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Instructions for Candidates

1.  Write your Roll No. on the top immediately on receipt
of this question paper.

2. Attempt all questions.

3. All questions carry equal marks.

4. Answers may be written either in English or Hindi;
but the same medium should be used throughout the

paper.
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1. (a) “For message to be effective, the sender’s
encoding process must match with the receiver’s
decoding process.” Explain the statement in the
light of the communication process? (8)

(b) What are the limitations of formal communication

and how can they be overcome. (7)

OR

(a) Define the concept of marketing communication
and what role does communication play in

marketing? (8)

(b) Illustrate and define the strategy of marketing

communication using a diagram. (7)
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2. (a) Explain the Hierarchy-of-effect model of

communication objectives. (5)

(b) Explain the percentage of sales method and
objective and task method of setting promotional

budget. (10)
OR

(a) Explain the AIDA model of setting communication

objectives. ®))

(b) Explain in detail the various steps in developing

the effective marketing communication. (10)
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(a) Explain the concept and significance of promotion

in the modern day marketing. (7)

(b) List out the difference between personal selling

and advertising. (8)
OR

(a) Explain the various factors that are affecting

the choice of an appropriate promotion mix.

(10)
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(b) Define Direct marketing. What are its various

forms that a direct marketer may usc to reach the

prospeclivc customer. (5)
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(a) Why do marketers study consumer buying
behaviour ? Briefly explain the various factors

affecting consumer choice. ((10)

(b) Complex buying behaviour versus habitual buying

behaviour. (5)
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OR

(a) Explain the role of psychological, socjq
ang

cultural factors in determining consumer behayj,
ur,
(10)

(b) Differentiate between dissonance reducing
buying behaviour and variety seeking buying

behaviour. (5)
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(a) List out the various stages involved in the

5. :
implementation of integrated marketing

communication. (10)

(b) Discuss the advantage and disadvantage of

advertising on a Television. (5)
OR

(a) What are the different advertising media available

to an advertiser for advertising his products?

(8)

(b) Highlight the importance of integrated marketing

communication for a big business enterprise.

(7)
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