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0 Semester M5, A Degres Examination, January/February 2019
(CBCS) (2014-15 and Onwarda)

MANAGEMENT
Fapar = 3.4.3 : Aural and Agriciltural Marketing
Tienea - 5 Mowrs Mo Marks : 70
SECTION - A
Answer any e of the lollovwrs. Each qusstion carriss fhve marks. | Bula2d)

1. Briefty enplain the profie ol nral markets.
2. Explain tha tour &' of rural markaling.

J, Deacuis the chalkrgss thal the régeanchar Can andouriss N Comduciirg
rasRalre o neal markass.

A, Wha e pigdud] peaitoning T Explain wancus prcaches of pogitorsng tha
produt.

8. Explaw the diflarent salas prosnoson Wods wsad in el commimnicaton =il
AT R

H o5 e e delickencies of agrculnl earoesing aymiam in india 7
7. \Wnat is co-oparate marketng T Explar s Srciions.

SECTION -B
Answes any three of the lolieing. Esch question caemas fen mans.  (3x10=30)
A Descrbe innovabons in noral destritednon and noeal cantig deriiution madefs.

8, Elabcrgia on Tha peicing siraiegies spacio o the rural market with exsmgies.

10. '‘Whal ars the pre-requisies for etleciive segmentation 7 Briolly doscrbe the
bages lor 2agmantary naeal maekess

1. Cimcuss the mote and [unchon of APEDA in promoting agricutursl exparts.
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SECTION-=C

Compuileary . (11 5=15]

12 Read P folkaing cass & Snewer Tho guestions: ghean at the end

HmwhﬁmmdMﬂhmlmﬁummwM
hmwmﬁwﬂﬂw.mmﬂ grund and premizas,
itig tha woluma leader i the woast and ground markat. Thers ane thres diteam
wmrmammﬂmwrﬁnhmmln gecrdn neclia -

s Conwerioral [Tiar cotfon drinkars
T derkari
»  frstan cofed drimkans

Goudh India i & big market tor cotea, SHer colles Being e mosl preavakan,
with @ fow pocksts within the States of Andhm Pradesh and Kamaiasa 250
prefering s Howeser, most peopla proter oormeentiongd Titar colee b ia
ineda and arcma This agmant whian comiened with the lna-drinking seagman
represents & huge, untanpod market lof instant cotiss.

The Challenge

Wihie peopks & Aware of mstanl cotles It i gl a dork b b had on epooial
ooiaAiofs of many households, Tha marketing chakengs, Mus was o oot
i spocial cocasians o Bru Instant Coffes oocasions

Tha compary had 1 reach out to 1.2 milion pecple spenad across thres
segments dor prochact rals

As trese househids wers a mes of bea deiekiaraiter coffes el othar cotfoo
diinkers, Coreaying the nghl meesege aooes the sejmants was e by
challange for the company . Bawsmpo prederentes &oa ditcull b changs; il WS
not easy o get peopls to deviate from a bevhnge of their choics and samp'e
ingtard coltae, Tho decsion %0 ke samples with consumans sigrficanily
improsed the impact of this ifal campaign,

With mettines communicators of ditenng mdiidual capabiities, dalvefing
a sndamined ped cusfomizad messaje conskinntly was an avarn tHgiger
chalarga Tor Bru. The fac $het most housewvestangs consumens fave &
Mm-S o-wavcamivg slitue 10 a doorio-door ESREMANCOMMLINICED.

The brand, Tesrelons. Aeedad a breakthrough b cvamcoma these Fuedies and
In porrruricans e Danebts of B instant [ thres ditterent beverags drnkes
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Thes Sodulion

The acoomparying wdeo taks about how the communicaion sirategy covernd
i thme pegrrenks & one G usEng o doar-sa-door samping sraiegy In & coe-
pH@ctive marmr lor nducing Fals. | abks about how imcrative mecia vahickes
wire usad dorng the cympsgn B e absence of effectss ma=s mada reach
DUl K RacE i SEim ol aulanchs

During the campaign in 2006, 2 5 milion housaholts wees samplad, reauling
in e brand gaining @ 70 pev cent share of new calegory eevirants.

Discussion Qusslions

I} Wrat communicaton chadanges did Bru tace ? Which innovades media
b w8 CHBem Ior maacring this Targal grolp 7 Wiy 7 Wl aksa oould
hove boan used o iImprovn the aHoctiversss of Fw campaign 7

2} What kind ol impact was genorated by the campalgn 7 How much ruml
Arowth was achieved a8 a msul of this campaign 7

3 ldenify dGlanenl consumes aggments among healh food drinsens m il
markal.




