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NB: 1. Figures ¢ the right indicate full marks. & 4 )
. Draw Suitable diagrams wherever necessary Jor L
"$trate your answers with examples . SV :
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QL. (a) Explain the following concepts: - . '
1. Unaided awareness ‘,0\’ ' & c
2. Brand Association .= ,;“4‘\\" S g Y :
3. Composite Co- Brah‘diné o & ek Y 3 p
4. RangeBrand - ;& Q Y 3 o A(G)
5. Corporate Image’ ;F Cﬁ‘_'%':' 3 ‘ > 7
6. Seovce Brand: L SRS J B »
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(b) CaseStudy: .= o dis) K $‘ B o . 5
lectgq'ax}d Chinese qu1CK1§emicc rqs\t;iﬁant (QSR) chain.de! Momio has fomjréd into ;.‘-'f' |
fast ~moving consumer goods sector-with its frozen momos: Initially the frozen momos -~
will be available via Big Basket in-10 major cities of India. '3 Y au
_On the basis of the above information answer the following: = - ) [ &

L. ~What line extension strategy would you siiggest? Justify, ” 5§ S !\ﬁ )

2.5 %a]yge t}]; cuq;;ll;t' brand personality of Wow! l\iﬁrﬁos using the brandfﬁérsonaiity%cale. 3)

I 0-would you like to use as a Brand Ambassador based on the Brand Personality :
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a, “What are the four brand identity perspectives i @) -

“:""I-__.‘. b State a_gd'brief;y explain the various types of Bra_ndllé‘verag‘i_né:\s'trategies?" )
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c. Whatis Brand revitalizing? Explairi with example the ways in which revitalizing can be ®)
K &) P i) ¥ i -:,_“- ~N ]
done. - i & W & f

eI S U R S
AN d. Describe the van_qndfs practices that can be'used forsuccessful retail branding, )
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- =~ a. Explain various advantages of building a strong brand image? 8) \ ‘
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B b. - How can CSR actiyitics be used for Brand Building?’ ™
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“NB o Epr:m variou&s'-‘étgg\es of growth a_qd rhaturity:»fn" brands with a suitable example 38)
' ¢ d. Whatare Brand Building Imperatives %)
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7 _ ~a. Explain the Brand:Asset valuaior (BAV) witk Power grid, il (15)
SN N S |
. b Elucidate Brand Building Blocks,” : ®)
2 ¢ Write anote on Corparate Advertising ' Y
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