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Instructions for Candidates

1.    Write your Roll No. on the top immediately on receipt of this question paper.

2.    Last question (Case study) is compulsory and attempt any other 4 questions from remaining.

3.    Part of the questions to be attempted together.

4.    All questions carry equal marks.

1.    a) Discuss the role oflMc in the overall marketing process.

(8)

(b) Id.entify and explain the factors that affect the design of the IMC mix.

(7)

OR

c) Discuss any two communication vehicles used in IMC and evaluate their strengths and limitations.

(8)

d) What do you understand by the concept of Integrated Marketing Communications? Discuss.

(7)



4.    a)  "Internet media has  advantages, but traditional media still helps  achieve  certain  communication
obj ectives." Explain.

(8)

(b) What are the elements of marketing communication mix. Explain with examples.

(7)



OR

c)  What  different intemal  and external  challenges  are faced by  organisations while implementing
IMC?

(8)

d) Discuss the role of Advertising agencies and PR firms in planning and executing IMC campaigns.

(7)

)

5.    CASESTUDY

Pz{reszp  is a small local brand that launched a new packaged drinking water aimed at households,
offices,  and  travellers.  Even  though  the  water  was  clean,  affordable,  and  BIS=certified,  Puresip
struggled to gain attention in a market dominated by well-known national brands.

To build awareness, Puresip created an Integrated Marketing Communications (IMC) plan using the
simple and 'clear tagline "Stay Pure,  Stay Safe." This tagline appeared on bottles, posters,  delivery
vans, and all advertisements to ensure consistent communication.

The company began with local advertising, placing posters at bus stops, small shops, and residential
societies.  These  posters  used  light  blue  colours  and  images  of clear  water  to  emphasise  purity.
Puresip also ran short radio jingles on local FM stations during moming travel hours.

To  encourage trial, Puresip  offered free  1-litre  samples to households  and small offices.  Delivery
staff  were  instructed  to  repeat  the  same  message  about  purity  and  safety,   ensuring  uniform
communication during personal interactions.

The brand  also used  social media,  mainly Facebook and WhatsApp  groups,  to 'share  simple posts
about water  safety  and  tips  for  staying  hydrated.  Local  influencers-such  as  fitness  trainers  and
community volunteers-posted short videos recommending Puresip, which helped build trust.

Puresip undertook small public relations  activities,  such as sponsoring water booths  at community
marathons  and school sports  days.  Banners  and water stations  carried the  same tagline  and  colour
theme, strengthening brand recall.

Customer opinions were gathered through a feedback link printed on bottle labels, allowing Puresip
to evaluate communication effectiveness.

Within  two  months,  the  brand  saw  higher  recognition  in  nearby  neighbo.urhoods,  though  some
customers mentioned that the radio jingle sounded repetitive.



a)   How did Puresip maintain message consistency across its advertisements, packaging, and

promoti onal                                                                                                                          activities?
(6)

b)   Explain the role of local advertising  (posters  and radio jingles)  in Puresip's Integrated
Marketing                                                C ommunic ations                                                strategy.

(6)
c)   Identify  any  three  IMC  t`ools  used  by  Puresip  and briefly  describe  how  each  helped

increas e                                                        product                                                        awarene s s.

(6)
d)   Why  were  free  samples  and  personal  communication  by  delivery  staff important  for

promoting puresip?                                                                                                                      (6)
e)   State two advantages and two limitations of puresip's IMC approach in the lo.cat market.

(6)

1.  SH FQaTFT aT i]ita an a 3t]T 3TtTFTdr infaai
2.   3jfaH F3a (fu 3Tc:qTa) 3Tfing den 3ttT Heal H dfan 8fr ETFTffl 3FaT ai
3.  fan gpaT a quPr 9FTfr al¢iF una5{i
4.   enPr F3al aT3faT tlHH€[

q¥I1

a> 5HF faTTOH rfu #rty fatTOFT dr Efu a=qT 8giv an gp faFF
ed 5{i                                                                                                    t8 3f57

b) ap faTOH dr fa:elDT al th rd tlHF fa5a-ffa 5Tdi 5T em
Ion 5[laT a? HHFT¥I                                                                                                (7 3iiT)

qT

c) 3nap# 3qdr ca FTa a dr FTe;ti (communication vehicles) al
rfu 5{ aan 3aaT aTaT 3fil dry aaT¥[                                             (83i5)



d) ap fatTOT5T dr (IMc) Efr 3It[tmoTT a 3]TTr a=qT Hqgiv g7 =qca FT

a H]TFITvi                                                                                                                 t7 3iF7

q¥I2

a>rty fatT" dr #HrieH rfu a=qT 3giv an g7rfu 5{i      t83iiT]

b) qTife Tfaiin an rfu aT 3EqTa * ffi # th tijmE giv a.7
(73iE)

FT

c) T!3TTgrrfu 3fl{ T9miLgiv ifeH Efu gaaT 5{i                               t8 3ii7)

d> fafin aTqfinv 3Tqa dr 3Pedi al ae fatife 5ch g 3fll rmI 5a§T
Efu rfu ae aq RE a.7                                                                t73i5T>

FT§a  3

a) ant dr 3Tqa caQT aa aT far ffa ffi qFT Eqa a5{ q5aT g7 3tTF
rfu ap qqq fa5FT aTEff q{ failR a5{aT FTtr7

(8 3iF)

b) ap faFTh dr # aaffi (pR) QRE 3fi{ f3faiFT Qffi Efu
9Tfin q{ ed 5{i~

(73iiT)

FT



c) 3Tpe qTtH aT FT #aEHiF3ife5ELy5ELaT aT3T 3fiT dr3fi a5T
Jrfe 5{,
(8 3fF)

d) 3TrE5faE faTTUFT 3ifaap fairm, fain Hife Sit 3FT f±
dr 5iiiffi 5T 3qdr Fti rd a.7

(7 3fa7)

q¥FT  4

'a) "giv FTre;Fffi * 3Tri rd a, qi5 qiife 5TTe;qFT 8fr g5 dr
3Pedi aa rna. ed a qEEaF 3giv fuTTa ¥I»faRT a HqE]T¥i     @

(8 3fa=)

b) faqoFT dr fa:ezpT * qEri aTr rfe 5{ 3fl{ 3=Ta{OT ai

(73iF)

qT

c) 3TTgiv ch aFT` rd qHF riJT5al al fin 3TiaRE (Internal) Sir fflgiv
(External) gr aTr qmaT 5{aT qgaT a?

(8 3i5)

d) 3dsnd3Tfrm Efr in a-fin<il-q<id  # fairm Qffi 3it led.€Fwj`i.6.-
ffi Efr ffl 8giv ap g7

(7 3iiJ)



veFT 5 - fu ca (3find)
afta fir rm fa e:qHTdr q¥ 3fl{ $ 5iTr FQal aT 3ffl a:

puresip FiF €ITha is a fari qtr, 5Tffi 3fl{ qTfRE al €qia H ed gTr aqT
ire ha aiaiT H 3ailTi  qTth Eai5, fE,!bi<+ci\- 3fl{ fl3rfe-:+dilltid  an, aiin ap

" j5qffiEfi. EPr gfaFTif aT q5TquT puresip al qrfu e:qiF fflff fha lgT e]TI

ir qEaia ri aT iaT puresip a FtFQap fatm dr inch EPr, fRE
HiF aTu  (`idi04isoi)  3]TiaiqT 5TqT-
«stay Pure, Stay Safe" (QOT5 *> gr *) I

qF ailT RE, tfrEEti, faFT giv 3fl{ eefr rcitliiioi`l  H 5FFT 5q a a"qT maTi

rfu a E€TTrfu Ear t]T 5IEiT 3®T5 fin-aH EEL, an gr a- 3TTRE rifflEa H
the aniTr aiTI  E] tPrEES H gffiT an ir 3it tiTh qffl rfu affi a.TaaT  a3fia aT
iaF HIFT Fi FeTTrfu en ffi qT gF * 5H ae ffro Hrfu fir 7TTrl

3Eqia al 3TTat te qir 3flT di 5Tqfaal al 1-dr ¥tFaT a7Ffir 7ITi faFT
ffi ifr TIE a ifeT giv aft f¥3T fir 5FIT afiT c<iiE;ddid  rfu H ch I:ch<wcii
an*1

th?TIT rm t]{ 8Pr puresip ca {ET-FacebookF WhatsApp HJRI H qTfl ft Fan
3flT 5T5±3FT a a tllFT IRE tiiEIT EPr ]T€i  E€TTrfu ira rfu8Ta* a +ciq.¢cich`l  a

Era ffi fan3T tliFT Efi, iand fa3aiH aF]

puresip a- tlld®i.Glfach  ifeFT 3ife Ega dr ffu H qTfi aT gr 9Talfaa fa5Trl  enPr
rm 3fl{ H-EPeTal qT giv `€ditlisoi  3flT ir-eta ca q€, iand is EHltJT (brand
recall) qnI g3TT I

fro qT fir 5iTr ffiT5ife fair d enEF {FT TtFT EPr aT€i  a Hen H 3TrFTiu aT

giv H is EPr qgffla ag JT€, 5iife 5i5 3Tr8in3fi a en ffro i} efty
Q`i6`iq¥crd  aanl



a) puresip a 3Tqa faimat, aa5iin 3fi{ qigi{ 5rfafaiRE # 5aeT a eEFTaT
an aFT ca9

(6 3iE)

b) xpTT5ha faim (tfiffl 3ir en ffro) puresip Efu 3TTgiv€ #
FEfi H5EaTt a?

(6 3fEF)

c) puresip api{T 3qdr fa5F 5[q Eha 3TFT3q5di rfu qgiqFT 5{ 3fl{
aaT¥faT3ae5EqTa     -ItaG      aea*i

(63i5)

d) gq=a aJF 3fl{ frfu ffi apTIT 5qffro dr. puresip a rmI a
Fdi 3HtT§qiF  a.7

(63ii=)

e) xpTTin aigT{ # puresip Efr 3TTan€ aT a aTBT 3it a dry
faa[

(6 3ii=)

(200)


