PGDM (RM), 2017-19
" MARKETING MANAGEMENT-I
RM 102
TRIMESTER - |, End Term Examination: September 2017

Time al!owed:_ 2 Hrs and 30 Min

Max Marks: 50

| Roll No:

Instruction:  Students are required to write Roll No. on every page of the question
paper, writing anythmg except the Roli iNo will be treated as Unfair Means. All other
anetn_-*twne on tho re verse f*fa-ﬁﬁrnst Cardscad 52 foitowed tasticulcusty.

Sections No. of Questions to attempt S Marks Marks
A 3 out of 5 (Short Questions) - 5 Marks each. . 3*5 =15
B ‘2 out of 3 (Long Questions) 10 Marks'each . 210 =20
C Compulsory Case Study 15Marks - | 15
Total Marks 50
Section A

Attempt any three questions. Each question carries five marks.

Q1. When the Indian market is price value conscious, companies cannot really go and
persuade the customers to pay more for better service. Do you agree? Give your
rationale behind the quality insensivity of Indian customers.

Q.2. Make a list of five brands in Indian market which have been surviving for more than
twenty years. Find out the reasons of their survival and growth.

Q3. Choose a product that is in an early stage of the product life cycle. Also choose a
product that you believe is a "“atured proauct. How ic the marketing different for the *wo

products?

Q4. Smart targeting helps companies to be more efficient and effective by focusing on
the segments that they can satisfy best and most profitably. lllustrate using a suitable
example from Industry.

Q5. Discuss the various stages of a new product development process by taking the
example of a censor hand wash liquid soap introduced by Reckitt Benckiser as a new

product concept.
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CHINA MOBILE GROWS THROUGH SEGMENTATIONS®

A few years ago, farmers in the town of Dagoucun in Tibet had to travel 20 kilo-
mieters to make a phone call, and they would truck their produce to distant cities
in hopes of finding a buyer. But last year, the village received cell phone service
through China Mobile, and today, farmers receive crop prices on their phones
and are discovering which more marketable crops they should plant for ready
sale, such as herbs for traditional medicine. Instead of farmers going to the city,
the buyers contact them to pick up produce. In towns all over this area, similar
changes are causing the Chinese cellular market to keep exploding, and one of the
driving forces behind this change is China Mobile.”

Where is the world’s largest cellular phone company? You might have
guessed Finland, the home base of Nokia, or the United States, but you'd be
wrong. China Mobile is the world’s largest provider of cell phone service with
more than 332 million subscribers—more than the entire population of the
United States—and it continues to grow at the astounding rate of 5 million cus-
tomers per month.* Each year it transmits over 353.38 billion text messages and
1.2 trillion minutes of voice traffic.*! Because of its immense size, it has been
rewarded with a market capitalization of $220 billion, making it the most valu-
able cellular carrier on Earth and the largest company on the Hong Kong Stock
Exchange.®”

Company

China Mobile spun off from China’s state telecommunication company in 2000
and built its success by marketing in urban China. As cell phone penetration in
Chinese cities rose to nearly 100 percent, China Mobile realized that China’s in-
terior, home to more than 700 million people, experienced cell phone penetration
of only 12 percent.“’ To reach this enormous rural market, China Mobile invested
in 230,000 cellular towers, a number that dwarfs the investment of Cingular, the
largest U.S. carrier, with its 47,000 towers. With nearly a quarter billion towers
throughout China, 97 percent of the Chinese population have access to China
Mobile’s signal. Thus, whether they’re riding inside subway cars in Beijing or
climbinﬁ‘to the top of Mount Everest, customers can still use their China Mobile
phones.

The company operates across all 31 of China’s provinces,” offering traditional
telecommunication services as well as a variety of multimedia offerings through
its partnerships with News Corp, MTV, Warner Music, the NBA, and local cable
companies. Part of its success stems from its strong focus on value-added services,
such as ringtones, and its dedication to working with partners to make the cell
phone the primary medium for communication. In a country where computer pen-
etration remains low, cell phones provide the main means of access to the Internet
for consumers.

Marketing Strategy

Beyond these strategic decisions, China Mobile’s tremendous success also results
from the company’s careful and targeted segmentation of the Chinese cellular



Section B

. Attempt any three questions. Each question carries ten marks.

Q1. ‘Zhandu balm’ is there in Indian market for decades and the company plans to
reposition the brand in order to rejuvenate the brand image. What options are really
available to the company? Suggest at least three positioning options with their rationale

to reposition the brand in the Indian market.

Q2. In the political-legal environment, marketers must work within the many laws
regulating business practices and with various interest groups. Comment using an

industry example from the retail industry.

Q3. Imagine that you are the marketing director of a cermpary that _f's_-mem.r-fectur:fhg'_a i
range of ‘Premium Lipsticks’. How would you use the concept of customer-delivered

value to improve the marketing for this pro_duct? .

Section C (15 marks)
Case study (compulsory)
Questions
1.  Which types of segmentation strategies does China Mobile use to categorize

the Chinese market? Are these types effective in this market? Provide sup-
port for your answer. :

In many areas of rural China, China Mobile is the only cell phone carrier. So
why would it go to the trouble of creating value-added services to serve a
captive segment like farmers?

What methods do you think China Mobile uses to prevent customers from
choosing a less expensive plan? For example, why do college students
choose the $2 M-Zone plan instead of the $0.25 rural plan? How do you
think that China Mobile identified the services for which college students
would be willing to pay more?
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To target the rural customer
segment, China Mobile has a
special low cost program with
several value-added services.

China Mobile targets the
college segment with a
relatively low cost program and
special services like exclusive
concerts featuring popular
performers.

pany, include wealthy businessmen, college students, and rural farmers

To serve these groups, various service plans aim to maximize handset
penetration, then increase the use of value-added services that appeal to
certain groups, such as ringtones.

Rural Segment In the rural segment, China Mobile faces the challenge
of winning customers without sacrificing its profit margins. The average
income in rural China is only $400 per year, whrch leaves little discretion-
ary spending room for expensive cell phones.® However, by carefully
targeting rural populations with the right mix of services, the company
has been able to maintain its profit margins. Furthermore, to keep costs
low, China Mobile buys little in the way of advertising and instead relies
on influential locals to persuade others to purchase handsets and prepaid
cards.

The China Mobile service plan for farmers costs $0.25 per month,
though placing or receiving individual calls and text messages entails
an extra cost. What makes China Mobile’s rural plans more attractive
than those of its competitors remains the vast array of available value-
added products. For example, the basic service plan includes free access
to China Mobile’s Agricultural Information Service, which delivers in-
formation about the production, supply, and sale of agricultural products; tips
on managing rural administrative affairs; and details that affect rural residents’
hvehhood such as crop prices or tips on duck farming, all delivered via text
message.’

Wealthy Businessmen Segment In a completely different market, China
Mobile still must compete in the saturated urban segment; it does so by targeting
wealthy businessmen who demand services that will make their lives more en-
joyable. To attract this segment, China Mobile offers Go-Tone, which is relatively
expensive at $6.40 per month, to provide mobile access to exclusive golf clubs and
special VIP waiting rooms in Chinese airports.

College Segment Not unlike farmers, college students worry about costs, but
their wishes and demands are markedly different. To attract budget-conscious
students, China Mobile offers the M-Zone plan for $2 a month. Targeted at cus-
tomers who are avid music lovers in their 20s, M-Zone keeps them informed
and grants them access to recent hits and releases by well-known artists. These
consumers are predominately interested in short text messages and music down-
loads. Therefore, in addition to phone-related features, Chma Mobile offers this
segment exclusive concerts featuring popular performers.®®

Creating Value through Additional Services Across all three of these
segments, China Mobile offers services that are available only to its sub-
scribers, whether those services pertain to weather, campus information,
banking services, police information, or city services. It also enables sub-
scribers to access the Internet.

Results of China Mobile’s Segmentation Efforts

China Mobile’s success, largely due to its well-thought-out segmentation
program, seems in no real danger of stopping. The growth it has gained
across its segments has garnered global attention for the relatively new
firm. For example, Millward Brown, a global marketing research firm,
ranks China Mobile fourth among the top 100 most powerful brands, and
BusinessWeek calls it the top among its “20 Best Chinese Brands.””
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