Important Note : 1. On completing your answers, compulsorily draw diagonal cross lines on the remaining blank pages.

50, will be treated as malpractice.

2. Any revealing of identification, appeal to evaluator and /cr equations written eg, 42+8
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First Semester MBA Degree Exammatlon June/July 2019
Marketing Management

Time: 3 hrs. Max. Marks:80

Note: 1. Answer any Fou questions from Q. No. 1to Q.No. 7.
2. Questton No 8 is compulsory. R

1 a. Differentiate between sellmg concept and Marketmg concept (02 Marks)
b. Explain the functions of Marketing. (06 Marks)
c. What are the factors to be considered under Marketing Environment Analysis? Explain.
; ; (08 Marks)
2 a. Define Consumer Behavrour (02 Marks)
b. DescribeNicosia model of Consumer Behavrour (06 Marks)
o Explarn the,varrous factors, which affect the consumer buying behaviour. (08 Marks)
3 a Whatis Brand Equ1ty‘7 : N4 (02 Marks)
b. What are the major brand strategy decisions for a company in the‘context of building
brands? & (06 viarks)
c. What is Market Segmentatlon? Explain the basrs for segmentatlon : (08 Marks)
4 a. Whatis the role of’ Labell1ng‘7 N\t & (02 Marks)

b. Trace the stages of a Jproducts life cycie and the marketing strategres relevant to each stage.
W (06 Marks)
c. Explain the stage’s"’ of New Product Deyelopment. (08 Marks)
S a Whatis Skrmmmg Pricing? o (02 Marks)
b. Explain‘the different channels of distribution. (06 Marks)
c. Briefly explain the dlfferent types of r’rrcmg 5o (08 Marks)
6 = ,What is Marketing Audlt? oM (02 Marks)
b. Explain the strategrc planning process in detall (06 Marks)
c. What are the steps in Marketmg Plannm g? Explain. (08 Marks)
7 a. Whatis Targetmg" : (02 Marks)
b. Analyse the factors influencing price decrsron (06 Marks)
c. Describe Marketing to the21® century customers in detail. (08 Marks)

8 CASE STUDY :

Changing Dynamics in the Shampoo Market in India

The shampoo market in India was estimated at Rs 21.41 billion per annum as of February 2014,
growing annuallyrat a rate of 16.5%. The market was dominated by India’s largest Fast Moving
Consumer Goods (FMCG) company, Hindustan Unilever Ltd (HUL) and one of the World’s
largest consumer goods companies, Procter and Gamble Company (P & G).
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The Shampoo market in India has changed sigfiificantly since the 1960s, when first, it
became a lifestyle product in Urban homes. As of 20141t was a very competitive market, with
dominant players such as Hindustan Unilever Ltdsand Procter and Gamble Company. Analysts
expect the competition in the market to intensity further, with the entry ofiCompanies such as
ITC Ltd. The market is marked by intense competition from domestic assWell as multinational
companies. The changing dynamics in, the “industry, coupled with a comparatlvelv low
penetration rates, offer the players in this market the opportumty to grow in both the ‘op and
bottom ends of the market accordmg to the analysts. ;

a. Critically analyse the Shampoo market in India. Dlscuss how the market has evolved over

the years. ) (04 Marks) ’
b. What accordmg to you are the reasons for the chan ges, happening in the Shampoo market?
(04 Marks)
c. In the changmg Scenarlo what should a“company like HUL, do to sustain its leadership
posmon in the-shampoo market? (04 Marks)
d. ITC is planning to enter the shampoo market in India. According to you, what strategy
should-it adept to emerge as a leadifig'player in the market?2, (04 Marks)
,****;w

2012




