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	JAIPURIA INSTITUE OF MANAGEMENT, INDORE
Post Graduate Diploma in Management (Batch 2024-26)

	Course Title: Marketing Management-II (Course Code: 40102)
End-Term Examination, Term - II (January 2026) 

	 Time Duration : 2 Hours                                                                                          Total Marks: 40



General Instructions:
1. Answer the questions as directed. The break-up of the marks is given wherever necessary.
1. Marks against each question is indicated to its right.
1. Answer all the questions of a ‘Section/Question’ at one place in continuation.
1. Answers should be brief and to the point. 
1. Do not write on the question paper except your roll number.

Question 1: Rohan and Mehak, two young entrepreneurs from Bhopal, launch a locally produced natural lemon soda brand named ZestUp, positioned as a healthier alternative to conventional soft drinks. The product is manufactured in small batches using fresh lemon extract and has a shelf life of only twenty days. ZestUp is priced at an MRP of ₹30 per bottle, with a production and bottling cost of ₹18 per unit. Initially, sales are limited to college events, food trucks, and direct orders, averaging around 100–120 bottles per day. Following a viral social media post by a local food blogger, consumer enquiries increase sharply, with customers asking about availability in nearby markets and retail stores.
Encouraged by the rising demand, the founders place their product in a few local grocery stores on a sale‑or‑return basis. However, within a week, several distribution‑related problems surface. The bottles are placed behind established brands in refrigerators, one retailer sells the product below MRP to clear slow‑moving stock, another returns unsold bottles citing low customer pull, and a customer posts an online complaint stating that the drink tasted flat. The founders realize that once the product enters retail outlets, they lose control over pricing, visibility, and stock rotation, increasing the risk of brand dilution and expiry losses.
At this stage, an angel investor sets a performance expectation that ZestUp must scale sales to 300 bottles per day within the next 30 days without increasing wastage or damaging the brand’s premium, fresh image. The founders face several constraints, including limited manpower, lack of budget for branded refrigeration, weak logistics for online delivery, and the high perishability of the product. ZestUp now stands at a critical decision point where an inappropriate distribution strategy could either restrict availability or harm consumer trust.
As a marketing strategy consultant, you are required to create a comprehensive distribution strategy for ZestUp. Based on the case, design an appropriate set of distribution channels that can improve product reach while maintaining control.					                   (Marks: 10)
Question2: PulseFit Gym has just opened in Vijay Nagar, Indore, a residential area with multiple apartment complexes, a busy market stretch, and a popular morning-walk park nearby. In the first two weeks, the gym is seeing good curiosity: people walk in, ask about packages, check the equipment, and some even take a trial session. But the problem is serious:
Very few are converting into paid memberships.
The owner hears the same lines repeatedly:
· “I’ll join from next month.”
· “Let me discuss at home.”
· “I’m not sure I’ll continue.”
· “I want results first.”
· “It’s a bit expensive.”
· “I’m comparing with another gym.”
Competition exists nearby (local gyms/yoga studios), and the owner cannot afford to look “cheap” by giving heavy discounts. The gym has ₹60,000 total promotional budget for the next 30 days and needs a plan that improves conversion without damaging brand image.
PulseFit must decide how to promote in a way that pushes commitment, because interest is high, but trust/commitment is low. 								    
Design a 30-day promotional strategy for PulseFit Gym to improve conversion from trial → membership in Vijay Nagar, Indore.           								    (Marks: 10)
Question 3: Ravi runs a small home-style dosa stall in a busy neighborhood of Chennai. Nearby offices want him to supply dosas during morning breaks and are considering a monthly subscription for 50 employees. Ravi must decide a monthly price per employee while balancing quality expectations and competition from the local canteen. 
Formulate a pricing plan for Ravi’s office subscription deal. Your plan should include the monthly price recommendation and the key factors you considered while setting this price. 		    (Marks: 10)
Question 4:  A small stall called “Poha Point” near a busy bus stand in Indore became famous for one hero item: fresh, hot poha served fast. Seeing long queues, the owner expanded the menu to include multiple poha flavors, upma, sandwiches, noodles, tea/coffee, and snacks. Now customers take longer to decide, service speed has reduced during peak hours, and regular customers say the “original poha taste is not the same.” As the marketing manager.
 Develop a product strategy for Poha Point for the next 6 weeks to restore its “fast, fresh poha” identity and improve repeat purchase. Your strategy should clearly show what Poha Point should be known for, what items should remain in the offering (product mix), what changes you will make to ensure consistent quality. 									    (Marks: 10)

All Questions are based on CLO3.
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