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[bookmark: _GoBack]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.

‘Banana chips’ is an integral part of the Malayali culture and has an iconic status among traditional snacks of the state. DK Chips (DKC) is the leader in the category and the undisputed leader with over 20% market share. Their dominance can be gauged from the fact that the nearest two competitors commanded about 4% share each and the rest of the market was splintered among more than 4000 bakeries and chips centers (shops selling only fried items).
DKC’s dominance has been due to their first mover advantage in a very low involvement category. They entered the category almost 40 years ago when chips were still made at home or bought from the local shop. DKC was the first to start conscious branding for the product to build consumer trust. They started with sponsoring the traditional boat races during Onam (the state festival) and Kerala Blasters (state football team in club leagues) – both highly revered events for Malayali. They have painted these events with their official colors and logo (Yellow and Green) and sounded them with their official jingle (an adaptation from the boat-song tunes) creating associations between the brand and the state’s culture creating trust. They also have been able to achieve scales due to their immense size. They have more than 25 production centers, have retail penetration of more than 90% (they are available on 90 out of 100 shops selling banana chips) reinforcing their visibility further improving trust. The scale also has enabled them to sell at a lower price without compromising on quality further enhancing the product’s value for the customers (they sell at a discount of about 15% compared to their two major competitors) – something other players in the category has been not able come anywhere nearby let alone replicate.
However, the past few years have not been very conducive to DKC. It all started with the lifestyle disease pandemic in the state where 2 out of 5 adults had a metabolic disorder (diabetes or heart disease) necessitating significant lifestyle modifications. A slew of health influencers had sounded a warning to the community. It all started with a set of doctors and hospitals (treating lifestyle disease) informing the citizenry about the need to shun junk foods including the local favorites (banana chips and Kerala parotta). They were closely followed by dieticians and naturopaths (who were also a critical link in the treatment of lifestyle diseases) who recommended healthful alternatives like baked jackfruit chips (banana chips cannot be baked and jackfruits were also a part of the Kerala culture). Such headings went down well with the highly educated modern Malayali community prompting behavioral change. They were convinced of the need to switch to healthful alternatives and were ready to pay premiums for products offering the same. Yet another influence was the growth of e-com which could create virtual scale making retail penetration irrelevant. Higher levels of literacy and 100% tele density meant that customer adoption of e-com was very high, helping competitors build virtual scale. Assisted by social media marketing (again education and tele density ensured high social media penetration) and programmatic advertising, many niche players were marketing healthful alternatives through targeted marketing and finding success. The two-way communication also helped the niche brands in customer education significantly involving customer category involvement and product uptake.
Though still the undisputed market leader, the writing on the wall for DKC very clear – it was time to change or fade into the memories of Malayali. The management was alert of the situation and took immediate decision to relook into their marketing plan. As a beginner they decided to cap the marketing expenses of their banana chips (their cash cow) to 10% of the sales. The next decision was to commit all new product and promotional expenditures to the development and commercialization of only healthful snack variants. However, considering their lack of expertise in consumer behaviour, they have enlisted your advice on the following marketing issues/ questions.
(All 4 questions are mapped to CLO 3 - Design sustainable marketing strategies based on consumer research)

1.	Construct a hypothetical customer value analysis (CVA) for DKC comparing their two closest competitors (using multi-attribute model of attitude formation) to reflect their current performance in the snack category (you can assume the attribute weights and rating for the 3 players but include attributes only from the information provided in the category) – 10 marks.
2.	Considering the environmental factors affecting the category consumer behaviour, discuss the new attributes influencing consumer attitude towards the category. Briefly provide the justification for your attribute suggestions – 10 marks
3.	Based on elaboration likelihood model (ELM) (briefly explain the ELM concept), elaborate whether DKC should give importance to message or source factors while persuading their consumers about their new healthful variants. Justify your recommendation – 10 marks (2 for ELM explanation & for application to the case).
4.	Elaborate the impact of technology, culture, and social influence on the category behaviour (restrict the answers to facts presented in the case) – give 5 distinct points – 10 marks (5*2 for each point).
 


Suggested answers & marking pattern
Question 1
Should be able to identify the attributes based on the information in the case which are brand recall, trust, price, and availability – 4 marks
Should be able to create hypothetical weights, ratings for the attributes and calculate the total score for the 3 players – 4 marks
Should be able to indicate higher overall score for DKC to reflect the higher value delivery and market performance – 2 marks

Question 2
They should be able to identify the following new attributes
1.	Healthfulness of the brand – due to changes in the socio-cultural environment due to lifestyle pandemic and higher education levels
2.	E-com presence (distribution) – due to change in technological environment – smartphone and social media & socio-cultural environment – increased education and health awareness.
3.	Two-way communication/ programmatic advertisement – due to technological environment – smartphone and social media penetration & socio-cultural environment – education
(1 attribute with explanation 3 marks, 2 with explanation – 6 marks, & 3 with explanation – 10 marks)
Question 3
1.	Brief explanation of ELM – 2 marks
2.	Identification & justification of the message processing route – 4 marks
3.	Identification & justification of the important parameter (message or source or mixture) – 4 marks
Question 4
They should be able to identify 5 distinct influences of the three parameters on CB, and each point can be awarded 2 marks (5*2=10) provided they are clearly & briefly explained. Some of the suggested influences are
a.	Technology – retailing/ product purchase, marketing communication (two-way, peer-to-peer, value co-creation)
b.	Cultural – product choice, creation of new consumption culture (for e.g., healthful snacks like roasted instead of fried)
c.	Social – peer influence and product choice, marketing communication through peer-to-peer route
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