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***** 
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.   
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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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Time: 3 hours                                       Max. Marks: 60 
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***** 
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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