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Attempt A/l questions.
All questions carry equal marks. -
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{«)  Explain the communication objectives of advertising.
' (hy . What is the audience selection ? 'Expiain its role.
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What are the components of an advertising copy for print

media 7
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What factors are to be considered in selecting an advertising

copy ?
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Suppose you are the marketing manager of an organization
selling heavy machinery for produc_iqg specialized products.
Which media would you choo'se for adverjising the product
and why ? What other promotional methods would you

recommend ?
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Explain the factors that influence the choice of suitable

advertising media,
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"One of the essential steps in advertising management is to
measure the effectiveness of an advertisement.” Why do

some advertisers not measuyre advertising effectiveness 9
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“While measuring advertisement effectiveness both

communication effects and sales effects should be judged.”

Explain.
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Write shorl notes on any three .
(@)  Agency-client relationship
(/)  Functions and organization of an advertising departnnl:nt
{¢) Media scheduling
(N Advenisingl media for rural markets

(¢)  Setting of advenising budgets.
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