
 
Class XII 

Business Studies 
Cycle 5 

27th July to 13th August, 2021 (14 Working Days) 
Chapter- 11  

MARKETING 
 
 
Meaning of Marketing 
Marketing is performance business activities that direct the flow of goods and services from 
producers to ultimate customers 
 
Features of Marketing 
Marketing is considered as asocial process by which individual groups obtain what they need 
and want through creating offerings and freely exchanging products and services of values 
with each other 
 

a. Identifying the needs and wants of the customers - Needs are basic to human 
beings and do not pertain to a particular product. Wants, on the other hand, are 
culturally defined objects that are potential satisfiers of needs. A marketer’s job in an 
organization is to identify needs of the target customers and develop products and 
services that satisfy such needs. 

b. Creating Market Offering refers to a complete offer for a product or service keeping 
in mind its features, design, price, size, quality, taste and its availability at a given 
outlet or location  

c. Customer Value - The job of a marketer, therefore, is to add to the value of the product 
so that the customers prefer it in relation to the competing products and decide to 
purchase it. 

d. Exchange Mechanism - In the modern world, goods are produced at different places 
and are distributed over a wide geographical area through various middlemen, 
involving exchanges at different levels distribution. Exchange is, therefore referred to 
as the essence of marketing. 

 
Meaning of Market 
 In modern sense, Market means a set of actual and potential buyers and sellers for a 

product or a service 
 
Meaning of Marketer 
 A Marketer is any person who takes active part in the exchange process 

 
What can be marketed? 
 Any product, service, person, or anything of value like an idea event or place can be 

Marketed 



 
 
Functions of Marketing 

a. Gathering and Analysing Market Information – This is necessary to identify the 
needs of the customers and take various decisions for the successful marketing of the 
products and services. 

b. Preparation of Marketing Plan – This involves developing appropriate marketing 
plans so that the marketing objectives of the organisation can be achieved. 

c. Product Design and Development - The design of the product contributes to making 
the product attractive to the target customers. The marketer understands that a good 
design can improve performance of a product and also give it a competitive advantage 
in the market. 

d. Standardisation and Grading – Standardisation refers to producing goods of 
predetermined specifications, which helps in achieving uniformity and consistency in 
the output. Grading is the process of classification of products into different groups, on 
the basis of some of its important characteristics such as quality, size, etc 

e. Packaging and Labeling -Packaging is defined as wrapping or compressing or putting 
products in bags, bottles, containers or barrels. Labeling can be as a part of the 
packaging or a separate leaflet that provides information related to the product, its 
content, price, method of use etc 

f. Branding is the process of giving a name, a sign, or a symbol to a product which helps 
in identifying and distinguishing the product from other products 

g. Customer Support Service - These services aim at providing maximum satisfaction 
to the customers, which is the key to marketing success in modern days. This includes 
developing customer support services such as after sales services, handling customer 
complaints and adjustments, procuring credit services, maintenance services, technical 
services and consumer information. 

h. Pricing a Product - Price of product refers to the amount of money customers have to 
pay to obtain a product.  The marketers have to properly analyse the factors determining 
the price of a product and take several crucial decisions in this respect, including setting 
the pricing objectives, determining the pricing strategies, determining the price and 
changing the prices. 

i. Promotion - Promotion of products and services involves informing the customers 
about its product, its features, etc., and persuading them to purchase these products. 
The four important methods of promotion include advertising, Personal Selling, 
Publicity and Sales Promotion. 



j. Physical Distribution - The two major decision areas under this function include 
decision regarding channels of distribution or the marketing intermediaries (like 
whole salers, retailers) to be used and physical movement or distribution of the 
product from where it is produced to a place where it is required by the customers for 
their consumption or use. The important decision taken under physical distribution 
include managing inventory (levels of stock of goods), storage and warehousing and 
transportation of goods from one place to the other etc. 

k. Transportation – Transportation involves physical movement of goods from one place 
to the other. A marketing firm has to analyse its transportation needs after taking into 
consideration various factors such as nature of the product, cost and location of target 
market and take decisions in respect of mode of transportation to be chosen 

l. Warehousing - Usually there is a time gap between the production or procurement of 
goods and their sale or use. Also, there is a need for storage of adequate stock of goods 
to protect against unavoidable delays in delivery or to meet out contingencies in the 
demand. A lot of times, the function of storage is performed by different agencies such 
as manufacturers, wholesalers and retailers. 

 
 
Marketing Management Philosophies or Concepts 
 Production Concept holds that higher production efficiency and wide distribution 

coverage is the key to the success of the business 
 Product Concept emphasizes the improvement in the quality of the product holds the 

key to the success of the business 
 Selling Concept emphasizes on aggressive selling techniques through advertising, 

sales promotion and personal selling as vital for the success of the business 
 Marketing Concept emphasis on the identification of the needs and problems of the 

potential customers should be given an overriding importance 
 Societal Concept states that along with the satisfying the needs and wants of the 

people, the firms must also take care of the long term well being of the society by 
taking care of social, ethical and ecological aspects of marketing.

 
 



Marketing Mix refers to the combination of the four essential components of marketing (4Ps) 
namely Product, Price, Place and Promotion 
 
Components of Marketing Mix 
 Product Mixrevolves around gathering market information,product planning,  

development & design, branding, labeling, packaging and customer care services 
 Price Mixincludes decisions related to price determination , pricing strategies, 

discount, allowances etc 
 Place or Distribution Mixinvolves decisions regarding the channels of distribution 

and physical movement of the product 
 Promotion Mixis about making the target customers aware of the product or service 

and persuading them to buy it 
 

Branding  
 
Generic Name refers to the name of whole class of the products like pen, soap etc 
Brand Name is that part of the brand that can be spoken 
Brand Mark of a product is that part of the brand name that is not utterable like Vodafone 
zoozoos, amul girl etc 
Trade Mark is that part of a brand that is given legal protection 
 
Characteristics of a Good Brand is the process of giving a name, a sign, or a symbol to a 
product which helps in identifying and distinguishing the product from other products Name 
 Short, easy to pronounce and remember 
 Suggest features and qualities of the product 
 Distinctive or different from other brand names 
 Should be capable of being registered and protected legally 

 
Advantages of Branding to Marketers 
 Helps in advertising 
 Facilitates Product Differentiation 
 Ease in introducing New Products 

 
Advantages of Branding to Consumers 
 Helps in Product Identification 
 Ensures Quality 
 Status Symbol 

 
Labeling can be as a part of the packaging or a separate leaflet that provides information related 
to the product, its content, price, method of use etc 
 
Functions of Labeling 
 Identification of Product or Brand  
 Describes the Product and its Content 
 Provides Information Required by Law 
 Helps in Product Promotion 
 Grading of Products 

 
 



Packaging is defined as wrapping or compressing or putting products in bags, bottles, 
containers or barrels 
 
Levels of Packaging  
 Primary Packagingrefers to the products immediate container and is usually retained 

only till the time product is ready for use or may be kept for the entire life of the product 
 Secondary Packagingrefers to the additional layer of protection for the product is 

usually discarded when the product is ready for use 
 Transportation Packagingis also known as shipping or tertiary packaging and is 

necessary for easy and safe storage, identification and transportation 
 
Importance of Packaging  
 Helps in Product Differentiation 
 Creates Innovational Opportunities 
 Ensures Better Standards of Health and Sanitation 
 Effective for Self Service Outlets 

 
Function of Packaging 
 Packaging offers Protection to the protects and keeps it fresh, clean and damage free  
 With appropriate packaging it helps in ProductIdentification 
 Packaging Facilitates easy Use of the product 
 Packaging helps in Product Innovation and Promotion 

 
 
Price Mix includes decisions related to price determination, pricing strategies, discount, 
allowances etc 
Price refers to the exchange value of the products expressed in monetary terms 
 
Importance of Pricing 
 Products cannot be launched without proper pricing  
 Price is often used to regulate the demand for a product 
 Price of a product directly affects both the revenue and profit of the business 

 
Factors Determining Price of a Product 
 Cost of the Product includes Fixed, Variable and Semi Variable Costs 
 Extent of Competition in Market 
 Prices of essential commodities are affected by Government and Legal Regulations 
 Price is also determined keeping in mind the Utility and Demand of the product 
 Pricing is also affected by the extent of expenditure on Marketing Methods Used 
 Price of the products are established by considering the Pricing Objective of the 

business like profit maximization, maximizing market share, price stability etc 
 

 
 
Place Mix or Physical Distribution  
The fourth important elementof marketing mix is the physical distribution of products and 
services. Through this component of marketing mix, the goods and services are made 
available at right place, at right to right people without change. 
 
 



Components of Physical Distribution 
 Order Processing must be such that orders from customers or intermediaries are 

processed accurately and speedily to keep the customers satisfied 
 Warehousing refers to safe storage of goods right form the time of production till the 

time they are finally consumed 
 Transportation or Logistics refers to carriage and movement of goods from one place 

to another keeping in mind safety, time and cost 
 Inventory Control is about maintaining adequate inventory at minimum costs 

 
 
Promotion Mix is about making the target customers aware of the product or service and 
persuading them to buy it 
 
Tools of Promotion 
 Advertising 
 Sales Promotion 
 Personal Selling 
 Publicity and Public Relations 

 
 

 
 
Advertising is defined as any paid form of non-personal communication 
Features include paid form, impersonal form and presence of a sponsor who designs the 
advertisement 
 
Merits of Advertising 
 Mass Reach 
 Economical 
 Enhances Customer Satisfaction 
 Expressiveness 

 
Demerits of Advertising 
 Less Forceful 
 Lacks Direct Feedback from customers 
 Inflexible 

 
OBJECTIONS TO ADVERTISING 
a. Adds to Cost 
b. Undermines Social Values 
c. Confuses the Buyers: 
d. Encourages Sale of Inferior Products 



Sales Promotion refers to such short term incentives which are designed to encourage buyers 
to make immediate purchase of the product or service 
 
Commonly Employed Sales Promotion Techniques 
 Discount 
 Rebate 
 Refunds 
 Product Combination 
 Quantity Gifts 
 Lucky Draw 
 Contests 
 Usable Benefits 
 Sampling 
 Instant Draws 

 
Objectives of Sales Promotion 
 Create demand 
 Educate Customers 
 Build Brand Loyalty 

 
Merits of Sales Promotion 
 Attracts Attention of customers 
 Helps in New Product Launch 
 Leads to a Synergy in Promotional Effort 

 
Demerits of Sales Promotion 
 May Spoil the Product Image 
 May Reflect Crisis 

 
Personal Selling or Salesmanship is defined as direct, face to face communication between 
the marketer and the prospective customer 
Features include oral presentation or personal interaction, two way communication and 
focus on developing long term fruitful relationship 
 
Merits of Personal Selling  
 Sales presentation can be Adapted to suit the customer 
 Face to face interaction renders Direct Feedback possible 
 It is customer specific so there is Minimum Wastage of effort, time and cost 

 
Role of Personal Selling for Customers 
 Helps in Identifying the Needs of the customers 
 Offer Expert Advice on products to suit customer need 
 Customers readily get Latest Market Information 
 Induces Customers to buy the product 

 
Role of Personal Selling for Business 
 Effective Promotional Tool 
 Personal Rapport is built with customers 
 It is a Flexible Tool that can be adjusted to suit the customer 
 Very Effective in Introducing New Products 



 Salesman grabs Consumers Attention 
 Minimise Wastage of Salesman’s’ Effort 

 
Role of Personal Selling for Society 
 Creates Employment Opportunities for unemployed youth as salesman 
 Creates Career Opportunities for youth 
 Converts Latent Demand into effective demand 
 Mobility of SalesPeople create more avenues for travel and tourism 
 Sales Promotion increases Product Standardisation 

 
Publicity generally takes place when favourable news is presented in mass media about a 
product or service 
Public Relations means maintaining good relations with masses  
 The business relates with a number of groups including suppliers, shareholders, 

intermediaries, activist groups, and the government. 
 Public relations involve a variety of programmes designed to promote or protect a 

company’s image and its individual products in the eyes of the public. 
For example: 

 Active support of middlemen or intermediaries is needed if the firm wants to survive 
in a competitive selling environment.  

 Consumer activist groups need to be satisfied because they can impose restriction on 
the sales of the firm’s products directly by urging customers to refrain from buying 
them. 

 When there is negative publicity about the company or its products, the public relations 
department then has to do something drastic so that damage to company’s images is 
controlled and minimised. 

 PR Department also advise top management to adopt certain programmes which will 
add to their public image and ensure that negative publicity does not take place 

 
 
 

Case Studies 

 
Q. 1. Zoom Udyog, a car manufacturing Co., has started its business with Zoom 800 and slowly 
launched Zoom-1000, Wagon-Z, Swy-fy etc. and offered various services like after sale services, 
availability of spare parts etc. Identify the element of marketing mix referred 
here.                                                                                                                      

  

Q. 2. Radha found a worm crawling out of newly opened tetra pack of a juice manufactured by a 
reputed company, Zest, Ltd.  She went back to the shopkeeper from whom the pack was purchased 
who directed her to call up the customer care centre.  When all her efforts failed, she went to a 
consumer activist group to seek help.  The group decided to help Radha and taken measures to impose 
restrictions on the sale of the firm’s products of the particular batch and urge customers to refrain 
from buying the products of the company.  Zest Ltd. lost its image in the market.  The CEO gives the 
responsibility of bringing back the lost image of the company to a Manager. 

Identify the concept of Marketing Management which will help the Manager getting the firm out of 
the above crisis. 

  

Q. 3. The manager of Impact Enterprise, dealing in cosmetics, is facing the problem of poor 
sales.  Suggest the four promotional measures that he can undertake to improve the sales.  Also, name 
the factors affecting their choice.   



  

Q. 4. A mobile company is launching a new high tech mobile phone in the market.  Which department 
is going to look into the techniques iof promoting it?                                

  

Q. 5. Identify the Marketing Management philosophy adopted in the following cases: 

a. Mansi, a shoe manufacturer for school students, decided to maximize her profit by producing 
and distributing at large scale and thereby reducing the average cost of production. 

b. Nisha, a school bag manufacturer decided to improve the product for profit maximization and 
thus added a water bottle holder to the existing design. 

c. Jasdeep, a dealer in school uniforms, decided to maximize his profit by using different 
aggressive promotional efforts. 

d. Amar is engaged in manufacturing of refrigerators.  He surveyed the market and found that 
customers need a refrigerator with a separate provision of water cooler in it.  He decided to 
launch the same refrigerator in the market.   

  

Q. 6. Identify the method of sales-promotion in the following cases: 

a. A mobile company offers a discount of Rs. 1000 to clear off excess inventory. 
b. A customer gets Rs. 5 off on return of an empty wrapper while making a new purchase of the 

same product. 
c. A Company offers a pack of 1/2kg of sugar with the purchase of a 5 kg bag of wheat flour. 
d. A Company offers 40% of extra shaving cream in a pack of 500 gms. 
e. Scratch a card and get a gold coin with the purchase of a cold drink. 
f. Purchase goods worth Rs. 50,000 and get a holiday package worth Rs. 10,000 

free.                                                                                                                                                               

  

Q. 8. Good Living Ltd. manufactures mosquito repellent tables.  These tablets are packed in strips of 
12 tablets each.  Each of these strips are packed in a cardboard box, 48 such boxes are then placed in 
a big corrugated box and delivered to various retailers for sale.  State the purpose of packaging the 
tablets in a corrugated box.                           

  

Q. 9. Shreemaya Hotel in Indore was facing  problem of low demand for its rooms due to off 
season.  The Managing Director (MD) of the hotel, Mrs. Sakina was very worried.  She called upon 
the Marketing Manager, Mr. Kapoor for his advice.  He suggested, that the hotel should announce an 
offer of ‘3 days and 2 Nights hotel stay package with free breakfast and one day religious visit to 
Omkarehswar and Mahakaleshwar Temples’.  The MD liked the suggestion very much.  Identify the 
promotional tool, which can be used by the hotel through which large number of prospective 
pilgrimage tourists, all over the country and also abroad, can be reached, informed and persuaded to 
use the incentive.                                   

 

Q. 10. “Every time I travelled, people asked me to bring them chips, khakra and pickles from all over 
the country,” says Anoushka.  Finally, she and her colleague, Sumemet, decided to make out of 
it.  They launched a face book bags, asked people what they wanted, and they came up with a list of 
about 100 places and tried up with two dozen vendors to begin with. They were servicing people from 
Jaipur who wanted spices from Kerala, people form Panipat who wanted halwa from Jammu and 
people from Delhi who ordered for fresh tea leaves form Darjeeling.  Through their business they 
wished to bridge the gap between sellers nd buyers. The business is now worth millions. 

Explain any two important activities that Anoushka and Sumeet will have to be involved in for 
making the goods available to the customers at the right place, in the right quantity and at the right 
time.                                          
                                                                                                              

 Q. 11. ‘Beauty Products Ltd’s is a natural and ethical beauty brand famous for offering organic 
beauty products for men and women.  The company uses plant based materials for its products and is 
the No. 1 beauty brand in the country.  It not Identify the marketing management philosophy being 
following by ‘Beauty Products Ltd.’                          

  



Q. 12. ‘Haryaram’ is a famous chain selling a large variety of products in the Indian market.  Their 
products include chips, biscuits, sweets and squashes.  It charges a comparatively higher price than 
its competitors as it sells quality products.  Besides, it offers regular discounts to its customers and 
easy credit terms to its retailers.  It has five of its own retail shops.  It also sells its products through 
various grocery stores to that the products are made available to customers at the right place, in the 
right quantity and at the right time.  It regularly uses different communication tools to increase its 
sales. 

The above para describes the combination of variables used by Hayaram to prepare its market 
offering.  Identify and explain the variables.                                                        (6 Marks) 

 

Q. 13. ‘Maruti Vega Ltd.’ entered into the market with coloured television and have now introduced 
products like audio systems, air-conditioners, washing machines, etc.  the company is not only 
offering the products but also handling complaints and offering after-sales services. 

Identify the element of marketing-mix discussed here.                                              

  

Q. 14. Radhika was a student of Business Studies of Call XII.  Her father was a farmer who grew 
different varieties of rice and was well-versed about various aspects of rice cultivation.  He was also 
selected by the government for a pilot-project on rice cultivation.  As a project-work in Business 
Studies she decided to study the feasibility of marketing good quality rice at a reasonable price.  Her 
father suggested her to use internet to gather customers’ views and opinions.  She found that there 
was a huge demand for packaged organic rice.  She knew that there were no pre-determined 
specification in case of rice because of which it would be difficult to achieve uniformity in the 
output.  To differentiate the product form its competitors, she gave it the name of Malabari Organic 
Rice’ and classified it into three different varieties namely – Popular,, Classic and Supreme, based 
on the quality.  She felt that these names would help her in product differentiation. 

Explain the three function of marketing, with reference to the above paragraph.                                        6  

  

Q. 15. A Company was marketing water purifiers which were very popular due to their quality and 
after sales services provided to the customers.  The company was a leading company in the market 
and earning huge profits.  Because of huge profits, the company ignored the after sales services.  As 
a result, its relations with customers got spoiled and the image of the company was damaged in the 
public.  The top management became concerned when the profits for the current quarter fell 
steeply.  On analysis, it was revealed that ignoring the after sales services was its reasons.  Therefore, 
the company took all possible measures to protect and promote its favourable image in the eyes of 
the public.  As a result, the goodwill of the company improved in the society. 

Name and state the communication tool used by the marketer in the above case to improve its image. 

  

Q.16. Crackers Ltd., a fire-cracker manufacturing company launched some new products on eve of 
Diwali which attracted many buyers.  To meet the increased demand, the company employed children 
from nearby villages.  Although the product was in great demand, appropriate safety warning for use 
were not mentioned on the packets that led to many accidents. 

Identify and explain the important product-related decision that was not taken into consideration by 
the company. 

  

Q. 17. ABC Crackers Ltd., a fire-cracker manufacturing company, launched some new products on 
the eve of Diwali in the market which attracted many buyers.  To meet the increasing demand, the 
company employed people from nearby villages where there was a lot of unemployment.  Because of 
the good behavior of the management with the employees, more and more people wanted to join the 
company.  As the products were in great demand in the market, a competitor imitated the 
products.  The products of the competitor were not accepted by the consumers as it was a status 
symbol to buy the products of ABC Crackers Ltd. because of their quality. 

Identify and explain the product-related decision because of which consumers preferred the products 
of ABC Crackers Ltd. 

  



Q. 18. As a project work in Business Studies, the Commerce students of Himachal Public School, 
Himachal Pradesh though of preparing apple jam from the apples grown in their school premises and 
sell it in the school annual fete.  They approached the Principal who not only appreciated the students 
but also gave her consent for the same.  The school decided to donate 50% of the revenue generated 
from the sale to a nearby orphanage.  After the school fete, the school also decided to extend this 
project by providing employment to visually challenged and disadvantaged sections of society or 
regular basis. 

a. Explain any two product-related decisions which the students had to take. 
b. Suggest any two functions that the ‘label’ of the jam-bottle must perform. 

 

Q. 20. Amar is engaged in the manufacturing of refrigerators.  He surveyed the market and found that 
customers need a refrigerator with a separate provision of water cooler in it.  He decided and launched 
the same refrigerator in the market.  Identify and explain the marketing philosophy involved. 

  

Q. 21. Mansi, a shoe manufacturer for school students, decided to maximize profits by producing and 
distributing shoes on a large-scale and thus reducing the average cost of production. 

a. Identify the marketing management philosophy adopted by Mansi. 
b. Explain this philosophy on the basis of the following: 

  Main Focus 

 Means and Ends 

  

Q. 22. Unilever has found a new way to make ice creams by using an ingredient called ‘ice structuring 
protein’ which is widely found in nature especially, in fishes which allows them to survive in freezing 
arctic waters.  Combining ISP with stabilizer technology allows to make ice creams that don’t melt 
so easily thereby making it more convenient for small children and consumer in hot countries. 

In the context of above case: 

a. Identify the component of marketing mix being taken into consideration by the company. 
b. Explain briefly the function of marketing highlighted here. 

 

 Q. 24. As a global leader in the consumer electronics and entertainment industries, Sony has set forth 
‘Road to Zero environmental plan’, to achieve a zero environmental effect by the year 2-050 by 
producing world-class products in a manner that both protects and promotes a healthy and sustainable 
planet. 

In the context of above case: 

a. Identify the marketing philosophy being implemented by the company. 
b. Outline the main focus and end of the relevant marketing philosophy. 

  

Q. 25. As the number of people making online purchases has increase manifolds, there is a growing 
concern about the disposal and management of packaging waste.  Every item bought is delivered with 
excess packaging and sometimes even non-biodegradable materials are used. 

In the context of above case: 

a. Name the other two levels of packaging that the marketers may be using besides the 
immediate package. 

b. Describe briefly any two points highlighting the functions of packaging. 
c. State any two factors that should be kept in mind by the marketers while designing the 

packaging of its products. 

  

Q. 26. Rastro Inc., is a multinational corporation that creates consumer electronics, personal 
computers, servers and computer software.  The company also has a chain of retail stores known as 
Restro Stores.  Despite high competition, Restro has succeeded in creating demand for its products, 
giving the company power over prices through product differentiation, innovation advertising and 
ensured brand loyalty. 

In the context of above case: 

a. What is product differentiation? 



b. Name any one function of marketing that facilitates product differentiation. 
c. Identify the component of promotion mix being used by the company by Quoting lines form 

the paragraph. 
d. Describe briefly the pricing objective pursued by the company. 

  

Q. 27. Reema, Vibha and Ratna are three women entrepreneurs who are engaged in dealing with 
handicraft goods under the brand name ‘Gujkriti’ through a chain of retail outlets at five different 
places in delhi.  Their outsource all their products from tribal and rural women in the state of 
Rajasthan.  Reema is of the opinion that in order to increase the sale of their products, they should 
advertise about it on television.  But, Ratna is arguing that advertisement expenses will add to cost 
of operation.  Whereas Vibha is insisting that they should set up an online portal to market their 
products across the globe. 

In the context of above case: 

a. Identify the tool of promotion being taken into consideration by Reema by quoting lines from 
the paragraph. 

b. Do you think that Ratna is justified in here argument that advertisement expenses will add to 
cost of operations? 

  

Q. 28. Arvind is planning to start a company manufacturing room fresheners.  He intends to use 
natural fruit extracts for adding fragrance to them.  He estimates an investment of Rs. 20 crores to 
set up the factory.  As it is difficult for him to raise the entire capital amount alone, he gives a 
partnership offer to his school friend, Sanjay who is an angel investor.  Sanjay, after being convinced 
about the feasibility of the project, accepts his offer.  Sanjay tells Arvind that they should also focus 
on other important decisions related to the product ‘room fresheners’ besides deciding about its 
features, variety and quality.  Branding is one of the important such decision. 

In the context of above case: 

a. Name any other two important decisions related to a product. 
b. Why is branding considered as an important function by the marketers?  Give any one reason 

in support of your answer. 
c. State any four features of a good brand name. 

  

Q. 29. Suraj is a small entrepreneur involved in the manufacturing of hair wax.  He finds that cost of 
production of 100 gm of hair wax is Rs. 250.  He has decided to keep a margin of 15% as profit 
moreover, he has assessed that there is a free competition in this product segment. 

In the context of above case: 

a. Identify the function of marketing being performed by Suraj. 

b. State briefly the two factors that he is taking into consideration while performing the function 
as identified in part (a) 

Q. 30. After doing a diploma in entrepreneurship, Farihad started his own confectionary business.  He 
started doing a lot of hard work and used the recipes taught by his grandmother in various 
preparations.  He also learnt many recipes from online sites and television programmes.  He decided 
to keep the price of the products low initially and also informed his customers about the goodness of 
the items sold by them.  However, he didn’t mention on the package of each item weather it contained 
eggs or not.  As a result, vegetarian people became hesitant in buying things from his shop as they 
had to verbally inquire from him about the inclusion of eggs in the preparation of various items. 

In the context of above case: 

a. Name the important aspect related to the marketing of products which has been ignored by 
Farihad. 

b. Explain briefly any free functions performed by the aspect as identified in part (a). 

c. Mention the right of consumer being violated by Farihad. 

  

Q. 31. ‘Shudh Hava Ltd.’ is engaged in manufacturing of air conditioners and desert coolers.  The 
company offers a wide range of products to meet the requirements of people from varied income 
groups.  Recently the company has developed a new product, an air purifier that improves the quality 
of air by filtering out all allergens and microbes.  The company introduced the product on two variants 



namely ‘Nano Tech’ and ‘Nano Tech Premium’.  In order to persuade people to buy the product it is 
offering easy payment options in equal monthly installments for different time periods.  Moreover, 
every buyer will be offered ‘scratch a card’ option to win instant gifts like decorative items, T-shirts 
etc.  the company is also planning to organize competitive events based on skill and luck in various 
malls in different cities. 

In the context of above case: 

a. Name and explain the ‘type of promotion strategy’ adopted by the company to boost the 
sales of air purifiers. 

b. Also, identify the various techniques of this promotional strategy being used by the company 
by quoting liens from the paragraph. 

c. “The company offers a wide range of products to meet the requirements of people from 
varied income group.”  Name the relevant consumer right being promoted by the company. 

  

Q. 32. Nischay, after completing his masters in computer engineering decided to start his own 
business.  He visited his uncle Mr. Jaiprakash who has been running a successful business in web 
designing.  He shared with Nischay that the main reason for his success in the business lies in his 
approach of building web sites according to the specifications of the clients but also providing 
continuous online assistance to them and handling their grievances effectively and doing all this at a 
profit.  He provides these services at competitive prices.  Anybody interested in getting the web 
solutions can contact him through his website.  Moreover, whenever the market is sluggish he tries 
to create demand by offering short-term incentives to the buyers. 

In the context of above case: 

a. Define the term ‘Marketing Management’. 

b. Briefly explain the various elements of marketing mix being pursued by Mr. Jaiprakash by 
quoting liens from the para. 

  

Q. 33. In today’s world, through social media, news spread in a flash.  Moreover, if it is bad news, it 
acquires a speed that is virtually impossible to stop.  Hence, all corporate are more susceptible to a 
tarnished image today than in any other day and age.  The loss of goodwill may lead to decreased 
revenue, loss of clients or suppliers and fall in market share.  Over the year, therefore, most of the 
companies have set up a separate department to manage the public opinions about them.  The 
department works in close coordination with the various interest groups like consumers, government, 
suppliers etc. and strives to handle effectively if any controversies arise. 

In the context of above case: 

Identify the element of promotion mix being referred to in the above liens. 

  

Q. 36. Yogesh buys a new laptop for his son Mukesh on his birthday from a company owned retail 
outlet.  After a few months, some parts of the laptop get damaged in a road accident.  Yogesh 
approaches the dealer to get the damaged parts replaced with the new ones.  But, he is told that the 
company does not provide any after sale service to the customers.  Yogesh feels very dissatisfied as 
a consumer and woes that he will never buy this companies product ever again. 

In the context of above case: 

1. Identify the function of marketing being ignored by the company. 

2. As a business advisor, suggest any two services that will be very effective in enhancing brand 
loyalty for any such product. 

3. Name the appropriate redressal agency that he can approach in case he decides to file a case 
against the dealer. 

  

Q. 37. Mr. Rajiv wants to buy LCD T.V. for his family.  Now he has come to Jagota Electronics, 
Model Town, after coming to shop he get confused.  Write the name of promotion tool which has 
brought him to the shop and promotion tool needed now.  Also write the four points of importance of 
latter tool. 

  

Q. 38. Mr. Rajiv, the sales executive of ABC Ltd. possess good marketing techniques, his techniques 
involve oral presentation of message, convincing the customer with face to face interaction, etc. 



Ans. 

1. Name the element of marketing mix under which the above technique fall. 

2. Identify the element used by Rajiv. 

3. Give any three merits of that technique: 

  

Q. 39. ITC started its business with Jobaico Industry later on its entered in Hotel Industry, Consumer 
goods industry, stationery, etc. ITC assured quality to customer and kept company’s name as its 
identity.  This help the customers in product identification and hence ensured quality.  It also built 
up their confidence and help in increasing their level of satisfaction. 

1. Name the element of marketing mix referred in above para. 

2. Name the other elements of marketing mix. 

3. Name the concept which assure quality and help in identification of product. 

   

Q. 41. Nisha, a school bag manufacturer decided to improve the product for profit maximization and 
thus added a water bottle holder to the existing design. 

1. Identify the marketing management philosophy adopted by Nisha and 

2. Explain this philosophy on the basis of: 

1. Main focus and 

2. Means and ends. 

  

Q. 42. Ayesha is manufacturing lunch boxes for school-going children.  To maximize profit she 
decided to improve the quality and added a warmer for the lunch boxes.  Due to this improvement in 
the product, the sale is increasing day by day.  Identify and explain the marketing philosophy 
involved. 

  

Q. 43. Mansi, a shoe manufacturer for school students, decided to maximize her profit by producing 
and distributing at large scale and thereby reducing the average cost of production: 

1. Identify the marketing management philosophy adopted by Mansi. 

2. Explain this philosophy on the basis iof: 

1. Main focus 

2. Means and ends. 

 

Q. 44. Vasvi purchased a bottle of pickle from the local grocery shop.  The information provided on 
the bottle was not clear.  She fell sick on consuming it.  She filed a case in the District forum under 
the Consumer Protection Act and got the relief. 

a. Identify the important aspect neglected by the marketer in the above case. 
b. Explain briefly the functions of the aspect identified in (a) above. 

OR 

Ashima purchased a bottle of tomato-sauce from the local grocery shop.  The information provided 
on the bottle was not clear.  She fell sick on consuming it.  She filed a case in the District Forum 
under the Consumer Protection Act and got the relief. 

a. Identify the important aspect neglected by the marketer in the above case. 
b. Explain briefly the functions of the aspect identified in (a) above. 

  

Q. 45. Radha found a worm crawling out of newly opened tetra pack of a juice manufactured by a 
reputed company, Zest, Ltd.  She went back to the shopkeeper from whom the pack was purchased 
who directed her to call up the customer care centre.  When all her efforts failed, she went to consumer 
activist group to seek help.  The group decided to help Radha and take measures to impose restrictions 
on the sale of the firm’s products of the particular batch and urge customers to refrain from buying 
the products of the company.  Zest Ltd. lost its image n the market.  The CEO gives the responsibility 
of bringing back the lost image of the company to a Manager. 



Identify the concept of Marketing Management which will help the Manager getting the firm out of 
the above crisis. 

 

 


