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Instructions for Candidates
1.     Write your Roll No. on the top immediately on receipt of this question paper.
2.     Attempt all question by selecting two parts from each question.
3.     Part of the questions to be attempted together.
4.     Each question carries 18 marks.
5.     Answers may be written either in English or Hindi; but the same medium should

be used throughout the paper.
E5Tj¥ a fir fife
i.     EH H-tTa i± ire a T5;t]{ ftF TIT ire iqFT TR 3TqiFT ergiv ire I
2.    HdriRTait a"ffchatgT,whHFff ai3iRato I
3.    Hedi±rma{tFtmtaftri  xp
4.     HfaRT]8T3fqTTFT€i

5.    iH FT-T[a lit i3iR aan" ian ian viF ermTS rm, afa5Twh3ed 5T TTffl ¥EF
a in rfu 1

1.     (a)    Explain the customer-Based Brand Equity (CBBE) model, how is it significant
in budling a strong brand?

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

1or

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

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

2.     (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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(b)   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

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

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

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

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

your answer?
Or

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

(b)   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?

4.     (a)    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?

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

Or

(a)    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.

(b)   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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5.     Write shortnotes on any three :

(a)   Brand Image vs Brand Identity

(b)   Brand Equity vs Brand Value

(c)    Brand salience vs Brand Resonance

(d)   Brand personality vs Brand Ambassador

(e)    Product Extension vs Brand Extension

1.      (tF)  iTT5tF-amerfu is Efae (CBBE) ire ch qTZET rm, viFT iTxp ire chS
FT tFqT -a?

(RT)  .q-afty iin ch  (IMc)  ch  a]q€Ii{uTT TR ed iifei  EHa qEri a tqTen
t@ifu a@{ `rawh ap fit IMc VEF giv Sit i]iHgr ire iFfa ch a ae-a?

Erin

(EF) is iaRT ta ali€zT{OTT tft iFTen rmi fi5fl is a F€ 3HTE EN ¥ firfu
ed a is an Gin RE. H ¥?

(iF) ife ri€FT i+ q[q iin ch ap ed i+ T5a q{ ed rml giv ck rfe
tft i]tfiden a ian ha fa €7

2.    (E) 3qIr3ed i±RTis dr ti wh TR ffi iifiri riqfin dr TR whri
gq TTTife RI a qiHqu is tsa q]T wh ¥7

(iF) is i\rf=":in ri qR`rfu ap aife irRrfu iuffi firfu ed ti rfu ed
qfr qTqT q@fGngi  qffi  aRIfha  Hfisffi  3it  TTfrfu ffli5TR  qRaFT S  an
L`iirtlQi@ir ial tan qqTp T{en wh ¥7

3Tan

(tF) is iffira ri£FT rd qT wh q5a qRE is qch a ian TTq Sit qTen
t5{ Hq5@ ¥, EH@ iFTen irm`

(iF) dig itEtffi ri€FT tFqT ¥7  edfin Tq5Tfha rfu ifiT ri€FT ae ed ¥ rfu
awh a qqT i5]T Ht± air qTffl{ S ffi qF ri tiR± iin T5IT Ha7
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3.     (EF)  ¥EFiTF[EFaifeed¥iswh.iPr 9giv tFTiawhtfifui 3t]Ir3ed i±HTq
ri i3iR TIT rfu qRIi

(iF) ds ch TR`TTffa fry 3ft{ a 3HTa a ala]T trmi an€alfa HRTFTffi wh a. rfu
ch di agiv T]{ ed rm 3fi{ wh T5i]{ ii wh $ 3qgqH 3ed iFT rfu
Erml

eran

(5T)  is Efan ri€FT rd EFqT ¥? EHa qEffi ii tqTRIT jPrPe 8ft{ tla qai=p iaT qa
tiiT5jf ch Hqq i} HTey ife rfu a ri air rfu ed a tan q€a Etch €i

(iF) enT i} HTq is rfeFT fl a]t]tlT{uTT a HtE difei is i± th aiF ti fiife wh
S fiErm,  HltlFiqidi  3it iin giv ed a its  3maFqtIT TUTRE TR ch
qENtrl

4.     (E)  ife ira tFqT ¥? mTT@is a@ a aqTiiTTife. TIT ed rm 3itiFTiTTET iaTa
i]a HqT Er HTF qtlg is Efan ch a. tan ha ed ¥i

(iF) ie ifro aH a iaitr ed th ERET qrmi Hdr q{uT ¥ rfu tuTffi ER
3ir ch. fiH aft a.3

8Tan

(F) try fin ch (6TRE) i} fas ¥ is 3RE HT ¥7  (RT) fiitr ck
an t]{ tRE ¥ 6Rm ia5H HEFi{ ri fflffi 5r iFt{uT aT ch €, iFTEngi

(.RT)  fiffi rfu a ffiT{uT qu3fha tFTq a rfu Ean firfu * A, EH q{ ed qEN*i
i± Th, fa <|irtlrccr¢i Gife € TaETffi iFT rfu tR fflT rmiF TIsaT ¥,
tTa FT qPrPei

5.    fiHrtlRqtl a a ia5a ffi TR iffin ian rm:

(tF)  is rfu GFTFT is tT5"

(iF) is ifca -is TF
(TT)  ri ilgraT i]FT is rfurfu

(I) is qffa aim is ife
(iF)  3an iaRT i ie firm
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