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11.

III.

Iv.

(All questions carry EQUAL marks)

Trace the developments in strategic planning in India as compared to developed countries.
OR
What is a SBU? Explain SBU strategies adopted by Indian Companies.

What is marketing intelligence? Explain strategies adopted by various players to counter competition.
OR

Explain the marketing strategies adopted by following players to keep their dominances:

(1) Maruti Suzuki (i) LG (iii) Airtel

Describe the need, scope and strategies followed by market nichers.
OR
What are declining industries? What strength can be followed by them?

Explain the use of balance score card to Indian Companies
OR
"Product differentiation can be detrimental to companies” — Discuss.

Compulsory case analysis:

The value of the strategic marketing function is highly underestimated by technology companies in
India. In most organizations, marketing focuses exclusively on business development support
activities such as lead generation, proposal creation and related areas. Few IT organizations in India
have a strategic marketing function. Perhaps part of the reason is an inadequate understanding of the
potential of this function to help business, as well as not knowing how to link the output of this
function to business results. This article will, therefore, seek to outline the role of strategic marketing
in an offshore IT company. The strategic marketing function's role begins with understanding the
markets in which the company operates. In a scenario where most companies operate in a supposedly
global marketplace, this understanding has to come at many levels. At one level, there is a
requirement to keep abreast of macro-trends in the economy, the verticals of interest to your
organization, and any regional trends that may impact business.

Staying on top of "micro-market" trends is not as easy because much of this information is not
available in the public domain, and one needs to have a systematic market tracking mechanism in
place to be effective. A process to continually scan the sources and two way interactions between the
field sales force and the marketing team are important pre-requisites to make this function successful.
Logical as this may seem, most companies have not quite worked out how to build such a competency
— a couple of years ago, when the recession in the US economy began, most Indian companies,
including the first-tier ones, turned their attention to the healthcare vertical. The US healthcare
vertical is a large spender on [T(although not a sophisticated spender), the industry is relatively
recession-proof, and lastly, there was a seemingly large opportunity in making IT systems HIPAA-
compliant. How did the bigger companies handle this situation? Some recruited a few "domain"
experts and acquired the in-house expertise; others acquired divisions of other companies to gain a
foothold. Among the next tier, this vertical became another area of focus. What were the results at
the end of two years? Infosys, which set up a healthcare practice nearly three years ago, and a life
sciences practice in quick succession, has less than 10 per cent of its revenues from either of these
segments as of date. Wipro's healthcare business is less than $5 million. Not too impressive! Why?
Because most companies do not have a process to systematically understand the scope and potential of
a new market opportunity, and assess its suitability to their company, and hence come out with a plan
to mine that opportunity. -
Questions:

(a)  Under these circumstances, what strategy you would give for blending market understanding

with technology to leverage profit?
(b)  How do you understand technology solution to address a market need? Can you develop a
market mapping for the same? Justify.

(c)  What does it take to scale up to be abie to repeatedly offer this service to multiple customers?
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