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I Question no. 1 to 25. Multiple-choice Questions                                     (25×1=25)  Marks 

1. In case the salesperson says, ‗Sir, you can take a little time to decide,‘ then it is: 
A. Concluding Close     
B. Assumption Close  
C. Future Close 
D. None of the above 

1 

2. Follow-up is necessary as it helps in: 
A. Ensuring repeat sales  
B. For building customer loyalty  
C. For ensuring customer satisfaction  
D. All of the above 

1 

3. In case of technical products, if the deal is not closed, the salesperson should: 
A. Fix up another meeting  
B. Ask for a commitment  
C. Both of the above 
D. None of the above  

1 

4. If the buyer says ―This product is not what Iam looking for‖, then the sales person 
should: 

A. Convince him with the features and benefits  of the product 
B. Give him the option of another alternative product  
C. Both of the above 
D. None of the above 

1 

5. When an objections is raised by the customer, the salesperson should: 
A. Ignore it 
B. Listen to it 
C. Interrupt and continue his presentation  
D. Listen to it and handle it 

1 

6. If a buyer says ‗ I will have to ask my family ‗, this is an example  of: 
A. Objection related to the product 
B. Objection related to the Procrastination  
C. Objection related to Price 
D. Concealed Objection  

1 

7. A presentation in order to be effective should be: 
A. Convincing 
B. Simple 
C. Easy 
D. All of the above 

1 

8. Which of the following is not a form of demonstration: 
A. A hand-shake 
B. Slides 
C. Figures 
D. Testimonials  

1 

9. When the customer raises an objection related to the ability of the product, it is 
called Objection related to Price. 

A. True 
B. False 

1 



C. Partly true 
D. Can‘t say 

10. A presentation is also called: 
A. Pre-Approach 
B. Approach 
C. Post -Approach 
D. Non -Approach  

1 

II  Case Study: Question no. 11 to 15 are based on the following case study: 
Colgate Promotion and Advertising Strategy 

Colgate has always had a strong focus towards marketing and advertising. Variety 
of media has been used for promotion by Colgate. It focuses primarily on 
television advertisements where the focus has been towards humorous or 
qualitative/ cognitive aspects. Its ads focused on the scientific aspects of the 
toothpaste, which builds brand trust. Colgate has also used radio, magazines, 
newspapers, billboards for promotion. Colgate is quite active when it comes to 
digital marketing. It is actively involved over various. Social media sites like 
Facebook, Twitter and also has an up to date website which offers discounts to 
products bought online. Moreover, campaigns revolving around children have also 
been introduced by Colgate to increase the brand awareness. The red packaging 
that Colgate has adopted has become a key identifier of the brand. 
                            Toothpaste, mouthwash and other oral care products are also 
widely available through e-commerce platforms, and can be delivered home. 
Colgate initially dealt with products like soaps, starch, candles and later moved on 
to Toothpaste and mouthwash. Currently it is a billion dollar global company which 
caters to over 150 countries.  

 

11. What are the different products sold by Colgate through e-commerce platform? 
A. Toothpaste  
B. Mouthwash 
C. Oral care 
D. All of these  

1 

12. Its ads focused on the ________ aspects of the toothpaste, which builds brand 
trust. 

A. Scientific 
B. Technical  
C. Humorous  
D. All of these  

1 

13. Which of the following strategy/ strategies are followed by Colgate for promotion 
of products? 

A. Effective media channel 
B. Variety of products  
C. Number of delivery options  
D. All of the above  

1 

14. Currently Colgate is operating in how many countries? 
A. 150 
B. 170 
C. 185 
D. None of these  

1 

15. What are the different media types used for the promotion of Colgate? 
A. Television advertisements  
B. Digital marketing  
C. Print media 
D. All of these  

1 

16. Which one of them is not a quality of a prospect: 
A. Capability to pay 
B. Needs the product 
C. Can influence  the decision maker 

1 



D. Legally buy the product  

17. If a customer says, ‗I want to survey more before I make my decision‘. It is which 
type of Objection. 

A. Objections related to Procrastinating 
B. Objections related to Price  
C. Concealed objection 
D. None of the above. 

1 

18. In case of _______ products, the process of closing the sale is lengthy and takes 
a few calls before finally closing . 

A. Technical 
B. Electronic  
C. Premium  
D. None of these  

1 

19. A qualifying prospect means: 
A. The prospect who is selected for approach 
B. The prospect who is not selected for approach  
C. The prospect who is not relevant for approach  
D. The prospect who is not sure of buying  

1 

20. If a salesperson tells the customer – ‗In case you decide to buy the music system 
now, I can get you a pack of CDs of your choice for free‘.  
This is known as________. 

A. Future close 
B. Affordability Close  
C. Alternative Close  
D. Special scheme Close 

1 

21. When business sells its product through channels such as retail stores, markets, 
The internet, direct mail orders, door to door sales and catalogues? 

A. Direct Distribution  
B. Indirect Distribution  
C. Free sample Distribution  
D. None of the above  

1 

22. ―Marketing mix is the term used to describe the combination of the four inputs 
which constitute the core of a company‗s marketing system, the product, the price 
structure, the promotional activities and  the distribution system.‖ 
 
Who has given the above definition? 

A. William J. Stanton  
B. E. Jerome MC Carthy  
C. Phillips Kotler  
D. None of the above  

1 

23. The elements of marketing mix are _____ to one another as decision in one will 
affect the action in the other. 

A. Dependent  
B. Complementary  
C. Inter- related 
D. None of the above. 

1 

24. Select the best basis of segmentation for ‗toys‘ from the following: 
A. Infants 
B. Children  
C. Both A and B 
D. None of the above  

1 

25. A Salesperson  can collect data about consumers from 
A. External sources only 
B. Internal sources only 
C. Both external and internal sources  
D. None of the  

1 



II  Question no. 26 to 32 carries 1 mark each.(20-30 words)                      (7×1=7)  

26. What do you mean by Prospecting? 1 

27. Why does a salesperson need a presentation? 1 

28. Do you think handling objections is important for the salesperson? How can a 
concealed objection be handled? 

1 

29. Explain the last step in the selling process. 1 

30. What do you mean by Follow up? What does a salesperson do in Follow-up? 1 

31. What do you mean by ‗Assumption Close‘? Explain with the help of an example.  1 

32. Define Demonstration. List out any three examples of Demonstration. 1 

III Question no.33 to 37 carries 2 marks each.  (30- 50 words).  

33. As a salesperson, how would you plan a Presentation? 2 

34. Discuss the various sources of information used by the salesperson to collect data 
regarding the prospects. 

2 

35. Name the various techniques available to the salesperson to close the sale. 
Explain any two. 

2 

36. What do you understand by the term qualifying? On what basis are the prospects 
Assessed? 

2 

37. Explain the Objections related to Price and Product/Services. 2 

IV Case Study: Question no.38 to 41 is based on the following case study. 
STP in the marketing strategy of Domino‘s 

When a consumer hears the name dominos, they know that their food will be 
delivered to them within 30 minutes. This minute guarantee time has made the 
consumer attracted to the company. The company has segmented itself in 
numerous ways of geographical, demographics and consumer-based model. As 
consumer based model it has segmented into 3 types of customers --. 
Younger Customer- these from the age of 18 to 35, which brings a large amount 
of business to the company.  
Working Professionals—Which are from the people, from the job industry, or 
families who frequently required food options which are easy with little or even no 
effort and time -efficient.  
Event Organizers—People who set up and people who are involved in 
organizing events such as birthday parties. 
As geographical model domino‘s has localized  its menu according to Indian 
preferences. Like dominos understand that in India cow is sacred so domino‘s 
replaced pepperoni, beef-based topping with spicy chicken sausage topping. 
Dominos uses a targeting strategy to serve the customers the best in both taste 
and services.  
Positioning strategy of Domino is very critical as this company has served and still 
serving its best to be in the no.1 position in the eyes of customers. Though there 
are a lot of competitions so far it became successful in positioning itself as the 
best pizza brand. 

 

38. What promotional strategies are used by Dominos to promote their products? 1 

39. At Dominos what are the different basis of segmentation are followed? 1 

40. What are different types of customers in Dominos? 1 

41. In what ways Dominos followed the Indian values? 1 



V Case Study: Question no. 42 to 45 are based on the following case study. 
Business Model of Titan 

Titan is one of the most popular watch manufacturers in India with a revenue of 
21,204 crore rupees as of 2020. This public company was established in 1984 
and has expanded to be the fifth largest watch manufacturer in the whole world 
and is also the largest branded jewellery maker in India. More than 80% of its 
revenue comes from the latter. 
The firm is a part of the Tata group and started its journey in a joint venture with 
TIDCO. The one thing that we should appreciate about Titan is its diverse revenue 
streams and the immense trust that its customers have in them. The firm had 
changed its name from Titan Co to Titan Industries Ltd in 1993. This article will 
explore the business model of Titan.  
Titan is known for its quality manufacturing and sales. In 1984 it started 
manufacturing quartz analog watches and further diversified into various other 
products. 
Today they manufacture watches, eye wear, perfumes and jewellery. Their 
branches also cater to the requirements of people of all age groups. They provide 
the best experience to their customers. There are multiple platforms through 
which Titan makes its products available to the people. On the first hand, they 
have many exclusive outlets in the name of Titan across most of the cities in India. 
There are outlets in other countries. They also have exclusive online websites 
through which the customers can directly place the orders and get them delivered 
to their doorsteps. Apart from that Titan has also partnered with most of the key 
platforms through which they make their products available.  

 

42. What are the different ways by which Titan makes it products available to its 
customers?  

1 

43. What are the different products ranges of Titan? 1 

44. Briefly explain the business model of Titan? 1 

45. What is the one thing we should appreciate about Titan? Explain in your words. 1 

 

 

 


