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Part A

Answer all questions (10 x 1 = 10 Marks)
1. Which holds that consumers will favor those products that are widely available and low in cost?  

a. Product concept 

b. Production concept 

c. Selling concept

d. Marketing concept

2. Customer is the starting point in which of the following concepts 

a. Production concept 

b. Selling concept

c. Marketing concept

d. Societal marketing concept 

3. Failure to see customer-need-oriented business vs product/service-oriented business is 

a. Marketing myopia

b. Hyper marketing 

c. Horizontal marketing system

d. Drop error

4. Which of the following is a measure of how products and services supplied by a company meet or surpass customer expectation? 

a. Customer satisfaction

b. Advertising 

c. Value chain

d. Customer perceived value  

5.  Which of the following is the difference between the revenues earned from and the costs associated with the customer relationship in a specified period 

a. Customer profitability

b. Product profitability 

c. Customer value 

d. Break even point 

6. Which of the following is NOT a part of the levels of investments to buildup long term relationship with customers?

a. Reactive marketing

b. Accountable marketing

c. Proactive marketing

d. Organization marketing

7. What describes a person’s relatively consistent evaluations, feelings & tendencies toward an object or idea?

a. Attitude

b. Beliefs

c. Perception 

d. Learning 

8. What is the most basic cause of a person’s wants & behavior?

a. Perception 

b. Culture 

c. Values 

d. Ethics 

9. The term used to mean the ability of a product to perform its function is called as

a. product mix

b. quality 

c. reliability 

d. durability

10. Which of the following is a NOT brand name

a. Kerosene 

b. Xerox

c. Volvo 

d. Computer 

Part B

Answer any four (4 x 15 = 60 marks)

1. Discuss the emerging trend and challenges as applicable to Indian consumer goods industry in the context of globalised marketing environment.

2. Explain the significance of pricing decision.

3. Explain packaging and its functions.

4. “Advertising budget is an investment to the markets, it is not a expenditure”. – Comment and support with valid concepts.
5. Explain the steps involved in physical distribution.

6. Explain the types of pricing methods and factors influencing the pricing decisions.

Part C

Case Study 



(30 marks)
1. 'Damn Right Your Dad Drank It'   


   

        A US-based premium spirits company, Beam Global Spirits & Wine's (Beam Global) came up with an award-winning 'Damn Right Your Dad Drank It' campaign to promote its Canadian Club brand of whisky in November 2007. The campaign was launched with the aim of reviving a 150-year-old brand, Canadian Club Whisky, which was perceived by the younger generation in US as their dad's drink, and hence 'not cools'. The brand had witnessed a continuous decline in sales for 17 years from the 1990s as a result of a combination of factors like erosion of brand value, weakening of marketing efforts, change in cocktail culture toward vodka-based drinks, and the entry of competitors in the market. The 'Damn Right Your Dad Drank It' campaign adopted a strategy that turned the brand's primary criticism - 'your dad's drink' into its campaign's central theme.

The retro-themed campaign featured a series of print ads depicting the 1960s and 1970s era that showed 'fathers' as a classic personification of unpretentious masculinity. The ads included provocative taglines that sought to remind consumers that theirs dads were masculine, stylish, and cool and that they embodied these traits through their choice of drink consisting of whisky cocktails made with CC. The campaign was a multilayered one including viral marketing elements. The campaign was backed by billboards, point-of-sale (POS) items, radio advertising, out-of-home advertising, in-market events, and experiential elements. The campaign not only rejuvenated the moribund brand but also turned its falling sales curve around. But some critics opined that the campaign ads were offensive and also contended that the campaign theme was sexist. 

           Question  






       a. Explore ways in which the company could have made the 'Damn Right Your Dad Drank It' campaign more effective 




       b. Explore branding strategies that the brand management team can adopt in the future.

2. Maruti Suzuki India Limited
Maruti Suzuki India Limited (Maruti) is a subsidiary of Japan based automobile major Suzuki Motors. Maruti, India's leading passenger car manufacturer was founded in 1981. The liberalization of the Indian economy in 1991 resulted in the entry of several foreign automobile companies in the Indian passenger car market beginning from the mid 1990s. To prevent the continuous decline of its market share, Maruti started a restructuring exercise in the year 2001. 
As part of the restructuring exercise, Maruti also laid emphasis on its advertising strategy to help maintain its position as a market leader.

The company launched several new products and their variants. The advertising campaigns of Maruti included TVCs, print and radio ads, outdoor promotions, point of sale and mobile promotions. The company also organized different promotional events to attract prospective consumers. Maruti also offered special schemes for specific professional and income groups. The ad campaigns of Maruti emphasized on various aspects of its cars, including fuel efficiency, space, looks etc, to strengthen its brand image, and to promote its widespread network and services. The case ends with a discussion on Maruti's future expansion plans. 

Questions

a. Comment on the Market segmentation been done by Maruti 

b. Examine the future challenges for Maruti.
3. Burger King Corporation's
US-based fast food giant Burger King Corporation's (Burger King) 'Whopper Freakout' campaign that was launched to celebrate the Whopper's 50th anniversary at Burger King, in December 2007. This was also a bid to know whether the Whopper was America's favorite burger. 
The campaign was launched with the aim of increasing Whopper sales and encouraging customers to consume the Whopper more often than they already did. The main part of the campaign was the viral marketing component. It was backed by other promotional elements such as TV advertisements, print, and online ads.

The campaign generated a lot of buzz among the target consumers consisting of a young net savvy population and quickly spread through word-of-mouth marketing. It was considered by experts as an iconic viral marketing campaign that helped Burger King increase the sales of its mature brand, the Whopper.

Questions

a. Analyze the 'Whopper Freakout' marketing campaign

b. Explore ways in which the company could have made the 'Whopper Freakout' campaign more effective
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