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1. (a) “Advertising costs too much.  The crores of
rupees spend annually on advertising could be put
to better use”, do you agree? Qr disagree ?
Why ? (10)
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(b) Give your opinion about the ads foé Tata Tea
where they are trying to promote satial issues
along with commercial advertising, Are they
successful or not ? (5

OR

(a) “Advertising has helped the Indian ecenomy to a
large extent in growing at a faster rate”, give
your perspective about the statement.. (5)

(b) Give examples of advertisements which are
illustrative of the following types of ads and
why ?

(i) Institutional ads
(ii) Pioneer or primary demand ads

(iii) Competitive ads /

(iv) Defensive ads /":

What objectives does eaeh “of these ads have ?

And also explain thekind of appeals used in those
advertisemests, - (1))
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2. Attempt any three of the following :

(a) Explain the limitations of DAGMAR approach.
Why is it still considered a significant contribution

(%)

towards setting advertising goals. ‘
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(b) What are the various factors that are to be taken
into consideration, while deciding até'out the
advertising budget ? ‘ (5)

(c) Should advertisers pretest or post-tést their
advertisements, and measure communication
cffect or sales effect through measuring

advertising effectiveness. ' (5)

(d) Define the Consumer jury method. What are the

various ways in which this method is conducted ?
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How do you explain the fact that television is
considered as the most popular medinm amongst
the advertisers 7 Explain giving the various
criterias used for selecting an appropriate media.

' | ®
Explain the media-scheduling options available to
the manufacturers of fast moving consumer goods
and seasonal products. _ N

OR
Media planning involves a trade-off between reach
and frequency. What does this mean ? Give

examples when reach should be emphasized over
frequency and vice versa. (8)

How do marketers handle their advertising for
rural markets ? Is there an} difference in media

options used for rural markets ? (7)
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Attempt any three of the folloWing:

(a)} Evaluate the various typeé of appeals used in
advertising with examples. (3)

(b} What are the various essentials to be kept into
mind while designing a catchy slogan and a
headline ? ' (3)

(¢} What are some of the principles for writing
effective copy for radio 7 (5)

(d) How is the use of colour and music important for

advertisements ? _ (5)
e % @ =€ df= &t

(F) RwmT ¥ wgae sl & YT v &1 SR
FEART AT |



. i

9204

5.

(=)

7

s TR - 3R Mds @ afveerr ¥ B R
T T B A ¥ e ey ?

(@) B 2 B ol BR 2 FeT F B 7o R 3@

(%)

(a)

(b)

(a)

(b)

&7

famm & fore T g @il w1 S R v ¥ weag
37

Discuss the various criteria’s used for selecting
an ad-agency. Under what circumstances should
a company prefer an advertising department to
an agency ? (10)

A common criticism of advertising is that it
stereotypes women and -misuses them. Do you
agree ? (5)

- OR

Define the functions performed by media-buying
houses and creative boutiques. Also explain the
various methods used for compensating the ad-
agencies. . . (10)

What are the various fundamental principles given
by Advertising Standards Council of India ? And
how can they be enforced 7' (5)
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