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MBA (Sem.-2)
MARKETING MANAGEMENT
Subject Code  MBA-203-21
M.Code 92176
Date of Examination . 15-07-22
Time : 3 Hrs, Max. Marks : 60

INSTRUCTIONS TO CANDIDATES

1, SECTION-A contains EIGHT questions carrying TWO marks each and students
has to attempt ALL questions

2. SECTION-B consists of FOUR Subsections  Units-l, Il Il & IV Each Subsection
eontains TWO guestions each carrying EIGHT marks each and student has to
attemp! any ONE guestion from each Subsection

3. SECTION-C s COMPULSORY and consist of ONE Case Study carrying TWELVE

marks
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UNEL-L

pcmy t Explan the anporinee of prcime as e compebibive strategy L ITTRIEN
nethods of fisimg e prce of o prodsc

he wlements

s with examples
roprite lor anew bramd

motwon mis Bricls dis promot

T o which promaotien si A most app
LN

mean By channe! desaent Gve e sabient teatures of etective clivned

discuss vanous topes of marketing channel

a1 Drefine Customer Relatonsbip Manaecment laborate sanous eleieims ot g (R3]

ditterent types ot retanl formats stk the help ot sutable caamples

SECTION-C

Case study -

th Researeh & Marhertme
st The store wanted o

tn Sew Yok partnered o

An athletic poods tetal establishie
Strateges, e tRMS T o cond

the brand prercepton eld By its castonmers aid o custimicts i the

o prereeption marked 1es

betier und

wengtal popy

The market rescareh obective ss o delenmne hrand know led

here Hsé e - o an el
the consamet degismn makae Lere lse comsumers e stopping. s hat el

atore could otter customers, and preteienees of wp customets

sdmmistered o customers as well as non
the RMS team provided the sunes o sl

The studs consisted ot an onlime suives

custormiers Toorcaeh the custmen awdiviee



of customers supphicd by the chent Customer teedback was segmented o two
categories - pereeptions from customers findividuals who have made a purchase at the
store) and top customers (those who spend the most at the store). The RMS view point
Research Panel allowed the chent to obtiun timely and aftordable feedback from
consumers who are not current customers ol the store

I'he time frame tor this type of
Project was sivw cohes

Here are some ghhiehts of the study's findings

T TR "yt ’ . " .
Rescarch revealed a strong sense of brand loyalty among current customers. There was a

high level of tanulianty with the store, as well as a ligh hikelihood for survey respondents
1o shop at the store for thewr next athletic goods purchase.

Brand preterence tor athletic shoes varied based on customer type. Customers prefer Sew
Balance. non-customers favor Nike. and the store's top customers opt tor Saucony

W hen consumers are deciding where to purchase athletic shoes, the quality of the product
1s the most important factor in the decision process, while prices are most important w hen
deciding where to purchase active wear (clothing).

As expected. customers and top customers are much more-active than non-customers

Walking 15 the most common physical activity engaged in by survey respondents. and
running is popular among customers and top customers.

Data revealed a gap in awareness of differentiating features in the customer experience.

The research team recommended marketing eftorts promoting the presence of these

offerings to capture an additional share ot the market.

Questions :

a. Do you think the strategy adopted by the company was best”

b How can the brand enhance its brand’s pereeption positively?

y U ¢. With the help of the findigs from the rescarch what can the brand do to attract more
customers?

NOTE : Disclosure of Identity by writing Mobile No. or Marking of passing request on any
paper of Answer Sheet will lead to UMC against the Student.
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MBA (Sem-2)
MARKETING MANAGEMENT
Subject Code : MBA203/21

M.Code : 92176
Date of Examination : 08-05-2024

Time : 3 Hrs. Max. Marks : 60

INSTRUCTIONS TO CANDIDATES :

1. SECTION-A contains EIGHT questions carrying TWO mark
have to attempt ALL questions. vine rie sach and siodents

2, SECTION-B consists of FOUR Subsections : Units-|, I, ill & IV. Each Subsection
contains TWO questions each carrying EIGHT marks each and student has to
attempt any ONE question from each Subsection.

3. szc;rruu.c Is COMPULSORY and consist of ONE Case Study carrying TWELVE
marks.

SECTION-A
1. Answer briefly : -

a) What are the carlier markcting ideas”

b) What do you understand by the marketing concept?

¢) How lo identify the target audience?

d) Define advertising

¢) Role of personal selling

f) What 1s Brand Value?
g) Define the Rural Marketing .
h) How retailing is different from wholesaling?

SECTION-B
UNIT-I

2 Describe the buying process What are the factors affecting the consumer buyng
behaviour?
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3 What 1s markeung management and how 1t 1s different from selling? Elaborate i details
the marketing mix with an example

UNIT-I

4 How do you enumerale the marketing pies for diffe stages of product life cycle?

W}u:l arc the factors responsible for scgmentation” Describe the factors aftecting the
wrgeting and posiioning for market growth

UNIT-

6 What 1s pncing” What are the methods for pncing and how these are affected by different
factors?

7 What we different elements of promotion mix? Discuss the role of each element

-V
8 Describe the digital marketing What arc the strategies for digital marketing?

9 Cnucally comments on Event marketing, Netwark marketing, Buzz marketng and Social
markcting -

SECTION-C
10 Case Study @

For many years McDonald's enjoyed worldwide success build on a few well-known
hughly standard conditions The company wilh the golden arches served o simple menu
hamburgers, French fries, and milk-shakes or soft drinks. The food was priced low, its
quality was consistent, and 1t was served speedily from establishments that all looked
alike and were extremely elean In recent years, however, McDonalds has seen 11 growth
rate slow down and 1ts dominant market position shp. Why? The changes that have been
occumng 10 the company's external environment Let's start with the population scene
For many years McDonald's main customer group was young, couples with several kids
Today, people are mamrying at a much later age and famulics have fewer children So,
McDonald's traditional customer bases are eroding Then there arc the cultural changes
Also. consumers have become more health conscious Let's face 1t burgers, fries.and
shakes (foundation of McDonald's success are not exactly at the top of the dictician’s
menu d today) C s wanl ¢o In the past, they hopped in
the care and diove to McDonald's. Today they can pop something into the microwave
oven of phone Domino's to have a pizza delivered  Another challenge came as
consumers became more concerned about their physical environment MeDonald's
polystyrene hamburger packaging was attacked by people who demand the use of
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recycled and or bodegradable products Paralleling all these ¢ hallenges were the prowing
number and etlectiveness of compenitors

Questions :

a) What should be the course of action to regain its dommant market position and to
tackle competition”

b} List out and discuss, the major environmental changes being faced by McDonald's

ng Mohile No. or Marking of passing request on any

NOTE : Disclosure of Identity by writil ' will lead to UMC against the Student

paper of Answer Shee
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MBA / MBA (Fintech) (Sem-2)
MARKETING MANAGEMENT
Subject Code : MBA203-21

M.Code : 92176
Date of Examination : 06-06-2025
Time : 3 Hrs. Max, Marks : 60
INSTRUCTIONS TO CANDIDATES ;

1. SECTION-A contains EIGHT questions carrying TWO marks each and students
has to attempt ALL questions.

2. SECTION-B consists of FOUR Subsactions : Units-1, Il, Il & IV. Each Subsection
contains TWO questions each carrying EIGHT marks each and student has to
attempt any ONE question from each Subsection.

3. SECTION-C is COMPULSORY and consist of ONE Case Study carrying TWELVE
marks.

SECTION - A
1.  Answer Briefly :

a) Differentiate between the marketing and selling concepts.

b Define product positioning.

What are the '7Ps" in the Services Marketing Mix?

9

d) Mention any two clements of the product mix.

What is the role of Advertising in the Promation Mix?

c
N What s Fvent Marketing?

Define brand equity.

g

; 2 i
h) What is the role of corporate strategic planuing in the marketing:

SECTION-B
UNIT-1

Discuss the role of environmemal factors (micro and macro) in influencing marketing
decisions with the help of suitable cxamples

Fxplam the consumer buying behavior process and the factors influencing consumet
deciston-making

UNIT-1

4. What 1s the Produet Life Cyele (PLCY? How should marketing strategies change
according to the product hife eyele stage? Elaborate with the help of sumable examples

S Define market sepmentation and discuss the vanous bases for segmentation, Also,
illustrate how segmentation helps in better targeting!

UNIT - 111

6 Explan the importance of pecsonal selling and sales promotion. How du these touls
support customer engagement and retention?

7 “Pricing is the most sensitive decision in marketing that nfluences the consumen’s
prarchase decision”  Discuss What are the different methods that can be used by
businesses 1o determine the price of thear product?

UNIT -1V
% Discuss the concept of Bottom of the Pyramud (BOP) marketing. What strategies should

firms adopt 1o effectively serve this segment?

0. Define green marketing, What are the major challenges faced by the compames
implementing green marketing stratcges”

SECTION-C

10. Case Study: Building a Brand - The Rise of "FitLife"
FitLite is a startup that entered the Indian health and wellncss market W ith & tocus on
organic and high-protein snack bars. The: company denufiad that a

large segment of
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utrbfm, working professionals was becoming increasingly health-conscious but had
limited access to affordable and healthy snack options. To differentiate itself, FitLife
focused heavily on branding, packaging. and labeling. The product came in eco-friendly
packaging with clear, colourful labels that highlighted ingredients, nutritional benefits,
and certifications like "Gluten-Free" and "100% Organic.” The company positioned itself
as a premium, health-focused brand for young professionals. Within a year, FitLife
gained significant attention through social media marketing, gym partnerships and
influencer promotions. Consumers began associating the brand with fitness. convenience
and quality.

Questions :

a) Discuss how FitLife used branding, labcliﬁg, and packaging to position its product in
the market?

b) Which market segmentation base did FitLife primarily use? Justify your answer. -

¢) Suggest one improvement FitLife can make in its marketing strategy to strengthen its b
brand further.

iti I Marking of passing request on any
i v by writing Mobile No. or . .
OIEE:* Distlospenel ld(f? Rt:sw{*r Sheet will lead to UMC against the Student.
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