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Course Outcome Statements:  
1. CO1: Remember the frameworks and concepts of marketing management 

2. CO2: Understand fundamental concepts of marketing management.  

3. CO3: Apply the frameworks and models to marketing situations. 

4. CO4: Analyze the marketing environment and its impact on business  

5. CO5: Evaluate marketing decisions and choose appropriate solutions, keeping in mind organizational 
opportunities, competition, resources, and constraints  
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Q. No 1 (All Questions are Compulsory) 

Q. No.   Questions    

Q. 1   Case/Case-let Study  
 

  
    

  PepsiCo has launched Red Rock Deli, a premium gourmet 
snack brand from Australia, into the Indian market at a time 
when young urban consumers are looking for global-style, 
adventurous snacking experiences. To appeal to this trend, 
the brand is positioned around “savour the adventure,” offering 
bold, chef-inspired flavours and advanced processing 
methods such as Kettle Cooked, Baked, and Popped. 
Although Red Rock Deli is manufactured in India, PepsiCo has 
kept globally inspired flavour profiles to maintain its 
international premium identity while still adapting to Indian 
tastes. The use of sunflower oil and differentiated processing 
technologies helps the brand stand out in both quality and 
eating experience. 
 
The initial flavour line-up reflects PepsiCo’s aim to offer 
something unique and premium. The first set includes Basil 
Thai Sweet Chilli (Kettle Cooked), Olive & Greek Salad and 
Cheddar & Parmesan Risotto Style (both Baked), and Cheese 
& Korean Buldak (Popped). These flavours go beyond 
traditional masala-based chips and target consumers who 
enjoy global cuisines but prefer familiar snack formats. 
 
From the product life cycle perspective, Red Rock Deli is 
currently in the introduction stage in India with a narrow yet 
distinctive portfolio and a premium positioning. PepsiCo is 
leveraging its existing supply chain but launching the brand 
primarily through digital platforms and quick-commerce 
channels, targeting young, tech-savvy urban buyers. Rather 
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than mass advertising, PepsiCo is building curiosity through 
influencer-driven and creator-led content. 
 
According to PepsiCo managers, the expected life cycle of 
Red Rock Deli in India will be gradual and steady. In the early 
stage, the focus will be on awareness, product trial, and 
building a premium image. Growth is expected through new 
flavour additions and selective offline expansion. In the long 
term, the brand is expected to transition from niche to a strong 
premium segment, supported by continuous flavour innovation 
to sustain interest. 
 
Marketing communication reinforces gourmet craftsmanship 
and “chef-inspired” snacking, aligning with the lifestyle 
aspirations of affluent millennials and Gen Z consumers 
seeking upgraded, global experiences. 

  a. Assume how PepsiCo had applied key stages of the new 
product development process in the Red Rock Deli launch 
using the case information. 

5 
Level 4 CO4 

  b. Determine Red Rock Deli’s probable situation during PLC 
stages and recommend strategies they must implement in 
each of the stages of their proposed life cycle.  

5 
Level 5 CO5 

Q. 2   Answer the following       

  a.  
Positioning Statement of AstraBack 
“For upwardly mobile young professionals in urban India who 
seek convenient and secure financial solutions, AstraBank is 
a digital-first retail bank that offers all essential banking 
services such as savings accounts, payments, and loans with 
industry-standard security and accessibility. Unlike traditional 
banks that rely heavily on branch-based services, AstraBank 
differentiates itself by providing AI-enabled financial planning, 
instant customer support, and personalised investment 
recommendations, supported by a robust fintech platform 
developed in partnership with leading technology firms” 
 
Evaluate the effectiveness of the AstraBank positioning 
statement based on defined criteria and Identify various 
elements of a positioning statement. 
 

10 

Level 5 CO5 

Or 

 b Compare Quick commerce brands Zepto, Blinkit and 
Instamart using Competitor Capability matrix.  

10 
Level 5 CO5 

Q. 3   Answer the following      

 a. Examine the Market research steps that Unilever should 
undergo for if it plans to launch its Herbal soap Brand.  

10 
Level 4 CO4 

Or 

  b. Classify all the dimensions of product mix and line stretching 
decisions for any electronic company. 
 

10 
Level 4 CO4 

Q. 4   Answer the following      

 a. Applying the 5A Framework explain your own customer 
journey for a recent purchase from any clothing brand. 
Describe how you moved through each stage—from first you 
got know to recommending or not recommending the brand. 

10 

Level 3 CO3 



Or 

 b. Make use of new 4 C’s Framework (example Co creation 
and 3 others) that Indigo can apply for crisis management.  

10 
Level 3 CO3 

Q. 5   Answer the following      

 a. Explain how Maruti Suzuki’s marketing focus would be if the 
company operated according to each phase in the evolution 
of marketing. Describe the likely priorities and behaviours of 
the company in each phase. 

10 

Level 2 CO2 

Or 

 b. Illustrate marketing environment by identifying the main 
components of the internal environment and the external 
environment for a company like Reliance Retail. 

10 
Level 2 CO2 

Q. 6   Answer the following      

a 

i Define the term product and the term brand in marketing, 
and state basic differences between a product and a brand, 
using an example Nike shoe. 

5 
Level 1 CO1 

ii List the types (realms) of Experience economy for using a 
Tourism example of your choice. 

5 
Level 1 CO1 

Or 

b 

i. Define market segmentation and briefly explain 
segmentation variables using the Indian packaged snack 
sector. 

5 
Level 1 CO1 

ii Relate to the concept of Need, Want and Demand using a 
home appliance Brand. 

5 
Level 1 CO1 

 

      

 

 

 


