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Part A
Answer all the questions.
Each question carries 1 weightage.
Define brand positioning.
What is brand loyalty ?
Differentiate products vs brand.
What is co-branding ?
Differentiate private brand vs national brand.
Define brand positioning.
(6 x 1 = 6 weightage)
Part B

Answer any four guestions.
Each question carries 3 weightage.

7. How do you measure brand equity ?
8. Discuss the role of internet for building brands.

9. Explain the concept of brand personality with examples.

10.
11.
12.
13.

Discuss the inter relationship between brand attributes and brand personality.
How do you create brand awareness ?

What is celebrity endorsement for branding ?

Briefly explain the Brand positioning process.

(4 x 3 = 12 weightage)



14.
15.
16.
17.
18.

19.
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Part C

Answer any three guestions.
Each question carries 4 weightage.

Explain the brand building process.
rand manager and why ?

What do you understand by Brand equity ? Explain various methods of calculatin

What metrics are important to you as a b -
g brand equity.

Explain the various criteria that can be effectively managed in brand extension.

Explain the role of Brands in Consumer Marketing.
: (3 x 4 = 12 weightage)

Part D

Answer the compulsory questions.
Each question carries 3 weightage.

Case Study :

BMW Marketing experience over ROVER Car.

Zara is one of the world’ s most successful fashion retail brands - if not the most successful one.

With its dramatic introduction of the concept of “fast fashion” retail since it was founded in 1975 in

; Spain, Zara aspires to create responsible passion for fashion amongst a broad spectrum of consumers,
spread across different cultures and age groups. There are many factors that have contributed to
the success of Zara but one of its key strengths, which has played a strong role in it becoming a
global fashion powerhouse as it is today, is its ability to put customers first.

Zara has used almost a zero advertising and endorsement policy throughout its entire existence,
preferring to invest a percentage of its revenues in opening new stores instead. It spends a meagre
0.3 per cent of sales on advertising compared to an average of 3.5 per cent by competitors. The
brand’s founder Amancio has never spoken to the media nor has in any way advertised Zara. This
is indeed the mark of a truly successful brand where customers appreciate and desire the brand,
which is over and above product level benefits but strongly driven by the brand experience.

Instead of advertising, Zar it i i
S S R IS s s e
) i _ ; In a city, Zara ensures very high
customer traffic for its stores. Its window displays, which showcase the most A ry :
the collection, are also a powerful communication tool designed by a speciali outstanding plecefs in
and effort is spent designing the window displays to be artistic and af::la- v tean.l. g i oftl-me
to Zara’s philosophy of fast fashion, the window displays are consta G e e
goes down to how the employees dress as well - all Zara emplo - I HREE. Mo sthaise)
c]ot.hes while working in the stores, but these “uniforms” vary ap yeest are required to wear Zara
socio-economic differences in the regions they were located Tthoss dlﬁ:erent Zara stores to reflect
focus on the mass market, yet another detail that reflects it:s cl 's effectively communicates Zara's
0se attention on the customer.
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A) Explain brand communication strategy of Zara.

B) Mmhuﬁmhﬁm.mmmﬁmhﬂxﬁxm?

(2 x 3 = 6 weightage)




