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SECTION – A (20 Marks) 

                                                                                                            (2x10=20) 

 
I. For marketing communication to succeed, the process that should take place in the minds of the 

customer’s…………………………………………………………………………………………… 

a. What the customer saw, heard, learned, thought, or felt while exposed to the advertisement must be 

processed and stored in memory. 

b. The stored information in the minds of the customer must be retrieved at the crucial moment when a 

customer faces a purchase decision. 

c. The customer exposed to an advertisement must be interested in the advertisement. 

d. Only a & b 

e. None of the above 

II. The most important factor for gaining & sustaining attention is………………………………... 

a. Make them interested 

b. Motivate them 

c. Celebrity Endorsement. 

d. Engaging Peoples Emotion 

e. None of the above 

III. The rate of product change and competitive intensity if are high, the customer tends to buy 

competitors product if………………………………………………………………………… 

a. The company’s product is Available 



b. The competitors Product is Available 

c. No Product Available in the Market 

d. The company’s Product is not available. 

e. None. 

IV. Fill the empty cell A, B, C. 

 

 

 HIGH LOW 

HIGH Rapid Skimming A 

LOW B C 

 

 

a. Rapid Penetration, Slow Skimming, Slow Penetration 

b. Rapid Penetration, Slow Penetration, Slow Skimming 

c. Slow Skimming, Slow Penetration, and Rapid penetration  

d. Slow Skimming, Rapid Penetration, Slow Penetration 

e. Slow Penetration, Rapid Penetration, Slow Skimming 

V. The first set of customers, who should be targeted, is the ones who are most likely to buy the new 

product. These first buyers are called as…………………………………….. 

a. First Buyers 

b. Early Buyers 

c. Early Adopters 

d. Innovators 

e. Early majority. 

VI. A successful brand may be rendered irrelevant if needs and circumstances of customers in its target 

market changes. In such a situation the marketers requires to…………………………….. 

PRICE 

PROMOTION 



a. Position their brand 

b. Rejuvenate the brand 

c. Promote the brand 

d. Reposition the brand 

e. Change the brand. 

VII. A company adds a lower priced product to its product line is known as………………………... 

a. Product Mix 

b. Line Mix 

c. Targeting lower Segment 

d. Trading Down 

e. Product depth  

VIII. Products that the customers do not actively seek are ……………………………………… 

a. Technological product 

b. Specialty product 

c. Shopping product 

d. Unsought product 

e. Convenience product 

IX.    The realization of the fact that there is rarely any product that completely fulfils the desires of 

every customer equally given rise to the genesis of………………………………………….. 

a. Product line extension 

b. New Product development 

c. Product mix 

d. Segmentation 

e. Target market 

X. The technique that works in business-to-business advertising include promising the customer a 

benefit, news, testimonials and useful information is known as………………………………… 



a. Business promotion 

b. Business Sales 

c. Business relation 

d. Business advertising 

e. Trade promotion 

 

          

                                                           SECTION – B  

                                                          (4x5=20 Marks) 

 

            Attempt any four questions. Each question carries 5 marks.  

 

2. Advertising play a very important role in building and promoting the Brand over the period for the 

company. To state the importance explain the roles that an advertisement plays in managing the life cycle 

of the product and its economic utility to the company’s top management as a consultant? 

3.  Cellular companies offer various schemes to their pre-paid customers. However, these schemes offer 

the same service mix including talk time, SMS etc. the charges differ. What kind of pricing strategy have 

cellular companies adopted? Explain. 

4.  . ‘The Product life Cycle is one of the more pervasive concepts in marketing literature. The concept is 

valuable for product portfolio analysis and setting strategic objective. As a consultant to the company, 

determine the type of consumers likely to adopt at different stages in Life Cycle. Also, discuss entry 

strategies adopted by a company with respect to PLC. 

5. Why should a company spend resources on positioning its product, when all that the customers want 

is a solution to their need? Do customers really care about the image of the product or the company? 

Discuss. 

6. Channel Intermediaries serves several specialized functions that enable manufacturers to make their 

goods available to their customers at the right place at right time. The functions that a channel performs 

depend on the sophistication of the customer needs and existing level of technologies. Elaborate on the 

functions that channel intermediaries performs in the value network chain for the companies.   

 

 

 

 

 

 



SECTION – C  

 

 

(2x15=30 Marks) 

 

           (Attempt any two questions. Each question carries 15 marks) 

 

7.    In a bid to attract domestic travelers, Prima Airlines has slashed its airfares and started advertising in 

various media like television, print and internet. As a result, its revenue increased by 10% OVER PREVIOUS 

QUARTER. Now Prima wants to measure the effectiveness of its advertisements. How can it do so? 

8. CEO of Air Asia, in the meeting with its strategic consultant is trying to understand the position of the 

company at its product level in the market for moving ahead and gain a competitive advantage in the 

market. As a consultant discuss the position of the company focused on generic strategies that the 

company may adopt to gain competitive advantage in the market. Discuss the steps that you would like 

to suggest the company to move ahead having adopted the chosen strategy? 

9. With reference to the case ‘KPCL’, discuss the factors that attributed to the failure of the company 

stating the PESTAL / SWOT Analysis. The management of the KPCL decided to go for contract 

Manufacturing and the company received the offer from ‘Pearson’ and ‘APL’. Analyze critically, the 

proposals extended by both the companies to KPCL for becoming CMU. Accordingly advice the 

management, as they had to decide soon as they were not sure whether other biscuit manufacturers were 

also interested in the opportunity and would out beat KPCL in approaching APL?  

 
Section D: Analytical / Situational / Case based:  

Q10.Section D – Analytical / Case Study – 30 Marks [Attempt All Questions] 

CASELET:- Singapore Airlines: Balancing Act. [Attached] 

QUESTIONS: 

Q10A. Asia’s premier carrier successfully executed a dual strategy; offered excellent service remains a 

cost leader in the Industry. Analyze the strategy used critically. How the company successfully executed 

the strategy?      10 Marks 

Q0B. In the operations of LCC, cost consideration is of utmost importance for the company. How SIA 

looked into the matter and took various steps to manage the entire cost of operations?  

      10 Marks 

Q10C. How SIA maintained above average profit margins, by having various source of competitive 

advantage in an unforgiving industry?   10 Marks 

 



 

 

 



 



 



 



 


