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Instructions for Candidates
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Write your Roll No. on the top immediately on receipt of this question paper.
Attempt all question by selecting two parts from each question.

Part of the questions to be attempted together.

Each question carries 18 marks.

Answers may be written either in English or Hindi; but the same medium should
be used throughout the paper.
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(a) Explain the Customer-Based Brand Equity (CBBE) model, how is it significant
in budling a strong brand?

(b) Discuss the concept of Integrated Marketing Communication (IMC). Explain
its components and analyse how IMC helps in building a consistent and
strong brand image?

| Or

(2) Explain the concept of brand extension. What are the advantages and risks
associated with extending a brand into new product categories?

(b) Discuss the importance of integrating advertising with brand management.
How does consistent communication contribute to brand success?

(a) Discuss the stages of the Brand Ladder with suitable examples. How can
firms strategically build stronger brands by progressing up the ladder?
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Define brand positioning and explain the steps involved in developing a
positioning strategy. How can companies sustain their positioning in a highly
competitive and dynamic market environment?

Or

Explain how firms can measure and interpret brand performance using a
brand equity management system?

What is brand portfolio management. How do companies manage multiple
brands to avoid overlap and maximise market coverage?

Analyse the role of brand elements in creating a strong brand. Support your
answer with suitable examples?

Define a brand and distinguish it from a product. Discuss the evolving role
of branding in modern competitive markets, using suitable examples to support

your answer?
Or

What is a Brand Equity Management System? Explain its components and
how it helps organisations in measuring and managing brand performance
over time?

Explain the concept of managing brands over time. Discuss the strategies
required at different stages of a brand’s life cycle to ensure growth, relevance,
and sustainability?

What are brand elements? Discuss the criteria for selecting effective brand
elements and explain how these elements contribute to building strong brand
equity over time?

Explain the different stages of the brand life cycle. How and why do branding
strategies vary across each stage?

Or

What is brand dissonance in the context of Integrated Marketing
Communications (IMC)? Explain how inconsistencies in messaging across
different communication channels can lead to brand dissonance.

Discuss how branding has evolved in modern times due to technological
advancements. Explain the impact of digital media, data analytics, and
interactive platforms on branding.
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Write short notes on any three :

(2) Brand Image vs Brand Identity

(b) Brand Equity vs Brand Value

(¢) Brand Salience vs Brand Resonance

(d) Brand Personality vs Brand Ambassador

(e) Product Extension vs Brand Extension
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