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Q1. A U.S. pharmaceutical company will launch a prescription drug in a crowded class where two incumbents dominate physician mindshare. The brand seeks limited DTC within strict compliance constraints and intends to use digital channels, HCP education, and patient support programs. Prior short-term couponing in the category created “discount” associations that hurt loyalty. The executive team wants a launch that builds strong, favorable, and unique associations without compromising long- term equity. As the brand manager, you must integrate naming, visual identity, channel strategy, and communications to accelerate awareness and trial while establishing a defensible positioning. For 10 marks, apply the four-step strategic brand management process to outline the launch: choose brand elements, design an IMC program suited to the new media environment and regulatory limits, specify brand amplifiers, and define a measurement plan (brand audit, tracking studies, value chain) to protect long-term equity while driving early adoption? (10 Marks)
Ans 1.
Introduction 
Launching a prescription drug in a highly competitive therapeutic class requires more than tactical promotion; it demands a disciplined brand-building approach that balances regulatory compliance with long-term equity creation. When two incumbents already dominate physician awareness and prior category practices have weakened trust through discount-driven tactics, the challenge becomes even sharper. The objective is not only to generate early trial but also to establish a credible, differentiated, and enduring brand position. The four-step strategic brand management process provides a structured roadmap for this purpose. By carefully selecting brand elements, designing an integrated marketing communications program, leveraging 
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Q2. A heritage beverage brand relied on repeated temporary price promotions during a downturn. Brand tracking now shows strengthened ''discount'' associations, eroding loyalty and weakening differentiation versus experiential competitors. A brand audit reveals strong nostalgic imagery but declining perceived performance and relevance among younger users. The CMO faces a dilemma: maintain consistency and reinforce core associations with innovation in product performance, or revitalize the brand through updated usage imagery, co-branded events, and refreshed packaging and slogans in new media. Finance demands near-term growth; the brand team warns of long-term equity damage without strategic shifts. The decision must balance equity preservation and market momentum. Evaluate whether the brand should prioritize reinforcing its heritage positioning with moderate tactical changes or pursue revitalization via new usage imagery, secondary associations, and revamped brand elements. Justify your recommended IMC mix and pricing stance, and define how you will measure and defend long-term equity effects versus short-term sales recovery? (10 Marks)
Ans 2.
Introduction 
Heritage beverage brands carry emotional value that few new entrants can replicate, yet this advantage can quickly erode when short-term sales tactics dominate strategic thinking. In this case, repeated price promotions have strengthened “discount” associations, weakened perceived quality, and reduced loyalty, particularly among younger consumers who seek experiences rather than bargains. Although nostalgic imagery still resonates, declining relevance and performance perceptions signal a deeper brand health problem. The CMO now faces a classic tension between short-term revenue pressure and long-term equity protection. The decision is not simply whether to 
Q3(A). A B2B enterprise software provider offers strong products but faces weak brand recognition and high customer churn. The sales team customizes messages for each account, resulting in fragmented brand promises and inconsistent customer experiences. The leadership now aims to adopt a corporate branding strategy with clear sub-brands to unify communication, strengthen recognition, and emphasize value propositions beyond product features—such as risk reduction, total cost of ownership, and social proof through marquee clients.

The company must build associations around service excellence and innovation, appeal emotionally to decision-makers, and implement a brand equity management system that tracks brand performance and aligns employee incentives with brand goals.

Question - Design a corporate branding framework and sales-force-aligned go-to- market strategy that unifies multiple product lines under a clear brand hierarchy. Include how the firm can develop a framing narrative, emotional value propositions, and a content architecture suitable for different roles in the buying center. (5 Marks)

Ans 3a.
Introduction 
In the B2B enterprise software market, strong products alone do not guarantee sustained success. When sales teams operate with highly customized and inconsistent messaging, brand meaning becomes fragmented, weakening recognition and increasing churn. To address this challenge, the firm must move toward a structured corporate branding strategy that unifies product lines while preserving solution-level relevance. A well-designed brand hierarchy, aligned sales approach, and 

Q3(B) Using the reference of Q.3,

Question - Propose a brand equity management system with defined charters, performance reports, and tracking mechanisms to measure progress toward brand resonance. Explain how incentives, training, and internal communication can be aligned to reinforce the brand promise and ensure consistency across customer touchpoints. (5 Marks)

Ans 3b.
Introduction 
Building brand equity in a B2B environment requires systematic governance, continuous measurement, and internal alignment. Without formal structures to manage brand performance, even well-designed positioning strategies can lose consistency over time. To move toward brand resonance, the enterprise software firm must establish a brand equity management system that integrates performance tracking, employee engagement, and incentive 








