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Instructions for Candidates

Write your Roll No. on the top immediately on receipt

1.
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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“Communication is the key to success™, do you agree
with the statement, explain defining the process of
communication. List out the various elements involved

in the process with examples. (15)
OR

(a) Define Marketing Communication. What role does

communication play in marketing? (3)

(b) Differentiate between encoding and decoding
and explain their significance for effective

communication. (5)

(¢) Define the role of informal communication in

improving the effectiveness of formal
communication. (3)
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Attempt any three of the following: (5%3)

(a) Why is identifying target audience clearly important

for a marketer before designing the communication
message”?

(b) Explain in detail various steps in Hierarchy-of-

effect model of communication objectives.

(c) Define the various methods for setting the
communication budget. Which of those methods

are considered as the best?

(d) What are the various points taken into account

while designing an effective message for

communication?
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3. Marketers have no dearth of options when it comes
to the ways to communicate their target market.
Highlight the characteristics and importance of
different promotional tools available to marketers in

today’s world. (15)
OR

(a) To design the right promotion-mix, a marketer
needs to consider many things. Discuss the factors,
which affect the designing of promotion-mix by
marketers. (8)
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(b) Suggest suitable promotion-mixcs for any two of
the f‘Ollowing pProducts, giving the logic behind your

suggestions. (7)
(1) Organic spices
(i) An electric car
(iii) A certificate course in digital marketing
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4.  Consumer behavior is governed by many factors.
Discuss in detail the factors, which influence buyers’

buying behavior. Use suitable examples. (15)
OR

(a) With the help of examples, explain the different

types of consumers buying behavior models.

(8)

(b) Explain the consumer buying decision process. Do
consumers pass through all the stages every time

they make a purchase? (7)
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(a) Define the concept of Integrated marketing
communications. List out the various reasons for

the growing importance of IMC concept.  (10)

(b) Explain the advantages and disadvantages of

television as a media. (5)

OR

(a) Define the concept on Integrated Marketing
Communication. What are the various steps

involved in the process of IMC? (10)

(b) Explain the significance of Internet as an emerging

medium. (5)
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