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RAN-2508000605020005
T.Y.B.Com. (NCF-NEP) (Sem.-V) Examination March - 2026

Marketing-V (Major-New)

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.  V|„$L$p S>hpb âñp¡ (L$p¡B‘Z ‘p„Q) 10
 1. qfkQ® qX$TpB““u ìep¿ep Ap‘p¡.
 2. L$pµTg qfkQ® iy„ R>¡?
 3. X¡$V$p k„N°l kp^“p¡“p b¡ “pd Ap‘p¡.
 4. k¡L$ÞX$fu X¡$V$p“p b¡ apev$p S>Zphp¡
 5. ¼gõV$f k¡ç‘rgN iy„ R>¡?
 6. dpL£$qV„$N L„$V²$p¡g iy„ R>¡?
 7. dpL£$qV„$N àgp““p OV$L$p¡ S>Zphp¡.

â.2. L$. qfkQ® qX$TpB““p¡ A’® A“¡ dlÐh kdÅhp¡. 07
 M. qfkQ® qX$TpB““p ‘Ngp„ kdÅhp¡. 07

A’hp

â.2.  qfkQ® qX$TpB““p âL$pfp¡ kdÅhp¡. 14

â.3.  k„cph“p “dy“p g¡hp“u ‘ÙrsAp¡ kdÅhp¡. 14
A’hp

â.3. L$. X¡$V$p k„N°l“u ‘Ùrs sfuL¡$ Ap¡åTh£i“ kdÅhp¡. 07
 M. V$u-V¡$õV$ A“¡ s¡“p D‘ep¡N kdÅhp¡ 07

â.4.  V|„$L$ “p¢^p¡ (L$p¡B‘Z b¡) 12
 1. k„ip¡^“ qX$TpB“dp„ h¥qv$L$ dpL£$qV„$N rkõV$d“u D‘ep¡rNsp.
 2. k¡ç‘rg„Ndp„ ’su c|gp¡“p âL$pfp¡
 3. k„ip¡^“dp„ h¥qv$L$ d|ëep¡“¡ A¡qL$L©$s L$fhp“p apev$p
 4. dpL£$qV„$N Ap¡qX$V$
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ENGLISH VERSION

Q.1.  Short Answer Questions (Any Five)    10
	 1.	 Define	research	design.
 2. What is meant by causal research?
 3. Name any two data collection instruments.
	 4.	 Mention	two	advantages	of	secondary	data.
	 5.	 Define	cluster	sampling.
	 6.	 What	is	meant	by	marketing	control?
	 7.	 Write	any	two	elements	of	a	marketing	plan.

Q.2	 a.	 Explain	the	meaning	and	importance	of	research	design.	 	 07
	 b.	 Describe	the	steps	in	research	design.		 	 	 07

OR

Q.2.	 	 Write	a	detailed	note	on	types	of	research	design.	 	 14

Q.3.	 	 Explain	the	methods	of	probability	sampling.	 	 14

OR

	 a.	 Describe	observation	method	of	datacollection.	 	 07
 b. Explain t-test and its application.    07

Q.4.  Short Notes (Any Two)    12
	 1.	 Usefulness	of	vedic	marketing	systems	in	research	design.
	 2.	 Types	of	Errors	in	Sampling
	 3.	 Benefits	of	integrating	vedic	values	in	Research
	 4.	 Marketing	Audit


