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Instructions for Candidates
I.   Write your Roll No. on the top immediately on receipt of this question paper.
2.   Last question (Case study) is compulsory and carries 30 marks.
3.   Question I to 4 have internal choices each carrying  15 marks each.
4.   Parts of the questions to be attempted together.

1.   aD,D  `Integrated Marketing Communication is  crucial f tor  building brand  consistency  and elevating  the
brcz#c7 '. Elaborate.

(8)
(b) What are the different communication vehi'cles that a business may utilise for marketing its product?i(7)

OR,
c)  `Integrated  Marketing Communications  has  transformed the way organisations 'communicate with
co7?s#7#e7is' '. Discuss this statement by explaining the concept and evolution of IMC.

(8)
(d) Explain the significance of IMC for modem day brands.

(7)

2.   a) Compare AIDA with the Hierarchy-of-Effects Model.
(8)

(b) Discuss how communication objectives are set in IMC.
(7)

OR
c)  Discuss  the  significance  of different  levels  of consumer  involvement  used  in  iMC.  Explain  with
examples.

d) Differentiate between sales objectives and communication objectives.

3.   a) Discuss the concept of Mobile Marketing and Viral Marketing and their role in customer engagement
in an IMC framework. Provide examples.

(8)
(b) What are the limitations associated with Email Marketing as an IMC strategy?

(7)
OR

c) Describe the role of advertising agencies in IMC.
(8)

d)  `Poor  communication  mix  can  result  in  signifilcant  loss  Of revenues f;or  a  company.' D:isous,s I:ha
significance of communication mix considering this statement.

(

4.   aD, `Corrmunication challenges of ten occur inside the organization.'TIidtoorerrfe.             \`

(b) Discuss the different types of message appeals with examples.

(7)



OR
c) Discuss major internal and external challenges faced by organisations while implementing IMC.
i(8)

gia::i::n;Po:ji°onfai]Cg°£rarcuonicftj:fcsa:jt;]£s?°]danysignificancewhileexecutingthelMcstrategyinthis

;(7)

5.   E;#9,e £°n]]°;Wri:rgg:na:e os:T}:: a]neda:n£:;e;;£tefoq=Sti£:n:ntfiaat, fi:;[u°nwci-ed  a  new  product  called  Edupro

CareerBoost,aimedatfinal-yearcollegestudentsseekingjob-orientedskills.Thecoursepackageincluded
resume-buildih`g  tools,  mock  interviews,  and  short  certification  programs.  Despite  offering  relevant
content at an affordable price, the brand struggled to gain visibility in a crowded ed-tech market.
To  strengthen: its market  presence,  Edupro  designed  an  Integrated Marketing  Communications  (IMC)
strategy centred around its tagline:  `Your Career, Upgraded'. This message was consistently used across
all promotions {o reinforce the brand's value proposition.

Fuhcececsosmsfoar:#:i:i::::e:tsso:£ha::eec:[raedc::bpsa,ageronusrj:sgta£:au¥,roTE;#::Tnt,es::£o¥:aTTvu{%:,o:,h:¥jcma:::g
explainers, and career-tips reels were posted regularly. Edupro also collaborated with career coaches and
industry professionals who conducted live Q&A sessions, adding credibility to the brand.
Traditional  communication  channels  were  used  to  widen  reach.  Posters  and  standees  were  placed  in
colleges, coaching centres, and libraries. Edupro sponsored college placement events, offering free demo
sessions and discount coupons-serving as sales prom,otion tools to encourage trial.
Eduprostrengtheneditspublicrelationseffortsbypublishingarticlesinyouthmagazinesonemployability
skills, which subtly featured CareerBoost as a solution.  It also conducted webinars  in partnership with
universities, creating brand recall among final-year students.
To ensure a uniform IMC message, the company used the same colour scheme, tagline, and motivational
tone across  its website, advertisements, emails,  and mobile notifications. A structured feedback survey
helped Edupro measure communication effectiveness and student perceptions.
Within  10 weeks, Edupro recorded a 35% rise in registrations. However, some students reported feeling
overwhelmed by frequent promotional emails and app notifications.

a)   How did Edupro ensure consistency in its Integrated Marketing Communications while promoting the
CareerBoost program?                                                                                           (6)

b)   Briefly explain the role of social media in Edupro's IMC strategy.                                         (6)
c)   Identify  any three  promotional  tools  used  by  Edupro  and  describe  their purpose  in  the  campaign.

(6)
What was the significance of Edupro's public relations activities in enhancing


