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L}

“Advertising is the paid, non-personal presentation
of information by an identified sponsor.” Discuss
the statement and contrast it with other tools of

promotion.
9

Explain the significancé of the advertising goals.
What are the various commonly listed goals for the

advertisers ?

Or

“Personal sélling is considered a better tool than
advertising in persuading a consumer to purchase a
product.” Do you agree or disagree with the
statement. Explain with examples. |

9

Differentiate between competitor’s ‘parity method
and objective and task method for setting advertising
budget.
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2. (a) Why do more advertisers pre-test than post-test their
~ advertisements ? Explain the various methods used

for measuring communication effect in pre-testing.

8

(b) How do media planners balance reach, frequency
- and continuity in working out a media plan ? Explain

with examples.
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Or

(a) Isiteasierto measure the communication effect than
the sales effect of advertising ? Explain giving the
various methods used for measuring communication

effect in post-testing.

g

(b) Do you think cost is the only concern for media-
planners while selecting the different media
vehicles ? If not, than what are the other factors
involved, discuss briefly with examples.
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3. Explain the functions performed by an advertising
department. Under what circumstances should a company
hire the services of an advertising agency and what
criteria’s should be followed by them while choosing a
particular Ad-Agency.

15

Or

(a) Differentiate between A'La Carte .and Full service
ad-agencies in the light of the functions performed

-by both of them.
8

(b) “Right media selection is the crux of the success of
an advertising campaign”. In the light of this
statement, discuss the various factors affecting the

choice of an appropriate medium.
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4. (a) Describe the essentials of.a good copy.
, P

()] Dfaft arough copy for the advertisement of any one
of the following products :

(i) 50 Inches Plasma TV
(ii) Designer Wrist Watch

(iii) New Imﬁroved breakfast cereal
10
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Or

(a) What are the various types of television
commercials ? Explain the important attributes
followed by advertisers for creating effective
television commercials.

10

(b) “Colour is a.complete language in itself.” Do you
agree 7 Explain the significance of various colours

in advertisements.
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5. Write short notes on any threé of the following :
5+5+5
(i) Essential guidelines for writing effective headlines.

(i1) Significance of celebrity endorsements in

advertiserments.
(iii} Essentials for designing effective radio commercials.

(iv) Challenges faced by marketers in tapping rural

CONsumers,
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