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General Instructions:
1. Answer the questions as directed. The break-up of the marks is given wherever necessary.
1. Marks against each question is indicated to its right.
1. Answer all the questions of a ‘Section/Question’ at one place in continuation.
1. Answers should be brief and to the point. 
1. Do not write on the question paper except your roll number.

Q1.  You have just been hired as a product manager with profit responsibility for your company brand of Industrial robot. In preparation for developing a marketing plan, you decide to learn more about the buying behavior of Industrial/business buyers in your market. Propose a plan about setting objectives for this study?                                                                                (10 Marks)
Q2.Hindustan Uniliver Ltd. derives more than Rs. 7500 crore of sales each year from the institutional market (for examples, hospitals, schools, restaurants). As a marketing manager of Hindustan Uniliver Ltd. how would you create the market segmentation of the institutional market?                                                                                                                               (10 Marks)                           					        
Q3. General Sales Agents (or GSAs) act for airlines in places in which the airline does not have, and perhaps cannot afford, its own direct presence. GSAs typically act for several airlines, and are responsible for all types of sale within their geographical region – passenger tickets, air freight, and onward ticketing through other airlines. A GSA will charge between 3 and 5 percent commission for all business it brings in. Airlines use GSAs for several reasons. First, if the airline does not want to establish its own offices in the GSA’s country the GSA will provide a presence. For airlines this is a common occurrence – airlines fly to a great many different countries, but may only have a few flights a week, making it extremely inefficient to maintain an office in that country. Second, GSAs will often have local contacts with freight forwarding and logistics companies, making it easy for them to sell air freight – note that the GSA will welcome the opportunity to offer more choice to potential customers, both in terms of destinations and of flight times. One such GSA is Aviareps. Founded in Germany in 1994, Aviareps now has 40 sub - sidiaries worldwide. Each office is operated as an independent company, incorporated in the host country, but each reports back to corporate headquarters in Germany. During the 1990s the company grew rapidly, not only in terms of expanding its direct business with airlines but also diversifying into tourism representation. Aviareps is able to represent hotels, cruise lines, rail - way companies, car rental companies, tourist attractions, and tourist resorts, and even tourist boards, as well as airlines, and is thus able to offer a seamless service to any company wanting to make bookings or provide services for most travel options. There are, of course, countries where Aviareps does not have a presence. The company has therefore concluded reciprocal agreements with GSAs in those countries, so that through bookings can be made and organizations such as tour operators can do business through Aviareps without needing to contact separate GSAs in each country where they want to do business. For a relatively young 27 company, Aviareps has done extremely well – it has 80 airlines and 90 tourism entities in its portfolio, and operates in every continent. Turnover in 2010 was €82 million, and the company handled over a billion euros’ worth of business for its clients in that year. Equity in the company amounts to €14 million. The company re -mains in private hands, with 46 percent of the equity held by its founder and chief executive, the rest being held by the other directors and a small amount by the investment company that helped finance the firm in its early days. The company does not allow clients or potential clients to hold shares: if Aviareps was publicly traded, it might happen that an airline would buy into the company, which would compromise its independent and impartial status. The company’s vision is to “bring people to the world, and bring the world to people.” This they are achieving by acting as the catalyst that brings together many players in the travel industry – moving far beyond what most GSAs can do.                                 (10 Marks)                                
					
[bookmark: _GoBack]Questions 3:                                                                                                                      (5 Marks each)
3.1. As a manager explain the advantages of using Aviareps rather than other GSAs?
3.2. What advantages, from a customer’s viewpoint, are there in the fact that Aviareps has its own offices in 40 countries?

Q4.  Sony develops “collaborative relationship” with some suppliers and “transactional relationships” with other suppliers. What criteria would purchasing executives use in segmenting suppliers into these two categories? Being CRM manager prescribe Sony the steps which might take to move the relationship from Transactional to value added to collaborative relationship.                                  
										                 (10 Marks)	
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