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1-………………..isthetransferofownership

a)Marketing

b)Selling

c)MARKETINGPLAN

2-…………………..isatotalsystemandsellingisoneofitsparts

a)Business

b)Product

c)Marketing

3-Thereare…………….typesofproducts

a)Four

b)Three

c)Two

4-……………..areconsumedaftercertainuses.E.g.Tea,soap,toothpaste,shavingcream,

cookingoil

a)Industrialproduct

b)ConsumerProduct



c)Marketing

5-Rawmaterial,machinery,chemicals,computerhardwareandsoftwareareexampleof

a)Industrialproduct

b)ConsumerProduct

c)Marketing

6-Thereare………………specifictypesofcompetition: 

a)Four

b)Three

c)Two

7-Productsthataredissimilarfromthoseofcompetitors,butcanfulfillthesameneed

(e.g.Televisionandcomputergamesareverydifferentfromoneanother,butbothfulfill

theneedforentertainment).

a)Substituteproductcompetition

b).Brandcompetition

c).Internationalcompetition

8-………………………… Occursbetweensimilarproducts(e.g.ZestbarsoapandIrishSpring

barsoap).

a)Substituteproductcompetition

b).Brandcompetition

c).Internationalcompetition



9-Apersonwhoplans,executesandresponsibleforallmarketingactivities

a)Officer

b)Employers

c)MarketingManage

10-Awrittendocument  whichdescribestheoverallmarketingactivitiesforaparticular

timeperiod.   

a)Marketingmix

b)MarketingPlan

c)Marketsegmentation

11-Developingalongtermrelationshipwiththecustomers,bymakingphonecallstothe

customers,sendinggiftstocustomersetc.

a)Marketingmix

b)Marketsegmentation

c)RelationshipMarketing

12-Transactionwiththecustomer,itisabusinessstrategythatfocuseson……………..,

"pointofsale"transactions

a)Single

b)Double

c)Triple

13-FACTORSINFLUENCINGTHEMARKETINGSYSTEM

a)ExternalMarketingEnvironmentalFactors



b)InternalMarketingEnvironmentalFactors

c)Bothaandb

14-………………startsbeforedecisionaboutproduction

a)Marketing

b)Selling

c)MARKETINGPLAN

15-Sellingisa…………………….

a)Longtermprocess

b)Longesttermprocess

c)Shorttermprocess
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16-Afirm’s……………………(oftencalledthefourPs)consistsofproduct,place(or

distribution),price,andpromotion.

a)Marketingmix

b)MarketingTargeting

c)MarketTrend

17-Thegood,service,orideathatismarketedtofillconsumerwantsandneedsis

called

a)Pricing

b)Place

c)Product



18-……………..isasourceofcompetitiveadvantage

a)Combination

b)Differentiation

c)MarketTrend

19-Lowerpricesgenerallyleadto…………..,whilehigherpricesgenerallyleadto

…………….perunit.

a)Lowsales,Highprofits

b)Highsales,Highprofits

c)Lowsales,Lowprofits

20-Pricesmustsupporta………………

a)Similarcosts

b)Equalcosts

c)Varietyofcosts

21-………………………isclearlythemostvisibleelementofthemarketingmix

a)Promotion

b)Pricing

c)Differentiation

22-A……………..containsallthecustomersorbusinessesthatmightbeinterestedina

productandcanpayforit.

a)Market

b)Company



c)Organization

23-Companiessubdividethemarketinto………………….,homogeneousgroupsof

customerswithinamarketthataresignificantlydifferentfromoneanother.

a)Marketingmix

b)Organization

c)Marketsegments

24-Thegoalofthemarketsegmentationprocessistogroupcustomerswith

…………….characteristics,behaviorandneeds

a)Different

b)Similar

c)Unique

25-……………….factorsmarketersfrequentlyusetoidentifymarketsegment

a)Four

b)Three

c)Two

26-………………..segmentationdividesmarketsincertainareassuchasregions,cities,

counties,orneighborhoodstocustomizeandsellproductsthatmeettheneedsof

specificmarkets

a).Demographics

b).Psychographics

c)Geographic

27-Demographicsuse……………….tosubdividethepopulationaccordingtocharacteristics



suchasage,gender,income,race,occupation,andethnicgroup

a)Theoreticalanalysis

b)Statisticalanalysis

c)Specialanalysis’

28-………………istheanalysisofpeoplebypsychologicalmakeup,includingactivities,

interests,opinions,andlifestyles(e.g.Fashion‐conscious,thrill‐seeking)

a).Demographics

b)Psychographics

c)Geographic
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29-……………isanythingthatcanbeofferedforsalebyanorganizationandinreturnitcan

earnprofitsforthefirm.

a)Substance

b)Production

c)Product

30-.Everyproducthasasetof………………features.

a)Similar

b)Identified

c)Different

31-Generalformsofproductscanbe



a)Tangible

b)Tangible,Intangible

c)Intangible

32-Alltheproductsthatcantouchphysicallyorsmelledorfeltwithfingertipsarecalled

…………….

a)Intangible

b)Industrial

c)Tangible

33-Exampleofifyouobserveabillboardofanyjuiceproduct,productpresentedinthe

billboardisuntouchableasyoucan’tfeeliswithyourfingerorsmellitbutoriginal

productwillbetangibleasyoucantasteit,feelitorsmellit. 

a)Intangible

b)Tangible

c)ConsumerProduct

34-Productsareclassifiedasunder:

a)Intangible,Tangible

b)ConsumerProduct,Industrialproducts

c),Tangible,ConsumerProduct

35-Productsthatareusedtoprepareotherproductsarecalledas…………………………

a)Industrialproducts

b)ConsumerProduct



c)Tangible

36-CATEGORIESOFCONSUMERGOODS

a)TangibleGoods,IntangibleGoods

b)Conveniencegoods,ShoppingGoods,Specialtygoods

c)ConsumerProduct,Industrialproducts

37-Goodsavailableatnearplacesfromthecustomers………………

a)Specialtygoods

b)ShoppingGoods

c)Conveniencegoods

38-CATEGORIESOFINDUSTRIALGOODS

a)Conveniencegoods,ShoppingGoods

b)CapitalItems,ExpenseItems

c)ShoppingGoods,Conveniencegoods

39-Thesumofallproductsofferedbyacompanyforsale.

a)PRODUCTLINE

b)PRODUCTMIX

c)ProductMarket

40-………………widthwiseexpansionoftheproductsofanycompanies.

a)PRODUCTLINE

b)ProductMarket



c)PRODUCTMIX

41-…………………istheexamplesofproductmix.

a)Productionofcars,trucksmotorcycleetc.&othervehiclesproducedbythesame

company

b)Productionofcars,

c)ProductionofFoodsandagricultureproducts

42-Asetof  related  productsmanufacturedbyasingleorganizationiscalled…………….

a))PRODUCTMIX

b)ProductMarket

c)PRODUCTLINE

43-Depthwiseexpansionofanycompanyiscalled………………

a)PRODUCTLINE

b)PRODUCTMIX

c)ProductMarket

44-Isanexampleofproductlineofthecompany.

a)Productionofcars,trucksmotorcycleetc.&othervehiclesproducedbythesame

company

b)acompanyisproducingTVsets,likeblack&white,mediumsized,largesize&

smallsizeTV

c)ProductionofFoodsandagricultureproducts

45-PrototypeMeans



a)Internalshapeofproduct

b)PresentShapeofproduct

c)Physicalshapeoftheproduct

46-ProductTestingareoftwotypes

a)LaboratoryTest,UndergroundTest

b)LaboratoryTest.MarketTestorTestMarketing.

c)BasicTest,PhysicalTest

47-ProductissoldoncommercialbasisiscalledCommercialization.Thisconceptis

alsocalled

a)MarketTrend

b)ConsumerMarketing

c)Massmarketing
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48-Theproductisthecoreconcernofany……………

a)Organization

b)Industry

c)Firm

49-Alltheeffortsfromrawmaterialtofinishedformarerelatedtothe……………

a)Consumer

b)Purchasing



c)Product

50-Normallyproductshavefollowing……………….stages:

a)five

b)Four

c)Three

51-Almostnocompetitionsin………..

a)Introductionstage

b)DeclineStage

c)MaturityStage

52-At…………………stageproductappearsas“QuestionMark”whichshowsproductmay

besuccessfulinthemarket&maynotbe.

a)DeclineStage

b)MaturityStage

c)Introductionstage

53-At……………..stage,productiscalledas“Star”asitgeneratesgoodprofitsforthefirm

a)DeclineStage

b)GrowthStage

c)Introductionstage

54-In…………………productgets“shareofMind”amongthetargetedmarkets

a)MaturityStage



b)GrowthStage

c)Introductionstage

55-At……………………stage,productcalledas“CashCow

a)MaturityStage

b)GrowthStage

c)Introductionstage

56-In………………………profitmarginsmaybelessthangrowthstagebutproductgain

relativelymoremarketshare

a)GrowthStage

b)Introductionstage

c)MaturityStage

57-Thelaststageofanyproductis

a)DeclineStage

b)GrowthStage

c)Introductionstage

58-At……………………stage,productwilldisappearfromthemarket.  

a)MaturityStage

b)DeclineStage

c)Introductionstage

59-At………………..stageproductcalledas“Dog



a)Introductionstage

b)GrowthStage

c)DeclineStage

60-At……………..stage,customersoftheproductareventuresome(Wholiketotrynew

ideas).

a)Introductionstage

b)GrowthStage

c))DeclineStage

61-Perunitprofitmightreduceat…………………stage.

a)MaturityStage

b)DeclineStage

c)Introductionstage

62-Marketersshouldselltheproductstoselectivecustomers

a)MaturityStage

b)DeclineStage

c)Introductionstage

63-Highestlevelofsalesinthemarket

a)MaturityStage

b)DeclineStage



c)Introductionstage

64-…………………..isasymbol,asign,atypeofwriting,acolor,adesignoracombinationof

allthesethingstoidentifygoodsorservicesofonesellerorgroupofsellersto

differentiatethemfromthoseofcompetitors.

a)Packaging

b)Labeling

c)Brand

65-Ifasamebrandissoldthroughoutthecountrythenitscalledas……………

a)PrivateBrands

b)LicenseBrands

c)NationalBrands

66-Manufacturersusethebrandofsomeretailerwhilemanufacturingtheproduct

a)PrivateBrands

b)LicenseBrands

c)NationalBrands

67-TYPESOFBRANDNAMES

a)Four

b)Three

c)Six

68-DressoftheproductandDesigningandmakingofthewrapperoftheproduct.

a)Packaging



b)Labeling

c)Brand

69-Partofpackagecontainingname,contentsandnameofmanufacturerofthe

productiscalled

a)Packaging

b)Label

c)Brand
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70-…………………isthevaluewhichasellerreceivesinexchangeofagoodoraservice

a)Product

b)Cost

c)Price

71-Itisaprocessofdeterminingwhatacompanywillreceiveinexchangeforits

products

a)Price

b)Cost

c)Searching



72-ObjectivesofPricing

a)Maintainofprofit,Decreasingmarketshare,Psychologicaladvantage,Getridof

stock.

b)Maximizationofprofit,Increasingmarketshare,Psychologicaladvantage,Getrid

ofstock.

c)Decreasingmarketshare,Psychologicaladvantage,Getridofstock,Maximizationof

profit

73-In………………………costofproductisconsideredandamountofprofitisaddedtoit.

a)BreakevenAnalysis

b)PriceSkimming

c)Costbasedpricing

74-………………………tellsusthatatwhatpointtheorganizationwillbeatnoprofitnoloss

point.

a)BreakevenAnalysis

b)PriceSkimming

c)Costbasedpricing

75-Inordertocalculatebreakevenpoint,weneedtoconsider

a)Fixedcost



b)Variablecost

c)Fixedcost,Variablecost

76-……………………..willremainfixedregardlessofnumberofunitsproduced.

a)Variablecost

b)Fixedcost

c)Totalcost

77-……………varieswiththenumberofunitsproduced.

a)Totalcost

b)Fixedcost

c)Variablecost

78-TotalCost=

a)Fixedcost×Variablecost

b)Fixedcost÷Variablecost

c)Fixedcost+Variablecost

79-Conceptof………………..isusedincostbasedpricing

a)Fixedcost

b)Breakevenanalysis

c)Variablecost



80-Itisastrategythroughwhichaproductisintroducedinthemarketwithhigherprice

thanthemarketexpectations.

a)PriceSkimming

b)PenetratingPricing

c)DynamicPrice

81-Ifthereisanymistakeincalculationofcost,………………willabsorbthatmistakedueto

initialhigherprice.

a)Priceskimming

b)DynamicPrice

c)PenetratingPricing

82-AdvantagesofPenetratingPricing

a)Largermarketsharecanbecapturedthroughthispricingstrategy

b)Ifthereisanymistakeincalculationofcost,willabsorbthatmistakeduetoinitial

higherprice.

c)DynamicPrice

83-………………istheinitiallowerpricethanthemarketexpectations

a)PriceSkimming

b)PenetratingPrice

c)DynamicPrice



84-Inthefixedpricingmethod,wedonotconsider:

a)Typeofcustomer

b)Typeofcommunity

c)Locationofthesalepoint

d)All

85-Indynamicpricing,pricewillvaryfrom

a)Customertocustomer

b)Markettomarket

c)Bothaandb

86-Gettingproductsfromproducertoconsumeristhenextelementofthemarketing

mix,knownas

a)Distributionchannel,ormarketingchannel.

b)Distribution,orplace

c)Wholesaler

87-Anorganizednetworkoffirmsusedtomovegoodsandservicesfromproducersto

customersiscalleda

b)Distribution,orplace

c)Wholesaler

c)Distributionchannel,ormarketingchannel

88-Formostofyourpurchases,yourelyon……………….,alsoknownasmiddlemen,who

channelgoodsandservicesfromproducertoend‐users.  



a)Distributionchannel,ormarketingchannel

b)Marketintermediaries

c)Wholesaler

89-………………………thosewhosellsproductstootherbusinessesforresaletofinal

consumers.  

a)Retailer‐intermediary

b)Productintermediary

c)Wholesaler-intermediare

90-Channelsfor……………….areusuallythemostcomplex,althoughtheycanbe

categorized

a)Industrialgoods

b)Consumergoods

c)Private

91-foodbrokers,travelagents,realtors  areexamples

a)Channel1:DirectDistributionofConsumerProducts

b)Channel4:DistributionthroughSalesAgentsorBroker

c)Channel2:RetailDistributionofConsumerProducts

92-Avon,FullerBrush,Tupperwareareexamplesof

a)Channel1:DirectDistributionofConsumerProducts

b)Channel4:DistributionthroughSalesAgentsorBroker

c)Channel2:RetailDistributionofConsumerProducts



93-Non‐directdistributionbecomes……………….pricedforendusersbecauseeach

distributionlinkchargesamarkuporcommission

a)Lower

b)Higher

c)Lowest

94-Intermediariescansaveconsumersbothtimeandmoneybyproviding…………

a)Negativevalue

b)Normalvalue

c)Addedvalue

95-Channel5differsfromtheotherchannelsin…………….

a)Twoways

b)Threeways

c)Fourways

96-…………………….networkofchannelmembersinvolvedintheflowofmanufactured

goodstoindustrialcustomers

a)IndustrialDistribution

b)ConsumerDistribution

c)Private

97-DellComputersareexampleof

a)Channel1:DirectDistributionofConsumerProducts



b)Channel4:DistributionthroughSalesAgentsorBroker

c)Channel6:DirectDistributionofBusinessProducts

98-Staples,OfficeDepot,OfficeMax  areexamplesof

a)Channel8:WholesaleDistributiontoBusinessRetailers,

b)Channel4:DistributionthroughSalesAgentsorBroker

c)Channel6:DirectDistributionofBusinessProducts

Mgt211lec30Starting

99-…………………………..neveractuallyownthemerchandisetheysell. 

a)Agents

b)Broker

c)Agentsandbroker

100-Independentintermediarywhousuallyrepresentsmanymanufacturersandsellsto

wholesalersorretailers.

a)Merchantwholesaler

b)Agentsandbroker

c)Rackjobbers



101-……………………….sellprimarilytoretailers,otherwholesalers,andindustrialor

institutionalusers.

a)Retailer

b)Industrial

c)Wholesalers

102-—independentwholesalerwhotakeslegalpossessionofgoodsproducedbya

varietyofmanufacturersandthenresellsthemtootherbusinesses.

a)Merchantwholesaler

b)Agentsandbroker

c)Rackjobbers

103-Themerchantwholesalingindustryemploys…………………..intheUnitedStates.

a)6billion

b)6million

C)5million

104-Approximately………………..ofallmerchantwholesalersarefull‐servicemerchant

wholesalers. 

a)90percent



b)70percent

c)80percent

105-—limited‐functionmerchantwholesalerwhoreceivescustomerorders,negotiates

withproducers,takestitletogoods,andarrangesforshipmenttocustomer

a)Rackjobbers

b)Agentsandbroker

c)DropShipper

106-—limited‐functionmerchantwholesalerwhosetsupdisplaysinretailoutlets,stock

inventory,andmarkpricesonmerchandisedisplayedinacertainareaofastore. 

a)Rackjobbers

b)Agentsandbroker

c)DropShipper

107-……………….isacompany’soverallplanformovingproductstobuyersa

a)Exclusivedistribution

b)Adistributionstrategy

c)Intensivedistribution

108-Normallyusedforlow‐costconsumergoodswithwidespreadappealsuchascandy



andmagazines.  

a)Exclusivedistribution

b)Selectivedistribution

c)Intensivedistribution

109-suchasJaguarautomobilesandRolexwatchesareexamplesof

a)Exclusivedistribution

b)Selectivedistribution

c)Intensivedistribution

110-.fashionsandappliancesexamplesare

a)Exclusivedistribution

b)Selectivedistribution

c)Intensivedistribution

111-…………………….canoccurwhenonechannelmemberplacesitsownsuccessabove

thesuccessoftheentirechannel,orwhenthemembersofadistributionchannel

disagreeovertherolestheyshouldplayortherewardstheyshouldreceive. 

a)ChannelLeadership

b)Channelconflict

c)RETAILING

112-………………..canoccurwhenachannelmemberwhoismostpowerfulindetermining



therolesandrewardsofothermembers.  ThatmemberiscalledtheChannelCaptain

a)ChannelLeadership

b)Channelconflict

c)RETAILING

113-……………………………….maycomefromthedesirabilityofaproducer'sproduct,orfrom

thelargesalesvolumegeneratedbyawholesalerorretaile

a)Power

b)Channelconflict

c)RETAILING

114-………………selltoindividualswhobuyproductsforultimateconsumptionandarea

visibleelementinthedistributionchain

a)Power

b)Channelconflict

c)Retailer

115-…………………representtheendofthedistributionchannel,makingthesaleofgoods

orservicestofinalconsumers.

a)Retailer

b)Channelconflict



c))Power

116-………………saveconsumerstimeandmoney

a)Wholesaler

b)Retailers

c)Producer

117-‐retailerfeaturingbroadproductlines

a)BargainRetailer

b)ProductLineRetailer

c)Bothandb

118-…………………….encompassesallactivitiesrequiredtomovefinishedproductsfroma

producertotheconsumer.Itisacomplexstrategicactivitywithmanytrade‐offsthat

affecttheorganizationandprofits.  

a)Exclusivedistribution

b)Selectivedistribution

c)Physicaldistribution

119-………………….aremostfrequentlyusedandofferdoor‐to‐doordeliveryanduseof

publichighways,

a)Airtransport

b)Trucks



c)Boats

120-…………………..isthefastestmeansofmovinggoods,butitdoesn’tgoeverywhere,

a)Airtransport

b)Trucks

c)Boats

121-………………arethecheapestformoftransport,especiallyforbulkitems

a)Airtransport

b)Boats

c)Railroads

122-……………………….beginswhenthesaleismade:Itendswithgettingtheproduct

a)Containerization

b)Selectivedistribution

c)Orderfulfillment

Mgt211lec31Starting

123-Theultimategoalofapromotionisto……………………

a)IncreaseProfit



b)Increasesales

c)Decreasesales

124-Promotionexpertsrecognizethatnotall……………..aresalesobjectives

a)Sales

b)Profit

c)Objective

125-Somecommunicationsobjectivesuse……………….tomakeanaudienceawareofa

newproductorchangeacompany’snegativeimage.

a)Indirectapproach

b)Directapproach

c)Straightapproach

126-Inadditiontoincreasingsales,promotioncanhave………………otherobjectives

a)Three

b)Four

c)Five

127-A…………………isapromotionalapproachdesignedtomotivatewholesalersand

retailerstopushaproducer’sproductstoendusers.  

a)Pullstrategy

b)Pushstrategy

c)Directstrategy



128-A…………………..isapromotionalapproachthatstimulatesconsumerdemand,which

thenexertspressureonwholesalersandretailerstocarryaproduct.

a)Pullstrategy

b)Pushstrategy

c)Directstrategy

129-Marketersuse……………………typesofpromotionaltools

a)Four

b)Six

c)Three

130-TheaverageU.S.residentisexposedtoroughly……………..everydaythroughavariety

ofmedia—includingfloorads.

a)120ads

b)340ads

c)250ads

 131-Allformsofadvertisinghave…………….objectives

a)Four

b)Six

c)Three



132-Thebestformofpromotionforreachingmassaudiencesquicklyata……………………..

a)Highper-personcost

b)Lowper‐personcost

c)Mediumper‐personcost

133-………………………….—advertisingstrategythattriestoinfluenceconsumerstobuyone

company'sproductsinsteadofthoseofitsrivals.  

a).ComparativeAdvertising

b)ReminderAdvertising

c)PersuasiveAdvertising

134………….—advertisingstrategythatdirectlycomparestwoormoreproducts.  

a).ComparativeAdvertising

b)ReminderAdvertising

c)PersuasiveAdvertising

135-……………..—advertisingstrategythattriestokeepaproduct'snameinthe

consumer'smind

a).ComparativeAdvertising

b)ReminderAdvertising

c)PersuasiveAdvertising



136………………….—themostwidelyusedmedium,accountingforabout20percentofall

advertisingexpenditures.

a)DirectMail

b)Radio

c)Newspapers

137-……………………..about18percentofalladspending.Ithasthelargestadvancecosts

ofanytechniquebutthehighestcost‐effectiveness

a)DirectMail

b)Radio

c)Newspapers

138-……………………..8percentofalladvertisingoutlays.Theiradsarequiteinexpensivebut

easyforconsumerstoignore

a)DirectMail

b)Radio

c)Newspapers

139-…………………..roughly5percentofalladvertising.Hugevarietyofthismakesfora

highlevelofreadymarketsegmentation.  

a)DirectMail

b)Magazines

c)Newspapers

140-……………………….about1percentofalladvertising.Billboards,signs,adsonbuses,

taxis,stadiums,etc

a)DirectMail



b)Magazines

c)OutdoorAdvertising

141-………………………—Stillinitsinfancybutoffershighpotential,particularlyfortargeted

advertising.  

a)Internet

b)Magazines

c)OutdoorAdvertising

142-Acombinationofadvertisingmediachosentoadvertiseacompany'sproducts,

a)ProductMix

b)MediaMix

c)ProductLine

143-Anindependentcompanythatprovidessomeorallofaclientfirm'sadvertising

needs

a)ProductMix

b)MediaMix

c)ADVERTISINGAGENCY

144-……………………………arrangementofadsinselectedmediatoreachtargetedaudiences

a)AdvertisingCampaign

b)MediaMix

c)ADVERTISINGAGENCY
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145-“Apromotionaltoolinwhichasalespersoncommunicatesone‐on‐onewith

potentialcustomers”

a)PromotionalMix

b)ProductMix

c)PERSONALSELLING

146-Itisthemostexpensiveformofpromotionpercontact

a)RetailSelling

b)PersonalSelling

c)IndustrialSelling

147-Mostcompaniesspendtwiceasmuchon………………asonallothermarketing

activitiescombined

b)RetailSelling

c)IndustrialSelling

c)Personalselling

148-Personalsellingsituationinwhichproductsaresoldforbuyers'personalor

householduse.  

a)RetailSelling

b)PersonalSelling

c)IndustrialSelling



149-Personalsellingsituationinwhichproductsaresoldtobusinesses,eitherfor

manufacturingotherproductsorforresale.  

a)RetailSelling

b)Pharmaceuticalproducts

c)IndustrialSelling

150-salespersonscommunicatewithdoctors&productsarepresentedtothedoctors

&inreturndoctorsrecommendtheseproductstothepatientsasmostofthe

specializedmedicinesarenotallowedtobeadvertiseddirectly.  

a)RetailSelling

b)Pharmaceuticalproducts

c)IndustrialSelling

151-Radiofor…………………..

a)Agriculturalproducts

b)Consumerproducts

c)printmedia

152-TVfor…………………….

a)Agriculturalproducts

b)Consumerproducts

c)printmedia

153-Ifcompany’sintroduction&contentsrequiredthencanbe………………..asgood

selection

a)Agriculturalproducts

b)Consumerproducts



c)Printmedia

154-Itisalwaysdoneinresponsetoalladvertisingcampaignsinordertoknowthe

overallimpactoftheadvisingactivities.

a)Printmedia

b)AdvertisingResearchers

c)Pharmaceuticalproducts
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155-Personalsellingtaskinwhichsalespeoplereceiveordersandseetotheirhandling

anddelivery

a)Bookingoforders

b)Processingoforders

c)CreativeSelling

156-Personalsellingtask,inwhichsalespeopletrytopersuadebuyerstobuyersto

purchaseproductsbyprovidinginformationabouttheirbenefits

a)Bookingoforders

b)Processingoforders

c)CreativeSelling

157-Tosellproductsbyhelpingthebuyer.Salesmanprovidesvoluntaryservicetothe

buyerandtriestoputtheorder.

a)Bookingoforders



b)Processingoforders

c)MissionarySelling

158-TasksofSalesManagerhastodefinethesalesobjectivesto

a)Toincreasethesales

b)Bothaandc

c)Tocontrolthesales

159-SalesMangerdefinestherouteplanofsalespersonsin…………………stage

a)Organizationofteam

b)TerritoryManagement

c)CreativeSelling

160-……………….istheprocessofidentifyingpotentialcustomers;.

a)Qualifying

b)CreativeSelling

c)Prospecting

161-…………………………….identifiesthosewhohavetheauthoritytobuyandtheabilityto

pay.

a)Qualifying

b)CreativeSelling

c)Prospecting

162-…………………………..Toaskasatisfiedcustomer,aboutmorecustomerstosellthe

product



a)ColdConversingTechnique

b)SellingTechnique

c)SnowballTechnique

163-Knockingeverybody’sdoor

a)ColdConversingTechnique

b)SellingTechnique

c)SnowballTechnique

164-…………………..mighthaveallthenecessarythingsbeforestartingthepresentationlike

brochures,calculators,penandchartsetc

a)Manager

b)Worker

c)Salesperson

165-Thesalespersoncanhandlethebarriers………………………..

a)Byrequestingtothesecurityguardorreceptionist

b)Byusingthenameoftheorganization

c)Bygivingsmallgiftsfromthecompanyinordertogoin

d)All
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166-short‐termpromotionalactivitydesignedtostimulateconsumerbuyingor

cooperationfromdistributorsandsalesagents.



a)PromotionMix

b)SalesPromotion

c)InterestStage

167-In……………………stagesalespersonwilltrytocreatedesireinthecustomertobuythe

product

a)InterestStage

b)Closingstage

c)ObjectionStage

168-Ifthebuyerstartstotaketheinterestinaskingthequestionsabouttheproduct,it

meanssalespersonhas………………………himinbuying.

a)Restricted

b)Destroy

c)Convinced

169-In………………………stagetheorderisbookedandagreementissignedbythesellerand

buyer

a)InterestStage

b)Closingstage

c)ObjectionStage

170-In…………………..stagetheorderisfulfilledandgoodsarebeingdistributedaccording

totheagreement.

a)Followupstage

b)Closingstage

c)ObjectionStage



171-AIDA abbreviationis……..

a)AcquiredImmuneDeficiencyandAstral

b)Acquired,Immune,DeficiencyandAcepta

c)Attention,Interest,DesireandAct

172-Itreferstothedoubtfulbehaviorofthecustomerbecauseofdeceptionfromany

sellerinthepast.

a)BusinessCustomer

b)SkepticCustomers

c)CurrpotCustomer

173-…………………………..toreceivequickerresponseandavoidlongdistances.Extensively

usedmethodallovertheworldnow,includingPakistanaswell.

a)BusinessMarketing

b)TargetedMarketing

c)TeleMarketing

174-……………………………exhibitstodistributingfreesamplesandpublishingpromotional

booklets.

a)BusinessMarketing

b)TargetedMarketing

c)Tradeshows



175-Point‐of‐purchasealsocalled……………………

a)Point‐of‐Sales

b)Point‐of‐Business

c)Point‐of‐Profit

176-PopandPosareabbreviation

a)Point‐of‐purchase,Point‐of‐customer

b)Point‐of‐purchase,Point‐of‐sales

c)Point‐of‐Profit,Point‐of‐sales

177-Pointofpurchase(POP)orPointofsales(POS)displaysisdevicesusedtoshowa

productinawaythatstimulates………………………..

a)LateSales

b)GoodSales

c)Immediatesales

178-ItisanunpaidformofpromotionthroughmassmedialikeTVandnewspaper.

a)Publicity

b)Promotion

c)pressrelease

179-………………………..isfreebutyouhavelittleornocontrolofthecontentanddelivery

a)Promotion

b)Pressrelease



c)Publicity

180-Companiesseek………………..publicitytocreateinterestintheirproducts

a)Great

b)Low

c)Favorable

181-…………………………..refertotheprocessofcommunicatingwithreportersandeditors

fromnewspapers,magazines,andradioandtelevisionnetworksandstations

a)PressRelease

b)Pressconference

c)Pressrelations

182-…………………..arebriefstatementsorvideoprogramsreleasedtothepress

announcingnewproducts,managementchanges,salesperformance,andother

potentialnewsitems;alsocalledapressrelease

a)PressDown

b)Pressconference

c)Newrelease

183-………………………………aregatheringsofmediarepresentativesatwhichcompanies

announcenewinformation;alsocalledapressbriefing.

a)Newsconferences

b)Pressconference



c)Newrelease
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184-……………….isthemeasureoftheeffectiveuseoftheorganization’sresources

a)Newsconferences

b)Pressconference

c)Productivity

185-Abilityofaproducttosatisfyaneed

a)Pressconference

b)Productivity

c)UTILITY

186-ifaproductismadeinonecityanditistransportedtoothercityforsaleandthen

use,thenitissaidthatitsutilityhasbeen………………….

a)Constant

b)Decreased

c)Increased

187-Utilityoftheproductisincreasesduetoits………………………

a)Mobility



b)Productivity

c)Pressconference

188-…………………….Changingtheformoftheproductandthenconvertingitintosome

usefulproduct.

a)Mobility

b)Productivity

c)FormUtility

189-Itincludesdepartmentslikemanagement,purchasing,finance,humanresource

andotherswhichsupporttorunthefactory.

a)Productivefacilitie

b)Supportfacilities

c)Nonproductivefacilities

190-…………………….Gettingaproductwhenrequired

a)TimeUtility

b)Productivity

c)FormUtility
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191-TheadviceofU.S.businessconsultantW.EdwardsDemingonqualitywasheeded

morewidelyin…………….thanathomeuntilrecently.



a)Europe

b)Japan

c)America

192-TQM standfor

a)TotalQualityManagement

b)TotalQuantityManagement

c)TotalQuestionsManagement

193-Thesum ofallactivitiesinvolvedingettinghigh‐qualityproductsintothe

marketplace.

a)Productivity

b)Marketing

c)TotalQualityManagement

194-……………………………isthemeasureoftheeffectiveuseoftheorganization’s

resources.

a)Mixing

b)Productivity

c)Quality

195-Toachievehighquality,……………….mustplanforproductionprocesses

(includingequipment,methods,workerskills,andmaterials).

a)HRManager

b)Worker

c)Manager



196-Theperformancefeaturesofferedbyaproduct

a)QualityReliability

b)PerformanceQuality

c)Quality

197-consistencyofaproduct’squalityfromunittounit.

a)QualityReliability

b)PerformanceQuality

c)Quality

198-Directingfor…………………meansthatmanagersmustmotivateemployees

throughoutthecompanytoachievequalitygoals

a)QualityReliability

b)PerformanceQuality

c)Quality

199-QualityControlSystem

a)Input,Processing,Output,Qualitycontrol

b)Qualityinput,QualityProcessing,Qualityoutput

c)Input,Product,Output,Qualitycontrol

200-QualityAssuranceSystem

a)Input,Processing,Output,Qualitycontrol



b)Qualityinput,QualityProcessing,Qualityoutput

c)Input,Product,Output,Qualitycontrol

201-…………………….isanimportantstrategy,initssimplestform,isanymethodordevice

ortacticsusedtominimizedefectsinproductsorservicesbeingofferedtothe

customers

a)Productivity

b)Quality

c)Inspection

202-Theprimepurposeof………………….istoassurethatprocessesareperforminginan

acceptablemanner.

a)Qualitycontrol

b)QualityAssurance

c)Inspection

203-……………………..definesthestandardstobefollowedinordertomeetthecustomer

requirementswhereasqualitycontrolensuresthatthesedefinedstandardsarefollowed

ateverystep

a)Qualitycontrol

b)QualityAssurance

c)Inspection

204-Globallyorganizationsareadoptingtheconceptof……………………….andavoidthe

processofinspectionandqualitycontrol

a)Qualitycontrol



b)QualityAssurance

c)Productivity

205-Theleastprogressiverelyheavilyon……………………….

a)Qualitycontrol

b)QualityAssurance

c)Inspection

206-Priortothe……………………..levelofJapanesecompetitionintheU.S.marketplacein

1970sand1980scustomersoftengotlessthantheypaidforwithU.S‐madeproducts

a)Increased

b)Decreased

c)Constant

207-………………………wastheseniorguru.AstatisticsprofessoratNewYorkUniversityin

the1940s,

a)Newton

b)Phillips

c)Deming

208-DemingwenttoJapanafter………………..toassisttheJapaneseinimprovingquality

andproductivity.

a)WorldwarI

b)WorldWarII

c)WorldWarIII



209-Demingcompiledafamouslistof………………hebelievedweretheprescription

neededtoachievequalityinanorganization.

a)10points

b)15points

c)14points

210-Organizationsshouldadoptthephilosophyof…………….ratherthan……………..

a)Quantity,Quality

b)Quality,Quantity

c)Quality,Productivity

211-Trainingisthekeytoachieve………………

a)Productivity

b)Marketing

c)TotalQualityManagement

212-………………………arethosewhofocusonqualityratherthanquantity

a)Commonpeople

b)SpecificPeople

c)Qualitypeople

Mgt211lec38Starting

213-………………….:Costpaidinthemarketfornothavingqualityproducts



a)PreventionCost

b)Appraisalcosts

c)Costofquality

214-…………………….:Costincurredformanagingtheproblemsfacedinsellingthe

productsinthemarket

a)InternalFailureCosts

b)ExternalFailureCosts

c)PreventionCost

215-……………………………arepaidwithintheorganization.

a)InternalFailureCosts

b)ExternalFailureCosts

c)PreventionCost

216-……………………….Productrecalls

a)InternalFailureCostsinclude

b)ExternalFailureCostsInclude

c)PreventionCost

217-…………………………Investigationofdefects

a)ExternalFailureCostsInclude

b)PreventionCost

c)InternalFailureCostsinclude



218-…………………..Costofscrap

a)ExternalFailureCostsInclude

b)PreventionCost

c)InternalFailureCostsinclude

219-……………………….LaboratoryTesting

a)Appraisalcostsinclude

b)PreventionCost

c)InternalFailureCostsinclude

220-Appraisalcostsincludecostsof

a)Productrecalls

b)Inspection

c)Costfordowngrading

221-………………………..isacertificationwhichshowsthatorganizationisfollowingsome

systemandthatsystemmightleadtosomequalityproduct.

a)ISA

b)ISO

c)AIDA

222-……………………Itisastandardizedsystemwhichprovidesasetofsystemstothe

organization

a)AIDA

b)ISO1400



b)ISO2000:9000Certificationprograms

223-Itisasystemthatcertifiestheorganizationforprotectingtheenvironmentiscalled

……………..

a)ISO1400

b)ISO14000

b)ISO2000:9000Certificationprograms

224-Allactivitiesperformedareworkinginachaintoproduceavaluedproduct

a)ISO14000

b)ValueChainManagement

c)AIDA
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225-Processbywhichacompanyimplementsthebestpracticesfromitsownpast

performanceandthoseofothercompaniestoimproveitsownproducts

a)ZeroDefectLevel

b)   BENCHMARKING

c)Productivity

226-………………………….Usesthefirm’sownperformancetoevaluateprogressandset

goals;

a)Internalbenchmarking

b)Externalbenchmarking



c)ZeroDefectLevel

227-………………………….beginswithacriticalreviewofcompetitorsorevencompaniesin

otherbusinessestodeterminewhichhave“bestpractices.

a)Internalbenchmarking

b)Externalbenchmarking

c)ZeroDefectLevel

228-Astagewherethereisnodefectintheproduct,processandorganizationiscalled

a)Internalbenchmarking

b)Externalbenchmarking

c)ZeroDefectLevel

229-Tomaintain………………record.Recordshouldbeproperlymaintainedinsoftdataas

wellashardcopy.Thereshouldbebackupofthatdataatvariousplaces.

a)Business

b)Financial

c)Consumer

230-KEYVARIABLESINAPROCESSofProduct

a)Shapeofproduct,Colorofproduct

b)Sizeofproduct,Weightofproduct

c)All

231-Choosethe……………….fromdifferentorganizations.

a)Samevariables



b)Equalvariables

c)Differentvariables

232-Organizationshouldgoforbenchmarkingwhenthereis……………….inthemarket.

a)Lesscompetition

b)Morecompetition

c)Goodcompetition

233-………………..canbedonefortwoentirelydifferentproductsororganizations

a)Appraisalcosts

b)Inspection

c)Benchmarking

234-……………………..canbeusedforpersonalitydevelopment.

a)Gap

b)Benchmarking

c)Organization

235-Neverbenchmarkingtothoseorganizationsthatare……………….inanyprocess

a)NotGood

b)Good

c)High
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