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Answer All the Questions:-
PART A (1 x 20 = 20 Marks)

1. Case Study:

Skoda had a monopoly in car manufacturing in Czslcwakia until the 1989 'Velvet
Revolution'. After this the Czech government starteoking for a commercial partner to
revitalise its Skoda factories.

In 1991, Volkswagen took a 30% stake in Skoda aadesl work in training and
educating the workforce to Western quality stanslaidinvested over £2 billion in the plant,
research, development and new models. Ten years iat2001, VW took total control of the
business.

The first two launches from the new Skoda camp wezkreceived by the automotive
press. The Felicia - launched in 1994 - was busila@a old-style Skoda, but enjoyed the benefit
of VW features. The 1998 Octavia was built on the/ \group platform. The costs of the
improved VW car structure pushed up Skoda pricé® dars carried a higher price tag and
Skoda needed to convince consumers that this waseworth paying.

A VW marketing manager working for Skoda explained:

"We needed to move away from being a cheap brabeitgy a value-for-money brand.
At the same time, we badly needed to find our owsitning within the group, rather than
just trading on being part of the VW Group. Othessyiwe might just as well have re-branded
ourselves as VW, with very little reason for existe."

Launch of the Octavia

Skoda’s first VW-backed model was the Octavia. #swaunched in the UK with a
£10m promotional campaign- Skoda's highest-evemdpa a marketing campaign. However,
the Octavia launch was a failure. Just 6,154 Oateasis were sold over the year following the
car's launch, despite the fact that the car acHiehmost unanimously good reviews. Market

research at the time suggested that sixty per cepeople said they “would never buy a
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Skoda”.Only a fifth of early Octavia buyers weredanthe age of 45 and a third had previously
owned Skoda cars. Skoda's image was old, unfadhimaad out of sync with its products.
VW's Strategy

VW resisted the temptation to scrap the Skoda bedtogether. Despite its poor image
in the UK, Skoda still commanded respect in Easimope and held its own in other Western
European countries.

The Skoda brand also had hihrand awareness” in the UK —even if it was for the
wrong reasons — and a reliable distribution charthedugh a network of independent car
retailers.

The next product launch was the Skoda Fabia. It lvasched with a much smaller
marketing campaign and an advertising messagepthiedd gentle fun at Skoda’s customer
perception:

"The Fabia is a car so good that you won't belidsa Skoda"

Key elements of the promotional mix were as follows

» The Fabia was launched with a number of telemigmwint and poster ads

* The initial TV campaign ran for four-and-a-halégks and the print and poster campaign ran
for two weeks.

» Expensive TV and print campaigns were supportelddith PR and direct mail campaigns

* The PR push targeted the consumer press andpaéiéno get journalists to discuss Skoda in
a positive light

» The direct mailings tried to build on loyalty g among Skoda drivers and get across the
brand's new image.

» AutoExpress magazine carried a competition to wirtskoda car that generated 27,000
responses. The respondents who didn't win the ess wofiled to check their similarity to the
average Skoda driver and followed up. Hot prospesteived a scale model as a consolation
prize and an invitation to test drive a full-sizede!.

By the end of 2000, more than 11,000 Fabias had elel and even Octavia sales were seeing
a 29% increase on the previous year. In July 2@8@8,near impossible finally happened -
Skoda had a waiting-list for its cars.

There was also a less obvious, but equally imposhiit in the public's perception of
Skoda. Only 42% of those polled after the campaigial they would not consider buying a
Skoda.
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Question:
(a) Find out and analyse the issues in the above case
(b) Elaborate the role of ad campaign in this Gasjustify your view

PART B (10 x 2 = 20 Marks)

. Define Marketing

. Brief on any two marketing management orientegtio

. Differentiate mass marketing from segmented etarg

. What is product positioning?

. Distinguish exploratory marketing research frdescriptive marketing research
. What do you mean by consumer buyer behaviour?

. Compare growth stage and maturity stage of PLC
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. What is price?
10. Write a short note on trade promotional tools.

11. Define sales force management.
PART C (4 x 15 = 60 Marks)

12. a) Discuss the major trends and forces thatlamaging the marketing landscape in this
new age of relationships.
(OR)
b) Explain the tasks involved in positiogiwith a few positioning strategies which you

know.

13. a) “...A marketer has to try different segmentalales either in single or in combination to
find out the best way to view the market structuie-.Discuss.
(OR)
b) (i) Marketing research over internet hasréased significantly in the past decade.

Outline the strengths of marketing research coretlighline. (20)
(i) List out the various complicationEmarketing researches. (5)
14. a) (i) “...Consumer purchases are influencechgtsoby many factors ...” — Discuss. (10)
(i) What is consumer buyer process? (5)
(OR)
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b) Elaborate the major external and intefaators affecting a firm’s price decision also

discuss a few prices strategies what you know.

15. a) (i) Explain the major decisions involvedigveloping an ad program. (20)
(i) How can one measure the effectiverefsan advertisement? (5)
(OR)
b) (i) Explain the six major sales force mga@ent step in detail. (10)
(i) What is push pull strategies of pration (5)
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