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Note: 

1. The paper is divided into TWO Sections: SECTION-A and SECTION-B. 

2. There are five questions in SECTION-A.  You are required to attempt ANY THREE. 

3. All the questions of SECTION-B (Case Study) are compulsory.

SECTION-A (20 Marks each)

1.    
(a)   
Explicate   why   Product   Life Cycle  is   a useful tool for helping managers organize their     
thinking about  the   product strategy and management.

(b) 
What   are   the   principal   criticisms   of the product life cycle as an operationally useful constraint?
2. 
Throughout the cycle, continual changes occur in promotional and price elasticity and in costs of production and distribution. These changes call for adjustments in price policy. Critically analyses this statement in light of appropriate pricing strategy over the product life cycle.

3.
(a) 
Why   is   product   strategy   central  to  business performance and success?  Justify with 
relevant examples.
(b) 
Why should firms seek to develop a portfolio of products?

4. 
(a) 
In   many   markets, the   development   of product-line extensions is a competitive 
reality. As product categories evolve, a company must continuously adapt its product lines.
Elucidate with relevant examples.
(b) 
Describe the steps in a simulated test market and the information that would be collected at each step.
5. 
(a) 
Discuss   the   problem   involved   in   introducing   radical  (discontinuous) innovation in 
product  in  the  marketplace and suggest ways of overcoming these. Discuss using relevant examples.

(b)  
Discuss how a business unit may avoid the problem of cannibalism among competing                   brands?                                                                                                                         
SECTION-B (40 Marks)

Case Study (Compulsory)

It was the morning of January 10, 2017, and Bimal Singh, Managing Director of Suraj Enterprises Private Limited, the producer of Neer Jal mineral water, was heading to the office for a meeting with Saroj Singh, Global Sales Head of Neer Jal, and Chandan Nath, a branding and marketing consultant for Neer Jal. The agenda of the meeting was to discuss Neer Jal’s current positioning in the natural mineral water market in India. Although Neer Jal was a volume leader in its category, Singh wasn’t entirely satisfied with the brand’s image in consumers’ minds.

Neer Jal had won the “best packaging innovation award” for its cup-cap bottle. However, when it came to brand imagery, it was lagging far behind its domestic and international competitors. Its competitors had ambitious growth plans, and some of them were aggressively investing in brand building and marketing. Singh and his team needed to come up with a strategy to achieve the right positioning for the brand.

With the entry of new players in the market, creating and maintaining superior brand imagery for Neer Jal had become a major priority for the company. Neer Jal’s cup-cap bottle and its sweet taste were distinctly recognized by consumers. However, the company was finding it tough to compete against brands that were perceptually ahead in the minds of consumers as superior natural water for several reasons. First, most of Neer Jal’s competitors were based in North India and sourced their water from the Himalayan mountain range. In India and across the world, the Himalayan mountain range was greatly admired for its serenity and stature and was considered a brand in itself. On the other hand, the Aravali mountain range, the source of water for Neer Jal, was relatively unknown to common consumers. Secondly, Neer Jal’s competitors had been fairly successful in creating a niche positioning for their brands. For instance, a consumer of Himalayan or Qua water knew why the brand was different from packaged drinking water and why they were paying a premium for it, whereas a Neer Jal drinker barely differentiated it from the many regular packaged drinking water brands available in the market.
Despite being one of the privileged 12 players in the country with a license to produce natural mineral water, there was something that was preventing Neer Jal from capitalizing on this advantage, compared to its closest competitors. Singh knew that to gain traction in the marketplace and create superior brand awareness for Neer Jal, he would have to solve the brand’s identity crisis. 

With a small budget of only 2% of our sales that we spend on advertising and promotions, I knew we achieved little for our brand image. However, we are trying to bring the needed elite and premium edge to our product by doing small things in the right way. In retail, it is our conscious effort to be seen at the right place and by the right people. I believe that brand building for a premium product can only be done in two ways: the first is if premium people use it, and the second is if you project it as premium. We are trying to do both. However, despite all these efforts, the problem with us is one of perception. We are indisputably the volume leaders in the industry and sell the highest number of bottles compared to any other natural   mineral   water  brand  across India, yet  people  perceive Himalayan as the market 
leader and Qua as more aspirational. The main reasons for this could be our minuscule presence on retail shelves, their better looking packaging variants, and smart marketing and promotion approaches. Essentially, we have always been seen in the skies on airplanes, but when people want to have Neer Jal on the ground, they barely find us anywhere. So I believe the foremost task for us is to strategically position Neer Jal in the retail market in order to change consumers’ perception towards the brand Singh wanted to place Neer Jal at a higher level on the premium dimension so that customers would aspire to buy its water. On the brand positioning challenge, he said:

Although we sell more bottles than Himalayan and Qua, there are some critical challenges before us when it comes to positioning and segmenting. Over the years, Neer Jal has witnessed satisfactory sales growth. Also, we know that for the bottled water industry, the marketplace is western and southern India. Despite the fact that we are based in western India and also one of the first movers in the natural mineral category, the ground reality is that we are struggling badly to carve out a place for ourselves in the industry as a serious natural mineral water player perceptually. By now, we should have been the face of the natural mineral water sector in India; however, in reality, we are nowhere close to that.

The question that nagged at Singh again and again was how to correctly position Neer Jal in the market. And what should he do in terms of advertising, marketing and brand image creation to take the so-called poster boys of the natural mineral water market such as Himalayan and Qua head on?

6.
Case Questions:
(a) Critically   evaluate   the   current  brand  positioning  of Neer Jal.  As the brand manager, 
suggest some alternative brand positioning for Neer Jal in market.  

       (10)
(b)
Discuss why is it necessary to understand product, product category, and product USP before branding. 







       (15)
(c)
What should Mr. Singh  do in terms of advertising, marketing and brand image creation to take the so-called poster boys of the natural mineral water market such as Himalayan and Qua head on? 







       (15)
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