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INSTRUCTIONS TO CANDIDATES:

I. SECTION-A is COMPULSORY consisting of EIGHT questions carrying TWO marks each.

Date : 19-05-2026

Total No. of Pages: 2

Max. Marks: 60

2. SECTION-B consists of FOUR subsections: Units-1, 11, 11 & 1V. Each subsection contains TWO questions, each question carrying EIGHT marks and
student has to attempt any ONE question from each subsection.

3. SECTION-C is COMPULSORY and consists of ONE Case Study carrying TWELVE marks.

Q No. | Description co BL Marks
SECTION A 16
l.a. State the meaning of advertising appeal. CO-1 L1 2
1.b. Describe IMC planning model in the advertising context. CO-1 152 2
l.c. Identify pre-testing methods used in integrated marketing communication. CO-2 1L41 2
1.d. Summarize internet advertising benefits. CO-3 L2 2
le. List any four qualities of a successful salesman. CO-4 L1 2
1.5 Differentiate between intensive and selective distribution. CO-5 L2 2
l.g. List factors influencing product decisions. CO-5 L1 2
1.h. Explain the importance of sales territories in performance management. CO-6 L2 2
SECTION B(UNIT-T) 8
5 Execute different advertising appeals in building brand communication and Justify their Co-1 L3 8
’ effectiveness in influencing consumer perception.
3 Implement various IMC tools in the digital marKeting environment and justify their CO-1 L3 8
g contribution toward integrated communication effectiveness.
SECTION B(UNIT-II) 8
% Investigate marketing research techniques for IMC development and justify their role in CO2 L4 8
’ designing effective communication strategies. ,
s Differentiiate the research process in IMC programme development and justify its CO-2 4 8
i importance in designing effective communication campaigns, i
SECTION B(UNIT-III) 8
6 Evaluate the major challenges involved in setting up a sales organization and justify &0 Ls 8
i suitable measures for overcoming such challenges. ¥
7 Evaluate marketing policies in achieving competitive advantage and justify their role in CO-5 Ls 8
y sustaining organizational growth. .
SECTION B(UNIT-1V) 8
g Differentiiate sales territory design for market coverage and justify the importance of CO% L4 i
’ proper territory allocation in sales performance. e
9 Investigate the effectiveness of sales meetings and justify their role in improving CO% L4. g
Gl coordination, motivation, and communication among sales personnel. 3
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SECTION C

12

10.

Chai Sutta Bar expanded rapidly through a franchise-led business model that targeted
young consumers with affordable pricing and a unique café experience. The brand
focuses on providing tea in kulhads along with a comfortable and youth-friendly social
environment. Its growth strategy depends on proper location selection, standardized
menus, and consistent brand elements across all franchise outlets. Local-level marketing
activities, social media promotions, and community engagement programmes help
increase customer footfall and brand visibility. The company also emphasizes
maintaining consistent product quality and customer service standards across different
locations. However, ‘managing operational consistency and ensuring sales performance
across franchises remain major managerial challenges. Effective sales organization and
franchise management strategies are therefore essential for supporting sustainable
business expansion. ‘

Q1. Design a sales organization structure suitable for Chai Sutta Bar’s expansion.

Q2. Develop a sales management strategy to ensure consistency across franchises.

CO-6

LS

12
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