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First Semester MBA Degree Examination, June/July 2025
Marketing Management

f T}% hrs. Max. Marks: 100
( Library l_
D1 | (- J— ,' Nates: ! Awower anv FOUR fudf guestions from O o, Do ONo, 7
J"'l‘ 2o (uestion No. & 15 compilsory.
3. M- Marks, L: Bamr'i-:i fevel, O Caonvse onicomes,

Q.1 | a. Distinguish between Market and Markeung. ) 3 |L2|COlL |
b.  How Marketing 15 significant to the Customers. 7 L2 | COot |
¢. | What are the |u_'-.J COmMpOnEnts of the marke Aing envi onment, and how do mmm 10| L4 | Ol

| and macro faclors imluence marketing decisions? !

Q.2 | a. | Wha is Loval Customer? '3 | L1 | CO2

h. | ldentify and explain the key personal and cullural faciors that mfluence consumer | 7 | L3 | CO2
| buving behavior. ' .

c. | Describe the stages of the Consumer Buying Decision Process with relevant | 10 ' L4 | CO2 |
| examples, :

Q.3 A | What is Product Higrarchy? - = 3 L1|Co3
? h. | D.ﬂLIIhL the key factors influencing pncmn decizions 7 L3 | CO3

. ' I]mcuss the different stages of the Product Life Culc P‘LE] and suggest | 10 L4 | CO3
| app_rqp_r_mf: strategics for managing a product at cach stage. |

Q.4 | a. | Dxplain Integrated Marketing Communication (IMC) 3 L2 CO4 |
b, | Distinguish between Push and Pull promotional stratesics, 7 T3 co4 |
¢. | Discuss the AIDA model i advertising. How do oaditonal han-d modern 1! Ld 04 |
| advertising media, ancluding onhing and mobile advertising, impact consumer i .
| engagement”? . |

(2.5 | a. [Clucidate Niche Market. - 3 | L1 | CO3
h. FExplain the concept of Brand Positioning. What arc the key tasks involved in | 7 | L3 | CO3
positioning a brand?

e.  Define Market Seementation and explain il signi ficance. What are the difterent | 10 | L4 O3
| bases Tor segmenting consumer markets™”

Q.6 | a, | What is Cause-related Marketing? K 3 | L1 | CO4
b. | Hew do spongorship and event marketing help in building brand awareness and | 7 | L3 | CO4
: | customer loyalty? o |
i c. | L':-;p!ain the concept of green marhc[ing H-:w. d-::uur. i coninbute to sustainable | 10 | L4 | CO4

Q.7 E_,___' | Bricl about Sensory Marketing. ] Ll | cos |

b. | Desenbe Relationship MmLeUng and iLs wmmlmﬁmu 11 Customer retention. L3 | COA
¢, Discuss the role of digital and social media marketin 2 1n modern business, How 10 | L4 | CO5
can compames leverage these platforms Tor brond  growth and  customer
engagement”
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 Case Study: GreenLeaf Organics — A Sustainable Marketing
Approach

Backgeround:

Cireenl.eat Organics & a startup that produces ceo-friendly personal care

. ik : !
products such as shampoos, soaps, and lotions, The company aims to |
reduce environmental mpact by using biodegradable packaging and |

sourcing organic ingredients. To promoie s brand, GreenLeal has

mnplemented a green marketing strategy, leveraging digital and social |

media marketing, influencer partnerships, and cause-related marketing,

However, despite 2 growing consumer inferest i sustainability, the
company faces challenges such as high production costs, competition
from established brands, and skepticism about eco-friendly claims. To
strengthen ts markel position, Greenbeal 15 considernng premivmization,
emphasizing  its high-guality  orgame  ngredients, and  adopting  a
relationship marketing approach o retain customers,

Case Questions:

What are the key benefits and challenges of Greenleat Organics’ green
marketing sirateey?

Discuss the role of relationship marketing in customer retention. What
strategies should Greenlieat adopt to enhance customer lovalty?

10 14 COS5

10 L4 | cos
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