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Note: 1. All questions are compulsory ; ._ D :
2. Figures to the right indicate marks. AN, N, ST s

Ql. Answer the following (Any Two)

a. Define brand. Explain the characteristic of a sucgﬁﬁéﬁﬂbmh‘ Py '

W R A ~ I. '-Zi'—"«. o i) SN
b. As a brand manager, explain the strategic Brand Management: Procéss Wffh a'slitablé” <

example. RN RSN S,
¢. Distinguish between Brands verses Products awith Xamples.- - G :"'r
g I P v < A
P S SRS
Q2. Answer the following (Any Two) A o SRS LR

a. Explain the term pricing. Highlight
manager to build brand. F SRR o - .
What is a product strategy? Highlight the core elements of a product to build brand,

c. What is co-braffding? Explaih_ii‘ﬁ-ﬁdﬁéﬁ;gﬁe with an example.

be various ‘pricing strategies used by @ brand

%

Q3. Answer the folloWingfAgy Two) =~

a. Expiain the brand v AN R a5

b. What is brand personalitf? Explain the Big Five model of brand personality with an
example. i SRR FA St

¢. Explain the qualitative researchuellin uc to measur : the source of brand equity.

(15)

Q4. Answer tlle‘__fq‘i_'lowiqg'(A;ijj_,'I“}yé)'__ MR AN
a. Whatiis brand produgt:méttf}g? Illustrate a heah ‘produgt matrix with an example.
b. Explain the term brand h'iefé:i:'hiy\.,_Hié_tﬂfgl'j,ts ﬂww levels of brand hierarchy.
c. Whatis cause marketing? State its'advantage forBuj managing brand.
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Q5, Case Study (15)

Iﬂ\yrlghfe&’iﬁ‘bﬂugust 1983, Tata Salt wasthéﬁrzstbrand in India to market iodised packaged

g{iﬂggmﬁkb@eed with the aim of providing iodine to the masses. It was a welcome move
R e AE “ s Y - % = oy

: I‘.'i:I:Wﬁﬁﬁy‘f"ﬁ"i‘l-{aoaé-\\-”ﬁbfmiaéa Sx'fiff""ﬂ"f-.‘s'l.is'ﬁﬁ*?f quality to the reassurance of clean and pure salt,
¢ 3“&0\-334‘iﬁn,teed_-b‘y~1ndla s'most trusted business houses.
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Tflebi'anﬁdggqves 1ts equity frorp__-tt;-consmtent product quality (iodine and purity) and its
o 'as's;(')biation*_‘g{it_l;;.t_he'_ corporate name of the Tata Group.

T

Tata a%beex;“commltted towards nation building and social welfare over more than a
' “'\:.{cgnt_ﬁr y:ﬁfg;;_t;lggs_mg focus of its business objectives. This vision has made its one of the
©most esponsible, credible and transparent corporate brand in the world.

s Ky \‘43?“ \r;\“ g :,.

) ;-.\Q_q__:’-ij"'f._;‘)ﬁ&u ust, 2002, Tata Salt positioned itself as the “Desh Ka Namak” (the salt of the
- nation), with the objective of creating feelings of patriotism. As Tata Chemicals, the parent
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a. Define positioning. Critically evaluate the posit

with reasons.
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