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Note : This paper is of seventy (70) 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.
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Section-A / Gls—d
(Long Answer Type Questions) / (€T SR 7%)

Note : Section ‘A’ contains four (04) long answer type
questions of fifteen (15) marks each. Learners are
required to answer two (02) questions only.
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What is a Brand ? Explain the importance of brand
management in detail.

gis @ 2 ? §S YU & Hed Bl [OER 9
TR |

Discuss the need of brand knowledge in the minds of
customer. As a marketer what will be your strategy
towards brand building ?
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What do you understand by brand equity ? What are
the responsibilities of a Brand Manager ?
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Brand extension is the common phenomenon in the

brand market. Illustrate the need for brand extension
with example.
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Section-B / Yis—4

(Short Answer Type Questions) / (e ITRII Je)

Note : Section ‘B’ contains eight (08) short answer type
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questions of five (05) marks each. Learners are
required to answer six (06) questions only.
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Advertising Agency.
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Brand Communication.
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What is Brand Value ?
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What do you understand by re-launching of brand ?
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What makes an ad memorable ?
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Celebrity Endorsements.
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Brand Property.
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How is copywriting done for radio advertisement ?
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Section—-C / Gue—T[
(Objective Type Questions) / (A& T)

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

1.
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questions of one (01) mark each. All the questions
of this section are compulsory.
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This is a form of non-personal communication, by an
identified sponsor, that is transmitted through the use
of paid-for media :

(@) Advertising

(b) Personal selling

(c) Public relations

(d) Publicity
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................. refers to a brand’s objective attributes in
relation to other brands.

(a) Brand position

(b) Product position
(c) Brand relationship
(d) Both (a) and (b)
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.................... defines what the brand thinks about the
consumer, as per the consumer.

(a) Brand attitude

(b) Brand positioning

(c) Brand relationship

(d) Brand image
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This is the sharing of meaning created through the
transmission of information :

(@ Communication
(b) Noise

(c) Transfer

(d) Understanding
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................... includes two aspects of a brand—its
associations and its personality.

(a) Brand attitude

(b) Brand positioning

(c) Brand relationship

(d) Brand image
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This is a hierarchy of effects or sequential model. It is
used to explain that how advertising works :

(a) ADD (b) AIDA

(c) PSETLE d) swoT
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.................... includes all that is linked up in memory
about the brand. It could be specific to attributes,
features, benefits or looks of brand.

(a) Brand attitude

(b) Brand associations
(c) Brand relationship
(d) Brand image
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A marketer needs to understand that some ‘general
traits’ of a brand name are :

(@) Easy to recognize

(b) Easy to pronounce

(c) Easyto memorize or recall

(d) All of the above
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9. What type of media helps advertisers demonstrate the
benefits of using a particular product ?

(@) Broadcast media
(b) Interactive media
(c) Print media

(d) Support media
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10. When two established brands work together, on an

offering to generate increased consumer appeal and
attraction is called :

(@) Brand licensing

(b) Co-branding

(c) Brand extensions

(d) Brand stretching
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