Marketing Management
Q.1: A leading automotive company is launching a new electric vehicle (EV) model in a market where traditional gasoline cars dominate. Despite growing environmental awareness, many consumers remain unfamiliar with EV technology and are concerned about cost, charging infrastructure, and reliability. The marketing team must apply the buyer decision process—need recognition, information search, evaluation of alternatives, purchase decision, and post-purchase behavior—to systematically address consumer concerns and facilitate the transition from initial awareness to regular use of the new EV. In the context of the scenario, how can marketers apply the stages of the buyer decision process to guide consumers from awareness to adoption of electric vehicles (EVs), addressing barriers at each stage?
Answer:
Introduction:
The launch of a new electric vehicle (EV) in a market where traditional gasoline cars dominate presents both an opportunity and a challenge for marketers. While global conversations on climate change and sustainability have created awareness about the need for greener mobility, many consumers are still hesitant to adopt EVs due to barriers such as high upfront cost, limited charging infrastructure, and doubts about reliability. This is where the buyer decision process becomes a useful framework for marketers. It helps them understand how consumers move from recognizing a need to finally adopting a product, and how businesses can guide them at every step.
NMIMS University Online Solved Assignment – December 2025
Buy complete NMIMS solved assignments for the December 2025 session.
General/Generic Assignment at just ₹200 per assignment.
Customized/ Unique Assignment at just ₹500 per assignment.
Contact No: +91 9741410271 (WhatsApp)
OR
Mail to: smu.assignment@gmail.com
Our website: https://mbaassignmentsolutions.com

Q.2: Sweet Delights, a small bakery, initially priced its new gourmet cupcakes using a cost-plus model, focusing on covering production costs and adding a standard markup. However, after realizing this method might overlook the unique value perceived by customers, the bakery switched to a customer value-based pricing strategy. They gathered customer feedback on premium flavors and quality, discovering that customers were willing to pay more for uniqueness. Sweet Delights also analyzed competitors’ pricing, noting a wide range in the market, and ultimately set their prices between the highest and average market rates to attract value-seeking customers without losing competitiveness. Critically evaluate Sweet Delights’ decision to shift from a cost-plus pricing model to a customer value-based pricing strategy for their gourmet cupcakes. Considering the feedback from customers and the competitive landscape, assess the effectiveness of this transition and justify whether this approach best positions the company for long-term profitability and brand differentiation.
Answer:
Introduction:
Sweet Delights, a small bakery, faced an important decision in how to price its gourmet cupcakes. At first, it used a cost-plus pricing method, which simply added a markup to the cost of production. This approach helped the bakery cover expenses, but it did not fully consider how much customers were willing to pay for the uniqueness of its cupcakes. Later, the bakery realized that pricing should reflect the value customers place on premium quality and flavors. Therefore, it switched to a customer value-based pricing strategy. This shift meant that instead of just looking at production costs, Sweet Delights focused on customer perceptions, preferences, and the competitive market landscape. By gathering customer feedback, they found that customers were ready to pay higher prices for special flavors and high-quality ingredients.
Q.3 (A): Crescent Beverages, a mid-sized beverage company, has struggled to compete with established brands like Coca-Cola and PepsiCo. Despite offering quality products, the company is perceived as a generic alternative, resulting in low brand awareness and weak customer loyalty. The management recognizes the need for a transformative branding strategy that not only differentiates its products but also builds a strong emotional connection with health-conscious consumers. The company is open to innovative approaches that leverage digital engagement, storytelling, and consistent messaging across channels. Design an innovative branding strategy for a mid-sized beverage company facing low brand recognition and weak customer loyalty in a market dominated by global giants. Your strategy should synthesize elements of brand positioning, emotional connection, and customer engagement to create a compelling value proposition and foster long-term loyalty. How would you ensure the strategy remains adaptable to evolving market trends?
Answer:
Introduction:
Crescent Beverages, like many mid-sized companies, faces the tough challenge of competing with global giants that dominate the market through strong branding and deep consumer loyalty. Although Crescent offers quality products, customers often see them as a cheaper or generic alternative rather than a brand with its own identity. To break out of this perception, Crescent needs more than good products - it needs an innovative branding strategy that creates a unique position in the market, builds emotional trust, and engages customers on multiple levels. A blend of digital engagement, authentic storytelling, and consistent messaging can make this transformation possible.

Q.3 (B): A leading consumer goods company is under increasing pressure from stakeholders and consumers to adopt sustainable business practices. The company wants to go beyond compliance and embed sustainability into its core marketing activities—from product development and pricing to promotion and distribution. As the chief marketing strategist, you are responsible for designing a comprehensive approach that not only differentiates the brand but also delivers measurable benefits to customers and the broader community. Create a sustainable marketing strategy for a consumer goods company that integrates environmental and social responsibility into every stage of the marketing process. How would your strategy ensure both competitive advantage and genuine value creation for customers and society?
Answer:
Introduction:
Sustainability has become a major expectation from both consumers and stakeholders in today’s marketplace. For a consumer goods company, adopting sustainable marketing is no longer just about following regulations, but about creating long-term value for customers, society, and the environment. A sustainable marketing strategy focuses on integrating eco-friendly and socially responsible practices into every stage of the marketing mix - product, price, promotion, and distribution. By embedding these practices, the company can build trust, strengthen brand loyalty, and differentiate itself in a crowded market. At the same time, it ensures positive impact beyond profits, contributing to a better future.
