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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 questions from each Section. 4! questions from each
Section should be attempted together at one place |
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“Advertising aims at building up of -poeitive attitudes and a long standing credibility in the

minds of target audience.” Discuss this statement in the context of functions and objectives

of advertising. ' 15
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Differentiate between any three of the following :.
()  Direct-Action Advertising and Indirect Ad\{et'tising.
(i) Institutional Advertising and Public Sefvice Advertising.— '

(if}) Primary Demand Advertising and Secondary Demand Advertising

(iv) Percentage of sales method and competitive party method of Ad budget.
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Section B
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What are the various factors that are taken into consideration, while deciding about the advertising.

budget ? Which method of setting advertising budget is considered as the most scientific and

objective 7 Why ?
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Discuss essential guidelines to be followed by the copywriters for developing an excelleﬁt?k’f'_'l
Ad copy ? How e.ffective'SLOGANS help in delivering the main theme of’an ad ? Givé"“" \

examples. - . 105
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Which adVertising media would be best suited for advertising the following products in India 9
Give reasons in support of your answers and also merition the issues and factors for consideration

for selecting appropriate media : S _ ' . 15

(/) A new soft drink

" (i) New Luxury Car

(iif) Life Insurance Plans
(iv) Fertilizers.
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Lo g Discuss various criteria or factors used by an adveitiser in selecting an agency. Should marketers
always use an ad agency services 7 Why ? Why. not 7 Discuss. 15
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‘Section C
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4, “Aggncy—(?lienf relationship is based on mutual trust. ” Do you agree ? What ethical prmaples'
and strategies must be used by both i'e. the clients as well as the agencies to keep this relatlonshlp
cordial ? : | 15- ‘
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What are the various kinds of advertising appeals used by an advertiser in their :messages ?

In which situations would you prefer rational appeals over the emotional ones % Give a few
: > O 4

examples or situation to iHlustrate your answer. 15
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Write short notes:on any three of the following i

' i

l(i) Limitation of Television Advertising |

, |

(i)  Ethical issues in Advertising '

(i) Pre-testing and post-testing measures for evaluating advertising effectivenéss
(iv) Regulation of Advertising under the Consumer Protection Act !

(v) Media scheduling

|
(vi) Advertising—an indispensable tool for marketers. ' | : 3,5,5
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