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[Time: 3 Hours] [ Marks:100] 
 

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): 20 
 

 (a) 

(b) 

(c) 

(d) 

(e) 

(f) 

(g) 

(h) 

Sales forecasting 

Product Differentiation 

Customer Loyalty 

Direct Marketing 

Product Positioning 

Break even pricing 

Vision 

Push strategy 

 

2. (a) Define the term marketing? Explain its scope. 10 

 (b) What is E-Marketing? What are the different ways to conduct on-line business? 10 

3. (a) Define Brand. Suggest the characteristics of a good brand. 10 

 (b) Explain various product positioning strategies. 10 

4. (a) Explain the different methods of pricing. 10 

 (b) What are the steps involved in the marketing communication process? 10 

5. (a) Why is sales forecasting important? 10 

 (b) Discuss in brief the steps involved in strategic marketing planning process 10 

6. (a) As a market leader, how would a marketer design competitive strategies? 10 

 (b) As a marketing manager, suggest an appropriate marketing mix for services. 10 

 

7. Write notes on any two of the following:- 20 

(a) New Product Development 

(b) SWOT Analysis 

(c) Consumer buying Process 

(d) Rural Market Scenario 

(e) Product life cycle 
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8.  Case Study:- 20 

  In the late 90’s, LEGO ǁas aggressiǀelǇ eǆpaŶdiŶg their ďraŶd using innovative product 

designs. It meant manufacturing thousands of new, unique toys that had little connection 

to the classic LEGO brick systems. LEGO felt the negative impact of this strategy in the 

year 2003, when the company had lost $ 300 million in one year and it was projected a 

further loss of $ 400 ,million in the following year. When Jorgen Knudstorp took over as 

CEO in 2004, he took a new approach to LEGO product design: ͞Ask the kids what they 

want͟. The researĐh fiŶdiŶgs ǁere that the kids didŶ’t ǁaŶted to plaǇ ǁith pre-built, 

LEGO-branded action figures. They wanted to build themselves. So, LEGO made their 

marketing team(who had done extensive research) work with the product designers to 

make sure they were creating LEGO lines that kids actually wanted. In 2006, LEGO hired 

an agency to create a campaign that refleĐted this Ŷeǁ direĐtioŶ. ͟IŵagiŶe͟ got ďaĐk to 

LEGO basics by showing classic bricks casting shadows that resembled more complex 

objects, imitating how kids use their imaginations when building with LEGO.  

In 2015, which LEGO  declared its best year ever, the company brought in $5.2 billion in 

revenue, making LEGO the second biggest toy company in the world.   

 

  Questions:-  

 (a) Analyze the weakness of the strategǇ adopted ďǇ LEGO iŶ the late 90’s  

 (b) Suggest various promotional strategies that could have been adopted by LEGO in the late 

90’s 

 

 (c) In your opinion, What other strategies could be used by LEGO to connect with its 

customers to maintain long term relationship? 

 

_______________________ 
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                                                                                   doi: 3 Vmg [ EHw$U JwU:100] 

gyMZm: 1. àíZ H«$‘m§H$ 1 A{Zdm¶© Amho. 
2. à. 2 Vo 8 ô¶m àíZm§n¡H$s H$moUË¶mhr Mma àíZm§Mr CÎmao {bhm. 
3. COdrH$S>rb A§H$ nyU© JwU Xe©{dVmV 
4. B§J«Or àíZ ‘yi à‘mU ‘mZmdoV. 

 

1. Imbrb g§H$ënZm ñnîQ> H$am. AmR> Amoitnojm OmñV ZH$mo(H$moUË¶mhr nmM): 20 

 (A) {dH«o$¶ nydm©Zw‘mZ  

 (~) dñVy ôX/’$aH$  

 (H$) J«mhH$ {dûdmgh©Vm   

 (S>) gai {dnUZ  

 (B) dñVy ñWm{ZH$aU  

 (’$)    Zm Z’$m Zm VmoQ>m qH$‘V (Break even pricing)  

 (J) XÿaÑîQ>r  

 (h)    nwe ì¶yhaMZm  

    

2. (A) {dnUZ ô¶m g§H$ënZoMr ì¶m»¶m Úm.Ë¶mMr ì¶mßVr ñnîQ> H$am. 10 

 (~) B©- {dnUZ åhUOo H$m¶? Am°ZbmB©Z ì¶mnma H$aÊ¶mgmR>rÀ¶m {d{dY nÕVr H$moUË¶m Amho? 10 

    

3. (A) ~moYZm‘m§H$ZmMr n[a^mfm Úm. Mm§Jë¶m ~moYZm‘m§H$ZmMo d¡{eîQ>¶o gyMdm. 10 

 (~) CËnmXZ ñWmZ {ZpíMVrH$aUmMo {d{dY ì¶yhaMZm ñnîQ> H$am. 10 

    

4. (A) qH$‘V {ZYm©aUmÀ¶m {d{dY nÕVr ñnîQ> H$am. 10 

 (~) {dnUZ g§Xoe à{H«$¶oV g‘m{dîQ> Agboë¶m nm¶è¶m H$moUË¶m? 10 

    

5. (A) {dH«o$¶ nwdmZw‘mZ ho ‘hËdmMo H$m AgVo? 10 

 (~) {dnUZ ì¶yhaMZm {Z¶moOZ à{H«$¶oV g‘m{dîQ> Agboë¶m nm¶è¶m WmoS>³¶mV MMm© H$am. 10 

    

6. (A) ~mOmanoR> à‘wI(ZoVm) åhUyZ {dnUZH$ ñnYm©Ë‘H$ S>mdnoMm§Mr H$em àH$mao AmIUr H$aob 10 

 (~) {dnUZ ì¶dñWmnH$ åhUyZ "godm§gmR>r ¶mo½¶ {dnUZ {‘lU' gyMdm 10 
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7. Imbrbn¡H$s H$moUË¶mhr Xmohm|da Q>rn {bhm:- 20 

 (A) ZdrZ dñVy {dH$mg/ dmT>  

 (~)    ñdm°Q>(SWOT){díbofU  

 (H$) J«mhH$ IaoXr à{H«$¶m  

 (S>) J«m{‘U {dnUZ ê$naoIm/ gmIir  

 (B) dñVy Am¶y MH«$  

    

8.  dñVw{ZîR> Aä¶mg:- 20 

  gZ 1990 À¶m g‘mßVr n¶ªV boJmo(LEGO) Ë¶mMo ~°«§S>(brand) Zm{dÝ¶nyU© CËnmXZmÀ¶m S>rPmB©Z 
Cn¶moJmV AmUwZ Omo‘mZo {dñVmarV Pmbo hmoVo. Ago åhQ>bo OmVo H$s hOmamo ZdrZ CËnmXZo {Z‘m©U Ho$ë¶m 
A{ÛVr¶ IoiUr ô¶mMm WmoS>mgm g§~Y boJmoÀ¶m ³bm{gH$ {~«³g {gpñQ>‘ er hmoVm. Ooìhm 2003 ‘Ü¶o 
boJmo (LEGO) H§$nZrZo EH$m dfm©V 300 {‘br¶Z S>m°ba Am{U Ë¶m nwT>À¶m dfm©V 400 {‘br¶Z S>m°ba 
ZwH$gmZ ghZ Ho$bo Voìhm boJmo (LEGO)H§$nZrbm dmQ>bo H$s Ë¶m§À¶m YmoaUmMm ZH$mamË‘H$ n[aUm‘ Amho. 
nU Ooìhm Om°S>©Z Hw$S>ñQ´>°n ¶m§Zr gZ 2004 ‘Ü¶o gr.B©.Amo åhUwZ nX gm§^mibo Voìhm Ë¶m§Zr boJmoÀ¶m 
CËnmXZmÀ¶m {S>PmB©Z gmR>r Z{dZ ÑpîQ>H$moZ KoVbm Am{U ‘wbm§Zm {dMmabo Ë¶m§Zm H$m¶ nmhrOo? g§emoYZmV 
Agm {ZîH$f© {ZKmbm H$s ‘wbmZm (LEGO) ~°«§S À¶m nyd© ~m§Yboë¶m {H«$¶m AmH¥$Vr ~amo~a Ioim¶Mo ZìhVo. 
Ë¶m§Zm ñdV…bm ~m§Ym¶Mo hmoVo åhUyZ boJmo Zo Ë¶m§Mr {dnUZ {d{H«$ emñÌmMm g§K(Á¶m§Zr àeñV/ ì¶mnH$ 
Ago g§emoYZ Ho$bo)àñWm{nV H$ê$Z Ë¶m§Zr CËnmXZ ¶moOH$ aMZoMo {eënH$ma ¶m§À¶m ‘XVrZo Ë¶m §Zr ‘wbm§À¶m 
BÀN>o à‘mUo Ë¶m§Zm Ogo boJmo(LEGO) ~°«§S>Mr CËnmXZo nm{hOo hmoVr, Ë¶mMà‘mUo boJm o(LEGO) ~°«§S  Mr 
CËnmXZo ~Zdbr. 
gZ 2006 ‘Ü¶o, boJmo Zo Ë¶m§À¶m EH$m ‘mohr‘ogmR>r Om{hamV EOoÝgr Mr {Z¶w³Vr Ho$br Ë¶mVwZ Ë¶mMr 
ZdrZ {Xem {XgwZ Ambr. "H$ënZm' Zm‘H$ boJmo (LEGO)À¶m CËH¥$îR> {dQ>mMr N>m¶m/H$ënZm XmIdwZ 
boJmo(LEGO) ‘wb^wV ~°«§S naV Ambr Vr Aer hmoVr H$s Ooìhm ‘wbo bmoJmo(LEGO) À¶m Iwn Jw§VmJw§Vr 
gma»¶m {XgUmè¶m dñVw gmo~V ~m§YH$m‘ H$aVmV Voìhm Vo Ë¶m §À¶m H$ënZm e³VrMo AZwH$aU H$go H$aVmV. 
gZ 2015 boJmo (LEGO) hr OJmVbr gdm©V ‘moR>r Xþgè¶m Z§~aMr H§$nZr ~Zbr Am{U H$Wm H§$nZrZo 
5.2 {~br¶Z S>m°ba Mm ‘hgwb XmIdbo ho boJmo(LEGO) gmR>r gdm©V CËH¥$îR> df© R>abo. 

 

 (1) gZ 1990 À¶m g‘mßVrÀ¶m H$mimV boJmo(LEGO) Zo YmoaUo Adb§~br hmoVr Ë¶mV H$moUVr Xþ~©bVm hmoVr 
{díbofU H$am. 

 

 (2) gZ 1990 À¶m g‘mßVrÀ¶m H$mimV H$moUH$moUVr d¥{ÕMr YmoaUo Adb§~w eH$V hmoVm. gwMdm.  

 (3) Vw‘À¶m ‘Vm Zwgma, J«mhH$m§er g§~Y OmoS>Ê¶mgmR>r Am{U {XK©H$mbrZ g§~Y OnÊ¶mgmR>r, boJmo Zo H$moUVr 
Xþgar YmoaUo Adb§~br nmhrOoV. 

 

_______________________ 


