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NURTURING INNOVATORS
RIARA SCHOOL OF BUSINESS
JANUARY- APRIL 2026 TRIMESTER 
EXAMINATION FOR BACHELOR OF BUSINESS ADMINISTRATION 
RBBS 7121: PRINCIPLES OF MARKETING 
DATE: APRIL 2026							TIME: 2 HOURS
GENERAL INSTRUCTIONS:
Students are NOT permitted to write on the examination paper during reading time.
This is a closed book examination. Text book/Reference books/notes are not permitted.
SPECIAL INSTRUCTIONS 
1. Write your REGISTRATION NO. Clearly on the answer booklet(s). 
1. Answer Question One and ANY other TWO questions.
1. Questions in all sections should be answered in answer booklet(s) 
1. PLEASE start the answer to EACH question on a NEW PAGE.
1. For the questions, write the number of the question on the answer booklet(s) in the order you answered.
1. Write on both sides of each leaf and indicate number of each question at the top of each page.
1. Write the answers in a paragraph form unless stated otherwise. 
1. Marks allocated to each question are shown at the end of the question. 
1. All rough work must be done on the answer booklet and crossed through!
1. Use supplementary pages only when you have exhausted those in this book.
1. Fasten the supplementary pages to the inside back cover of this booklet.



QUESTION ONE
Part A
1. Brand recognition refers to:							(1 Mark)
A. The ability to sell at a lower price
B. The ability of customers to identify a brand by its logo
C. Customer complaints about a product
D. The process of telemarketing
2. The marketing concept focuses on: 					(1 Mark)
A. Producing goods at the lowest cost
B. Having a strong sales team
C. Understanding and delivering superior value to target customers
D. Aggressive advertising
3. Customer Lifetime Value (CLV) predicts: 				(1 Mark)
A. How much customers spend in one transaction
B. The number of customers in a segment
C. The total profit a company will make from a customer over time
D. The cost of acquiring a customer
4. In B2B marketing, companies sell: 						(1 Mark)
A. Directly to consumers
B. To government only
C. Products or services to other businesses
D. Only online
5. Segmentation is the process of: 						(1 Mark)
A. Promoting products to everyone
B. Dividing potential customers into groups
C. Setting product prices
D. Conducting advertising campaigns
6. Targeting involves: 								(1 Mark)
A. Identifying competitors
B. Selecting which segments to focus marketing efforts on
C. Creating new products
D. Reducing prices
7. Value for the customer can best be expressed as: 				(1 Mark)
A. Cost + Price
B. Benefit – Cost
C. Profit – Expense
D. Price – Discount
8. The value proposition answers the question: 				(1 Mark)
A. How much does it cost?
B. Where can I buy it?
C. Why should someone buy what you are offering?
D. Who are your competitors?
9. Which of the following demographic segmentation is variable? 		(1 Mark)
A. Lifestyle
B. Loyalty
C. Age
D. Purchase occasion
10. An ideal market segment should be:					 (1 Mark)
A. Difficult to measure
B. Internally heterogeneous
C. Profitable and reachable
D. Small and unstable


Part B
a) Compare and contrast Direct Marketing and Public Relations, highlighting their long-term brand impact. Give TWO differences.					(4 Marks)
b) Evaluate the TWO roles of Brand Recognition in influencing Market Share within highly competitive industries. Support your argument with practical examples. 	(4 Marks)
c) Illustrate how Telemarketing can be applied within a university marketing strategy targeting high school graduates. 						(2 Marks)
d) Identify THREE cultural determinants that influence marketing strategies across international markets. 								(6 Marks)
e) Outline FOUR objectives that Safaricom Plc would incorporate while segmenting its target market.									(4 Marks)
QUESTION TWO 	
a) Examine FIVE concepts of the Marketing Mix and evaluate how the elements contribute to delivering customer value. 							(10 Marks)
b) Justify FIVE reasons a well-developed name supports brand positioning and long-term market success.								(10 Marks)
QUESTION THREE
Safari Fresh Juices Ltd is a Kenyan-based beverage company that specializes in producing fresh, organic fruit juices. The company has been in the market for five years and has built a strong brand presence in Nairobi and Mombasa. However, despite its success, the company faces stiff competition from both local and international brands. To expand its market share, the company is considering launching a new sugar-free juice product targeting health-conscious consumer.
Case Study Questions
a) Define market segmentation and explain TWO ways Safari Fresh Juices Ltd can segment its market for the new sugar-free juice. 			(6 Marks)
b) Discuss TWO competitive strategies that Safari Fresh Juices Ltd can use to position itself effectively against competitors in the juice industry. 	(4 Marks)
c) Explain how Safari Fresh Juices Ltd can apply the 4Ps (Product, Price, Place, Promotion) to successfully market the new sugar-free juice.		(8 Marks)
d) Suggest TWO digital marketing strategies that Safari Fresh Juices Ltd can use to engage consumers and increase brand awareness for its new product. (2 Marks)
QUESTION FOUR
a) Examine the FOUR company orientations in marketing and evaluate how each orientation influences organizational strategy and market responsiveness.	(8 Marks)
b) Analyze SIX ethical considerations in marketing. Use Kenyan examples to explain how they affect organizational credibility and long-term sustainability. 		(12 Marks)
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