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Please check whether you have got the right question paper.
N.B: 1. Question no 1 is compulsory.

2. Attempt any four questions from Q.2 to Q.8

3. Answer to each question must begin on fresh page.

4. Figures to the right indicate full marks

1.  Explain the following concepts in not more than eight lines(any five):

(a)
(b)
(c)
(d)
(e)
()

(g) B2B

(h) Strategy
2. (a) Define Marketing. Briefly explain the functions of marketing.

(b) Explain the impact of globalization on current marketing environment in India.
3. (a) What is product positioning? Explain the step in product positioning.

(b)  Which marketing strategies are appropriate at growth stage of product life cycle.
4. (a) What is promotion mix? Explain the objectives of promotion-mix

(b) Explain the factors affecting product pricing
5. (a) Discuss the importance of sales forecasting for the organization

(b)  Explain the factors affecting consumer buying behavior.
6. (a) What are the challenges faced by marketers in the rural areas?

(b) Elaborate on the Michael Porter’s model of industry attractiveness.
7. Write notes on any two of the following:-

(a)
(b)
(c)
(d)
(e)

Internal Marketing
Services

Customer Value
Brand
Globalisation

Sales promotion

Services Features
E-Marketing

Importance of packaging
Product failure

BCG Model
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Case Study:- 20
In the early 2000’s, Starbucks was expanding aggressively both in terms of locations and
their product offerings. While the chain had built up a loyal fan following of coffee
drinkers through recreating a neighborhood coffee house vibe, but Starbucks quality of
service couldn’t match up with its rapid expansion. What’s more, by investing in non-
coffee related products, most notably, music, Starbucks was thought to be diluting its
brand in the eyes of the public. By 2008, Starbucks was on the verge of the financial
collapse and its stock price was descending. Some analysts predicted that the coffee giant
would fade away in some time. In an effort to stay afloat, the once seemingly
unstoppable coffee chain ended up closing more than 900 of its stores, and laying off a
huge chunk of its workforce in the process.
At a time when cash strapped Americans were viewing coffee more and more as a
commodity and increasingly turning to cheaper alternatives (eg: McDonald’s), Starbucks
needed a new game plan. They needed to convince folks that Starbucks was worth the
extra cost.
So Starbucks hired an advertising agency BBDO to launch the multi-million dollar “Coffee
value and values” campaign, the largest marketing campaign in Starbucks” history. The
campaign made Starbucks coffee the star at the show once again. Thanks to this massive
campaign that focused on the quality as its core product. Starbucks was able to reinvent,
in brand as well as its business. In 2014, the Company reported more that S 16 billion in
annual revenue.
Questions:-

(a) What, according to you, were the reasons for the failure of earlier strategy of Starbucks?

(b) In your opinion, what other strategies could be used by Starbucks to connect with its
customers to maintain long term relationship?
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