

Principles of Marketing

Dec 2025 Examination

Q1. A global cosmetics company is launching a luxury skincare brand targeting affluent urban women aged 30-50. The market is saturated with premium offerings, and many brands claim unique ingredients or advanced technology. The marketing team must develop a differentiation strategy that is not only unique and relevant to the target audience, but also sustainable in the face of fast-moving trends and aggressive competitors. Given the scenario, how should the marketing team apply the criteria for effective differentiation to ensure the new luxury skincare brand achieves sustainable competitive advantage? (10 Marks)

Ans 1.

Introduction 

Launching a luxury skincare brand in today’s saturated global market requires more than just highlighting ingredients or claiming advanced technology. Affluent urban women aged 30–50 are a discerning audience who value authenticity, long-lasting results, and an overall brand experience rather than superficial promises. In such an environment, differentiation must be strategic, credible, and sustainable. A competitive advantage can only be maintained if the brand communicates benefits that 
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Q2(A). A multinational consumer goods company is planning to launch its products in India, a market characterized by rapid economic growth, cultural diversity, evolving regulations, and intense competition. The company’s leadership is considering using SWOT analysis to guide its market entry strategy. They must decide how effectively this tool will help them identify internal strengths and weaknesses, as well as external opportunities and threats, in the context of India’s unique marketing environment. Evaluate the role of SWOT analysis in shaping strategic marketing decisions for a company entering the Indian market. Critically discuss how a thorough SWOT analysis can help the company navigate India’s complex economic, cultural, and regulatory environment, and justify any limitations of relying solely on this tool. (5 Marks)

Ans 2a.

Introduction 

India’s market presents both tremendous growth potential and complex challenges for multinational consumer goods companies. With rising disposable incomes, increasing urbanization, and a young consumer base, India is attractive, yet it is also marked by cultural diversity, regulatory changes, and intense local competition. To navigate this environment, SWOT analysis can serve as a structured tool to evaluate internal capabilities and external factors. While useful, it must be applied with critical awareness of its strengths and limitations to shape 
Q2(B). A technology startup with limited resources is under pressure from investors to show quick revenue growth. The founders are split: one group wants to invest in brand- building activities to foster customer loyalty and differentiation, while the other group argues for aggressive sales promotions and discounts to boost immediate sales. The board is seeking a well-reasoned recommendation that considers both short-term and long-term business objectives. Critique the approach of a startup that is debating whether to prioritize building a strong brand identity or focusing on aggressive short- term sales tactics. What are the long-term consequences of each strategy, and how should the startup justify its chosen path to investors seeking rapid returns? (5 Marks)
Ans 2b.
Introduction 

Startups with limited resources often face tough choices in balancing long-term brand identity with short-term sales pressures. While investors may demand rapid growth, focusing solely on sales promotions risks undermining sustainable business performance. On the other hand, building a strong brand can establish differentiation and loyalty but requires time and consiste








