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Q1. (a). Define marketing communication. Explain its significance for marketers. 9)

(b). A multinational company organises an online meeting with employees from different countries.
During the meeting, many employees struggle to understand the technical terms used by the manager.
At the same time, some employees hesitate to ask questions due to fear of criticism and lack of

¢ confidence. Identify and explain the commﬁnication barriers present in the scenario. Also, suggest
suitable measures to overcome these barriers. ©

OR

Explain the process of communication and its elements in detail. (18)
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Q2. (a). Explain the Hierarchy of Effects model and its application for marketers. )

(b). A smartphone company releases an advertisement showing attractive visuals but fails to provide a
clear call-to-action, resulting in low sales. Analyse the advertisement using the AIDA model. Identify

missing elements and suggest improvements. ® '\
OR
. }
Explain the steps involved in developing effective marketing communication. (18) _
P
Q3. (a). A company introduces a new snack product and offers free samples in malls and supermarkets. 1
Identify the promotion tool and analyse its advantages and limitations. ©®

(b) Describe the tools of promotion mix. Compare any three tools based on their characteristics and functions.

)

OR
(a). What factors influence the selection of tools of promotion mix? Explain with suitable examples. (9)

(b). Differentiate between advertising and personal selling as tools of promotion. 9

Q4. (a). Define consumer behaviour. Explain its importance for marketers in designing strategies. (9)
(b). Discuss the consumer buying process in detail with examples. ©)
OR

(d). Riya buys a costly sneaker after seeing her friends and influencers using it. Her father has started buying
organic food after the age of 45. Her brother compares many laptop brands before making a purchase.

(i) Identify the factors influencing each person’s buying behavior.
(ii) Briefly explain these factors.

(iii) The implications for marketer (6*3)

Q5. Define Integrated Marketing Communications (IMC). Explain its significance in today’s marketing

environment. Explain the process of IMC planning in detail. (18)

OR

Write short notes on the following (Attempt any two) (9X2=18)

i W S

1. Types of buying behaviour.
2. Managing Cultural Diversity in Communication.

3. Traditional media vs digital media.
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TR 1. (a) ARKTEAT Fog Al s TR HFAT| FATURTFAiT (marketers) 3 forT gae #gea 1
ST HIf| (%)

() TR SERTSCI ST [T SR & hete TRl o AT Teh 3fieTelige] Yoo RN Fecll § | doF &
BRI, S HAERY Teltieh GaRT 3TN T 37T Aehetiehr 2Tea] T THST 3 SIS FHeGH F &1 34T
T, FS FHAURT 3Tl o 5T AR cATIRATH i et 3 HROT IR o= 7 Tohrg el &1 5
qm%qﬁﬁagWWﬁ(communication barriers) sl UgTet 31T 3oTehT cATEAT HIToIT | AT &, el

STEN3 i 5T el & (AT IUGerel 3T YT (9)
37t
HR 6T 9shar 3R $6 deal T favar I surear HIfeT] (18)

U 2. (a) 'GISUT ﬁqsgﬂv—d—?m' (Hierarchy of Effects) H\Eﬁﬁmﬁ$mmw
I SITEAT AT (9)

(b) T THICHIA Uil Ueh AT SR Fcil & Torge 3ehsas £ A@Iv Sy & oifehel 98 €US¢ 'Hldl-
C-THAT" (call-to-action) YT R H el TGl &, Tordieh TROTHESET sl e 8icll §1 AIDA AlSe
T 3UNT FXeh T 2AT0=T T eIy uT hITSIT | Foct dedl T Tgae RIS IRGUR S Gea gl (9)

3=qdar

FHIEY AT TEaT g faienele] T ld aat 3 LT TRl T AT AT (18)

TR 3. (a) Teh YT Ueh AT Toieh 3cUTG; U7 Al & 3T HTel AT GoRATRE # Fwel e
(free samples) YT AT & TH TAR 39EH0T (promotion tool) T IgTeT FIoT 31K 59 et qar

AT T el Hifv ] (9)

(b) 'IHIRIST fHEFA" (promotion mix) % IUSHIOI T J0TeT HITSTT| TFegl ciieT 3ULUIT T SaTehr fararearsit

30 1t & TR R Jolel | (9)
37aT

(a) "THIRI TR & STFIUI & TG i it A HRE THII e &2 STIF SETE0IT 5 T SR
EAELY (9)
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(b) T & 3UHON & T H TdaA19eT (advertising) 3 =afadera [d%d (personal selling) F & 3R
Tqse hiTaiT] (9)

U&7 4. (a) 3UHEFT e9d@R (consumer behaviour) H IR AT WA SOR FA H
RAqUTAERdT3I & T 59 Hgca I sgrEar Hifav| (9)

(b) FYHEFAT TRIE HTHAT (consumer buying process) Eﬁl'éqlswﬁ gialearR & T | (9)

314t

(d) R 3797 1t 33 TeTTad et arall (influencers) 3T 39T Cor| g@&&eh{ Ueh HgaI FAT
T ¥ 30% R 45 9§ 6 377 o 1 S HIST (organic food) TRIGHT Y& TR 2T &1 3HHT
917E WA IRy T TG S AT ST I Jolell AT | (6*3)

(i) T safard & TE SIagR I VA St dTel e el Tgdlel il
(ii) ST FIRepI T TET H AT HITSIT|
(iii) AU (marketer) ?ﬁﬂ'%ﬂéﬁﬁ%ﬂﬁil

9T 5. uq?lqu fdUUTe §9R (Integrated Marketing Communications - IMC) FT IR Hifev] 37T
& ARE T oAU 7 5% Aeca i curear Ffav| snSvaAd st i gfsar S farar § a#snse]

(18)
3rar
Srfa@a 9T gi@vg ool faf@T (@15 sy ar fifaiv): (9x2=18)
1. T{IG dER o 9K (Types of buying behaviour)]
2. TR # FiFpicish ATardl 1 JaU= (Managing Cultural Diversity in Communication)|

3. YRR Hf2ar g1 2foes A3 (Traditional media vs digital media)

(700)
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