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Part II (Multiple Choice euestions)
Answer all'questions

Nl questions a,re compulsory.

1. which of the following sets of terms best describes a service ?

(a) Objects, dqvices, and perforinances_

&) Effort, objects, and deeds.

.. ,: (c) Things, devices and performances.

. (d) Deeds, effort, and performance.

2. The primary cost of producing a seryice is :

(b) Rent.

(d) Cost of goods sold.

3' Services or products that customers buy immediately after noticing are classified as :

(a) Augmented product or serwices. (b) Convenience products and services.
(c) Shopping goods or services. (d) Sought pioducts or services.

4' A 
-- 

is intangible merchandise involvin$ a deed, performance, or an 
'effort 

that cannot be
physically possessed.

(a) Labour.

(c) 'Overhead.

(a) Service.

(c) Goodwill.

5. The most basic and
{

(a) Tangibitity.

(c) Eviderice.

Maximum :20 Marks

(b) Product.

(d) Patent

universallycitedcharacteristicofsenricesis:

, ,-' (b) Intangibility.:
:1" i (d) Inseparability:.

Tlrr:l over.



6. A primary issue that marketers face

(a) Employee.

(c) Intangibility.

7. Price Terminolory for

(a) Honorarium.

(a) Reliability.

(c) Assurance.

D 41665

in relation to service perishability is the inability to hold :

(b) Tansibility.

(d) Inventory.

msurance seryrces :

8.

9.

(c) Premium. (d) Commission.

It refers to a low price which is quoted for a basic pervice to attract customers :

(a) Diversionary.pricing. (b) Guaranteed pricing.
(c) Introductory pricing. (d) Relationship pricing.

It refers to the environment in which service is delivered and where the firm
interact : . 

-- --" -- --'^'-'

(a) Place. (t) Space.

(c) Physical evidence/services cape. (d) service environment.
10. has been consistently found to be the most important determrrrant

service quality.

(a) Responsiveness.

(c) Reliability.

(b) Fee.

G) Assurance

(d) Empathy.

(b) Responsiveness.

(d) Empathy.

and customer

of perceptions of

11. It is the willingness of the service providers to help customers and to provide prompt service :

L2. Which of the following staternents.are incorrect ? ,

(a) Services are intangible. ' -

' G) Services are perishable.

(c) Services can be co-produced with customers.

(d) Services are invariable.

services marketings an attractive field of study for tndia because :

(a) Services contribute to more thari half of India,s GDp.

ft) services are delivered by more than half of India's population. ,

(.] services are more important than agriculture and manufacturing.
(d) All of the above.

13.
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14. Services are delivered within the marketing environment. The macro erlvironment can be analyzed

using which of tlle fo-llowing tools ?

(a) SWOT'

(c) TOWS.

.ssifred into two groups, i.e. services in consumer markets and services in :

(a) Industrial market. - &) Domestic market'

(c) International rnarket. (d) Goods market.

16- are transactional interactions in which one person provides a servicdor good to another

person.

(a) Customerencounters.

(c) Service encounters.

17. Itris is useil to illustrate factors that influence service experience, including those that are visible

and invisible to consumer :

(b) Servuction model.

(d) Service triangle.

18. Relationship marketing can be developed through loyalty incentives such as':

(a) Servqual rnodel.

(c) Service qualitY gaP.

(a) Service encounter Program.

(c) Frequency flyer Program.

(a) Inseparability.

(c) IntangibilitY.

(a) Cost structure.

(c) Cost.

(b) ,PEST.

(d) None of the above.

_ 
(b) Personal'meetings.

(d) Marketing encounters.

(b) 
. Stress reduction program.

(d) Customer survey.

(b) Tangibility.

(d) Reliability.

(b) Price.

(d) Brand.

19. place or distribution is a major factor in development of service.marketing strategy because of the

of service from the Producer'

20. In service industry charges, fee, fare or rate etc., are dll ofthe service.
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Part I (DescriPtive Questions)

Answerthefoltawingquestionsintwoorthreesentences'

Maximum: 80 Marks

(5 x 2= 10 marks)

Pent B

Answer onY fovr questions'

Eoch question canies L0 mark*

6. Explain the unique characteris[ics qf service'

7. What are the steps in senrice market segmentation ? r

8. Explain the stages of developing a new service'

9.Whatare9heextendedmarketing+ixesforse1cemanaFement?Explain

11.. \[/hat do you mean by productivity in seryice ? How it is calculated ? Explain'

(4 x 10 = 40 marks)

1. Define high contact sei"vices.

2. What do yo-u mean.by Ladder of Customer Loyalty ?

3. Define the telrn service encounter'

4. Define E+ervic9s. Give suitable ex4mples'

5. State the concept of augmented service'

Turn over
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Maximum : 80 Marks

Section A

Answer ttrc fobowing n*u-orr)" in two ar t;hree senteznces.

Each queslion canies 2 marks.

1. Define senrice.

2. What is senrice Blueprinting ?

3. Define service positioning.
a

4. What do you mean by physical evidence of service ?

5. Statethe concept of SERVPERF.

(5x2=l0marks)

Answer any fotlr questinns..:
Each question corries LO marks:

f^- 
-^--fL 

^f -^--:^^ -^--t-^r:-^- 
:-- Y- l:- o6. What are the reasons for growth of service marketing in India ?

?. Discuss the concept of service triangle. Who are the parties involved in it?

8. Explain the approaches relating to service targeting strategies.

9. Discuss the nature and scope of Green Marketing

10. Explain the seryice quality dimensions. ;

11. Differentiate betweeh goods and services.

(4 x 10 = 40 marks)

Section C

Answer any ttvo questions,

Dach questian carries 15 rnarks.

L2. {hut do you mean by SERVQUAL ? Explain Service euality Gaps.

13. -Explain the concept of PESTEL analysis in service management.

14. Explain the concept of Customer Loyalty. Discriss the ways of building customer loyalty.
, (Z x lb = 30 marks)


