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Q. I For the following statements choose the most appropriate answer from the given
options. (5 marks)

1. A company’s is the set of benefits or values it promises to deliver to

consumers to satisfy their needs

a) Value Positing b) Share of market c) Target market d) Share of heart

2. is when hotels and restaurants seeking to position themselves as
luxurious and elegant enter the market with high price that supports this position.
a) Coat based pricing b) Breakeven pricing c¢) Prestige pricing d) Market

penetration pricing
3. —— is a paid, impersonal mass communication with a clearly identified
sponsor.

a) Personal selling b) Advertising ¢} Direct marketing d) Word of mouth

4, appeals directly to consumers who will demand the product from the

retailer.

a)- Pull strategy b) Pricing strategy c) Push strategy d) Promotional strategy

5. The component of your marketing plan which contains a brief overview of your marketing

plan along with company goals is known as

a) Market research d) Target market c) Executive summary d) Pricing strategy
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Q. Il Name the following. (5 marks)

1.

Any communication about an organization, its products or policies through the personal
interaction of people in a society —

The component of external business environment which is largely external and totally
beyond the control of a business limit —

The very first stage in the buyer decision making process —

A special form of public relations that involves news stories about an organization or its
products-

Price based largely against those of competitors , with less attention paid to coast or

demand —

Q. lll Read the following case study and answer the questions based on the same.

Hilton Hotels (which are usually ‘5-star’ quality) have decided that they want to introduce a chain

of budget hotels (at around 2-3 star quality), under a new brand name of course, in order to

capture a greater share of the total hotel market.

Identify how they would need to modify their 7P’s of the marketing mix to meet the needs of this

new target market.

Note: The first P (product) has already been completed for you below, to give you a better

understanding.
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Marketing Mix Mix as a 5-star hotel v Mix as a 2-3 star hotel
Product ¢ High quality facilities, e Basic/low quality

e large rooms, | facilities,

e Expensive furnishings, e Smallish rooms,
Spacious balconies {where e Budget/limited
possible), furnishings,

e An array of high quality ¢ No added facilities,
supporting restaurants, bars, e Acceptable
luxury swimming pools and maintenance of
spas, facilities.

o All perfectly maintained.

Questions:

1. List the remaining 7Ps and how Hilton Hotels currently approaches these marketing mix
elements (as per the above example). (Note: Simply base your responses on your general
understanding of this hotel chain). (5 marks)

2. ldentify how they should adapt their marketing mix for a 2-3 star quality hotel chain.
(as per above example). (5 marks)

3. To what extent do the two marketing mix structures differ? Do any of the marketing mix
elements remain relatively unchanged across the two approaches? (2 marks )

4. What problems could occur if the marketing mix elements were inconsistent (such as a
low-quality hotel, with an expensive room rate)? (3 marks)
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