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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. Studentsanswering in the regional language should refer in case of
doubt to the main text of the paper.in English.

Q.1 A) Fill in the blanks with appropriate options. (Any 10) 10
1) advertising are ecofriendly & easy to recycle.
(\a) Television, b) Radio, c) Newspaper, d)Social media )
2) medium uses human being to display an-advertisement.
(a) Sandwich man, b) Hoardings, c) Skywriting d) Skype)

3) The goal of media research is to understand audience.

(a)Target, b) Media, c)Rural, d) Urban )

4) shows the rate at which new buyers enter the market.

(a)Sellers Turnover, c) Buyers Turnover, c)Media d) Sales Turnover )
5) The first phase of any media plan is the initial

(a) Market Analysis, b) Market Opportunity, c) Market Risk d) Market Strength)
6) Nielsen Media Research headquarter in city.

(a)Mumbai, b)New York, c) Pune d) Delhi)

7) The continues to inform & guide the work.

(.a) Creative brief, b) Hlumination;, c) Incubation d) Orientation)
8) is the quality of long lasting.

( a) Durability, b) Perishability, c)Buying motive d) long live )
9) is a form of advertising uses famous personalities.

(a) Expertise, b) Endorsement, c)USP d) Market)

X0279Y878C50X0279Y 878C50X0279Y 878C50X0279Y 878C50



Paper / Subject Code: UAADV 401 / Advertising Paper- 1 (Creativity and Resear ch in Advertising)

Q.P. Code:00004960

10) Copywriting involves deeper creative skills & technical

competence.
(a) Sales, b) Marketing, c) Content d) Packaging )

11) A Copywriter & art director work together to develop

(a) Storyboard, b) Script, c) Creative brief d) Notes )

12) are implies testing, advertising message before it is sent

to specific media.
(a) Pre test,b) Post test, c) Marketing d) Research & Development )
B) State whether the following statements are True or False.. ( Any 10) 10

1) Newspapers have the shortest life.

2) Television & radio are the most well-known print media.

3) Internet advertising has the power to connect millions of people from around
the world.

4) The organization improve their sales without the help of promotion mix.

5) Media planning helps to finalize the frequency of advertisement.

6) The budget decision are usually taken by the top management.

7) One cannot register a Signature as a Trademark.

8) Rational appeals are generally customer oriented.

9) Observation is important techniques of Visualization.

10) Technical copywriting does not require specific education in a field.

11) Advertisement uses‘popular music to make a long lasting impression on viewer.

12) Lifestyle does not show the status of the customer through product.

Q.2 Answer the Following. ( Any 02 ) 15

1) Define'Newspaper Advertising & Explain its Disadvantages.
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2) What is Internet Advertising? & Explain its' Advantages.
3) Define Media Research & Explain its-importance.
Answer the Following. ( Any 02 )
1) Explain Communication objectives briefly.
2) What is DAGMAR Model? & Explain its Process.
3) Define Media Planning & Explain its Process.
Answer the Following. (/Any 02 )
1) Explain in detail the step of preparing Creative brief.
2) Explain in detail the elements of techniques of Visualization.
3) Define High Involvement Product & briefly explain its features.
Answer the Following, (Any 02.)
1) Explain in brief Elements of Copy:.
2) Distinguish between Pre test & Post test.
3) Explain in brief Execution Style of Broadcasting Ads.
Write a Short Note on. (Any 04 )
1) Creative Brief
2) Advertising Budget
3) Functions-of ABC
4) Doordarshan Code
5) Advantages of Television Advertising

6) Types of Outdoor Advertising
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