniques to do so.

Unit No.

Contents

Unit – 1

1.1 Introduction to Operations Management (OM): Definition, Evolution from
production to operations management. Manufacturing trends in India, Services as a part of
OM, Operations as a key functional area, OM as a system perspective, functions of OM,
challenges and current priorities of OM.
1.2 Quality: Definitions, Dimensions of Quality, Customer’s view and Manufacturer's
view, Concept of Internal Customer, Overview of TQM and LEAN Management, Cause
effect diagram (Ishikawa Fishbone Diagram), Basic Concepts of Kaizen, 5S, Quality Circle.
Operations Processes
2.1 Process Characteristics in Operations: Volume Variety and Flow, Types of
Processes and Operations Systems – Continuous Flow System and intermittent flow
systems.
2.2 Process Product Matrix: Job Production, Batch Production, Assembly Line and
Continuous Flow, Process and Product Layout.
2.3 Service System Design Matrix: Design of Service Systems, Service Blueprinting.
3.1 Production Planning and Control (PPC): Role and Functions.
3.2 Demand Forecasting: Forecasting as a Planning Tool, Forecasting Time Horizon,
Sources of Data for Forecasting, Accuracy of Forecast, Capacity Planning.
3.3 Production Planning: Aggregate production planning, Alternatives for Managing
Demand and Supply, Master Production Schedule, Capacity Planning – Overview of
MRP, CRP, DRP, MRP II.
3.4 Production Control: Scheduling, Loading, Scheduling of Job Shops and Floor Shops,
Gantt Charts.
4.1 Inventory Planning and Control: Continuous and Intermittent demand system,
concept of inventory, need for inventory, types of inventory – seasonal, decoupling,
cyclic, pipeline, safety, Implications for Inventory Control Methods.
4.2 Inventory Costs: Concept and behaviour of ordering cost, carrying cost, shortage
cost.
4.3 EOQ: Basic EOQ Model – EOQ with discounts.
4.4 Inventory control: Classification of materials – ABC Analysis –VED, HML, FSN, GOLF,
SOS and (Numerical expected on Basic EOQ, EOQ with discounts and ABC), Inventory
turns ratios, Fixed Order Quantity Model – Periodic Review and Re-order Point.
5.1 Supply Chain Management: Definition, Functions of SCM, Evolution from Physical
distribution to Logistics to SCM, Physical Goods and Services Perspectives, Generalized
Supply Chain Management Model – Key Issues in SCM – Collaboration, Enterprise
Extension, responsiveness, Cash-to-Cash Conversion.
5.2 Supply Chain Integrated Framework: Resource base to end customers –
Product/service value flow, market accommodation flow, information flow, cash flow.

Unit – 2

Unit – 3

Unit – 4

Unit – 5

No. of
Sessions
(Hours:
5+2)

(Hours:
7+2)

(Hours:
8+2)

(Hours:
8+2)

(Hours:
7+2)

Syllabus as Per June 2016 Pattern
Semester

II

Specialization

NA

Course Code

206

Type

Generic Core

Course Title

Management Information System (MIS)

Course Objectives:
1. To develop conceptual understanding about latest developments in the field of Information Technology and the
impact of I.T. in managing a business.
2. To learn to use Information Technology to gain competitive advantage in business.
3. To learn from, with a view to emulate, entrepreneurial ventures in e-Commerce and m-Commerce.
Unit No.

Contents

No. of
Sessions

Unit – 1

Management Information Systems: Need, Purpose and Objectives – Data,
Information, Knowledge – Types of Information Systems – Information as a strategic
resource – Use of information for competitive advantage.
Information Technology Infrastructure: Information Systems Architecture –
Mainframe, Client Server, Web-based, Distributed, Grid, Cloud – Overview of
Hardware, Software, Storage and Networking Devices – Networks Types – Topologies
of Networks.

(Hours:
7+2)

Unit – 2

2.1 Database Management Systems: Concept – Relational Model Applications –
DBMS Architecture.
2.2 Systems Engineering Analysis and Design: Systems Concept – Systems
Development Life Cycle – Assessing Enterprise Information requirements – Alternative
System Building Approaches – Prototyping – Rapid Development Tools – CASE
Tools – Object Oriented Systems (Only introduction to these tools and techniques).

(Hours:
7+2)

Unit – 3

Decision Support Systems: Data Warehousing and Data Mining – Business Intelligence
and Analytics – Group Decision Support Systems – Executive Information Systems –
Executive Support Systems – Geographical Information Systems – Expert Systems and
Knowledge Based Expert Systems – Artificial Intelligence.

(Hours:
7+2)

Unit – 4

4.1 Digital Firm Perspective: MIS Model for a digital firm – Organization Structure for
digital firm – e-Business Models and Applications – Mobile computing, Call Centers,
BPO.
4.2 Management Issues in MIS: Information Security and Control – Quality
Assurance – Ethical and Social Dimensions – Intellectual Property Rights as related to
IT Services/IT Products .

(Hours:
7+2)

Unit – 5

Applications of MIS in functional areas as well as in the service sector should be
covered with the help of minimum 5 case studies.

(Hours:
7+2)
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Marketing Management (MM)
Chapter 1
New Product Development and Product Life Cycle
1. _____________ is the development of original products, product improvement, product
modifications, and new brands through the firm’s own R & D efforts.
(a) Idea generation
(b) Test marketing
(c) Concept testing
(d) New product development
2. New product development starts with ____________.
(a) Idea screening
(b) Concept development and testing
(c) Idea generation
(d) Marketing strategy development
3. A ____________ is a detailed version of the idea stated in meaningful consumer terms.
(a) Product idea
(b) Product concept
(c) Product image
(d) Test market
4. An attractive idea must be developed into a ____________
(a) Product idea
(b) Product concept
(c) Product image
(d) Test market
5. Introducing a new product into the market is called ____________.
(a) Test Marketing
(b) New Product development
(c) Experimenting
(d) Commercialization
6. Major sources of new product ideas include ____________.
(a) Internal sources, using company R & D
(b) Creative approaches
(c) Watching and listening to customers
(d) All the above sources.
7. ____________ is the stage of new product development in which the product and marketing
program are tested in more realistic market setting.
(a) Business analysis
(b) Idea generation
(c) Test marketing
(d) Marketing strategy development
8. ____________ is a part of product that carries information about the product or seller.
(a) Product life cycle
(b) Testing
(c) Packaging
(d) Label

2
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9. In which stage of PLC the profit range from negative to negligible.
(a) Introduction
(b) Growth
(c) Maturity
(d) Decline
10. Which of the following is not one of the stages of the product life cycle?
(a) Introduction
(b) Growth
(c) Maturity
(d) Product promotion
11. Cadbury brand is a good example of .
(a) Distribution brand
(b) Manufacturer brand
(c) Generic brand
(d) Niche brands
12. A brand is BEST defined as a ____________.
(a) Related group of words that describe the product
(b) Name, symbol, design or combination of these that identifies a seller’s product
(c) Copyrighted words that give the manufacturer exclusive ownership
(d) Name of manufacturer of the product
13. Firm uses any existing brand to introduce in market as a new product, brand is classified as
(a) Brand extension
(b) Sub brand
(c) Parent brand
(d) Product extention
14. Which of the following is not a brand’s function
(a) Creating identification
(b) Guaranteeing quality level
(c) Helping with promotion
(d) Lowering production cost
15. Close up, Doordarshan, Frooti, Babool, Fair and Lovely, Band aid are the examples of
____________.
(a) Descriptive Brand name
(b) Suggestive brand name
(c) Free standing brand name
(d) None of the above
16. Labeling is important for ____________ , ____________ , ____________ reasons.
(a) Marketing, branding, strategic
(b) Promotional, legal and informational
(c) Marketing, strategic, legal
(d). Strategic, informational, marketing.
17. Consumers see product as ____________.
(a) As bundles of benefits
(b) As complex bundles of benefits that satisfy their needs.
(c) An tangible goods
(d) Traditional goods
18. The American Marketing Association defines a ____________ as “a name, term, sign,
symbol, or design, or a combination of them, intended to identify the goods or services of one
seller or group of sellers and to differentiate them from those of competitors.”
(a) Holistic product concept
(b) Product concept
(c) Brand image
(d) Brand

All in One Multiple Choice Questions
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19. ________ is what drives the differences that manifest themselves in brand equity.
(a) Brand image
(b) Consumer purchasing power
(c) Consumer income
(d) Consumer knowledge
20. Strong brands possess all of the following marketing advantages EXCEPT____________ .
(a) Greater loyalty
(b) Larger margins
(c) Guaranteed profits
(d) Improved perception of product performance
21. ____________ involves designing and producing the container or wrapper for a product.
(a) Packaging
(b) Product line
(c) Services
(d) Labeling
22. In recent years, product safety and environmental responsibility have become major
____________ concerns.
(a) Branding
(b) Packaging
(c) Product line
(d) Service
23. ____________ has been affected by the need to include unit pricing, open dating, and
nutritional information.
(a) Branding
(b) Packaging
(c) Labeling
(d) Product mixing
24. An increasing number of retailers and wholesalers have created their own ____________,
also called store brands.
(a) Unsought products
(b) Private brands
(c) Shopping products
(d) Specialty products
25. In most ____________ situations, one company licenses another company’s well-known
brand to use in combination with its own.
(a) Brand extension
(b) Brand equity
(c) Co-branding
(d) Line extension
26. David Aaker views brand equity as a set of five categories of brand assets and liabilities
linked to a brand that add or subtract from the value provided by a product or service to a firm
and/or that firm’s customers. All of the following would be among Aaker’s five categories
EXCEPT ____________.
(a) Brand loyalty
(b) Brand awareness
(c) Perceived quality
(d) Brand price
27. If a brand element can be used to introduce new products in the same or different categories,
the brand element is said to be ____________.
(a) memorable
(b) meaningful
(c) likeable
(d) transferable
28. Brand names are not only important brand elements. Often, ____________, the more
important it is that brand elements capture the brand’s intangible characteristics.
(a) the less concrete benefits are
(b) the more concrete benefits are
(c) the more varied brand perception are
(d) the less varied brand perception are
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29. Brand elements and secondary associations can make important contributions to building
brand equity; however, the primary input comes from ____________.
(a) The products or services and supporting marketing activities
(b) Marketing research
(c) The consumer
(d) The distributors
30. ____________ is the consumers’ ability to identify the brand under different conditions, as
reflected by their brand recognition or recall performance.
(a) Brand awareness
(b) Brand image
(c) Brand alternation
(d) Brand perception
31. Brand equity can be measured in two ways. Which of the following would be a good
representation of one of those ways?
(a) Statistical analysis of demographics
(b) Secondary evaluation of governmental statistics
(c) Directly assessing the actual impact of brand knowledge on consumer response to
different aspects of marketing
(d) Hiring independent evaluators.
32. A structured approach to assessing the sources and outcomes of brand equity and the manner
in which marketing activities create brand value is called ____________.
(a) The brand value chain
(b) The brand portfolio
(c) The brand life cycle
(d) Brand positioning
33. A company’s major enduring asset is ____________.
(a) Its leadership
(b) Its brand
(c) Its culture
(d) Its stakeholders
34. A ____________ is the set of all brands and brand lines a particular firm offers for sale to
buyers in a particular category.
(a) Brand partition
(b) Brand position
(c) Brand portfolio
(d) Brand image
35. Labeling, packaging are associated with ____________.
(a) Product mix
(b) Promotion mix
(c) Place mix
(d) Price mix
36. In the maturity phase of the PLC, a marketing manager should consider ____________.
(a) Expanding R and D
(b) Pricing to penetrate the market
(c) Dropping the product and moving on to the next product winner.
(d) Modifying the market, product, and marketing mix
37. The stage of the PLC characterized by overcapacity, greater competition, and the eventual
elimination of weaker competitors is called the ____________.
(a) Decline stage
(b) Introduction stage
(c) Growth stage
(d) Maturity stage
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38. Which of the following is not a type of decision usually made during the product development
stage?
(a) Branding
(b) Product positioning
(c) Packaging
(d) Product screening
39. Technological advances, shifts in consumer tastes, and increased competition, all of which
reduce demand for a product, are typical of which stage in the PLC?
(a) Introduction stage
(b) Growth stage
(c) Decline stage
(d) Maturity stage
40. Original products, product improvements, product modifications, and new brands that a firm
develops through its own research and development efforts are called: ____________.
(a) Concept products
(b) New products
(c) Altered products
(d) Supplemental products
41. The stage in the product life cycle that focuses on using a cost-plus formula and creating
product awareness and trial is the ____________.
(a) Introduction stage
(b) Growth stage
(c) Decline stage
(d) Maturity stage
42. The stage in the product life cycle where the strategic focus is on market penetration and
building intensive distribution is the ____________.
(a) Introduction stage
(b) Growth stage
(c) Decline stage
(d) Maturity stage
43. Introducing the new product into the market takes place in which stage of the new product
development process?
(a) Test marketing
(b) Marketing strategy
(c) Product development
(d) commercialization
44. A label performs several functions for a product. These include all of the following EXCEPT
____________.
(a) Grades
(b) Promotes
(c) Describes
(d) Classifies
45. At the introduction stage of the Product Life Cycle (PLC), which of the following are the
marketer’s two main priorities ____________.
(a) Launch planning and creating shelf space
(b) Generating awareness and stimulating responses
(c) Launch planning and generating awareness
(d) Creating shelf space and generating awareness.
46. The three layers of packaging are: ____________.
(a) Primary, Secondary and tertiary packaging
(b) Primary, Secondary and shipping packaging
(c) Shipping, inner and outer packaging
(d) None of above
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47. Sales are declining, profits are also declining and competition is increasing. These indicate
that the product may be in: ____________.
(a) Introduction stage
(b) Growth stage
(c) Decline stage
(d) Maturity stage
48. The term brand equity refers to ____________.
(a) The value attached to the brand (b) The financial value of a company’s brand
(c) Its level of popularity
(d) All of the above
49. Which of the following is the leak-proof packaging that provides additional protection for the
primary container?
(a) Primary packaging
(b) Transport packaging
(c) Secondary packaging
(d) Decorative
50. Packaging used for the ice creams is an example of which of the following?
(a) Decorative packaging
(b) Transport packaging
(c) Secondary packaging
(d) Primary packaging
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Chapter 2
Price
1. ____________ is the amount of money charged for a product or service.
(a) Demand curve
(b) Experience curve
(c) Price
(d) Salary
2. Price is the only element in the marketing mix that produces ____________.
(a) revenue
(b) variable costs
(c) expenses
(d) out fixed costs
3. ____________ is an important element in the marketing mix. It is the only element that does
not represent costs.
(a) Current profit maximization
(b) Product quality leadership
(c) Price
(d) Market share leadership
4. Consumer perceptions of the product’s value set the ____________.
(a) Demand curve
(b) floor
(c) Ceiling
(d) Variable cost
5. Product costs set a(n) ____________ to a product’s price.
(a) Demand curve
(b) floor
(c) Ceiling
(d) Variable cost
6. Which of the following is a customer-oriented approach to pricing?
(a) Value based pricing
(b) Sealed-bid pricing
(c) Break-even pricing
(d) Target profit pricing.
7. Value-based pricing is the reverse process of ____________.
(a) Variable cost pricing
(b) Cost-plus pricing
(c) Cost-based pricing
(d) Good-value pricing
8. With ____________, price is set to match consumers' perceptions of product value.
(a) Variable cost pricing
(b) Cost-plus pricing
(c) Cost-based pricing
(d) Value based pricing
9. Measuring ____________ can be difficult. A company might conduct surveys or experiments
to test this in the different products they offer.
(a) Price elasticity
(b) Perceived value
(c) The demand curve
(d) Break even pricing
10. Wal-Mart is famous for using which important type of value pricing?
(a) Competition based pricing
(b) Penetration pricing
(c) Everyday low pricing
(d) Cost plus pricing
11. When there is price competition, many companies adopt ____________ rather than cutting
prices to match competitors.
(a) Pricing power
(b) Value-added strategies
(c) Fixed cost
(d) Price elasticity
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12. ____________ pricing involves setting prices based on the costs for producing, distributing
and selling the product plus a fair rate of return for the company’s efforts and risks.
(a) Fixed cost
(b) Value based
(c) Cost-based
(d) Skimming
13. Fixed costs ____________ as the number of units produced increases.
(a) decrease
(b) divide in half
(c) remain the same
(d) increase
14. Costs that do not vary with production or sales level are referred to as ____________.
(a) Fixed cost
(b) Variable costs
(c) Total cost
(d) Marketing costs
15. Rent, electricity and executive salaries are examples of ____________.
(a) Variable cost
(b) Marketing cost
(c) Total cost
(d) Fixed cost
16. Lawyers, accountants, and other professionals typically price by adding a standard markup for
profit. This is known as ____________.
(a) Variable cost
(b) Cost-plus pricing
(c) Value-based pricing
(d) Penetration pricing
17. The simplest pricing method is ____________.
(a) Variable cost
(b) Cost-plus pricing
(c) Value-based pricing
(d) Penetration pricing
18. Pricing is significant for firms because ____________.
(a) It determines revenues generated by the firms
(b) It affects the level of funds available for other elements of marketing mix
(c) It determines profits earned by the firms
(d) All of the above
19. Which of the following statement is not correct?
(a) Price exist in different forms for products of different nature
(b) Price affects the decision about acquiring the product
(c) Price is the only element that produces revenues
(d) None of the above
20. Which of the following is the internal factor influencing pricing?
(a) Price elasticity of the demand of the product
(b) Bargaining power of suppliers
(c) Competitors’ policy
(d) Social considerations.
21. Markup pricing comes under which of the method?
(a) Value-based pricing
(b) Competition-based pricing
(c) Cost-based pricing
(d) Going rate pricing
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22. Which of the following is not the pricing strategy?
(a) Geographical pricing
(b) Packaging
(c) Psychological pricing
(d) Product mix pricing
23. Which of the following internal factors influence objectives and marketing strategy of the
pricing philosophy?
(a) Corporate and marketing objectives of the firm.
(b) The image sought by the firm through pricing
(c) The characteristics of the product
(d) Price elasticity of demand of the product.
(e) All of the above
24. Which of the following internal factors influence objectives and marketing strategy of the
pricing philosophy?
(a) The stage of the product in the PLC
(b) Costs of manufacturing and marketing
(c) Turnaround rate of the product
(d) Composition of the product line of the firm.
(e) All of the above
25. Which of the following external factors influence objectives and marketing strategy of the
pricing philosophy?
(a) Market characteristics
(b) Buyer behaviour in respect of the given product
(c) Competitors’ pricing policy
(d) Social consideration
(e) All of the above.
26. Which are the objectives of pricing?
(a) Profit maximization
(b) Achieving particular sales volume
(c) Achieving particular market share (d) All of the above
27. Which are the objectives of pricing?
(a) Deeper penetration of the market (b) Entering new markets
(c) Keeping parity with competitors (d) Stabilizing price and margins in the market.
(e) All of the above
28. Price setting decision is decided by ____________.
(a) Sales team
(b) Marketing team
(c) Top management
(d) Finance team
29. Price setting decision is decided by ____________ in large companies.
(a) Divisional management team
(b) Marketing department
(c) Top management
(d) Both a and c
30. FOB-origin pricing, uniform-delivered pricing, zone pricing, base-point pricing, freightabsorption pricing comes under which pricing strategies?
(a) Price discount
(b) Promotional pricing
(c) Geographical pricing
(d) Differential pricing
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31. The objective of promotional pricing is to ____________.
(a) Increase short run sales.
(b) Increase awareness
(c) Increase brand loyalty.
(d) None of the above.
32. Which are the price adjustment strategies?
(a) Discount and allowance pricing
(b) Promotional pricing
(c) Psychological pricing
(d) All of the above
33. Discounts, price reductions, trade allowances are the forms of ____________.
(a) Discount and allowance pricing
(b) Promotional Pricing
(c) Psychological Pricing
(d) International Pricing
34. Which is the strategy you will apply for different customers pay different prices for the same
product?
(a) Discount and allowance pricing
(b) Promotional Pricing
(c) Psychological Pricing
(d) Segmented Pricing
35. ____________ call for temporarily pricing products below the list price, and sometimes even
below cost, to increase short run sales
(a) Discount and allowance pricing
(b) Promotional Pricing
(c) Psychological Pricing
(d) Segmented Pricing
36. ____________ refers to adjusting prices continually to meet the characteristics and needs of
individual customers and situations
(a) International pricing
(b) Dynamic pricing
(c) Promotional pricing
(d) Segmented pricing
37. In ____________ prices were normally set by negotiation between buyers and sellers.
(a) Dynamic pricing
(b) International pricing
(c) Promotional pricing
(d) Segmented pricing
38. ____________ is the pricing strategy to adjust prices for the geographic location of customers.
(a) Segmented Pricing
(b) Geographical Pricing
(c) Dynamic Pricing
(d) Psychological pricing
39. ____________ requires market segmentation for creating a product and service with
sufficiently distinctive attributes.
(a) Differentiation strategy
(b) Adjustment strategy
(c) Branding strategy
(d) Promotional strategy
40. ____________ means different prices for the same product in different situations.
(a) Segmented Pricing
(b) Geographical Pricing
(c) Differentiated Pricing
(d) Psychological pricing
41. Pricing decision depends on ____________.
(a) Internal factors
(b) Target market
(c) External factors
(d) Positioning objectives.
(e) All of the above
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42. Price cutting technique leads to various possible traps including ____________.
(a) Price-war traps
(b) Shallow-pockets traps
(c) Low-quality traps
(d) All of the above.
43. Price cut technique which results in increasing market share but less loyal customers in
market is classified as ____________.
(a) Low-quality trap
(b) Fragile-market–share trap
(c) Shallow-pockets trap
(d) Price-war traps
44. Problem arises in price cut when customers assume that quality of product has become poor is
called ____________.
(a) Low-quality trap
(b) Fragile-market-share trap
(c) Shallow-pockets trap.
(d) Price-war traps
45. First step in procedure of setting price is to ____________.
(a) Estimating costs
(b) Analyzing prices of competitors
(c) Select pricing objective
(d) Determining demand.
46. Pricing strategy practiced by company according to which prices are high for products at
introduction stage and drops overtime is classified as ____________.
(a) Push pricing strategy
(b) Market penetration pricing
(c) Market skimming pricing
(d) Quality leadership pricing
47. Pricing objective of company who is plagued with intense completion and overcapacity is
____________.
(a) Maximum market skimming
(b) Maximum market share
(c) Survival
(d) Maximum current profit
48. Maximum current profit, market skimming, product quality leadership and market share are
considered as techniques of ____________.
(a) Select pricing objective
(b) Analyzing prices of competitors
(c) Estimating costs
(d) Determining demand
49. Pricing technique used by seller while selling individual products in bundles is ____________.
(a) Optional-feature pricing
(b) Pure bundling pricing
(c) Product line pricing
(d) Mixed bundling pricing
50. In a market system, prices are determined by ____________.
(a) Government bureaucrats
(b) Supply and demand
(c) Total market demand
(d) Corporate executives
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Chapter 3
Place
1. In popular 4Ps marketing framework, to which physical distribution is related?
(a) Product mix
(b) Place mix
(c) Price mix
(d) Promotion mix
2. A company’s channel decisions directly affect every _____________.
(a) Marketing decision
(b) Competitors action
(c) Channel member
(d) customers choices
3. Companies manage their supply chains through _____________.
(a) Transportation modes
(b) The internet
(c) Competitors
(d) Information
4. Companies should state their channel objectives in terms of targeted levels of _____________.
(a) Customer service
(b) Fair prices
(c) Profitability
(d) efficiency and reduced conflict
5. From the economic system’s point of view, the role of marketing intermediaries is to
transform the assortment of products made by producers into the assortment of products
wanted by_____________.
(a) Consumers
(b) Marketers
(c) Distributors
(d) Channel members
6. In marketing terms, we say that the number of intermediary levels indicates the
_____________ of a channel.
(a) Depth
(b) Width
(c) Length
(d) Involvement of channels.
(e) Complexity.
7. Intermediaries play an important role in matching _____________.
(a) Supply and demand
(b) Manufacturer to product
(c) Information and promotion
(d) Dealer with customer
8. Marketing channel management calls for selecting, managing, _____________, and
evaluating channel members over time.
(a) Reducing waste
(b) prune
(c) reducing conflict
(d) motivating
9. Marketing logistics involves getting the right product to the right customer in the right place
at the right time. Which one of the following is NOT included in this process?
(a) Planning the physical flow of goods and services
(b) Controlling physical flow of goods, services, and information
(c) Implementing the plan for the flow of goods and services
(d) Gathering customers ideas for new products.
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10. Rolex watches can only be found in a limited number of intermediaries. This is an example of
_____________.
(a) High-end distribution
(b) Intensive distribution
(c) Quality distribution
(d) Exclusive distribution
11. Today, a growing number of firms now outsource some or all their logistics to
_____________.
(a) Cross-functional teams
(b) Competitors
(c) Third-party logistics providers
(d) Channel members
12. Which of the following is NOT a key function that intermediaries play in completing
transaction?
(a) Negotiation
(b) Promotion
(c) Financing
(d) Information
13. Which of the following transportation modes is used for digital products?
(a) Air
(b) By road
(c) the internet
(d) Ship
14. Which type of product might require a more direct marketing channel to avoid delays and too
much handling?
(a) Lower-prices products
(b) High-priced products
(c) Perishable products
(d) Products in their decline stage.
15. Which of the following should be the first step in designing a marketing channel?
(a) Exploring international opportunities
(b) Evaluating intermediaries
(c) Identifying channel objectives
(d) Analyzing channel alternatives.
(e) Identifying what consumers want from the channel.
16. Avon, Amway, and Tupperware use which of the channel distribution?
(a) Indirect marketing channel
(b) Forward channel
(c) Fashion channel
(d) Direct marketing channel
17. A distribution channel moves goods and services from producers to consumers. It overcomes
the major time, place, and _____________ gaps that separate goods and services from those
who would use them
(a) Profit
(b) Image
(c) Possession
(d) Purchasing
18. Through their contacts, experience, specialization and scale of operation, _____________
usually offer the firm more than it can achieve on its own.
(a) Producers
(b) Manufacturer
(c) Direct marketers
(d) Intermediaries
19. Transporting and sorting goods is part of which of the following marketing channel functions?
(a) Physical distribution
(b) Negotiation
(c) Contact
(d) Matching
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20. The benefits of marketing channels are _____________.
(a) Cost saving
(b) Time saving
(c) Financial support given
(d) All of the above
21. Marketing channels are considered as part of _____________.
(a) Wholesaler-customer delivery network
(b) Customer-value delivery network
(c) Retailer-wholesaler delivery network
(d) Customer-retailer delivery network
22. Integrated system which consists of consumer needs analysis, identifying alternatives, setting
objectives and evaluating alternatives is classified as ____________.
(a) Intermediary channel design
(b) Marketing channel design
(c) Horizontal channel design
(d) Vertical channel design
23. Strategy of distribution in which seller allow certain outlets to sell its product is classified as
____________.
(a) Inclusive distribution.
(b) Selective distribution
(c) Intensive distribution
(d) Exclusive distribution.
24. Number of intermediaries that made products or services available to final customer are
classified as ____________.
(a) Chain of channels
(b) Flexible channels
(c) Marketing levels
(d) Channel levels
25. Procedure of displacement of long-established resellers by new intermediaries is classified as
____________.
(a) Multiple mediation
(b) Horizontal mediation
(c) Disintermediation
(d) Vertical mediation
26. Distribution strategy in which company limits its outlets in different regions or buyer can buy
in only company's territory is classified as ____________.
(a) Intensive territorial agreement
(b) Selective territorial agreement
(c) inclusive territorial agreement
(d) exclusive territorial agreement
27. Network of delivering products to customer which is composed of distributors, suppliers and
manufacturing company classified as ____________.
(a) Supply chain management
(b) Marketing channels
(c) Delivery channel
(d) Value delivery network
28. _____________ is all the activities involved in selling goods or services directly to final
consumers for their personal, nonbusiness use.
(a) Wholesaling
(b) Discounting
(c) Merchandising
(d) Retailing
29. Electronic kiosk is one form of: ____________.
(a) Supermarket.
(b) Non-store retailing
(c) Discount retailing.
(d) Limited line retailers.
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30. Which type of shop offers a range of grocery and household items that cater for last-minute
purchase needs of consumers?
(a) Supermarket
(b) Category killer store.
(c) Convenience Store
(d) All of the above
31. McDonald's and KFC are good examples of: ____________.
(a) Distributors.
(b) Franchising.
(c) Merchant.
(d) Retailers.
32. Which of the following refers to the unauthorized sale of new, branded products diverted
from authorized distribution channels or imported into a country for sale without the consent
or knowledge of the manufacturer?
(a) Grey marketing
(b) Stealth marketing
(c) Niche distribution
(d) Authorized distribution
33. Retailing operation which is operated and owned by manufacturer and carries surplus or
irregular goods is classified as ____________.
(a) Warehouse
(b) Factory club
(c) Factory outlets
(d) Surplus center
34. Wholesaler those take titles of marketing offering independently are called as ____________.
(a) Manufacturer sale center
(b) Agents and brokers
(c) Franchise chain
(d) Merchant wholesalers
35. Retailer must consider the major product variables like ____________.
(a) Service mix
(b) Product assortment
(c) Store atmosphere
(d) All of the above
36. Those who does not take title of market offering and represents sellers and buyers while
performing fewer functions are called as ____________.
(a) Broker
(b) Agents
(c) Drop shipper
(d) Web-wholesaler
37. Direct marketing include ____________.
(a) Direct mail marketing
(b) Personal selling
(c) Catalog marketing
(d) All of the above
38. The practice of online marketing into their traditional operations are called as ____________.
(a) Direct companies
(b) Premium companies
(c) Click and mortar companies
(d) Click only companies
39. Web site build to engage customers from different places to move them closer to marketing
outcome is classified as ____________.
(a) Corporate website
(b) Marketing website
(c) Branding through internet
(d) Viral marketing.
40. Retailing activities resulting in transactions that occur away from a fixed store layout referred to as
____________.
(a) Convenience store
(b) Departmental stores
(c) Non-store retailers
(d) Supermarkets
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41. e-Commerce is often seen as simply buying and selling using the internet but do the following
perspectives also apply to e-commerce?
(a) A business process perspective (b) A communication perspective
(c) A service perspective
(d) An online perspective
(e) All of the above
42. Digital marketing is closely related to e-commerce. It is a term increasingly used by specialist
e-marketing agencies to ____________.
(a) Promote their web-site
(b) Recruit specialist staff
(c) Measure website hits.
(d) None of the above
43. Social network sites such as Facebook and Twitter have become increasingly popular for sellside e-commerce and would be in which category?
(a) Brand building sites
(b) Portal, publisher or media sites
(c) Service oriented relationship-building websites
(d) Transactional e-commerce sites.
44. The market logistic decision concept originated in ____________.
(a) Marketing
(b) Operations
(c) Logistics
(d) Production
45. Market logistic decision requires following prerequisites ____________.
(a) Order processing, warehousing, inventory and transportation
(b) Flow of goods
(c) Buying and selling
(d) Purchasing of raw materials
46. The purpose of logistic decision is ____________.
(a) Provide customer satisfaction
(b) Improving quality of a product
(c) Integrating supply and demand management
(d) Increasing production
47. Logistic is the part of a supply chain involved the forward and reverse flow of ____________.
(a) goods
(b) services
(c) cash
(d) All of the above
48. Distribution requirement planning is a system for ____________.
(a) Inventory management
(b) Distribution planning
(c) Both a and b
(d) None of the above
49. Reverse logistic is required because ____________.
(a) Goods are defective
(b) Goods are unsold
(c) The customers change their mind (d) All of the above
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50. Which of the following is true for market logistic decision ____________.
(a) The physical material moves in the direction of the end of chain
(b) Flow of cash backwards through the chain
(c) Exchange of information moves in both the direction
(d) All of the above

Answer Key of Chapter 3
1.

(b)

11.

(c)

21.

(b)

31.

(b)

41.

(e)

2.

(a)

12.

(c)

22.

(b)

32.

(a)

42.

(b)

3.

(d)

13.

(c)

23.

(d)

33.

(c)

43.

(b)

4.

(a)

14.

(c)

24.

(d)

34.

(d)

44.

(a)

5.

(a)

15.

(e)

25.

(c)

35.

(d)

45.

(a)

6.

(c)

16.

(d)

26.

(d)

36.

(b)

46.

(c)

7.

(a)

17.

(c)

27.

(d)

37.

(d)

47.

(d)

8.

(d)

18.

(d)

28.

(d)

38.

(c)

48.

(c)

9.

(d)

19.

(a)

29.

(b)

39.

(b)

49.

(d)

10.

(d)

20.

(d)

30.

(c)

40.

(c)

50.

(d)

All in One Multiple Choice Questions

19

Chapter 4
Promotion
1. In popular 4Ps marketing framework, to which marketing communication is related to?
(a) Product mix
(b) Place mix
(c) Price mix
(d) Promotion mix
2. Any paid type of non-personal promotion and presentation of goods, services or ideas by an
identified sponsor is _____________.
(a) Sales promotion
(b) Advertising
(c) Direct Marketing
(d) Event marketing
3. Numerous forms of short-term incentives to promote trial or buying of a service of product is
_____________.
(a) Sales promotion
(b) Advertising
(c) Direct Marketing
(d) Event marketing
4. Several programs planned to protect or promote a company's image or its products is known
as _____________.
(a) Direct marketing
(b) Public relations and publicity
(c) Event management
(d) Advertising
5. The use of email, fax, Internet or telephone to communicate with specific prospects and
customers is _____________.
(a) Direct marketing
(b) Advertising
(c) Distributors
(d) Personal selling
6. People-to-people oral, electronic or written form of communications that associate with
experiences or merits of buying or using services or products is _____________.
(a) Interactive marketing
(b) Direct marketing
(c) Word-of-mouth marketing
(d) Personal selling.
7. The face-to-face interaction with prospective buyers for the objective of answering questions,
procuring orders and making presentations is _____________.
(a) Interactive marketing
(b) Direct marketing
(c) Personal selling
(d) Advertising
8. Billboards, motion pictures, audiovisual material, print and broadcast ads are examples of
_____________.
(a) Advertising
(b) Direct marketing
(c) Event and experience
(d) Sales promotion
9. Fair and trade shows, exhibits and demonstrations are examples of _____________.
(a) Interactive marketing
(b) Sales Promotion
(c) Direct marketing
(d) None of the above
10. Catalogs, blogs and websites are examples of _____________.
(a) Interactive marketing
(b) Direct marketing
(c) Both a and b
(d) None of the above
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11. Communication channel through which opinion leaders are educated about market offerings
to spread information about that market offering is classified as _____________.
(a) Word-of-mouth publicity
(b) Online media
(c) Print–audio media
(d) Buzz-marketing
12. Systematic blend of personal selling, sales promotion, advertising and public relations to
communicate customer value is called _____________.
(a) Promotion mix
(b) Marketing communication mix
(c) Services mix
(d) Both a and b
13. Major strategies regarding promotion mix are _____________.
(a) Push and pull strategy
(b) Selling strategy
(c) Direct selling strategy
(d) Indirect strategy
14. Communication channels such as buzz marketing and word-of-mouth influence are classified as
_____________.
(a) Non-personal communication channel
(b) Personal promotion channel
(c) Personal communication channel
(d) None of the above
15. Process which consists of coordination of communication channels to deliver compelling
message about company and its products is classified as _____________.
(a) Integrated marketing communication
(b) Integrated strategic decision
(c) Integrated marketing channels
(d) None of the above
16. Promotional mix strategy in which advertisement and promotions are made to final customers
to induce them to buy products is classified as _____________.
(a) Promotion mix
(b) Pull strategy
(c) Selling strategy
(d) Push strategy
17. In communication process, receiver and sender are classified as _____________.
(a) Communication functions
(b) Communication channels
(c) Communication parties
(d) Communication tool
18. In communication process, decoding, encoding, feedback and response are together classified as
_____________.
(a) Communication functions
(b) Communication channels
(c) Communication parties
(d) Communication tool
19. Exposure, reception, cognitive response, attitude, intention and behavior are the tasks in the
_____________.
(a) AIDA model
(b) Communication model
(c) Two–way Communication
(d) Adoption model
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20. Information appeal focuses on _____________.
(a) Non product-related attributes
(b) Product and services-related attribute
(c) Communication channels.
(d) None of the above
21. The form of advertising that intends to create conviction, liking, preference and purchase of a
service or product _____________.
(a) Informative advertisement
(b) Persuasive advertising
(c) Reinforcement advertising
(d) Reminder adverting
22. While developing an advertising program, the marketers need to start by _____________.
(a) Identifying buyer motives
(b) Identify target markets
(c) Both a and b
(d) None of the above
23. A company wants to build a good “corporate image”, it will use which of the following
marketing communication strategy
(a) Advertising
(b) Direct relationship
(c) Public relations
(d) Sales Promotion
24. The promotion mix is the company’s primary communication activity, the _____________
must be coordinated for greatest communication impact.
(a) Organizational decisions
(b) Channel decision
(c) Entire marketing mix
(d) Profit decisions
25. The shift from _____________ has had a dramatic impact on marketing communications.
(a) Brand to value management
(b) Media control
(c) Mass marketing
(d) Mass marketing to segmented marketing
26. Distribution IMC, as presented in the text and context with promotion, stands for
_____________.
(a) International manufacturing capacity
(b) International marketing corporation
(c) Integrated marketing communication
(d) International marketing consultancy
27. Network _____________ is the concept under which a company carefully integrates and
coordinated its many communications channels to deliver a clear, consistent and compelling
message about the organization and products.
(a) The promotion mix
(b) Marketing channels
(c) Delivery channel
(d) Integrated marketing communication.
28. The communication process should star with _____________.
(a) A basic belief about the communication message
(b) An audit of all the potential contacts target customers have with the company and its
brand
(c) Hiring communication expert to handle the communication problem of the firm.
(d) An evaluations of old messages used by the firms
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29. The measure of percentage of people in the target market who are exposed to the ad campaign
during a given period of time is called _____________.
(a) Reach
(b) Frequency
(c) Impact.
(d) Performance.
30. The measure of how many times the average person in the target market is exposed to the
message is called _____________.
(a) Reach
(b) Frequency.
(c) Impact
(d) All of the above
31. A specific communication task to be accomplish with a specific target audience during a
specific period of time is called an: _____________.
(a) Advertisement creation
(b) Message evaluation
(c) Advertisement objective
(d) Advertisement campaign
32. No matter how big the advertising budget, advertising can succeed only if commercials
_____________.
(a) Are economically feasible.
(b) Gain attention and communicate well
(c) Are artistically presented
(d) None of the above
33. Developing an effective message strategy begins with identifying customer _____________
that can be used as a message and promotion appeal.
(a) benefits
(b) demographics
(c) psychographics
(d) lifestyle
34. The advantages of audience selectivity, no ad competition, and personalization apply to which
type of media?
(a) News paper
(b) Television
(c) Radio
(d) Direct mail
35. In an evaluation of message for telling how the product is better than the competing brands
aim at making ad _____________.
(a) distinctive
(b) meaningful
(c) Explaining the benefits.
(d) All of above
36. This is a marketing communications activity concerned with providing support for the sales
force and merchandising personnel _____________.
(a) Personal selling
(b) Store Marketing
(c) Sales promotions
(d) Field marketing
37. The starting point in planning marketing communications is an audit of all the potential
_____________ that customers in the target market may have with the brand and the
company.
(a) interests
(b) interactions
(c) usages
(d) All of the above
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38. The eight steps in developing effective communications starts with the basics: identifying the
target audience, determining the objectives, designing the communications, _____________,
and establishing the budget.
(a) Selecting the advertising copy,
(b) Selecting the channels
(c) Choosing the media mix
(d) Measuring results
39. A major part of audience analysis is assessing the current image of the company, its product
and its _____________.
(a) Competitors
(b) Marketers
(c) User
(d) Competitors
40. Formulating the communications to achieve the desired response will require solving three
problems: message strategy, creative strategy, and _____________.
(a) Specific advertisement
(b) Media sources
(c) Message source
(d) Transformational approach
41. In measuring the effectiveness of a firm’s communications investment, _____________
measures capture the real payoff.
(a) Behavior-change
(b) purchases
(c) actions
(d) inactions.
(e) None of the above
42. Communication with _____________ appeals such as fears, guilt and shame to get people to
things or stop doing things.
(a) Scary
(b) attractive
(c) emotional
(d) Negative
43. In developing effective communications, the first step that to take is to _____________
_____________ _____________ _____________. It is often useful to define target audience
in terms of usage and loyalty.
(a) Exposure the target market
(b) Reach the communication objectives
(c) Identify the target message
(d) Identify your target audience.
44. If a company wants to build a good “corporate image”, it will probably use which of the
marketing communications mix tools?
(a) advertising
(b) public relations
(c) direct marketing
(d) Sales promotions
45. _____________ _____________ affects selection of promotional mix.
(a) Product Complexity
(b) Flow of goods
(c) Buying selling
(d) risk
46. Company should also consider _____________ _____________ and _____________
_____________ while deciding on marketing communication mix.
(a) Purchase frequency and purchase quantity
(b) Improving quality and quality product
(c) Integrating supply and demand management
(d) Sales promotion and personal selling
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47. In relation to factors affecting marketing communication mix decision, which one is not
consistent?
(a) Political stability
(b) Size of the market
(c) Stage of product life cycle
(d) Type of product
48. Which are the factors affect marketing communication mix _____________.
(a) Price of a product
(b) Promotional objective
(c) Level of competition
(d) All of the above
49. _____________ capacity of company is a vital factor affecting marketing communication mix.
(a) Production
(b) Financial
(c) Sales person
(d) None of the above
50. Type of message, language of message, type of sales promotion tools depends on
_____________.
(a) Geographical areas.
(b) Promotional mix
(c) Level of competition
(d) All of the above

Answer Key of Chapter 4
1.

(d)

11.

(d)

21.

(a)

31.

(c)

41.

(a)

2.

(b)

12.

(d)

22.

(c)

32.

(b)

42.

(d)

3.

(a)

13.

(a)

23.

(c)

33.

(a)

43.

(d)

4.

(b)

14.

(c)

24.

(c)

34.

(d)

44.

(b)

5.

(a)

15.

(a)

25.

(d)

35.

(a)

45.

(a)

6.

(c)

16.

(b)

26.

(c)

36.

(d)

46.

(a)

7.

(c)

17.

(c)

27.

(d)

37.

(b)

47.

(a)

8.

(a)

18.

(a)

28.

(b)

38.

(b)

48.

(d)

9.

(b)

19.

(b)

29.

(a)

39.

(a)

49.

(b)

10.

(c)

20.

(b)

30.

(b)

40.

(c)

50.

(a)

All in One Multiple Choice Questions

25

Chapter 5
Marketing Planning and Control
1. Attractiveness of the market offering depends on _____________.
(a) Value-based prices
(b) Product features and quality
(c) Services mix and quality
(d) All of the above
2. When a marketer plans its offering, it needs to address _____________ product levels.
(a) Three
(b) Five
(c) Four
(d) None of the above
3. When a marketer plans its offering and addresses five key product levels forming a
_____________.
(a) Company value hierarchy
(b) Market value hierarchy
(c) Customer value hierarchy
(d) None of the above
4. When it is about fourth level of customer value hierarchy, marketers need to design
_____________ that exceed customers expectations.
(a) Augmented product
(b) Basic product
(c) Expected product
(d) None of the above
5. At the fifth level, marketer gets a _____________ that has all the transformations and
augmentations the offering or product might undergo in the future.
(a) Basic products
(b) Expected product
(c) Potential product
(d) Augmented Products
6. Marketing planning promotes successful _____________ operations.
(a) Business
(b) Departmental
(c) Marketing
(d) Strategic
7. Marketing planning helps to appraise _____________ of the department
(a) Strong points
(b) Performance
(c) Human efforts
(d) Efforts
8. Marketing planning is interface between the _____________ and its _____________.
(a) Enterprise, market
(b) Customers, suppliers
(c) Market, customers
(d) Enterprise, customers
9. _____________ _____________ is a program of marketing-based actions regarding the future.
scope and opportunity:
(a) Human resource
(b) Marketing planning
(c) Action plan
(d) Strategic plan
10. A tool or process used to create more value for customer is _____________.
(a) Value chain
(b) Delivery network
(c) Supply chain
(d) Value delivery network
11. When good opportunities exist outside present business, this is called _____________.
(a) Extensive growth
(b) Diversification growth
(c) Downsizing business
(d) Integrative growth
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12. An instrument for directing and coordinating whole market effort _____________.
(a) Business plan
(b) Marketing plan
(c) Financial plan
(d) Corporate plan
13. Analysis of opportunities and threats includes _____________.
(a) Market environment
(b) External environment
(c) Internal environment
(d) Product environment
14. Planning of target market and value proposition of firm is part of _____________.
(a) Tactical marketing plan
(b) Firms financial plan
(c) Strategic marketing plan
(d) Market opportunity
15. Analysis of strengths and weakness are included in _____________.
(a) Market environment
(b) External environment
(c) Internal environment
(d) Product environment
16. Marketing strategy starts with _____________.
(a) Targeting
(b) Market segmentation
(c) Positioning
(d) Differentiation
17. Internal limitations can be classified as organization’s own _____________.
(a) Strengths
(b) Weakness
(c) Threats
(d) Opportunities
18. A _____________ _____________ is a critical review of current business situation.
(a) Situational analysis
(b) Marketing strategy
(c) Marketing planning
(d) Marketing control
19. The situation analysis is the second step in the _____________ _____________ to establish a
long term relationship with customers.
(a) Product design
(b) Marketing plan
(c) Communication plan
(d) Strategic plan
20. _____________ are what you want to achieve with a marketing plan.
(a) Strategies
(b) Tactics
(c) Objectives
(d) Motives
21. Marketing planning process starts with the _____________.
(a) Situational Analysis
(b) Product and services
(c) Goal formation
(d) Business Plan
22. An _____________ assesses the internal and external environment that affect the marketing
operations.
(a) Point-in-time analysis
(b) Market situational analysis
(c) Action plan
(d) Tactical plan
23. Which analysis in the marketing planning process looks at the companies history, products,
brand as well as the competitive environment, consumer trends, and other market place trends
that affect the product category?
(a) Action plan analysis
(b) Internal and external analysis
(c) Market situational analysis.
(d) None of the above
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24. Company’s key businesses are known as _____________.
(a) Strategic business units(SBUs) (b) Portfolio analysis
(c) Action Plan
(d) None of the above
25. The _____________ is the central instrument for directing and coordinating the marketing
efforts.
(a) Strategic plan
(b) Corporate mission
(c) Marketing plan
(d) Tactical plan
26. _____________ is the process of measuring and evaluating the results of marketing strategies
and plan, and taking corrective action to ensure that marketing objectives are achieved.
(a) Strategic control
(b) Operating control
(c) Marketing control
(d) Functional control
27. The process that turns marketing strategies and plans into marketing actions in order to
accomplish strategic marketing objectives is called _____________.
(a) Marketing control
(b) Marketing analysis
(c) Marketing implementation
(d) Marketing strategy
28. _____________ is a tool by which management identifies and evaluates the various
businesses that make up the company.
(a) Portfolio planning
(b) Strategic planning
(c) Control recycling
(d) A strategy grid.
29. An executive summary in a marketing plan will explain the ___________ of the plan.
(a) Key elements
(b) Summary
(c) Action plan
(d) Details
30. The first part of the marketing plan is _____________.
(a) Key elements
(b) Executive summary
(c) Vision statement.
(d) Outline of Strategy
31. The executive summary should highlight the _____________ of overall marketing plan.
(a) Opportunity
(b) Strengths
(c) Impact
(d) All of the above
32. _____________ gives investors idea about companies marketing objectives and tactics to
understand and evaluate a company.
(a) Benefits
(b) Key elements
(c) Mission statement
(d) Executive Summary
33. _____________ is an explanation of the goals needs to achieve with marketing efforts.
(a) Marketing elements
(b) Marketing objectives
(c) Marketing strategy
(d) Business goal
34. A _____________ helps create products and services With the best chances for making a
profits.
(a) Marketing elements
(b) Objectives
(c) Business goals
(d) Marketing strategy
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35. Financial control helps to _____________ and _____________ progress towards financial
goals of the company.
(a) Track record, monitor
(b) Track performance, evaluate
(c) Track environment, goals
(d) Track data, evaluate
36. Accurate and timely _____________ shows the progress and current condition of the business.
(a) Marketing report
(b) Business report
(c) Financial report.
(d) Balance sheet
37. The balance sheet, the profit and loss, and the cash flow statement are the three basic
_____________ _____________ that business owners need to understand and interpret in
order to manage their business successfully.
(a) Financial reports
(b) Marketing report
(c) Business report
(d) Field report.
38. _____________ _____________ provides for sound management and allow to establish
guidelines and policies that enable the business to succeed and grow.
(a) Marketing control
(b) Financial control
(c) Situational control
(d) Marketing plan
39. The management of a business’s costs and expenses in relation to budgeted amounts is:
_____________.
(a) Financial control,
(b) Business control
(c) Expenses control
(d) Costing results
40. _____________ ensures that the company achieves sales, profitability and other goals
established in its annual plan.
(a) Strategic control
(b) Annual plan control
(c) Efficiency control
(d) Profitability control
41. _____________ examines the profitability of the organization in relation to the product,
territory, customers, segment and trade channel.
(a) Marketing control
(b) Profitability control
(c) Efficiency control
(d) Trade control
42. Efficiency control evaluates and improves the _____________ and impact _____________.
(a) Spending efficiency, marketing expenditure
(b) Revenue efficiency, financial expenditure
(c) Sales force efficiency, marketing expenditure
(d) Spending efficiency, financial expenditure.
43. Sales force, advertising, sales promotion and distribution control comes under:
(a) Strategic control
(b) Annual Plan control
(c) Efficiency control
(d) None of the above
44. _____________ _____________ examines whether the company is pursuing its best
opportunities with respect to market, products and channel.
(a) Strategic control
(b) Annual Plan control
(c) Efficiency control
(d) Sales force efficiency
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45. _____________ signifies continuous ongoing performance verification against the annual
plan and taking the necessary corrective actions.
(a) Annual Plan control
(b) Advertising efficiency
(c) Sales force efficiency
(d) Strategic control
46. _____________ is an in-depth assessment of the marketing function.
(a) Product analysis
(b) Marketing audit
(c) Advertisement analysis
(d) SWOT analysis
47. Which are the components of marketing environment audit _____________.
(a) Demographic factors
(b) Economical factor
(c) Political factor
(d) All of the above
48. Market, customers, competitors suppliers and distributors are included in: _____________.
(a) Marketing organization audit
(b) Task environment audit
(c) Marketing system audit
(d) None of the above
49. _____________ includes evaluating the performance of the marketing department and the
implementation of marketing plan.
(a) Environment audit
(b) System audit
(c) Marketing audit
(d) All of the above
50. Marketing environment audit, task environment audit, marketing strategy audit, marketing
organizational audit, marketing productivity audit and marketing function audit are the parts of
_____________.
(a) Marketing audit
(b) Marketing planning
(c) Strategic planning
(d) None of the above
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