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"Note : . Answers may be written either in English or in Hindi; but the same medium should be -

~ used throughout the paper.
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Attempt all questlons from each Section. All questions from each
Section should be attempted toggether at one place.
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1. Some people believe that money épent on advertising is a waste wherea§ some others say
. that advérr_ising plays a significant rdle for ﬁ]anufacﬁm;:rs, g:ustomers and soc_:.iety at large. Which -
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4 - of these views you agree with 2 Why ? Expléin in the context of the role of advertising in

marketing products and services.
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Distinguish between any two of the following explaining their scope :

" (@) Advertising-and personal selling
() Advertising and sales promotion
(c) Advertising and publicity.

Cf H R @R o o o Wi W

| '-(E)%Eﬂ‘ﬂ Jon. =R fawa
(@) e wen fowa gagA

-(n)ﬁamﬁm_m -

TAZNAZ



3 : s
Section B
(mee ‘@)

Identify under what category/categories (types) will the following advertisements fall giving reasons

for your-choié¢ ;

R0 .Lux soap adyertiserﬁents_ )

(u) Pepsi’s “Youngistan” .campaign. |

.(iii) Kerala's “God’s Ow_n Country”' campaign

(ivy 'Advertlsement of Renault Company s *Scala’ and *Pulse’ model cars mentlonmg lts various

dta]ew in Delhi and NCR.
© {v) Save Ganga River Campaign.
Explain the types of advertising that you have chosen. = ' T 15
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-How does setting of ativertisiné objectives helpa marketer ? Critically-ex#mine the DAGMA_R_-

-approach in setting advertlsmg Ob_}eCIIVES S . ' ' - 15
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‘What are the differences between rational and emotional ac_lvertising appeals ? Explain both
types. using suitable éxamples and situations and also suggest which specific advertising appeal(s)

would you use fqr the-’rtbl_lowi.ngr .

(i) Sporrtshoes'

(@) Shampoo

(i) Charity organization

(iv} National sports tournament ' ' - : - ' 4
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What”do you mean By the term ‘Media Plannmg ? What are the vanous demsxons to be
taken while drawing the megﬁa plan of an organisation ? Discuss various factors affecting media

schedulingdecisions" . o ' | - 555
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Section C
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Discuss various functions performed by an advernsmg agency What are the dlfterences between ‘

full service agency and a hmlted semce agency ? o 15
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How can communication effects of advertising be measured and evaluated 7 List the pre-testing

“and post-testing techmques and discuss one each in detall from these respectwel'v

ﬁwm%maw@wuqﬁw%&wwwmmm‘s?
wwﬁmmﬁmﬁnwmwﬁﬁﬁmmamw&—@
mﬁﬁmé%@ﬁwﬂwﬁ

PTO.



N

108

- Write short notes on any three of the following :
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(i} . Objective and task method of setting advertising budget

(i) Continuity scheduling versus flighting scheduling patterns

(i) Popularity of radio ad\%enisihg‘és a media type

O‘v) Client-Agency relationship in advertising

- (") Role of ASC} in regulating advertising in India

(vi) - Purpose and effectiveness of headlines:
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