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Subject Code: MB922 

M B A - II Sem Regular/supplementary Examinations, August -2012 

MARKETING MANAGEMENT 

Time: 3 hours                                                                                 Max Marks: 60 

Answer any FIVE questions.  All questions carry EQUAL marks including Q.No.8 is compulsory  

1. Discuss the role of marketing department in an organization. Explain different 
functions of marketing management in detail 
 

2. Explain different demand forecasting techniques with suitable examples. 
 

3. What is positioning? Explain different position strategies for a Mobile Phone  

instrument 
 

4. What is Market Testing? What role does it play in the overall marketing strategy? 
Explain how to test market for the product of soft drink 

 

5. From a customer perspective, what defines value in the following services:                               
(a) a holiday resort;   (b) a hairdressing salon 

 

6. Discuss the relative effectiveness of brochures and Web sites for promoting                    

(a) a fitness center, and   (b) a bank. 
 

7. Is Organised/Corporate retailing successful in India? Discuss with suitable examples 
 

8. CASE STUDY 
Marico is a leading player in a Rs. 821 crores hair-care market. Its flagship brand is 
Parachute coconut hair oil, having market share of 54%. In the cooking oil market, its 

brands like SAFOLA and SWEEKAR have established new standards. Marico's 
65% turnover comes from only two brands - Parachute and Saffola. 
 

Saffola, known for health, is now extended or say relaunched as a kardi-cum-
Sunflower variant, offering taste and health benefits rolled into one. Further extensions 

are Saffola-Salt and Saffola Atta. Both these brand extensions are a premium 
segment of Salt and Atta. Saffola Oil is also respositioned - from cardiac problems 

affected members - to the entire family. 
 
Recently, Marico took over the anti-lice shampoo, medikar, by paying Rs. 10 crores to 

P & G. Marico has 60 thousand retail outlets in the rural market. It thinks that the 
problems of lice infestation are rampant in rural India and if cheaper versions of Medikar 

are launched, ii could work. Marico's "BCG matrix", looks like this: stars-parachute, 
cashcows-soffola and sweekar question mark - SIL Jam and Medikar. 

 
 
 

1 of 2 
 

INJNTU.COM

INJNTU.COM

INJNTU.COM INJNTU.COM

https://www.injntu.com/
https://www.injntu.com/
https://www.injntu.com/
https://www.injntu.com/
https://www.injntu.com/


                      ||''''|'|''|'|'''|'|

 

Subject Code: MB922 

 

 
Marico's marketing strategy is: 

a) Acquire more FMCG brands such as Medikar to spur volumes and topline 

growth 
b) Leverage its distribution strength in rural markets to drive sales volumes. 

c) Build on the equity of strong brands like Saffola and Parachute by launching 
moreextensions. 

d) Distribute third party brands like Smoodles, Old Spice, Clearasil, to build 
volumes. 

 

Questions 
A) Analyse Marico's volume-building marketing strategy and find out if the "Lice 

Factor" can go well with edible oils - so far as consumer acceptance is 

concerned. 
 

B) If the answer is in the negative, suggest alternatives. 

 

* * * 
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