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SECTION A
S. No. Marks | CO
Q1 Attempt all questions. Each question carries 2 marks. 20
Q1. 1) Demand which exists for seasonal products can be classified under

a.) Unwholesome demand

b.) Full demand

c.) Latent demand

d.) Irregular demand

ii) Time cost is
iii) Which of the following is NOT a part of support activity given by
Michael Porter

a) Firm infrastructure

b) Procurement co1

c) Technology

d) Operations o2

COos3

iv) j.n.d. means

v) Which of the following is not a part of integrative growth strategy?
a.) Backward integration
b.) Forward integration
c.) Upward integration
d.) Horizontal integration

vi) SBU means




vii) Which of the following is correct sequence for relationship marketing?

a.) Suspect, prospect, first time customer, repeat customer, member, client,
advocate, partner

b.) Suspect, prospect, first time customer, repeat customer, client,
advocate, member, partner

c.) Suspect, prospect, first time customer, repeat customer, client, member,

advocate partner
d.) Suspect, prospect, first time customer, repeat customer, client, member,
partner, advocate

viii) Three personality concepts are other’s-concept, self-concept and

is not

ix) Which of the following movement of SBU within BCG matrix quadrants
possible directly?
a) Questions marks to Dogs
b) Stars to Cash Cows
¢) Question marks to Cash Cows
d) Cash Cows to Dogs

X) Niche market is

SECTION B

Attempt any 4 questions

QL.

Explain different market research approaches briefly.

5 C0O2,3
Q2. Explain Michael Porter’s competitive forces. 5 COL12
Q3. What is diversification? Explain different types of diversification strategies. 5 CO1.2
Q4. Explain the different macro-environment factors significant for marketing. 5 CcO2.3
Q5. Explain the psychological factors that influence consumer-buying behavior. 5 CO12
SECTION-C
Attempt any two guestions.
QL. With close reference to the case Raju Omlette evaluate the effectiveness of
marketing strategies deployed by the company to establish the concept of STP. 15 C034

Suggest future strategies for the company in order to fight its competitors?




Q2.

Q2. Highlight the reasons for loss of Nokia’s brand image and consequential loss of
market share to its competitors. With close reference to the case ‘Nokia BL5C’
explain the impact of supply chain management and reverse logistics on brand image
of Nokia.

15

CO34

Q3.

With reference to the case ‘Google in China’ evaluate the impact of macro
environmental factors when a firm tries to establish itself in foreign land.

15

CO4,5

SECTION-D

Attempt all questions with reference to the text

QL.

With reference to the attached text, evaluate the macro environmental factors that have
contributed in giving birth to the premium market segment in the milk industry.

15

CO3,5

Q2.

Do a competitive analysis of the premium milk brands discussed in the case as compared to
the traditional fragmented milk market. Suggest appropriate marketing strategies for the
growth of these new brands.

15

CO4,5




v

AminAli
ood writer Pawan Soni noticed a
new trend recently. A second white
revolution was slowly spreading
across India.

About 48 years after amovement
transformed India from a milk-defi-
cient nation to the world's largest
milk producer, Soni is seeinga flur-
ry of queries on how and where to
get pure cow milk. His Facebook
platform has seen conversations
around quality and safety of milk
growing manifold — all thanks to
premium milk.

Farmto Table
Premium milk is not another fancy
term, says Kanika Yadav, who start-
ed Whyte Farmsin Alwar to cater to
areas in Delhi-NCR. It is fresh, un-
adulterated and uncontaminated
milk delivered within 8-12 hours of
milking, explains the teacher-
turned-entrepreneur who has 200
cows. The first few months of her
entrepreneurial venture were
spent in educating people in }.1er
social circle about premium milk.
“I'had to explain the difference b'e—
tween the dairy milk we get in
pouches and what I was planning.
A dairy is just a milk aggregator. It
collects milk from villages, process-
es and packs it before sending ll‘to
retailers, The process involves mix-
ing several varieties and may take
up to four days. This eliminated
freshness and one has no chance of
knowing the source of the milk.”
As the farm-to-table movement
- the demand by consumers to
know the source of the food they
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% Whyte Farms, wr]icr; fiés)o_o
cows in Alwar, delivers within

eat — spreads, several
app-based premium milk de-
livery services have started deliver-
ing fresh and unadulterated milk
within hours of milking. Keventers,
Binsar Farms, O'Leche, Pride of
Cows, Vrindawan Milk, Akshay-
akalpa, Astra Dairy Farms and
Puremilk are among the special-
ised farms catering to this demand
in various parts of the country.

While mothers have for years
complained to the milkman about
the poor quality they were being
served, it was a 2012 report by the
Food and Safety Standards Author-
ity of India that laid the foundation
for premium milk. A study of sam-
ples from across the country said
70% of milk was being adulterated
or diluted. The adulterants includ-
ed detergents and urea. Premium
milk suppliers say this started a
wide-spread farm-to-table move-
ment in India. People even started
asking the condition of the cows
and what it was being fed.

Quality comesata cost, atleastin
milk. A litre of premium milk costs
280-100 against 36-40 a litre from
adairy in Delhi.

The absence of good milk made
Sohrab Sitaram of Keventers launch
The Milk Co. He and his partners

brand Pride of

25,000 litres a
day in Mumbai
and Pune from its
farm in Manchar,

-White Evolution

[/ Growing demand for freshand unadulterated milk has gncom.'aged a
2R bunch of young entrepreneurs to enter the premium milk business

—
Parag Milk's

Cows delivers

Maharashtra

have a farm of 400 healthy cows of
good breed. Milking and packing is
done using the latest technology.
Milk is bottled and delivered to the
customer on the same day. Kevent-
ers’ app lets people place an ordera
couple of days in advance. “We en-
sure that the entire process — from
sourcing to packaging — is entirely
automated and without any human
intervention.”

India’s milk production in-
creased to 163.7 million tonnes in
2016-17, according to Agriculture
Minister Radha Mohan Singh. Per

A

MILK MATTERS

163.7mt

India’s milk produc-
tionin2016-17

$120bn

Estimated size of

thecountry'sdiary  capitaavailability of milk increased
market to 351 g in 2016-17. The coun-
$7°b try’s dairy market is esti-
n mated at $120 billion, of
Size of the

which the organised
sector accounts for $70
billion. The size of the
premium milk seg-
ment is not even 1% of
the dairy market. But it
has potential and is ex-
pected tobe 5% of this market
by 2020.

Itisaniche product, says Sohrab,
whossells a litre for 295. “In a short
span of two months, we have a sup-
ply order of 1,000 litres a day. The
demand in NCR s in lakhs of litres.
But we our focus is on quality. We
have to constantly monitor the
cows and the process.”

While Delhi's per capita availabil-

organised sector

:80-100

iscostof a litre of
premium milk

4
iscost of a litre from
adairy in Delhi

Premium milk seg-
mentisnoteven 1%
of the dairy market

Premium milk
segment likely to be
5% of the dairy
market by 2020

v
Parag Milk's brand Pride of Cows delivers 25,000 litres a day in
Mumbal, Pune and Surat from its farm in Manchar, Maharashtra

ity of milk was 35 g a day in 2016-17,
according to National Dairy Devel-
opment Board, Karnataka's was far
higher at 291. This number is good
news for Shashi Kumar of Akshay-
akalpa, an organic milk farm with
2,000 cows in Karnataka that sup-
plies to Bengaluru. The city alone
might have a demand of 51 lakh li-
tres of milk a day, he says. For now,
he is happy with his supply of
15,000 litres. But he expects the de-
mand to touch 50,000 litres in next
five years. “We ensure cows get
quality food and are kept in hygien-
ic conditions. We time the milking

“We ensure that the
entire process,
from sourcing to
packaging, is en-
tirely automated
and without any
human interven-
tion,”
Sohrab Sitaram
The Milk Co

to the lactation periods so that we
don’t have to use artificial means to
increase production,” he adds.
Parag Milk, a prominent playerin
the milk industry, started its pre-
mium milk brand Pride of Cows in
2012. It now delivers 25,000 litres a
day to Mumbai, Pune and Surat
from its farm in Manchar, Maha-
rashtra. It relies on a mechanised
rotary parlour for hygienically pro-
cured fresh cow milk.
Akshayakalpa was set up in 2012
after Shashi returned from the US.
Working in Wipro, he and his 13 col-
leagues helped fund the initial ef-
forts. Their processing plant and
fodder research facility is in Titpur,
150 km from Bengaluru. Shashi
does not want to sell his product
from premium grocery stores in
Bengaluru, lest it dilutes their
brand.
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SECTION A

S. No.

Marks

CO

Q1

Attempt all questions. Each question carries 2 marks.

20

Q1. 1) Demand which exists for seasonal products can be classified under
a.) Unwholesome demand
b.) Full demand
c.) Latent demand
d.) Irregular demand

if) Time cost is

iii) Which of the following is NOT a part of primary activity given by
Michael Porter
a.) Outbound logistics
b.) Service
c.) Technology
d.) Operations

iv) j.n.d. means

v) Which of the following is not a part of integrative growth strategy?
a.) Backward integration
b.) Forward integration
c.) Upward integration
d.) Horizontal integration

vi) SBU means

COo1
CO2
CO3




vii) Which of the following is correct sequence for relationship marketing?

a.) Suspect, prospect, first time customer, repeat customer, member, client,
advocate, partner

b.) Suspect, prospect, first time customer, repeat customer, client, advocate,
member, partner

c.) Suspect, prospect, first time customer, repeat customer, client, member,

advocate partner
d.) Suspect, prospect, first time customer, repeat customer, client, member,
partner, advocate

viii) Three personality concepts are other’s-concept, self-concept and

ix) Which of the following movement of SBU within BCG matrix quadrants
iS not possible directly?
a) Questions marks to Dogs
b) Stars to Cash Cows
c) Dogs to Cash Cows
d) Cash Cows to Dogs

X) Niche market is

SECTION B
Attempt any 4 questions
QL. Explain different market research approaches briefly. 5 C02,3
Q2. Explain Michael Porter’s competitive forces. 5 CO01,2
Qs. What is BCG Matrix? Explain the strategies based on BCG. 5 CO1,2
Q4. Explain the different macro-environment factors are significant for marketing. 5 C02,3
Q5. Explain the psychological factors that influence consumer-buying behavior. 5 CO1.2
SECTION-C
Attempt any two questions.
QL. With close reference to the case Raju Omlette evaluate the effectiveness of
marketing strategies deployed by the company to establish the concept of STP. 15 CO34

Suggest future strategies for the company in order to fight its competitors?




Q2. With close reference to the case British Petroleum analyze the rebranding objectives
of the company. Do you think Bp was successful in its rebranding initiatives?
: 15 C03/4
Support your answer with facts from the case.
Qs. With reference to the case ‘Google in China’ evaluate the impact of macro
environmental factors when a firm tries to establish itself in foreign land. 15 CO4,5
SECTION-D
Q Attempt all questions with reference to the text
Q1. With reference to the attached text, evaluate the macro environmental factors that have
contributed in giving birth to the premium market segment in the milk industry. 15 C0O3,5
Q2. Do a competitive analysis of the premium milk brands discussed in the case as compared to
the traditional fragmented milk market. Suggest appropriate marketing strategies for the 15 C0O4,5

growth of these new brands.
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zAminAli

_lood writer P:’n;van Soni noticed a

’ new trend recently. A second white

—I revolution was slowly spreading
across India.

- About48 years afteramovement
transformed India from a milk-defi-
cient nation to the world's largest
milk producer, Soni s seeing a flur-
ry of queries on how and where to
get pure cow milk. His Facebook
platform has seen conversations
around quality and safety of milk
growing manifold — all thanks to
premium milk.

Farmto Table
Premium milk is not another fancy
term, says Kanika Yadav, who start-
ed Whyte Farms in Alwar to cater to
areas in Delhi-NCR. It is fresh, un-
adulterated and uncontaminated
milk delivered within 8-12 hours of
milking, explains the teacher-
turned-entrepreneur who has 200
cows. The first few months of her
entrepreneurial venture were
spent in educating people in }.1er
social circle about premium milk.
“I'had to explain the difference be-
tween the dairy milk we get in
pouches and what  was planning.
A dairy is just a milk aggregator. It
collects milk from villages, process-
es and packs it before sending lt‘to
retailers. The process involves mix-
ing several varieties and may take
up to four days. This eliminated
freshness and one has no chzgnce of
knowing thesource of the milk.”
As the farm-to-table movement
- the demand by consumers to
know the source of the food they

v

eat — spreads, several
app-based premium milk de-
livery services have started deliver-
ing fresh and unadulterated milk
within hours of milking. Keventers,
Binsar Farms, O'Leche, Pride of
Cows, Vrindawan Milk, Akshay-
akalpa, Astra Dairy Farms and
Puremilk are among the special-
ised farms catering to this demand
in various parts of the country.

While mothers have for years
complained to the milkman about
the poor quality they were being
served, it was a 2012 report by the
Food and Safety Standards Author-
ity of India that laid the foundation
for premium milk. A study of sam-
ples from across the country said
70% of milk was being adulterated
or diluted. The adulterants includ-
ed detergents and urea. Premium
milk suppliers say this started a
wide-spread farm-to-table move-
ment in India. People even started
asking the condition of the cows
and what it was being fed.

Quality comesata cost, atleastin
milk. A litre of premium milk costs
280-100 against ¥36-40 a litre from
adairy in Delhi.

The absence of good milk made
Sohrab Sitaram of Keventers launch
The Milk Co. He and his partners
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163.7 mt

India’s milk produc-
tionin2016-17

$120bn

Estimated size of
the country’sdiary
market

$70bn
Size of the
organised sector

:80-100

is cost of a litre of
premium milk

iscost of alitre from
adairy in Delhi

Premium milk seg-
mentisnoteven 1%
of the dairy market

Premium milk
segment likely to be
5% of the dairy
market by 2020

[l i
ParagMilk's brand
Mum
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, Growing demand for fresh and unadulterated milk has _encour'aged a
"\ bunch of young entrepreneurs to enter the premium milk business

have a farm of 400 healthy cows of
good breed. Milking and packing is
done using the latest technology.
Milk is bottled and delivered to the
customer on the same day. Kevent-
ers’applets people place an ordera
couple of days in advance. “We en-
sure that the entire process — from
sourcing to packaging — is entirely
automated and without any human
intervention.”

India’s milk production in-
creased to 163.7 million tonnes in
2016-17, according to Agriculture
Minister Radha Mohan Singh. Per
capita availability of milk increased
to 351 g in 2016-17. The coun-
try’s dairy market is esti-
mated at $120 billion, of
which the organised
sector accounts for $70
billion. The size of the
premium milk seg-
ment is not even 1% of
the dairy market. But it
has potential and is ex-
pected tobe 5% of this market
by 2020.

Itisa niche product, says Sohrab,
who sells a litre for 95. “In a short
span of two months, we have a sup-
ply order of 1,000 litres a day. The
demand in NCR s in lakhs of litres.
But we our focus is on quality. We
have to constantly monitor the
cows and the process.”

While Delhi’s per capita availabil-

s 25,000 litres aday in

al, Pune and Surat from its farm in Manchar, Maharashtra
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ity of milk was 35 g a day in 2016-17,
according to National Dairy Devel-
opment Board, Karnataka's was far
higher at 291. This number is good
news for Shashi Kumar of Akshay-
akalpa, an organic milk farm with
2,000 cows in Karnataka that sup-
plies to Bengaluru. The city alone
might have a demand of 51 lakh li-
tres of milk a day, he says. For now,
he is happy with his supply of
15,000 litres. But he expects the de-
mand to touch 50,000 litres in next
five years. “We ensure cows get
quality food and are kept in hygien-
ic conditions. We time the milking

//

“We ensure that the
entire process,
fromsourcing to
packaging,isen-
tirely automated
and without any
human interven-
tion,”
Sohrab Sitaram
The Milk Co

to the lactation periods so that we
don’t have to use artificial means to
increase production,” he adds.
ParagMilk, a prominent player in
the milk industry, started its pre-
mium milk brand Pride of Cows in
2012. It now delivers 25,000 litres a
day to Mumbai, Pune and Surat
from its farm in Manchar, Maha-
rashtra. It relies on a mechanised
rotary parlour for hygienically pro-
cured fresh cow milk.
Akshayakalpa was set up in 2012
after Shashi returned from the US.
Working in Wipro, he and his 13 col-
leagues helped fund the initial ef-
forts. Their processing plant and
fodder research facility is in Titpur,
150 km from Bengaluru. Shashi
does not want to sell his product
from premium grocery stores in
Bengaluru, lest it dilutes their
brand. ®



