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Instructions for Candidates

1.

Write your Roll No. on the top immediately on receipt of this question paper.

2. Attempt all questions.

3. All questions carry equal marks.

4. Answers may be written either in English or Hindi; but the same medium should
be used throughout the paper.
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1. (a) “Advertising costs too much. The crores of rupees spent annually

on advertising could be put to better use”. Do you agree or disagree ?
Why ? ®)

(b) Give your opinion about the ‘Shubh aarambh’ advertisements for Cadbury’s
dairy chocolate created by Ogilvy and Mather ? @)
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OR

(c) “Advertising has helped the Indian economy to a great extent in growing at

a fast.er. rate”, give your perspective of the statement ? @)
(d) By giving examples of advertisements explain the following types of ads ?
® C.Q‘n.sumer Advertising
(i1) Sgrrogate advertising
(ii) Institutional advertising

(iv) Teaser advertising (8)
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2. (a) Define communication and sales objectives of advertising ? N
(b) Explain the various methods of deciding advertising budget. (8)
OR

(c) Identify the type of advertising in the following cases. Mention the reasons
for classifying them :

() ‘Pulse Polio’ campaign by the Government of India.
(1) An advertisement by TVS Scooty Zest 110 as ‘Best of both worlds’.
(i) An advertisement by ICICI Bank as “Khyal Apka”.

(iv) An advertisement by Seagram CD/DVD advertisement “Men will be
Men”.

(v) Kerala’s “God’s Own Country” campaign. (10)

(d) Explain the various types of Appeals that are used by advertisers to arouse
consumer interest. Give example. (5
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(iv) Seagram CD/DVD fa@me ‘Men will be men’

(v) @ & ‘Gods Own Country’ SRR
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Explain the importance and role played by the following for an advertising copy
with the help of examples :

(1) Headline

(1)) Illustration

(i) Slogan

(1v) Testimonials

(v) Colour (15)
OR

(a) What factors determine the choice of an appropriate media for
advertising ? (3)

(b) What factors would you consider in preparing an advertising copy for
radio ? (7)
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(a) Explain the term media plans. Discuss the decisions that need to be taken

while formulating the media plan of an organization ? (8)
(b) Discuss various factors affecting media scheduling decisions. Q)
OR

What is an advertising agency ? Discuss the various functions performed by it ?
Also mention the difference between full service agency and a limited service

agency ? (15)
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Write short notes on any two of the following :

(a) Agency-client relationship

(b) Role of ASCI in regulating advertising in India
(c) Advertising media for rural markets

(d) Methods of measuring advertising effectiveness (15)
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