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Q1. (a). DefinLgjna±t.eting 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 ito ask questions due to fear of criticism and lack of
confidence. Identify and explain the communication barriers present in the scenario. Also, suggest
suitable measures to overcome these barriers.                                                                                      (9)

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.         (9)

(b). A smarq)hone 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.                                         (9)

OR

Explain the steps involved in developing effective marketing communication.          (18)

Q3.  (a). A company introduces a new snack product and offers free samples in malls and supermarkets.
Identify the promotion tool and analyse its advantages and limitations.                        (9)

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

(9)
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.                                                      (9)

OR

(d).  Riya buys a costly sneaker after seeing her friends and influehcers 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)

1.  Types of buying behaviour.

2.  Managing Cultural Diversity in Communication.

3. Traditional media vs digital media.

(9X2-18)
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F3]i.(a)HTffiffiFpeQTaTa}qianfirErmifaHulaiqidcl3fi(marketers)a7faTEHaTHEEFEPr
EqTen Era I                                                                                                                (9)

(b)TFTxprfuiafina3fi-aT5HENaT5TaTFiF3fifflFRE3TTRERE€iREaT
an,5SedanriFTapTTr3qdriirFTTr5i5an3T5aE*5Hatfi5fapqEtFrd€i3th
HHT-,5iF5rfurfr3iiinaTF3fl{3ITHfaeaiHEfrREaTa5TquTseaiFafiched€igH
qRT3qfingdralt]T3fi(communicationbarriers)afrqlf3ftT3ffleqTcaTErm|tii€r@,SF
rm3fi al q[ ed * fair 3tT¥a 3T]FT giv I                                                                 (9)

3ian

chrfurfu3flTEHaTdtatEPrfaffla€qTcaTErmi (18)

REa2.(a)giv3fiTFEtry'(HierarchyofEffects)ifeF3fi{1ai+uloiqidl3ffaJitrEtiaT3T5rfu
EPr EqicaT Era I                                                                                                                          (9)

(b)FT+dii€th`iairfuFiFia-fflftREaiRE3TTrfeE€qftrri¥aia5aaFEqE'rfu-
E-¢¥eH'(call-to-action)9aFTrd#faTFFTeng,fadsHr`uHdi+q`Hfana5FTangiAiDArfu
H 3qdr rd fa€aFTfa3inarml gcaataTEfrqgiTFTarm 3fl{ gut aTgria ai  (9)

3Tan

rmTTflFTranffiFgrHfarfued#3rrihaanEPrEqicaTEPrfaFi(18)

F3] 3. (a)  TF in QtF aTT Eife3EqiafeT RE g3flT rfuaanFTFTfa H IH ap
(freesamples)FTREF[EHFT3tIEFluT(promotiontool)EPrt7gaFTErm3ifeEH*anfiaan
thif 5T ia3in Era I                                                                          t9i

(b)'rfeHfha'(promotionmix)aT5i+q,<uiiq5TrfuEfrfirifaeEPrF5i+ch<,ujiEPr3rfufattFT:3if
3ife fflffi aT 3iTFT qT Ir EfrfaF I                                                                                               t 9]

3Tan

(a)'rfeFTffro'*3qanaTatFTi}ELafroqaTrfaard¥p3tTIr3givaT5TeTapicaT
Era,                                                                                                            (9)
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(b)FTaJ3qirdaTqq-#faima(advertising)3itEqfaniaffl(personalseliing)aTrfu3iH
EqE EfrfaT I                                                                                                                                           (9i

g[3F4.(a)3TTgin5qagT{(consumerbehaviour)qfrqRBTTifuErml{uid^ifaqYaFTed#

rci ii u lot cbdci3fl ai fair EHai a]EEa. rfu 6qitFT EftfaT I                                                                                (9)

(b) 3tT8inrfurfu (consumer buying process) Efr3anHffafatarardErmi    (9)

3Tan

(d)itr3riadi3irqaTTfatTrdaidi(influencers)aPr3qrfua5rdgtraHiFTFFHgiven
Hen€[3HaTiina45a+Efr3]iIaTaiaaiatF8in(Or8anic food)caFT3®T5a5rfirgi3H5T
8T* 5en rid q5i} *ffi ffi EPrgaaT a5raT€[                                              (6*3)

(i)rfeEqifa*REEqFTalq8TTfaaedaii}ffltiEfrqgfflaErmi

(ii)F55TdiEfrrigivHE;qicaTErm]

(iii)rqHuioiq,dc|(marketer)a+faTrEHaTfaenl

5r?]5.Tapiaq"dr(lntegratedMarketingcommunications-[Mc)airqRBFTfinErml3iitFT

aTHTrmqRa3THEuaTHEFEfrEqiHErmi3flgivia=haaPr9finifrfaFTaHHEITEFi

(18)

3Tan

TaHTaTadtFT5ihafaniaiatting8frarmi:t9x2=i8i

1. rfu Ht]gl{ aT 5IEFTT (Types of buyi ng behaviour) I

2. dr# <]i+cp{aqi faiatFTq5TriTaT (Managing Cultural Diversity in Communication) I

3. +il{.`i[\.ci+ HtfirafflH i3iGcoi-rm (Traditional media vs digital media) I

(700)


