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Instructions for Candidates

1. Write your Roll No. on the top immediately on receipt of this question paper.

2. Questions 1-4 carry 18 marks each. Each question offers an internal choice.

3. Question 5 is of 18 marks. Attempt any three parts from Question No. 5.

4. Parts of the questions to be attempted together.

5. All questions carry equal marks.

6. Answers may be written either in English or Hindi; but the same medium should

be used throughout the paper.

Nk=kksa ds fy, funsZ'k

1- bl ç'u&i=k ds feyrs gh Åij fn, x, fu/kZfjr LFkku ij viuk vuqØekad fyf[k, A

2- ç'u 1&4] çR;sd 18 vadksa dk gS A çR;sd ç'u esa vkarfjd fodYi fn;k x;k gS A

3- ç'u 5] 18 vadksa dk gS A ç'u la[;k 5 esa ls fdUgha rhu Hkkxksa dks gy dhft, A

4- ç'uksa ds Hkkxksa dks ,d lkFk gy fd;k tkuk pkfg, A

5- lHkh ç'uksa ds vad leku gSa A

6- bl ç'u&i=k dk mÙkj vaxzsth ;k fganh fdlh ,d Hkk"kk esa nhft,] ysfdu lHkh mÙkjksa dk ekè;e ,d

gh gksuk pkfg, A

1. (a) Define advertising and explain nature of advertising in modern marketing

with suitable examples. (9)

(b) Explain the main objectives of advertising and describe different types of

advertising such as informative, persuasive, and reminder advertising with

examples. (9)

OR

(c) Explain the AIDA model of advertising in detail and explain how it helps in

attracting, creating interest, and influencing consumer buying behaviour.

(9)
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(d) What is advertising budget? Explain importance of advertising budget

and describe any one method of setting advertising budget with suitable

example. (9)

2. (a) Explain the concept of advertising media and describe major media types

such as television, newspaper, and digital media along with their advantages

and limitations. (9)

(b) Discuss the important factors that influence the selection of advertising media

such as cost, reach, audience, and frequency with suitable examples. (9)

OR

(c) What is media planning? Explain its importance in advertising and describe

the steps involved in preparing an effective media plan. (9)

(d) Explain the concept of media scheduling and describe different methods such

as continuity, flighting, and pulsing with simple examples. (9)

3. (a) What do you mean by advertising appeals? Explain different types of appeals

used in advertising with suitable examples. (9)

(b) Differentiate between emotional and rational appeals by taking help of suitable

examples from real advertisements. (9)

OR

(c) What is advertising copy? Explain its meaning and importance in developing

effective advertising messages. (9)

(d) Describe the main elements of a print advertisement. (9)

4. (a) What is advertising effectiveness? Explain its importance for marketers and

businesses in evaluating advertising performance. (9)

(b) Explain the concept of pre-testing of advertisements and describe any two

methods used before releasing advertisements with examples. (9)

OR

(c) What is advertising effectiveness? Explain the rationale for measuring

advertising effectiveness for companies and their decision making. (9)

(d) Explain post testing techniques used to evaluate the performance and impact

of advertisements after they are released with suitable examples. (9)
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5. Write short notes on the following (attempt any three) : (6+6+6=18)

(a) Role and functions of an advertising agency

(b) Types of advertising agencies

(c) Methods of agency remuneration

(d) Ethical issues in advertising in India with examples

(e) Legal aspects of advertising in India

1- (d) foKkiu (Advertising) dks ifjHkkf"kr dhft, vkSj mi;qDr mnkgj.kksa ds lkFk vkèkqfud

ekdsZfVax esa foKkiu dh çÑfr dh O;k[;k dhft,A (9)

([k) foKkiu ds eq[; mís';ksa dh O;k[;k dhft, vkSj fofHkUu çdkj ds foKkiuksa tSls fd lwpukRed

(informative)] çsjd (persuasive)] vkSj vuqLekjd (reminder) foKkiu dk mnkgj.k lfgr

o.kZu dhft,A (9)

vFkok

(x) foKkiu ds ,vkbZMh, ekWMy dh foLrkj ls O;k[;k dhft, vkSj le>kb, fd ;g miHkksDrkvksa

dks vkdf"kZr djus] #fp iSnk djus vkSj muds [kjhnus ds O;ogkj dks çHkkfor djus esa dSls enn

djrk gSA (9)

(?k) foKkiu ctV (Advertising budget) D;k gS\ foKkiu ctV ds egRo dh O;k[;k dhft, vkSj

mi;qDr mnkgj.k ds lkFk foKkiu ctV fuèkkZfjr djus dh fdlh Hkh ,d fofèk dk o.kZu

dhft,A (9)

2- (d) foKkiu ekè;e (Advertising media) dh voèkkj.kk le>kb, vkSj çeq[k ekè;eksa tSls Vsyhfotu]

lekpkj i=k vkSj fMftVy ehfM;k ds ykHkksa vkSj lhekvksa dk o.kZu dhft,A (9)

([k) foKkiu ekè;e ds p;u dks çHkkfor djus okys egRoiw.kZ dkjdksa tSls ykxr (cost)] igqap

(reach)] n'kZd (audience)] vkSj vko`fÙk (frequency) ij mi;qDr mnkgj.kksa ds lkFk ppkZ

dhft,A (9)

vFkok

(x) ehfM;k Iykfuax (Media planning) D;k gS\ foKkiu esa blds egRo dh O;k[;k dhft, vkSj

,d çHkkoh ehfM;k ;kstuk rS;kj djus esa 'kkfey pj.kksa dk o.kZu dhft,A (9)



3216 4

(?k) ehfM;k 'ksM;wfyax (Media scheduling) dh voèkkj.kk dks le>kb, vkSj fofHkUu rjhdksa tSls

fujarjrk (continuity)] ÝykbfVax (flighting)] vkSj ifYlax (pulsing) dk ljy mnkgj.kksa ds

lkFk o.kZu dhft,A (9)

3- (d) foKkiu vihy (Advertising appeals) ls vkidk D;k rkRi;Z gS\ foKkiu esa mi;ksx dh tkus

okyh fofHkUu çdkj dh vihYl dks mi;qDr mnkgj.kksa ds lkFk le>kb,A (9)

([k) okLrfod foKkiuksa dh lgk;rk ysdj HkkoukRed (emotional) vkSj rdZlaxr (rational)

vihy ds chp varj Li"V dhft,A (9)

vFkok

(x) foKkiu dkWih (Advertising copy) D;k gS\ çHkkoh foKkiu lans'k fodflr djus esa blds vFkZ

vkSj egRo dh O;k[;k dhft,A (9)

(?k) ,d fçaV foKkiu (Print advertisement) ds eq[; rRoksa dk o.kZu dhft,A (9)

4- (d) foKkiu çHkko'khyrk (Advertising effectiveness) D;k gS\ foKkiu çn'kZu ds ewY;kadu esa

foi.kudrkZvksa vkSj O;olk;ksa ds fy, blds egRo dh O;k[;k dhft,A (9)

([k) foKkiuksa ds çh&VsfLVax (Pre-testing) dh voèkkj.kk dks le>kb, vkSj foKkiu tkjh djus ls

igys mi;ksx dh tkus okyh fdUgha nks fofèk;ksa dk mnkgj.k lfgr o.kZu dhft,A (9)

vFkok

(x) foKkiu çHkko'khyrk D;k gS\ daifu;ksa vkSj muds fu.kZ; ysus ds fy, foKkiu çHkko'khyrk dks

ekius ds rdZ (rationale) dh O;k[;k dhft,A (9)

(?k) foKkiu tkjh gksus ds ckn muds çn'kZu vkSj çHkko dk ewY;kadu djus ds fy, mi;ksx dh tkus

okyh iksLV&VsfLVax (Post-testing) rduhdksa dks mi;qDr mnkgj.kksa ds lkFk le>kb,A

(9)

5- fuEufyf[kr ij laf{kIr fVIi.kh fyf[k, (dksbZ Hkh rhu ç;kl djsa) % (6$6$6¾18)

(d) ,d foKkiu ,tsalh dh Hkwfedk vkSj dk;ZA

([k) foKkiu ,tsafl;ksa ds çdkjA

(x) ,tsalh ikfjJfed (remuneration) dh fofèk;k¡A

(?k) Hkkjr esa foKkiu esa uSfrd eqís (Ethical issues) vkSj mnkgj.kA

(Ä) Hkkjr esa foKkiu ds dkuwuh igywA

(7000)


