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Note: 1. All questions are compulsory
2. Figures to the right indicate marks.

Ql. Answer the following (Any Two)

a. Define brand. Explaln the characrenstlc of a successi‘ql bran' '

b.

C.

a. Explain the term pricing. nghhghtit‘he vanous pncmo strategies used- by a brand
manager to build brand. 2

b. What is a product strategy? nghl.ght the core e!ements of a product to build biind,

¢. What is co-branding? E\pl ain its advaﬁ%age w;th an example '

e T

Q3. Answer the following (Any Twe) (15)

a. Expiain the brand value cham in. detall* =

b. What is brand personal:ty“? Explam the Blg Flve model of brand personality with an
example. Do) -

¢. Explain the qua!ltam e rcscarch techmgue to measure the source of brand equity.

Q4. Answer the fo!lowmg (Any Two) (1%)

a. Whatis brand product mafnx'? I[Iustrate a brand produht'matrlx with an example.
b. FxpTam the term brand hiet archy HIOIﬂI;__hts the variouq levels of brand hierarchy.
c. What 18 cause ma:ketmg‘? State Its adva age for bunldmg & managing brand.

QS c@se Study 3

\l:ll_l _hei’f u‘i A\uguSt 1983 Tata Salt Was the ﬁrst brand in India to market iodised packaged
_::3 ga“lr‘it was\mtrgd'uced with Ihe aim of prowdmg iodine to the masses. It was a welcome move
"-\@.Wayaﬁ'om '10(359 unbranded salt of suspect quality to the reassurance of clean and pure salt,

guaranteed b}rjndla s most trusted busmess houses.

(15)

ln “ .‘\.,

;_ g T'fie bi'and Q]en#es its equity ﬁom 1ts consistent product quality (iodine and purity) and its
: assecmnon 1th the corpcrate name of the Tata Group.

_.-,'-'011 LS*]’ Au,gust 2002 Tata Salt positioned itself as the “Desh Ka Namak” (the salt of the
e nalloh)' w1thﬂle ob_]ectl\e of creating feelings of patriotism. As Tata Chemicals, the parent
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a. Define positioning

imagination of Indian consumers.
case.

-

company, celebrated its 75t anniversary in 2014, Tata Salt ¢
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Do you feel that Tata Salt has contr
Justify with reasons.

b.
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