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' MBA, Semester-2nd : ' :
Subject Name: MARKETING MANAGEMENT
Subject Code: 25C2BAP-203° [ 25C1 BAP-203 / MmgA 203~ -2l

“Time: 03:00 Hrs, ' ' m Caolﬂ—v . 1 ’ / q2'76 . : Max. Marks: 60
INSTRUCTIONS TO CANDIDATES : :

SECTION-A is COMPULSORY consnstmg of EIGHT questlons carrying TWO ‘marks eachi.

SECTION-B consists of FOUR subsections: Units-1, 11, 111 & IV, Each subsection contams TWO questlons, each question carrymg EIGHT marks and
student has to attempt any ONE question from each subsection.

) SECTION-C is COMPULSORY and consists of ONE Case Study carrying TWELVE marks.

QNo. | Description - - . ' , o ‘ CO | BL | Marks
4 “SECTIONA" . L ‘ |16
i List down all the concepts or Era of Marketing. According to you which Concept ot Era CO-I e L1 o,
R N working on Customer preferances or needs. o T T ‘
1.b. Compare marketing vs sclhng along with cxamplcs o S . - CO-1 L2 . 2
l.c. What is brandmg and how. does it help in ldentlfymg a product in the market" " | €021 _L,i‘ ' 2
1d. Classify the elements of promotion mix and explain 1 the1r role in ‘marketing’ co3 | 2t o2
communication. : o o : ,
‘le. | Listthe different types of distribution charnels. . NN : : co4 | L1 2
1.f. Explain the key channel mmageﬁent decisions taken by firms. "~ A ' Co4 .| L2 | . "2
l.g. Define gréen marketing and state its focus in modern businesspractices. ' CQ-S ‘ L1 2
- _Explaln how viral marketmg campaigns gam populanty andreach a large audlence ' C6-5 Cm '
: qulckly : . . '
SECTION B(UNIT-I) L - i . 8
Examine the relationship between corporate strategic planning and the marketing
) _planning process. Analyze how a misalignment between corporate goals and marketing

strategy leads to resource inefficiency, usmg a hypothetlcal d1ver31ﬁed conglomcratc ag
. your context. ' ' '

, Dlstmgmsh between the micro and macro components of the marketing envu'onment , ,
3. Examme how each layer influences the competitive strategy of a mid-sized FMCG , Co-1 | L4 -8
B company, and categorlze the _fonces that are within versus beyond the firm's control. ' ' T

SECTION B(UNIT-11) R ¥ S

‘Examine the relationship betwoen the stages of new product development and the - ' .
~ 4. | consumer adoption process. Analyze how understanding adopter categones innovators -CO-2- 4 8"
through laggards should shape launch sequencmg and comimunication strategy. o

Make use of the 7Ps framework to design a service marketmg strategy for a newly R -
.50 launched co-workmg space in a Tier-2 Indlan city. Explain how each P addresses the |1 co2 L3 | 8
: unlque challenges of marketmg a service. ' e B '

' SECTION B(UNIT-II[) S - s

6. Interpret the impact of price changes on customer p.erception and derﬁand. o COo-3 L5 . 8

A company is targetmg busmess clients for industrial products Apply the stcps of the

co3 | L3 8
personal sellmg process in thlS context. _




QNo. | Description , - ' : co . BL Marks

~ SECTION B(UNIT-IV) T s
Compare push-based and pull—based supply- cham models. Under what market conditions | U -
8. P , _ CO-4 L4 8
-| is each approach inoreé effectrve" : el : : T I

5 Eshmate a channel design strategy for launchmg a new consumer product in the FMCG coa | L5 N
e industry across both urban and rural markets. - © - . L i L »

m.SECTI'ONC R

A beverage bra.nd launched a creative social media campargn that qurckly became viral,
: generatmg mllhons of views and shares online. While the campaign increased brand.
. v1s1brhty, some customets also posted negatwe commcnts about the product wh1ch
spread qulckly across socral media platforms o :

10. ' R S ‘ T ol | Te 12
Questlons . o o ..

1ay Develop a comprehensrve viral marketmg strategy that maxmnzes brand v1s1b111ty and
awareness, based on an. evaluauon of its nnpact : '

b) Propose measures 1o manage and mmgate the potentlal rrsks assocrated wrth buzz or
viral marketing, with justification for their effect__rv_eness :

" NOTE: Disclosure of 1dentity by viriting Mobilé No. ‘o_r Making of passing request on any page of Answer Shicet will Ie’arlAto UMC against the student. .



