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Q.  SET No MARKI NG SCHE ME- 2012-13 

BUSI NESS STUDI ES 

FOREI GN- 66/ 2/ 1-2-3 
EXPECTED ANS WERS / VALUE POI NTS 

DI STRI- 

BUTI ON 

OF MARKS 

66/ 2/ 1 66/ 2/ 2 66/ 2/ 3 

1 3 12 Q.  What is meant by ‘ Perfor mance Appraisal’? 

Ans. Perfor mance Appraisal means eval uati ng an 

e mpl oyee’s current and /or past perfor mance as 

agai nst certai n predet er mined standards.  

1 mark 

2 6 11 Q.  Na me t he functi on of manage ment that 

recognises the i mport ance of every si ngl e person 

e mpl oyed by an organisati on.  

Ans. St affi ng.  

1 mark 

3 9 10 Q.  Na me t he type of pl an t hat does not allow for 

any flexi bility or discretion.  

Ans. Rul e. 

1 mark 

4 1 9 Q.  Di sti nguish bet ween ‘ Unity of Co mmand’ and 

‘ Unity of Di recti on’ princi pl es of manage ment on 

the basis of ‘ Ai m’.  

Ans. ‘ Unit y of Co mmand’ prevents dual 

subordi nati on while ‘ Uni ty of Directi on’ prevents 

overlappi ng of activities. 

1 mark 

5 2 8 Q.  Suggest a suitabl e organi sati on struct ure, for a 

large scale organi sati on havi ng di versified 

acti vities and operati ons that requi re a hi gh degree 

of speci alisati on.  

Ans. Functi onal Struct ure.  

 

1 mark 

6 4 7 Q.  What is the di recti on of fl ow of ‘ Responsi bility’ 

and ‘ Account ability’? 

Ans. Bot h responsi bility and account ability fl ow 

upwar ds from subordi nate t o superi or. 

 

1 mark 

7 7 6 Q.  Gi ve the meani ng of ‘Aut horitati ve styl e’ of 

leadershi p.  

Ans. Aut horitati ve st yl e of leadershi p is one i n which 

a leader gi ves orders and insists t hat they are obeyed. 

He det er mi nes the policies for t he group wit hout 

consulti ng t he m.  

 

1 mark 

8 10 5 Q.  Why is i nfor mal syste m of co mmuni cati on 

generall y referred as the ‘grapevi ne 

co mmuni cati on’? 

Ans. Infor mal syst e m of communi cati on is generally 

referred t o as ‘grapevi ne communi cati on’ because it 

spreads throughout t he organisati on wit h its branches 

goi ng out i n all directi ons in disregard t o t he levels of 

aut hority. 

 

1 mark 

9 11 4 Q.  Defi ne ‘ Brand Na me’. 

Ans. Brand Na me is that part of t he brand whi ch can 

 

1 mark 
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be spoken.  

10 12 3 Q.  What is meant by pro moti on? 

Ans. Promoti on refers t o the use of communi cati on 

wi t h t he t wi n obj ecti ves of i nfor mi ng pot ential 

cust omers about t he product and persuadi ng t he m to 

buy it. 

(In case the exa mi nee has expl ai ned ‘ pro moti on’ as 

an i nternal source of recruit ment, full credit 

shoul d be gi ven) 

 

1 mark 

11 8 2 Q.  Gi ve the meani ng of ‘ Fi nanci al Market’. 

Ans. Fi nancial Mar ket is the mar ket for t he creati on 

and exchange of fi nancial assets. 

 

1 mark 

12 5 1 Q.  State any one function of ‘Stock exchange’. 

Ans. Functi ons of a st ock exchange are: ( Any one) 

(a) It provi des li qui dit y and mar ketability t o existing 

securities. 

(b) It hel ps i n det er mi ni ng t he prices of securities 

through t he forces of demand and suppl y.  

(c) It ensures safet y of transacti ons because it is well 

regul ated and transacti ons are perfor med wit hi n the 

existi ng legal fra me wor k. 

(d) It contri butes t o econo mi c growt h t hrough t he 

pr ocess of disi nvest ment and rei nvest ment.  

(e) It hel ps i n spreadi ng of equit y cult by regul ating 

ne w issues and better tradi ng practices.  

(f) It provi des scope for healt hy specul ati on t o ensure 

liqui dit y and price conti nuit y i n t he st ock mar ket. 

(If an exa mi nee has only gi ven t he headi ngs, ½ 

mark for each headi ng shoul d be awarded. ) 

 

 

 

 

 

1 mark 

13 -- -- Q.  State any t hree responsi bilities of a consumer.  

Ans. Responsi bilities of the consumer t o safeguard 

his i nterests: ( Any t hree) 

(i) Be aware about vari ous goods and servi ces 

availabl e i n t he mar ket so t hat an i ntelli gent and wi se 

choi ce can be made.  

(ii) Buy onl y standardised goods as t hey provi de 

qualit y assurance. Thus, look for ISI mar k on 

el ectrical goods, FPO mark on food products, 

Hall mar k on jewellery etc.  

(iii) Learn about t he risks associ ated wit h products 

and servi ces, follow manufact urer’s i nstructi ons and 

use t he products safel y.  

(i v) Read labels carefull y so as t o have i nfor mati on 

about prices, net wei ght, manufact uri ng and expiry 

dat es, etc.  

(v) Assert yourself to ensure t hat you get a fair deal. 

  

 

 

 

 

 

1 x 3 

= 

 

3 marks 
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(vi) Be honest in your deali ngs and choose onl y fro m 

legal source and discourage unscrupul ous practices 

like black- mar keti ng, hoardi ng etc. 

(vii) Ask for a cash me mo on purchase of goods or 

servi ces. This woul d serve as a proof of t he purchase 

made.  

(viii) File a compl ai nt i n an appropri ate consumer 

forum i n case of a shortco mi ng i n t he qualit y of goods 

purchased or servi ces availed. Do not fail to take an 

acti on even when t he a mount i nvol ved is s mall. 

(i x) For m consumer societies whi ch woul d pl ay an 

acti ve role i n educati ng consumers and safeguarding 

their interests. 

(x) Respect t he environment. Avoi d wast e, litteri ng 

and contri buti ng t o poll ution.  

(If an exa mi nee has only gi ven t he headi ngs, ½ 

mark for each headi ng shoul d be awarded. ) 

14 -- -- Q.  State any t hree functions of consumer 

organi sati ons.  

Ans. Functi ons of consumer organisati ons are: ( Any 

three) 

(i) Educati ng t he general public about consumer rights 

by organisi ng trai ni ng progra mmes, se mi nars and 

wor kshops.  

(ii) Publishi ng peri odi cals and ot her publicati ons to 

i mpart knowl edge about consumer probl e ms.  

(iii) Carryi ng out comparati ve testi ng of consumer 

pr oducts i n accredited laborat ories. 

(i v) Encouragi ng consumers t o strongl y prot est and 

take acti on agai nst unfair trade practices.  

(v) Provi di ng legal assistance t o consumers. 

(vi) Fili ng compl ai nts i n appr opriate consumer courts 

on behalf of t he consumers. 

(vii) Taki ng an i nitiati ve in filing cases i n t he interest 

of general public. 

 

 

 

 

 

 

 

1 x 3 

= 

 

 

 3marks 

15 -- -- Q.  Gi ve the meani ng of all ocati ve functi on of 

fi nanci al market. State the consequences of this 

functi on.  

Ans. All ocati ve functi on of fi nancial mar ket refers to 

all ocati ng or directi ng funds availabl e for i nvest ment 

int o t heir most producti ve i nvest ment opport unit y 

Consequences of all ocative functi on of fi nancial 

mar ket: 

(i) The rate of ret urn offered to t he househol ds woul d 

be hi gher. 

(ii) Scarce resources are all ocat ed t o t hose fir ms 

 

1 mark for the 

meani ng 

+ 

1 mark  

for each 

consequence 

=1 x 2 

=2 marks 

 

=1+2 



 4 

whi ch have t he hi ghest producti vit y for t he economy.  =3 marks.  

 

16 -- -- Q.  State any t hree regulat ory functi ons of 

Securities and Exchange Board of Indi a (SEBI). 

Ans. Regul at ory functi ons of Securities and Exchange 

Boar d of India are ( Any three): 

1. It registers brokers and sub brokers and ot her 

pl ayers i n t he mar ket. 

2. It registers collecti ve invest ment sche mes and 

mut ual funds.  

3. It regul ates st ock brokers, portfoli o exchanges, 

under writers and merchant bankers.  

4. It regul ates takeover bids by compani es. 

5. It calls for i nfor mati on by undertaki ng i nspecti on, 

conducti ng enquiries and audit of st ock exchanges 

and i nter medi aries. 

6. It levi es fee or ot her charges for carryi ng out t he 

pur poses of t he SEBI Act , 1992.  

7. It perfor ms and exercises such powers under 

Securities Contract ( Regul ati on) Act, 1956 as may be 

del egat ed by t he Government of Indi a. 

(If an exa mi nee has gi ven onl y the headi ng, ½ 

mark for the headi ng shoul d be awarded)  

 

 

 

 

 

 

 

1 x 3 

= 

3 marks 

17 -- -- Q.  Expl ai n why it is said t hat controlli ng is a 

for ward l ooki ng as well as backward l ooki ng 

functi on.  
Ans.  Controlli ng i s  f or ward l ooki ng because correcti ve 

acti on i n controlli ng seeks t o i mpr ove  t he perfor mance  i n 

the fut ure or to revise fut ure pl ans.  

 

Controlli ng i s  l ooki ng back because  it  i s  li ke a  post morte m 

of past acti vities to fi nd out devi ati ons from t he standards.  
 

 

 

 

1 ½  marks 

+ 

 

1 ½  marks 

=3 marks 

18 -- -- Q.  Expl ai n ‘ Taki ng correcti ve acti on’ as a step of 

controlli ng process. 

Ans.  

 If the devi ati ons are wit hin accept abl e li mits, no 

correcti ve acti on is required.  

  When devi ati ons go beyond t he accept able range 

especi all y i n i mport ant areas, i mmedi at e managerial 

attenti on is required so t hat t he devi ations do not 

occur agai n.  

 If the devi ati ons cannot be correct ed t hrough 

managerial acti on, the standards may have t o be 

revised.  

 

 

 

 

 

 3marks 
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19 21 22 Q.  Sahil, the di rector of a gar ments co mpany, is 

pl anni ng to manuf act ure bags for the utilisati on of 

waste materi al of one of his gar ments unit.  He 

deci ded t hat this manufact uri ng unit will be set up 

i n a rural area of Orissa where peopl e have very 

less job opport unities and l abour is avail abl e at 

very l ow rate.  He also thought of gi vi ng equal 

opport unities to men and wo men.  

For this he sel ected Rehman, A. Banerjee, 

Harpreet Kaur and Rajesh as heads of Sal es, 

Accounts, Purchase and Producti on depart ments.  

(i) Identify and state the next t wo steps that Sahil 

has to foll ow i n the staffi ng process after selecting 

the above heads.  

(ii) Also i dentify any t wo val ues whi ch Sahil wants 

to co mmuni cate to the soci ety by setti ng up t his 

manuf act uri ng unit. 

Ans: (i) The next t wo steps t hat Sahil has t o follow i n 

the staffi ng process are: 

(a) Pl ace ment and orientati on.  

Pl ace ment refers t o occupyi ng of positi on by t he 

e mpl oyee for whi ch he has been sel ected.  

Ori ent ation refers t o i ntroduci ng t he selected 

e mpl oyee t o ot her e mpl oyees and fa miliarisi ng him 

wi t h t he rules and policies of t he organisati on.  

(b) Trai ni ng and devel opment  

Tr ai ni ng is t he process by whi ch t he aptit udes, skills 

and abilities of t he e mpl oyees to perfor m specific jobs 

are i mpr oved.  

Devel opment is the process by whi ch t he e mpl oyees 

acquire skills and competenci es for handli ng hi gher 

jobs i n fut ure. It enabl es the overall growt h of t he 

e mpl oyee.  

 

(ii) Val ues whi ch Sahil wants t o communi cat e t o the 

soci et y are: ( Any t wo) 

(a) Devel opment of backwar d areas.  

(b) Provi di ng j ob opportunities i n rural areas.  

(c) Equalit y. 

(d) Opti mu m utilisati on of resources.  

(e) Secul aris m.  

 

( Any ot her i ndi vi dual response wit h suitabl e 

justificati on shoul d also be accepted even if there is 

no reference to the text) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

1 ½ marks for 

each step 

=1 ½ x 2 

=3 marks 

 

 

 

 

 

 

 

+ 

 

 

 

1 mark for 

each val ue 

=1 x 2 

=2 marks 

 

 

=3+2 

=5 marks 

 

 

 

 

 

 



 6 

 

20 22 21 Q.  Gi ve the ot her na me of ‘ Long ter m Invest ment 

Decisi on’ and state any three factors whi ch affect 

this decisi on.  

Ans. Long tern Invest ment decisi on is also called 

Capital budgeti ng decisi on or t he fi xed capital 

decisi on.  

Fact ors whi ch affect this decisi on are: ( Any t hree) 

The foll owi ng are t he factors affecti ng t he long term 

invest ment decisi on (any three): 

(a) Cash fl ows of t he project duri ng t he life of an 

invest ment affect the l ong ter m i nvest ment decision.  

(b) The rate of ret urn of the proj ect based on expect ed 

ret urn and t he risk invol ved affects t he l ong ter m 

invest ment decisi on.  

(c) The i nvest ment criteria i nvol ved must be 

consi dered before taki ng the long ter m i nvest ment 

decisi on.  

(d) Nat ure of busi ness as a tradi ng concern needs 

lower fi xed capital than a manufact uri ng concern 

si nce it does not require to purchase pl ant and 

machi nery etc 

(e) Scal e of operati ons as a large scal e organisati on 

requires hi gher i nvest ment i n fi xed assets t han a small 

scal e organisati on.  

(f) Choi ce of techni que as a capital intensi ve 

or ganisation requires hi gher i nvest ment i n pl ant and 

machi nery as compared to a labour i ntensi ve 

or ganisation.  

(g) Technol ogy upgradation as an enterprise whi ch 

upgrades its technol ogy mor e often requires hi gher 

fi xed capital. 

(h) Gr owt h prospects as hi gher growt h prospects 

require hi gher i nvest ment in fi xed assets. 

(i) Di versificati on as an organisation whi ch pl ans to 

di versify will require more fixed capital. 

(j) Fi nanci ng alternati ves as availability of leasi ng 

facilities may reduce t he invest ment i n fi xed assets. 

(k) Collaborati on reduces the level of i nvest ment in 

fi xed assets. 

(If an exa mi nee has gi ven onl y the headi ngs, ½ 

mark for each headi ng shoul d be awarded. ) 

 

 

 

 

1 mark 

 

+ 

 

1 mark for 

each state ment  

=1 x 3  

= 3 marks 

 

 

 

 

=1+3 

= 4 marks 

21 19 20 Q.  Expl ai n any four factors whi ch affect the fixed 

capital requi re ments of a co mpany.  
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Ans. Fact ors whi ch affect the fi xed capital 

require ments of a company are: ( Any four) 

(a) Scal e of operati ons as a large scal e organisati on 

requires hi gher i nvest ment i n fi xed assets t han a small 

scal e organisati on.  

(b) Choi ce of techni que as a capital intensi ve 

or ganisation requires hi gher i nvest ment i n pl ant and 

machi nery as compared to a labour i ntensi ve 

or ganisation.  

(c) Technol ogy upgradation as an enterprise whi ch 

upgrades its technol ogy mor e often requires hi gher 

fi xed capital. 

(d) Gr owt h prospects as hi gher growt h prospects 

require hi gher i nvest ment in fi xed assets. 

(e) Di versificati on as an or ganisation whi ch pl ans to 

di versify will require more fixed capital. 

(f) Fi nanci ng alternati ves as availability of leasi ng 

facilities may reduce t he invest ment i n fi xed assets.  

(g) Collaborati on reduces the level of i nvest ment in 

fi xed assets. 

½ mark for 

headi ng 

 

+ 

 

½  mark for 

expl anati on 

 

=1 x 4 

=4 marks 

22 20 19 Q.  What is meant by ‘ Fi nanci al Pl anni ng’? State any 

three poi nts of its i mportance.  

Ans. The process of estimati ng t he fund require ments 

of a busi ness and specifying t he sources of funds is 

called financi al planni ng.  

OR 

Fi nancial planni ng is t he preparati on of a fi nancial 

bl uepri nt of an organisation’s fut ure operati ons.  

 

I mport ance of fi nanci al planni ng: ( Any t hree) 

(i) It hel ps t he company to prepare for t he fut ure.  

(ii)  It hel ps i n avoi di ng busi ness shocks and 

surprises.  

(iii) It hel ps i n co-ordi nating vari ous busi ness 

functi ons. 

(i v)  It hel ps i n reduci ng wast e, duplicati on of efforts, 

gaps i n planni ng and confusi on.   

(v) It links t he present wi th t he fut ure. 

(vi) It provi des a link between i nvest ment and 

financi ng decisi ons. 

(vii) It makes eval uati on easi er by spelli ng out t he 

det ailed obj ecti ves of various busi ness segments.  

 

 

 

1 mark for 

meani ng 

+ 

1 mark for 

each state ment  

1 x 3 

= 

3 marks 

=1+3 

= 

 

4 marks 

23 -- -- Q.  Expl ai n any fi ve reasons whi ch cl arify that 

manage ment is gai ni ng i mportance day by day.  

Ans. Fi ve reasons whi ch cl arify t hat manage ment is 

gai ni ng i mport ance day by day are: 

 

½ mark for the 

headi ng 

+ 
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(a) Hel ps i n achievi ng group goals. 

(b) Increases efficiency.  

(c) Creat es a dyna mi c organisati on.  

(d) Hel ps i n achi evi ng personal obj ecti ves. 

(e) Hel ps i n t he devel opment of soci et y.  

(If an exa mi nee has not gi ven t he headi ngs as 

above but has gi ven t he correct expl anati ons, full 

credit shoul d be gi ven) 

½ mark for  

 expl anati on 

= 1 x 5 

= 5 marks 

 

24 24 25 Q.  Na mi ta and Asl a m co mpl eted their MBA and 

started worki ng i n a multi-nati onal co mpany at the 

sa me level.  Bot h are worki ng hard and are happy 

wi t h their e mpl oyer.  Asl am had t he habit of 

backbiti ng and wrong reporti ng about his 

colleagues to i mpress his boss.  All the e mpl oyees 

i n the organisati on knew about it.  At the ti me of 

perfor mance appraisal the perfor mance of Nami t a 

was j udged better than Asl a m.  Even t hen t heir 

boss, Sal ee m Khan decided to pro mote Asl a m 

stati ng that bei ng a fe mal e Na mi ta will not be abl e 

to handl e the co mpli cations of a hi gher post. 

(i) Identify and expl ai n the pri nci pl e of 

manage ment whi ch was not foll owed by this multi-

nati onal co mpany.  

(ii) Identify the val ues whi ch are bei ng i gnored 

quoti ng the li nes fro m the above para.  

Ans. (i) The pri nci pl e viol ated is EQUI TY.  

 It advocates t hat there shoul d be no discri mi nati on 

agai nst anyone on account of sex, reli gi on, 

language, caste, belief, nati onalit y etc.  

 It emphasises ki ndli ness and j ustice i n t he behavi our 

of managers t owar ds the wor kers t o ensure l oyalt y 

and devoti on.  

 

(ii) The val ues whi ch are bei ng i gnored are: 

- Good human behavi our because ‘ Asl a m had t he 

habit of backbiti ng and wrong reporti ng about his 

colleagues to i mpress his boss’. 

- Gender Equalit y because ‘ Their boss deci ded t o 

pr omot e Asl a m stating t hat bei ng a fe mal e Na mita 

wi ll not be abl e t o handl e the complicati ons of a 

hi gher post’. 

( Any ot her i ndi vi dual response wit h suitabl e 

justificati on shoul d also be accepted even if there is 

no reference to the text) 

 

 

 

 

 

 

 

 

 

 

 

 

1 mark for 

i dentifyi ng  

the pri nci pl e 

+ 

2 marks  

for expl anati on 

 

 

 

 

 

+ 

 

 

1 mark for 

each val ue 

=1 x 2 

=2 marks 

 

=1+2+2 

=5 marks 

25 25 24 Q.  The Court passed an order to ban pol yt hene 

bags as 
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(i) These bags are creating many envi ronment al 

probl e ms whi ch affect the life of peopl e i n general. 

(ii) Society i n general is more concerned about 

quality of life. 

The Government deci ded to gi ve subsi dy to jute 

i ndustry to pro mote this busi ness.  

      Innovati ve techni ques are bei ng devel oped to  

      manuf act ure jute bags at l ow rates. 

       Inco mes are risi ng and peopl e can afford to 

      buy these bags.  

Identify the different dime nsi ons of Busi ness 

Envi ronment by quoti ng t he li nes fro m t he above 

particul ars. 

Ans. Legal environment. 

‘ The Court passed an order t o ban pol yt hene bags.’ 

Soci al environment. 

‘ The bags are creati ng environment al probl e ms whi ch 

affect the life of peopl e in general.’ 

‘Societ y in general is more concerned about quality of 

life.’ 

Political environment. 

The government deci ded to gi ve subsi dy t o j ute 

industry to promot e t his busi ness. ’ 

Technol ogi cal environment. 

‘Innovati ve techni ques are bei ng devel oped t o 

manufact ure j ute bags at low rates.’ 

Econo mi c environment. 

‘Incomes are risi ng and peopl e can afford to buy these 

bags.’ 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

½ mark  

for 

i dentificati on 

+ 

½ mark for  

 quoti ng the 

li ne 

= 1 x 5 

= 5 marks 

 

26 -- -- Q.  Expl ai n any fi ve characteristics of pl anni ng.  

Ans. Charact eristics of planni ng (any fi ve): 

(i) Focuses on achi evi ng obj ecti ves.  

(ii) Pri mar y functi on of manage ment.  

(iii) Pervasi ve.  

(i v) Conti nuous.  

(v) Fut uristic. 

(vi) Invol ves decisi on maki ng.  

(vii) Ment al exercise. 

(If an exa mi nee has not gi ven t he headi ngs as 

above but has gi ven t he correct expl anati on, full 

credit shoul d be gi ven) 

 

½ mark for 

headi ng  

+  

½ mark for 

expl anati on  

 

= 1x5 

=5 marks 

27 28 29 Q.  Expl ai n any four points of i mport ance of 

del egati on.  

Ans. I mport ance of del egati on: ( Any four) 

1) Effecti ve manage ment. 

2) Empl oyee devel opment. 

 

½ mark for 

headi ng 

+ 

1 mark for 
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3) Moti vati on of e mpl oyees. 

4) Gr owt h facilitati on.  

5) Better co-ordi nati on.  

6) Cr eati on of manage ment hi erarchy.  

(if an exa mi nee has not gi ven t he headi ngs as 

above but has gi ven t he correct expl anati on, full 

credit shoul d be gi ven) 

 

OR 

 

Q.  Expl ai n any four points of i mport ance of 

organi si ng.  

Ans. I mport ance of organisi ng: ( Any four) 

(a) Benefits of speci alisation 

(b) Cl arit y i n wor ki ng relati onshi ps.  

(c) Opti mu m utilisati on of resources.  

(d) Adapt ati on t o change.  

(e) Effecti ve admi nistration.  

(e) Devel opment of personnel. 

(f) Expansi on and growt h.  

(If an exa mi nee has not gi ven t he headi ngs as 

above but has gi ven t he correct expl anati on, no 

marks shoul d be deducted)  

expl anati on 

 

=1 ½ x 4 

= 6 marks 

 

 

 

 

OR 

 

½ mark for 

headi ng 

+  

1 mark for   

expl anati on 

 

=1 ½ x4 

=6 marks 

28 29 30 Q.  Expl ai n any four organi sati onal barriers to 

effecti ve co mmuni cati on.  

Ans. Or ganisational barriers t o effecti ve 

communi cati on: ( Any four) 

(a) Or ganisati onal policy 

(b) Rul es and regul ati ons. 

(c) St at us 

(d) Co mpl exit y i n organisati on struct ure.  

(e) Or ganisati onal facilities.  

 

OR 

 

Q.  Expl ai n the concept of moti vati on and 

Masl ow’s need hi erarchy t heory of moti vati on.  

Ans. Moti vati on is t he process of sti mul ati ng people 

to acti on t o accomplish desired goals. 

Masl ow’s need hi erarchy in moti vati on: 

Masl ow t heory of moti vation was based on human 

needs. He felt that wit hi n every human bei ng, t here 

exists a hierarchy of fi ve needs. These are: 

1 Basi c physi ol ogi cal needs 

These needs incl ude need for food, cl ot hi ng, shelter 

et c. The organisation satisfies t hese needs by gi vi ng 

 

½ mark for 

na mi ng the 

barri er  

+ 

1 mark for its 

expl anati on 

= 1 ½ x 4 

= 6 marks 

 

 

OR 

 

 

 

1 mark for  

the concept 

 

+ 

 

½ mark for 

na mi ng the 

need  
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basi c salary t o t he e mpl oyees.  

2. Safet y and security needs.  

These needs incl ude protecti on from physi cal and 

e moti onal har m. The organisati on satisfies t hese 

needs by provi di ng j ob securit y, stability of i ncome 

et c. 

3. Affiliati on/ bel ongi ng needs 

 These needs refer t o affecti on, sense of 

bel ongi ngness etc. The organisation satisfies t hese 

needs through i nfor mal organisation and cordi al 

relati ons a mong e mpl oyees.  

4. Est ee m needs  

These needs incl ude t he need for self respect, 

aut ono my, stat us etc. The organisati on satisfies t hese 

needs by gi vi ng j ob titles. 

5. Self act ualizati on needs 

These needs refer t o t he dri ve t o become what one is 

capabl e of becomi ng. The organisati on satisfies t hese 

needs by allowi ng t he e mpl oyees to take i nitiati ve to 

beco me what t hey are capabl e of becomi ng.  

+ 

½ mark for its 

expl anati on 

= 1 x 5 

= 5 marks 

 

 

 

=1+5 

= 6 marks.  

 

 

 

29 30 27 Q.  Expl ai n the foll owi ng f uncti ons of marketi ng: 

(a) Gat heri ng and Analysi ng Market Infor mation 

(b) Marketi ng Pl anni ng  

(c) Standardisati on and gradi ng  

Ans. (a) Gat heri ng and Anal ysi ng Market 

Infor mati on:  

 Thi s is necessary t o i dentify t he needs of t he 

cust omers and take vari ous decisi ons for t he 

successful mar keti ng of the products and servi ces.  

 Thi s is i mport ant for analysi ng t he availabl e 

opport unities and t hreats as well as strengt hs and 

weaknesses of t he organisati on and hel p in 

deci di ng what opport unities can best be pursued by 

it.  

(b) Marketi ng Pl anni ng:  

 Thi s i nvol ves devel opment of mar keti ng pl ans t o 

achi eve t he mar keti ng objectives of t he organisation.  

 A mar keti ng pl an shoul d cover vari ous i mport ant 

aspects i ncl udi ng t he plan for i ncreasi ng t he level of 

pr oducti on, promoti on of the products, etc. and also 

specify the action programmes t o achi eve t hese 

obj ecti ves. 

(c) Standardisati on and gradi ng: 

 St andardisati on refers t o pr oduci ng goods of 

predeter mi ned specifications whi ch hel p in 

achi evi ng unifor mit y and consistency i n t he out put . 

 

 

 

 

 

 

 

 

2 marks 

+ 

2 marks 

 

+ 

 

2 marks 

 

= 

 

 

6 marks 
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 Gr adi ng is t he process of classificati on of products 

int o different groups on the basis of some criteria 

such as qualit y, size etc. It hel ps i n realisi ng hi gher 

prices for hi gh qualit y output. 

 

                                       OR 

 

Q.  Expl ai n the role of ‘Publi c- Rel ati ons i n 

marketi ng manage ment . 

Ans. Rol e of Public Rel ations in mar keti ng 

manage ment: 

(i) Smoot h functi oni ng of busi ness. 

(ii) I mage buil di ng.  

(iii) Launchi ng ne w products. 
(iv) Helps in facing adverse publicity.  
(v) Supplement to advertising. 

(vi) Satisfying interest of different 
public groups. 

(If an exa mi nee has not gi ven t he headi ngs but has 

gi ven t he correct expl anati on, full credit should be 

gi ven)  

 

 

 

 

 

OR 

 

 

½ mark  

for  

headi ng  

+  

½  mark  

for expl an 

ati on 

= 1  x 6 

=6 marks 

 

30 27 28 Q.  Expl ai n the concept of sal es pro moti on and any 

four techni ques of it with an exa mpl e of each.  

 

Ans. Sales promoti on refers t o use of short ter m 

incenti ves whi ch are designed t o encourage t he buyers 

to make i mmedi at e purchase of a product or servi ce.  

Techni ques of sales promoti on are : (any four) 

(i) Discount:  

It is a techni que of sales pr omoti on i n whi ch products 

are offered at less t han list price.  

e. g. A shoe company’s offer of ‘ Di scount up t o 50%’  

(ii) Product Co mbi nati ons:  

It is a techni que of sales pr omoti on i n whi ch another 

pr oduct is offered as a gift al ong wit h the purchase of 

a product, 

e. g. Offer of a pack of ½ kg of rice wit h t he purchase 

of a bag of atta ( wheat flour) 

(iii) Lucky Dra w:  

It is a techni que of sales pr omoti on i n whi ch a draw i s 

taken out on purchase of a product and a gift is gi ven 

to t he wi nner.  

e. g. A l ucky draw coupon for free petrol on purchase 

of certai n quantit y of petrol from gi ven petrol pump.  

(i v) Rebat e 

It is a techni que of sales pr omoti on i n whi ch products 

are offered at speci al prices.  

 

 

 

 

2 marks for the 

concept 

 

 

+ 

½ mark for 

na mi ng the 

techni que 

+ 

½ mark for 

expl anati on 

wi t h exa mpl e 

=1 x 4 

=4 marks 

 

 

=2+4 

=6 marks 
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e. g. A car manufact urer’s offer t o sell a particul ar 

brand of car at a discount  of Rs 10, 000, for a li mited 

peri od.  

(v) Quantit y gift 

It is a techni que of sales pr omoti on i n whi ch extra 

quantit y of t he product is offered t o i ncrease sal es. 

e. g. A shavi ng crea m’s offer of ‘40 % Extra’. 

(vi) Refund:  

It is a techni que of sales pr omoti on i n whi ch a part of 

price pai d by cust omer is ret urned back on presenting 

some proof of purchase.  

e. g. On ret urn of e mpt y foils or wrapper, get a refund 

of Rs. 5. 

(vii) Instant draw and assigned gifts 

It is a techni que of sales pr omoti on i n whi ch assured 

gifts are gi ven t o t he custo mers i nstantl y by 

partici pati ng i n a draw, on purchase of a product. 

e. g. Scratch a card and win a gift. 

(viii) Fi nanci ng:  

It is a techni que of sales pr omoti on i n whi ch easy 

financi ng sche mes are offered.  

e. g. ‘24 easy i nstal ments or t he a mount t o be pai d as 

post dat ed cheques’. 

(i x) Free Sa mpl es: 

It is a techni que of sales pr omoti on i n whi ch a free 

sa mpl e of a product is offered t o t he cust omer. 

e. g. A sachet of det ergent powder t o potential 

cust omers at the ti me of launch of a new brand.  

(x) Cont ests 

It is a techni que of sales pr omoti on i n whi ch 

competiti ve events i nvolvi ng applicati on of skills or 

luck are hel d.  

e. g. Sl ogan writi ng competiti on.  

(If an exa mi nee has written any ot her correct 

exa mpl e, full credit shoul d be gi ven) 

 

 

OR 

Q.  Expl ai n any four factors whi ch deter mi ne the 

choi ce of channels of distri buti on.  

Ans. Fact ors whi ch affect the choi ce of channel of 

di stri buti on are: (any four) 

(a) Product related fact ors. 

(b) Co mpany charact eristics. 

(c) Co mpetiti ve fact ors. 

(d) Mar ket fact ors. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

OR 

 

½ mark for the 

headi ng 

+ 

1 mark for  

the expl anati on 

= 1 ½ x 4 

=6 marks 
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(e) Environment al fact ors. 

 

(If an exa mi nee has not gi ven t he headi ngs as 

above but has gi ven t he correct expl anati on, no 

marks shoul d be deducted) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
Q.  SET No.  ADDI TI ONAL QUESTI ONS OF SET II 

66/ 2/ 2 

EXPECTED ANS WERS / VALUE POI NTS 

DI STRI- 

BUTI ON 

OF MARKS 

66/ 2/ 1 66/ 2/ 2 66/ 2/ 3 

4 1 9 Q.  Di sti nguish bet ween ‘ Unity of Co mmand’ and 

‘ Unity of Di recti on’ princi pl es of manage ment on 

the basis of ‘ Ai m’.  

Ans. ‘ Unit y of Co mmand’ prevents dual 

1 mark 
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subordi nati on while ‘ Uni ty of Directi on’ prevents 

overlappi ng of activities. 

5 2 8 Q.  Suggest a suitabl e organi sati on struct ure, for a 

large scale organi sati on havi ng di versified 

acti vities and operati ons that requi re a hi gh 

degree of speci alisati on.  

Ans. Functi onal Struct ure.  

 

1 mark 

1 3 12 Q.  What is meant by ‘ Perfor mance Appraisal’? 

Ans. Perfor mance Appraisal means eval uati ng an 

e mpl oyee’s current and /or past perfor mance as 

agai nst certai n predet er mined standards.  

1 mark 

6 4 7 Q.  What is the di recti on of fl ow of ‘ Responsi bility’ 

and ‘ Account ability’? 

Ans. Bot h responsi bility and account ability fl ow 

upwar ds from subordi nate t o superi or. 

 

1 mark 

12 5 1 Q.  State any one function of ‘Stock exchange’. 

Ans. Functi ons of a st ock exchange are: ( Any one) 

(a) It provi des li qui dit y and mar ketability t o existing 

securities. 

(b) It hel ps i n det er mi ni ng t he prices of securities 

through t he forces of demand and suppl y.  

(c) It ensures safet y of transacti ons because it is well 

regul ated and transacti ons are perfor med wit hi n the 

existi ng legal fra me wor k. 

(d) It contri butes t o econo mi c growt h t hrough t he 

pr ocess of disi nvest ment and rei nvest ment. 

(e) It hel ps i n spreadi ng of equit y cult by regul ating 

ne w issues and better tradi ng practices.  

(f) It provi des scope for healt hy specul ati on t o ensure 

liqui dit y and price conti nuit y i n t he st ock mar ket. 

(If an exa mi nee has only gi ven t he headi ngs, ½ 

mark for each headi ng shoul d be awarded. ) 

 

 

 

 

 

1 mark 

2 6 11 Q.  Na me t he functi on of manage ment that 

recognises the i mport ance of every si ngl e person 

e mpl oyed by an organisati on.  

Ans. St affi ng.  

1 mark 

7 7 6 Q.  Gi ve the meani ng of ‘Aut horitati ve styl e’ of 

leadershi p.  

Ans. Aut horitati ve st yl e of leadershi p is one i n which 

a leader gi ves orders and insists t hat they are obeyed. 

He det er mi nes the policies for t he group wit hout 

consulti ng t he m,  

 

1 mark 

11 8 2 Q.  Gi ve the meani ng of ‘ Fi nanci al Market’. 

Ans. Fi nancial Mar ket is the mar ket for t he creati on 

and exchange of fi nancial assets. 

 

1 mark 

3 9 10 Q.  Na me t he type of pl an t hat does not allow for 1 mark 
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any flexi bility or discretion.  

Ans. Rul e. 

8 10 5 Q.  Why is i nfor mal syste m of co mmuni cati on 

generall y referred as the ‘grapevi ne 

co mmuni cati on’? 

Ans. Infor mal syst e m of communi cati on is generally 

referred t o as ‘grapevi ne communi cati on’ because it 

spreads throughout t he organisati on wit h its branches 

goi ng out i n all directi ons in disregard t o t he l evels of 

aut hority. 

 

1 mark 

9 11 4 Q.  Defi ne ‘ Brand Na me’. 

Ans. Brand Na me is that part of t he brand whi ch can 

be spoken.  

 

1 mark 

10 12 3 Q.  What is meant by pro moti on? 

Ans. Promoti on refers t o  the use of communi cati on 

wi t h t he t wi n obj ecti ves of i nfor mi ng pot ential 

cust omers about t he product and persuadi ng t he m to 

buy it. 

(In case the exa mi nee has expl ai ned ‘ pro moti on’ 

as an i nternal source of recruit ment, full credit 

shoul d be gi ven) 

 

1 mark 

-- 13 -- Q.  State any t hree poi nts of i mport ance of 

consumer protecti on for the consumers.  

Ans. I mport ance of Consu mer prot ecti on for 

consumers is due t o: 

1. Consumers bei ng i gnorant about t heir ri ghts and 

reliefs availabl e t o t he m.  

2. Consumers bei ng unorganised.  

3. Consumers bei ng wi dely expl oited by unfair trade 

practices. 

(If an exa mi nee has gi ven onl y the headi ngs, ½ 

mark for each headi ng shoul d be awarded)  

 

 

 

1 x 3 

=3 marks 

-- 14 -- Q.  State the mai n poi nts of three tier redressal 

machi nery avail abl e for consumer gri evances 

under the Consumer Protecti on Act.  

Ans. The t hree tier redressal machi nery availabl e for 

consumer grievances i ncludes: 

(i) District Forum where cl ai ms do not exceed 20 

lakhs. 

(ii) St ate commi ssi on where clai ms exceed 20 lakhs 

but do not exceed one crore.  

(iii) Nati onal commi ssi on where clai ms exceed one 

crore.  

 

 

 

 

 

1 x 3 

=3 marks 

-- 15 -- Q.  Gi ve the meani ng of bot h parts of Capital 

Market. 

Ans. The t wo parts of Capital Mar ket are: 

½  mark for 

na mi ng each 

part 
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(a) Pri mar y Mar ket 

Pri mar y Mar ket is the market where new issue of 

securities takes place.  

(b) Secondary Mar ket 

Secondary Mar ket is the mar ket for purchase and 

sale of existi ng securities. 

+  

1 mark for its 

expl anati on 

=1 ½ x 2 

=3 marks 

-- 16 -- Q.  State any t hree development al functi ons of 

Securities and Exchange Board of Indi a (SEBI). 

Ans. Devel opment al functi ons of SEBI : 

1.  It trai ns i nter medi aries of t he securities mar ket. 

2.  It conducts research and publishi ng i nfor mati on 

useful t o all mar ket partici pants. 

3.  It undertakes measures t o devel op t he capital 

mar kets by adapti ng a flexi bl e approach.  

(If an exa mi nee has gi ven onl y the headi ngs, ½ 

mark for each headi ng shoul d be awarded)  

 

 

 

 

 

 

 

1 x 3 

=3 marks 

-- 17 -- Q.  Expl ai n the concept of ‘ Controlli ng’. Why is it 

sai d that controlli ng shoul d not be mi sunderstood 

as the l ast functi on of manage ment ? 

Ans. Controlli ng is the process of compari ng t he 

act ual perfor mance wit h the standards, fi ndi ng out the 

devi ati on, if any and taking correcti ve acti on.  

Controlli ng shoul d not be mi sunderst ood as t he last 

functi on of manage ment as it bri ngs the manage ment 

cycl e back t o pl anni ng functi on.  

 

 

 

 

1 ½ marks 

+ 

1 ½ marks 

 

=3 marks 

-- 18 -- Q.  Expl ai n ‘ Measure ment of Act ual perfor mance’ 

as a step of controlli ng process.  

Ans.  

 Measure ment of Act ual perfor mance shoul d be 

done i n an obj ecti ve and reli abl e manner. 

 Perfor mance shoul d be measured i n t he sa me units 

in whi ch t he standards are set to make comparison 

easi er. 

 Wherever possi bl e, measure ment shoul d be done 

duri ng perfor mance.  

 

 

 

3 marks 

21 19 20 Q.  Expl ai n any four factors whi ch affect the fixed 

capital requi re ments of a co mpany.  

Ans. Fact ors whi ch affect the fi xed capital 

require ments of a company are: ( Any four) 

(a) Scal e of operati ons as a large scal e organisati on 

requires hi gher i nvest ment i n fi xed assets t han a 

s mall scal e organisati on.  

(b) Choi ce of techni que as a capital intensi ve 

or ganisation requires hi gher i nvest ment i n pl ant and 

machi nery as compared to a labour i ntensi ve 

or ganisation.  

 

 

½ mark for 

headi ng 

+ 

½  mark for 

expl anati on 

=1 x 4 

 

 

=4 marks 
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(c) Technol ogy upgradation as an enterprise whi ch 

upgrades its technol ogy mor e often requires hi gher 

fi xed capital. 

(d) Gr owt h prospects as hi gher growt h prospects 

require hi gher i nvest ment in fi xed assets. 

(e) Di versificati on as an or ganisation whi ch pl ans to 

di versify will require more fixed capital. 

(f) Fi nanci ng alternati ves as availability of leasi ng 

facilities may reduce t he invest ment i n fi xed assets.  

(g) Collaborati on reduces the level of i nvest ment in 

fi xed assets. 

22 20 19 Q.  What is meant by ‘ Fi nanci al Pl anni ng’? State any 

three poi nts of its i mportance.  

Ans. The process of estimati ng t he fund require ments 

of a busi ness and specifying t he sources of funds is 

called financi al planni ng.  

OR 

Fi nancial planni ng is t he preparati on of a fi nancial 

bl uepri nt of an organisation’s fut ure operati ons. 

 

I mport ance of fi nanci al planni ng: ( Any t hree) 

(i) It hel ps t he company to prepare for t he fut ure.  

(ii)  It hel ps i n avoi di ng busi ness shocks and 

surprises.  

(iii) It hel ps i n co-ordi nating vari ous busi ness 

functi ons. 

(i v)  It hel ps i n reduci ng wast e, duplicati on of efforts, 

gaps i n planni ng and confusi on.   

(v) It links t he present wi th t he fut ure. 

(vi) It provi des a link between i nvest ment and 

financi ng decisi ons. 

(vii) It makes eval uati on easi er by spelli ng out t he 

det ailed obj ecti ves of various busi ness segments.  

 

 

 

1 mark for 

meani ng 

 

 

+ 

1 mark for each 

state ment  

1 x 3 

=3 marks 

 

=1+3 

=4 marks 

19 21 22 Q.  Sahil, the di rector of a gar ments co mpany, is 

pl anni ng to manuf act ure bags for the utilisati on of 

waste materi al of one of his gar ments unit.  He 

deci ded t hat this manufact uri ng unit will be set up 

i n a rural area of Orissa where peopl e have very 

less job opport unities and l abour is avail abl e at 

very l ow rate.  He also thought of gi vi ng equal 

opport unities to men and wo men.  

For this he sel ected Rehman, A. Banerjee, 

Harpreet Kaur and Rajesh as heads of Sal es, 

Accounts, Purchase and Producti on depart ments.  

(i) Identify and state the next t wo steps that Sahil 

has to foll ow i n the staffi ng process after selecting 
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the above heads.  

(ii) Also i dentify any t wo val ues whi ch Sahil wants 

to co mmuni cate to the soci ety by setti ng up t his 

manuf act uri ng unit. 

Ans: (i) The next t wo steps t hat Sahil has t o follow i n 

the staffi ng process are: 

(a) Pl ace ment and orientati on.  

Pl ace ment refers t o occupyi ng of positi on by t he 

e mpl oyee for whi ch he has been sel ected.  

Ori ent ation refers t o i ntroduci ng t he selected 

e mpl oyee t o ot her e mpl oyees and fa miliarisi ng him 

wi t h t he rules and policies of t he organisati on.  

(b) Trai ni ng and devel opment  

Tr ai ni ng is t he process by whi ch t he aptit udes, skills 

and abilities of t he e mpl oyees to perfor m specific 

jobs are i mpr oved.  

Devel opment is the process by whi ch t he e mpl oyees 

acquire skills and competenci es for handli ng hi gher 

jobs i n fut ure. It enabl es the overall growt h of t he 

e mpl oyee.  

 

(ii) Val ues whi ch Sahil wants t o communi cat e t o the 

soci et y are: ( Any t wo) 

(a) Devel opment of backwar d areas.  

(b) Provi di ng j ob opportunities i n rural areas.  

(c) Equalit y. 

(d) Opti mu m utilisati on of resources.  

(e) Secul aris m.  

( Any ot her i ndi vi dual response wit h suitabl e 

justificati on shoul d also be accepted even if there 

is no reference to the text) 

 

1 ½ marks for 

each step 

=1 ½ x 2 

=3 marks 

 

 

 

 

 

+ 

 

 

 

 

 

 

 

 

1 mark for each 

val ue 

=1 x 2 

=2 marks 

 

=3+2 

=5 marks 

 

 

 

 

 

 

 

20 22 21 Q.  Gi ve the ot her na me of ‘ Long ter m Invest ment 

Decisi on’ and state any three factors whi ch affect 

this decisi on.  

Ans. Long tern Invest ment decisi on is also called 

Capital budgeti ng decisi on or t he fi xed capital 

decisi on.  

Fact ors whi ch affect this decisi on are: ( Any t hree) 

The foll owi ng are t he factors affecti ng t he long term 

invest ment decisi on (any three): 

(a) Cash fl ows of t he project duri ng t he life of an 

invest ment affect the l ong ter m i nvest ment decision.  

(b) The rate of ret urn of the proj ect based on expect ed 

ret urn and t he risk invol ved affects t he l ong ter m 

 

 

 

1 mark 

 

 

+ 

 

1 mark for each 

state ment  

 

=1 x 3  

= 3 marks 
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invest ment decisi on.  

(c) The i nvest ment criteria i nvol ved must be 

consi dered before taki ng the long ter m i nvest ment 

decisi on.  

(d) Nat ure of busi ness as a tradi ng concern needs 

lower fi xed capital than a manufact uri ng concern 

si nce it does not require to purchase pl ant and 

machi nery etc 

(e) Scal e of operati ons as a large scal e organisati on 

requires hi gher i nvest ment i n fi xed assets t han a 

s mall scal e organisati on.  

(f) Choi ce of techni que as a capital intensi ve 

or ganisation requires hi gher i nvest ment i n pl ant and 

machi nery as compared to a labour i ntensi ve 

or ganisation.  

(g) Technol ogy upgradation as an enterprise whi ch 

upgrades its technol ogy mor e often requires hi gher 

fi xed capital. 

(h) Gr owt h prospects as hi gher growt h prospects 

require hi gher i nvest ment in fi xed assets. 

(i) Di versificati on as an organisation whi ch pl ans to 

di versify will require more fixed capital. 

(j) Fi nanci ng alternati ves as availability of leasi ng 

facilities may reduce t he invest ment i n fi xed assets. 

(k) Collaborati on reduces the level of i nvest ment in 

fi xed assets. 

(If an exa mi nee has gi ven onl y the headi ngs, ½ 

mark for each headi ng shoul d be awarded)  

 

=1+3 

= 4 marks 

-- 23 -- Q.  Manage ment seeks to achi eve certai n 

objecti ves. Expl ai n these objecti ves.  

Ans. Manage ment seeks to achi eve t he foll owi ng 

obj ecti ves: 

(i) Or ganisati onal objectives.  

    (a) Survi val 

    (b) Profit 

    (c) Gr owt h 

(ii) Social objecti ves. 

(iii) Personal obj ecti ves. 

½ mar k for 

na mi ng t he mai n  

Obj ecti ves 

=1 ½ mar ks 

+ 

1½ mar k for 

or ganisational 

obj ecti ve 

+ 

1 mar k each for 

soci al and 

personal 

obj ecti ve 

= 

1 ½ + 1 ½ + 1+1 

=5 mar ks 

24 24 25 Q.  Na mi ta and Asl a m co mpl eted their MBA and 

started worki ng i n a multi-nati onal co mpany at 
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the sa me level.  Bot h are worki ng hard and are 

happy wit h their e mpl oyer.  Asl a m had t he habit 

of backbiti ng and wrong reporti ng about his 

colleagues to i mpress his boss.  All the e mpl oyees 

i n the organisati on knew about it.  At the ti me of 

perfor mance appraisal the perfor mance of Nami t a 

was j udged better than Asl a m.  Even t hen t heir 

boss, Sal ee m Khan decided to pro mote Asl a m 

stati ng that bei ng a fe mal e Na mi ta will not be abl e 

to handl e the co mpli cations of a hi gher post. 

(i) Identify and expl ai n the pri nci pl e of 

manage ment whi ch was not foll owed by this 

mul ti-nati onal co mpany.  

(ii) Identify the val ues whi ch are bei ng i gnored 

quoti ng the li nes fro m the above para.  

 

Ans. (i) The pri nci pl e viol ated is EQUI TY.  

 It advocates t hat there shoul d be no discri mi nati on 

agai nst anyone on account of sex, reli gi on, 

language, caste, belief, nati onalit y etc.  

 It emphasises ki ndli ness and j ustice i n t he 

behavi our of managers t owar ds t he wor kers t o 

ensure l oyalt y and devotion.  

 

(ii) The val ues whi ch are bei ng i gnored are: 

- Good human behavi our because ‘ Asl a m had t he 

habit of backbiti ng and wrong reporti ng about his 

colleagues to i mpress his boss’. 

- Gender Equalit y because ‘ Their boss deci ded t o 

pr omot e Asl a m stating t hat bei ng a fe mal e Na mita 

wi ll not be abl e t o handl e the complicati ons of a 

hi gher post’. 

( Any ot her i ndi vi dual response wit h suitabl e 

justificati on shoul d also be accepted even if there 

is no reference to the text) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

1 mark for 

i dentifyi ng  

the pri nci pl e 

+ 

2 marks  

for expl anati on 

 

 

+ 

1 mark for each 

val ue 

=1 x 2 

=2 marks) 

 

 

 

=1+2+2 

=5 marks 

25 25 24 Q.  The Court passed an order to ban pol yt hene 

bags as 

(i) These bags are creating many envi ronment al 

probl e ms whi ch affect the life of peopl e i n 

general. 

(ii) Society i n general is more concerned about 

quality of life. 

The Government deci ded to gi ve subsi dy to jute 

i ndustry to pro mote this busi ness.  

      Innovati ve techni ques are bei ng devel oped to  

      manuf act ure jute bags at l ow rates.  
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       Inco mes are risi ng and peopl e can afford to 

      buy these bags.  

Identify the different dime nsi ons of Busi ness 

Envi ronment by quoti ng t he li nes fro m t he above 

particul ars. 

Ans. Legal environment. 

‘ The Court passed an order t o ban pol yt hene bags.’ 

Soci al environment. 

‘ The bags are creati ng environment al probl e ms whi ch 

affect the life of peopl e in general.’ 

‘Societ y in general is more concerned about quality 

of life.’ 

Political environment. 

The government deci ded to gi ve subsi dy t o j ute 

industry to promot e t his busi ness. ’ 

Technol ogi cal environment. 

‘Innovati ve techni ques are bei ng devel oped t o 

manufact ure j ute bags at low rates.’ 

Econo mi c environment. 

‘Incomes are risi ng and peopl e can afford to buy 

these bags.’ 

 

 

 

 

 

½ mark  

for 

i dentificati on 

+ 

½ mark for  

 quoti ng the 

li ne 

= 1 x 5 

= 5 marks 

 

-- 26 -- Q.  Expl ai n the foll owi ng types of pl ans: 

(a) Strategy 

(b) Policy 

Ans. (a) Strategy 

 A strategy is a comprehensi ve pl an for 

accomplishi ng an organisati on’s objecti ves. It is a 

ter m used i n defence parlance whi ch means t o 

prepare plans consi deri ng t he plan of adversary.  

 Whenever a strategy is for mul at ed, the busi ness 

environment needs to be taken i nt o consi derati on.  

 

(b) Policy:  

 Poli cy is a general gui deline whi ch bri ngs 

unifor mit y in decisi on maki ng for achi eve ment of 

predeter mi ned obj ecti ves. 

 A manager may use his discretion t o i nterpret and 

appl y a policy.  

 

 

 

 

 

2½ marks 

 

 

+ 

 

 

 

2½ marks 

 

=5 marks 

30 27 28 Q.  Expl ai n the concept of sal es pro moti on and any 

four techni ques of it with an exa mpl e of each.  

 

Ans. Sales promoti on refers t o use of short ter m 

incenti ves whi ch are designed t o encourage t he 

buyers t o make i mmedi ate purchase of a product or 

servi ce.  

Techni ques of sales promoti on are :(any four) 

 

 

 

 

2 marks for the 

concept 
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(i) Discount:  

It is a techni que of sales pr omoti on i n whi ch products 

are offered at less t han list pri ce.  

e. g. A shoe company’s offer of ‘ Di scount up t o 50%’  

(ii) Product Co mbi nati ons:  

It is a techni que of sales pr omoti on i n whi ch another 

pr oduct is offered as a gift al ong wit h the purchase of 

a product, 

e. g. Offer of a pack of ½ kg of rice wit h t he purchase 

of a bag of atta ( wheat flour) 

(iii) Lucky Dra w:  

It is a techni que of sales pr omoti on i n whi ch a draw 

is taken out on purchase of a product and a gift is 

gi ven t o t he wi nner.  

e. g. A l ucky draw coupon for free petrol on purchase 

of certai n quantit y of petrol from gi ven petrol pump.  

(i v) Rebat e 

It is a techni que of sales pr omoti on i n whi ch products 

are offered at speci al prices.  

e. g. A car manufact urer’s offer t o sell a particul ar 

brand of car at a discount  of Rs 10, 000, for a li mited 

peri od.  

(v) Quantit y gift 

It is a techni que of sales pr omoti on i n whi ch extra 

quantit y of t he product is offered t o i ncrease sal es. 

e. g. A shavi ng crea m’s offer of ‘40 % Extra’. 

(vi) Refund:  

It is a techni que of sales pr omoti on i n whi ch a part of 

price pai d by cust omer is ret urned back on presenting 

some proof of purchase.  

e. g. On ret urn of e mpt y foils or wrapper, get a refund 

of Rs. 5. 

(vii) Instant draw and assigned gifts 

It is a techni que of sales pr omoti on i n whi ch assured 

gifts are gi ven t o t he custo mers i nstantl y by 

partici pati ng i n a draw, on purchase of a product.  

e. g. Scratch a card and win a gift. 

(viii) Fi nanci ng:  

It is a techni que of sales pr omoti on i n whi ch easy 

financi ng sche mes are offered.  

e. g. ‘24 easy i nstal ments or t he a mount t o be pai d as 

post dat ed cheques’. 

(i x) Free Sa mpl es: 

It is a techni que of sales pr omoti on i n whi ch a free 

sa mpl e of a product is offered t o t he cust omer. 

e. g. A sachet of det ergent powder t o potential 

+ 

½ mark for 

na mi ng the 

techni que 

+ 

½ mark for 

expl anati on 

wi t h exa mpl e 

=1 x 4 

=4 marks 

 

 

=2+4 

=6 marks 
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cust omers at the ti me of launch of a new brand.  

(x) Cont ests 

It is a techni que of sales pr omoti on i n whi ch 

competiti ve events i nvolvi ng applicati on of skills or 

luck are hel d.  

e. g. Sl ogan writi ng competiti on.  

(If an exa mi nee has written any ot her correct 

exa mpl e, full credit shoul d be gi ven) 

 

OR 

 

Q.  Expl ai n any four factors whi ch deter mi ne the 

choi ce of channels of distri buti on.  

Ans. Fact ors whi ch affect the choi ce of channel of 

di stri buti on are: (any four) 

(a) Product related fact ors. 

(b) Co mpany charact eristics. 

(c) Co mpetiti ve fact ors. 

(d) Mar ket fact ors. 

(e) Environment al fact ors. 

(If an exa mi nee has not gi ven t he headi ngs as 

above but has gi ven t he correct expl anati on, no 

marks shoul d be deducted) 

 

 

 

 

 

 

 

 

 

OR 

 

 

 

½ mark for the 

headi ng 

+ 

1 mark for  

the expl anati on 

= 1 ½ x 4 

=  

6 marks 

27 28 29 Q.  Expl ai n any four points of i mport ance of 

del egati on.  

Ans. I mport ance of del egati on: ( Any four) 

(i) Effecti ve manage ment. 

(ii) Empl oyee devel opment. 

(iii) Moti vati on of e mpl oyees.  

(i v) Gr owt h facilitati on.  

(v) Better co-ordi nati on.  

(vi) Creati on of manage ment hierarchy.  

(if an exa mi nee has not gi ven t he headi ngs as 

above but has gi ven t he correct expl anati on, full 

credit shoul d be gi ven) 

 

OR 

 

Q.  Expl ai n any four points of i mport ance of 

organi si ng.  

Ans. I mport ance of organisi ng: ( Any four) 

(a) Benefits of speci alisation 

(b) Cl arit y i n wor ki ng relati onshi ps.  

(c) Opti mu m utilisati on of resources.  

(d) Adapt ati on t o change.  

(e) Effecti ve admi nistration.  

 

 

 

 

 

½ mark for 

headi ng 

+ 

1 mark for 

expl anati on 

=1 ½ x 4 

= 6 marks 

 

OR 

 

½ mark for 

headi ng 

+  

1 mark for   

expl anati on 

 

=( 1½ x4) 

= 
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(e) Devel opment of personnel. 

(f) Expansi on and growt h.  

(If an exa mi nee has not gi ven t he headi ngs as 

above but has gi ven t he correct expl anati on, no 

marks shoul d be deducted)  

6 marks 

28 29 30 Q.  Expl ai n any four organi sati onal barriers to 

effecti ve co mmuni cati on.  

Ans. Or ganisational barriers t o effecti ve 

communi cati on: ( Any four) 

(a) Or ganisati onal policy 

(b) Rul es and regul ati ons. 

(c) St at us 

(d) Co mpl exit y i n organisati on struct ure.  

(e) Or ganisati onal facilities.  

 

OR 

 

Q.  Expl ai n the concept of moti vati on and 

Masl ow’s need hi erarchy t heory of moti vati on.  

Ans. Moti vati on is t he process of sti mul ati ng people 

to acti on t o accomplish desired goals. 

Masl ow’s need hi erarchy in moti vati on: 

Masl ow t heory of moti vation was based on human 

needs. He felt that wit hi n every human bei ng, t here 

exists a hierarchy of fi ve needs. These are: 

1 Basi c physi ol ogi cal needs 

These needs incl ude need for food, cl ot hi ng, shelter 

et c. The organisation satisfies t hese needs by gi vi ng 

basi c salary t o t he e mpl oyees.  

2. Safet y and security needs.  

These needs incl ude protecti on from physi cal and 

e moti onal har m. The organisati on satisfies t hese 

needs by provi di ng j ob securit y, stability of i ncome 

et c. 

3. Affiliati on/ bel ongi ng needs 

 These needs refer t o affecti on, sense of 

bel ongi ngness etc. The organisation satisfies t hese 

needs through i nfor mal organisation and cordi al 

relati ons a mong e mpl oyees.  

4. Est ee m needs  

These needs incl ude t he need for self respect, 

aut ono my, stat us etc. The organisati on satisfies t hese 

needs by gi vi ng j ob titles. 

5. Self act ualizati on needs 

These needs refer t o t he dri ve t o become what one is 

capabl e of becomi ng. The organisati on satisfies t hese 

 

½ mark for 

na mi ng the 

barri er  

+ 

1 mark for its 

expl  

anati on 

= 1 ½ x 4 

= 6 marks 

OR 

 

1 mark for  

the concept 

 

+ 

 

( ½ mark for 

na mi ng the 

need  

+ 

½ mark for its 

expl  

anati on 

= 1 x 5 

 

= 5 marks) 

 

 

=1+5 

 

 

= 6 marks.  
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needs by allowi ng t he e mpl oyees to take i nitiati ve to 

beco me what t hey are capabl e of becomi ng.  

29 30 27 Q.  Expl ai n the foll owi ng f uncti ons of marketi ng:  

(a) Gat heri ng and Analysi ng Market Infor mation 

(b) Marketi ng Pl anni ng  

(c) Standardisati on and gradi ng  

Ans. (a) Gat heri ng and Anal ysi ng Market 

Infor mati on:  

 Thi s is necessary t o i dentify t he needs of t he 

cust omers and take vari ous decisi ons for t he 

successful mar keti ng of the products and servi ces.  

 Thi s is i mport ant for analysi ng t he availabl e 

opport unities and t hreats as well as strengt hs and 

weaknesses of t he organisati on and hel p in 

deci di ng what opport unities can best be pursued 

by it.  

(b) Marketi ng Pl anni ng:  

 Thi s i nvol ves devel opment of mar keti ng pl ans t o 

achi eve t he mar keti ng objectives of t he 

or ganisation.  

 A mar keti ng pl an shoul d cover vari ous i mport ant 

aspects i ncl udi ng t he plan for i ncreasi ng t he level of 

pr oducti on, promoti on of the products, etc. and also 

specify the action programmes t o achi eve t hese 

obj ecti ves. 

 

(c) Standardisati on and gradi ng: 

 St andardisati on refers t o pr oduci ng goods of 

predeter mi ned specifications whi ch hel p in 

achi evi ng unifor mit y and consistency i n t he out put. 

 Gr adi ng is t he process of classificati on of products 

int o different groups on the basis of some criteria 

such as qualit y, size etc. It hel ps i n realisi ng hi gher 

prices for hi gh qualit y output. 

 

                                       OR 

 

Q.  Expl ai n the role of ‘Publi c- Rel ati ons i n 

marketi ng manage ment . 

Ans. Rol e of Public Rel ations in mar keti ng 

manage ment: 

(i) Smoot h functi oni ng of busi ness. 

(ii) I mage buil di ng.  

(iii) Launchi ng ne w products. 
(iv) Helps in facing adverse publicity.  
(v) Supplement to advertising. 

(vi) Satisfying interest of different 

 

 

 

 

 

 

 

 

2 marks 

 

 

 

+ 

 

 

 

2 marks 

 

 

 

 

 

+ 

 

 

2 marks 

 

 

 

=6 marks 

 

 

 

OR 

 

 

½ mark  

for  

headi ng  

+  

½  mark  

for expl anati on 

= 1  x 6 

=6 marks 
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public groups. 

(If an exa mi nee has not gi ven t he headi ngs but has 

gi ven t he correct expl anati on, full credit should be 

gi ven) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
Q.  SET No.  ADDI TI ONAL QUESTI ONS OF SET III 

66/ 2/ 3 

EXPECTED ANS WERS / VALUE POI NTS 

DI STRI- 

BUTI ON 

OF MARKS 

66/ 2/ 1 66/ 2/ 2 66/ 2/ 3 

12 5 1 Q.  State any one function of ‘Stock exchange’. 

Ans. Functi ons of a st ock exchange are: ( Any one) 

(a) It provi des li qui dit y and mar ketability t o existing 

securities. 

(b) It hel ps i n det er mi ni ng t he prices of securities 

through t he forces of demand and suppl y.  

(c) It ensures safet y of transacti ons because it is well 

regul ated and transacti ons are perfor med wit hi n the 

existi ng legal fra me wor k. 

(d) It contri butes t o econo mi c growt h t hrough t he 

pr ocess of disi nvest ment and rei nvest ment.  

(e) It hel ps i n spreadi ng of equit y cult by regul ating 

ne w issues and better tradi ng practices.  

(f) It provi des scope for healt hy specul ati on t o ensure 

liqui dit y and price conti nuit y i n t he st ock mar ket. 

(If an exa mi nee has only gi ven t he headi ngs, ½ 

mark for each headi ng shoul d be awarded. ) 

 

 

 

 

 

1 mark 
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11 8 2 Q.  Gi ve the meani ng of ‘ Fi nanci al Market’. 

Ans. Fi nancial Mar ket is the mar ket for t he creati on 

and exchange of fi nancial assets. 

 

1 mark 

10 12 3 Q.  What is meant by pro moti on? 

Ans. Promoti on refers t o  the use of communi cati on 

wi t h t he t wi n obj ecti ves of i nfor mi ng pot ential 

cust omers about t he product and persuadi ng t he m to 

buy it. 

(In case the exa mi nee has expl ai ned ‘ pro moti on’ as 

an i nternal source of recruit ment, full credit 

shoul d be gi ven) 

 

1 mark 

9 11 4 Q.  Defi ne ‘ Brand Na me’. 

Ans. Brand Na me is that part of t he brand whi ch can 

be spoken.  

 

1 mark 

8 10 5 Q.  Why is i nfor mal syste m of co mmuni cati on 

generall y referred as the ‘grapevi ne 

co mmuni cati on’? 

Ans. Infor mal syst e m of communi cati on is generally 

referred t o as ‘grapevi ne communi cati on’ because it 

spreads throughout t he organisati on wit h its branches 

goi ng out i n all directi ons in disregard t o t he levels of 

aut hority. 

 

1 mark 

7 7 6 Q.  Gi ve the meani ng of ‘Aut horitati ve styl e’ of 

leadershi p.  

Ans. Aut horitati ve st yl e of leadershi p is one i n which 

a leader gi ves orders and insists t hat they are obeyed. 

He det er mi nes the policies for t he group wit hout 

consulti ng t he m,  

 

1 mark 

6 4 7 Q.  What is the di recti on of fl ow of ‘ Responsi bility’ 

and ‘ Account ability’? 

Ans. Bot h responsi bility and account ability fl ow 

upwar ds from subordi nate t o superi or. 

 

1 mark 

5 2 8 Q.  Suggest a suitabl e organi sati on struct ure, for a 

large scale organi sati on havi ng di versified 

acti vities and operati ons that requi re a hi gh degree 

of speci alisati on.  

Ans. Functi onal Struct ure.  

 

1 mark 

4 1 9 Q.  Di sti nguish bet ween ‘ Unity of Co mmand’ and 

‘ Unity of Di recti on’ princi pl es of manage ment on 

the basis of ‘ Ai m’.  

Ans. ‘ Unit y of Co mmand’ prevents dual 

subordi nati on while ‘ Uni ty of Directi on’ prevents 

overlappi ng of activities. 

1 mark 

3 9 10 Q.  Na me t he type of pl an t hat does not allow for 

any flexi bility or discretion.  

Ans. Rul e. 

1 mark 
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2 6 11 Q.  Na me t he functi on of manage ment that 

recognises the i mport ance of every si ngl e person 

e mpl oyed by an organisati on.  

Ans. St affi ng.  

1 mark 

1 3 12 Q.  What is meant by ‘ Perfor mance Appraisal’? 

Ans. Perfor mance Appraisal means eval uati ng an 

e mpl oyee’s current and /or past perfor mance as 

agai nst certai n predet er mined standards.  

1 mark 

-- -- 13 Q.   State any t hree poi nts of i mportance of 

Cons umer Protecti on for busi ness.  

Ans. I mport ance of consu mer prot ecti on for busi ness: 

( Any t hree): 

(i) It is in t he long-ter m int erest of busi ness t o satisfy 

their cust omers. 

(ii) It is because t he business uses soci et y’s resources 

and t hus has a responsi bility t o suppl y products or 

servi ces whi ch are i n public i nterest. 

(iii) It is because t he business has soci al responsi bility 

towar ds vari ous interest gr oups.  

(i v) It is the moral dut y of a busi ness t o take care of 

cust omer’s i nterest and avoi d t heir expl oitati on.. 

(v) It is required t o avoi d government i nterventi on. 

(If an exa mi nee has only gi ven t he headi ngs, ½ 

mark for each headi ng shoul d be awarded. ) 

 

 

 

 

 

1 x 3 

= 

3 marks 

-- -- 14 Q.  State any t hree reliefs avail abl e to a consumer if 

the consumer court is satisfied about the 

genui neness of the co mpl ai nt. 

Ans. If the Consumer Court is satisfied wit h the 

genui neness of t he compl ai nt, it can issue one or mor e 

of t he followi ng directi ons t o t he aggrieved part y as 

reliefs: ( Any t hree) 

(i) To re move t he defect in goods or t he deficiency i n 

servi ce.  

(ii) To replace t he defective product wit h a ne w one, 

free from any defect. 

(iii) To refund t he price pai d for t he product. 

(i v) To pay a reasonabl e a mount of compensati on for 

any l oss or i nj ury suffered by t he consumer due t o 

negli gence of t he opposite part y.  

(v) To pay puniti ve da mages i n appropriate 

circumst ances.  

(vi) To disconti nue t he unfair/ restricti ve trade 

practice and not t o repeat the sa me i n fut ure.  

(vii) Not t o offer hazardous goods for sale. 

(viii) To wit hdraw hazardous goods from sal e. 

(i x) To cease manufact ure of hazardous goods.  

 

 

 

 

 

 

1 x 3 

= 

3 marks 
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(x) To pay any a mount (not less t han 5% of t he val ue 

of t he defecti ve goods t o be credited t o t he Consumer 

Wel fare Fund or any ot her organisati on/ person, t o be 

utilised i n t he prescri bed manner.  

(xi) To issue correcti ve advertise ment t o neutralize 

the effect of mi sleadi ng advertise ment.  

(xii) To pay adequat e costs to t he appropriate party.  

(If an exa mi nee has gi ven onl y the headi ngs, ½ 

mark for each headi ng shoul d be awarded) 

-- -- 15 Q.  Gi ve the meani ng of bot h the seg ments of 

fi nanci al market. 

Ans. The t wo segments of fi nancial mar ket are: 

(a) Money mar ket 

Money Mar ket is a mar ket for short ter m funds whi ch 

deals i n monet ary assets whose peri od of mat urit y is 

upt o one year. 

(b) Capital Mar ket 

Capital Mar ket refers t o facilities and i nstitutional 

arrange ments t hrough which l ong ter m funds bot h 

debt and equit y are raised and i nvest ed.  

3 marks 

-- -- 16 Q.  State any t hree protecti ve functi ons of 

Securities and Exchange Board of Indi a (SEBI). 

Ans. Prot ecti ve functi ons of Securities and Exchange 

Boar d of India are: ( Any three) 

(a) It prohi bits fraudul ent and unfair trade practices. 

(b) It controls i nsi der tradi ng and i mposes penalties 

for such practices. 

(c) It undertakes steps for invest or prot ecti on.  

(d) It promot es  fair practices and code of conduct in 

securities mar ket. 

(If an exa mi nee has gi ven onl y the headi ng, ½ 

mark for the headi ng shoul d be awarded)  

 

 

 

 

 

 

 

1 x 3 

= 

3 marks 

-- -- 17 Q.  Expl ai n why it is said t hat ‘ Pl anni ng’ and 

‘ Controlli ng’ are i nseparabl e t wi ns of 

manage ment.  

Ans. Pl anni ng and controlling are i nseparabl e t wi ns 

of manage ment because: ( Any t hree) 

1. Controlli ng takes pl ace on t he basis of standards 

devel oped by pl anni ng;  

2. Pl anni ng wit hout controlli ng is meani ngl ess as 

controlli ng ensures t hat the events confor m t o the 

pl ans. 

3. Pl anni ng prescri bes an appropriate course of action 

for achi evi ng obj ecti ves whereas controlli ng evaluat es 

whet her decisi ons have been translated int o desired 

acti ons, or not. 

 

 

 

 

 

 

 

 

3 marks 
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4. Pl anni ng and controlling bot h are for war d l ooking.  

5. Pl anni ng and controlling are bot h l ooki ng back.  

( Note: If the ans wer covers the above poi nts i n any 

ot her for m, full credit shoul d be gi ven)  

-- -- 18 Q.  Expl ai n ‘Setti ng Perfor mance Standards’ as a 

step of controlli ng process. 

Ans.  

 St andards are t he criteria agai nst whi ch act ual 

perfor mance is measured. 

 St andards can be set in bot h quantitati ve and 

qualitati ve ter ms.  

 St andards shoul d be flexibl e enough t o be modified 

whenever required.  

 

 

 

 

3 marks 

22 20 19 Q.  What is meant by ‘ Fi nanci al Pl anni ng’? State any 

three poi nts of its i mportance.  

Ans. The process of estimati ng t he fund require ments 

of a busi ness and specifying t he sources of funds is 

called financi al planni ng.  

OR 

Fi nancial planni ng is t he preparati on of a fi nancial 

bl uepri nt of an organisation’s fut ure operati ons.  

 

I mport ance of fi nanci al planni ng: ( Any t hree) 

(i) It hel ps t he company to prepare for t he fut ure.  

(ii)  It hel ps i n avoi di ng busi ness shocks and 

surprises.  

(iii) It hel ps i n co-ordi nating vari ous busi ness 

functi ons. 

(i v)  It hel ps i n reduci ng wast e, duplicati on of efforts, 

gaps i n planni ng and confusi on.   

(v) It links t he present wi th t he fut ure. 

(vi) It provi des a link between i nvest ment and 

financi ng decisi ons. 

(vii) It makes eval uati on easi er by spelli ng out t he 

det ailed obj ecti ves of various busi ness segments.  

 

 

 

1 mark for 

meani ng 

+ 

1 mark for 

each state ment 

1 x 3 

= 

3 marks 

=1+3 

= 

 

4 marks 

21 19 20 Q.  Expl ai n any four factors whi ch affect the fixed 

capital requi re ments of a co mpany.  

Ans. Fact ors whi ch affect the fi xed capital 

require ments of a company are: ( Any four) 

(a) Scal e of operati ons as a large scal e organisati on 

requires hi gher i nvest ment i n fi xed assets t han a small 

scal e organisati on.  

(b) Choi ce of techni que as a capital intensi ve 

or ganisation requires hi gher i nvest ment i n pl ant and 

machi nery as compared to a labour i ntensi ve 

or ganisation.  

 

 

½ mark for 

headi ng 

+ 

½  mark for 

expl anati on 

= 

1 x 4 

= 
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(c) Technol ogy upgradation as an enterprise whi ch 

upgrades its technol ogy mor e often requires hi gher 

fi xed capital. 

(d) Gr owt h prospects as hi gher growt h prospects 

require hi gher i nvest ment in fi xed assets. 

(e) Di versificati on as an or ganisation whi ch pl ans to 

di versify will require more fixed capital. 

(f) Fi nanci ng alternati ves as availability of leasi ng 

facilities may reduce t he invest ment i n fi xed assets.  

(g) Collaborati on reduces the level of i nvest ment in 

fi xed assets. 

4 marks 

20 22 21 Q.  Gi ve the ot her na me of ‘ Long ter m Invest ment 

Decisi on’ and state any three factors whi ch affect 

this decisi on.  

Ans. Long tern Invest ment decisi on is also called 

Capital budgeti ng decisi on or t he fi xed capital 

decisi on.  

Fact ors whi ch affect this decisi on are: ( Any t hree) 

The foll owi ng are t he factors affecti ng t he long term 

invest ment decisi on (any three): 

(a) Cash fl ows of t he project duri ng t he life of an 

invest ment affect the l ong ter m i nvest ment decision.  

(b) The rate of ret urn of the proj ect based on expect ed 

ret urn and t he risk invol ved affects t he l ong ter m 

invest ment decisi on.  

(c) The i nvest ment criteria i nvol ved must be 

consi dered before taki ng the long ter m i nvest ment 

decisi on.  

(d) Nat ure of busi ness as a tradi ng concern needs 

lower fi xed capital than a manufact uri ng concern 

si nce it does not require to purchase pl ant and 

machi nery etc 

(e) Scal e of operati ons as a large scal e organisati on 

requires hi gher i nvest ment i n fi xed assets t han a small 

scal e organisati on.  

(f) Choi ce of techni que as a capital intensi ve 

or ganisation requires hi gher i nvest ment i n pl ant and 

machi nery as compared to a labour i ntensi ve 

or ganisation.  

(g) Technol ogy upgradation as an enterprise whi ch 

upgrades its technol ogy mor e often requires hi gher 

fi xed capital. 

(h) Gr owt h prospects as hi gher growt h prospects 

require hi gher i nvest ment in fi xed assets. 

(i) Di versificati on as an organisation whi ch pl ans to 

di versify will require more fixed capital. 
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(j) Fi nanci ng alternati ves as availability of leasi ng 

facilities may reduce t he invest ment i n fi xed assets. 

(k) Collaborati on reduces the level of i nvest ment in 

fi xed assets. 

(If an exa mi nee has gi ven onl y the headi ngs, ½ 

mark for each headi ng shoul d be awarded)  

19 21 22 Q.  Sahil, the di rector of a gar ments co mpany, is 

pl anni ng to manuf act ure bags for the utilisati on of 

waste materi al of one of his gar ments unit.  He 

deci ded t hat this manufact uri ng unit will be set up 

i n a rural area of Orissa where peopl e have very 

less job opport unities and l abour is avail abl e at 

very l ow rate.  He also thought of gi vi ng equal 

opport unities to men and wo men.  

For this he sel ected Rehman, A. Banerjee, 

Harpreet Kaur and Rajesh as heads of Sal es, 

Accounts, Purchase and Producti on depart ments.  

(i) Identify and state the next t wo steps that Sahil 

has to foll ow i n the staffi ng process after selecting 

the above heads.  

(ii) Also i dentify any t wo val ues whi ch Sahil wants 

to co mmuni cate to the soci ety by setti ng up t his 

manuf act uri ng unit. 

Ans: (i) The next t wo steps t hat Sahil has t o follow i n 

the staffi ng process are: 

(a) Pl ace ment and orientati on.  

Pl ace ment refers t o occupyi ng of positi on by t he 

e mpl oyee for whi ch he has been sel ected.  

Ori ent ation refers t o i ntroduci ng t he selected 

e mpl oyee t o ot her e mpl oyees and fa miliarisi ng him 

wi t h t he rules and policies of t he organisati on.  

(b) Trai ni ng and devel opment  

Tr ai ni ng is t he process by whi ch t he aptit udes, skills 

and abilities of t he e mpl oyees to perfor m specific jobs 

are i mpr oved.  

Devel opment is the process by whi ch t he e mpl oyees 

acquire skills and competenci es for handli ng hi gher 

jobs i n fut ure. It enabl es the overall growt h of t he 

e mpl oyee.  

 

(ii) Val ues whi ch Sahil wants t o communi cat e t o the 

soci et y are: ( Any t wo) 

(a) Devel opment of backwar d areas.  

(b) Provi di ng j ob opportunities i n rural areas.  

(c) Equalit y. 

(d) Opti mu m utilisati on of resources.  
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(e) Secul aris m.  

( Any ot her i ndi vi dual response wit h suitabl e 

justificati on shoul d also be accepted even if there is 

no reference to the text) 

-- -- 23 Q.  Expl ai n any fi ve characteristics of manage ment.  

Ans. Charact eristics of manage ment: ( Any fi ve) 

(i) Goal orient ed process. 

(ii) Pervasi ve.  

(iii) Multi di mensi onal. 

(i v) Conti nuous process. 

(v) Gr oup acti vit y. 

(vi) Dyna mi c functi on.  

(vii) Int angi bl e force.  

(If an exa mi nee has not gi ven t he headi ngs as 

above but has gi ven t he correct expl anati ons, full 

credit shoul d be gi ven) 

 

 

½ mark for 

headi ng  

+  

½ mark for 

expl an- 

ati on 

1x5 

= 

5 marks 

 

25 25 24 Q.  The Court passed an order to ban pol yt hene 

bags as 

(i) These bags are creating many envi ronment al 

probl e ms whi ch affect the life of peopl e i n general. 

(ii) Society i n general is more concerned about 

quality of life. 

The Government deci ded to gi ve subsi dy to jute 

i ndustry to pro mote this busi ness.  

      Innovati ve techni ques are bei ng devel oped to  

      manuf act ure jute bags at l ow rates.  

       Inco mes are risi ng and peopl e can afford to 

      buy these bags.  

Identify the different dime nsi ons of Busi ness 

Envi ronment by quoti ng t he li nes fro m t he above 

particul ars. 

Ans. Legal environment. 

‘ The Court passed an order t o ban pol yt hene bags.’ 

Soci al environment. 

‘ The bags are creati ng environment al probl e ms whi ch 

affect the life of peopl e in general.’ 

‘Societ y in general is more concerned about quality of 

life.’ 

Political environment. 

The government deci ded to gi ve subsi dy t o j ute 

industry to promot e t his busi ness.’ 

Technol ogi cal environment. 

‘Innovati ve techni ques are bei ng devel oped t o 

manufact ure j ute bags at low rates.’ 

Econo mi c environment. 

‘Incomes are risi ng and peopl e can afford to buy these 
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bags.’ 

24 24 25 Q.  Na mi ta and Asl a m co mpl eted their MBA and 

started worki ng i n a multi-nati onal co mpany at the 

sa me level.  Bot h are worki ng hard and are happy 

wi t h their e mpl oyer.  Asl am had t he habit of 

backbiti ng and wrong reporti ng about his 

colleagues to i mpress his boss.  All the e mpl oyees 

i n the organisati on knew about it.  At the ti me of 

perfor mance appraisal the perfor mance of Nami t a 

was j udged better than Asl a m.  Even t hen t heir 

boss, Sal ee m Khan decided to pro mote Asl a m 

stati ng that bei ng a fe mal e Na mi ta will not be abl e 

to handl e the co mpli cations of a hi gher post. 

(i) Identify and expl ai n the pri nci pl e of 

manage ment whi ch was not foll owed by this multi-

nati onal co mpany.  

(ii) Identify the val ues whi ch are bei ng i gnored 

quoti ng the li nes fro m the above para.  

Ans. (i) The pri nci pl e viol ated is EQUI TY.  

 It advocates t hat there shoul d be no discri mi nati on 

agai nst anyone on account of sex, reli gi on, 

language, caste, belief, nati onalit y etc.  

 It emphasises ki ndli ness and j ustice i n t he behavi our 

of managers t owar ds the wor kers t o ensure l oyalt y 

and devoti on.  

 

(ii) The val ues whi ch are bei ng i gnored are: 

- Good human behavi our because ‘ Asl a m had t he 

habit of backbiti ng and wrong reporti ng about his 

colleagues to i mpress his boss’. 

- Gender Equalit y because ‘ Their boss deci ded t o 

pr omot e Asl a m stating t hat bei ng a fe mal e Na mita 

wi ll not be abl e t o handl e the complicati ons of a 

hi gher post’. 

( Any ot her i ndi vi dual response wit h suitabl e 

justificati on shoul d also be accepted even if there is 

no reference to the text) 

 

 

 

 

 

 

 

 

 

1 mark for 

i dentifyi ng  

the pri nci pl e 

+ 

2 marks  

for expl anati on 

+ 

1 mark for 

each val ue 

(1 x 2= 

2 marks) 

=1+2+2 

= 

5 marks 

-- -- 26 Q.  Expl ai n the foll owi ng types of pl ans: 

(a) Objecti ve 

(b) Process 

Ans. (a) Obj ecti ve 

 An obj ecti ve is the end whi ch t he manage ment 

seeks to achieve.  

 An obj ecti ve needs to be expressed i n specific 

ter ms and is t o be achieved wit hi n a gi ven ti me 

peri od.  
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(b) Process 

 A pr ocess det ails the exact manner i n whi ch 

any wor k is to be performed.  

 It specifies t he steps i n a chronol ogi cal order. 

( If an exa mi nee has expl ai ned t he process of 

pl anni ng, due/full credit is to be gi ven)  

 

2 marks 

 

 

=4 marks 

29 30 27 Q.  Expl ai n the foll owi ng f uncti ons of marketi ng:  

(a) Gat heri ng and Analysi ng Market Infor mation 

(b) Marketi ng Pl anni ng  

(c) Standardisati on and gradi ng  

Ans. (a) Gat heri ng and Anal ysi ng Market 

Infor mati on:  

 Thi s is necessary t o i dentify t he needs of t he 

cust omers and take vari ous decisi ons for t he 

successful mar keti ng of the products and servi ces.  

 Thi s is i mport ant for analysi ng t he availabl e 

opport unities and t hreats as well as strengt hs and 

weaknesses of t he organisati on and hel p in 

deci di ng what opport unities can best be pursued by 

it.  

(b) Marketi ng Pl anni ng:  

 Thi s i nvol ves devel opment of mar keti ng pl ans t o 

achi eve t he mar keti ng objectives of t he organisation.  

 A mar keti ng pl an shoul d cover vari ous i mport ant 

aspects i ncl udi ng t he plan for i ncreasi ng t he level of 

pr oducti on, promoti on of the products, etc. and also 

specify the action programmes t o achi eve t hese 

obj ecti ves. 

(c) Standardisati on and gradi ng: 

 St andardisati on refers t o pr oduci ng goods of 

predeter mi ned specifications whi ch hel p in 

achi evi ng unifor mit y and consistency i n t he out put. 

 Gr adi ng is t he process of classificati on of products 

int o different groups on the basis of some criteria 

such as qualit y, size etc. It hel ps i n realisi ng hi gher 

prices for hi gh qualit y output. 

 

                                       OR 

 

Q.  Expl ai n the role of ‘Publi c- Rel ati ons i n 

marketi ng manage ment . 

Ans. Rol e of Public Rel ations in mar keti ng 

manage ment: 

(i) Smoot h functi oni ng of busi ness. 

(ii) I mage buil di ng.  

(iii) Launchi ng ne w products. 
(iv) Helps in facing adverse publicity.  

 

 

 

 

 

 

 

 

2 marks 

 

 

 

 

+ 

 

 

2 marks 

 

 

 

+ 
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=6 marks 
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(v) Supplement to advertising. 

(vi) Satisfying interest of different 
public groups. 

(If an exa mi nee has not gi ven t he headi ngs but has 

gi ven t he correct expl anati on, full credit should be 

gi ven)  

 

=6 marks 

 

30 27 28 Q.  Expl ai n the concept of sal es pro moti on and any 

four techni ques of it with an exa mpl e of each.  

Ans. Sales promoti on refers t o use of short ter m 

incenti ves whi ch are designed t o encourage t he buyers 

to make i mmedi at e purchase of a product or servi ce.  

Techni ques of Sal es promoti on are: (any four) 

(i) Discount:  

It is a techni que of sales pr omoti on i n whi ch products 

are offered at less t han list price.  

e. g. A shoe company’s offer of ‘ Di scount up t o 50%’  

(ii) Product Co mbi nati ons:  

It is a techni que of sales pr omoti on i n whi ch another 

pr oduct is offered as a gift al ong wit h the purchase of 

a product, 

e. g. Offer of a pack of ½ kg of rice wit h t he purchase 

of a bag of atta ( wheat flour) 

(iii) Lucky Dra w:  

It is a techni que of sales pr omoti on i n whi ch a draw i s 

taken out on purchase of a product and a gift is gi ven 

to t he wi nner.  

e. g. A l ucky draw coupon for free petrol on purchase 

of certai n quantit y of petrol from gi ven petrol pump.  

(i v) Rebat e 

It is a techni que of sal es pr omoti on i n whi ch products 

are offered at speci al prices.  

e. g. A car manufact urer’s offer t o sell a particul ar 

brand of car at a discount  of Rs 10, 000, for a li mited 

peri od.  

(v) Quantit y gift 

It is a techni que of sales pr omoti on i n whi ch extra 

quantit y of t he product is offered t o i ncrease sal es. 

e. g. A shavi ng crea m’s offer of ‘40 % Extra’. 

(vi) Refund:  

It is a techni que of sales pr omoti on i n whi ch a part of 

price pai d by cust omer is ret urned back on presenting 

some proof of purchase.  

e. g. On ret urn of e mpt y foils or wrapper, get a refund 

of Rs. 5. 

(vii) Instant draw and assigned gifts 

It is a techni que of sales pr omoti on i n whi ch assured 

gifts are gi ven t o t he custo mers i nstantl y by 
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partici pati ng i n a draw, on purchase of a product.  

e. g. Scratch a card and win a gift. 

(viii) Fi nanci ng:  

It is a techni que of sales pr omoti on i n whi ch easy 

financi ng sche mes are offered.  

e. g. ‘24 easy i nstal ments or t he a mount t o be pai d as 

post dat ed cheques’. 

(i x) Free Sa mpl es: 

It is a techni que of sales pr omoti on i n whi ch a free 

sa mpl e of a product is offered t o t he cust omer. 

e. g. A sachet of det ergent powder t o potential 

cust omers at the ti me of launch of a new brand.  

(x) Cont ests 

It is a techni que of sales pr omoti on i n whi ch 

competiti ve events i nvolvi ng applicati on of skills or 

luck are hel d.  

e. g. Sl ogan writi ng competiti on.  

(If an exa mi nee has written any ot her correct 

exa mpl e, full credit shoul d be gi ven) 

 

OR 

 

Q.  Expl ai n any four factors whi ch deter mi ne the 

choi ce of channels of distri buti on.  

Ans. Fact ors whi ch affect the choi ce of channel of 

di stri buti on are: (any four) 

(a) Product related fact ors. 

(b) Co mpany charact eristics. 

(c) Co mpetiti ve fact ors. 

(d) Mar ket fact ors. 

(e) Environment al fact ors. 

(If an exa mi nee has not gi ven t he headi ngs as 

above but has gi ven t he correct expl anati on, no 

marks shoul d be deducted) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

OR 

 

 

 

½ mark for the 

headi ng 

+ 

1 mark for  

the expl anati on 

= 1 ½ x 4 

= 6 marks 

27 28 29 Q.  Expl ai n any four points of i mport ance of 

del egati on.  

Ans. I mport ance of del egati on: ( Any four) 

1) Effecti ve manage ment. 

2) Empl oyee devel opment. 

3) Moti vati on of e mpl oyees. 

4) Gr owt h facilitati on.  

5) Better co-ordi nati on.  

6) Cr eati on of manage ment hi erarchy.  

(if an exa mi nee has not gi ven t he headi ngs as 

above but has gi ven t he correct expl anati on, full 

 

½ mark for 

headi ng 

+ 

1 mark for 

expl anati on 

=1 ½ x 4 

=6 marks 
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credit shoul d be gi ven) 

OR 

Q.  Expl ai n any four points of i mport ance of 

organi si ng.  

Ans. I mport ance of organisi ng: ( Any four) 

(a) Benefits of speci alisation 

(b) Cl arit y i n wor ki ng relati onshi ps.  

(c) Opti mu m utilisati on of resources.  

(d) Adapt ati on t o change.  

(e) Effecti ve admi nistration.  

(e) Devel opment of personnel. 

(f) Expansi on and growt h.  

(If an exa mi nee has not gi ven t he headi ngs as 

above but has gi ven t he correct expl anati on, no 

marks shoul d be deducted) 

 

 

OR 

 

½ mark for 

headi ng 

+  

1 mark for   

expl anati on 

 

=( 1½ x4) 

 

 

=6 marks 

28 29 30 Q.  Expl ai n any four organi sati onal barriers to 

effecti ve co mmuni cati on.  

Ans. Or ganisational barriers t o effecti ve 

communi cati on: ( Any four) 

(a) Or ganisati onal policy 

(b) Rul es and regul ati ons. 

(c) St at us 

(d) Co mpl exit y i n organisati on struct ure.  

(e) Or ganisati onal facilities. 

OR 

Q.  Expl ai n the concept of moti vati on and 

Masl ow’s need hi erarchy t heory of moti vati on.  

Ans. Moti vati on is t he process of sti mul ati ng people 

to acti on t o accomplish desired goals. 

Masl ow’s need hi erarchy in moti vati on: 

Masl ow’s theory of motivati on was based on human 

needs. He felt that wit hi n every human bei ng, t here 

exists a hierarchy of fi ve needs. These are: 

1 Basi c physi ol ogi cal needs 

These needs incl ude need for food, cl ot hi ng, shelter 

et c. The organisation satisfies t hese needs by gi vi ng 

basi c salary t o t he e mpl oyees.  

2. Safet y and security needs.  

These needs incl ude protecti on from physi cal and 

e moti onal har m. The organisati on satisfies t hese 

needs by provi di ng j ob securit y, stability of i ncome 

et c. 

3. Affiliati on/ bel ongi ng needs 

 These needs refer t o affecti on, sense of 

bel ongi ngness etc. The organisation satisfies t hese 

 

½ mark for 

na mi ng the 

barri er  

+ 

1 mark for its 

expl anati on 

= 1 ½ x 4 

= 6 marks 
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needs through i nfor mal organisation and cordi al 

relati ons a mong e mpl oyees.  

4. Est ee m needs  

These needs incl ude t he need for self respect, 

aut ono my, stat us etc. The organisati on satisfies t hese 

needs by gi vi ng j ob titles. 

5. Self act ualizati on needs 

These needs refer t o t he dri ve t o become what one is 

capabl e of becomi ng. The organisati on satisfies t hese 

needs by allowi ng t he e mpl oyees to take i nitiati ve to 

beco me what t hey are capabl e of becomi ng.  

 

=1+5 

= 6 marks 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 


