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Instructions
1. Attempt all questions.
2. Make suitable assumptions wherever necessary.
3. Figures to the right indicate full marks.
4. USE of SIMPLE calculators AND non-programmable scientific calculators are permitted.

Marks
Q.1 ALL 7 Questions must be Compulsory. 14

 (a) Marcom

 (b) Recency & Primacy Effect

 (c) Public Relation

 (d) USP

 (e) Pester Power

 (f) Humor Appeal

 (g) Push & Pull Strategy

Q.2 (a) Explain the elements of the IMC communication process and justify how these
components support message clarity in IMC campaigns.

07

 (b) Analyse any two response hierarchy model to design a communication flow for
promoting a new FMCG product of your choice.

07

 OR

 (b) Analyse the DAGMAR approach to set IMC objectives for a new brand campaign
and evaluate the criticisms that may affect the practical implementation of
DAGMAR.

07

Q.3 (a) Evaluate the role of Public Relations and Publicity in IMC and analyse how crisis
communication helps maintain brand trust during negative publicity with relevant
example/s.

07

 (b) Explain different categories of sales promotion tools and analyse a short-term sales
promotion plan for a newly launched FMCG product by selecting appropriate tools
from each category with justification.

07

 OR

 (a) Examine how AI tools and analytics are transforming IMC planning, content
optimization, and campaign performance tracking in digital marketing.

07

 (b) Analyse an IMC execution plan integrating POEM framework for a D2C fashion
brand. Specify which tools (Traditional & Digital) you will use and justify the mix.

07
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Q.4 (a) Compare offline and online media channel selection criteria used in IMC media
planning and evaluate how channel choice influences campaign effectiveness.

07

 (b) Develop a media scheduling plan for a seasonal consumer brand and justify which
pattern you would recommend for maximizing reach with controlled budget.

07

 OR

 (a) Examine different IMC budgeting approaches and assess how each approach affects
resource allocation.

07

 (b) Recommend suitable digital measurement metrics/ key performance indicators for
evaluating a integrated Traditional & Digital IMC campaign and justify your metric
selection.

07

Q.5 XYZ Naturals, a newly launched premium skincare brand, has partnered with a well
known OTT platform & Instagram actress (/influencer) to endorse its herbal based
“Clear Radiance” face care range. The brand wants to rapidly build trust, create
aspirational associations, and drive quick trials among young urban female
consumers.
To support the launch, XYZ Naturals used a mix of digital platforms along with
traditional media mix. Short term sales promotions such as bundle packs and limited
period coupon codes were also introduced. The brand received high visibility in the
first 6 weeks, but the IMC team now wants to refine communication clarity, improve
message recall, and improve conversion.

Management wants to ensure the celebrity brings long term brand credibility and not
only short term attention.

 (a) Examine the key Source factors and justify how these factors influence brand
credibility in XYZ Naturals’ celebrity endorsement campaign.

07

 (b) Recommend suitable IMC tools that XYZ Naturals should use to strengthen message
clarity and recall. Justify the mix.

07

 OR

 (a) Apply the Consumer Decision-Making Process to explain how consumers will decide
at each stage for XYZ Naturals.

07

 (b) Evaluate which message appeal XYZ Naturals should adopt for its next IMC
campaign and justify how this appeal can strengthen persuasion and brand recall.

07

***
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