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End-Term Examination, Term - V (January 2026) 

	 Time Duration: 2 Hours                                                                                          Total Marks: 40



General Instructions:
1. Answer all questions.
1. Marks against each question are indicated.
1. Answer all parts of a question at one place in continuation.
1. Answers should be analytical and supported with case data.
1. Apply relevant IMC concepts and frameworks wherever required.
1. Do not write anything on the question paper except Roll Number.


SECTION - A
CASE STUDY
Background
NutriNest Foods Pvt. Ltd. operates in the packaged breakfast category and launched a ready-to-eat millet breakfast range targeting health-conscious consumers in Tier-2 cities. The objective of the IMC campaign was to modernize the perception of millets and stimulate first-time product trial.
The campaign ran for five months and relied primarily on digital video advertising and influencer-led communication. The composition of the IMC mix and budget allocation used in the campaign are shown in Table 1.
Although post-campaign reports indicated strong reach and visibility, management observed that awareness did not translate into adequate consumer understanding or conviction. To diagnose this issue, a post-campaign study was conducted to examine how consumers processed the communication. Outcomes across different stages of information processing are presented in Table 2, while key consumer perceptions are summarized in Table 3.
Table 1: IMC Mix Used in the Campaign
	IMC Tool
	Intended Role
	Budget Share (%)

	Digital Video Advertising
	Awareness
	47

	Influencer Marketing
	Attention
	23

	In-store Displays
	Trial
	18

	Outdoor Advertising
	Reminder
	12



Table 2: Consumer Information Processing Outcomes
	Processing Stage
	Outcome (%)

	Awareness
	75

	Attention
	60

	Comprehension
	33

	Acceptance
	21

	Retention
	15


 
Table 3: Diagnostic Consumer Feedback
	Observation
	Percentage

	Advertisements were visually appealing
	71%

	Product benefits were not clearly understood
	57%

	Messaging appeared generic
	62%

	Higher trust in local newspapers and radio
	66%



Question 1.
a) Analyze the effectiveness of the IMC campaign by examining consumer movement across the information processing stages shown in Table 2, in relation to the IMC choices outlined in Table 1 and the feedback presented in Table 3.
Identify where communication effectiveness weakened and explain why. 		   (10 Marks)
b) Distinguish between the communication outcomes actually achieved by the campaign and the outcomes required to encourage product trial for a new breakfast brand.
What does this gap indicate about the limitations of the earlier IMC effort?               (10 Marks)
c)Based on your analysis, Inspect and organize the key communication outcomes that need strengthening.
Examine how message structure, media emphasis, and sequencing of communication should be realigned to support these outcomes.  					                 (10 Marks)


Question 2 – You are a media planner at StrataEdge Communications. A regional tourism board wants to increase serious consideration of off-season travel packages among urban professionals. Earlier promotions generated curiosity but did not lead to itinerary evaluation or booking enquiries.
Examine how media choice, message depth, and sequencing of communication should be aligned with consumer information processing stages to improve consideration of the offering.
(10 Marks)
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