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L (d) ! Advertlsmg is econonucally beneﬁc1al but somally unJustlﬁable ? Do you agree w1th thls '
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(o) “The ené_niies of advertising are the enemies of freedom.”—David Ogilvy. .

" Discuss the statement. ., o B o 7
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(i) 'An'adVertise'méht by Kgmla Nagar, Delhi 'shopkeepers_‘to' make shopping an
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™ An'advertisen'leh_t by the Ministry of Consumer Affairs, Goverﬁment of India for
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(m) Humorous Appeal and Fear Appeal
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The preparatlon and productron of a copy 15 the mam part of adveﬁrsrné campargn Dvlscuss;
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(a) “Indra hves in 1ts vrllages ” What are the advertrsrng 1ssues related to rural Indran markets

a company should understand before entenng the market ?- I 8

- Explain ',the,terrns reach, frequency and 'GRPj and th_ei_r relationship with each other.7
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(@) ‘Media sc'e'ne‘i_n_ India -
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(@) Discuss the 'var_ious methods by which advertising agénc}e's are to be -coﬁapensated’. 7
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) Pr-e‘—ieists for measuring advertising effectiveness
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