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         INDIAN SCHOOL AL WADI KABIR
                             ASSESSMENT – 1
                                      MARKETING SET: 1

Class: XI									    Max. Marks:60 
Date: 	15/09/2026								      Time: 3 hours
 


GENERAL INSTRUCTIONS:
1. Please read the instructions carefully.
2. This Question Paper consists of 24 questions in two sections – Section A & Section B. 
[bookmark: _GoBack]3. Section A has Objective type questions whereas Section B contains Subjective type 
questions.
4. All questions of a particular section must be attempted in the correct order.
5. SECTION A - OBJECTIVE TYPE QUESTIONS (30 MARKS):
i. This section has 06 questions.
ii. There is no negative marking.
iii. Do as per the instructions given.
iv. Marks allotted are mentioned against each question/part.
6. SECTION B – SUBJECTIVE TYPE QUESTIONS (30 MARKS):
i. This section contains 18 questions.
ii. A candidate has to do 11 questions.
iii. Do as per the instructions given.
iv. Marks allotted are mentioned against each question/part.
SECTION A: OBJECTIVE TYPE QUESTIONS
	Q. 1.
	Answer any 4 out of the given 6 questions on Employability Skills (1 x 4 = 4 marks)
	Marks

	i. 
	· Think about your topic 
· Think about what your listeners need to know about the topic 
· Think about the best way to make your listeners understand your topic
The above given statements represent ____________ step in public speaking
a. Prepare
b. Practice
c. Perform
d. Present 
	1

	ii. 
	Doing tasks on your own, without external motivation can be called as ________
a. Self-awareness
b. Self confidence
c. Self-motivation
d. Self-control 
	1

	iii. 
	[image: 2026 FIFA World Cup final - Wikipedia]
The image given above depicts _______
a. Networking
b. Personal hygiene
c. Self-awareness
d. Team work
	1

	iv. 
	Rashmi is a beautician and takes special care that she does not have a bad breath, because she works closely with customers. Which self-management skill is followed by Rashmi?
a. Self-awareness
b. Personal hygiene
c. Problem solving
d. Positive attitude
	1

	v. 
	Name one program undertaken by Green India Mission
	1

	vi. 
	Which of the following action will promote green economy? 
a. Use of non-renewable resources 
b. Sustainable development 
c. Social protection 
d. Creating jobs
	1



	Q. 2.
	Answer any 5 out of the given 7 questions (1 x 5 = 5 marks)
	Marks

	i. 
	In India, Bangalore is known as the Silicon Valley of India. Kerala is known as God’s own country. Madhya Pradesh is known as “Heart of incredible India.” Identify the scope of marketing.
a. Events
b. Places
c. People
d. Organizations
	1

	ii. 
	They consist of those mechanisms or devices that carry news, features and editorial opinion. They include- newspapers, magazines, radio and television stations. Identify the type of publics.
a. Government publics
b. Media publics
c. Local publics
d. General publics
	1

	iii. 
	India’s urban population may be further divided on the basis of cities - Tier I (8 cities: 8% India’s population), Tier II (26 cities: 4% of India’s population), Tier III (33 cities: 7% population), and Tier IV (5094 cities: 11% population). The segmentation is done on ________ bases.
a. Geographic segmentation
b. Personal demographic segmentation
c. Behavioral segmentation
d. Psychographic segmentation
	1

	iv. 
	A ready food kitchen may go in for segmentation within such segment. It may go for office delivery, food for standing on the ground floor, and customers sitting with air-conditioned atmosphere on the first floor. Food remains the same, but prices differ. Identify the type of targeting.
a. Mass marketing strategy
b. Niche segment strategy
c. Sub segment strategy
d. Small segment strategy 
	1

	v. 
	E-bay, “Buy it, Sell it. Love it.” Identify the bases of positioning statement.
a. Attributes
b. Price/ quality
c. First mover
d. Product class 
	1

	vi. 
	An educational institution is expected to provide the right course (product), charge the right fee (price), promote the institution and the courses, and provide the course at the right place.
Identify the characteristics of marketing mix.
a. Changes taking place within the firm also necessitate changes in marketing mix
b. Helps to achieve organizational goals
c. Concentrates on customers
d. Applicable to business and non-business organization
	1

	vii. 
	A tangible item which can be an article, commodity, material, merchandise, supply, wares produced from agricultural, construction, manufacturing or mining activities.
a. Goods
b. Services
c. Experiences
d. Property 
	1



	Q. 3.
	Answer any 6 out of the given 7 questions (1 x 6 = 6 marks)
	Marks

	i. 
	________ provide raw materials, components and semi-finished goods to be used in production or even sell finished products of the organization.
a. Suppliers
b. Competitors
c. Rivals
d. Publics 
	1

	ii. 
	_______ are products and services designed to deliver value to customers—either to fulfill their needs, satisfy their “wants,” or both.
a. Market Offerings
b. Exchange process
c. Customer satisfaction
d. Customer value 
	1

	iii. 
	The concept of positioning was articulated by ___________.
a. Philip Kotler
b. William J Stanton
c. Al Ries and Jack Trout  
d. Helen Keller 
	1

	iv. 
	Deepika Padukone endorses a skincare brand that positions itself as a premium, elegant and sophisticated choice for consumers. Her image and personality influence how customers perceive the brand compared with competing skincare brands. Identify the bases of positioning.
a. Perceptual positioning
b. Physical positioning
c. Value positioning
d. Attribute positioning 
	1

	v. 
	A Customer is said to be satisfied if:
a. Expectations match with the actual performance of the product.
b. Expectations do not match with the actual performance of the product.
c. Expectations are not considered in measuring the performance
d. Expectations match with the actual promotion of the product.
	1

	vi. 
	Exposure to western modern culture and population shifts from rural to urban areas are 
a. Economic factors 
b. Socio-cultural factors 
c. Political factors
d. Technological factors 
	1

	vii. 
	A company planning to launch a new skincare product first conducts surveys to understand what customers value, how they perceive the product and what would make them purchase it repeatedly. All its marketing decisions are then designed around creating customer satisfaction and loyalty. Which feature of the marketing mix is reflected in the above situation?
a. Constant Monitoring
b. Customer as a focal point
c. Flexible Concept
d. Help Achieve Marketing Targets
	1



	Q. 4.
	Answer any 5 out of the given 6 questions (1 x 5 = 5 marks)
	Marks

	i. 
	Sociologists assess ________ which negatively affects a company’s reputation if they are known for damaging the physical environment.
a. Financial cost
b. Social cost
c. Promotion cost
d. Place cost 
	1

	ii. 
	While positioning a product, companies have to develop _________ in order to appeal to the customers.
a. Unique Selling Proposition
b. Marketing plan
c. Financial plan
d. Product plan
	1

	iii. 
	Wants backed by willingness and purchasing power is known as _________.
a. Needs
b. Demand 
c. Culture
d. Requests 
	1

	iv. 
	The ______ refers to external forces that are part of the larger society and so are beyond the control of firm’s management  
a. Micro environment
b. Macro-environment 
c. Internal environment
d. Operational forces
	1

	v. 
	Four P’s of marketing mix are independent of each other. 
State whether the following statement is True or False
	1

	vi. 
	Aircel is promoting ‘Save Tiger Campaign’, Idea is concerned about increasing population and deforestation, ITC’s project of spending each rupee from sales generated through Classmate stationery. The companies in the above examples all follow _______ marketing philosophy.
a. Marketing concept
b. Societal marketing concept
c. Selling concept 
d. Product concept 
	1



	Q. 5.
	Answer any 5 out of the given 6 questions (1 x 5 = 5 marks)
	Marks

	i. 
	Niche segment strategy is also known as __________.
a. Undifferentiated marketing
b. Differentiated marketing
c. Concentrated marketing
d. Dual segment strategy
	1

	ii. 
	The term Marketing Mix was introduced by _________ in his article - "The Concept of Marketing Mix."  
a. Philip Kotler
b. Neil H. Borden
c. William J Stanton
d. Al Ries
	1

	iii. 
	Mention any two elements of marketing mix.
	1

	iv. 
	Creating awareness on issues like Family Planning, AIDS awareness, discouraging-smoking, child labour, domestic violence, wearing of helmet while driving, blood and eye donation etc. are all an example of ____________
a. Ideas
b. People
c. Property
d. Information
	1

	v. 
	Preference for organic products or demand for Khadi clothes in place of synthetic clothes by the customers. The above is an example of one of the following external forces making an influence on business 
a. Technological changes 
b. Uncertainty in political scenario 
c. Social changes 
d. Changes in fashion and tastes of consumers
	1

	vi. 
	A new phone called "Nyxa" has been recently launched. It has many high-tech features, but some customers might not understand them all. Instead, they buy it because it takes great photos or has a cool design. So, not all products are bought based on just how they look or feel, but also on what they do. Identify the bases of Positioning highlighted above.
a. Perceptual positioning
b. Physical positioning
c. Promotional positioning
d. Technology positioning
	1



	Q. 6.
	Answer any 5 out of the given 6 questions (1 x 5 = 5 marks)
	Marks

	i. 
	Marketers builds company’s reputation by creating _______________ of company in general public’s eyes. 
a. Sales 
b. Image 
c. Logo  
d. Label  
	1

	ii. 
	Compaq was the first brand to introduce a “portable” PC. The is an example of a brand based on ___________ positioning.
a. Attribute
b. Price/ quality
c. Completeness
d. First mover
	1

	iii. 
	Before introducing Tata Nano to the automobile market, the company took into consideration the size of family, job profile, purchasing power and buying motive of the customer etc. Which aspect did Tata take into consideration before production and launch of its product? 
a. Economic, social and political trends 
b. The market trends 
c. Technology trends 
d. Nature of target customers
	1

	iv. 
	In Adventure Bay, a lively outdoor park, families spend the day enjoying a mix of activities. Kids run around the playground, while others test their skills at the rock-climbing wall. The scent of freshly cooked food from the food trucks fills the air, tempting everyone to take a break and enjoy a delicious meal. Nearby, the go-kart track offers friendly competition, and the mini-golf course provides fun for all ages. The park’s vibrant atmosphere, with laughter and music playing, creates a perfect destination for a day of excitement, relaxation, and quality time with loved ones. The above is an example of _____________
a. Product
b. Services
c. Experience
d. People
	1

	v. 
	The environmental forces, at times, do not show any significant change. The environment of a business enterprise then is termed as ___________environment.
a. Volatile and dynamic
b. Stable or static
c. Unstable
d. Opportunist
	1

	vi. 
	It is a refinement of the family life cycle grouping system, showing different behavioral patterns and aspirations to people as they proceed through life. Identify the term.
a. Segacity 
b. Psychological life cycle
c. Age
d. Gender
	1



SECTION B: SUBJECTIVE TYPE QUESTIONS
	
	Answer any 3 out of the given 5 questions on Employability Skills (2 x 3 = 6 marks) Answer each question in 20 – 30 words.
	Marks

	Q.7.
	What does a facial expression imply? How to use it effectively?
	2

	Q.8.
	During a group project, Arjun was unhappy because his teammate was given responsibility for an important task instead of him. Rather than expressing his feelings openly, Arjun told the team that he would complete his assigned work but deliberately delayed it. When the teacher asked about the delay, he falsely stated that he had already submitted the work. Later, he complained about his teammate to other group members when the teammate was not present. This created resentment and tension within the team, and the group was unable to work effectively. Identify and explain the communication style adopted by Arjun.
	2

	Q.9.
	Explain any two roles of the private agencies in a green economy.
	2

	Q.10
	Shreya, a student interested in entrepreneurship, attended a business conference where she met several entrepreneurs and professionals. Instead of immediately asking them for jobs or business opportunities, she took genuine interest in their experiences, listened carefully when they spoke and asked thoughtful questions about their work. She exchanged contact details with a few of them and stayed in touch by occasionally sharing useful information and checking on their professional updates. Over time, some of these professionals shared their knowledge and connected her with other people who could help her develop her career. Identify and explain the type of self-management skills adopted by Shreya.
	2

	Q.11.
	Raavie set a goal to score 90% in her board exams. She felt the preparation will be easy and she can manage the vast syllabus within 5 days. However, due to poor time management, over confidence and lack of sleep, she scored 70%. She now feels annoyed and has stopped following her study routine entirely. Using the SMART goal framework, identify and explain which elements Raavie missed.
	2



	
	Answer any 3 out of the given 5 questions in 20 – 30 words each (2 x 3 = 6 marks)
	Marks

	Q.12.
	Mountain Teas Pvt Ltd. a tea brand is in the process of developing its marketing mix. It has reached a step where; the company tries to understand the competition. The prices and related benefits such as discounts, warranties and special offers need to be assessed. An understanding of the subjective value of the product and a comparison with its actual manufacturing distribution cost will help set an ideal price point. Accordingly write the next two immediate steps to be undertaken by Mountain Teas Pvt Ltd.
	2

	Q.13.
	An organization benefits from the process of segmentation in number of ways. Explain any two points which highlight the importance of segmentation. 
	2

	Q.14.
	Define Segmentation.
	2

	Q.15.
	Identify the type of customers in the statements given below:
a. Organizations buying for producing other goods and services for the purpose of either earning profits or fulfilling other objectives or both.
b. The institutions buying goods and services in order to produce public services. They transfer these goods and services to those who need them for consumption in most of the cases.
	2

	Q.16.
	We go get a haircut at a salon; we pay for the haircut. Identify and explain the core concept of marketing mentioned in the above given example.
	2



	
	Answer any 2 out of the given 3 questions in 30– 50 words each (3 x 2 = 6 marks)
	Marks

	Q.17.
	Segment a coffee brand - Fresh Brew Coffee, on any three relatable variables of behavioral segmentation. Explain each variable.
	3

	Q.18.
	These forces are the rival business firms who make efforts to satisfy the markets and consumers’ demand. 
a. Identify the micro environment force mentioned in the statement given above.
b. Explain any two categories of the micro environment force identified in (a)
	3

	Q.19.
	The management of Althea Foods Ltd. believes that marketing is an unnecessary expense. It has decided to reduce the marketing budget and expects the Marketing Manager to increase sales without spending significantly on advertising, customer research or promotional activities. Imagine that you are the Marketing Manager of Althea Foods Ltd. You are asked to convince the management that marketing is essential for the success of the business. State any three objectives of marketing that you would present to the management to justify the importance of marketing. 
	3



	
	Answer any 3 out of the given 5 questions in 50– 80 words each (4 x 3 = 12 marks)
	Marks

	Q.20.
	Nutri Plus, a food company, decided to expand its market by serving different groups of consumers simultaneously. It introduced separate products and promotional programmes for school-going students, working professionals, fitness enthusiasts and senior citizens. Each group was offered products according to its specific needs and preferences. However, after a few years, the company noticed that some of these target segments were not generating sufficient sales to cover the cost of developing and promoting separate products for each group. From the case given above, answer the following questions:
a. Identify and explain the targeting strategy adopted by Nutri Plus. 
b. Analyse any two reasons why the company's targeting strategy may have failed. 
	4

	Q.21.
	Elite Drive, a car rental company has decided to segment its market on the basis of socio-economic segmentation. Explain the socio-economic variables the company must consider while segmenting. 
	4

	Q.22.
	If a company is able to adapt to its environment, it would succeed in the long-run. But if it fails to become accustomed to its environment, it might fail in the long run.
In view of the statement given above, explain any four points highlighting the importance of environmental scanning.
	4

	Q.23.
	Nova Appliances Ltd. manufactures household appliances. Recently, the company faced a decline in demand as rising inflation reduced the purchasing power of consumers, who started spending more on essential goods and cut down their expenditure on expensive appliances. At the same time, a competitor introduced advanced automated machinery and began producing better-quality appliances at a lower cost. To remain competitive, Nova Appliances Ltd. decided to invest heavily in new technology. Based on the above given information:
a. Identify the two macro-environmental forces affecting Nova Appliances Ltd. on the basis of the case. 
b. Explain how each of these two forces has affected the company.
	4

	Q.24.
	A company manufacturing home security equipment noticed that its sales were declining despite producing good-quality products. The management decided to focus heavily on advertising, personal selling and promotional offers. Sales representatives were instructed to persuade customers to purchase the products, even when customers had not expressed a need for them. The company believed that with sufficient persuasion and aggressive promotion, almost any product could be sold. However, after purchasing the products, some customers were dissatisfied because the company had not considered their actual needs and preferences.
Based on the above given information:
a. Identify and explain the marketing philosophy followed by the company. 
b. Suggest an alternative marketing philosophy that the company should adopt to satisfy its customers. Give reasons for your suggestion.
	4
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