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MBA II Semester Supplementary Examinations August 2021 
MARKETING MANAGEMENT 

(For students admitted in 2017, 2018 & 2019 only) 
 

Time: 3 hours                                                                                                           Max. Marks: 60 
 

All questions carry equal marks 
***** 

SECTION –A 
(Answer the following: 05 X 10 = 50 Marks) 

 

1 (a) Describe the characteristics of an effective marketing mix. 
 (b) What are the limitations of strategic planning and how can they be avoided? 

OR 
2 (a) Explain product concept and selling concept in detail. 
 (b) Describe various types of research methods for conducting marketing research. 
   
3 (a) Discuss various elements of brand equity. 
 (b) What are the major ways of entering a foreign market? Explain any one in detail. 

OR 
4 (a) How do firms communicate their brand positioning? Explain. 
 (b) What major psychological processes influence consumer responses to the marketing program? 

Explain any two. 
   
5 (a) ‘Pricing strategies varies across product life cycle and across various industries’. Do you agree? 

Substantiate your answer explaining five pricing strategies in detail. 
 (b) What are pros and cons of online marketing? Discuss. 

OR 
6 (a) What are the goals of advertising? In which situation can sales and behavioural change in the 

target audience be considered the advertising goal? 
 (b) Enumerate the major modes of marketing communication mix. 
   
7  What is marketing channel system? What decisions do companies face in managing their 

channels? Explain. 
OR 

8  ‘Studying market logistics leads managers to find the most efficient ways to deliver values’. Do 
you agree? Discuss the important issues in logistics. 

   
9  Define sales organisation. Discuss the purpose of sales organisation. 

OR 
10  Explain the nature and importance of sales management in the present pandemic scenario. 
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SECTION – B 
(Compulsory question, 01 X 10 = 10 Marks) 

11  Case Study: 
          In 2013-14 PTC Food division decided to enter the fast growing (20-30% annually) snacks 

segment, an altogether new to it. It had only one national competitor-Trepsico's Trito. After a 
year its wafer snack brand-Ringo, fetched 20% market share across the country. Ringo's 
introduction was coincided with the cricket world cup. The wafer snacks market is estimated to 
be around Rs. 250 crores. The company could take the advantage of its existing distribution 
network and also source potatoes from farmers easily. Before the PTC could enter the market a 
cross-functional team made a customer survey through a marketing research group in 14 cities 
of the country to know about the snacks of eating habits of people. The result showed that the 
customers within the age-group of 15-24 years were the most promising for the product as they 
were quite enthusiastic about experimenting new snack taste. The company reported to its chefs 
and the chefs came out with 16 flavours with varying tastes suiting to the targeted age-group. 
The company decided to target the youngsters as primary target on the assumption that once 
they are lured in, it was easier to reach the whole family. Advertising in this category was 
extremely crowded. Every week two-three local products in new names were launched, 
sometimes with similar names. To break through this clutter the company decided to bank upon 
humour appeal. 
      The Industry sources reveal that PTC spent about Rs. 50 crores on advertisement and used 
all possible media-print and electronic, both including the creation of its own website, 
Ringoringoyoungo.com with offers of online games, contests etc. Mobile phone tone 
downloading was also planned which proved very effective among teenagers. The site was 
advertised on all dotcom networks. Em TV, Shine TV, Bee TV and other important channels 
were also used for its advertisement along with FM radio channels in about60 cities with large 
hoardings at strategic places. Analysts believes that Ringo's success story owes a lotto PTC's 
widespread distribution channels and aggressive advertisements. Humour appeal was a big 
success. The ‘Ringo’ was made visible by painting the Railway bogies passing across the 
States. It has also been successful to induce Lovely Brothers' Future Group to replace Trito in 
their Big-Bazaar and chain of food Bazaars. PTC is paying 4% higher margin than Trepsico to 
Future group and other retailers and Ringo to giving Trepsico a run for its money. Trito's share 
has already been reduced considerably. Retail tie-ups, regional flavours, regional humour 
appeals have helped PTC. But PTC still wants a bigger share in the market and in foreign 
markets also, if possible. 

  Questions: 
 (a) Frame good strategies for the expansion and diversification of the company. 
 (b) What else need to be done by Ringo so as to enlarge its market? 
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MBA & MBA (Finance) II Semester Regular & Supplementary Examinations November 2020 
MARKETING MANAGEMENT 

(For students admitted in 2017, 2018 & 2019 only) 
 

Time: 3 hours                                                                                                           Max. Marks: 60 
 

All questions carry equal marks 
***** 

SECTION – A 
(Answer the following: 05 X 10 = 50 Marks) 

 

1 (a) ‘Marketing orientation involves a six-dimensional approach. Describe any two approaches. 
 (b) Discuss the advantages and limitations of secondary data. 

OR 
2 (a) Describe the importance of developing loyalty programs for improving customer loyalty and 

retention.  
 (b) Describe various stages in a Product Life Cycle. 
   
3 (a) Explain the five-stage model in buying decision process. 
 (b) Enumerate the factors to be reviewed by a company before deciding to go abroad. 

OR 
4 (a) Who participates in the business-to-business buying process? Describe the role of the 

participants. 
 (b) What is brand equity? Describe the main brand equity drivers. 
   
5 (a) It said that advertising is a waste of scarce resources in a developing country like India. Do you 

agree? Substantiate your arguments with appropriate examples. 
 (b) What are the characteristics of products? How do marketers classify products? 

OR 
6 (a) Describe any five promotional pricing techniques to stimulate early purchase. 
 (b) If you were the sales manager of a computer firm, what factors will you consider in selection of 

sales persons? Why? 
   
7  Discuss the major changes occurring in the modern retail marketing environment with respect to 

competitive market structure and technology. 
OR 

8  Discuss the key channel issues in e-commerce and m-commerce. 
   
9  Explain various types of sales organisation. 

OR 
10  ‘Developing the sales organisation takes place in a series of steps’. Describe these steps in 

detail. 
 

Contd. in page 2 
 
 
 
 
 
 
 

Page 1 of 2 
 



Code: 17E00202 
 

SECTION – B 
(Compulsory question, 01 X 10 = 10 Marks) 

11  Case Study: 
  Marketing and Distribution of Mushroom: 

Sachin and Virag are two enterprising youth. They have passed out from IIM, Bangalore. They 
thought instead of doing a job, they will launch fresh vegetables in Indian markets. Having learnt 
of the future conventional foods, they decided to venture into cultivation of mushrooms. 
Mushrooms are known to be the best alternative food for vegetarians. For Sachin and Virag, 
fund raising was a serious handicap for mass production. However, the first trial batch of 
mushrooms that they produced was bought by Star Hotel in Bangalore. Further, the hotel placed 
orders for supply of 20 kgs every day. 
Now mushroom industry is run by small entrepreneurs, like Sachin and Virag. Another big player 
M/s Ashtavinayak Mushrooms, equipped with cold storage facility was more interested in the 
export market.Sachin and Virag have set their sights high. They aim to sell mushrooms in a 
verybig way all over India. Mushrooms have a great market potential and is a perishable food. 

  Questions: 
 (a) How will you advise Sachin and Virag, as how to increase the consumer awareness about this 

new food? 
 (b) What would be your suggestions for distribution channel for mushrooms? 

 
***** 
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MBA & MBA (Finance) II Semester Supplementary Examinations January/February 2020 

MARKETING MANAGEMENT 
(For students admitted in 2017 & 2018 only) 

 

Time: 3 hours                                                                                                           Max. Marks: 60 
 

All questions carry equal marks 
***** 

SECTION – A 
(Answer the following: 05 X 10 = 50 Marks) 

 

1  Define marketing management and explain different concepts of marketing. 
OR 

2  Define product life cycle and explain the stages of product life cycle. 
   
3  Discuss in detail about identifying market segmentation, targeting and positioning. 

OR 
4  What is brand equity? Explain the advantages of strong brand equity. 
   
5  What is the process of new product development? Explain various steps in detail. 

OR 
6  Explain the advertising and sales promotions in detail. 
   
7  Discuss about functions of wholesaler in detail. 

OR 
8  Explain the various types of retailer in detail. 
   
9  Explain the nature and importance of sales management in detail. 

OR 
10  Discuss the types of sales organization in detail. 
   

SECTION – B 
(Compulsory question, 01 X 10 = 10 Marks) 

11  Case Study: 
  Sachin and Virag are two enterprising youth. They have passed out from IIM, Bangalore. They 

thought instead of doing a job, they will launch fresh vegetables in Indian markets. Having learnt 
of the future conventional foods, they decided to venture into cultivation of mushrooms. 
Mushrooms are known to be the best alternative food for vegetarians. For Sachin and Virag fund 
raising was a serious handicap for mass production. However, the first trial batch of mushrooms 
that they produced was bought by Star Hotel in Bangalore. Further, the hotel placed orders for 
supply of 20 kgs every day. 
Now mushroom industry is run by small entrepreneurs, like Sachin and Virag. Another big player 
M/s Ashtavinayak Mushrooms, equipped with cold storage facility was more interested in the 
export market. 
Sachin and Virag have set their sights high. They aim to sell mushrooms in a very big way all 
over India. Mushrooms have a great market potential and is a perishable food. 

  Questions: 
 (a) How will you advise Sachin and Virag, as how to increase the consumer awareness about this 

new food? 
 (b) What would be your suggestions for distribution channel for mushrooms? 

***** 
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MBA & MBA (Finance) II Semester Regular & Supplementary Examinations June 2019 
MARKETING MANAGEMENT 

(For students admitted in 2017 & 2018 only) 
 

Time: 3 hours                                                                                                           Max. Marks: 60 
 

All questions carry equal marks 
***** 

SECTION – A 
(Answer the following: 05 X 10 = 50 Marks) 

 

1  Discuss about marketing strategies and plans in detail. 
OR 

2  What is competitor analysis? Explain the objectives and significance of competitor analysis. 
   
3  Explain conduct customer analysis and customer segmentation. 

OR 
4  Discuss the factors that help craft brand positioning in detail. 
   
5  Define pricing strategies. How to develop pricing strategies in market? 

OR 
6  Explain the online social media and mobile, personal selling in detail. 
   
7  What kind of service do the Wholesalers provide to related parties in explain? 

OR 
8  What are the different components of physical distribution supply? 
   
9  Explain the concepts of sales organization in detail. 

OR 
10  Explain the skills of sales manager in detail. 
   

SECTION – B 
(Compulsory question, 01 X 10 = 10 Marks) 

11  Case Study: 
        Inderjit is about 40 and for the last one year has been the chief executive of a manufacturing 

company that operates autonomously, but belongs to a large group. He has firm ideas on how be 
Inderjitst to manage people. In general terms, he believes that people respond best when the 
pressure is on them. Inderjit has tremendous energy. He comes to work at 7.00 o’clock and stays 
late each evening. He works very hard and expects others to do the same. He is a stickler for 
details and often sends his managers running back from meetings to collect more facts. Face to 
face meetings with him are something like inquisitions. 
      He has a very aggressive questioning style and bowls people out when he notices mistakes. 
He is proud that he can move heaven and earth to “fix” problems. Since he is good both in 
technical and financial matters, he tends to intervene as soon as he suspects a deficiency. He 
almost “pounces” to sort it out himself. 
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      When there is a problem to be solved, Inderjit likes to call all those involved together in 

committee room, irrespective of rank or reporting relationships and forces the facts out on to the 
table. In order to bring out the truth, he adopts a very challenging style (Such as, ‘I don’t believe 
in you…”, “You are lying…”). Such remarks are made out in public, often to senior managers in 
the presence of their subordinates. What is more, Inderjit will even keep the group at it all night, if 
necessary, keeping aside other commitments. Eventually, he succeeds in solving the problem 
and also gets advance warning about other likely problems. 
     Raghunath, the personnel manager, is one who reports to Inderjii and particularly resents this 
treatment. He finds it degrading for a man in his position and also feels that, as personnel 
manager, he must do something to change inderjit’s style. Raghunath is seriously concerned 
about the effects of Inderjit’s behavior. He notices that his colleagues are showing signs of 
stress; they are putting in enormously long hours. They have become more competitive towards 
each other and less co-operative. Their preoccupation with Inderjit has reached absurd 
proportions. 
      They spend lots of precious time talking about Inderjit in his absence and trying to anticipate 
“his next move”. Another alarming effect of Inderjit’s behaviour is that senior managers spend 
long hours, getting the details right, so that Inderjit’s probing will not catch them out. Managers 
who were previously willing to delegate, are now less inclined to do so. They feel the only right 
way is to do things themselves. The managers thus spend all their time on day-to-day issues and 
are not inclined to do any forward planning. Furthermore, Raghunath notices that the managers 
are less willing to accept mistakes than before. 
     They try more to contain the problems, conceal them from Inderjit to escape his wrath 
ironically, Inderjit has complained to Raghunath that too many managers are “fire fighting” 
instead of doing what ‘they are paid to do, that is “to thick” and to act. He told Raghunath that he 
could not understand why people “don’t realize that conflict management is nothing but 
stimulating alternative courses of action? What I really want is for them to go back, think again 
and tell me about it”.  

  Questions: 
 (a) Assuming you are Raghunath, how would you analyze and explain Inderjit’s behavior as an 

individual. 
 (b) What would be your analysis of Inderjit’s style of leading his people? How far is it appropriate or 

otherwise? Give reasons. 
 (c) What options do you now have to remedy the situation with what objectives in mind? Which 

option would you choose? Why? 
 

***** 
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MBA I Semester Regular & Supplementary Examinations December/January 2016/2017 
MARKETING MANAGEMENT 

(For students admitted in 2014, 2015 & 2016 only) 
 

Time: 3 hours                                        Max. Marks: 60 
All questions carry equal marks 

***** 
SECTION – A 

          Answer the following: (05 X 10 = 50 Marks)  
1  Define the term market. Explain the factors which influence the marketing environment in detail. 

OR 
2  “Various approaches to study consumer behaviour are more opt today” – why and explain it. 
   

3  Describe various marketing strategies adopted in launching and promoting the product in MNCs with one 
example. 

OR 
4  Explain the various stages in product life cycle with advantages. 
   

5  As a young manager, how can you motivate and train your sales force in your organization – Briefly explain 
various managing marketing channels. 

OR 
6  What are the different product lines and approaches in managing the services? 
   

7  What are the precautions to be taken while taking pricing decisions and also brief out various methods of 
pricing? 

OR 
8  What do you mean by sales force management? Discuss the selection process of sales force. 
   

9  How do you organize, evaluate and control the marketing activities in marketing fast moving consumer 
goods? 

OR 
10  What do you mean by retailing? Discuss various trends and importance of retailing. 

   
 SECTION – B 

                                                        (Compulsory Question)                        01 X 10 = 10 Marks 
11  Case study: 

  The September 2005 issues of vogue magazine contained eight pages of advertisements from the world’ 
largest retailer, Wal-Mart. The other 792 pages contained advertisements from Ralph Lauren, the gap, 
saks fifth avenue, Dior, estee lauder, Gucci, Lancôme, st.John, Louis vuitton, bill blass, yves saint Laurent, 
1’oreal, guess, Michael kors, david yurman, Clinique, marc Jacobs, Burberry, Calvin Klein, manolo blahnik, 
donna karan, Paul Mitchell, Vera Wang and jimmy choo, to name just a portion of the brands in this fall 
issue. 
     The ads from wal-mart feature real customers including a martial artist, a musicial, a mom, students, a 
cake decorator, a professor of art, and a fundraiser. Each woman is shown with a ‘her style’ profile, 
locating her wal-mart and indicating what she is wearing in the photograph from wal-mart and from her own 
closet. These ads are a departure from the smiley-faced, low-price-focused messages seen from Wal-Mart 
in the past.   

                                                                                        Contd. in page 2                                                                
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  Do Wal-Mart ads belong in vogue magazine? To help answer this question, complete the diagram in exhibit 
1.0 by describing the characteristics and attributes of the wal-mart shopper and the vogue magazine reader. 
Use the following segmentation based to complete this exercise: 
Exhibit 1.0 overlap of Wal-Mart and Vogue target markets 
                 Wal-Mart            Vogue Reader 
 
 
 
 
 
 
Demographic: Gender, age, race, life stage, birth era, family size, marital status. 
Geographic: Region, city, climate, metropolitan area, density. 
Psychographic: Personality, values, life style activities, opinions. 
Socioeconomic: Income, education, occupation. 
Benefits sought: To meet customer’s desires. 
Usage rate: Purchase behavior, brand loyalty. 

 

  Questions: 
 (a) Is there an overlap in these two consumer segments? 
 (b) Can Wal-Mart change its image and appeal to an upscale shopper, or should it stick to loyal, cash-strapped 

customers? 
 (c) Would you recommend that Wal-Mart purchase additional pages in vogue magazine this year? Explain your 

rationale. 
  

***** 
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MBA I Semester Regular & Supplementary Examinations December/January 2015/2016 

MARKETING MANAGEMENT 
(For students admitted in 2014 & 2015 only) 

 

Time: 3 hours                                       Max. Marks: 60 
All questions carry equal marks 

***** 
SECTION – A 

          Answer the following: (05 X 10 = 50 Marks) 
  

1  Define marketing management. What are the qualities that exist in a marketing manager? 
OR 

2  How do we analysis competitors in the marketing process? Explain. 
   
3  What are various factors to be considered in positioning a product? Explain its importance. 

OR 
4  What are various steps in new product development process? Explain by taking any new product as 

example. 
   
5  Write a short note on: (i) Product line.   (ii) Product width.   (iii) Product mix. 

OR 
6  What is meant by on-line marketing? Explain its importance in present organization. 
   
7  What is meant by banding?  What are different types of techniques used in branding a consumer product? 

OR 
8  What is meant by pricing? What are the various types of strategies used in pricing decisions? 
   
9  Write about techniques used in evaluating and controlling marketing activities? 

OR 
10  Discuss about major challenges faced by Indian rural marketers in the present scenario? 

   
 SECTION – B 

                                                            (Compulsory Question)                        01 X 10 = 10 Marks 
11  Case study: 

  Zippo manufacturing company: Has product diversification beyond the lighter gone too far? 
  History 
  Zippo (www.zippo.com) was founded in Brandford, Pennsylvania in 1932 when George G. Blaisdell decided 

to create a lighter that would look good and be easy to use.  Blaisdell obtained the rights for an Austrian 
windproof lighter with a removable top and redesigned it to his own requirements. He made the case 
rectangular and attached the lid to the bottom with a welded hinge, and surrounded the wick with wind 
hood.  Fascinated by the sound of the name of another recent invention, the zipper, Blaisdell called his new 
lighter ‘Zippo’, and backed it with a lifetime guarantee. The 70-year old brand’s fame took off during the 
second world war, when Zippo’s entire production was distributed through commercial outlets run by the US 
military.   
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  Today 
  Zippo has produced over 375 million windproof lighters since its founding in 1932. Except for improvements 

in the flint wheel and modifications in case finishes, Blaisdell’s original design remains virtually unchanged.  
The lifetime guarantee that accompanies every Zippo lighter still guarantees that ‘It works or we fix it free 
TM’. Although the windproof lighter is the most popular Zippo product, Zippo has been hurt by the 
antismoking campaigns.  Its business is fundamentally tied to smokers, and it has suffered from US tobacco 
regulations. Cigarette makers order thousands of Zippos to promote their brands, distributing them to 
smokers in exchange for coupons. One of the company’s recent advertising campaigns suggested 101 
ways to use your Zippo. Warming your hands and de-icing car locks were on the list; lighting a cigarette 
was not. The success of this product led Zippo to expand the line to its current product family of tape 
measures, pocket knives, money clips, writing instruments, key holders and its newest product, the Multi-
Purpose lighter. All of these items can be imprinted with company logos or trademarks. In 1993 Zippo 
licensed its name to Itochu Fashion System Co., a large clothing manufacturer in Japan. Zippo leather 
jackets, Zippo jeans and Zippo gloves are now available in Tokyo, and Zippo may license clothes in the 
united states too. Today Japan is still the biggest export market for Zippo. Zippo has expanded its sales 
operations nationally and internationally through a wide network of sales representatives. In more than 120 
countries throughout the world Zippo is synonymous with US-made quality and craftsmanship. Zippo 
windproof lighters enjoy a widespread and enviable reputation as valuable collectibles. The company 
produces the Zippo Lighter Collectors’ Guide, containing illustrations of the lighters and descriptions of 
the series, as well as an explanation of the date code found on the bottom of every Zippo lighter. Clubs for 
lighter collectors have been organized in the united kingdom, Italy, Switzerland, Germany, Japan and the 
United States. Zippo also sponsors it own collectors club, Zippo click.  

  Questions: 
 (a) What are the pros and cons of the product diversification strategy that Zippo has been following recently? 
 (b) What obstacles would Zippo manufacturing company face if it repeates the outdoor campaign in other 

countries? 
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