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Note: 

1. The paper is divided into three sections: SECTION-A, SECTION-B and SECTION-C. 

2. There are seven questions in SECTION-A, attempt ANY FOUR. 

3. SECTION-B has five questions, attempt ANY THREE. 

4. All the questions of SECTION-C (Case Study) are compulsory.

SECTION-A (10 Marks each)

1.
Differentiate between any two of the following:
i.
Concept testing and test marketing

ii.
Pull and Push Strategy

iii.
Skimming and Penetration Pricing

2.
Why is new product development necessary?  What are the major options for adding new product to an organization?  Discuss all the stages of new product development briefly.
(2+2+6)
3.
(a)   
What is   product   mix?     What   are   the strategic decisions   involved   in   product mix 
evaluation?

(b)   
What   is   product   cannibalism   and   product   differentiation?  Explain   using relevant 
examples. 








(2+6+2)
4.
What is product orientation?  How does product orientation degenerate into marketing myopia?

5.
Discuss GE Matrix as tool for product portfolio management.

6.
Explain how changes in the demographic and economic environments affect marketing decisions. 

7.
Describe each of the steps in the strategic planning process. 

SECTION-B (15 Marks each)
8.
The technological change is distinctive destructive because it renders some product obsolete.  Critically examine this statement with relevant examples.

9.
(a)
Why do we need STP in marketing?  Differentiate between demographic and behavioral  

segmentation.  Which of these bases of segmentation provides more insight?           (7½ )
(b) 
As the   marketing   manager of   newly   launched   electric   car   from   Hyundai,  do the positioning using STP approach.   





     (7½ )
10.
(a)
What factors influence the pricing decision?  Explain using relevant example. 
         (7)
(b)
Explain the factor that affects pricing of a new product.  How is new product pricing different from pricing an existing product. 




         (8)
11. 
Communication / Advertising is done to achieve some objectives. Discuss various communication / advertising objectives with the help of  relevant examples.  You are the marketing manager of a fruit juice company, which has recently introduced new flavor of juices.  Please suggest a media strategy.

12.
(a)
A   company   can   make   the   product   available  to the customer directly or indirectly.  
Discuss in light of various level of channel that can be opted by the marketers. 
       (10)
(b)
Briefly explain the key issues involved in channel management. 


         (5) 
SECTION-C (15 Marks)

Case Study (Compulsory)

William Wrigley Jr. came to Chicago from Philadelphia in the spring of 1891 at the age of 29. His father was a soap manufacturer, and at the start of his new business in Chicago, Mr. Wrigley sold Wrigley's Scouring Soap. As an extra incentive to merchants, Mr. Wrigley offered premiums. One of these premiums was baking powder. When baking powder proved to be more popular than soap, he switched to the baking powder business.

Then in 1892, Mr. Wrigley got the idea of offering two packages of chewing gum with each can of baking powder. At that time, there were at least a dozen chewing gum companies in the United States, but the industry was relatively undeveloped. Mr. Wrigley decided that chewing gum had major potential. His first two brands were Lotta and Vassar. Wrigley's Juicy Fruit gum and Spearmint were introduced a year later. William Wrigley did most of the selling to the trade, but also showed an unusually high level of skill for inspiring enthusiasm in the people who worked with him. He was one of the pioneers in the use of advertising to promote the sale of branded goods, using newspapers, magazines or outdoor posters to promote the business. The company was also one of the first major firms in the USA to exploit the benefits offered by radio to reach mass market audiences.

As the popularity of Wrigley's gum grew, the company began to expand manufacturing to support company growth. The first factory established outside the United States was in Canada, followed by expansion into Australia (1915), Great Britain (1927) and New Zealand (1939). During the Second World War, the new company president, Philip Wrigley, decided to support US troops but concurrently protect the reputation of the company's brands. Because of wartime rationing, Wrigley could not make enough top-quality gum for everyone. So instead the company took Wrigley's Spearmint, Doublemint and Juicy Fruit off the civilian market and sold the entire output of these brands to the US armed forces. During this absence from the consumer market, the company ran the ‘Remember this wrapper’ advertising campaign.

William Wrigley succeeded his father, Philip, as president and CEO in 1961. During his 38-year tenure, production facilities were opened in new countries. Currently the company operates 19 production facilities in Australia, Canada, China, France, Great Britain, India, Kenya, the Philippines, Poland, Russia, Spain, Taiwan and the United States and Wrigley is marketed in more than 180 countries. When sugar free gums entered the US market, Wrigley launched their Extra brand which still remains the leading brand in this sector of the market.

When William Wrigley Jr. took over as CEO in the late 1990s, his view was that further expansion of the chewing gum business offered limited prospects for sustaining revenue growth. Hence the company embarked on a major acquisition programme of other confectionery companies as a path through which to expand the product line. This decision, plus continued growth for chewing gum products, resulted in a virtual doubling of total global sales. The company had been the target of numerous takeovers, all of which were successfully resisted by the Wrigley family. Then in 2008 the company was approached by Mars, another privately owned business, whose CEO proposed a merger of the two corporations. After a careful assessment of the bid price for the company, William Wrigley Jr. determined that the merger offered the best financial prospects for the business in an increasingly competitive global market. Hence he recommended to the Wrigley family that the Mars offer be accepted. On 4 March 2008, the Wrigley Company ceased to be the family-owned business that had been successfully run for many years by the founder and then his descendants.

13. 
Case Questions:

(a)
Elaborate on the market expansion and brand expansion strategy of Wrigley.            (3½)
(b)
Critically analyze the promotion strategy adopted by Wrigley.  Do you agree  with   these non-traditional approaches? Discuss.





      (3½)
(c)
Critically evaluate the   decision   of  William Wrigley Jr. for merging  with  Mars.  Discuss the pros and cons of the decision.





      (7½)
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