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[Time: 2Vz hoursl
Please check whether you have got the right questibn paper.

- N.B: 1. Figures to the right indicate full marks. ,.:', '

2. Draw suitable diagrams wherever necessary
3. Illustrate your answers with examples
4. Rewrite the quesfims for Ql.a and b-:'- ..,. '

asset, value chain, 4rchitecturb)
5. Brands can reduce in making produ cision r u .oStb-"r. (p,pitt, expenses, risks,

involved. (associations,

I Marks:75]
-,1.j-

Ql .a .Mu1t ip leCho iceQues t ions (ANYEI -GHT) ] .
1. _ is a specific term that included a name-'iymbol;.$gn or {e'iign given to a product for-easy

identification. (Advertising, Brand, Packaging, Promotions)
2. _gives consumers a comp'elling reason what they should'buy it. Glnique S.glling Prgposition,

Unique Selling Position, Unique Stock Proposition, Unique Selling Portion)
3. Global brands must build _r-' strong brand strength, br,and statq;e & power on key factors th,at

drive brand in the market. (consistency, complexiry, flexibility, co,mposite)' a .. .-:
4. Brand strategy helps m ters de.termine which produets and rvices tq;introduceJ"'and I

which brand names, logos, s1mbols, ands'6 forth to apply to new and existing products. (packaging,

6.
7.

confusions) l'- ,: ,..._. ..,'-' ,'"...' -'.' .-
Jingles are musicals written around the brand. (tone, sound, message, creativity)
Every crucial goal is to develop a strong brand position and build brand re.sonance. (retailers,
employee;manufaefurers, inarketers) .:"=' ,,...

8. ReinforCing bran meaning may depend on the natureiof brand
attachments, assets, awar, ess) ;'t-,'

service, engagemea0
State qhbther the' llowing-itatement is TRUE or FALSE (ANY SEVEN) (07)
To retailers agd other channel members distributing products, biands provide several important

r. funitiOnS. "' , ' .. ' 
i . , 'ri ' ' _...

2. Personal selling is a person-lo-person process by which the seller learns about the prospective
buyer's wants and seeks to satisfu them by making a sale.

3. Young:& Rubicam (Y&R),b major global advertising agency, meaSured brand equity for 450 global
. r brandsand mry'than 8,000 local-brands in twenty-four countries.'.- 

4. C4orate bra ds use ft .u*. nam" for alffitheirproducts.
5. A logo helps in reinforcing brand positioning by creating arecognizable visual identity.
6. URLs (Uniform Resource l.ocators) specifylocations of pages online and are also referredto as

domainnamgs, .,"' , 
',' 

.,",, ..t' ..,,1!
7. The supplier multiplier determines the extent to which-the value shown by the market performance

of a brand is manifested in shareholder value.
8. If a brand extension,is profitable, it always contributes to overall brand growth.
9, Once a product is$dated, ifcan never become relevant again.
l0 Any paid form of:iion-personal communication through mass media about a service or product or an

idea by a sponsor is calle'd promoJ.ion . '-

Q2. Answer the following
u,,.Hiw wogld you use the Customer-Base and Equity (CBBE) model to strengthen the brand equity (08)'. of Pata4j'hli? .. ,r.',-

'-. b. Evaluatii ttre rofe of channel strategy in sustaining a brand. How do direct and indirect distribution (07)'--. 
chanii"els influpnce market success'?'-

OR' 
c. !f you w"ere a brand manager at HDFC Bank, how would you use the Big 5 Model of Brand (08)

Personality to position the brand?

b.
l.

9. Brands indicate of producl,,' e consumer is lqu/ng. (quantity, reason, beneftfu, quality)
10.In case of rvice brands, the include the customers' experience. (non-tahgible, tangible,
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Paper / Subject Code: 36003 / Elective : Marketiiig: Brand Manag-e'ment

d. What is the Brand Product Matrix, and why is it important? Ilui;;ate wi.1h'examples. (07)

Q3. Answer the following . 
- :.; ,",-. .' :, r

a. How does experiential marketing help brands build custombi loyalty?'Provide reasons and" examples. (.08)
b. Using Brand Awareness Pyramid, analyze how a new startup brand can establish braniJ awareness (07)

in a competitive market. 1' 5 ,..,,;'' ,: ,..'
OR

Q4. Answer the following ,' ",,,' -,1' f.
a. Explain Qualitative Risearch Techniques osed in branding. How do brands use these techniques to (08)

b. What factors influence a company to..revitalize a brand? Aiialyze how successfully executed brand (07)
rcvitalization strategies. 

I

. . '  - '  :  
oR . t  

' "  ' ] : ' r r
c. What are the key diffe.rences in brand positioning strategies -between A-irtel and Jio?
d. Explain different pricing strategies used to sustain brand in market with examples.

c. If you were launching an FMCG brand'.in India,ftw would'you
long-term growth? Develop a strategic model.

d. Define brand identity with examples from Amul and Tata. .=

Q5. a. Write ShortNoJes on (ANY THREE) , :
1. Point of parity.
2. Permlssion marketingi ..
3. Brand response. ., ."
4. Moving'a brand down. -
5. Bra4d 6lements,.i - 

'- -'-- "'
. , . ' : '  - , i  , :  OR

structure its brand hierarchy for (08)
. ,

-:'i' . '.'."' -.".- (07)

(08)
(07)

(1s)

(08)

(07)

b. e...ase Study, , r ,..
A great example of brand posiiioning is Disney. With movies, T.V. sho*s, thime parks, colouring
books, and baby clothing (to name only five of iis many products). One successful brand extension
is the Disney English-language training centre. Though less ingrained in popular culture than other
Disney products, this extension has been incredibly suCcessful in China. It is especially important to
highlight beCause as'an international brand, it faced even more obstacles than other extensions by

- navigatinga vastly different culture and an audience with an entirely different set of values. Afterj' 
identifidng an internationa[ tipportunity, Disney leveraged its unique strengths, like its unparalleled
customer experience and focus ontntertaining children; to break into an incredibly lucrative niche
in thina. niSiiey English, centd for teachiig young childrd the English language, opened in
Shanghai in2008, a rding tp McKinsey & Company, simulianeous with the development of the

i city's Diqneyland pdik. Disqey English is now in more than nine cities in China, with more than 30
locations. Further, the extension is helping the main Disney brand to flourish in a country that is not
as familiar with its trademark "magic." As McKinsey & Company's article notes, "In a country
yltere Disney'9 films d merohandising have yet to establish a broad market presence, using
language learning to attract small children and their families looks like a great entry point to the
*orld's big.gest market and a sound investment in nurturing a future .orriurn., base for Disney
products." In t$s *ay, the extension capitalizes on both leveiage and logic, bringing value to both
consumers and the main brand in several ways.
Questions

,,.'; {.n:l*t the key.brand posiiioning strategies Disney used to establish Disney English in
i::: b. B{ildd on Disney's affiach, propos. a strategic brand extension that could help your

,:eompaY;,enter a new'foreign uarket

! F  *  *  * * * { < { < *
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Paper / Subject Code: 86006 / Elective : Markeft: RetailManageqient

/ t  . .Time: 2.30 hrs

1. All Questions are Compulsory
2. Figures to the right indicates the {narks

Ql. A Choose the right answer (AnydghQ

6 Prior goal of CRM was to establish and'fr'brfect reldonships.

8 Inaretail slg{e, infprm the customers about the products, offers and price.
managers b. fi s c. rii-nnequinS' a. signage

is a suBplier whd'forms an illiance with the retailer.
a,r '-Categoly Captain.-.,b. Wholesaler. c. Distributor. d. Dealer

10 The store front is a refection of the "of the store.

2 is an elBctronic co'mmunicafion system that prolrides stanflards
exchanging datp vi'a any eleitronic mibns. ; ,.1' 

' 
-,,,1' 

"

a. electronis;d;ta interchinge b, electrontc,Articte s elttancg!: etert oniJ rn.m, s
RrtlP- 

' 

,,:t= ,--t ,.-i!' -,,,'''t-'- ,-, 
tt' 

,,r,ii' ..i..'' 
' 

.-,
3 To redtroe "-: 

" and o&er operational expenses, maniifacturer d whq[-esalers shjp
goods illarge quantities to retailers " 

' 
. 

-

a. Economic activity b. Transportation costs c,,Investor Costs. d. Stock cost

Marks:
' *1:r'

. i  l '

. : :
,'"-l

refers to trading'activitiei'undertak by licensed retail s wh9 e1C
registered for sales tax. .l

a. Unorganized retailing b. orsanized retailin e-tailine d.urbanization
-

provide essential'commodities at ch er co,.s-!-B ,..'i'

for, -
",r..-

a. leased d ."t.j r*n is. -.,-'' 
.ill,"

c. Consumer Co-operative. d. independent retailer

t 
.- 

stores have narrow product line with deep v-griety.
-;';t' a. Sptcialry -6. Retail'r'c. Supefiarket don-StOi;

a. Customer preference. b. Customer lbyalty
c. uustomer expenence. d. customer reaction

- .  i  , '  " :  . - j  
' !

7 = = = 
groducts enjoy popularity and generate lot of sales in a short span of time. a.

fad b. seasonal c. variety d. assortment -:

i' a. Bf".and Equity b. brand:value cJersonality. d. displayt/'- 
.r:.'.,' 

'...:::':'- ' '' '
. . '

Q.lrn state whether the following statements are True or False (Any seven)
i I Credit card fraud is a limitation of e-tailing

2 Ftanchise stbres are.4n examplo. f unorganized retailing.
3 The acquisition of anew cuqfumer cost is same as maintaining an existing customer.
4 Franchise gets r_oyalty fe-eSup front margins.

-"'5 visual Mercban-dising is also termed as Silent Salesmen'' 
6 $idsks are,qnnall selling spaces located in mals offices airports etc.

7

.. '_!

6364s
, i ; , ; ' , '

...t1'''
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Paper / Subject Code: 86006 / Elective : Marketihg: Retail Managenient

I
9

Customer approach means that custom are committed to shopping at retailers

locations. , . ..." ,- ,,. 
j,' 

. .,'i 
''i

Cash wraps are also known as checkout areas

Planogram is a method of arranging goods in a retail sJore. ; 
'' - ''-

Q2 
'.:. .: , ;' ,,;'

a. Discuss the factors responsible for the growth of organizedretail in lndia

b. Explain the non-store'based retail formatp.= -r":

. r r  r '  - ' . (oR)  
:

c Discuss the factors influenging retail.trbde 
-: 

: ,.r:'
d What is e-tailing? Explain the advantages and limitations of the same

8
1

Q3 - , '  . ,  
- . '  " - '

L Explain fu factors'influencfu retail shoppers
b Discuss the four customer retention approaches

,,i. 8
, l

. a '

, . . l , '

' 8

,7

(oR)

rl. * * *.r1. 1. rfi {< r|( * * * * * :F

ti "']

lab-ol brands

Eiplain tllepteps in d.eveloping;ietail strategy ,, ;., 
' 

.,,1
Explainfte'objectiv6s of CRM in retail ,- .',' 

tl

- -: 
. ". '::

' l 
, .' ' ' 

i '" ' 
,-..., "t 

', 
..r0.

" - l  

'  
, . t t  

- " , r ,  . . - " -  . . t l l . .

W[t do ygU mean b,y rivate lab6l? Expfain the catogories of private

Explain the-princip6 of mephandising .'"' . ,..",

'c u*ptaitt.";*.rnii.r' "':." 
(o*)'': 

,. ":"' a
.-. 

'' 
C ory ClFtain, Buyrng Cyg n Retail& Staple''inerchandiie

,' d. 
,,fulaitr 

the iategories of pri-Y{t label brandr 
.; ,,:t-,,

a.5';- oirros! trr. s stirn.rriiln*rti; -'" J
t b Expiain theJools,rseffi. visual rnirchandjsing

c
d

t.'h

Q4
a
b

8
7

8
7

8
7

c
I r l

".t: ll

nl

iv
,.v

;i

63645

-. 
i '  

ir 
- '-: '  ' , ,. 

.r.(OR)
Short Notes (Any three)
Airport Retailing
Dieital signaqe
voing unI n rUi.u-s Brand Asset Valuator

;Career options in retail .-

Mall.[4hnageqeni ]i" 
.,'-

15
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Paper / Subject Code: 86009 / Marketing: InternationalMarket-ing

Duration: 2lzlJoars

N.B. il All questions are compulsory.

iil Figures to the right indicate full marks,

Max-; Marks; 75

rriate answer form the alternatives given. (Any Eighi) I8l
I l

1. is horizontal expansion ef a firm.

5 . is a sister institution of IMF.

. . . . . . . . . . . i

..111 rn

a. Merger b. Diversification c. Combination d. Separation

2. NAFTA is best example of. 'i':--^--r-- -- '  
- . , ,  , l l ,  

,  
. ." . .  : ,

a. economic union b. free trade area c. custom union d. common market
'  t : - '  

"  - . =  
: '  

, , , , : t '
'  i t  , . . : -  . :  

'

3. Quota system is a type of - barrrer. ::. ,
. , : i :  

___  
:_  = .

a. tariff . ui.lnon-tariff C. ,.u.n r.-" 
-- 

d. uliiun.. 
' 

,''t-

. 4. - orientati.on ttftrc t"'.xporter.viewing internatignal marketing as seCbndaV$tdomestic

-  - . - . j '  , '  a '  ,  
i '

operationsi:- a., Ethnocentric b. lgJycentriq.. c. Regiocentric .- d. Geo-eentric ,

a;worto b.,,,So' .. ugiCgr o.ilr ..'t't .r 
, ,ii

""'' 
;a" 

ttt ,- ' - 
- 

..,;'- 
'- t-

6. Pricing of a proJuct based on the benefits it provides to consumers is known asr - _

: . - -
a. value pricing b. d nd basedlpricinglc. mark uo pricingi. margi l pricing

7. Interna{ional marlieting reouires
,  . - , , , , ,  - .L= . .  ' .  

, . : . . .  , , ' : . , '
'  i . i

a. tariff b. economies of scale c. buyers d. market

8, alternative _nlr-arket entr,y'mode offers the most control and risk.

a. franehise 
..,._l 

b. alliance ,- C. license d. venture
a,.  -  ' : '  ' :

9. The Intemational Finance Corporation, arr affiliate bf the World Bank, was established in

"' u.WO b. -, i[982 c. -1953 d. 19s6

,.'"'" 
';:;i 

.'.r ':



10.

Paper / Subject code: 86009 / Marketing: Int ationalMarketing 
''''

is the simplest form of economic integratioa ..

a. Common market b. customs union c. economic union d. free trade area

Q 3 B What is meant by int€rnational-.marketing'research? Discuss the steps that would be followed for

research before the launch of a product in the international markets.

I : f ' ' " '

Q I B. State whether the following statements a{e true or ftlse. (Ani even) I7l

. itt' ,,,-,- r 
.r,;1"' f ;'' 

.,:

1. International marketing is the same as domestic ma.ketittg ,i .r"' i"

r the growJ6 of i ation .. " 
'l- :..1r .-':''"'

3. Trade blocs are based on geographic,boundaries "' .' 
' 

.,,. .,1' ' ' ......, i ..,
4. Marketers can always directly apply experience from one country to another or from one manket to ;'

another. 
,-.lll 

- " r..i j 
,,,ii 

'i," 
tit- r;;'.' i

5. High-income countries are referred to as emerging markets. .' 
' .;

6. Targeting defines the position of a product or a company in theminds ofcustomers . 
; ..-

7 .Pr i c ingbe1owcos tcanbepro f t ib le in the1ong te rml . . . : -
. .,,,. ,'..: ,-

8. The study of the cultural environment is unnecessary in the foreign market because foreign consumers

will accept anything that other marketers have to sell.

9.Afocusstrategyisdef inedbyi tsemphasisonseveral industr ia1segrne, ' .nJs. . . . . l i . .
' 10. Promotionii 

"rp.Ci, 
of packaging will often vary arnong ,foieignrnattets j ,;:n'

l ' '""'u '.j" '''l'') : i -'-
.-rll ...j' ,,-i'

Q 2 A .,, ftn" Idationa,l arketing. Explain fhe EPRG'framew$ in depth with suitable' :
- :ri ' ,!. '

examples.

Q 2 B. Differentiate.b€tween Dimestic r-narketing,aird interndtional maraeting. .," l7l
: u

r-.i ,.]'::' 'ji -r' 
= 

..,..,t 
i':" -

' i  :.., . i ,." '  .-t
. ii:' ;'i:r"' ''' .;.-' OR,, ,''

'' a ?C. Discqsg the different types of non- tariff barriers imposed;'6y countries. ISI
-  

j  
_ , ,

Q2 D. Dis ss modes to enter.'foreign markets. ,i;,'

Q 3 A Discuss Hoftsede's Dimensions of Culture.
: . . , ,  i 4 . ,  , . "  

i r .  
. . t '  f  . . ' : .

I8l

I7l
' l' "  .  R

Q 3 C Discuss the role of segmentation'and posilioning in international marketing. t8l
r.i .

,f, a 3 D-E lain thdinternatifial marketing environment? Explain the role of political environment

in deoth.' 'tl 
- 

. ..i'.'l
-.Ql:+ e 

\a1 
ir the role of packaging a elling in international market.

''Q 4 B Discuss the,.ftatures of trade blocs.

t7l

t8l

t7l

77787

rf i-
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Paper / Subject Code: 86009 / Marketing: Intilhational arkef_Bt€

I
t  - ' .

oR .,i.,' . ,
Q 4 C What are the io*", of international servic. -u*utlhlf 

:-''
,i

Q 4 D Distinguish between Multi domestic strategy andglobal stfdtegy.

\
:i:i

""il'
l s r

trq .+
ttitl ,.,',..;:i

rt l' . 1
1-*..

I

Q 5 A Explain the role of European union in the.;grtbwth ofEiropeanitrarkets,$iate its objectives arid^  . ' \ .  ' . , .

functions in depth.

"/.- '

t4#i
.' n:

,'*'1, , '!
\.\ji'

. .1.

Q 5 C . Write short note on the'&llowi-n& ,.,:.::.(' tlsl
,;i:rI. ASEAN

,"::;': 1""'l

.--T:" J
**#******x l i * **

ti'+
ti{::'.,$

.il;r"
:"\

r:.11,,
. ' v

d
j . '

ti ,,:,i,
li:

!i]';

:..t'j

, rJ

;"

:,-,. I

.,"+
+st ,-'* 

.. .1.11 "

i-"'rij

,.,1)

. . ' " '
i " ' . :

7:7787
,.;.;;t'

,r"
l;i;

..ii":

G
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Paper / Subject Code: 86012 / Marketing: Media Planning& Management

Duration: 2 YzlJolurs

Q.1) a) Multiple Choice Questions (Any 8)

1.

TotalMarks: -75

8 Marks

Products. ,-.'''
. . . .  . . . .

a) Pamphlet b) Magazines c) Television d) Newsletters
.  . t . . ' ' '  .

2. _indicates a percentage of target audience who is exposed at least

once in a given period to a particular medja vehicle. ..:.,:: , .

a. Reach b. Frequency c. CumulatiVe Reach d. A11 :':" r 
' 

:.

media is a good source of promotion for mass communication of FMCG

is all aboU infonnation about-'the market we are Catering to-,

a. Market Analysis b, Media objective c. Ffequenc;r,d. None of the above ,.'.-.'" ..r.:
,*.

4. -method'is a 'le!'snot rocffie boato, or 'if something's going well;'*hy fix itt *ay
of setting budgets. ;ll

-" :  t t .  '  

, l  
' ,  t ' l - '  '  t

a) Statug quo b) Change the s,ystem c) Iire all employees d),Adjusting'inflati ,'
- :
5. h the a diary with quarter hory times slots acrop,s the rowq,-

..:
and ch_annels aerpss the columns is4iven to a panel.

:...::::j

a) diary system b) People meter c) TRP/TVR-Television Rating Points d) All
j . - - . ' - . :

, 6. In the advertising budget is set as a p-e ntage of'Sales. -.
' :  

.r . - 
' '_1 , 

' .. 
: j

a. Advertising-Sales (A-S) Ratio b. Case Rate and Advertising to Margin Method c. SOV-SOM
Method d. None of the above

V,: ' is not a strength of magazines. -. 
'l

a' shelf line b. deadline flexibility c. inherit design flexibility d. quality reproduction

8. This metho.d is slightJy modified version.of the 'sta s-quo' method.

flation'adjusted'method b'.',Status-qudc. SOV,--SOM Method d. yardstick Method
,i.', 

'r- 
:. .._ 

- ,:.:t-'

9. This.icheduling'involves advertising th; message evenly thr:oughout a given period.

a.Cciirtinuityb:Con ated Ad ising C;iightingAdvertising d. pulsing Adverrising

-:'1O' In 
,.1,' -llb 

ud getsaired across all channels at the same time, ensuring that the: consurygi is not able to m,fsi e communication even if he changes the channel.

a. D211 
'or 

Da fmpnasis b.lr{iliple Spotting c. Teasers d. Road-blocking strategy
. , : . . .  .  i :  l

Page I of3



Paper / Subject Code: 86012 / Marketing: Media Planning* ManagCment

b) True or tr'ilse (Any 7) 
' 

'::'''^ 
, 1t" .,-'"' ,Maft ..'i''

rf the most *u,, ur -mg.{ia. , ! ;."i' 

' 

i= 
.,,,-t 

tt'

2. Teasers can be spots aired on T.V. or ridio, or.qven print..gds carrie{,in the saihe or :',,1 
' 

.,
successive issues. .:.. ' .',1 ' , "' .'

3. Pulsing Advertising scheduling:.:is the combination-of both continuousl,...a d fighfing _..1,:''
advertisements. .:.'":' i'' : : '  

. " , , '  ! 4 -  " :  . r ' , , '

4. The peoplemeter comprises of t'wo uai(S-a remotb.'to regist the viewer detail's|and a ,1,,' i
channel monitoring devic$ached to the TV which records the cha el beingwatche{; -r i

5. A measure called stickineis actually helps look beyondthe TRp:". .ii' rr . '

6. GRP stands for Gross,Riting,tower.
7. SOV or share of voicF is used to get a sgrlse of me-dia weightp:in a competitive context.
8. Stickiness Index Pidgram :,S,,RP/ReaCli of Prog@m - 

10p ;. _,- -9. Circulation is the iverage ritrmber oftopies o.f$ublicatia that *d, tA. ,,.r 
:' 

,...,' , L
10. It is not requiied to moaitor ttre innltion in',,t*iiu buylng. ,..'iu , 't .,,,1. 

i"'

1..'- ,.: "i:,.: 
r'l: ":{'--o' -'- 

.',j;:t: itt' 
)':"

:  , . .  "  i  - '  1*r"  ' ' : '

e.2)Answ..au""u" 
'-l 

,;",ii ..,.J''t -':'tt) -,i .l,,5il".J
. . . . :r ' -  . . ' , , ' '  . .  . , . . , . ."* . 'a- l i ," '  . ."". ; '  . . . . .  - , t . '

A. Explain$e Featur€d of MasiCommuriibation., . ,," -r' '-
- ,,:" ,:..f 

-'-^..^''r1'^-*"'-""., 
_ . _.-,^ 

,--'- -- 
,.".r.,"..B. Whai,are the fa-ciors Influeircing U6dia fhgifig Decision?

. . , . , i  . ,  " '

-,t'
C. Explai.n,various siurces of media research. :: :.i '.:;''' .,,,',' '--:'

..- '  
- '^t '"r.-.. 

, .,..., .

;D. E*plain the factors Influ€ncing M-ddia plaffig Decisibn *ir,." :,.:o' "a ., '::::'... 
..: - i::

t,i: 
l '.-l-

. :i;.

Q.3) Answer the Following .', '' ,,,,, .' - -i: '"."' L5 Marks
f

A. Explain the need for a Media mix. :
. : ,  

'  4 , .  ' ' , . .  
-  

.  
' :  

, " * . '  

' . . : '

B. Explain the factors that are affecting print Media Decisions. l

:';'ir" ,-.ta ,,,1i, .,,'1" ,.:'' oR --ilt .";-'
;.. "l '!

1 ' : '

. 
'' C. Expiain the nebd for Media Strategy.

l' '; ",,..-. 
t":

D. Briefly.*piiin OOH Media.

15 Marks

C Explain,n" ,.n"Ouling pattern. 

O*

D. Explgin scheduJing strategiei for creating impact.

53140.-
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Paper / Subject Code: 86012 / Marketing: Media Planning;& Managem.nt ., .,,:.1.;'
j,1\- ,,.,,..,,,. 

' 
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2. Gross Rating Points ,,',.': .ttt * i; 
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