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[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.

Multiple Choice Questions:

(10)
(A) Fill in the blanks choosing the correction option (Answer Any 10 Questions):

1) With respect to consumer markets, advertising done by manufacturers of well-known
brands on a countrywide basis or in most regions of the country is known as
advertising.

(a) Professional
(b) Trade
(c) Business-to-business

(d) National

2) is prominently seen in cases where advertising a particular product is
banned by law.

(@) Covert Advertising
(b) Surrogate Advertising
(c) Professional Advertising

(d) Guerrilla Advertising

3) agencies are usually large in size and offer their clients a full range
of services in the area of marketing, communications & promotions.

(a) Creative
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(b) In-house
(c) Full service

(d) Specialist

4) creates a differentiation in the minds of customers and makes it a choice
above the others in the same product class.

(a) Brand image
(b) Brand awareness
(c) Media selection

(d) Brand Loyalty

5) is any paid form of communication from an identified sponsor or
source that draws attention to ideas, goods, services or the sponsor itself.

(a) Sponsorship
(b) Advertising
(c) Personal Selling

(d) Public Relations

6) The is a model used in marketing that describes the steps a customer goes
through in the process of purchasing a product.

(a) ASCI
(b) AAAA
(c) AAAI

(d) AIDA

7) We often come across relating to the use of family planning methods,
conservation of scarce resources, maintaining green environment, etc.
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(a) Social advertisement
(b) Political advertisement
(c) Advocacy advertisement

(d) Public Relations advertisement

8) The have grown when the advertiser desires to use high quality creative
talent of an outside service provider, while the rest of the functions are performed within the
advertiser company.

(@) In- house Agencies
(b) Trade Advertising
(c) Agency Networks

(d) Creative Boutiques

9) of the Act grants consumers the right to be informed about the quality,
quantity, potency, purity, standard and price of goods or services, as the case may be so as
to protect the consumer against unfair trade practices.

(a) Section 2(r)
(b) Section 5
(c) Section 6

(d) Rule 7

10) An is a third party organization of creative people who plan, prepare
and place ads so that sellers can reach to customers for their goods and services.

(a) Advertising Production Firms
(b) Advertising Agency
(c) Advertising Media

(d) Target Audience
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11) The first step in the IMC planning process is to review the and
objectives.

(a) Budget
(b) Media Planning
(c) Media Buying

(d) Marketing Plan

12) Under this method, the agency pays the bill on behalf of the advertiser during its
difficult period. As and when the advertiser becomes financially stable, he is charged for the
same. Such charges are called

(a) Agency charges
(b) Speculative charges
(c) Negotiated Fee

(d) Cost-plus system

(B) State whether TRUE or FALSE (Answer Any 10 Questions): (10)

1) The purpose of the Consumer Complaints Council (CCC) is to ensure that every
advertisement is a responsible advertisement. All advertising must be legal, decent, honest
and truthful and respect the principles of fair competition, so that the public can have
confidence in advertising.

2) One disadvantage of advertising is that it is extremely personal to consumers.

3) Client turnover has negative effect on the agency as it adversely affects its image and also
its revenue.

4) According to the American Marketing Association's definition of marketing, Successful
companies recognize that creating and delivering value to their customers is extremely
important.

5) Immediate Response advertisement are work for building the brand image in the minds
of the customers so that they can purchase the products over a period of time.

6) Operating an in-house agency is expensive as compared to getting the advertising job
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done by an outside agency especially if the organization is small.

7) A brand is the sum total of everything which a company does and that signifies the good
and the bad to create a distinct presence in the mind of a consumer.

8) As marketers embraced the concept of integrated marketing communications, they began
to reply primarily on media advertising.

9) Brand awareness helps a brand to achieve a unique position that makes it stand out
among the crowd and give it a sort of exclusivity.

10) Retail advertising is done by local merchants to encourage consumers to shop at a
specific store, use a local service, or patronize a particular establishment.

11) Agencies are allowed to handle conflicting accounts.

12) Unlike advertising, publicity is not paid for by the sponsoring organization.

Answer Any Two of the following questions: (15)
A) Explain the steps involved in IMC Planning Process.
B) State the Active Participants in Advertising.

C) State and elaborate the various Classifications of Advertising.

Answer Any Two of the following questions: (15)
A) Define Advertising Agencies. Also, state different types of Advertising agencies.
B) Define Creative Pitch and explain the steps involved in preparing a creative pitch.

C) Mention few of the top advertising agencies in India.

Answer Any Two of the following questions: (15)
A) Explain the importance of self-regulation laws in consumer’s protection

B) Explain the economic effects of advertising on production cost, distribution cost and
consumer price.

C) Discuss the Ethical and Social Issues in Advertising.

Answer Any Two of the following questions: (15)

BBAC2ECBFAESDASA 103DA804A65BF2F3



Q.6

Paper / Subject Code: UAADV 301/ Advertising Paper - | (Basic Concepts of Advertising)

Q.P. Code:00000411

A) Explain the role of advertising in developing brand image?
B) Explain the features of rural marketing.

C) What is brand equity? What are the factors affecting brand equity?

Write short notes on Any Four of the following: (20)
A) AIDA MODEL

B) Benefits of Advertising to the Customers

C) Organization structure an advertising agency

D) Agency Compensation

E) PRO BONO ADVERTISING (Social advertising)/

F) Green Advertising

[Fe: 3 q14] [T 200 ]
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