Integrated Marketing Communications
Sep 2026 Examination

Q1. A fast-growing direct-to-consumer skincare brand plans to expand from metro cities into tier-2 markets over the next six months. Its leadership team wants advertising to support both immediate sales growth and long-term brand loyalty, but current campaign goals are vague, such as 'increase visibility' and 'improve customer interest.' As a result, the marketing team has struggled to choose the right message, budget levels, and media platforms. Competitors are launching aggressive online promotions, and customer preferences are shifting quickly toward ingredient transparency and dermatologist-backed claims. The CEO has asked the brand manager to convert broad ambitions into clearly defined advertising objectives that can guide execution and performance evaluation. How should the company establish SMART advertising objectives and align them with its broader business goals? Apply the SMART framework to this case and recommend how management should use data, A/B testing, and periodic review to keep objectives relevant in a changing market environment? (10 Marks)
Ans 1.
Introduction
This direct-to-consumer skincare brand's expansion into tier-2 markets is being held back not by weak execution but by vague ambition: goals like "increase visibility" and "improve customer interest" give the marketing team nothing concrete to design a message, budget, or media plan around. This vagueness has real consequences, since without a specific target the team cannot decide how much budget an objective actually warrants, which platforms best reach the intended audience, or what success would even look like at the end of the campaign. Converting these ambitions into SMART advertising objectives, Specific, Measurable, Achievable, Relevant, and Time-bound, gives the brand 
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Q2. A fast-growing beverage startup is launching a functional drink in two metropolitan markets and plans to invest aggressively in influencer partnerships, sampling events, digital video, and app-based promotions during the first six months. The founders believe that early visibility and trial generation will create repeat purchase and strong lifetime value, so they favor a pay-out planning budget based on expected future returns. However, investors are concerned that consumer adoption forecasts are optimistic, established rivals may react quickly, and market trends could shift before repeat demand stabilizes. The startup has limited reserves and cannot afford prolonged underperformance, yet delaying communication investment could reduce launch momentum and retailer confidence. Evaluate the company's planned reliance on projected future returns to justify heavy upfront communication spending. Is this approach strategically prudent, and what safeguards, metrics, and adjustments would you recommend to reduce forecasting risk while preserving long-term growth potential? (10 Marks)
Ans 2.
Introduction
This beverage startup's plan to fund heavy upfront communication spending against projected future returns reflects a payout planning approach, budgeting based on expected lifetime value rather than current, provable results. This is not inherently unsound for a new product launch, since some upfront investment in visibility is unavoidable and delaying it entirely risks losing exactly the retailer confidence and shelf momentum the founders are trying to build. But the founders' optimism about 


Q3 (a). A national fashion retailer operating through stores and an e-commerce platform is facing declining repeat purchases despite high website traffic and strong seasonal sales. Customer information exists across billing systems, loyalty records, social media interactions, and online browsing logs, but these datasets are fragmented and inconsistently formatted. The marketing head wants to move beyond generic promotional emails and create highly targeted campaigns for premium buyers, discount seekers, and inactive customers. At the same time, senior management expects measurable improvements in conversion rates, retention, and campaign ROI. The firm is considering building a centralized data warehouse and using CRM tools to personalize communication across email, app notifications, and support channels. Design an integrated database marketing framework for the retailer that combines customer segmentation, predictive analytics, and CRM-led retention initiatives while ensuring measurable campaign performance. How would your framework improve personalization, reduce churn, and support long-term customer value creation in this situation? (5 Marks)
Ans 3A.
Introduction
This national fashion retailer's declining repeat purchases, despite strong traffic and seasonal sales, point to a personalization gap rather than a demand problem: customer data exists across billing, loyalty, social, and browsing systems, but its fragmentation prevents the retailer from acting on it. An integrated database marketing framework can convert this scattered data into targeted retention 

Q3 (b). An e-commerce retailer with nationwide reach has experienced inconsistent sales across product categories even though its advertising spend remains high. Internal analysis reveals that products with frequent and detailed customer reviews perform significantly better than those with limited feedback. At the same time, the company is receiving negative comments about delayed delivery and confusing return policies on public platforms. Senior leadership recognizes that reviews influence credibility, search visibility, and purchase decisions, but there is no structured process for encouraging reviews or responding to them. You have been asked to create a system that turns consumer-generated reviews into a strategic asset rather than a reactive customer service issue. Design a review management and reputation-building system that encourages authentic consumer-generated reviews, converts feedback into operational improvement, and strengthens search visibility and trust. What comprehensive mechanism would you create for this business? (5 Marks)
Ans 3B.
Introduction
This e-commerce retailer's inconsistent sales despite high advertising spend point to a specific, fixable gap: products with detailed reviews are outperforming those without, yet the company has no structured process for generating or acting on reviews, while unresolved complaints about delivery and returns are damaging trust in public view. A comprehensive review management system can convert this 

