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Instruction: Students are required to write Roll No on every page of the question paper, 
writing anything except the Roll No will be treated as Unfair Means. All other instructions on 
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Sections No. of Questions to attempt Marks Total Marks 

A 3 questions with internal choices and CILO (Course 
Intended Learning Outcome) covered 

3*10 

 

 

30 

B Compulsory Case Study - 2 questions 2*10 20 

                                                                                                                              50 

          
  

                                                    Section A 
 
 (Answer one alternative from each of the three questions below)      3 X 10 = 30 

                 
         

Q1a) Explain with examples the different levels of Product in the Customer Value 
Hierarchy. Design and depict, with the help of a diagram, a new potential product proceeding 
through all stages to the highest level of this hierarchy in the Soap Industry.  
Profile your target market and draw up your positioning strategy                   (CILO 1)                                                                                                            
                                                           OR 
Q1b) Explain with examples the difference between fads, fashions and trends. Why should      
a marketer be very careful in identifying the difference between them? 
Describe the different stages of the Product Life Cycle. Give examples of two companies  
which have successfully extended their product maturity stage and the marketing    
strategies  adopted by them to do so.                                                              (CILO 1) 
 
Q 2a)What are the considerations that go into designing distribution channels? What 
different functions do different channel members serve?  
Give examples of rival Indian companies marketing a) cosmetics b) air conditioners c) 
cigarettes employing distribution channels different from each other and your understanding 
of the reasons for their choices.                                                                        (CILO 2) 
                                                           OR 
Q2b) What are the most common causes of disputes between distribution channels at    
different levels? 
Describe the various different methods of resolving disputes and the different circumstances 
in which each of them is employed.                                                                   (CILO 2) 

Roll No: ____________ 
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Q3a) Consider the last purchase you made on sale. How did you use external and 
internal reference prices to determine the product’s value? Do you believe the 
external reference price was deceptive? Why or why not?  How would you have 
priced the product  to attract the relevant target audience ?                    (CILO 3)                                                                                              
                                                            OR 
Q 3b) Manas Foundation ,a Delhi - based NGO operating in the field of Mental Health and 
Gender Equity, has been entrusted with the task of spreading awareness among Delhi taxi 
and auto drivers  regarding women’s safety. As its new Communications Director, develop 
your Integrated Marketing Communication plan for achieving your objectives, clearly 
outlining its separate elements.                                                                          (CILO 3)                                 
                                                            
                                                               SEC B 
 
             Read the case on the next pages and answer both the questions below 
     
                                   ( Both questions carry 10 marks)      2 X 10 = 20 
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Q1.Describe Red Bull’s target audience. Are Red Bull’s Promotional techniques consistent 
with the audience?  

Will Red Bull eventually need to employ more traditional media marketing techniques in 
order to keep growing? Why or why not? 

 
Q2 At some point will Red Bull have to branch out beyond Its target market ? if so, what will 
be its new focus?  
As their External Consultant suggest a complete IMC strategy for Red Bull to cover the next 
5 years. 
 
 
 
 
 
 
 
 
 

 


