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Note : -··· Answers may be written either in English or in Hindi; but thesame medium should 

be used throughout the paper. 
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Attempt ·all questions fro.m each Section. 
. - . . . 

All questions from each Section should be attempted together at one place. 
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Section .. ;\·· 

Advertising helps in getting better value for money, bOth for the producers, brand owners as 

wdl as consumers. Do you agree ? Give reasons in support of your answer by bringing out · 

utility of advertising function tor marketing of products. 15 
. . . . 
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Or 

(~) 

Diilerentiate between the following by explaining their objectives and roles : 

(i) Primary Demand Advertising and Selective Demand Advertising. 

(ii) Consumer Advertising and Trade Advertising. 

(iii) Emotional Advertising and Rational Advertising. 

(i) ~~ ·lliil fCI~IY'1 o~ ~ -m'rr fq~JI41 

(ii) "3"CT~*iiY(Cfl fCI~IY1 o~ 014141f<Cfl fCI~I41 

(iii) . "11Cf11{GCfi fCI~I41 o~ alfq{Cfl- fq~l411 ·· 

Section 8 

(~if) 
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5,5,5 

What are the broad category of appeals used· by ·advertisers in their advertisements ? Explain 

these briefly. Discuss also the essential guidelines or general rules to be followed by the copy 

·writers while designing an advertisement copy. 8,7 
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Or 

(~) 
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Discuss the purpose of headline in advertisements .. How can headlines be made more 

cllective '? Illustrate your answer by giving a few examples of various types of headlines and 

their specific use. 5,5,5 
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3. Which advertising media would be best suited for advertising the following products and services · 

in India '] Give reasons for your choice. 15 

(i) I .ife Insurance. Policies 

(ii) Digital Camera 

(iii) New Luxury Car· 

(iv) A New Soft Drink. 
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(i) ~ Gftl1f qlf(1'8l 

(ii) fsf-512:<1 ~ 

(iii) ~ ~ CfiR 
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Or 

(~) 

Explain the functions .perfonned by an· advertising agency. What are major factors considered 

by an advertiser in selecting a suitable agency ? 7,8 
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Section C 

(~~) 

4. ·Why measuring effectiveness of advertising is considered crucial by many advertisers ? Despite 

obvious reasons for measuring effeCtiveness, why some comparues still decide not to measure · 

advertisement ? List various methods of pretesting and post-testing. ' 5,5,5 
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Or 

(~) 

Much of the criticism of advertising concerns : deceptive, ootruthful, manipMlative, offensive, 

poor in taste or stereotyping of various sections of society. Do you agree with such socio-

cultural and economic as well as ethical criticism of advertising ? Discuss. 15 
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5. Wrik short notes on any Jhree of the following : 

(a) Principles or General Rules for designing Effective Slogans. 

(h) Internet as a Medium of Advertising 

(c) Reason-why copy ? 

(d) Recognition Test 

(e) Surrogate Advettising 

tJ) Outdoor Advet1ising. 5,5,5 
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