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Marketing Management
(Paper - V) (MAY - 2018) [Time: 3 Hours] [ Marks: 100]

Please check whether you have got the right question paper.

N.B: 1. Question no. 1is compulsory
2. Attempt any four questions from question no. 2 to 8
3. Answer to each question must begin on fresh page.
4. Figures to the right indicate full marks
Q.1  Explain the following concepts in not more than eight lines (any Five) 20

(a) Relationship marketing
(b) Customer satisfaction
(c) Global marketing

(d) Direct marketing

(e) Brand

(f) Push strategy

(9) Brainstorming

(h) SWOT
Q.2 a) Define Marketing. Explain the concepts of marketing. 10
b) Explain the following factors of environment: 10
1) Socio cultural environment i) Demographic environment
Q.3 a) What are the steps involved in new product development process. 10
b) Describe various factors influencing promotion mix decisions. 10
Q.4 a) Elaborate on the various pricing methods that can be adopted by the marketer. 10
b) Why is Sales forecasting important? 10
Q.5 a) Explain the steps involved in Strategic Marketing Planning Process. 10
b) As a market challenger, how would a marketer design competitive strategies? 10
Q.6 a) What are the ways that can be used to improve the productivity of services? 10
b) Explain the current profile of rural consumers in India. 10
Q.7  Write short notes on any two of the following : 20

(a) Ways to conduct online marketing
(b) Product life cycle

(c) Consumer buying process

(d) BCG Matrix

(e) Features of Services
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Case study :
After becoming India's second biggest consumer goods maker behind Hindustan
Unilever, yoga guru Baba Ramdev-led Patanjali Ayurved knows no rest. It has now
entered a corporate battle for the debt-ridden edible-oil giant, Ruchi Soya, which is up for
auction under the Insolvency and Bankruptcy Code after the lenders dragged the company
to the National Company Law Tribunal last year. Ruchi Soya could prove to be a big leg-
up for Patanjali as its ambitious Patanjali founder Ramdev has set a target to dominate the
Indian FMCG market. Patanjali is working on a single-point agenda of capturing 25-50%
market-share in the Indian consumer market from multinational firms by setting a target
of Rs 20,000 crore to Rs 25,000 crore turnover in the next three to five years. With 3.72
million MT, Ruchi Soya has the largest oil seed extraction capacity in India. It has around
24 plants of crushing, milling, refining and packaging edible oils. It owns popular brands
like Nutrela, Mahakosh, Sun rich, Ruchi Gold and Ruchi Star. It is one of the largest
exporters of value-added soy products. The company had a debt load of nearly Rs 12,000
crore as of December 31, 2017. It has over Rs 4,000 crore of bad debts written off and a
net worth deficit of Rs 498 crore.
Ruchi Soya is a vital component in Patanjali’s ambitious growth project. Patanjali had
signed a deal for refining, processing and packaging edible oil with Ruchi Soya in March
last year. A few months later, Patanjali signed another deal with Ruchi Soya for an
exclusive sales and distribution arrangement for the entire range of Patanjali edible oils
in large packs. Recently, it had placed a Rs 9,000 crore bid and now competes with Godrej
Agrovet, Adani, Wilmar and Emami.
If Patanjali's bid is successful, it will be another disruptive move by the company in the
FMCG segment. Ruchi Soya will give the company a firm foothold in the edible oil
business where Adani, through its partnership with Wilmar, Emami and Godrej are
established players From a small pharmacy just a decade ago, Patanjali has now become
an FMCG giant on the back of several products such as cow's ghee, Dant Kanti toothpaste,
Ayurvedic medicines, Keshkanti shampoo and several kinds of soaps. Bagging Ruchi
Soya will add many established edible oil products to Patanjali's portfolio and also boost
its distribution network.
Questions:

(A) Discuss the impact of the strategy adopted by Patanjali to compete in oil

segment.
(B) As a market competitor of Patanjali, how would you design the marketing
strategies to face competition from Patanjali.
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