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Fourth Semester MBA Degree Examination, June/July 2025
Integrated Marketing Communication

Max. Marks: 100

Note: 1. Answer any FOUR full questions from Q.No. 1o 7.
2. Q. No. 8 is compulsory.
3. M Marks , L: Bloam's level , C: Course outcomes.
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Q.1 | a. | Define Integrated Marketing Communication (IMC). 3 | L1 CO1 |
b. | Briefly explamn the various promotion tools in IMC. : 7 L2 [Ccol
: c. | Examine the steps involved in developing the IMC prf:ugmmmc._ 10 L4 | COl |
' . I —
Q.2 | a. | What is Advertising H"udgﬂ? : | |3 ]11]coz
b. | Explain the types of Advertising Agencics. 7 L2 | CO2 |
¢. | Analyze the DAGMAR approach in detail. A 10 L4 | CO2
0.3 | a. | Explan the Importance of Headline. . '3 [12]CO03
b. | What is transit advertising? What are the advantages and disadvantages of | 7 | L4 | CO3
| transit advertising? .
"¢, | Explain the steps in developing media plan. oy 10| L2 CO3 |
Q.4 a, - What do you mean by corporate adveri_i-sing? i 3 | L1 CO3
b. | Deline Direct Marketing_"ﬁiﬁcuss Dircet Marketing St-ra_tc_-gif:as;. | |7 L4 | CO3 |
e Explain the sales promotion tools applied to consumers, middlemen and 10 | 1.4 | CO3
sales foree.
Q.5 | a. | Differentiatc Publicity and PR, ]3| L4 cCO3
b. | Explain the role and 'impur_l_emcc of cooperative advertising. S " 7 | L2  CO3
I c. | Hlustrate the various methods used to evaluate the cffectiveness of | 10 [ Le | CO2
advertising,
L
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Q.6 | a. What is B2B communication” Give E}H-]Iﬁg}lﬂﬂ- | 3 | L2 | CO4
b. | Explain the decision arcas u:z-I'Entﬁrnafimml';‘xdvertising. ; - 7 |L2 | CO4 |
‘ ¢. | Describe the Global a{cﬁerri&;i:1E_Ecu1ii1ique5 with cxamples, | 10 1.4 | CO4
I ]
Q.7 | a. | Define Industrial Advertising, - 3 lrn1|co4]
b. | Lxplain the various types of internet advertising. - 17 L2 | cod
c. | Write a short notc on: 10| L2 | CO4
1) Advertising and law

1) Advertising and cthics

i) Pesler power

vy Intellectual property rights
vl ASCI
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 CASE STUDY { Compulsory) !

Coca — Cola’s “Share a coke campaivn™

Co-ca Cola’s “share a coke campaign™, launched in Australia in 2011, was

a personalized marketing mitiative where the company replaced its iconic

logo on bottles with popular names. The campaign encouraged consumers

to find bottles with their names or the names of friends and share them,
' both physically and on Social Media. The campaign was a huge success | .
and was eventually rolled out in over 80 countries. Tt sienificantly increased |
co-ca-cola’s sales, particularly among young adults, and generated |

- substantial buzz on social media plat forms.

enhance its Integrated Marketing Communication (IMC) strategy?

b. | Analyze the impact of the “Share a coke” campaign an coca-cola’s brand | 5 | L4 | CO3
engasement on Social Med:a.

h

¢. | Evaluate the effectiveness of the “Share a coke™ campaign in achieving

L6 | CO2
ca-ca cola’s marketing objectives. ! :

d. | Analyze and identify the key factors that contributed fo the global success | 5 | L4 | CO4
ol the “Share a coke™ campaign?




