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2) Assume suitabte data wherever necessary.

3) Figures to the right indicale full ma*s.

Q,l A Pi in the blank with b€sl suilabte alterd{tives from the Markr' Blooms COs
given: 10 Levet

a) ln Marketing Communications, mriitiple messages must speak 01 Ll COl
with a

i) multiple voice
ii) single voice

ii) Throlrgh the line iv) Above the line

iii) altemative voice
iv) objective voice

is a penonal esentation by the 01 Ll CO2h)

c)

firm's sales force to make a sale alld build customer
relatiouships.

i) Sales Promotron iii) Direq Marketing
ii) Advenisjng

are largel) non-Largered and ba!e a wide reach

i) On th€ line iii) Below the line

iv) Personal Selling

Adve ising includes activities that 01 Ll CO3

d) In AIDA model, I stand for

i) Interesl
ii) Insight

e) There are basically
agencies.

i) fou,

OI LI CO4

iii) Involve
iv) lntegraie

types ofadvertisiry 01 Ll CO5

iii) five
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ii) uee r!) sry

! Copy.iglt, patent and trademark are aii diffe.ent tlpes of 01 11 CO6

r) pbystcal propeny ii,l solrd propeny
ii\ tangible propeo ivrinre icrual piopertl

g) A-:--,. 
-_ isa Foduct wirb lmique character, for 01 LZ CO1rnstance m deslgn or image.

i) rtame
ii) brand

h)

iii) goods

iv) cornmodity

is the sales pro&otion technique direcled ol L2 CO2towBrals dealrrs.

i) frce samples
ii) Demorstation

sweepstakes

iii) Point-of-purchase
iv) Consumer

i) Hoardings, bamers, flags, wraps are the examples of Ol L2 CO3

i) indoor adrenisrng il broadcasl ad\errilin!
'rt 

ourdoor ad\ertrsing rr I drgihi ad\ertisine

j, 
Ill^ -_ . appeal in adventsing message oIlers 0l L2 LrXracls and trlormatlon lo belp the rargel audjence make a
purchase ctectsron.

i) info.mational iii) moml
ii) emotio al iv) ethical

B) Match the fo owiDgi Merks-0s
'-{'Group .B'Group

a) SWOT analysis t. Extemal pR 01 Ll COl
b) Co-ope.alive Advertising 2. Firsi Advertising Agency 0i L1 CO2
c) Custome 3. Dealers Sales prcmotion 01 Ll C()3d) William Taylor ih 1786 4.Intemal & Exemal 01 Ll CO5
e) Trademark Arlalysis 01 Lt CO6

5. Word, slmbol, design
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Q.2

C) Ansryer the following stetements with True or False and
eorrect the &l!9 on€:

a) Publicity is gaining public visibility or awarercss fo, a
product, service or your company via the media.

b) Consumer Behaviour does not undergoes a chahge and is
static.

c) Intemal public rclations include maintaining rclatjons with
employees and management.

d) Publicity is a paid form ofcornmunicarion ard is dircctly paid
by producer.

e) Cop,.right is represented by symbol '.@" or abbreviation

Wdt€ note on: (Any Four)

Objectives of Iff egmted Marl€ting Cornmunicaaion

Describethe benofits of TntogratedMa*eting Commmication

c) Objectives of Sales Promotion

Factors that inlluencc Consumer Behaviour for a ry Channel
OR

lne (oncept ol Segmentanon in markedng

d)

Answer the following: (Any three)

Define Sales P.omotion. Explain the sales promotion
techniques.

Explain ilrc ciient agency .elationship in advertisjng.
OR

Discuss the roie ofadvertising agency. Explain the qpes of
advertising agencies.

Throw light oD the main aspects of socially respoDsibl€
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c06L3

L2

Q.4

L3 c05

L4

e)

b)

e)

a)

riarketing. What is social .espotrsibility in advertisi[g?
OR

What is ethical marketing? H-w oan today,s iirm make their
praciices more ethical and responsible?
Atrswer the followiDg: (Any three)
Discuss the^codcept ofE-comfierce wifi examples. \Vhat are
the t)?es ofecommerce model?

I]l*.rut". t]r. *r."p, or erbticjt] by gi!ing ,ts objecriles.
Ursbngursh behn€€n pR and publiciiv

IorerEel tbe SegmeDratioq Targefing ara losrUoning moael
rn marketing by gjving elamples

Compare and contrast the iegai provisions related to
copynghr. parents atrd tadelnark

ot
Fxplaintbe labetling atrd pac6-ging in food and drug
adulteraiion
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