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PART A 

Unit 1 

Introduction 

Q1 Define Integrated Marketing Communication 

Q2 What are the main factors affecting the marketing communication mix? 

Q3 Name the tools communication tools used in Integrated Marketing 

Communication 

Q4 Discuss any one model of consumer response 

 

Unit 2 

Advertising 

Q5 What are the main objectives of advertising? 

Q6 Briefly discuss the main role of advertising in the marketing process 

Q7 What are the main types of advertising? 

Q8 Briefly discuss the idea model AIDA model of marketing communication 

Q9 What is the information processing model of marketing communication 

 

Unit 3 

Advertising budgeting and advertising agency 

Q10 Mention the main advertising budgeting methods? 

Q11 What is the function of an advertising agency? 

Q12 What are the various types of advertising agencies? 

Q13 Describe what you understand by client agency relationships 

Q14 What is the DAGMAR approach for setting advertising objectives? 

 

Unit 4 

Creative strategy 

Q15 What do you understand byt creativity in advertisement? 

Q16 What are advertising appeals? 

Q17 Mention the various types of AD execution styles 

Q18 Explain the concept of advertising copywriting 

Q19 Why is advertising art layout so important? 

 

Unit 5 

Media planning and scheduling 

Q20 Define media planning 

Q21 What are the main objectives of using media for advertising? 

Q22 Explain the concept of media scheduling. 



 

Unit 6 

Sales promotion, Direct marketing, Personal selling 

Q23 Define sales promotion 

Q24 What do you understand by trade oriented sales promotion tools? 

Q25 What do you understand by consumer oriented sales promotion tools? 

Q26 Define direct marketing 

Q27 Discuss the main objectives of personal selling 

 

Unit 7 

Event marketing and Public Relations 

Q28 Define public relations 

Q29 What do you understand by interactive marketing? 

Q30 What is the importance of using events and sponsorship for marketing 

communication? 

Q31 Discuss the importance of public relations 

Q32 Explain the concept of interactive marketing 

Q33 What is social media marketing? 

 

Unit 8 

Monitoring and Evaluation and Control 

Q34 Why is it important to measure the effectiveness of a promotional program? 

Q35 Is it important to evaluate the ethical aspects of advertising for a market? 

Q36 How do the social aspects of advertising impact advertising outcome? 

Q37 Is the economic aspect of advertising the most important one according to 

you?   why? 

  



 

PART B 

 

Unit 1 

Introduction 

Q1 Define IMC and highlight the role of IMC in the overall marketing process 

Q2 Discuss the various factors affecting the marketing communication makes with 

reference to the overall marketing strategy as well as the long term goals of the 

organization . 

Q3 What are the various Integrated Marketing Communication tools and how is 

each one of them important for the overall Marketing Communication function 

 

Unit 2 

Advertising 

Q4 Discuss the objectives and role of advertising in the marketing process 

Q5 What are the various types of advertising and  give examples of each type of 

advertising to explain your answer 

Q6  Discuss the elements involved in advertising planning and explain each of 

these elements briefly. 

Q7 Explain The hierarchy of effect model  used in advertising 

 

Unit 3 

Advertising budgeting and advertising agency 

Q8 Write a note on various methods of advertising budgeting. Which one of these 

is the best in your opinion and why? 

Q9 What are the criteria for selecting an advertising agency and what are the main 

points to be kept in mind to establish a harmonious client agency relationship. 

 

Unit 4 

Creative strategy 

Q10 Outline the creative process in advertising and discuss why it is so important 

Q11 What are the various appeals and execution styles that are a part of Creative 

strategy 

Unit 5 

Media planning and scheduling 

Q12 Give an overview of media planning focusing on how media objectives are 

established and implementation is planned. 

Q13 Write a note on developing and implementing media strategies with special 

emphasis on media scheduling. 

 

  



 

Unit 6 

Sales promotion, Direct marketing, Personal selling 

Q14 Compare and contrast between consumer oriented sales promotion tools and 

trade oriented sales promotion tools. 

Q15 Explain the concept of direct marketing what are the main objectives, benefits 

and elements involved in direct marketing. 

 

Unit 7 

Event marketing and Public Relations 

Q16 Discuss the key elements of event and sponsorships and explain how the 

concept of promotion and pricing works in event marketing 

Q17 explain the concept of public relations what are the various tools of public 

relations and how are they useful 

 

Unit 8 

Monitoring and Evaluation and Control 

Q18 Write a note on measuring the effectiveness of the promotional program and 

what are the various methods that can be used to measure this. 

Q19 Explain why it is so important to evaluate the social ethical and economic 

aspect of advertising and promotion. 

  



 

PART C 

Unit 1 

Introduction 

Q1 Discuss the various models of consumer response and highlight how each one 

of them can help us understand how the relationship between the market tear and 

the consumer can be made more  harmonious and productive. 

 

Unit 2 

Advertising 

Q2 Write a note on the various models of communication response. What is the 

basic learning that we get from each of these models regarding making advertising 

more effective and efficient? 

 

Unit 3 

Advertising budgeting and advertising agency 

Q3 Discuss the  DAGMAR approach for setting advertising objectives and explain 

how and why advertising objectives are the key to achieving better outcomes for 

the marketing communication process. 

 

Unit 4 

Creative strategy 

Q4 Write the note on advertising copywriting highlighting the copy principles for 

both print and broadcast copy 

Q5 As the creative head of a large advertising agency, what are the main points 

you would ask your team to keep in mind while devising a television advertisement 

for  an important client who is in the business of  Cosmetics in the Global market 

and now wants to enter the Indian market. 

 

Unit 5 

Media planning and scheduling 

Q6 If you were the manager Marketing Communication of an advertising agency 

then what would your suggestions be regarding the choice of the media mix for a 

client who manufactures brands and cells educational toys for young children. give 

the details of the  integrated marketing  communication strategy that you would 

use.  

 

  



 

Unit 6 

Sales promotion, Direct marketing, Personal selling 

Q7 Discuss  the concept of personal selling.  If you wanted to implement personal 

selling in your organization what would be the strategy and process that you would 

use. Outline the entire process giving an example of your own choice. 

 

Unit 7 

Event marketing and Public Relations 

Q8 If you are the  manager of a large multinational corporation dealing with the 

advertising agency that you have, what would your brief be to them regarding 

conducting an event on behalf of your company in order to improve the visibility 

and vision of your company among the target audience. 

 

Unit 8 

Monitoring and Evaluation and Control 

Q9 Discuss the importance of monetary evaluation and control of advertising 

effectiveness. How is this linked to the advertising budget for a particular 

campaign? What are the points to be kept in mind while evaluating the advertising 

effectiveness of a campaign? 

 










