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(All questions carry EQUAL marks)

A.  Explain the components of Marketing Mix and its strategy in detail.
OR
B.  Discuss the components of a Modern Marketing Information System.
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A.  Enumerate the factors influencing Consumer Behaviour.
OR
B.  Distinguish between points of parity and points of difference.

A.  How is brand equity built, measured and managed
. OR
B.  In what ways companies use packaging, labeling, warranties and guarantees as marketing tools?
Discuss.

A.  Whatis a marketing channel system and how should channels be designed?
OR
B.  Highlight the different pricing strategies adopted by companies to meet varying circumstances
and opportunities.

Case study:

Kissan has a 42 percent share in the 80 crore sauce market which also has a successful brand ‘Maggi'.
Research showed the company that there was a need for the sauce with a unique taste which could be
taken with Indian and Western snack foods. Kissan introduced 'Tom-Imli' a tomato sauce with

tamarind and tal'ngy spices. The product is targeted at children in the age group of 8-14 vears.

Question:

In this situation, what are the other products which would compete with this new product? If
you were to formulate a product positioning map, what kind of category concepts might help? Take
into consideration competing preducts and brands in the sauce category to draw a brand positioning

map. (Use only two dimensions which you feel is most appropriate for the positioning concept.)
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