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It was a simple, one-line brief: Agar product chatpata ho, toh aapki aankh bandh honi chahiye, varna
mazanahi aaya (if the product is tangy, then your eyes should close automatically to relish it, or else
it is no fun). That was the lone instruction from Rajiv Kumar, vice chairman of the DS Group, for
his R&D team working on the Pass Pass Pulse candy. So far, it has proved to be the only one that
matters: Within ayear of its launch, Pulse contributed over Rs 150 crore to the DS Group's kitty.
With Pulse, the idea was to bring in some innovation in the hard-boiled candy segment, where
changes are typically restricted to newer flavours. At the outset, they had observed that raw mango
and mango flavour together constitute about 50 percent of the total candy market in India-of this,
almost 26 percent was raw mango. It was clear to them that this was the flavour they wanted to
innovate on. "Kaccha aam as a flavour is loved across all age groups and demographic markets. So,
the right balance of this raw mango flavour mixed with tanginess gives you a very different feel and
that is what has clicked. He also believes the candy market was largely skewed towards children,
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Ansrver the follorving
a. Illustrate the Strategic Brand Management Process with example.
b. An experiential marketing helps the brand manager to build customer loyalty? Give reason.

OR
c. State the qualitative research technique for managing brand.
d. Describe the term line extension? State its advantages.
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