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	Question No.
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Marks

	1. 
	A sportswear brand is launching a “Run for Fitness” campaign across 5 cities, targeting 50,000 college students. The brand’s objectives:
· Awareness: Reach 70% of the target audience within 3 months.
· Engagement: Get at least 20,000 students to participate in city runs.
· Conversion: Achieve 10,000 online purchases through promo codes.
Apply all the components of an Integrated Marketing Plan to outline the steps this brand should take to ensure consistency in communication across digital, on-ground, and influencer channels. Elaborate on the key consumer insight and key message of the campaign and detail the IMC initiatives across the multiple channels, to bring this message to life and achieve the brand goals given above.

	10

	2. 


	A badminton player has recently broken into the world top 10 rankings and has 1.5 million Instagram followers. A sports equipment brand is evaluating an endorsement deal with the sportsperson, which will cost them ₹5 crore annually.
What are the attributes of Source effectiveness that the brand should consider and outline the key criteria (fit, credibility, risk, ROI) for decision-making and for assessing celebrity endorsement performance.

	10

	3.
	A football league in India has an average stadium attendance of 30,000 per match and TV viewership of 5 million per game seeks sponsors. Its brand image: fast-growing, youth-oriented, but  the football league lacks premium positioning.
Apply the concept of positioning to recommend a positioning statement for this football league that differentiates it and guides its communication strategy.
Sponsorships in IMC can play role in determining the brand’s positioning. Identify the type of sponsor categories (e.g., lifestyle brands, fintechs, fitness products) that would best fit this football league’s profile and why.

	10

	4.
	A sports shoe brand wants to establish itself among urban youth (age 18–25 years). It is priced mid-market, emphasizes lightweight performance, and plans endorsements with young athletes. Survey data shows:
· 60% of the target group values style over price.
· 40% value performance and durability.
Using Kapferer’s Brand Identity Prism, apply the six facets (physique, personality, culture, relationship, reflection, self-image) to define the brand’s identity.

	10

	5.
	A new sports drink brand is preparing to launch before the upcoming cricket season. Research shows that:
Target Segment A (gym-goers, age 18–30): 70% prefer drinks with high functional benefits (hydration + energy).
Target Segment B (casual cricket fans, age 20–35): 65% are more influenced by trendy packaging and celebrity associations.
Explain how you would classify this product in the FCB Grid for each target segment and specify what type of communication appeals and media channels you will use for each target segment.

	10

	6. 
	A fantasy sports platform wants to drive 1 million new app downloads in the 2 months before the next cricket league. The brand wants to focus only on digital marketing initiatives. 
Apply the POEM framework to design a digital media mix strategy across Paid, Owned, and Earned media to achieve both reach and sustained engagement. Mention the key media platforms, role of each platform, content pillars for each platform and budget allocation distribution between Paid, Owned and Earned media.

	10
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