
E411A23IMC Seat Number: -

I ri: : rilirtrt: I li2f[1r

ii ()rrcstions :lrc compulsory
', : llrrrcs to thrr right intlicate maximum marl<s.

Marks:- 75

r)

\l

t t l. .'\) !'ill in the blanl<s (Anv tt)

lcrol, (R) & (LJ)i

I r I he l)rirnary role ol'lMC program is tcr

(8)

Il onrrrLrnicatc. Advertise. Convince. None of these)

occurs u,hcn the lcccil'cr ernploys any'of his/hcr scnses in ali attentpt to ca;lture

Illr'5sll!)C.

ti)ecodirrg. Irncoding. Feec]bacl<, Commltnication)

-r ) /\ rlay be an individLtal or a firm having sorncthitrg to aclvertise^

{\ponsor. Dil'ect, Marketer. Dealer)

i) ,\n cl'ltctivc ntethocl of connecting rvith cllstomers in a relaxed and lirn-fllled atrnosphere is

(llanners" Evetrt Marlieling, Iloadshows. Notle of the Above)

rtrc trore ur"rits o1'tlte prciducts sold at a lower price Lhan if they rvcre bought

:rt lhc rcsLrlar sirrglc Lrnit;rrice.

tlllnciccl puci<s. Satttples. C)or:1lolls, Norrc tllthc Above)

6) are orcler placing rnachines.

{ l'.iosli. A INl. (latalogtlcs. Notle o1'the Above)
I r i'crsonrl selling is to otlier promotional tools

1 
( orrrplctlentalv. SLr plll ernerrtary)

I j cxist g,hen a flrur malics alt cx.rggerated staterr,ent about its goods or services.

r I'Lrl'lcry,. Stcre otv;rirtg. Misleadirlg. Ntlt'lc ol'the Above)

rescarclt extttlitrcs acls that have been laurrched'

( l-racing NIlrlicting. Aclvcrtising. None of the Above)

ar.c a rn6ral principles ancl values that govern the actions arrd decisitln ilf an ittdiviciLral or i

gr.or.ll')

rl'rlsonalitr'. irthics. Clhildhood Habits. Notre of the Above)

Ql. li) Matclr the lbllou'ing:- (Any 7) {C()1, R./U}
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r) Free of CostI)OI)A I

MccliaS2)(laLrsc S onsorsh i

3) Current CltstourcrsI)Lrblic
4) l-racl<irrEYcliow'

I)ersot-tSs)licsponsc (lrtrcls
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6)6) IN4C
7)7) PLrblic [{elzrtions
8)Innovzitive'l'echrli Lle8)
e) Avoid DLt licationse) Sarnples
t0)N4eclia Ilelatiortst0)

POP

Soci Benc flt

I'Lrblic Af'lirirs

Q2. Ansrver anv ONE set : {CO1, CO2)

a) What are the benefits of IMC? {lf,U}
.h) State the cletretrts of IMC'/ {R,U}

OR

c) lrxplain tlie irrtegratecl Marketing Comrnutricatitltr EvolLrtiorr'J {l{,tJ, ANI

cl) Discuss the Clotl-trnlttricatiorr [)rocess? {R,t.i. ANI

(l s)

Q3. Ansx'cr any ONB sct: {COI. CO2} (15)

+r) L.xplain thc clif'tbrcnt types of advertising. {R,tJ}
oI{

[) \\r5at is Sales Prgptotiop'? Givc reiisops firr grou,th o1'Sales Prolriltioti. ll{,tr,.\N)
c) IIorvl,oulcl youevaluatetheeff'ectivenessol'salesl)rotrtltiotrCampaigrl'/lll,tJ.AN. l'.1

Q,l. Ansu,cr tny ONII sct: {COl , CO2l ( 15)

a) llxplain the follorving tools of PIl - Illogging. Nervsletter arlcl Social N{eclia IVlarlicting.

lt{. u}
OR

b) Deline sponsorship arnd explain tire'essentials of goocl sportsorsltip. ll{. tl, AN)

c) trxplain the cli{'l'erent tools of Direct Marketing. Il{,U}

Q5. Ansrver any ONE sct: [COl , CO2l
a) Slrort Notc (An1,'3):

1) QLrestionablc I]2B Practices.

..-2) I"r'aLrcl.

3) Intclnct llcsporrscs.
ul1 I cl.' Mirl'l<ctiitLl.

5) Aclvertisit-tg on Internet.

( ts)

ot{
b) (i) Ilxplain the three broacl categories il'ev:iluation tools that can bc Ltsecl to erralttate the lN'l('st':,L.rr

{R. U, AN, B}
(ii; State ancl explairt the current trencls itr IMC'? {ll, U}

Ild itorial


