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‘“INSTRUCTIONS: All Questions are compulsory

Q1: Please read the attached case carefully and answer the following questions based on the case.
a) Illustrate the concepts of Need, Wants and Demand that Chick-Fill-A customers demonstrate,
differentiating each of these three concepts. From the five marketing management orientations/

philosophies choose which one best describes Chick-Fill-A and justify. (6+4=10 marks)
b) Examine and list the factors in the marketing environment (both macro-environment and micro-
environment) that would affect Chik-Fill-A’s performance? (5+5=10 marks)

Q2: Eco-friendly D2C home, kitchen and personal care brand, Beco announced that it has roped in actor,
Ms. Diya Mirza- who besides being a producer, is also UN Environment Goodwill Ambassador and UN
Secretary-General Advocate for SDGs, Global Ambassador IFAW (International Fund for Animal
Welfare) as its new brand ambassador and investor. Founded in 2019 by Mr. Aditya Ruia, Mr. Akshay -
Varma, and Mr. Anuj Ruia, the company- Beco claims to be a 100 percent eco-friendly and zero plastic
startup. In the last four years, it has grown into a community of over one lakh members, helping reduce
25 percent of plastic from their daily routine. With fresh investments, the company aims to expand into
Tier II and Tier III markets.

(https://yourstory.com/2021/10/beco-ropes-dia-mirza-investor-brand-ambassador/amp/accessed on 14.10.21)

a) Analyze and suggest an appropriate pricing strategy for the newly launched brands. (5§ Marks)
b) Identify the major value addition activities expected from channel members and suggest the most
appropriate channel alternatives available, if company wishes to aggressively market its products
in Tier II and Tier III markets.- (5 Marks)

Q3: Nike is successful because it has some of the best marketing in the world. Their brand is the #1 brand
in the sporting goods industry and is the 14th most valuable brand in the world. The Nike business strategy
is clear, invest in building your brand through emotional marketing and sports celebrity endorsements,
develop products that have high-quality, market-leading technology and buy out competing sports
brands. Nike continues its investrgent in research and development to produce new products and enhanced
versions of its current products. Originally a distributor of shoes, the company now manufactures various
shoes, apparel, and equipment for different sports. Based on Nike Inc.’s generic strategy and intensive
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growth strategies, the business integrates new technologies into its product lines to improve product
effectiveness and customer satisfaction. Shoes are the most popular products from Nike In¢c. The business
gradually adds more product lines in this category. For ¢xample, the company now offers running shoes,
tennis shoes, and shoes for a variety of other sports, including cricket. Nike also sells apparel, such as
jerseys, shorts, and related products. In addition, the company’s product lines include accessories and
equipment, such as golf clubs. These products are available under a number of the company’s brands,
‘including Air Jordan, Hurley, and Converse. Based on this element of the marketing mix, Nike expands
its product mix to address the needs of its target markets and market segments.

Advertising is one of the biggest contributors to Nike’s ability to attract customers. The company heavily
relies on advertisements, especially those that involve high-profile celebrity endorsers, such as
professional athletes and sports teams. Sales personnel persuade target consumers to buy the company’s
products. The company also involve direct communications with colleges, local sports teams, and other
organizations. In addition, Nike occasionally applies discounts and special offers to attract more customers
and generate more sales. The company sponsors and provides financial support to other organizations,
such as community-based networks, to promote its athletic shoes, apparel, and equipment. Nike’s business
depends on its relations with high-profile endorsers to succeed in promoting its business and products to
the international sporting goods market.

a) Based on the above reading, identify the Product Mix of Nike. (5 Marks)
b) Examine and list the major promotion tools used in company’s marketing communication mix.
(5 Marks)

2|Page






standards of cleaniiness and poixteness but going ab'\ve and
beyond by dehvenng each order to the customers tabe with
u‘nexpected touches such as a fresh ouf ﬂower or ground pep-
per for salads. -

The expenence of a recent patron 1I1ustrates lhe levi lois
vice Chick-fil-A's customers have come to expect as. vxexl ast
mnovatxve spirit that makes such service possible:

My daugh r and | stopped at Chnck fil-A on our way

Beyond high leve 1-store service, Chick-fil-A has focused
on other brand-building elements that enhance the customer ex-
perience. The brand got a big boost when the Chick-fil-A cows
made their promotional debut as three-dimensicnal characters
on billboards with the now famous slogan, “EAT MORE CHIKIN.”
The beloved bgvines and their self-preservation message have
been a constant across all Chick-fil-A promotional matenas for
the past 20 years. They ve also been the linchpin for another
Chick-fil-A customer expenence—enhancmg strategy —engage
customers by giving them something to do.

Displaying any of the cow-themed mugs, T-shirts, stuffed
animals, refrigerator ‘gne Japtop cases, and dozens of other
items the cOmpan :

e dressed as a covv ,;get

- meal. Last year, the 10

- $1 billion. Clearly, all this growth is not an accident. As one food

‘of service, high guality, not deviating dramdtﬁcatly, and q(vmg
]o‘_qstomers an idea of what to expect” As long as Chick-fil-A

h anniversary of this annt

al event, about

a million cow-clad customers
Another tradition for brand loyalists is to camp cut prior to the
opemng of a new restaurant. Chick-fil-A encourages this ar dent
: First 100" promotion —an offici
5 !“O rst 1

cashed ino ¢ offer.

vvlll’ says Jon :
“But they aren't the brand. The
now. Bridges only says that the cow!
new “Cow-plus” is in the works, and the bran i
messages will expand beyond the bovines to tell en ,
stories about the food, people, and service tnat make the
brand so special. It's a risky move. With Chick-fil-A grow-
ing faster than any other major fast-food chain, it begs the
guestion as to whether such a drastic change in the brand'’s
symbolism will sustain its current growth for years to come, or
send some customers out to pasture.

Prior to this recent announcement, one estimate has Chick-
fil-A on track to add between $6 billion and $9 billion in revenues
within the next decade. In that same perioo. giant McDonald'
may add as much as $10 billion in U.S. sales but as little as onry

T

industry. az"éin* states, “it's about trying to maintain brql levels



- continues to make customers the number-one priority, we can
expect to find more and more access to those scrumptious
chicken sandwiches. |




