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	Course Title: Marketing Management-1, (Course Code: 40101)
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	 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. Answers should be brief and to the point. 
1. Do not write on the question paper except your roll number.

Case: EcoRide Electric Scooters
EcoRide, an EV start-up founded in 2023, entered India’s two-wheeler market with its scooter Spark. The product was launched with a focus on affordability, priced at ₹78,000—slightly below the Ola S1 model. While affordability was meant to attract middle-class families, Spark delivers only a 70 km range per charge, compared to over 100 km for leading rivals. Charging times average 6–7 hours, creating concerns for daily commuters.
Early buyers appreciate the fuel savings and environmental benefits, but adoption has fallen short of projections. In the first eight months, sales reached 3,500 units against a projection of 10,000. Dealer feedback indicates that 55% of outlets in Tier-1 cities report moderate inquiries, but in Tier-2 towns fewer than 20% of potential buyers showed serious interest. Many remain hesitant because of unclear subsidy rules, limited awareness, and doubts about long-term battery performance.
Marketing efforts have so far focused on online campaigns highlighting “low running cost” and “green mobility.” These campaigns reached over 3 million impressions, but offline presence is weak, with fewer than 50 demo events organized nationwide. Dealers also complain about limited training and after-sales support, reducing their ability to convert skeptical walk-ins.
The external environment adds further complexity. Government subsidies exist but are difficult to access, and while fuel prices are pushing some buyers toward alternatives, charging infrastructure outside metros is scarce. Environmental consciousness is rising among urban youth, yet many family buyers continue to view EVs as unreliable.
Competition is fierce. Ola uses aggressive branding, a service network spanning 200+ cities, and rapid product updates to dominate the urban youth segment. Ather positions itself as premium and tech-driven, offering a 115 km range and app-integrated features, capturing nearly 10% of EV scooter sales in metros. EcoRide, caught between affordability and performance, faces the challenge of convincing consumers that Spark is both reliable and accessible.


Questions:

1.Analyze how broader environmental forces (political, economic, social, technological, environmental, legal) are influencing EcoRide’s challenges. 				    (10 marks) 

2.Examine the decisions EcoRide has made about features, pricing, distribution reach, and communication; differentiate strengths from weaknesses. 				    (10 marks) 

3.Examine competitor strategies and recommend changes EcoRide could make to improve customer adoption. 									    (10 marks)

4.A new cosmetics brand is entering India with a focus on herbal skincare. Analyse how it should design its segmentation, targeting, and positioning (STP) strategy to compete effectively in a crowded beauty market. 								   (10 marks)
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