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RAN-2408000105051007
T.Y.B.COM-( Sem. - V) Examination November - 2025

Marketing (paper - 5)$

Time: 2 Hours ] [ Total Marks: 50

k|Q“p : / Instructions

(1) D‘fp¡¼s v$ip®h¡g rhNsp¡ DÑfhlu ‘f Ahíe gMhu.

 Fill up strictly the above details on your answer book

Seat No.:

Student’s Signature

â.1.  kpQp¡ S>hpb ‘k„v$ L$fp¡:$ (MCQ âñp¡)    (15)
 1. dpL£$qV„$N k„ip¡^“dp„ “uQ¡“pdp„’u L$ep“¡ Np¥Z X¡$V$p õÓp¡s NZhpdp„ Aph¡ R>¡?
  a. kh£nZp¡  b. ap¡L$k S|>’p¡
  c. kfL$pfu âL$pi“p¡ d. BÞV$fìey
 2. dpL£$qV„$N k„ip¡^“ âq¾$epdp„ A„rsd ‘Ngy„ iy„ R>¡?
  a. dprlsu k„N°l  b. X¡$V$p rhíg¡jZ
  c. Al¡hpg“u s¥epfu d. spfZp¡“¡ Adgdp„ d|L$hy„
 3. dpL£$qV„$N k„ip¡^“ DÐ‘pv$“ rhL$pkdp„ L¡$hu fus¡ ep¡Nv$p“ Ap‘¡ R>¡?
  a. gÿe bÅfp¡“¡ Ap¡mMu“¡ b. cphp¡“u ìe|lfQ“p k¡V$ L$fu“¡
  c. h¡QpZ guX¹$k ‘¡v$p L$fu“¡ d. DÐ‘pv$““u rhi¡jspAp¡“¡ h^pfu“¡
 4. k„ip¡^“pÐdL$ k„ip¡^“ dpV¡$ ¼ep âL$pf“u k„ip¡^“ qX$TpB““p¡ D‘ep¡N ’pe R>¡?
  a. L$pfZ   b. hZ®“pÐdL$
  c. âpep¡rNL$  d. NyZpÐdL$
 5. rdî-‘Ùrs k„ip¡^“ qX$TpB““p¡ D‘ep¡N L$fhp“p¡ dy¿e apev$p¡ iy„ R>¡?
  a. Ap¡R>u qL„$ds  b. ghQuL$spdp„ h^pfp¡
  c. ìep‘L$ Ap„sfv$©[óV$ d. dprlsu k„N°l“u TX$‘
 6. k„ip¡^“ ‘|h®^pfZp“p¡ dy¿e l¡sy iy„ R>¡?
  a. dprlsu k„N°l dpV¡$ dpN®v$i®“ Ap‘hy„.
  b. A¡L$ k¥ÙptsL$ dpmMy„ ‘|fy„ ‘pX$hy„
  c. k„crhs ‘qfZpd k|Qhhp dpV¡$
  d. k„ip¡^“ kdõep“¡ ìep¿epres L$fhp
 7. L$B h¡QpZ ApNplu sL$“uL$ r“óZps“u kh®k„drs ‘f Ap^pf fpM¡ R>¡?
  a. kde î¡Zu rhíg¡jZ b. X¡$ëau ‘Ùrs
  c. L$pfZc|s dp¡X¡$gp¡ d. h¡QpZ bm k„ey¼s
 8. kde î¡Zu rhíg¡jZ“p¡ dy¿e N¡fgpc iy„ R>¡?
  a. s¡ Qgphhp dpV¡$ MQp®m R>¡ 
  b. s¡“¡ r“óZps“p Arcâpep¡“u S>ê$f R>¡
  c. s¡ bÅf“p AQp“L$ a¡fapfp¡“u ApNplu L$fu iL¡$ “l]
  d. s¡“y„ A’®OV$“ L$fhy„ dyíL¡$g R>¡
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 9. h¡QpZ“u ApNplu BÞh¡ÞV$fu d¡“¡S>d¡ÞV$dp„ L¡$hu fus¡ dv$v$ L$f¡ R>¡?
  a. MQ® OV$pX$u“¡  b. N°plL$ ‘k„v$NuAp¡“u ApNplu L$fu“¡
  c. õV$p¡L$ g¡hg “¼L$u L$fu“¡ d. h¡QpZ h^pfu“¡
 10. dpL£$qV„$N ep¡S>“p“p kam AdguL$fZdp„ r“Zp®eL$ ‘qfbm iy„ R>¡?
  a. bÅf k„ip¡^“ b. õ‘óV$ k„Qpf
  c. DÃQ bS>¡V$  d. DÐ‘pv$“ “hu“sp
 11. dpL£$qV„$N Apep¡S>“dp„ SWOT rhíg¡jZ iy„ c|rdL$p cS>h¡ R>¡?
  a. “pZpL$ue Å¡Mdp¡ Ap¡mM¡ R>¡ 
  b. bÅf“p hgZp¡“y„ rhíg¡jZ L$f¡ R>¡
  c. Ap„sqfL$ A“¡ bpü ‘qfbmp¡“y„ d|ëep„L$“ L$f¡ R>¡
  d. N°plL$“p hs®““u ApNplu L$f¡ R>¡
 12. dpL£$qV„$N Ap¡qX$V$ L¡$V$gu hpf L$fphhy„ Å¡BA¡?
  a. dprkL$   b. rÓdprkL$
  c. hprj®L$   d. v$f b¡ hj£
 13. NyZpÐdL$ k„ip¡^“dp„ ap¡L$k S|>’p¡“p¡ D‘ep¡N L$fhp“p¡ âp’rdL$ N¡fgpc iy„ R>¡?
  a. KQu qL„$ds  b. dprlsu“u dep®qv$s KX$pB
  c. dpmMpNs X¡$V$p“p¡ Acph d. S|>’ rhQpf dpV„$ k„crhs
 14. dp¡V$p ‘pe¡ S>Õ’pÐdL$ k„ip¡^“ dpV¡$ L$B dprlsu k„N°l ‘Ùrs kp¥’u ep¡Áe R>¡?
  a. KX$pZ‘|h®L$ BÞV$fìey b. Ahgp¡L$“
  c. kh£nZp¡  d. L¡$k õV$X$uT
 15. k„ip¡^“dp„ f¡Mp„i Aæepk“u dy¿e gpnrZL$sp iy„ R>¡?
  a. s¡Ap¡ A¡L$ kde¡ lp’ ^fhpdp„ Aph¡ R>¡
  b. s¡Ap¡ kdep„sf¡ blºrh^ Ahgp¡L$“p¡“p¡ kdph¡i L$f¡ R>¡
  c. s¡Ap¡ A¡L$ S> L¡$k ‘f Ýep“ L¡$[ÞÖs L$f¡ R>¡
  d. s¡Ap¡ f¡ÞX$d k¡ç‘tgN“p¡ D‘ep¡N L$f¡ R>¡
 

â.2.  h¡QpZ“u ApNplu L$fhp“u X¡$ëau ‘Ùrs kdÅhp¡. s¡“u i[¼sAp¡ A“¡ “bmpBAp¡ iy„ R>¡?  (13)
A’hp

â.2.  dpL£$qV„$N k„ip¡^““p DØ¡íep¡ kdÅhp¡. kpfu k„ip¡^“ qX$TpB““u gpnrZL$spAp¡ kdÅhp¡.   (13)

â.3.  dpL£qV„$N k„ip¡^“dp„ “d|“p“p dlÐh“u QQp® L$fp¡. rhrh^ “d|“p ‘ÙrsAp¡ iy„ R>¡ A“¡ s¡Ap¡ 
  k„ip¡^“ ‘qfZpdp¡“¡ L¡$hu fus¡ Akf L$f¡ R>¡?   (12)

A’hp

â.3.  dpL£$qV„$N Ap¡qX$V$ iy„ R>¡? s¡“u rhi¡jspAp¡ A“¡ s¡ ìehkpep¡ dpV¡$ ip dpV¡$ dlÐh‘|Z® R>¡ s¡ kdÅhp¡. (12)
  
â.4.  V|„L$u “p¢^p¡. (L$p¡B ‘Z b¡)    (10)
 1. “hp DÐ‘pv$“ rhL$pkdp„ dpL£$qV„$N k„ip¡^““u c|rdL$p.
 2. h¡QpZ“u ApNplu“y„ dlÐh.
 3. h¡QpZ bm k„ey¼s ‘Ùrs: apev$p A“¡ N¡fapev$p.
 4. dpL£$qV„$N ep¡S>“p“p OV$L$p¡.
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ENGLISH VERSION

Q.1.  Choose the right answer: (MCQ Questions)   (15)
 1. Which of the following is considered a secondary data source in marketing research?
  a) Surveys  b) Focus groups
  c) Government publications d) Interviews
	 2.	 What	is	the	final	step	in	the	marketing	research	process?
  a) Data collection b) Data analysis
	 	 c)	 Report	preparation	 d)	Implementing	findings
 3. How does marketing research contribute to product development?
  a) By identifying target markets
  b) By setting pricing strategies
  c) By generating sales leads
  d) By enhancing product features
 4. which type of research design is used for exploratory research?
  a) Causal   b) Descriptive
  c) Experimental d) Qualitative
 5. What is a key advantage of using a mixed-method research design?
	 	 a)	 Low	cost	 	 b)	 Increased	flexibility
  c) Comprehensive insights d) Speed of data collection
 6. What is the main purpose of a research hypothesis?
  a) To guide data collection 
  b) To provide a theoretical framework
  c) To suggest a possible outcome 
	 	 d)	 To	define	the	research	problem
 7. Which sales forecasting technique relies on expert consensus?
  a) Time series analysis  b) Delphi method
  c) Causal models d) Sales force composite
 8. What is a major disadvantage of time series analysis?
  a) It is expensive to conduct
  b) It requires expert opinions
  c) It may not predict sudden market changes
	 	 d)	 It	is	difficult	to	interpret
 9. How does sales forecasting help in inventory management?
  a) By reducing costs b) By predicting customer preferences
  c) By determining stock levels d) By increasing sales
 10. What is a critical factor in the successful implementation of a marketing plan’
  a) Market research b) Clear communication
  c) High budget d) Product innovation
 11. What role does SWOT analysis play in marketing planning?
	 	 a)	 Identifies	financial	risks	
  b) Analyzes market trends
  c) Assesses internal and external factors
  d) Predicts customer behavior
 12. How often should a marketing audit be conducted?
  a) Monthly  b) Quarterly
  c) Annually  d) Every two years
 13. What is a primary disadvantage of using focus groups in qualitative research?
  a) High cost  b) Limited depth of information 
  c) Lack of structured data d) Potential for groupthink
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 14. Which data collection method is most suitable for large-scale quantitative research?
  a) In-depth interviews b) Observation
  c) Surveys  d) Case studies
 15. What is a key characteristic of longitudinal studies in research?
  a) They are conducted at one point in time
  b) They involve multiple observations over time
  c) They focus on a single case
  d) They use random sampling

Q.2.  Explain the Delphi method of sales forecasting. What are its strengths and 
  weaknesses?      (13)

Or
Q.2.  Explain the objectives of marketing research. Explain the characteristics of a good
  research design.      (13)

Q.3.	 	 Discuss	the	significance	of	sampling	in	marketing	research.	What	are	the	different
  sampling methods, and how do they impact the research outcomes?   (12)

Or
Q.3.   What is a marketing audit? Explain its features and why it is important for 
  businesses.      (12)

Q.4.  Short notes( Any Two)     (10)
 1. Role of marketing research in new product development.
 2. Importance of sales forecasting.
 3. Sales force composite method: Advantages and disadvantages.
 4. Components of a marketing plan.


