Marketing Strategy

Sep 2025 Examination

Q1. A well-known biscuit manufacturer is facing stagnation in its core product sales. The management wants to attract new customer segments and increase overall profitability without incurring high costs of developing entirely new products. The marketing team is evaluating strategies such as introducing new flavors, improving packaging, and highlighting additional product uses. The goal is to refresh the product line, appeal to diverse market segments, and leverage existing brand equity. Given the scenario, how should the company apply the concept of line extension and product modification to expand its customer base and strengthen its market position? (10 Marks)

Ans 1.

Introduction 
The biscuit industry, a mature segment in the fast-moving consumer goods (FMCG) space, often experiences stagnation in product sales due to market saturation, evolving consumer preferences, and lack of innovation. In this scenario, a well-established biscuit manufacturer is grappling with stagnant sales of its core offerings. Rather than investing heavily in the development of entirely new products, the company aims to tap into new market segments 
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Q2. A national retail chain is planning to expand into several new geographic regions with distinct consumer behaviors and established local competitors. The executive team is debating whether to pursue a cost leadership strategy, leveraging economies of scale to offer lower prices, or a differentiation strategy, focusing on unique product assortments and superior customer service. The decision will shape resource allocation, marketing mix, and long-term positioning in these new markets. Assess the effectiveness of using Porter’s generic strategies for a retail chain planning to expand into new geographic markets. Critique the suitability of cost leadership versus differentiation in the context of local consumer preferences and competitive dynamics, and recommend which strategy should be prioritized. (10 Marks)

Ans 2.

Introduction 
Retail expansion into new geographic markets presents both a strategic opportunity and a challenge, especially when consumer behavior, purchasing power, and competition differ from existing markets. A national retail chain planning such expansion must carefully decide its strategic 
Q3 (A). A mid-sized consumer electronics company, well-regarded in its home country for launching innovative and user-friendly gadgets, is preparing to enter a new international market. This target market is already dominated by well-established global brands that enjoy high brand equity, wide distribution, and strong customer loyalty. The company, in contrast, operates with limited marketing resources and must carefully prioritize budget allocation.

The external environment is highly dynamic, shaped by fast-evolving consumer preferences, technological disruptions, and increasingly personalized customer expectations. While the leadership team is optimistic about global expansion, they understand that entering and thriving in a mature market will require a multi-pronged, creative, and data-informed marketing strategy.

They are seeking two things: first, a high-level go-to-market strategy that can help them enter the market with impact, and second, a practical, execution-level plan to build long-term adaptability, relevance, and customer loyalty post-entry.

Design a comprehensive marketing strategy for a mid-sized consumer electronics company aiming to enter a new geographic market where established competitors dominate. Your strategy should address segmentation, targeting, positioning, and the marketing mix, and propose innovative approaches to gain a sustainable competitive advantage. (5 Marks)
Ans 3a.
Introduction 
Entering a new international market poses significant challenges for a mid-sized consumer electronics company, especially in the presence of dominant global competitors. Despite being known for its innovation and user-friendly gadgets, limited marketing resources necessitate 
Q3 (B).  A mid-sized consumer electronics company, well-regarded in its home country for launching innovative and user-friendly gadgets, is preparing to enter a new international market. This target market is already dominated by well-established global brands that enjoy high brand equity, wide distribution, and strong customer loyalty. The company, in contrast, operates with limited marketing resources and must carefully prioritize budget allocation.

The external environment is highly dynamic, shaped by fast-evolving consumer preferences, technological disruptions, and increasingly personalized customer expectations. While the leadership team is optimistic about global expansion, they understand that entering and thriving in a mature market will require a multi-pronged, creative, and data-informed marketing strategy.

They are seeking two things: first, a high-level go-to-market strategy that can help them enter the market with impact, and second, a practical, execution-level plan to build long-term adaptability, relevance, and customer loyalty post-entry.

Design a comprehensive marketing strategy for a mid-sized consumer electronics company aiming to enter a new geographic market where established competitors dominate. How would you integrate the 4Ps (product, price, place, promotion) and ensure the strategy is both innovative and adaptable to the dynamic business environment?  (5 Marks)

Q3 (B): Integrating the 4Ps for International Market Success in a Competitive Electronics Sector
Ans 3b.
Introduction 
Entering a highly competitive international market requires more than just a solid product—it demands an adaptive and innovative integration of the marketing mix. For a mid-sized consumer electronics brand with limited resources, balancing the 4Ps—product, price, place, and 











