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Define the ter-in advertising apd explain the role of advertising in brand

management. Discuss the different types ofappeals used.in advertising.         .15
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Explainthecohsuner.decision-makingprocessforahigh-involvementproduct

likeasmartphone.Analysehovysocialmediacotmmunitiesandinfluenferopinions

can.intAervene andinfluence the consumer at each stage ofthisjotuney.           15

FTREsei3iF-`rmFra€fflT=affuq9inqfr`REaiqfr9finqaqqgiEqi

.iawhrdfts`7iirfroapq5iqquH9ThREffiEfr",EHina.qEfa={uT¥

i3qinriifeT9TTfinq5{th%7
i                                                                       Jh=                                                                .

€\

Discuss the main ethical issues advertisers must consider in &their i)ractices.
JD

•`I-rfustrateyour`inswerwithexamplesandguggestmeasurestEatcouldensure

ethical compliance and explain the role played .by the Advertising Standards

Councfl of lndia (ASCI) in uph-ol'din€ th.ese ethics.                 `                                15
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wiatisDigitalMarketing?Howdigita'1maifetin-gisdifrerentyfromtraditional

marketing? What are the different types of di8itai`fial±eting`?      t                15
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{a[)   Explain the concept of lntegrated Marketing coquunication (IMC). Descril]e
-&{                   `j-`:JL.

its key componen.ts and advantages.                                                          `  '  7.5
-3                       }                                    ,              ''

(a)    Data analytics is cfucia,1. for measuring campaign.`s¥uc€es.s.. ExP|-air the

auction of tools lik'e Google Analytrics and Meta Irn€g!ght`:.                          7.5
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6.     (a[)    Compare andcontrast,Search Engine optimization (SEO,) and search Engine

Marketing (SEM)..  i                                                                                                 7.5

(a)   Discuss.the key platforms used in, Social Media.Marking (SMM). Analyze

how content creati6n strat:gies and audience engagement techniques vary

across these pl.atforms.                                                                                      7. 5
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Write short notes on any *¢7i.?e of the following :

-,,u

(cb)    'Ij7pes ofAdvertisements

(a)    Pay-Per-Click (PPC) A.dvertising MQdel
t

L=

(c)    Role of Artificial Intell.igence (AI) in Digital Marketing
+

(cZ)    Cognitive Dissonance Theo:ry

•   (e)    Advertising campaign.
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