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Integrated Marketing COrﬁ unications

Time: 3 hrs. - Max. Marks: 80
§ Note: 1. Answer any FOURfu I'questions from Q No.] to Q No.7.
g 2. Question No. 8 is compulsory
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g5t 1 a. Define IMC. (02 Marks)
. § b. Briefly explain various promotlon tools inIMC. .~ (06 Marks)
g2 c. Examine the purpose, role and factions of marketmg commumcatlon (08 Marks)
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! 2 a. Distinguish between ublicity and public relatlons (02 Marks)
o L g y p
e & b. What are the advertlsmg objectives? (06 Marks)
e c. Explain d1fferentt es of Advertising agencies Wlth suitable examples. (08 Marks)
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g2 3 a Expand DAGMAR. (02 Marks)
5.8 b. Write a note various services offered by AD agencies, - (06 Marks)
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g e c. Describe few important methods of preparing agi ertlsmg budgets. (08 Marks)
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3 g 4 a. What is media planmng‘7 (02 Marks)
Z g b. Compare and contrast between print medla and broadcast medla (06 Marks)
; s g, Explam varlou advertising appeal used in preparing the ADs for both products and
§ £ services. , & (08 Marks)
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™ JE 5 a Whatisan AIDA model? (02 Marks)
% 2 b. Write a'note on the basic.components of prmtmg advertlsmg (06 Marks)
82 c. /Bring out the roles, types of corporate advemsm along with its limitations. (08 Marks)
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3 -g 6 a. What is “keep it 31mple and stupid” strategy in ADs? (02 Marks)
o
£ b. Explain the role and importance of co-operative advertising. (06 Marks)
< c. [Illustrate the varlous methods uéméd for evaluating the effectiveness of advertisin (08 Marks)
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;‘5 7 a. What are B2B commuriications? (02 Marks)
£ b. Write a note on Internet Advertising stating its merits and de-merits. (06 Marks)
£ c¢. Examine the importance of analyzing global environment for international advertising
£ (08 Marks)
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Compulsory Case Study 8

The integrated components used by Coco-Cola empfoyed a mass media technology
which induced television advertising, print media and ba@ner ads. The approach utilized a
marketing mix of advertising, direct marketing, as W ” web based interactive and social
media marketing and sales promotions.

Coco-cola advert1s1ng has historically been among the most prolific in the marketmg
history. The various AD campaigns throughout he company’s one hundred and twenty nine
year history hence often has a major im ac’u n culture and society, \including a hit song
which received airplay on popular radie.stations in 1971. The logo and bottle designs are
immediately recogmzable throughout the. world, and are 1ntegral part 'to brand’s image and
reorganization in the moment place{,

Direct marketing efforts by /Coco cola are myrlad The dev1ces operated incorporate
vendor company partnershlp demgned for exclusivity, i.e réstaurants and movie theaters only
offer coke products, ellmmatlng any direct competition. They sponsor sporting events.

Web based and socwf aigns,constitute industry benchmarks. Fans
number over eight six:million across social media’ channels engaged by the brand. Differing
factices are proyrd d on individual. Soc1al networkmg channels/sites, yet a consistently
unified manage, is Li"' held. Web based mteractlve marketing in focused on design and
functlonallty, relying on banners, v1deq and public relations. New products online games,
and socia culture and sporting events are the focus of Coco-Cola websets content.

Sales gomotlon for Coco- Cola is almed at two strategles retail and food service. Retail
e directed towards company s partnership, direct'store delivery and profit of sales
techniques, Reliance an exclusive. company partnershlps where in restaurants only offer coke
products eliminates competmon Direct store dellvery' is a crucial link{in the value chain, and
ith bright red deiivery truces emonazoned with the brand logo.
POS display include bran “specific colour for in store sales along with vending machines

which carry coke product ¢

A caparison of: the relative importance,_of with Coco.- Cola IMC components levels a
marketing comm@ffmcatron mix whichi'is, iconic. So much of*tﬁhe brand image in immediately
recognizable, r1ght down to the bright-red and white lettermg of the names Coke an Coco
Cola. Thls images in carried out ally and in so dﬁtabhshed and acclaimed worldwide that
iar i arkets are readily known by consumers
uring the recent of NFL super Bowl
: Spamsh Tagalog, Hebrew, Hindi, Kerens and
along with the long America the beautiful.

The Coco Cola IMC managmg has established longing for the product that supersedes the

" _desire for that typécally associated with a drink to quench one’s thirst. The rank and

positioning of the ‘¢lements used as part of the integrated marketing a approach connot
therefore be overstated The consistant international presence of Coco Cola is a. direct
outgrowth““of the marriage of the advertising direct marketing as well as Web based
interactive and social media. Marketing and sales promotion efforts that have been included
over the years in their IMC endeavors, Coco Cola has established itself as a player in the
large scale stage as as d;rect outcome secondary to the competitive importance of the
components of the mtegrated Marketing communications Mix.

Posers: /A

What is your o

\i/\ﬁon on Integrated Marketing Communication implemented by Coco Cola?

(08 Marks)
What is your,recommendation for Brand Mangers to come up with new strategies for Coco
cola? /- (08 Marks)
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