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Instructions for Candidates

ANl i

Write your Roll No. on the top immediately on receipt of this question paper.
Questions 1-4 carry 18 marks each. Each question offers an internal choice.
Question 5 is of 18 marks. Attempt any three parts from Question No. S.
Parts of the questions to be attempted together.

All questions carry equal marks.

Answers may be written either in English or Hindi; but the same medium should
be used throughout the paper.
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(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. )

OR

(c) Explain the AIDA model of advertising in detail and explain how it helps in
attracting, creating interest, and influencing consumer buying behaviour.
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What is advertising budget? Explain importance of advertising budget
and describe any one method of setting advertising budget with suitable
example. )

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

Discuss the important factors that influence the selection of advertising media
such as cost, reach, audience, and frequency with suitable examples. (9)

OR

What is media planning? Explain its importance in advertising and describe
the steps involved in preparing an effective media plan. ©))

Explain the concept of media scheduling and describe different methods such
as continuity, flighting, and pulsing with simple examples. &)

What do you mean by advertising appeals? Explain different types of appeals
used in advertising with suitable examples. &)

Differentiate between emotional and rational appeals by taking help of suitable

examples from real advertisements. 9
OR

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

effective advertising messages. 9)

Describe the main elements of a print advertisement. 9)

What is advertising effectiveness? Explain its importance for marketers and
businesses in evaluating advertising performance. &)

Explain the concept of pre-testing of advertisements and describe any two
methods used before releasing advertisements with examples. ©))

OR

What is advertising effectiveness? Explain the rationale for measuring
advertising effectiveness for companies and their decision making. &)

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

(%) fa=ma (Advertising) ot TRWIfIE ST 3R Iugad Ieewn & aQF NS

WafeT | fasm @it yala @ @R Fifg (9)

(@) fammom & e Sewal &t e o iR Rl wer & faemoel o o e

(informative ), WF (persuasive), 3R AT (reminder) TeTa= =1 Iaree afed

Ui Fif (9)
Jrerar

(1) fosoe & Qe Hise o fawR A e i ik wwenEy o a8 Susiersi
I SR e, BT BT A 3 I @Aed & FAER hl T i | Dy Hee
T B (9)

(&) T et (Advertising budget) T 8 7 faOe sioie & Heed ol REAT STy 3K
Iqged I & A fased sue FuiRa & & fRar o v [ @ v
Edlid (9)

(Eh‘) Tasma= wezw (Advertising media) 3} SR gHATIV sﬁwgiawmﬁrﬁ%é?ﬁﬁm,
TR 9= 3R Rfses @ftar & o sl Snsn’ &1 i ifsm (9)

(@) fasoe wew & 99T o AEad e AT AEeddyl SRe o AN (F9 ), 98

~

(reach), EECy (audience), 3R SlTalcﬁT (frequency) W I9ger JaTEON & |y =

i (9)
Jreran

(31) ¥fear =T (Media planning) &1 87 fa=ie % Tae Wewa ot SR A 3R

Teh FTEl AT AT dAR e § IS TRON T quE i (9)
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(=) ¥far A=A (Media scheduling) 3 HTURIT =Y 3R AT Tl SR
fRERET (continuity ), FTERT (flighting ), 3 TReET (pulsing) T TRl IeTE0N &

AT qUA IS (9)

3. (=) fasma stfie (Advertising appeals) ¥ 3TeRT o/l Aeqd 8 7 fammemT & Suanr & W=
el fafr T TR & il Tl T IS &A1Y EHEEg| (9)

(@) arafaw famm= ot gemar deR WEFeTE  (emotional) 3R & T (rational )
Ffe & A FR TE AT (9)

Jrerar

(31) T @ (Advertising copy ) T 8 7 WAt e wow fawfEia ey o gae st

3R AETE ' ARAT Ffg| (9)

(a) v fie fa@me= (Print advertisement) & % de@l &1 U FifIQI (9)

4. (Eh‘) Tt geTagieran (Advertising effectiveness) w1 27 fasu yede & 'ﬁ\??ﬂih_-l' K
fumeratsl 3R aedl & forw sed e 9t @R FIfSm| (9)

(@) fammom & W-2ReT (Pre-testing) & JTURIT Tl THASY AR fasmaT T oy &
T ITEN & 9 9l fFl 2 faftrn = Serewer wfeq i i (9)

Jrerar
(A1) fomToT g o 2 7 Al 3R S vl o & forg T wearasierar @
A H qH (rationale) ! =REAT FHITT (9)

(7) oo S B & AE S WedH 3R NI R AedichT e @ oY START St S
el 9 -SRI (Post-testing) TF-IhI I IJTTFT ISEWN & 1Y GHATST
(9)

5 frafoRag w dfeea oot ffRag (2 o 9 @ &) ¢ (6+6+6=18)
(%) ver fommoe woidt @t sifererT sie &/
(@) fommo= oilal & W)
(1) uoidr TR (remuneration) @ fafemim
(o) wRa ¥ famma § Afdw AT (Ethical issues) 3R IeE0TI
(¥) wra ¥ fosm & & 9Bl

(7000)



