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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 gS aA 

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. Discuss the characteristics and functions of a brand. 

czk.M ds y{k.kksa ,oa dk;ks± dk o.kZu dhft,A 

2. Discuss the factors affecting brand potential. 

czk.M lkeF;Z dks izHkkfor djus okys dkjdksa dk o.kZu 

dhft,A 

3. (a) Discuss the pyramidal model that indicates the 

time effect of a brand. 

fijkfeM ekWMy dks le>kb, tks czk.M ds le; izHkko 

dks fufnZ”V djrk gSSA 

(b) “Brands are considered by marketers as Vehicles 

of superior value delivery.” Discuss. 

ßfoØsrk }kjk czk.M mRd`”V ewY; iznŸkk ckgd le>k 

tkrk gSAÞ ppkZ dhft,A 

4. What is Brand Equality ? How can a firm develop a 

strong Brand Equality ? 

czk.M bfDoVh D;k gS \ ,d dEiuh fdl izdkj lqn`<+ czk.M 

bfDoVh cuk ldrh gS \ 

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

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  

Briefly discuss  any six of the following : 

fuEufyf[kr esa ls fdUgha N% dh la{ksi esa ppkZ dhft, % 

1. Brand awareness. 

czk.M tkx:drkA 

2. Brand personality. 

czk.M O;fDrRoA 

3. Brand positioning. 

czk.M LFkkiuA 

4. Advantages of Brand Extensions. 

czk.M foLrkj.k ds ykHkA 

5. Brand Licensing. 

czk.M vuqKfIrA 

6. Brand slogans. 

czk.M izpkj okD;A 

7. Media decisions. 

ehfM;k fu.kZ;A 

8. Service Brand Strategy. 

lsok czk.M j.kuhfrA 



 [ 4 ] MS–510/MM–2206 

A-69 

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 

Indicate whether the following statements are True or 

False. 

bafxr dhft, fd fuEufyf[kr dFku lR; gSa ;k vlR;A 

1. Firms use a „Multiple-brand strategy‟ to increase their 
total sales in a market. (True/False) 

dEiuh dqy foØ; c<+kus ds fy, ßfofo/k czk.M j.kuhfrÞ dk 

iz;ksx djrh gSA   ¼lR;@vlR;½ 

2. The terms „national‟ and „private‟ have been used to 
describe producer and middlemen brand‟s ownership, 
respectively.  (True/False) 

^jk”Vªh;* ,oa ^O;fDrxr* ‘kCnkoyh dk iz;ksx Øe’k% fuekZrk 

,oa e/;LFk czk.M  LokfeRo ds fy, fd;k tkrk gSA 

    ¼lR;@vlR;½ 

3. Restructuring is less risky because it involves 

modifying brands and consumer attitude. (True/False) 

iquxZBu de tksf[ke Hkjk gS D;ksafd ;g la’kksf/kr czk.Mksa rFkk 

miHkksDrkvksa ds n`f”Vdks.k dks lfEefyr djrk gSA 

    ¼lR;@vlR;½ 

4. Some items are not branded because they cannot be 

physically differentiated from other firm‟s products. 

(True/False) 
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dqN mRiknksa dh czkf.Max ugha dh tk ldrh gS D;ksasfd mUgsa 

vU; dEifu;ksa ds mRiknksa ls HkkSfrd xq.kksa ds vk/kkj ij 

foHkDr ugha fd;k tk ldrk gSA  ¼lR;@vlR;½ 

5. Brands reduces risks for buyers. (True/False) 

czk.M Øsrk ds tksf[ke dks de djrk gSA ¼lR;@vlR;½ 

6. The „Maharaja‟ mascot was used by Air India. 

(True/False) 

lqHkadj izrhd ^egkjktk* dk iz;ksx ,;j bf.M;k }kjk fd;k 

x;k FkkA   ¼lR;@vlR;½ 

7. „Sony Walkman‟ is an example of endorsement.  

(True/False) 

^lksuh okWdeSu* i`”Bkadu dk mnkgj.k gSA ¼lR;@vlR;½ 

8. A product like perfume gets credibility by associating 

it with the country of origin. (True/False) 

b= tSls mRikn dh fo’oluh;rk] mRifŸk ns’k ds lkFk 

tksM+us ls c<+ tkrh gSA   ¼lR;@vlR;½ 

9. People do not buy products only for their functional 

utility.    (True/False) 

yksx mRiknksa dks dsoy mudh fØ;kRed mi;ksfxrk ds fy, 

gh ughas [kjhnrs gSaA   ¼lR;@vlR;½ 

10. McDonald‟s culture is to bring a smile on the face of 

everyone by being childlike. (True/False) 

eSdMksukYM laLd`fr dk mís’; cPpksa ds leku O;ogkj 

viukdj yksxksa ds psgjksa ij eqLdku ykuk gSA ¼lR;@vlR;½ 
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