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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 s.hould

be used throughout the paper.
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I     =a Hal--T[a i± ice a tFq{ feT TTF Peffifa caFTTR an]T tigiv ire I
2.    HEaEFTHa a wh.ch at gr, whri. i±T3iRitfu I
3.     Hah ifr rmTch {qTHTq aiffu I

4.     HfaTTFT18  6faTiFT€ I

5.    F 3TFT-t[a 5T3at 3frm Th ira ire ng5 anmS aRI, aifawh 3ed. 5T qTan vat
a in rfu I.

1.     (a)   Explain the concept ofhtegrated Marketing communications (IMC). Discuss
its key 'components and examine the challenges firms face in implementing
IMC in the digital era. Illustrate your answer with examples?

Q>)   Explain the concept of brand positioning. Discuss various positioning strategies
and evaluate: how firms can repositio.n a brand when required?

Or

(a)   What is brand positioning? Describe how firms identify and establish brand
positionipg and core values in the minds of consumers.

a))   Discuss  the  importance  of  a  strong  relationship  betvyeen  brands  and
consumers. How do brands influence .consumer perception, trust, and loyalty?

2.     (a)   Explain the role.of brand elements in creating a strong brand. Support your
answer with suitable examples.
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a)   What are the  different  stages  of a Brand Life  Cycle, how  dd branding
strategies change at different stages of the life cycle of a brand.

Or

(a)   Explain the con.cept of a brand and trace the evolution of branding over
time. Dis.cuss how the role of brands has changed in the modem business
envirorment.

(b)   What are the key challeng.es and opportunities in brand managemeLt today?
Illustrate your answer with examples from the digital marketplace.

3.     (a)   Explain the concept of the Brand Ladder. How does it he.lp marketers move
from functional attributes to emotional and self-expressive benefits

(b) .. What is a brand, and how does it differ from a product? Examine the changing
ro.1e of branding in today's competitive markets, with appropriate examples

Or.

(a)   Discuss the role of new media in b`randing. what are brand athplifiers, and
how do they he'1p in growing arid sustaining strong brands?

Q>)   Explain the concepts of global branding and country branding. What challenge;;      do firms~face.while managing brands across different countries and cultures?

`                                         -                               `1```'

4.     (a)    Critically exam.ine.the role of digital and social media in building brands.
How has  digital transformation resh-aped traditiona.I brand inanagemeht

practices.

a)   Explai.n the Customer-Based Bi`and Equity (CBBE) model in detail, outlining
its key components  and st-ages.  How-does  this  model help  in building,
managi.ng, and sustaining a strong brand over time.

Or

(a)    Discuss hovy stQrytelling can be used as an. effective brandipg tool. Illustrate
your answer with examples of brands that have successfully used storytelling
to build emotional; comectioris.

(b)   Explain the importance of brand audits in managing brands over time. How
can regular br.apd audits help organisations sustaln strong `brand equity in a
dynamic market environment?

eT



7958

5.     Write short notes on any three :

(a)   Brand Image vs Brand Identity

a)   Brand Equity vs. Brand value

(c)   Brand Salience vs Brand Resonance

(d)   Brand personality vs Brand Ambassador

(e)   Product Extension vs Brand Extension

1.     (gr) giv iinwh (IMc) ift a]qaT{oTrifrqlendiftr[ EHtfri]grwh. H ed
iRE6ft{iREgTSfflTfrochaTnedSTfflitifrwhchwhas
ch iaaffl tftPei nd. ifr Hiq aq]T 35{ H¥ aifae?

(a)  ire itBTch @ fflqarm tfr qTz5HT irml iafa itRrfu tuTife. TR ed
ire 6it qgiv ira iaT 6iii=iiii5i q* T]I T5¥ ds a ian flitin
(Reposition-)ffldi¥?

GTan

(er)ifeirfanHTg9whErmiaqffi3qindiaiFTtiifeitfan3irgr
giv (core values) ch ae q5wh 3ir trfu ap ¥i

(a)ri3kfflindiiErfu¥qTilxprfui±iT5EFTRedirmiri3qhath
•en{uTT (perception), ia" 3ir qTffled ch tan Hrfu ed ¥?

2.     (er)  gaF Tag rfe ed ¥ris wh.  (Brand Elements) ifr agiv ch iFlziHT jifel
3qgaH .3ed. ifr HIT wh Gat tit wh difdrt

(a)rfeiinaaT(BrandLifecycie)i±icainHr¥.,rfeaftyaHaiaife
wh ¥ rfu FI-|QliaqT ira RE a.3

./

•(..er)rfeafrGTi-qfrtqrmErm3iraqai%HTqrfu±fairm5TqaTirlaffi
qrm iaT fflgiv -tEii-ati-ifacb qRI ¥ rfe ifl aEfty isa a5a q§ €i

.(a).gri@deHdeFT¥Hgrgiv3it{aaH{HT¥*?iREqT5ttaHi±3ed.ii
rm an 3H{ RE trmi
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(er)ifedr(BrandLadder)ifieraurmaqtzErdifteiqaiav-a-Ii-cb-tidtdichq5Ffiiffi
fiindi(FunctionaiAttributes)amaal5HqTakena-fflRiswh.chdrqa
¥ ira RE iRT €3

(a)dsfflT€,6ft{iHt3RE(product)aianiina7GTIrde'iRRE,era
ifr alRE qThti S rfu aPr RE gil ch iaaan Ermi

3Tan

(er) rfu ¥ aq itfu (Nevir Media) th gil q{ ed difaei rfe ¥t:.a-IviM`  (Brand
Ampiifiiers)Hr€.,3kaqaquFffiiriri3ifeqilTedScail5Eed¥?

(a)   aRiqTrfu (Global Branding) 3ie edrfu (countryBranding) th erauTIOTTdi a
qiHT dENfui iafin an. 3ife giv S ri. 5r rfu ed HFqt, wh ch iaFT
ae. ffl tnrm rm qIr a?

(er) ife firi ti ice 3ife ha rm ifi gil ri aTaEfflEqaT qen irml
ftfha iRafa i qriqR5 ife rfu i[qtch. iri ca lqr ffl[5[I fin €7

(a)   3TT5EF-fflRITRa rfe EFca' (CBBE) ffi ifr fie a iFTZEqr RE, EHa Hgr
qEEffi3it{whchedffi5ETREiqafaREaREHqxprfech,rfu
ed 6ife q]Tg wh S ca q5a 5IaT a?

3Tan

(er)edjENaeiaTqffiut(storytening)enwhvaTrmrfu5q5quTi}RT
a. ian iaFT ffl H5aT ¥i tIF rfu. ifr 3ed. ifr Hiq aTq]T 3a{ HtE trm ice
uffltfflaT wh ed ifr itr wh st lit -tltbcttiivQq.q` wh ia5Th €i

(a)  RE is RE rfe. tfr rfu E ire 6ffifa (BrandAudit) ifr q5a ift iqTen diftrl
iaqfinqi5Gffifarfu5ffichqfrfuat5TRrfuSqxpifeEfaqiredS
ian RE H ed ¥7

ia55 rfu q{ tifha ian iaai.:
(er)rferfuarmrfeq5aFT(Brandh:iagevsBrandldentity)

(a)  rfe ae aim ife qF (Brand Equity vs Brandvalue)
(a)qkq9RIaTq]FTgisag]Ta(BrandSaliencev;B=ndResonance)

(a)  rfe aalfa q][q is te (Brand Personality us Brand Ambassador)

(¥)   3HTa iaRE am rfe iaRE (Product Extension vs Brand Extension)
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