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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. 

uksV % ;g iz’u i= lŸkj ¼70½ 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 fifteen (15) 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 gSaA 

izR;sd iz’u ds fy, iUnzg ¼15½ vad fu/kkZfjr gSaA 

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

gSaA 

1. What is a Brand ? Explain the importance of brand 

management in detail. 

czkaM D;k gS \ czkaM izcU/ku ds egŸo dks foLrkj ls 

le>kb;sA 

2. Discuss the need of brand knowledge in the minds of 

customer. As a marketer what will be your strategy 

towards brand building ? 

xzkgd ds czkaM Kku dh t:jr ij ppkZ dhft,A ,d 

foi.kd ds :i esa vkidh czk.M fuekZ.k dh fn’kk esa j.kuhfr 

D;k gksxh \ 

3. What do you understand by brand equity ? What are 

the responsibilities of a Brand Manager ?  

czkaM bfDoVh ls vki D;k le>rs gSa \ czkaM izcU/kd dh izeq[k 

ftEesnkfj;k¡ D;k gaS \ 

4. Brand extension is the common phenomenon in the 

brand market. Illustrate the need for brand extension 

with example. 

czkaM foLrkj czkaM cktkj esa vke /kkj.kk gSA czkaM foLrkj dh 

vko’;drk dks mnkgj.k nsdj Li”V dhft,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 five (05) marks each. Learners are 

required to answer six (06) questions only.  

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

izR;sd iz’u ds fy, ik¡p ¼05½ vad fu/kkZfjr gSaA 

f’k{kkfFkZ;ksa dks buesa ls dsoy N% ¼06½ iz’uksa ds mŸkj nsus 

gSaA  

1. Advertising Agency. 

foKkiu ,tsalhA 

2. Brand Communication. 

czkaM lapkjA 

3. What is Brand Value ? 

czkaM oSY;w D;k gS \ 

4. What do you understand by re-launching of brand ? 

czkaM dh jh&ykaÇpx ls vki D;k le>rs gSa \ 

5. What makes an ad memorable ? 

,d foKkiu dks D;k ;knxkj cukrk gS \ 

6. Celebrity Endorsements. 

lsfyfczVh leFkZuA 

7. Brand Property. 

czkaM lEifŸkA 

8. How is copywriting done for radio advertisement ? 

jsfM;ks foKkiuksa ds fy, dkWihys[ku dSls fd;k tkrk gS \ 
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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 gSaA izR;sd 

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

lHkh iz’u vfuok;Z gSaA 

1. This is a form of non-personal communication, by an 

identified sponsor, that is transmitted through the use 

of paid-for media : 

(a) Advertising 

(b) Personal selling 

(c) Public relations 

(d) Publicity 

;g ,d LFkkfir izk;kstd }kjk] ehfM;k dks Hkqxrku djds 

fd;k x;k xSj&O;fDrxr lapkj dk ,d :i gS % 

¼v½ foKkiu 

¼c½ O;fDrxr fcØh 

¼l½ tulEidZ 

¼n½ izpkj 

2. ................. 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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------------------------------
 ,d czkaM dh mís’;ijd fo’ks”krkvksa dks vU; 

czkaMksa ds lEcU/k esa n’kkZrk gSA 

¼v½ czkaM fLFkfr 

¼c½ mRikn fLFkfr 

¼l½ czkaM lEcU/k 

¼n½ ¼v½ vkSj ¼c½ nksuksa 

3. .................... defines what the brand thinks about the 

consumer, as per the consumer. 

(a) Brand attitude 

(b) Brand positioning 

(c) Brand relationship 

(d) Brand image 
------------------------------

 czkaM miHkksDrk ds ckjs esa miHkksDrk ds vuqlkj 

D;k lksprk gS] dks ifjHkkf”kr djrk gSA 

¼v½ czkaM joS;k 

¼c½ czkaM dh fLFkfr 

¼l½ czkaM lEcU/k 

¼n½ czkaM Nfo 

4. This is the sharing of meaning created through the 

transmission of information : 

(a) Communication 

(b) Noise 

(c) Transfer 

(d) Understanding 
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lwpuk ds izlkj.k ds ek/;e ls cuk;s x;s vFkZ dk lk>k :i 

gS % 

¼v½ lapkj ¼c½ ‘kksj 

¼l½ gLrkarj.k ¼n½ le> 

5. ................... includes two aspects of a brand—its 

associations and its personality. 

(a) Brand attitude 

(b) Brand positioning 

(c) Brand relationship 

(d) Brand image 

------------------------------
 ,d czkaM ds nks igyqvksa dks ‘kkfey djrk 

gS&mldk la?k vkSj mldk O;fDrRoA 

¼v½ czkaM joS;k ¼c½ czkaM fLFkfr 

¼l½ czkaM lEcU/k ¼n½ czkaM Nfo 

6. 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 

;g ,d izHkko dk inkuqØe ;k vuqØfed ekWMy gSA bldk 

bLrseky ;g le>kus ds fy, fd;k tkrk gS fd foKkiu 

dSls dke djrk gS % 

¼v½ ,M ¼c½ ,Mk 

¼l½ isLVy ¼n½ LokWV 
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7. .................... 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 

------------------------------
 esa og lc ‘kkfey gS tks fd czkaM ds ckjs esa 

Le`fr esa gSA ;g xq.k] lqfo/kkvksa] ykHk vkSj czkaM ds vfHkeq[k 

ds fy, dqN Hkh fof’k”V gks ldrk gSA 

¼v½ czkaM joS;k 

¼c½ czkaM la?kksa 

¼l½ czkaM lEcU/k 

¼n½ czkaM Nfo 

8. A marketer needs to understand that some ‗general 

traits‘ of a brand name are : 

(a) Easy to recognize 

(b) Easy to pronounce 

(c) Easy to memorize or recall 

(d) All of the above 

,d foi.kd dks czkaM uke dh dqN ^lkekU; [kwfc;ksa* dks 

le>us dh t:jr gS] og gS % 

¼v½ igpku esa vklku 

¼c½ mPpkj.k esa vklku 

¼l½ ;kn djus esa vklku 

¼n½ mi;qZDr lHkh 
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9. What type of media helps advertisers demonstrate the 

benefits of using a particular product ? 

(a) Broadcast media 

(b) Interactive media 

(c) Print media 

(d) Support media 

fdl izdkj ds ek/;e esa foKkiunkrkvksa ds fy, fdlh 

mRikn ds mi;ksx vkSj ykHkksa dk izn’kZu djus esa enn feyrh 

gS \ 

¼v½ izlkj.k ehfM;k 

¼c½ baVjsfDVo ehfM;k 

¼l½ fiazV ehfM;k 

¼n½ leFkZu ehfM;k 

10. When two established brands work together, on an 

offering to generate increased consumer appeal and 

attraction is called : 

(a) Brand licensing  

(b) Co-branding 

(c) Brand extensions 

(d) Brand stretching 

tc nks LFkkfir czkaM ,d lkFk feydj miHkksDrk vihy vkSj 

vkd”kZ.k mRiUu djus ds fy, dk;Z djrs gSa rks mls dgk 

tkrk gS % 

¼v½ czkaM ykblsal 

¼c½ dks&czkaÇMx 

¼l½ czkaM ,DlVsa’ku 

¼n½ czkaM LVªsÇpx 
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