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(’) N
Time : 2% Hours] N \(\/ [Max. Marks : 50
ates <

Instructions to the c q%
1) All questi &are g%’;r\ipulsory
2) Flgurﬁe r{ght indicate full marks.
3) Gwai ble examples wherever necessary.
ALY o\,

v N
"\- .
Q1) Solve any. @&‘e \ PA [5%x2=10]
Qﬁ:\ .
a) Dqﬁﬂe needs, Wants and demand? f ol

b) Deﬁne arole Gate- Keeper plays in or@amzat;k_\%il buying decision making?
¢) Define Meta marketing? E W Q)"

d) Name the major four compon&ats of ,@@hstlc Marketing?
e) List the four bases of Se Qn‘t}atlon?

fi tl:@@ustomer isa

f)  Educational Qualificaion:
' (\/ i)  Cultural factor -

i)  Demographic fat "e

i) Natural factor &5 iv) Economic factor N\
o A
g) Publics are the part of;m cro environment el
S o~
i) True ~ i) False N S
h) List the four stages of PLC? g,f’“w o
\; o
\’éf N Y
.’
02) Solve any two: Q‘?} T [2x5=10]
a) Explain any two approaches to the study BﬁMarketmg Support your
answer with suitable examples. ﬁx > N

Aai

b) Describe various factors influencing buxmg bqhawour of consumers for

choosmg a home loan.

p’g“\

%
e

strategies for FMCG goods? N
BI.O.



[10)

093) Solve any one: e done for the

tation can b
a)  Illustrate the various bases of m;{{ket segmen
Ssmart watches for Indian marlgf!{y
OR
o
b)  With changing tinies, weather and space, fa . for the Fas
changing. lllu;’xﬂ “Lé\.‘\diff’crent PLC strategies 101
P .~
apparels. (V¥
N DA ' "
04) Solve any on‘&:‘ ,.C““C\ [10]
o b i i isi rocess for
a) Exa\l%hle (_t\h@-varlous stages of consumer buying decision p
pu\rthasiﬁgwa penthouse.
QR

shion products are constantly
‘ hion wear

N\
( \\\ﬁ d

A\

3 OR e
b) Mz}%y experts believe that Blockbuster’s do\.\g?.af{all like Kodak and Old

Spice was due to marketing myo ia’é} sta\?;ing focused on its customers
and being willing to adapt to chag% om@%y can able to avoid marketing

myopia. Justify your answelié}ﬁa s%i\r%le examples.
, P

. 10]
S o
a)  Asamarketing manager {}company manufacturing and selling varigty
of health drinks proda&s in Indian Market, develop the markg’tihg

positioning strategigs“ﬁfﬂ%r the kids market? Make necessary assugiﬁtions

Sy

05) Solve any one:

to justify your answer. | N N

O
OR ég\/ &
» o
b)  Formulate Marketing mix for an insurance pro@el iNg through online
platform in India. N

S
S
)

6118]-1005 2



SEAT No. :
[Total No. of Pages : 3

Total No. of Questions : 5]
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(59461515
First Y@ M.B.A.
105 : GC-03 - BASICS OF MARKETING

(RevRB:LZOIQPattem) (Semester - I)
Time : 2% Hours] _ C’} \V [Max. Marks : 50

Instructions to the candi \5
1) Draw neatda ?)‘?Hed iagrams and make assumptions wherever necessary.

2) Figures /b\ eri %zndtcates Sfull marks.

3) lllegible \‘lb‘nswerére liable to be unassessed.
4) All ques iorf.(g\ @re compulsory.

5) E ai‘l@uestw\n?carries equal marks.

i K
Q1) Solve a@?ﬁve:- “v [5%2=10]
a) W}iic}} of the following is not a pq\’ Sonal fq&)r affecting the consumer
behaviour- f\i (\Q')
@ o

i)  Ageand stage in the life
y QO
ii)y Occupation and eco o@ irCumstances

i) Personality and selﬁ%br{ce ¢
QN
i) Reference grou;%“ Oy

,&

b) Customers are A\’ ,«EQ\/ S
i)  The buyers but r&ﬁ\y’or may not be the user of the product m}\’
ii) Consumers \i\ @
“iii) They are the end users of the product "*;\ (\'\;’3
iv) (i), (ii) and (iii) @g\/ _ {\?
NN

c) Which company owns the brand-Maggi? N PN

)  Cadbury i) Dabur {f\;"“
i) Nestle iv) ﬂgmla
d) Good marketing is no accident, buta result of ea,t’eful planningand
i)  execution i) se’llmg
i) strategies ivlgresearch

PTO.



i i own as
The oldest form of exchange - trading of products 18 kn

e)
ii in
i)  Credit O ij) Buying
i . iv) Barter
W Fuchashe ¥ in homes. The firm
f) Chimney sweeps Q% loyss@ople to clean chimneys

ma{k

is primarily the 1

) A sewxcé—g\, \\' i)y A good |
i) An u@\ r»\,\Q iv) A physical entity
NS
g) List tp{ \s o@aarketing mix.
h) 4\\"1’5‘ of marketing was given by and extended 3 Ps of
m}ketmg\\fras given by

d\,McCanhy, Booms & Bitneri)) P. Kott(;:K Keller
iv) Al 1%1@2 J. Trout
f\(:)

N
S
g“?“' ,§V . [2x5=10]

0)
m)\ P. Drucker, W. Stanton

02) Solve any two

a)  Explain the terms market pog Ntial ax@;l\narket share with suitable example.

ay
y een\&ﬁarke_t places, market spaces and meta

b) Outline the difference ¢
o

market. X
| S ~

c) Illustrate how md1v1dual mg behaviour is different from organizati@l
buying behaviour. ’\i\ Vv _ - ,\;\ d
03) Solve any one ("v Q’ [10]

a)  Anational T.V. channe] j is hosting a food show. ggose t.&)segmentatlon
strategy for having a good TRP of the sho ﬂi@countly

OR

b) A company producing detergent is plax{ﬁx to 1a;.(nch a liquid fabric wash.

Use suitable micro environment analysis fo:r%the same.

‘\

O

946]-15 2



Q4) Solve any one [10]

a) Appraise the consumer buying process for selection of coffee shop.

“
o
b) Analyse 3 Ps of marketing@r a company organisers of adventure sports
‘for teenage custexq}s. &)
\ QY
(r-) %\W )
05) a) “Inthe mo@rbus{ﬁess world, the significance of marketing management

has i;gased “tg) a great extent due to the constant changes in

macroes 1rqr\tm'en . Critically evaluate the statement analysing the
compX er{;\tspf macro environment in Indian market context. [10]

NN
Q- OR

) N

b) Tod(a?yls the era of digital and online market. Még' organizations have
OK??E for the same over a physical store. Taki@gﬁa product of your choice
discuss the new consumer capabiliti&and p&i company capabilities for

line marketing K {\? [10]

on g (\) {_\?

NN
QY &
S
&y
\b
oy
TF .
7 \"7
(\\’ f‘\-}
\:v :
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|5946|‘ 105
M. B.A -1
105-GC-05+ BASics OF MARKETING
| (2019 Rattern) (Semester - 1)

W\ ‘\~

Instructions to the candidates:

1)

2) Figures to-right indicate full marks.

All questions-are compulsory.

Q1) Solve Any Five out of Eight (2 marks{each)

a)

b)

g)

h)

2 w5 \Z
AE \
Explain concept of Market P"tentlaf\hd market share.

o

\\ *
What is zero moment @f‘truth (\ZMT)‘7

. 4
"
9

What is Meta - Marke;cs?:_i“;%'

Fh (dn.
Define Individual Marketing. ' L
;t\\ 4 ;:‘i
f"‘)‘% Y \.\«
Define concept of positionning. eV oo
i 4 ‘“\.\“\\\
N
. .Q ) ’\\[-M
List down four concepts of marketing. :\}\ -

\
N\

Explain two components of marketing mix:

List down key customer market.

[Max. Marks : 50

PT(



Q2) Solve any two out of three (5 marks each):
a) EBxplain buying roles with appropriate example.
. N .
b) Describe Marketing myopia xp;-automoblle sectofr.
; g . . —
c) Distinguish betwqg\l\*l targegggg, segmentation and positionning
\Nm, ~

'S ¥
¢ x> W

Q3) Solve Any One (]| 0 Marks each)

a) Examme\t'hemaJOr forces that affect the organization’s micro and macro
env1rom£§ént lee appropriate instances.

\\\\\\E\\\\iﬁ\ Q\\‘;\\ OR
b) D\\*elop*RESTLE analysis for a coffee shop. i
Q4) Solve Any One (10 Marks each): *‘“»\w}

\\
a) Explam each stage of consumer buying, behaihour for purchase of double
door refrigerator for personal use:ﬁ t’v %

@ﬁf

b) Explain segmentation categorlze followmg products in suitable
segmentation. Justify you answer '

X »
A N Y

)  Kinder Joy and \\ ,w\\f:'

i)  Royal Enfield E\lﬁlet

Q5) Solve Any One (10 Marks ach):

a)  Describe the suitable strategies to be adopted at each: stage of”PLC fora
two wheeler of your choice. \

N o A
Ry H
7 L RS

'yw\)\\v. .

b)  Formulate Marketing mix for new sugar fre@:‘tcye'-‘crgéi"frf brand in India.

[5946]-105
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|5860]-105
First Year M.B.A.
105-GC - 05: BASICS OF MARKETING
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Time : 2 Hours] [Max. Marks : 50

Instructions to the candidates:
1) All Questions are Compulsory.

2) Figures to the right indicate full marks.

Q1) Solve Any 5 out of 8: [10]

a) List the competing concepts ur;dcr\whi,ch organisations has carried out

marketing activities.

Write the concepts that states that if consumers and businesses are left

b)
ough of the organisation products. Explain.

alone, they will not bu

o

¢) Define need & provide two examples.

Ry

d) List five elements of Macro environment. e

e) Listthe major consumer market segmentation variables.

f) Identify the two points of distinction between organisation and consumer

buying behaviour.

g) List components of marketing mix.

h) Mention the stages of product life cyclef‘
PTO.



(0]
(?2) Solve Any Two out of Three:

: is with proper example.
a) Explain components of Micro Environment analysis with prop

. in with appropriate
b) Whatis long tail marketing and niche marketing. Explain with approp
example. al’

) in India.
c¢) Explain concept'of market share & potential for smart phones i

03) Solve Any One:’ -, [10]

a) Exp]ain‘»:the term “Targeting” and “Positioning”. How these concepts
applied to Android phones? Explain with appropriate example.

OR

b) Ayustpvt. Itd. is manufacturer with variety of fruit Juices. As a marketing
manager design segmentation strategy for it.

04) Solve Any One: // t \ [10]
a) Explain various steps involyea”"in/buﬁhg a laptop for personal use.
OR

b) Analyse the term “Post purchase behaviour”, «

_ , ‘Moment of truth”, “Zero
moment of truth: write selection of B School.

Q035) Solve Any One: [10]

a) Describe strategies adopted at each leve] of PLC fora FM.C.G. product

of your choice.

OR

b) Formulate marketing mix for a new electric SUV brand in India.

CE S

5860]-105



Total No. of Questions : 5] SEAT N r
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F. Y. M.B.A. (Semester - I)
105 : BASICS OF MARKETING
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Instructions to the candidates :-
1) Draw: neat Iabeled diagrams wherever necessary.

2) Blach f gures to the right indicate full marks.
3) Il[ealble answers are liable to be unassessed.

4) Attempt all the sections.

SECTION-I

Ql) Solve any five : -
a) Tabulate the difference between Customer Satisfaction and Customer

Delight? (2 points each) - ‘ (2]
b) Match the following : | 2]
a) Need ' i)  Desire for a specific product
b) Want N ‘ ii) Something backed by buying power.
c) Competitors i) States of felt deprivation &
d) Demand N iv) Rivals & substitutes
c) Define the eoncept;ﬁgif Macro environment. (2]
(2]

d) The target group for Education loans is
i)  Students seeking higher education

iy Students willing to take higher education but ﬁnanc1ally weak

i) All parents
The ones who can’t meet the higher cost of educatlon

1v)
a) 1 b) 1&2
c) 2&4 d 3

PT.O.



)  Amit thought he had received the best deal on his new car. Sh.ortly after
the purchase, Amit started to notice ce ntages of his new car

as he learned more about other cars‘avail

rtain disadva
able. Amitis expetiencing 12]

i)  selective perception
iy  information evaluation
iii) purchase decision

iv) postpurchase cognitive dissonance
Nita is a marketing manager of a large consumer foods company. She is
studying the price, promotion and the distribution of the company’s
produét. Nita is studying the (2]
i) * Marketing strategy

i Marketin g mix

iii) ~Marketing plan

iv) Market offering

Enumerate the various demographic variables.

2]

h) Whatis PESTLE Analysis? . 2]

Q2) Solve any two
131

(5]

a) Outline the need for énalyzing the marketing environment.

b) How mass marketing is different from segment marketing?

c) Howisvariety seekiﬁg behaviour different from habbitual buying béhaviour.

(3]

03) Solve any one

a) Explain the segmentation and targeting for Titan watches for urban
(10]

customers.

hanges in the demographic & economic environments affect

b) Explainhowc
(10]

the marketing decisions of Consumer Durable manufacturers.

[5659]-5005



Q4) Solve any one

a) Indian consumer durable industry has been witnessing a radical behavioural
shift in the past few years. Consumer spending has rapidly evolved from
necessity-based purchase to planned lifestyle purchase to the next level
of impulsive lifestyle purchase. Discuss the criteria that might be used by
MICROMAX Informatics India in deciding which market segment to
target for theit SMART TV brands. [10]

b) Buying behavior for an Organization and Consumer is different. Compare
Organizational Buying behavior & Consumer Buying behavior and state
their differences. [10]

Q5) Solve any one

a) Evaluate the targetting & positioning strategiés of DOVE shampoo for
the urban & rural markets. \ [10]

b) Identify product in the Maturity stage of PLC from Electronics/White
goods sector. Develop a marketing mix strategy for the same [10]

®O®

15659]-5005
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