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Qi. Read the following case study and answer the questions given below:

Case Study: MIKE'S OLD-TII\'IE ICE CREAM AND CHOCOLATE SIIOP

Mike Swann uias excited tc open his new business t"nL" in the springtime. Mihe's O1d-

Time Tce Cream and Chocolate Shop was established to take advantage of, several

opportunities anel reach multiple audiences, all in one location. ln the summertime, ice cream

should sell besr. In tlie vr:inter and spring, chocolate products may L':e given as Christmas,

Valentine's, Easter, and Mother's Day presents. lvlike also decided to sell fast food

throughout the year, including hamburgers, hot dogs, griiled cheese sandwiches, pretzels,

fiies, anci other items,

To make his store stand out, Mike chose to locate on the outskirts of town, where parking

would be readily available, and the store would be surrounded by a more natural environment

including a neaiby forest. Then, he was able to obtain a passenger car and caboose from a
now-defunct raih"oacl company that could be set up as a place to enjoy ice cream in zL unique

seating affangement in addition to the regular tables inside the shop" Outside of the rail cars,

Mike placed a swing set and other items fbr children. The biggest challenge Mike faced was

getting the word 6ut. He confacted a local advertisinq and promotions agency to help him get

itarted" The first question the account executive asked was, "We11, what is going to make

your store stand out?".

Mike responcled, "$erreral things. First, I am re-opening a company that sen'ed this area fcrr

yrarr, .ail*d ostev€nson's lce Cream.' I plan to generate publicity letting everyone know that

we wili be seiling tire same kind of great-tasting ice cream that used to be offered by that

c6mpany. Second, I have a partnership with a looal chocolatier that is on the far side of town.

We'il beseiling their products in our store. And third, we are appealing to that old-fashioned,

old-time reiaxation that people enjoy in the summer. Famiiies should love that." Next. the

executive asked, "Who are your major competitors?" Mike answered, "For ice cream, I
suppose it is Baskin-Robbins and Dairy Queen. For chocolate, it's probably Nestld and

Herihey's. But we are set up in such a unique way we should be able to attract people

differently."

The executive and Mike agreed that the company's launch was a key time to communicate

this difference. They also believed the target audience would be pretty large, including

families with children, grandparents with grandkids, and other people looking to enjoy higir-

quality chocolate and ice cream in a unique atmosphere, possibly after enioying a quick meal.

ihe executive pointed out that getting people to visit for the first time wouid be one factor

but that generating return business thror"rghout the year was the real key to long-tenn success.

Itivas time to get started.



Questions:

a. Mike's store will be a local business that competes with large nationai companies.

What communication challenges does that present? (05 Marks)

b. Which of the emerging trends in marketing communications can Mike use to promote

his new business? Explain how it can be used. (06 Marks)

c. W'hat should be the first message that Mike should try to communicate to all potenrial

customers? Should tre emphasize price,1,alue, or some other element of his business?

(05 Marks)

d. Will Mike be abie to use social media and mobile marketing techniques as part of his

marketing communications efforts? If so, how? If not, why not? (06 Mark$

(Total22 Marks)

Q2.

a. 6olntegrated rnarketing comrnunication is a two-way dialogue between the
marketer and the target audience".

Elaborate on this statement" (06 Marks)

b.. How does an understanding of consumer behaviour influence the development of
effective lntegrated Marketing Communication strategies i Provide examples of
successfui campaigns that'were rooted in deep consumer insights. (07 Marks)

c. Discuss some of the reasons why traditional advertising agencies have been

developing more integrated marketing communication capabilities. What changes

might traditional agencies have to make to improve their lntegrated Marketing

Communication (IMC) capabilities? (07 Marks)

(Total20 Marks)

Q3.

a.

b

Explain the objectives of advertising with examples.

What are some of the reasons why companies might change

agency and hire an outside agency?

c. Give an example of how companies might use direct
Integrated Marketing Communication (IMC) program.

consumer and business marketers.

(08 Marks)

lrom using an in-house

(05 Marks)

marketing as part of an

Provide examples of both

(07 Marks)

(I'otal20 Marks)



Q4.

a. What is meant by Trade-oriented sales promotion? Discuss the various types of Trade
promotions and reasons why marketers use them. (06 Marks)

Expiain why public relations and publicity may have more impact on the consumer
than other IMC program elements. Provide examples. (07 Marks)

Explain why the combination of personal selling and advertising may provide benefits
that exceed just personal selling alone. (07 Marks)

(Total20 Marks)

Explain five distinct stages of personal selling evoliition with examples. (08 Marks)

State the reasons against for measuring the effectiveness of promotional programs.

(04 Marks)
Write short notes on the following:

I. Above the Line Promotion (ATL).

II. Direct Marketing Vs Direct Selling.

ru. Sales promotion is essentially an "acceleration tool".
(06 Marks)

(Total 18 Marks)
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