
NRT/KS/19/5516

Bachelor of Commerce (B.Com.) Semester–VI Examination

ADVERTISING, SALES PROMOTION AND SALES MANAGEMENT

Optional Paper–8-3

Vocational Group–I

Time : Three Hours] [Maximum Marks : 80

Note :— (1) ALL questions are compulsory.

(2) All questions carry equal marks.

1. (a) Describe the procedure to set up a sales territory. 8

(b) Explain advantages of a sales territory. 8

OR

(c) Discuss the concept of a “Sales Territory.” 8

(d) How are sales personnel assigned duties for their territory ? 8

2. (a) Define a “Sales Budget.” Disclose contents of a Sales Budget. 8

(b) Write the procedure of administering sales quota system. 8

OR

(c) Comment on the purpose of a sales budget. 8

(d) Describe the various types of sales quota. 8

3. (a) Differentiate between Consumer Promotion and Trade Promotion ? 8

(b) Briefly explain the concept of “Global Marketing”. 8

OR

(c) Write advantages of advertising. 8

(d) What procedure needs to be followed while evaluating a promotion plan ? 8

4. (a) Mention the important features of Consumer Protection Act, 1986. 8

(b) Write a note on Malpractices in advertising. 8

OR

(c) What are the highlights of MRTP Act, 1969 ? 8

(d) Discuss the penal provisions related to malpractices in advertising. 8

5. (a) Discuss the scope of a Sales Territory. 4

(b) Elaborate the concept of sales quota. 4

(c) What is the relation between sales promotion and advertising ? 4

(d) Write the objectives of law of Intellectual Property Rights. 4
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¼ejkBh ekè;e½
1. ¼v½ ßfoØh {ks=Þ (Sales Territory) P;k LFkkius ph izfØ;k lkaxk- 8

¼c½ foØh {ks=k iklwu gks.kkjs ykHk lkaxk- 8

fdaok
¼d½ foØh {ks=kP;k ladYiusph ppkZ djk- 8

¼M½ foØ; deZpkÚ;kauk R;kaP;k lacaf/kr dk;Z {ks=kr] dkekps okVi dqBY;k izdkjs dsY;k tkrs \ 8

2. ¼v½ foØh vFkZladYik (Sales budget) ph O;k[;k lkaxk- foØh vFkZladYikr lekfo"V fo"k;;knh (contents)
foLr`r djk- 8

¼c½ foØh okVk (Sales quota) fuf'prh dj.kkph izfØ;k lkaxk- 8

fdaok
¼d½ foØh vFkZladYikps dk; gsrq vkgsr (Purpose) \ Hkk"; djk- 8

¼M½ foØh dksV;kps fofo/k izdkj fo"kn djk- 8

3. ¼v½ xzkgd lao/kZu (Consumer promotion) o O;kikj lao/kZu (Trade Promotion) ;k e/khy Qjd lkaxk-
8

¼c½ tkxfrd foi.kukph ladYiuk Li"V djk- 8

fdaok
¼d½ tkghjkrhrwu gks.kkÚ;k Qk;ns fo'kn djk- 8

¼M½ lao/kZu ;kstusps ewY;ekiu djrkuk dqBY;k izfØ;sps vuqlj.k dsys tkrs \ 8

4. ¼v½ xzkgd laj{k.kdk;|kph] 1986 eq[; oSf'k"Vîs fygk- 8

¼c½ tkghjkrha e/ks gks.kkÚ;k xSjO;ogkjkaoj ,d fVi.k fygk- 8

fdaok
¼d½ ,dkf/kdkj vkf.k izfrca/kd O;kikj i)rh dk;nk (MRTP Act) ;koj fo'ks"k ekfgrh fygk- 8

¼M½ tkghjkrha e/ks gks.kkÚ;k xSjO;ogkjk'kh lacaf/kr naMkP;k rjrqnh fo"kn djk- 8

5. ¼v½ foØh {ks=kph dk;Z O;kfIr (scope) Li"V djk- 4

¼c½ foØh dksVk ph ladYiuk Li"V djk- 4

¼d½ foØhpk izpkj&izlkj (Promotion) vkf.k tkghjkr ;k e/khy laca/k lkaxk- 4

¼M½ ckSf)d laink vf/kdkj dk;n;kps (Intellectual Property Rights) mís'; lkaxk- 4
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¼fgUnh ekè;e½
1. ¼v½ ßfoØ; {ks=Þ (Sales Territory) dh LFkkiuk dh izfØ;k dk o.kZu dhft,A 8

¼c½ foØ; {ks= ls feyus okys ykHk crkb,A 8

vFkok

¼d½ foØ; {ks= dh ladYiuk ij ppkZ dhft,A 8

¼M½ foØ; deZpkfj;ksa dks lacaf/kr {ks= esa dk;Z fdl izdkj vkoafVr fd;k tkrk gS \ 8

2. ¼v½ fcØh ctV (Sales budget) dh ifjHkk"kk fyf[k,A fcØh ctV dh fo"k;&lwph (Contents) dk [kqyklk
dhft,A 8

¼c½ fcØh dksVk (Sales quota) dh fu/kkZj.k izfØ;k crkbZ,A 8

vFkok
¼d½ fcØh ctV dk D;k iz;kstu gS \ leh{kk dhft,A 8

¼M½ fcØh dksVk (Sales quota) ds fofHkUu izdkj fo'kn dhft,A 8

3. ¼v½ miHkksDrk lao/kZu (Consumer promotion) rFkk O;kikj lao/kZu ds chp varj Li"V dhft,A 8

¼c½ oSf'od foi.ku (Global marketing) dh ladYiuk Li"V dhft,A 8

vFkok
¼d½ foKkiu ls gksusokys ykHk n'kkZb,A 8

¼M½ lao/kZu ;kstuk (Promotion plan) dk ewY;kadu djrs le; fdl izfØ;k dk ikyu fd;k tkrk gS \
8

4. ¼v½ miHkksDrk laj{k.k dkuwu] 1986 dh izeq[k fo'ks"krk,a crkbZ;sA 8

¼c½ foKkiu esa gksusokys xyr O;ogkj (Malpractices) ij fVIi.kh fyf[k,A 8

vFkok
¼d½ ,dkf/kdkj vkSj izfrca/kkRed O;kikj O;ogkj vf/kfu;e (MRTP Act) dh fo'ks"k tkudkjh nhft,A 8

¼M½ foKkiuksa esa gksusokys xyr O;ogkj ls lacaf/kr naMkRed izko/kkuksa dh ppkZ dhft, 8

5. ¼v½ foØ; {ks= dh dk;ZO;kfIr (Scope) crkb,A 4

¼c½ foØ;@fcØh dksVk dh ladYiuk Li"V dhft,A 4

¼d½ fcØh izpkj (Sales Promotion) rFkk foKkiu ds chp dk laca/k n'kkZb,A 4

¼M½ ckSf)d laink vf/kdkj vf/kfu;e ds izeq[k mís'k crkbZ,A 4


