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A) Smartphone  B) E&taurant,?leal (ngok | D) Fur,m'fhre “‘ _
3. What does the tel?m "serw.& qualuf refertﬂ?’ a8
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A) The tangible’ ‘a'Spects oﬁ semc;»« ey o : -
B) The customer’s percéption of jye semce‘“‘ o’ X'

C) The price of the sefvice  * : o
D) The mimber of se;wces oﬁg}ed
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4. Which of tl_;_e~followi s NOTmne of tlke~7 Ps of sérvnce ma\rketmg",;;,

Ay,

‘A) Product B) Process C) EeOple D) Packagmg

5. In the service marketing mix, what does "people" refer to?

A) The target market : B-}The service environment
C) Employees and customers D) Competitors

6. What is "servwe recovery""

A) The process of i 1rnpr0v1ng semee efﬁcwncy
B) The actions takento rectlfy A 'service failure
C) The marketing of'new sqnviccs

D) The analysis of customer feedback

7. What is "perishability” in the context of services?

A) Services can be stored for later use ~ B) Services cannot be inventoried
C) Services have a fixed Rriée D) Services can be produced in bulk

8. Which of the foliqwiﬁg is a method for measuring service quality?

A) SWOT analysis B) SERVQUAL model
C) PEST analysis D) BCG matrix
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Q.1.A. Choose the appropriate atﬁemﬁﬁe and @ll in the blanks (an‘,y 8) AT 08)
'-'b n"\" Y _‘:.* RS -
1. What is a key characteristic of ces? < u‘»*" o
e o ~r
- A) Tangibility B) Inoonméﬁcy E;Durablh-ty D) Ownershlp
2. Which of the following i@:lm exn@e ofa g_iﬁlce‘? o ..f‘j‘-“ .
-l» L ‘ o &%
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09. What is the main focus of internal marketmg? \‘"
e

A) Attracting new customers B) Redﬁlmng eﬂb’tmg cu@omers
C) Empowering employees D);Iﬁcreasm@roﬁt mgzﬁgms
10 .In service marketing, what does "@?vice bI@;‘ermthgﬁ refer to'?
A) The financial plannmg for servme-hehverxp’ Lb rf"
B) A detailed mapping of service processes Qf? ,\:f*f’
€) The marketing strategy for new servic 7 S &
D) The design of physical sermde locati ,,;5? NAY .

v &¥ & &
Q.1.B. State True or False(Any Sf?en) C:O A7 _:i"“ : (07)

1. Services are taﬂgable produ‘cts that:éﬁl be toucﬂed andjiorcd

Inseparabllgy means that semca‘S’ are prodﬁed amigﬁnsumqi'slmultaneously

Service quahty is so‘lely dete(fﬁmed b}fg%e pnce,g’t» the sery‘ibé

Internal marketmg focuses on traml@g and mgfhratmg ﬂfnployees to provide better service.
Semoes usually cannot be patem*ed becau&&‘/\they are,-ihtanglble -except new and nonobvious
Servwe recovery strategies are not necess‘ary if a sc,}wce failure is infrequent

The SERVQUAL model measures se?vwe qua@ty basedxen customer perceptions and

AL G Chi s S b

expectatlons ; \ ._w' &
8. AVServxce blueprlr.ts are useful for v1suallzg}g the cusfomer journey and identifying potential
e service failures. ;
9. Employees play a critical role in dehvenng serv;ces and influencing customer satisfaction.

10. Customer ’fe‘edback is irrelevant in service marketing as services are always standardized.

Q2 a) "'Explam the unique features of Serv1ces (08)

b) Explain service Marketing Triangle with a sultable example. 07)
& OR
c) '“:What are the different challenges of ser-vit;e marketing? Explain how to overcome
% thoSe challenges. (15)
Q3 a) Explain the different attributes of Physical evidence (08)
b) “ Explain service mapping and flowcharting with reference to service industry
(07)
OR
c) Explain in brief the 7Ps of service marketing. (15)
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Q4 a) How can innovation enhance the cu»@"bomer exﬁmcnce in service dehvery" (08)
b)  Explain the concept of TQM w@eferenge“to serv:,qémdustry 07)
OR f:.“_' ;.“:.‘\ A'-‘"‘S i
¢)  Explain the SERVQUAL,ejodel mﬂh‘efcrenqg*to msurat-lce industry. (15)
: -f‘f“‘ h‘u ,3,_,J AL
&
Q5 a)  Why are ethical a@partlcula,@y lmporlﬁt in service dehvery? (08)
b)  Explain the m@ﬁf-m %ﬁa Bau%fg sectorQ 3 (07)
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