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Instructions 

1. Attempt all questions.  

2. Make suitable assumptions wherever necessary.  

3. Figures to the right indicate full marks. 

4. USE of SIMPLE calculators AND non-programmable scientific calculators are 

permitted. 

   Marks 

Q.1  
 

Explanation of Terms /Concepts with Practical examples 14  

  (a)  Marketing  
 

  (b)  Segmentation 
 

  (c)  Semiotics 
 

  (d)  Advertising 
 

  (e)  Promotion 
 

  (f)  POP & POD 
 

  (g)  Targeting 
 

Q.2  (a)  Write a note on what is to be marketed. 07  

  (b)  Enlists and explain key factors influencing consumer behavior. 07  

  
 

OR 
 

  (b)  Elaborate on steps in consumer buying process. 07  

Q.3  (a)  Explain bases for segmenting consumer markets. 07  

  (b)  Write a note on VALS Framework. 07  

  
 

OR 
 

  (a)  Discuss the steps in Positioning Brand in Indian Market. 07  

  (b)  Explain the communication process model with respect to marketing 

management. 

07  

Q.4  (a)  Enumerate New Product Development Process. 07  

  (b)  Write a note on Product Life Cycle in detail. 07  

  
 

OR 
 

  (a)  Discuss the consumer marketing channels. 07  

  (b)  Explain 5 M’s of Advertising in detail. 07  

 Q.5   

  

 

 

 

 

Case Study: Launch of "GlowNaturals" Organic Skincare Range 
GlowNaturals, a new brand in the organic skincare industry, has launched 

a product line targeting health-conscious and eco-friendly consumers. The 

marketing team designed a campaign using the AIDA model to promote its 

flagship product — an all-natural face serum. 

 

 

 

 

 

 



 

 

 

 

 

 

 

 

 

(a) 

To grab attention, they launched vibrant digital ads on Instagram and 

YouTube featuring influencers using the product. To create interest, they 

shared short videos about harmful effects of chemicals in traditional 

skincare and benefits of organic alternatives. They also conducted live 

sessions with dermatologists to build desire among their audience. Finally, 

they offered a limited-time 20% discount and free samples to prompt action. 

Questions: 
Identify how each stage of the AIDA model is applied in GlowNaturals’ 

marketing strategy. Provide specific examples from the case. 

 

 

 

 

 

 

 

 

 

   07  

  (b)  How does the use of social media and influencer marketing contribute to 

the ‘Attention’ and ‘Interest’ stages of the AIDA model? 

07  

  
 

OR 
 

  (a)  What improvements would you suggest to enhance the 'Desire' and 

'Action' stages of the campaign? 

07  

  (b)  What key performance indicators (KPIs) should the company track? 07  

*** 


