Paper / Subject Code: 55333/ Advertising: 2) Brand M anagement

[Time: 2% hours] [ Marks:75]

Please check whether you have got the right question paper.
N.B: 1. Figures to the right indicate full marks.
2. Draw suitable diagrams wherever necessary.
3. lustrate your answers with examples.

Q1. Case Study

Sting Energy Drink is a carbonated energy drink from PepsiCo International and produced by Rockstar Inc
which contains 0.03% caffeine, a boosting drink for caffeine lovers. It was launched in the market at a much
lower price than the well-renowned energy drink, Red Bull. It was launched in three different flavors which
increased its weightage in the market and helped PepsiCo to retain its customers in the energy drinks market.
But Sting did wonders in marketing their product. They put some simply amazing concepts in advertisements
like get yourself a drink and you are energized enough to charge a car, well that’s an impossible task but they
struck the right chord. This led to towering growth in their sales. The sugar content in Sting is lower than
many beverages in this segment. The brand is pegging itself in a much bigger segment of affordable energy
drinks. Sting energy drink is now available at Rs 20 for a 250 ml bottle and Rs 30 for a 250 ml can.

Answer the following
a.  What is the basis of brand positioning? Which positioning has Sting Energy Drink used to

create a global brand image? Give reason. (08)
b. Asa part of the brand management team, suggest any four Integrated Marketing
Communication (IMC) tools. (07)

Q2. Answer the following

a.  State the importance of branding to consumers and firms. (08)
b.  Summarize various types of brand elements used by brand manager. (07)
OR
c.  Explain the Brand Value Chain model with a suitable example. (08)
d.  State the advantages and disadvantages of global branding. (07)

Q3. Answer the following
a.  Distinguish between experiential marketing, one to one marketing and permission marketing. ~ (08)

b.  Explain various ways to leverage secondary brand association to build brand equity. (07)
OR
c.  Suggest the various benefits a brand ambassador provides to manage brand in the age of
contemporary scenario. (08)
d.  Explain the Customer Based Brand Equity Model (CBBE) with example. (07)
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Q4. Answer the following

a.
b.

Explain qualitative research techniques in brief used for brand management.
When brand partnership takes place, state the benefits towards managing brands.

OR
What is brand repositioning? State the reasons for which brand repositioning takes place.
How cause marketing has helped brand manager to manage brand. State the advantages of
cause marketing.

Q5. Write Short Notes on (Any THREE)

a.  Scope of branding.
b.  Direct and indirect channels.
c. Brand awareness pyramid.
d.  Online brand promotions.
e.  Green marketing.
*kkkkkhkkkkikkhkkikkkik
29298 Page 2 of 4

AS5316D9040A A80330B960BCA2959C79A

(08)
(07)

(08)
(07)

(15)



Paper / Subject Code: 55333/ Advertising: 2) Brand M anagement

AT HUTR

[3e5: ? §/R ATH] [ WTeh:94]

AT TFETCAT A1 Trforeh fHeaTeft T8 o7 o queT.
T AT: %, IS ST U7 0T SRS,
3. STTETIS q I ST e,
3. QAT 3T ITTELTHR T HL,

T 9. e Tl

i uit féeh © uftaent Seamer™ Fiaines Tt ek TR ST TR §oh SN ScaTidd ahel STId SATHES
0.0 3% SHith 3T, T b THTETS! TCETE QUM U TR, & TS TS 159 (S St UafT Tl i fepmdia
TSN AT et 8 A Nl RAGEHEd Al hel el SATHS SISIRIA e THTE areaT ST
UfCHeR I TS TS HTehened ATk [Eohed SavaT® Hed JTel. quT R =T IcaTaHT=aT HTeh{eTHe
IR HHTRT Shedl, T SR e el T eienieh HeheuHT HigedT JATed ST9 shi 8T fgeh =1
HTIOT T IR TSt LU Scioh ScATR! S8Tct, © Ueh ST hiH HTe W T A AT e, ATHes =
forshia weie are @rell, fdmmeiier ara= waTr A1 formrdier 31 Sariuerr st 3T, S WeSuI=aT TSI
féerar=a U Aigdn QITHEHE Tad ol TTUd hid 378, e TSt fgeh 31mar 24 o firedt sreett 20 wad aifor
Ry o THeft T 30 TR TS IR,

QreAter Teret ST AT

3, TS NI SR 1 JTE? STTeh S TITHT GAT FOITHTS! HvedT NIRRT aag (0¢)
TETT T TR? T .

F.  3IS HASHE SHT Ueh | UM, SiTet SITUETe shividial @R Tehlicnsh faraur €S9 or (IMC) (09)
e g=a,

T . W eT T 3 &

3. UTEh M1 HO-ETS! ST Hewe |, (0¢)
T, SIS HIEATIRIGN AT fofarer Yot 51S Seehi=im |isT T, (09)
fema
%. I SEETMHE SIS ey = Hise T . (00
3. STk SIS BIRe TI0T dle T, (09)

T 3. @Tetier T2i= 3w ar

3, TN fouE, Uk o Ueh foraur Sfor qeaett fodor ey wies o (09)

9. M SIS ST GERAH SIS Siererdl TR huarara! =1 am e, (09)
femar

. WHHICA FTA SIS HTEATIU ST 1S TsTga &t shioT fefferer wrre g, (0¢)

. UTESH AT sf 3t Higet (CBBE) SETEUTTHE TY ., (09)

29298 Page 3 of 4

AS5316D9040A A80330B960BCA2959C79A



Paper / Subject Code: 55333/ Advertising: 2) Brand M anagement

T ¥, Wt el Tiei 3T an

d. SIS WHERIe e AvTes AT BrRIS |,
faa
&SNS YHICd ] FUS Y SIS T ScIUTe SHiLor i,
T, HAU UGS SIS HASITAT 58 SqeReTiud H{vaTd it Had FiTell. ShRol oo wrre
|,
T . I red foret (hrorae i)
o e ST e T
%. SIS SITEhT fuifie,
T, 3 e STeLT.
3 wfen oo
29298 Page 4 of 4

AS5316D9040A A80330B960BCA2959C79A

(°¢)
(09)

(0¢)
(09)

(*%)



