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Part A

  10 x 1/2 = 5                  
Choose the correct answer
1. Consumer purchasing power is determinate by ________.


a. Salary






b. Disposable income


c. Total income





d. Price
2. _________ creates a particular image in the minds of consumer.


a. Branding






b. Personal selling
c. Grading






d. product planning
3. _______ is screening new-product ideas in order to spot good ideas and drop poor ones as soon as possible.







 
a. Idea generation





b. Concept development and testing
c. Idea screening





d. Brainstorming.
4. _____ may be defined as the exchange of goods or services in terms of money.

 
a. Price






b. Product
c. Grading






d. Branding
5. Promotional mix includes ____________ .
a. Advertising, personal selling and sales promotion


b. Advertising, awareness and sales promotion
c. Advertising, personal selling and publicity



d. Segmentation, personal selling and sales promotion
6. .___________ is a mass communication of information intended to persuade buyers as to maximize profits.  
a. Salesmanship





b. Sales promotion
  


c. Personal selling





d. Advertising
7. Products reach the hands of customers through a number of channels, of that the main channel is  __________.   
a. Wholesaler





b. Distributor
c. Retailer






d. Agents
8. Services rendered by wholesaler to manufacturer is _____  . 





a. Acting as an intermediary



b. Advice to retailer
c. Facilitating small purchase



d. To keep varieties of goods
9. The limitations of e-marketing is_____________.    
a. The inability to touch and feel



b. Instant cash payment

c. Touch and feel





d. Immediate delivery
10. ____________ are networks that connect people within a company to each other and to the company network.    





a. Internets






b. Extranets
c. Bitstreams






d. www  
                                                                  Part B



                5 x 4 = 20

Answer ALL questions

Each answer should not exceed 200 words or one page
11.a. Discuss the Webster–Wind framework marketing strategy identifies four categories of
          variables that  have an influence on organizational buying decisions.
(Or)

     b. Explain the characteristics of involvement in consumer behaviour.
12.a. Explain the elements measured in marketing mix models (MMM).
(Or)
     b. Discuss the reasons why repeat customers are important to business.
13.a. Explain the factors influencing selection of advertising media for a company.
(Or)
     b. Discuss the modelling competitive responsiveness.
14.a. Discuss the market selection process.
(Or)

     b. Explain the characteristics of a good shoe store site selection..
15.a. Discuss the IDIC model  has four actions in order to build closer one-to-one relationships
         with customers.
(Or)

     b. Explain the five supporting conditions of CRM value chain model.






  Part C                                                     5 x 7 = 35

 Answer ALL questions

Each answer should not exceed 600 words or three pages
Question No.20 is Compulsory
16.a. Evaluate the five stage model of consumer behaviour.



(Or)

     b. Elucidate the five steps to the negotiation process.
17.a. Describe the stages in the new product development process.
(Or)

     b. Evaluate the model of price discrimination for a monopolist (With Diagram).
18.a. Elaborate  the applying a standardized process to advertising to increase efficiencies is 
         a new way  to approach campaign execution.

   (Or)

     b. Evaluate the consulting and advisory services help sales managers to think strategically
         and use  tools and intelligence at their disposal to make good decisions.
 19.a.Can discrete time series data be analysed in the same manner as continuous time
         series? –  Describe.  



     (Or)

      b. Enumerate the six models of supply chain management.
 20. Case is compulsory

          The case discusses the marketing and promotional strategies adopted by Nestlé India Ltd (NIL) to revive the Maggi brand in India. In June 2015, Maggi was banned for six months across India after the Food and Drug Administration (FDA) of India found much higher than permissible amounts of lead in samples of Maggi 2-Minute noodles – one of NIL’s best-selling products in India. The company had to recall 38,000 tons of Maggi noodles from millions of retail shelves across the country. After getting clearance from the apex court, the ban was relaxed in November 2015. The controversy affected the company significantly with Maggi losing over Rs10 billion in sales and its brand image suffering a serious blow. Suresh Narayanan (Narayanan), Managing Director of NIL, was on a mission to resurrect the beleaguered Maggi brand. The plan included spending heavily on advertising and brand building initiatives in addition to stepping up consumer engagement on the digital platforms.

        The case discusses the measures taken by NIL to bring the Maggi brand back to life and regain the trust and confidence of customers. With ad campaigns such as ‘We Miss You Too’ and ‘Nothing Like Maggi’, the brand took an emotional route to reach out to its customers. However, the biggest challenge for NIL going forward would be to retain Maggi’s dominant position in the Indian noodles market in light of increasing competition. 

Questions:

              1. Can Narayanan successively revive Maggi? Can NIL win back market share in
                  India?
          2. Identify the challenges faced by Narayanan in reviving the brand and explore
              strategies he may adopt to overcome these challenges.
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