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Sample Questions

Part A: Short answer question (up to 25 words)
Part B: Analytical/ problem Solving questions

Part C: Descriptive/ Analytical/ Problem Solving/
Case guestions.



(These are sample questions for reference purpose only)

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?
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Questions
1. What are Red Bull's greatest strengths and risks as
more companies (like Coca-Cola, Pepsi, and Monster)
enter the energy drink category and gain market

share?

2. Should Red Bull do more traditional advertising? Why
or why not?

3

Discuss the effectiveness of Red Bull's sSponsorships.
for example, Bul Stratos. Is this a good use of Red

Bull's marketing budget? Where should the company
draw the line?

Sources: Kevin Lane Keller, “Red Bull; Managing a High-Growth Brand, " 8est fracice Cases 0
Branding, 3rd ed. (Upper Saddle River, NJ: Prentice Hall, 2008); Peter Ha, “Red Buil Statos Man
Wl Freefall from Earh's Stratosphere,” Time, January 22, 2010; Red Bull, wwwy. redbuit. com
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Excellence

~>>Target :
- aalle wido varoty
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b y {10808 whon
petitlon. This became evident i the mi
Kmant dominated the mass retal industry and Walmart
was growing rapidly, kmart and Walmart's m.lul\ulmu
messages communicated their low price promise, but
thenr merchandise was perceived as cheap and low
quality. Target sensed a gap mn the market for "cheap
chic™ retail and set out to distinguish itself from the other
LIg-box retailers

Target planned to build an up-market cachet for its
brand without losing its relevance for price-conscious
consumers. It positioned itself as a high-fashion brand
with trendy styles and quality merchandise at affordable
low prices. To fulfill this brand promise, Target's teams
Of merchandisers travel the world looking for the next hot
tems. Next, Target brings these trends to the shelves
taster than its competitors.

Many styles are sold exclusively at Target through
partnerships with world-renowned designers, such as
Mossimo Giannulli, Jean Paul Gaultier, and Liz Lange
in clothes: Anya Hindmarch in handbags; Sigerson
Morrison in shoes; Michael Graves in home goods; and
Pixi by Petra Strand in beauty. They are either staples in
Target stores or part of the Go International line, a special
design collection available for only a few months. In 2006,
Target introduced U.S. consumers to the concept of “fast
fashion,” already popular in Europe, to help keep the
product selection fresh, which in turn led to more fraquent
shopper visits.

Target's designer line collections are just ane unique
part of its entire integrated marketing communications
mix. The company uses a variety of tactics to commu-
nicate its “cheap chic" positioning, beginning with its
slogan, “Expect More, Pay Less." In its slores, Target
uses strategically placed low shelves, halogen and track
lighting, cleaner fixtures, and wider aisles to avoid visual
clutter. Signage features contemporary imagery but ig
printed on less expensive materials. Target aven catches
the eye of consumers in the air by painting its signature
red bull's eye on the roof of stores located near busy
airports.

Target uses a wide range of traditiona| advertising
such as television ads, direct mailers, print ads, radio, and
circulars. Its messages feature hip young Customers,
variety of strong name-brand products, and g lighthearteq
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Targel has a strong onling presence and e Tar
com as a critical component in 1 retail and cornery e Calter

strategy. Target.com is able to gain insight inte CONSLMers
shopping preferences, which ultimately ai!ngr-, for morg
targeted direct marketing efforts. The site alse tag, ron
in-store items alongside Web-only items in hopes of drvre
traffic into the stores. On social Web sites such as
and Facebook, Target builds loyalty and encourages yourg
consumers to share their experiences, discounts, and grex
finds with each other.

Target reinforces its positive brand image by contry.
uting significantly to surrounding communities. The o
pany donates 5 percent of its annual income, or more thar
$3 milion a week, to programs that focus on education
the arts, social service, and volunteerism. Target donatag
more than 16 million pounds of food in 2008 to Fees
America, the nation's food bank network. Target aiso
sponsors discounted or free days at art museums around
the country, including the Museum of Modern Art in New
York and the Museum of Contemporary Art in Chicago

As aresult of its integrated marketing plan, Target has
attracted many shoppers who would not otherwise shop
at a discount retailer. Its customers are younger, more
affluent, and more educated than its competitors attract
The median age of Target shoppers is 41 and the median
household income is $63,000. Three-quarters of Target |
consumers are female ang 45 percent have children at
home. In addition, 97 percent of U.S. consumers recog-
nize the‘ Target bull's eye logo.
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2 How does Target compete against
Walmart? What are the distinct differences in ner

IMC strategies?
Did Target do the right thing by tweaking fis message
to focus more on value and less on trends? Why or

why not?

Sources: “Value for Money Is Back—Target Does Marketing Right,” The Marketing Doctor
October 2, 2006; Ben Steverman, “Target vs. Wal-Mart: The Next Phase.” Businessieex

August 18, 2009; Ann Zimmerman, “Staying on Target,” Wall Street Journal May 7. 2007 Mz
Frazier, “The Latest European Import: Fast Fashion.” Advertising Age. January S, 2006, o € Juke
Schiosser, “How Target Does It,” Fortune, October 18, 2004, p. 100; Michefie Conin, “Look Whe s

Stalking Wal-Mart,” BusinessWeek, December 7, 2009, pp. 30-36; Wianvesl www aarvest
com; Target, www.target.com.
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