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Instructions for Candidates

1.

Write your Roll No. on the top immediately on receipt
of this question paper.

Attempt all 5 questions
All questions have an internal choice

The marks for each question ar¢ mentioned against
the question

The answer may be written either in Hindi or English,
but the same medium should be used throughout the

paper
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(a) Differentiate between “brand” and “branding,” and
discuss the challenges faced during the branding

process along with strategies to overcome them.

©)

(b) Explain the concept of Integrated Marketing
Communication (IMC). Discuss the key tools used
in IMC and highlight the features that make IMC

an effective strategy for businesses. €))

OR
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5.
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(9)

Write a short note on any three of the following:
(3x6)

(a) Content.marketing

(b) Mobile marketing

(c) Brand amplification

(d) Influencer marketing

(e) Legal and ethical aspects in brand management
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quantitatively measure the impact of customer
loyalty and brand awareness on a brand’s market

share? ®

(d) What is brand storytelling, and why is it important
for businesses? Explain its significance with the

help of suitable examples. 9
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(c¢) XYZ Ltd. is a well-established company in the
tech industry, but its brand identity has become
outdated and disconnected from its current
customer base. The company is now planning a

rebranding strategy. (18)

1. Why is it important for XYZ Ltd. to focus on

building a strong brand?

2. What are the key benefits of a strong brand from

the perspective of XYZ Ltd. as an organization?

3. How could a strong brand positively impact XYZ
Ltd.’s relationship with its customers and influence

their purchasing decisions?

() “sie” X “wifen” & e STR AR, T FiAT wihan
& IR S Al T W TN, e 8 I
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4. (a) What is brand equity? Explain the various elements
or key sources of brand equity and discuss how

each source contributes to building and sustaining

strong brand equity. 9)

(b) What are the key issues companies face when
managing their brand in the digital era, and how

can they address these challenges effectively?

©)

OR

(¢) How does a brand equity management system

P.T.O.
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reinforcement strategies to enhance brand loyalty
and consumer perception. What brand
reinforcement strategies should Company Z
implement to strengthen its brand image and retain

its customer base? (18)
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2. (a) “Brand building is a strategic process that involves
several key steps to create a strong and lasting
brand.” Explain the key steps involved in brand
building and illustrate each step with suitable

examples.

©

(b) Discuss the concept of brand personality and
explain how Aaker’s model defines and categorizes

brand personality traits.

©)

OR

(c) Company X, a soft drink brand, is facing declining
market share due to a shift towards healthier
beverages. How can brand repositioning help
Company X, and what strategies should it adopt

to attract health-conscious consumers? 9

P.T.O.




847 6

(d) Explain the concept of Brand Life Cycle with the

help of diagram. Provide suitable examples.

®
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3. (a) “Integrating marketing strategies is crucial for
effective brand management, as it helps in
delivering a unified and consistent brand message
across all platforms. Discuss how integrating
marketing strategies contributes to successful

brand management. 9

(b) What is brand extension, and what are its
advantages and disadvantages? Support your

answer with a relevant example. &)

OR

(c) Company Z, a well-established technology brand,
is facing increased competition from newer,
innovative brands. To maintain its market

leadership, the company is considering brand

P.T.O.




