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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 any 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, mUuhl ¼19½ vad fu/kkZfjr gSaA 

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

gSaA 

1. What are the principles of brand management ? 

czk.M izcU/k ds fl)kUr dkSu&ls gSa \ 

2. What are the steps involved in brand Building ? 

Explain. 

czk.M&fuekZ.k esa lfUufgr pj.k dkSu&ls gSa \ le>kb;sA 

3. What are the challenges and opportunities imbibed in 

brand positioning ? 

czk.M dh fLFkfr fu/kkZj.k esa fufgr pqukSfr;ksa ,oa volj D;k 

gSa \ 

4. Explain the tactics to build, measure and manage brand 

equity. 

czk.M lerk ds fuekZ.k] ekiu rFkk izcU/ku ds rjhdksa dks 

le>kb;sA 

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 any four (04) questions only.  



 [ 3 ] S-609 

 (A-28)    P. T. O. 

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

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 repositioning. 

czk.M iqu%fLFkfr fLFkr fu/kkZj.k dks ifjHkkf”kr dhft,A 

2. Define brand equity. 

czk.M lerk dh ifjHkk”kk nhft,A 

3. What are Brand Management methods ? 

czk.M izcU/ku fof/k;k¡ D;k gSa \ 

4. State advantages of Brand Extension. 

czk.M foLrkjhdj.k ds ykHk crkb;sA 

5. How to brand a service ? Give one example. 

,d lsok dk czk.M dSls fufeZr fd;k tkrk gS \ ,d 

mnkgj.k nhft,A 

6. What is brand identity ?  

czk.M dh igpku D;k gS \ 

7. What is brand awareness ? 

czk.M psruk ls D;k vfHkizk; gS \ 

8. What are brand slogans ? 

czk.M lEcU/kh ukjs D;k gksrs gSa \ 
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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 

Choose the correct alternative : 

lgh fodYi pqfu, % 

1. ............. refers to a brands functional attributes in 

relation to other brands. 

(a) Brand position 

(b) Product position 

(c) Brand relationship 

(d) Both (a) and (b) 

vU; czk.Mksa dh rqyuk esa czk.M ds fØ;kRed xq.k 
------------------------

 

dks O;Dr djrs gSaA 

¼v½ czk.M fLFkfr 

¼c½ mRikn fLFkfr 

¼l½ czk.M lEcU/k 

¼n½ ¼v½ vkSj ¼c½ nksuksa  
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2. ............. includes two aspects of a brand its 

associations and its personality. 

(a) Brand attitude 

(b) Brand positioning 

(c) Brand associations 

(d) Brand image 

------------------------
 esa czk.M ds nks igyqvksa&bldk lEcU/k vkSj bldk 

O;fDrRo fufgr gksrk gSA 

¼v½ czk.M xq.k 

¼c½ czk.M fLFkfr fu/kkZj.k 

¼l½ czk.M lEcU/k 

¼n½ czk.M Nfo 

3. ............ can be thought of as a perceptual map of in 

which like products of the same company (say 

toothpaste) are positioned very close to one another 

and compete more with one another than with brands, 

of other companies. 

(a) Brand comparison 

(b) Cannibalization 

(c) Positioning 

(d) Brand associations 

------------------------
 dks ,d ifjdkYifud uD’ks ds :i esa dfYir 

fd;k tk ldrk gS] ftlesa leku dEifu;ksa ds ,d tSls 
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mRiknksa dks vU; dEifu;ksa dh vis{kk ¼tSls VwFkisLV½ ,d& 

nwljs ls vR;Ur fudV fLFkfr fu/kkZj.k fd, tkrs gSaA 

¼v½ czk.M rqyuh;rk 

¼c½ dSuhcykbts’ku 

¼l½ fLFkfr fu/kkZj.k 

¼n½ czk.M lEcU/k 

4. A marketer need 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.kudrkZ dks ;g le>uk pkfg, fd czk.M uke ds 

dqN lkekU; xq.k 
------------------------

 gSaA 

¼v½ igpku esa ljyrk 

¼c½ mPpkj.k esa ljyrk 

¼l½ Lej.k j[kus o crkus@;kn djus esa ljyrk 

¼n½ mi;qZDr lHkh 

5. Close up, Doordarshan, Frooti, Babool, Fair and 

lovely, Band-aid and Ujala are the examples of ...........  

(a) Descriptive brand name 

(b) Suggestive brand name 

(c) Free standing brand name 

(d) None of the above 
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Dykst vi] nwjn’kZu] ÝwVh] ccwy] Qs;j ,.M yoyh] cS.M 

,M vkSj mtkyk mnkgj.k gSa 
------------------------

A 

¼v½ o.kZukRed czk.M uke ds 

¼c½ lq>kodkjh czk.M uke ds 

¼l½ vkRefuHkZj czk.M uke ds 

¼n½ mi;qZDr esa ls dksbZ ugha 

Indicate whether the following are True or False : 

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

6. “Jod to tootega nahin” tagline is related with brand 

Fevicol.   (True/False)  

^tksM+ rks VwVsxk ugha* VSxykbu czk.M QSohdksy ls lEcfU/kr 

gSA    ¼lR;@vlR;½ 

7. “Lifebuoy-kills the germs you cannot see” is an 

example of health related positioning. (True/False) 

ßykbQckW; mu dhVk.kqvksa dks ekjrk gS] tks fn[kk;h ugha nsrs 

gSaÞ ,d LokLF; lEcfU/kr fLFkfr fu/kkZj.k dk mnkgj.k gSA  

    ¼lR;@vlR;½ 

8. Wal-Mart focus on brand building to maintain its 

corporate image in market. (True/False) 

oky&ekVZ cktkj esa viuh dEiuh Nfo dks cuk, j[kus ds 

fy, czk.M fuekZ.k ij /;ku dsfUnzr djrk gSA ¼lR;@vlR;½ 
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9. A brand can be described as promise to customer.  

     (True/False) 

,d czk.M dks miHkksDrk ds izfr ok;ns dh rjg of.kZr fd;k 

tk ldrk gSA   ¼lR;@vlR;½ 

10. To improve brand image is to improve company image 

and also increases brand preference. (True/False) 

czk.M Nfo esa lq/kkj dEiuh Nfo esa lq/kkj djuk vkSj czk.M 

vf/kekU;rk dk ekiu djuk gSA   ¼lR;@vlR;½ 
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