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Plot No. 2, Knowledge Park-III, Greater Noida (U.P.) – 201306 

 

POST GRADUATE DIPLOMA IN MANAGEMENT (2018 -20) 

 END TERM EXAMINATION (TERM -V )       

Subject Name : Product and Brand Management                                   Time: 02.30 hrs  

Sub. Code : PGM03                                    Max Marks: 60 

Note:  

1. Writing anything except Roll Number on question paper will be deemed as an act of 

indulging in unfair means and action shall be taken as per rules. 

2. All questions are compulsory in Section A & C. Section A carries 8 questions of 2.5 marks 

each, Section B carries 5 questions of 04 marks each and Section C carries 1 Case Study of 20 

marks. 

 

SECTION - A 

 

Attempt all questions. All questions are compulsory.                   2.5×08 = 20 Marks                                                    

Q. 1 (A): “People have more faith in brands rather than products”. Critically analyze the 

statement with role and importance of branding. 

Q. 1 (B): Discuss the Co-Branding Strategy of Nike and Apple.  

Q. 1 (C): What Branding Lessons we can learn from DOVE’s Brand Portfolio Growth since its 

launch in the year 1955. 

Q. 1 (D): Compare and contrast Brand Identity Prism for STARBUCK and for a local brand 

(XYZ). 

Q. 1 (E): Assume you are a Brand Manager for a local health drink ( SWASTHYA), prepare unique 

Brand Personality characteristics of Swasthya (as per Jennifer Aaker Model).   

Q. 1 (F): The PVR film, “Every seat holds a story” which released on Dec 26, 2019, even to the 

untrained eye, seems a frame-by-frame copy of the VOX commercial. Why Brand Copy ? Do Big 

Brand like PVR think that they can get away? Discuss. 

Q. 1 (G): "The no. of cows and dogs in a portfolio of a corporate house does not influence decision-

making about investment and composition of SBUs". Comment 

Q. 1 (H):  mCanvas, the experiential storytelling ad platform for small screens, has created an 

interactive ad campaign for Mahindra & Mahindra to launch its MUV - Marazzo. Discuss its role 

in creating value to the brand’s communication, while being technically innovative and engaging 

for the  

 

SECTION - B 

Attempt any five out of six questions                       04×05 = 20 

Marks                                                      

 

Q. 2: “Brand Extension may strengthen the parent brand by supporting the core associations”. 

Support this statement with the help of example of Parent Brand Extension.   

Q. 3: What are the main ways to revitalize a product suffering from low sales volume? Explain with 

the help of example. 

Q. 4: Company X has a dominant share in the Indian sauce market and also owns a successful 

brand in the category. Research showed the company that there was a need for a sauce with a 

unique taste which could be taken with Indian as well as western snack foods. The company 

introduced ‘Tom Imli’, a tomato sauce with tamarind and tangy spices. The product is targeted bat 

children in the age group of  8-14 years.   

 i) In this situation, what are the products which you think would compete with this new product? 

 ii) Suggest a suitable positioning basis for this new product. why? 

Roll No………… 
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Q. 5: Discuss Aaker’s Brand Personality traits for ZOMATO Brand. How it is different from 

SWIGGY. 

Q. 6: A leading firm in the textile sector found through research that there is vast potential in use 

and throw apparel market that could be tapped. On the basis of this company decided to enter the 

market. Discuss the process of designing the positioning strategy of the firm 

Q. 7: Discuss CBBE model with the help of your Favorite Brand. 

 

 

 

SECTION - C 

 

Read the case and answer the questions        10×02 = 20 Marks                                                      

 

Q. 8: Case Study:  

 

THE PREMIUM DILEMMA 

 

Vinod Tahil's mind was a riot. For the first time in many years, the marketing manager of white 

goods manufacturer Electra India was questioning the marketing theories he had always believed 

in. Was he right in wanting to abandon the super premium route to brand building, or was he, in 

fact, trapped in the classical middle-class mindset which made him averse to premium Product ?  

The previous sunday, Tahil had had a long discussion on the issue with Gautam Sarin, his squash 

partner and marketing head of Plimsoll Watches. Tahil had walked into the squash court right after 

a stiff debate with his CEO, Arun Raja, over Electra's plans to launch a super premium, 

multifacility refrigerator from its intemational stable, the Eva 755.  In Eva 755 was a state-of-the-

art multi-door fridge, with lots of features and plenty of storage space. It had two zero-degree 

compartments, an ice crusher, a dispenser for chiled water, a built-in deodorizer and an alarm that 

went off if the door was not shut properly. The price : a cool Rs 1 lakh.  The previous year, the 

company had launched its three-and four-door refrigerators. It followed that up with a 7.5 kg fully 

automatic washing machine, Ergo,which also carried a premium price tag. This, in fact, was 

Electra's strategy. If preferred to enter with its premium range rather than follow with mass. market 

route, CEO Raja wanted to build brands first. Volumes would be a natural consequence, he said.  

But Tahil had his doubts whether Eva would cut much ice with the customer. In a market which 

was skewed in favour oI the value-for-money double-door refrigerator, the multidoor refrigerator 

seemed very ambitious to him. It was unlikely to build much saliency for Electra, he felt.  To begin 

with, the very idea of a large-sized refrigerator seemed irrelevant in the Indian context. In the West, 

convenience stores were fast being replaced by supermarket chains. As a parallel behaviour pattern, 

consumers there were using refrigerator not just for preserving foodstuffs, but also for long-term 

storage.  In India, however, the neighbourhood grocer had gained in strength and supermarkets had 

not become the norm yet. For the same reason, the Westem pattern of long-term storage could not 

be replicated here. "India is a tropical country and there are lots of vendors for fresh vegetables and 

fruit. So, who needs vast storage facilities in India ?" he asked.  Raja was convinced that there was 

a clear consumer segment which sought premium and super premium products. "There are 3.8 

million households in the A1 and A2 socioeconomic classes. It's not the 150-million middle class 

but this super premium, super label conscious segment that I want to target. The self-employed and 

high-salaried people in this segment are virtually indifferent to high prices," said Raja.  Tahil would 

not buy the argument. "The so-called high-income group that you refer to comprises largely nuclear 

families. That means that these families consume less food than joint families do. There may be 3.8 

million such families, but they are dispersed all over the country. A rich farmer from Gurgaon, who 

has a high disposable agricultural income and heads a family of 14, is the one who actually needs 

this product. 

 

But you have no means of getting your product to him."  An entry through a premium segment 

would entail lower distribution costs, but only if a mass product already existed. "If you have a 

mass product, you could piggyback on its distribution network and get  your premium product to 

the rich farmer in Gurgaon," said Tahil. "In its absence, reaching out to the dispersed consumer will 
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be prohibitively costly. Also, it will be difficult to get the required volumes."  Raja had other plans. 

He wanted to enter the super-premium segment so that Eva could be Electra's image leader. "Why 

did Titan launch Tanishq? Certainly not for volumes." he argued. "The premium range has a 

positive rub-off on the medium range. If a company launches a super-premium product, its image 

becomes so overwhelming that the consumer does not question the price or the quality of its other 

product." he said.  "That 'image leader' angle is a double-edged sword," countered Tahil. "If the 

super-premium product fails to make a mark in three years' time, its image as well as the company's 

image will take a beating."  Raja cited the example of BPL. "When it entered the refrigerator 

market, BPL was aware it was taking on the might of Videocon, a sturdy, reliable, home grown 

brand. To gain a quantum leap over Videcon's image perception, BPL first launched the three door 

refrigerator. Its launch stoked the interest of consumers, who gushed and gawked and went home 

and told their neighbours about it. So, the next time someone wanted to buy a basic 165-litre 

refrigerator, he first checked out a BPL fridge. Soon after that, BPL launched its home 

entertainment system, another super premium product. No one questioned the price or whether the 

product would be successful because they all knew that there were buyers for the quality that BPL 

had to offer. Thereafter, every offering from BPL was viewed with respect," he said.  Brand 

building, Tahil felt, worked when it ran parallel to volume building. "The middle class is very 

aware and is continuously upgrading its information. It will want to know how many Indians are 

buying Electra and we need to answer that with some volumes," he said.  In such a scenario, the 

launch of Eva appeared to be a wasteful exercise. "The premium you can charge on a product must 

have a meaningful price to quality/value ratio," argued Tahil. "Price is no longer the deciding 

factor, it is value instead. As we go along you'll find consumers are less likely to compare prices 

than they did in the past," declared Raja.  Tahil disagreed with Raja on the significance of price. 

"Price will always be a key factor in the purchase decision. The people you are targeting for Eva 

watch the market, evaluate products and are very aware. They may buy a pair of Reebok shoes for 

Rs. 2,000, but a refrigerator for Rs. 1 lakh? That's going too far," he said.  Raja left after coffee, but 

Tahil carried his disagreement to the squash court. "Raja is trapped in a mythical view of the Indian 

middle class," he said to Sarin." All around us lie the debris of companies which overestimated the 

middle class' willingness to pay for global brands. Yet he believes that Eva has potential," he said.  

Sarin felt Tahil was underestimating the market. "In the wake of liberalization, there was a lot of 

brouhaha -over the relevance of some of the products entering India.  People asked, 'Who needs 

KFC? Who needs Reebok?' But we must realize that the consumers aspired for anything global. 

Now they are asking for particular features and design improvement, he said.  "Who are these 

consumers?" asked Tahil. "The glorious middle class?"  "Tahil, in durables you have to benchmark 

differently. When you are selling potato chips or cornflakes, you are looking at one set of consumer 

behavior patterns. But in durables, which can replace manual tasks, the consumer is seeking higher 

value delivery. Within this, there is also a segment which is indifferent to high price the self-

employed and the high-flying executive. They have access to soft loans and hefty perk. Money is 

no object for them. They are eating out twice a week, buying shoes worth Rs. 2,000 and paying Rs. 

1 lakh for health club memberships.   

  

Questions:   

 

Q 8(A): Critically evaluate the price band being suggested for Eva. Do you agree with Rajan's 

assessment of the targeted consumer or with Tahil's? Justify you answer.   

Q8 (B): What in your view are the target customers for this kind of product? What is the brand 

positioning that you would suggest for Eva in view of the target market identified by you? How it is 

going to effect the Brand Personality. 
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Question Number CLO 

Q. 1 B, Q.1 C, Q.3, Q.4 , Q.8, Q 1 A, Q.2 CLO1 -Identify, discuss and indicate variables 

that drive the success of brands and product 

lines and the interrelationships among these 

variables. : Knowledge (K1) and 

Comprehension (K2) 

 

Q.6, Q.5, Q.8, Q.7, Q 1 D, Q 1 F CLO2. Utilize practical tools to interpret, relate 

and evaluate product and brand strategies in an 

array of customer contexts and competitive 

contexts for crafting and driving brand strategy.: 

Applying (K3) 

 

Synthesis (K5) 

 

Q. 8, Q. 6, Q.4, Q.1E, Q.G CLO3. Demonstrate competency related to 

launching, leveraging and defending strong 

brands in different sectors Apply (K3) 

 

Q. 8, Q.4 , Q.1H, Q.3 CLO4. Develop critical thinking skills for 

developing and enhanced brand performance in 

management positions  Analyzing (K4) 

Evaluate (K6) 

 


