S -What isthe: term,for sectlonmg the target market 1nto smaller groups that share
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- \Max1mum 50 Marks ‘

S Answer ALL questlons i
‘ _ALL questrons carry EQUAL marks

_*° similar characteristics stich as age, income, interests, needs or locatlon‘7 ,_yﬂ ~. |

. (1) Market, segmentatlon (11) Demographrcs
- (i) Market analysis ',-:*Z. -

image and handlmg unfavorable stories-and events? .
+ (i) Sales promotlon :

. advertising Ob_]ectheS?
o (i) “Media'planning o
e (i) Market segmentatlon (i) Marketm g mix.

5 ,thrch major promotlon category makes use of catalog, telephone marketmg, ‘. B
. kiosks and internet? -~ SRR

e ﬂ (111) Pubhc relatlons (w) Personal sellmg

T Consumers

, f a(1v) Geographrc segmentatlon

.J*[:i,Whlch of the four major promotlon tools includes bulldmg up a posrtrve corpOrate

Ko R @iy Direct marketmg
(1v) Personal sellmg

(i) Publlc relatlons

X iWhrch among the four P’s represent IMC" P
. (i) Product 2E f;- (i) Price, N
' -(111) Promotlon SR (1v) Place il ,'.;

4 _What is the process of determmmg how to use tlme and space of medra to achreve R

‘5‘_(11) Advertrslng Strategy

'_‘;(1) Sales promotxon 7 (11) Dlrect marketmg

SECTION B(IS Marks) RS,
-  Answer ALL Questions RIS A
ALL Questlons Carry EQUAL Marks ', (5 X 3 = 15)

o Explam the term Integrated marketmg commumcatron w1th 1ts pros and cons _.ff* RN
b ;Dlstlngulsh IMC from trad1t10na1 advertlsmg

. Discuss the factors that mﬂuence the buylng behav1or and demSIOHS Of

SRR g OR F b o
Explam the steps mvolved 1n marketmg commumcatron process

: Elucrdate on the 1mportance and types of Advertlslng Strategy wrth examples
,’»_Descrlbe"the process mvolved m creatrve executlon of advertrsrng for v1sual ;"J-

SR Cont g Ga




) i 11 -"a

b

3 ,' s B 12 a iDrfferentrate consumer behavror and buymg behav1or Why 1t is lmportant to

vunderstand consumer behavror‘7

R "...1-3 | a 'Explam the role and 1mportance of advertlsmg research in IMC

o 14 a :.Analyse the 1mportance of PR actlvmes 1n developmg an. effectlve IMC Plan wrth Ll

o vrelevant examples

L ',l_v-b:;"‘_iElaborate on Corporate advertlsmg and 1ts objecnves R

S 15 5a~ "i_Mentlon a promotlon campalgn that had a huge 1mpact on you in your purchase S

e '_*de01s1on

b Examme the ethlcal rssues to be conSIdered in creatmg an advertrsement for V1sual SR
medra S R LI ST SRR .

oo 108 .']V'Drscuss on advertlsmg budget and descrxbe Varlous approprxatron rnethods used‘ LR

R ;’? for detenmnmg advertrsrng budget

 Page2

Explaln the term Sales Promotron and 1ts types

' OR . S
-»Dlscuss on the dlfferent methods of Dlrect marketmg

Determme the 1mportant factors to be cons:dered in market analysrs in . : S
developmg a medla plan > v . : R

30 Marks)
Answer ALL questions. -

. SECTION o

ALL questlons carry EQUAL Marks ';' 5x6 =30) RESRTEIEE S

Descrrbe the IMC tools and 1ts relevance w1th 1llustrat10n
OR

f ‘Dlscuss 1n detall the planmng process of Integrated marketmg campalgn

‘i:}Descrrbe the structure of an Advertlsmg Agency

“OR

"»leferentlate Product advertlslng and Instltut1onal advertlsmg

T

“orR Gy

OR :” o
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