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Q.1(a) Explain the concept of a brand and discuss the significance of branding for both [5] CO1 1
consumers and firms.
Q.1(b) Describe Keller’s Customer-Based Brand Equity (CBBE) Model and analyze how it helps in [5] CO1 1
understanding and building strong brands.”

Q.2(a) Describe the concepts of market segmentation & target marketing and also explain their [5] CO2 1
importance and process of target marketing for developing effective marketing
strategies plan.

Q.2(b) Explain are the key components involved in developing an effective brand positioning [5] CO2 1
strategy? Discuss how brands can differentiate themselves in a competitive marketplace
using positioning, and illustrate your answer with suitable examples.

Q.3(a) Explain the key steps involved in building brand equity and also highlighting the role of [5] CO3 2
brand awareness, brand associations, perceived quality, and brand loyalty. How can
firms sustain and enhance their brand equity over time in a competitive marketplace?”

Q.3(b) Discuss the key metrics and methods used in tracking brand performance over time. How [5] CO3 2
can insights from brand tracking help in making strategic decisions related to marketing,
brand positioning, and customer engagement?”

Q.4(a) "Define brand equity and explain the importance of measuring it in strategic brand [5] CO4 3
management. Discuss the various methods used for measuring brand equity, focusing on
the Brand Asset Valuator (BAV) Model and Aaker’s Model of Brand Equity.

Q.4(b) "What is brand extension. Explain the advantages and potential risks associated with [5] CO3 3
brand extension. illustrate your answer with suitable examples. CO4

Q.5(a) Describe the relationship between branding and marketing communication. How does [5] CO5 2

effective marketing communication contribute to building and maintaining strong 3
brands?

Q.5(b) Explain reinforcing and revitalizing brands? Discuss the strategies used to maintain brand [5] CO5 3
consistency and strength over time. How can companies successfully revitalize declining 4

brands? Illustrate your answer with examples of brands that have effectively undergone
revitalization.”



