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PGDM, 2018-20
Integrated Marketing Communication
DM-535

Trimester — V, End-Term Examination: December, 2019

Time allowed: 2 hrs 30 min

Max Marks:

Instruction:

50

Roll No:

Students are required to write Roll No on every page of the question paper,
writing anything except the Roll No will be treated as Unfair Means. All other instructions on the
reverse of Admit Card should be followed meticulously.

Sections | No. of Questions to attempt Marks | Total Marks
A Minimum 3 question with internal choices and CILO 3510 30
(Course Intended Learning Outcome) covered
Or Or
‘Maximum 6 questions with internal choices and CILO 6*5
covered (as an example)
B Compulsory Case Study with minimum of 2 questions 20 20
50

Section A

Attempt all three questions. Each question carries ten marks.

Q1. Television commercials are often developed that rely on unusual creative tactics and have
very little relevance to the product or service being advertised. Creative personnel in agencies
defend the use of the strange messages by noting that they are novel and provide a way to
break through the clutter. Comment. (CILO 3)

OR

Q1. Develop a 15 second copy for the radio ad of a ‘Energy Drink’ as the product recently
launched for the consumers and explain the logic of the creative content used for this campaign

so as to make it effective to the target segment. (CILO 3)



Q2. While most traditional forms of advertising and promotion have been experiencing a decline
in expenditures, outdoor has been an exception. Ad spending in outdoor has actually seen a
gain over the past few years. Discuss with an example. (CILO 2)

OR

Q2. As the internet continues to grow in popularity, some marketers predict that the print
catalogs will cease to exist, replaced by internet catalogs. Do you agree? Explain with reasons
why this situation may or may not occur. (CILO 2)

Q3. Media Planning involves a trade-off between reach and frequency. Do you agree? lllustrate
using suitable examples of when reach should be emphasized over frequency and vice versa.

(CILO 1)
OR

Q3. Discuss the various reasons sales promotion has become so important and is receiving an
increasing portion of marketer's promotional budget. lllustrate the same using a suitable
example from industry. (CILO 1)

Section B (20 marks)

Case study (compulsory) (Combination of CILOs)
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Arwar’s Direct SeLung N InDia

Amway india is the country’s No. 1 direct selfing, FMCG Company. it manufactures and sells many consumer

_products Amway entered fndia in 1995 Amway India is 2 wholly owned su
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“in May 1998 Amway has inv
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{decade after launching its India operations, Amway India has reported a turnover of T800 crore in 2007. It
* recorded a sales turnover of over 32130 crore in 201 |, up from 21790 crore in 2010. It has over 42 per cent <
share of the direct-selling market. It was no longer limiting its horizon to being No | among direct sellers; it
overtook traditional firms like U'Oreal, Nivea and Kellogg by revenue in CY 201 1.

Manufacturing

Government guidelines in India insist that direct selling companies should either set up manufacturing units
of their own in the country or source their products from the small-scale sector. Amway gets its products
manufactured by three SSI units in the country. Amway has transferred its state-of-the-art manufacturing
and process technologies to these units. It manufactures most of its products for the Indian market through
manufacturing partners based at Hyderabad, Baadi, Daman, Chennai and Mumbai. Almost 85 per cent of the
products sold by Amway India are now manufactured within the country through these contract (third-party)
manufacturers. Two more have been added in more recent years. Using the network of these seven contract
manufacturing facilities, Amway moves the SKUs to a central warehouse and from there to regional ware-
houses across the metros. Amway India has established a nation-wide presence of over 300 offices and 55 city
warehouses and four regional mother warehouses. The distribution and home delivery network set up with
the support of independent logistics partners is spread across over 5500 locations. :

Product Quality and Money Back Guarantee

All Amway products are backed by a customer satisfaction cum 100 per cent money back guarantee. The prod-

ucts match Amway's global quality standards. They carry a tamper-proof seal and 2 ‘Money Back Guarantee'. If
the consumer is not completely satisfied with the product, she can return it for a 100 per cent refund.

Products Offered

Amway India started with three product lines—home care products, personal care products and laundry prod-
ucts. Soon, two categories—nutrition and wellness, and cosmetics—were added. It started with five products
and soon made it to 25. At present, it offers over 130 products in five categories. The categories are Personal
care, Home Care, Nutrition & Wellness, Cosmetics and Great Value Products. Amway bets high on beauty,
nutrition products. Most products and containers are manufactured in India.

Nutrition and Wellness Products do Well in Recent Times

In India, in the past, cosmetics were stealing
the show in direct selling followed by home
products. In recent times, however, nutri-
tion and wellness products (like protein
powder and health supplements) have been
emerging as a major segment for direct.
selling. It has been contributing more than
33 per cent of the total turnover of direct
selling industry. For Amway, it has formed
over 50 per cent of the total business.
Its Nutrilite protein powder, launched in
year 2000, is now a 250-crore brand, and
Nutrilite tablets are a 200-crore brand, having grown 34 per cent last year. Glister toothpaste, too, crossed -
#100-crore turnover in 201 1. Nutrilite is the world's No. | selling Vitamins and dietary supplements brand.
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Launches Products in the Lower Priced Range as Well :
Amway has launched low priced FMCG products labelled Great Value Products. Amway felt that, in India, it
made sense to be available in both premium and mass categories. The new line includes mass categories, such
as coconut oil, hair oil, shaving cream, disposable razors, toothbrushes, etc. and is priced 20-30 per cent lower

than the existing range.

Selling

Amway Products are sold through a network of Amway Business Owners (ABOs) across the country. Amway
recruited more than 34,000 sales persons-cum-distributors in the very first year of its operations. The number
of distributors now runs into over to 550,000. The products are delivered to its distributors across 360 loca-
tions through offices in 53 centres, manned by 180 full-time employees. There is no joining fee for the Amway
business — any adult can enrol as an Amway distributor, without any payment.



Multi-level Marketing
Amway practises what is known as the m
in the section that follows.

ulti-level marketing (MLM) model. Details of the model are provided

Supporting Enterprise and Self-employment

Amway, like all other direct sellers, claims credit for promoting individual enterprise through its direct selling.
Amway has provided income-generating opportunities to over 550,000 active independent Amway Business
Owners.

HamaraAma&nsmmreAmmy Business Opportunity Amway calls the endeavour Hamara Apna
Business. it generates employment for housewives. Seventy per cent of its distributors are women who prefer

to work part time.

Convenient to Operate :
The model is designed to enable the SEs of convenient operation: Ease of Ordering,

Ease of Delivery, Ease of
Payment, Ease of Return and Ease of Information. ety
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