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of this question paper.
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no.1, 2, 4.

3. Attempt any 2 out of the 3 questions in Question no.
3.

4. Attempt either (a) or (b) in Question no. 5.

5. The marks for each question are mentioned against
the question.

6. Answers may be written either in English or Hindi;
but the same medium should be used throughout the

paper.
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(a) Define and distinguish between Brand Identity,

Brand Positioning, and Brand Loyalty. Provide

examples to illustrate the role of each element in

building a strong brand.

OR

)

(b) Identify and explain three major challenges in

contemporary brand management. Discuss potential

strategies to overcome these challenges, emphasizing

the roles of innovation and adaptation.
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5. (a) Explain the concept of a Brand Ladder. Briefly

outline the key stages or levels involved in a typical
Brand Ladder. =i (6)

OR

(b) Discuss the importance of legal and ethical aspects
in Brand Management. Provide two examples: one
focusing on legal considerations and the other on

ethical considerations (6)
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(a) Define the bull’s eye model. Illustrate with the
help of a brand, how the bull’s eye model is being
used by brands. E))

OR

(b) Discuss the impact of a positive brand image on
consumer behaviour and loyalty with real-world
examples of brands that effectiifely managed and

enhanced their brand image over time. 9)
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() Wie iR, WE THHEA AR A @ AGH W (c) What do you understand by brand management?
oM AT @ Y A8 WA 1 RoET =& 3K Is the scenario changed with the recent developments

R Ml i : in the market? Explain with example related to
recent turns in the market? : (9)

4. . (a) What is Brand Equity? Explain with examples how OR

brand equity is built through different brand ; e . :
(d) Analyse the symbiotic relationship between brands

ey om Mothoth, (el and consumers. Discuss how brands influence
OR consumer behaviour and how consumer perceptions
: ‘ can shape the success or failure of a brand.
(b) What is CBBE Model? How does it help brands ) . (9)
build equity? (12) ¥ \

(30) e v, ais AR S e TR @ TR
A sk T A s W AT T T e
& Bri ¥ 7w T @ P B R @ R
OR ‘ I e

(c) Discuss the various methods used in growing and

sustaining brand equity. (12)

(d) Elaborate on the methods to measure and interpret a

the brand performance, and discuss their
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OR

Explore the strategic process of designing and
implemenfing brand strategies, focusing on Brand
Architecture, Brand Hierarchy, and Brand Product
Matrix. ‘ (12)
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(c) What is brand building? Discuss the strategic
brand-building process. 9)
OR

(d) What do you understand by brand repositioning?

Evaluate the factors contributing to successful
brand repositioning. How is it different from

rebranding? (9)
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3. (a) Define Brand Extension. Discuss the advantages
and disadvantages of brand extension. What are
the opportunities for brand extension? Evaluate.

(12)
OR

(b) Colour cosmetics player Modi Revlon plans to take
on Garnier, the mass hair colour market leader,
with the launch of its mass brand, Color N Care.
While this would be Revlon’s first India-specific
brand, it would also mark a detour from Revlon’s
premium positioning Priced at Rs. 120, Color N
Care would compete with Garnier, which
commands about 75% share of the mass hair colour
market, and Godrej. About 60% of the Rs. 200-

crore hair colour market is dominated by mass

1409

7

brands priced around Rs. 100. “It is the first India-
specific brand from Revlon. If it succeeds, we
would like to have the brand rights to distribute it
in other markets,” said Umesh K Modi, chairman,
president and CEO, Modi Group. The Rs. 150-
crore Modi Revlon, a 74:26 joint venture between

Modi Mundipharma and Revlon, has hair colour

‘brands like Colour Silk, Top Speed and Colour

Stay, priced at Rs. 250, Rs. 375 and Rs. 450
respectively. With the launch of Color n Care, it
is targeting a 15% market share in the first year.
The new brand would be promoted through a mix
of mass media campaigns and in-store promotions
through its beauty advisors. For Modi Revlon,
about 20% of its revenue comes from the hair
colour business. It has a 12% market share of the

total hair colour market.
(i) Explain brand strategy of Revlon. (6)

(i) Critically analyse firms brand structure.
What challenges do you foresee for the
firm? (6)
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