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Answer ALL questions (5 x 20 = 100 Marks)

1.
“All organizations need marketing”. Do you agree to this statement? If so, give reasons in support of your answer along with relevant examples from business and non-business sectors.                                 
(OR)

2.
How do Environment forces provide opportunities and pose threats to a company? 
3.
Briefly explain the various steps in the consumer decision-making process. Do all consumer decisions involve these steps? Justify your answer.
(OR)

4.
Discuss the scope of marketing research in an Organization? Explain with suitable examples.
5.
a.
Discuss in detail about the various pricing methods. What are the pricing strategy involved 
in Tata motors while introducing “Nano”-car?   

     
                        


(10)
b.
What is your understanding on Product Life Cycle? Discuss the appropriate marketing 
strategies during different stages of PLC with suitable examples.                     

(10)
(OR)

6.
a.
What are the objectives of sales promotion? As a sales manager, you have been assigned 
the task of planning the sales promotion program of a ready-to-cook meal. Discuss the 
steps that you would follow for effective planning and management of the said program.                





















(10)
b.
Think of your favorite retailers.  How have they integrated their channel system?  How would you like their channels to be integrated? 








(10)
7.
Highlight the strategies for building Customer Relationship with an example of an Indian Corporate. Explain the importance of Customer Relation Management?
(OR)

8.
What are the major trends and challenges in Global marketing? How is the effect of Globalization reflected in the Indian Economy?
9.
Case study (Compulsory):

INNOVATIVE MOVEMENT IN ARAVIND EYE CLINICS

Medical science has achieved some amazing breakthroughs in terms of innovation, pushing the frontiers of surgery, drug therapy, transplant technology and a host of other research fields to enable more of us to live healthy and dignified lives. 
In the healthcare area one of the powerful examples of such systematic attention to the small stuff which has led to a significant impact are the Aravind eye clinics in India. Back in 1976 the head of the Department of Ophthalmology at the Government Medical College in Madurai, Dr G. Venkataswamy, retired. Dr V (as he is popularly referred to) had worked for many years on providing eye care – eye tests, glasses, cataract operations, etc. – in rural communities and rather than give this up and potter around his garden he decided to use his retirement time to carry the work on. He provides an excellent example of the principle that there is no age limit to entrepreneurship. 
[P.T.O]

The Aravind Eye Care System is the largest and most productive eye care facility in the world – for example, in the year 2007 /2008, about 2.4 million persons received outpatient eye care and over 285,000 underwent undergone eye surgeries at the Aravind Eye Hospitals at Madurai, Theni, Tirunelveli, Coimbatore and Puducherry. The model spread out to other locations across Tamil Nadu so that by 2003 there were five Aravind hospitals with a total of 3649 beds of which 2850 were free. The innovation challenge here is significant – how to carry out a high quality process at low cost? 
He found inspiration in McDonalds, the fast food company which has managed to spread its golden-arched empire across the planet based on systematic, high volume production of a range of meals offered at low cost. Central to their success is the idea of reproducibility – despite huge variations in the context in which they are located, all McDonalds outlets operate on the same model, and staff are trained in a core set of skills which are common to all its operations. The basis of the Aravind eye clinics is standardisation and ‘engineering’ cataract surgery for high volume production. Just as Ford, McDonalds and Toyota focused on continuously improving and extending their system models, so the Aravind Eye Hospitals gradually shifted to become the Aravind Eye Care System.  
Target costing is a well-known tool in product innovation for engineering the design of production systems. This compares to around $300 as an average cost for treatment in a conventional Indian hospital (and $1650 in a US hospital). Developing and refining the system has meant that the average cost in the Aravind system is $25, based on a proportion of patients paying between $50 and $300 but over 60% being treated free. In 2003 Aravind became the largest single cataract surgery provider in the world. The key is in the volumes – around 200,000 patients are treated each year, based on the high volume/low margin kind of business model which Henry Ford used on the Model T and which now drives the low cost airline industry.

But there is another important feature to this story. With such a high volume of surgery– 200,000 plus cases per year, with each doctor carrying out around 2600 operations/year (against an Indian average of around 400) – comes a rich learning opportunity.  
Questions:
a.
Comment on the Segmentation, Targeting and Positioning strategies adapted by the 
Aravind eye care Hospital.  
b.
What kind of Mcdonalds strategy get reflected in the Aravind eye care Hospital?
c.
Analyze the factors, which are responsible for Aravind eye care success story.







