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Please check whether you have got the right question paper.
N.B: 1. Question no 1is 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) Sales forecasting
(b) Product Differentiation
(c) Customer Loyalty
(d) Direct Marketing
(e) Product Positioning
(f) Break even pricing
(g) Vision
(h) 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 s 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)  Asa 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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Case Study:- 20
In the late 90’s, LEGO was aggressively expanding their brand 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 S 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
want”. The research findings were that the kids didn’t wanted to play with 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 reflected this new direction. “Imagine” got back 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:-

(@)  Analyze the weakness of the strategy adopted by LEGO in 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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