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	Trim: June - Oct 2025
Maximum Marks: 50       Examination: ETE Exam      Date: 16th October 2025                
Duration: 02hrs

	Programme code: 14
Programme: MBA Sports Management (2024-26)
	Class: SY
	Semester/Trimester: III

	College:  K. J. Somaiya Institute of Management
	Name of the department/Section/Center: 


	Course Code:      17P2235           
	Name of the Course:   Strategic Brand Management in Sports

	Instructions: 

Section 1 has five (5) questions and are have short format answers. Answer any three (3). Please do not attempt all five. If you do, only the first three (3) attempted, will be graded.  

Section 2 has Three (3) questions. Answer any Two (2). Please do not attempt all. If you do, only the first two (2) attempted, will be graded.  

Section 3 has three (3) case studies of which you need to choose any two (2). Please do not attempt all three. If you do, only the first two (2) attempted, will be graded.  




	Question No.
	Section 1: Answer Any Three (3)
	Max.
Marks

	1
	What is the difference between a product and a brand? Use suitable examples.

	4

	2

	Explain the importance of brand positioning in competitive markets.

	4

	3
	Explain the difference between Brand Awareness and Brand Image. Give one practical method to measure each.
	4

	4
	Differentiate between a brand name and a brand mark with a simple example for each.
	4

	5
	What is the difference between a product and a brand? Use suitable examples.
	4

	
	END OF SECTION 1
	

	
	
	

	Question No.
	Section 2: Answer Any Two (2)
	Max.
Marks

	1
	You are managing a regional snack food brand. Analyze the risks and benefits of expanding the product line through a Brand Extension versus a Line Extension. Which approach would you recommend and why?
	9

	2
	As the brand manager for a new line of electric scooters, design a strategy for leveraging Secondary Brand Associations (e.g., country of origin, distribution channels, endorsements, etc.) to build initial brand credibility and trust.
	9

	3
	Select any two elements of the Marketing Mix (4 Ps) and explain how a brand manager can strategically use them to build Brand Resonance.
	9

	
	END OF SECTION 2
	

	
	
	

	Question No.
	Section 3: Answer Any Two (2)
	Max.
Marks

	1
	A new sports footwear company, SportsMax, is trying to enter a market dominated by global giants like Nike and Adidas. The company is considering an endorsement deal with a famous athlete to create differentiation and awareness.
1. Analyze the pros and cons of celebrity endorsements in this scenario.
2. Suggest alternative strategies SportsMax can adopt to compete successfully in a highly competitive market
	10

	2
	Case Study: Brand Repositioning Challenge

A popular soft drink brand King Cola, once a market leader, is losing relevance among younger consumers who prefer healthier alternatives. As the brand manager of King Cola:
1. Propose a comprehensive repositioning plan that addresses communication, product adjustments, and long-term brand sustainability.
2. What marketing strategies/opportunities would you recommend to your CMO to ensure that King Cola regains mindshare and market share?

	10

	3
	Critically evaluate the limitations of over-reliance on brand communities (like Harley-Davidson’s H.O.G. or Apple’s fan base). Suggest how brand (and marketing) managers can balance community power with brand control.
	10
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