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	Instructions: 
· Q1 is compulsory
· Attempt any 2 questions from Q2-Q4
· All sub-parts of the question should be written consecutively.
· Provide relevant answers in neat handwriting
· Give relevant examples



	Question No.
	
	Max.
Marks

	1
	****Compulsory Question ****
Read the attached case study and answer the following:

a. Explain in detail the marketing mix of Campa Cola (6 marks)
b. What factors led to Campa Cola being a INR 400 Cr brand in lea than 2 years (3 marks)
	9 

	2
	What is the purpose of perceptual mapping? Illustrate the concept of perceptual mapping with suitable example.
	8

	3
	Nitin, an MBA student, and his friends have founded a start-up that provides hygienic, tasty, and quality snacks on various college campuses. They want to be an attractive alternative to the college canteen for the students. What will be your pricing strategy and how will you go about setting the price of your products
	8

	4
	a. Identify POP’s & PODs for ANY TWO of the following: (4 marks)
· Apple Smart Watches
· Dettol Antiseptic Liquid
· Domino’s Pizza
· Amul Dark Chocolate

b. Why should brands differentiate? Discuss how brands have differentiated their products/ service in any 2 of the below categories: (4 marks)
· Toothpaste
· Office furniture
· Home safes
· Shampoos
	8

	5
	Explain the advantages and challenges of Up-market stretch and Down-market stretch. Give relevant examples.
	8
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