Q.1

Paper / Subject Code: UBCOMFSII1501 / Advertising-I

Q.P. Code:00003630

[Time:3.00 Hrs] [ Marks:100 ]

Please check whether you have got the right question paper.
N.B: 1. All question are compulsory.
2. Figures to the right indicate full marks.
3. Students answering in the regional language should refer in case of
doubt to the main text of the paper in English.

A) Select the most appropriate answer from the options given below. ( Any 10) 10

1) includes those marketing activities that provide extra value or incentives
for purchasing a product, such as coupons and premiums.
A)) Direct Marketing ~ B.) Advertising  C.) Public Relations  D.) Sales Promotion

2) When an organization systematically plans and distributes information in an attempt to
control and manage its image and the nature of the publicity it receives, it is engaging in a
function known  as ----------------------

A.) Buzz Marketing.  B.) Reactive disinformation. C.) Bait-and-switch Marketing. D.)
Public Relations.

3) The development of the advertising message that the marketer ~wants to convey to its
target audience is called the
A.) Creative strategy. B.) Media Strategy. C.) Dlstrlbutlon Strategy. D.) Channel
Strategy

4) Advertisement is a type of

A.) Outdoor marketing. B.) Indirect marketing. C.) Share
marketing.
D.) Transaction marketing.

5) From the perspective of sales, advertisements are required for
A)) Profit. B.) Loss. C.) Increasing sales. D.) Decreasing sales.

6) Print advertising is sometimes also called
A) Business Advertising B) Press Advertising C) Electronic Advertising D)
None of the above

7) code guides the advertiser, media & advertising agencies.

a)SEBI, b) ASCI, c) AAAI, d) IMA

8) advertising is also known as probono advertising.

a)Primary, b)Social, ¢) Trade d)Secondary

9) Advertising is an element of
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a)Production cost, b)Distribution cost, c) Indirect cost , d)Marketing cost

10) is the fastest growing media for advertising.

a) Television, b)Radio, c)Internet d) Social media
11) Corporate Image Advertising is also known as advertising.
a) Primary, b)Institutional, c)Product d)Secondary

12) is the recipient of advertising message.

a)Advertiser, b)Target Audience, c)Media d)Media Buyer
B) State whether the following statements are True or False. ( Any 10)

10
1) The first step in the IMC planning process is to review the marketing plan and

objectives.

2) An advantage of publicity over other forms of promotion is its credibility.

3) The choice of medium of advertisement depends on the contents of the message-True
4) The Federal Trade Commission has issued guidelines on green advertising.

5) Media advertising is still the most cost-effective way to reach large numbers of
consumers with an advertising message.

6) Business-to-business advertising is limited to industrial goods; services such as insurance
and finance and banking are not included in this category.

7) ASCI were set up in 1991.

8) Unethical advertising helps the organization in the long run.
9) Surrogate advertising is a form of unethical advertising.

10) Advertising has no role to play in brand building.

11) Primary-demand advertising focuses on creating demand for a specific company's
brands.

12) Brand Crisis is beneficial to the firm.

Answer the following. (Any 02) 15

A. Define Advertising and explain its nature and features.
B. Explain the importance of Advertising.
C. Enumerate the objectives of advertising in your own words.
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Answer the following. (Any 02) 15
A. Explain the ways of getting clients.

B. Define Client Turnover. Discuss the reasons for Client Turnover.
C. What is Creative Pitch? Explain the steps in preparing Creative Pitch.
Answer the following. (Any 02) 15

A. Explain in detail the communication process in advertising
B. Discuss the AIDA model
C. Explain the role of advertising in developing brand image?

Answer the following. (Any 02) 15
A. Explain in detail the communication process in advertising.
B. Explain the role of advertising in developing brand image.

C.What is corporate image advertising? What are its Features?

Write a Short Note. ( Any 04 ) 20

a) Advertising and consumer price.

b) Ethics in adverting

c) ASCI

d)Broadcasting advertising

e) Integrated Marketing Communication
f) In - house agencies
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