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TS-006 : TOURISM MARKETING
Time : 2 Hours Maximum Marks : 100

GENERAL INSTRUCTIONS

All questions are compulsory. Each question carries 2 mark.

2. No cell phones, calculators, books, slide-rules, notebooks or written notes, etc. will
be allowed inside the examination hall.

3.  You should follow the instructions given by the Centre Superintendent and by the
Invigilator at the examination venue. If you violate the instructions, you will be
disqualified.

4. Any candidate found copying or receiving or giving assistance in the examination
will be disqualified.

5. The Question Paper and the OMR Response Sheet (Answer Sheet) would be
supplied to you by the Invigilators. After the examination is over, you should hand
over the OMR Response Sheet to the Invigilator before leaving the examination
hall. Any candidate who does not return the OMR Response Sheet will be
disqualified and the University may take further action against him/her.

6. All rough work is to be done on the question paper itself and not on any other
paper. Scrap paper is not permitted. For arriving at answers you may work in the
margins, make some markings or underline in the test booklet itself.

7. The University reserves the right to cancel the result of any candidate who
impersonates or uses/adopts other malpractices or uses any unfair means. The
University may also follow a procedure to verify the validity of scores of all
examinees uniformly. If there is substantial indication that your performance is not
genuine, the University may cancel your result.
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How to fill up the information on the OMR Response Sheet
(Examination Answer Sheet)

Write your complete Enrolment No. in 9 digits. This should correspond to the
enrolment number indicated by you on the OMR Response Sheet. Also write your
correct name, address with pin code in the space provided. Put your signatures on
the OMR Response Sheet with date. Ensure that the Invigilator in your
examination hall also puts his signatures with date on the OMR Response Sheet at
the space provided.

On the OMR Response Sheet student’s particulars are to be filled in by blue/black
ball pen also. Use blue/black ball pen for writing the Enrolment No. and
Examination Centre Code as well as for blackening the circle bearing the correct
answer number against the serial number of the question.

Do not make any stray remarks on this sheet.

Write correct information in numerical digits in Enrolment No. and Examination
Centre Code Columns. The corresponding circle should be dark enough and should
be filled in completely.

Each question is followed by four probable answers which are numbered (1), (2), (3)
and (4). You should select and show only one answer to each question considered by
you as the most appropriate or the correct answer. Select the most appropriate
answer. Then by using blue/black ball pen, blacken the circle bearing the correct
answer number against the serial number of the question. If you find that answer
to any question is none of the four alternatives given under the question, you
should darken the circle with 0.

No credit will be given if more than one answer is given for one question. Therefore,
you should select the most appropriate answer. '

You should not spend too much time on one question. If you find any particular
question difficult, leave it and go to the next. If you have time left after answering
all the questions, you may go back to the unanswered question.

There is no negative marking for wrong answers.
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In the Production Era, the main emphasis is on developing :

(1) Standardised product
(2) Effective sales techniques
(3) Consumer need based products

(4) Promotional strategies

Which of the following is not a characteristic feature of a tourism product ?

(1) Perishable (2) Heterogeneity

(83) Noownership (4) Standardised product

A structured guide for carrying out marketing operations is known as

(1) Marketing Research (2) Marketing Plan

(3) Marketing Process (4) Marketing Philosophy

Psychographic segmentation refers to segmenting the market based on variables

like :
(1) age, gender etc. (2) buyer’s product knowledge
(3) social status (4) spending pattern

Which of the following is not a majbr tourist generating country for tourism to

" India ?
(1) Pakistan (2) U.SA.
(3) SriLanka 4) UK

TS-6
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In Random sampling :

(1) some order is introduced into the choice of sample.

(2) samples are taken from different segments of the population.

(3) every member of the population has an equal chance of being in the sample.

(4) every member of the population do not have an equal ¢hance of being in the

sample.

If the entire populafion is sought to be contacted, it is known as

survey.
(1) Sample ~ (2) Census

(3) Section (4) Representative

Competition is inherent when :

(1) there is only one supplier.

(2) there is no supplier.

(3) there are two or more suppliers.

(4) None of the above’

Oligopoly exists in an industry when company/companies have a

substantial combined share of the industry.

(1) one | (2) many

3) few (4) no

(4)



10. Time-series method of forecasting uses :
(1) Market test
(2) Historical data and then sorting it on time basis ¢
(8) Correlate demand with supply

(4) Survey results

11. Technology refers to :
(1)' The know-how and techniques of mafketing research
(2) The know-how and techniques of market segmentation
(3) The know-how and techniques of forecasting

(4) The know-how and techniques of transforming inputs (resources) into outputs

(or results)
12. High technology demands more at work.
(1) Muscle power (2) Body strength
(8) Utilisation of knowledge (4) Manual activity

13. In India, National Tourism Organisation (NTO) refers to:

(1) Department of Tourism at State level
(2) Indian Association of Tour Operators
(3) District Level Tourism Organisation

(4) Ministry of Tourism at the Centre
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14. Local Bodies are responsible for :

15.

16.

17.

TS-6
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(4)

Formulation of National Tourism Plans
Infrastructural support like—electricity, water, road, sanitation etc.
Co-ordination between the various tourism organisations

Sanction of tourism projects

The concept of Dilli Haat is based on :

(D

(2)

3

4)

Craft Market Place
Leisure tourist attraction
Commercial shopping complex

Food Court

Sites around the world are given ‘World Heritage’ status by :

(D

(3)

UNESCO (2) UNWTO

WTTC (4) WHO

Which of the following is not a role of the tourism NGOs ?

(D

(2)

(3)

(4)

Criticising tourism policy in the hope of making it more just.
Highlighting problems directly borne out of tourism destination at the site.
Lobbying and advocacy.

Implementing tourism projects at destinations.

(6)



18. Which of the following is least relevant in Socially Responsible Marketing ?

(1) Seeks to influence social behaviour
(2) Benefit the target audience
(3) Benefit the marketer

(4) Make the society a better place

19. are concepts critical to Socially Responsible Tourism.
(1) Alternative Development, Sustainable Development and Carrying Capacity
(2) Alternative Development, Sustainable Development and Mass Tourism
(3) Sustainable Development, Carrying Capacity and Seasonal Marketing

(4) Sustainable Development, Carrying Capacity and Promotional Mix

20. Neemrana Fort Palace as a Heritage Hotel is an example of :

(1) Rehabilitation (2) Conservation

(3) Restoration " '(4) None of these

21. Choose the correct statement :

(1) Product mix is a set of product lines and product items.
(2) Product lines is a set of product mix and product items.
(8) Productitem is a set of product mix and product lines.

(4) Product mix is a set of product lines only.
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22. Which of the following is not a Product level ?

(1) Core Benefit (2) Generic Product

(8) Specific Product (4) Augmented Product

23. Demand Oriented Pricing Objectives is based on :
(1) maximum revenue generation
(2) customer’s willingness and capacity to pay
(38) price variation to ensure demand matches supply

(4) the price of the competitor

24. In‘Going Rate Pricing Practice’, pricing is :
(1) done on an assessment of what value the consumer perceives in the
product/service on offer.
(2) based on what the competition is charging. |
(3) fixed above the prevailing market price.

(4) done to yield a certain target rate of return on the investment made.

25. Trade discount is not available to :

(1) Tour operators
(2) Travel agents
(3) Tourists

(4) People employed in the trade

TS-6 (8)



26.

217.

28.

29.

TS-6

o))
()
3)
4)

is a variable cost.
Rent of office building
Cost of reservation made in a hotel by a tour operator
Salary of employee

Electricity charges |

1

In-flight magazine of Air India carries the message why some of the seats in an

aircraft are empty. This relates to :

(D
3)

Advertising (2) Personal Selling

Public Relations (4) Sales Promotion

One of the 4P’s of Tourism Marketing Mix is Place. Here ‘Place’ refers to:

(1
(2)
3

4

Place where the tourist originates from
Place where the tourist visits
Place where tourism activity takes place

Distribution channels or means by which tourism supplier gain access to

potential tourist

Selection of Channels and Intermediaries does not depend upon which of the

following factors ?

oy
(2
3

4)

Access to end user
Amenities at the destination
Choosing the best intermediary

Geographical coverage desired

(9) P.T.O.



30.

31.

32.

33.

TS-6

is an example of Peripheral Physical Evidence.
(1) Railway Ticket

(2) Travel Agent Office

(3) Tourist Coach

(4) Tourist Information Centre

FAM tour means :

(1) Family tour (2) Fantasy tour

(3) Familiarisation tour (4) Fun tour

Which of the following is not the purpose of a FAM tour ?

(1) Destination promotion and image building
(2) Setting pricing objectives
(3) Introducing new products

(4) Publicising events

is a major problem during peak tourist season.
(1) Closure of tourism units
(2) High maintenanée of tourism units
(3) Shortage in essential supply

(4) Declining profit

(10)



34. One of the following is not a standard agenda in Trade Fairs/Travel Mart
interactions :
(1) Cémmissions are decided
(2) Volume of business is discussed and decided
(3) Producers meet new buyers

(4) Emphasis on general public participation

35. The venue for the World Travel Market (WTM) is in which city ?

(1) Paris (2) London

(3) New York (4) Delhi

36. Issues to be considered in tourism promotion (which is the most appropriate
option ?)
(1) Checking negative image and adverse publicity
(2) Product differentiation and destination positioning
(8) Role of local bodies

(4) All of the above

37. When Culfural Events are priced to earn tourist dollar, they :
(1) become more meaningful to the community and its cultural needs.
(2) are further alienated from the commuinity and its cultural needs.

(3) do not haye any impact on the community and its cultural needs.

(4) are appreciated by all.
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38. The Olympics belong to which category of Events ?

(1) Political Events (2) Cultural Events

(3) Hallmark Events (4) Minor Events

39. India can best be marketed as :
(1) an adventure tourism destination
(2) an educational tourism destination

(3) acultural tourism destination

(4) asports tourism destination

40. Maharashtra’s famous Prasad for Ganesh Chaturthi is :

(1) Modak (2) Halwa

(8) Jalebi (4) Laddu

41. Accommodation Marketing falls in which category ? A
(1) Marketing of Goods
(2) Marketing of Services
(3) Marketing of Goods/Services

(4) None of the above

TS-6 (12)



42.

43.

44.

45.

46.
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What do you mean by Overfull Deridand: %o+

(1) When the target consumers are indifferent to the new product.

(2) When a substantial number of consumers share a strong desire for something

that cannot be satisfied by an existing product.
(3) When the demand level is higher than that can be handled by a company.

(4) When there is variation in demand.

Choose the correct combination :
(1) No Demand—Stimulational Marketing
(2) Latent Demand—Demarking

(3) Overall Demand—Stimulational Demand

(4) Overall Demand—Developmental Marketing

is an example of formal sector accommodation.

(1) Dak Bungalows "~ (2) Youth Hostels
(3) Commercial Hotels (4) Guest House
Motels aré usually located :

(1) along highways (2) incity centres

(8) in commercial centres (4) 1in residential areas
The basic characteristics of Condominium relates to :

(1) Exclusive ownership of both living space and common facilities
(2) Private ownership of living space with joint ownership of commbn facilities
(3) Rooms booked in commercial hotels

(4) Bed and breakfast establishment

(13) : P.T.O.
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48.

49.

50.
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The nature of the tourism product/service makes joint promotion of

the products and services of various constituents of a necessity.

(1) interdependent (2) stand alone

(3) intangible (4) perishable

Identify the wrong statement :

(1) Some tour operators employ sales representatives to establish business links.
(2) A tour operator has to carefully plan his/her distribution channels.
(3) Tour operators rely exclusively on individual tourist for their business,

(4) Tour operators need to go for SWOT analysis.

Which of the following is not an external force impacting tour operation business ?

(1) Fluctuations in currencies
(2) Airline strikes
(3) Law and Order situation

(4) Competency level of in-house employees

is a factor used in market segmentation based on tourists’ motives.

(1) Income
(2) Family size
(3) Preference for cultural attractions

(4) Mode of travel

- (14)
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