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Q1. A fast-moving consumer goods company is preparing to launch an innovative fortified beverage that blends nutrition with a novel delivery format. Market research shows clear segments: a small group of highly curious technophiles, a larger cohort motivated by social proof, and a cautious mainstream. The marketing director must mobilize cross-functional teams (R&D, trade marketing, digital influencers, and sales) to generate trial, encourage social diffusion, and manage promotional spend during rollout across urban and semi-urban channels. Using the Situational Leadership model, propose differentiated leadership actions and communication tactics for each adopter segment (innovators, early adopters, early majority, late majority) to accelerate trial and diffusion for the new product. Include leader directives, coaching approaches, and two short-term metrics for each segment (10 marks). (10 Marks)
Ans 1.
Introduction 
Launching an innovative fortified beverage requires more than strong product development; it demands leadership that adapts to different consumer adoption behaviours. In consumer behaviour theory, adoption does not happen uniformly across the market. Some consumers are eager to experiment with new ideas, while others prefer to wait until the product becomes socially accepted and proven. The Situational Leadership model is particularly useful in this context because it encourages leaders to adjust their directing, coaching, supporting, and delegating styles according to readiness levels. By aligning leadership actions with adopter categories such as innovators, early adopters, early majority, and late majority, the marketing director can coordinate R&
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Q2. A mid-sized telecom operator is losing younger, high-involvement subscribers after network outages and perceived mismatch between advertised and delivered service. These customers express cognitive dissonance after purchase, frequently complain on social media, and sometimes switch providers quickly. Management can invest in technical upgrades (capex), redesign loyalty/communication programs emphasizing transparency, or run short-term price promotions to retain customers. The customer service team feels undertrained and under-motivated (internal marketing gap). Budget limits force prioritization; executives must weigh short-term churn reduction against long-term brand equity and retention. Evaluate competing investments—service quality upgrades, loyalty and communication programs, or intensified price promotions—to reduce post-purchase cognitive dissonance and improve retention among younger, high-involvement customers. Critically justify which combination offers the best ROI, describe an A/B testing plan, and specify metrics to assess impact on satisfaction, repeat purchase, and negative word-of-mouth. (10 Marks) 
Ans 2.
Introduction 
In the telecom industry, younger subscribers often display high involvement in service decisions because connectivity directly affects their daily communication, work, and entertainment. When there is a gap between promised and delivered service quality, especially during network outages, customers experience cognitive dissonance — a psychological discomfort arising from unmet expectations. This dissatisfaction frequently leads to complaints on social media, reduced loyalty, and rapid switching to competitors. For a mid-sized telecom operator with budget constraints, deciding where to invest becomes a strategic challenge. Management must balance immediate churn reduction with long-term brand credibility. Evaluating 

Q3(A). A mid-market consumer brand preparing for a major festival recognizes gifting purchases are symbolic, vary by relationship type, and include both obligatory and voluntary gifts as well as self-gifts. Consumers use gifts to communicate values and status; gifting decisions are influenced by social norms, reference groups, and emotional goals. The brand must create an assortment and campaign that drives trial, symbolic relevance, and diffusion across social networks. Design a holiday gifting strategy and product-assortment model that synthesizes symbolic communication, giver–recipient dynamics, and diffusion principles to maximize perceived symbolic value, social sharing, and repeat purchases. Specify target segments, personalized assortment rules, communication channels, influencer and WOM tactics, sampling/offers, and measurable outcomes. What would your comprehensive campaign look like? (5 Marks)

Ans 3a.
Introduction 
Festival gifting in consumer markets is not only a transaction but a social expression of relationships, emotions, and identity. Consumers often select gifts that communicate respect, affection, or status depending on the recipient. A mid-market consumer brand preparing for a festive season must therefore design products and campaigns that reflect symbolic meaning while encouraging trial and social sharing. By integrating symbolic communication, giver–recipient dynamics, and diffusion principles, the brand can build emotional relevance and repeat purchase 

Q3(B). A large urban mall retailer sees strong weekend footfall among youngsters; sales of low-priced items (snacks, accessories) at checkout are high but management is concerned about encouraging compulsive purchases and potential reputational risk. Research indicates impulsivity is triggered by proximity of stimulus, emotional surges, and lack of attribute evaluation. The retailer must balance short-term revenue from impulsive buys with responsible marketing and long-term brand trust. Design a retail-store intervention model that increases low-price impulse purchases without promoting compulsive buying: specify store layout changes, cue placements, pricing and promotional tactics, ethical guardrails, and an evaluation dashboard measuring sales lift, impulse incidence, and consumer wellbeing indicators over a quarter. (5 marks) 

Ans 3b.
Introduction 
Impulse purchases are common in mall environments, especially among young shoppers who respond quickly to visual cues and emotional triggers. While low-priced items near checkout counters generate strong revenue, encouraging compulsive buying can harm consumer wellbeing and brand reputation. A responsible retail strategy should therefore balance short-term sales growth with ethical marketing practices. By redesigning store layout, promotional cues, and evaluation systems, retailers can encourage spontaneous but mindful purchases that support both profitability 








