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Note : This paper is of eighty (80) marks containing three 

(03) Sections A, B and C. Learners are required to 

attempt the questions contained in these Sections 

according to the detailed instructions given therein. 

uksV % ;g iz’u i= vLlh ¼80½ vadksa dk gS tks rhu ¼03½ [k.Mksa 

^d*] ^[k* rFkk ^x* esa foHkkftr gSA f’k{kkfFkZ;ksa dks bu 

[k.Mksa esa fn, x, foLr`r funsZ’kksa ds vuqlkj gh iz’uksa ds 

mŸkj nsus gSaA  

Section–A / [k.M&d 

(Long Answer Type Questions) / ¼nh?kZ mŸkjh; iz’u½ 

Note : Section ‘A’ contains four (04) long answer type 

questions of nineteen (19) marks each. Learners are 

required to answer two (02) questions only. 
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uksV % [k.M ^d* esa pkj ¼04½ nh?kZ mŸkjh; iz’u fn;s x;s gS aA 

izR;sd iz’u ds fy, mUuhl ¼19½ vad fu/kkZfjr gSaA 

f’k{kkfFkZ;ksa dks buesa ls dsoy nks ¼02½ iz’uksa ds mŸkj nsus 

gSaA 

1. Explain the significance of brand and its essential 

function and discuss the advantages of branding a 

product.  

czk.M ds egRo rFkk blds vko’;d dk;ksZa dks le>kb, rFkk 

,d mRikn dh czkf.Max ds ykHkksa dks le>kb,A  

2. Explain the different types of brands with suitable 

examples.  

czk.M ds fofHkUu izdkjksa dks mi;qDr mnkgj.kksa lfgr 

le>kb,A  

3. Explain the different strategic brand management 

processes in detail.  

fofHkUu O;wguhfrd czk.M izcU/ku izfØ;kvksa dks foLrkj ls 

le>kb,A  

4. Discuss the various brand promotion methods. 

Illustrate the role of ‘brand ambassadors’ with suitable 

example.    

fofHkUu czk.M izorZu fof/k;ksa dh foLr`r foospuk dhft,A 

mi;qDr mnkgj.kksa ds }kjk ^czk.M ,EcSlsMj* dh Hkwfedk dks 

le>kb,A  
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Section–B / [k.M&[k 

(Short Answer Type Questions) / ¼y?kq mŸkjh; iz’u½ 

Note : Section ‘B’ contains eight (08) short answer type 

questions of eight (08) marks each. Learners are 

required to answer four (04) questions only.  

uksV % [k.M ^[k* esa vkB ¼08½ y?kq mŸkjh; iz’u fn;s x;s g aSA 

izR;sd iz’u ds fy, vkB ¼08½ vad fu/kkZfjr gSaA 

f’k{kkfFkZ;ksa dks buesa ls dsoy pkj ¼04½ iz’uksa ds mŸkj nsus 

gSaA  

1. Define brand and its importance.  

czk.M dh ifjHkk”kk ,oa bldk egRo crkb,A  

2. Define brand vision and its values.  

czk.M lan`f”V ,oa blds ewY;ksa dks ifjHkkf”kr dhft,A  

3. Explain the importance of brand positioning.  

czk.M fLFkfr fu/kkZj.k ds egRo dks le>kb,A  

4. How to measure brand success ?  

czk.M lQyrk dk ekiu dSls fd;k tkrk gS \ 

5. Define brand extension and explain its advantages.  

czk.M foLrkj.k dh ifjHkk”kk nhft, vkSj blds ykHkksa dks 

le>kb,A  

6. Write down four steps of brand building.  

czk.M fuekZ.k ds fdUgha pkj pj.kksa dk o.kZu dhft,A  

7. Define brand equity measurement.  

czk.M lerk izcU/k dks ifjHkkf”kr dhft,A  
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8. Define opportunities for brand manager in global 

market.  

,d oSf’od cktkj esa czk.M izcU/ku ds fy, voljksa dks 

ifjHkkf”kr dhft,A  

Section–C / [k.M&x 

(Objective Type Questions) / ¼oLrqfu”B iz’u½ 

Note : Section ‘C’ contains ten (10) objective type 

questions of one (01) mark each. All the questions 

of this Section are compulsory. 

uksV % [k.M ^x* esa nl ¼10½ oLrqfu”B iz’u fn;s x;s gS aA izR;sd 

iz’u ds fy, ,d ¼01½ vad fu/kkZfjr gSA bl [k.M ds 

lHkh iz’u vfuok;Z gS aA 

State True/False. 

lR;@vlR; crkb,A  

1. Mega brand and Global brand is same. (True/False) 

eSxk czk.M ,oa oSf’od czk.M ,d gh gSA ¼lR;@vlR;½ 

2. Brand is a one of the most basic influences on 

individual needs, wants, behaviour. (True/False) 

czk.M O;fDrxr bPNkvksa] vko’;drkvksa ,oa O;ogkj dks 

izHkkfor djus okyk ,d vR;f/kd egRoiw.kZ izHkko rRo gSA  

    ¼lR;@vlR;½ 

3. Brand strength is a measure of its reliability of its 

future earnings.  (True/False) 

czk.M lqn`<+rk bldh Hkkoh vk;ksa dh fo’oluh;rk dk ekid 

gSA    ¼lR;@vlR;½ 



 [ 5 ] MS–510/MM–2206 

B-59 P. T. O. 

4. Internal branding occurs when customers experience 

the company as delivering its brand promise.  

     (True/False) 

vkUrfjd czkf.Max rc ?kfVr gksrh gS] tc xzkgd ,d dEiuh 

ds }kjk mlds czk.M ok;ns dks iwjk djus dk vuqHko djrk 

gSA    ¼lR;@vlR;½ 

5. Brand building and brand positioning are same.  

     (True/False) 

czk.M fuekZ.k vkSj czk.M fLFkfr fu/kkZj.k ,d gh gSaA  

    ¼lR;@vlR;½ 

6. The appeal of recognized brand name is increasing.  

     (True/False) 

,d ekU;rk izkIr czk.M uke dh vihy c<+rh gqbZ gksrh gSA  

    ¼lR;@vlR;½ 

7. Brand image includes two aspects of a brand—its 

associations and its personality. (True/False) 

czk.M Nfo esa blds nks igyw lfEefyr gkssrs gSa&bldk 

lEcU/k vkSj bldk O;fDrRoA   ¼lR;@vlR;½ 

8. Kodak, Xerox, Exxon, Fittji are the examples of free 

standing brand name. (True/False) 

dksMd] thjkWDl] ,DlkSu] fQV~th LorU= :i esa fo|eku 

czk.M ukeksa ds mnkgj.k gSaA  

9. ‘Nescafe—Great start to the morning’ is an example of 

positioning by usage occasion and time of use.  

     (True/False) 
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^uSLdSQs—xzsV izkr% dks izkjEHk djrk gS* mi;ksx volj rFkk 

mi;ksx ds le; ds }kjk fLFkfr fu/kkZj.k dk mnkgj.k gSA   

    ¼lR;@vlR;½ 

10. ‘Watches sold as a jewellery’ is related to Tanishq.  

     (True/False) 

^?kfM+;ksa dh vkHkw”k.kksa ds leku fcØh* dk lEcU/k rfu”d ls 

gSA    ¼lR;@vlR;½ 
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