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Part A
Answer all questions.
Each question carries 1 weightage.

Differentiate the following concepts :

1. Product vs. brand.

2. Brand association vs. brand image,

3. Brand extension vs: line extension.

4. Private brand vs. national brand,

5. Brand positioning vs. brand repositioning.

{6 x 1 = 6 weightage)
Part B

Answer any four questions,
Each question carries 8 weightage.

Explain how product branding strategies different from corporate branding strategics.
Elaborate on Customer Based Brand Equity (CBBE) model. -,
What is brand loyslty, explain how brand loyalty ean be enhanced.

What is brand personality, and elaborate on the dimensions of brand personality using relevant
examples ?

® P N>

10. Explain the concept of brand elements, and state its relevance in brand building using necessary
support.

11. Explain the importance of a brand sudit for overall brand management.

12, What is brand awareness 7 How brand awareness can be enhanced during the brand development
stage ?

(4 x 8 = 12 weightage)
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13.

14.

15.

16,

17.

18.
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Part C

Answer any three questions,
Each question carries 4 weightage.

Identify some important charscteristics for o product with a well-known brand name. Based on
these attributes, generate a list of pessible brand extension or licensing opportunities, as well as
some others that would be unlikely to be accepted by consumers,

Managing a brand involves management of the brand's identity, personality, positioning and
other related factors-substantiate this statement by highlighting the influence of & brand’s identity,
personality, equity ete., on overall brand management,

The value of intangible element of brand is highly significant in brand building process-do you
agree ? Justify your answer,

Marlboro cigarette’s advertisement showing a cowboy is considered to be the advertisement of the
20th century and proves brand personality’s influence on sales valume : do you agree ? Justify the
answer,

What do you understand by Brand Equity ? Explain various methods of calculating Brand Equity,

(3 x 4 = 12 weightage)
Part D

Answer the compulsory question.
Which question carries 3 weightage.

Vinod Tahil's mind was a riot. For the first time in many years, the marketing manager of white
goods manufacturer Electra India was questioning the marketing theories he had always believed
in. Was he rightmwanﬁngtoabandonthesuperpmnﬁummutewbmndbtﬂldim,orwuhe,in
fact, trapped in the classical middle-class mindset which made him averse to premium Product 7”
The previous Sunday, Tahil had a long discussion on the issue with Gautam Sarin, his squash
partner and marketing head of Plimsoll Watches. Tahil had walked into the squash court right
nﬁernstiﬂ‘debntewithhisCEO.Aruania.overElectm’splanstolaunnhasuperprenﬂum.
multifacility refrigerator from its international stable, the Eva 755. In Eva 756 was a state-of-the-
art multi-door fridge, with lots of features and plenty of storage space. It had two zero-degree
compartments, an ice crusher, a dispenser for chilled water, a built-in deodorizer und an alarm
that went off if the door was not shut properly. The price : a cool Rs. 1 lakh. The previous year, the
company had launched its three-and four-door refrigerators. It followed that up with a 7.5 kg fully
automatic washing machine, Ergo, which also carried a premium price tag. This, in fact, was
Electra’s strategy. If preferred to enter with its premium range rather than follow with mass.
Market route, CEO Raja wanted to build brands first. Volumes would be a natural consequence,
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he said. But Tahil had his doubts whether Eva would cot much ice with the customer. In a market
which was skewed in favor at the value-for-money double-door refrigerator, the multi-door
refrigerator seemed very ambitious to him. It was unlikely to build much saliency for Electra, he
felt. To begin with, the very idea of a large-sized refrigerator seemed irrelevant in the Indian
context. In the West, convenience stores were fast being replaced by supermarket chains. As s
parallel behavior pattern, consumers there were using refrigerator not just for preserving foodstuffs,
but also fmhng-w!mm.‘mlndhhuwwer.themighborhmdgmcerhadsahodhsbwgth
undtupermnrkeuhadnotbemthnwmyet.?orkbemmemn,thaWemmmmoﬂong-
term storage could not be replicated here. “India is a tropical country and there are lots of vendors
for fresh vegehblesmdﬁ’nit&o.whoneadsvaststnmgefnciliﬁesinludia"?heasked.ﬁersja
was convineed that there was a eléar consumer segment, which sought premium and guper premium
products. “There are 3.8 million households in the A1 and A2 socioeconomic classes. It's not the
150-million middle clazs, but this super premium, super label conscious segment that T want to
target. The self-employed and high-salaried people in this segment are virtually indifferent to
high prices,” said Ruju. Tuhil would not buy the argument. “T'he so-called high-income group that
you refer to comprise largely nuclear families. That means that these families consume less food
than joint families do. There may be 3,8 million such families, but they are dispersed all over the
country. A rich farmer from Gurgaon, who has a high disposable agricultural income and heads a
family of 14, is the one who actually needs this product. But you have no means of getting your
product to him.” An entry through a premium segment would entail lower distribution costs, but
only if a mass product already existed. “If you have a mass product, you could piggyback on its
distribution network and get Product and Brand Management 125 your premium product to the
richfnrmerinGurgmu."said"l‘ahﬂ.‘lnibabsenoe.roachingouttoﬁxedispersedeomumerwmbe
prohibitively costly. Also, it will be difficult to get the required valumes.” Raja had other plans. He
winted to enter the super premium segment, so that Eva could be Blectra’s image leader, “Why did
Titan launch Tanishq ? Certainly not for volumes”, he argued. “The premium range has a positive
rub-off on the medium range. If a company launches o super premium product, its imagebewmes’
s0 overwhelming that the consumer does not question the price or the quality of its other product,”
he said. “That “image leader’ angle is a double-edged sword,” countered Tahil. “If the super premium
product fails to make a mark in ﬂu'eeyeam’thne,itsMcnswenaathecompany'simagewﬂl
take a beating.” Raja cited the example of BPL. “When it entered the refrigerator market, BPL was
aware it was taking on the might of Videocon, a sturdy, reliable, home grown brand. To gain a
quantum leap over Videcon's image perception, BPL first launched the three door refrigerator, Its
launch stoked the interest of consumers, who gushed and gawked and went home and told their
neighbours about it. So, the next time someone wanted to buy a basic 165-liter refrigerator, he
first checked out a BPL fridge. Soon after that, BPL launched its home entertainment system,
another super premium product. No one questioned the price or whether the product would be
successful because they all knew that there were buyers for the quality that BPL had to offer,
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