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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.
Q.1 A) Multiple Choice Questions. Select the most appropriate answer from the option 10
given below (Any Ten out of Twelve)

1. Under strategy, advertiser undertakes during seasonand no
advertisement as season comes to an end. a)Pulsing, b) Flighting, c¢) Seasonal
d)Stepping Schedule

2. is an example of advertising objective.

10.

(a) Create awareness of brand, b) Develop brand image, c¢) Both d). None of
above

Creativity in advertisement helps in

(a) Decrease sales, b) develop negative attitude, c) develop brand image, d)
Incubation

is a document that explains in detail about a project to a

creative team, ad agency, or designer to design effective ad campaign.

(@) Creative Brief, © b) Creative Break, c) Creative Brain d) Illumination
DAGMAR advertising model was proposed by in 1961.
(@) Russell Colley, b) Philip Kotler, c) F.W. Taylor d) Henry Fayol

refers to the total number of people or households exposed, at

least once, to a particular media vehicle during a given period.
a)Reach, b)Frequency, ¢)GRP d)Bill board
refers to imagination of something for creation of an idea for

advertisement.

(&) Virtualization, b) Visualization, c) Visionization d) Perception

factor is considered while selecting ad media. a)Type of buyer, b)

Nature of product, ¢) Both d) None of above

Shampoo is an example of involvement product. a)High, b) Low,
¢)No d) Average
refers to the amount that an advertiser sets aside for different

advertising activities.
(a) Ad audit, b) Ad budget, ¢c) Ad audience , d)Ad Skywriting
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11. refers to reason why the customer purchases the product.
(a) buying motive, b) creative brief, ¢) endorsement d) Perishability
12. Advertising are the persuasion that stimulates a person to buy a

product/service by highlighting to an individual's needs, interests, or wants.
(a) Audience, b) -Audio, c) Appeal d)Visual

B) State whether the following statements are True or False. ( Any 10 ) 10

1. Television ads have a long life.

2. Filmadvertising offers only audio impact.

3. Website is a form of outdoor advertising.

4. Out of home is a form of new age media.

5.. Itis mandatory to get circulation figures certified by ABC.
6. Internetis the fastest growing medium for advertising.

7. Advertising copy refers to the textual element in the ad.

8. Logo acts as a corporate signature.

9. Layout means arranging the elements of an ad.

10. Storyboards are used in television ads.

11. Pre-testing helps in finding out any grammatical and-conceptual error in advertising

copy.
12. Recall test is a pre-testing method of testing advertising effectiveness.

Answer the Following. ( Any 02) 15
1. Explain‘the advantages and limitations of Print media.

2. What are the advantages and disadvantages of T\ advertising?

3. What is Film Advertising?. Explain its Advantages.

Answer the Following. ( Any 02) 15
1) Discuss the various factors determining ad budget.

2) What is media planning? Explain its process?

3) What isa DAGMAR model of advertising ?Explain in detail.

Answer the Following. ( Any 02 ) 15
1) What are the types of appeal in advertisement?

2) What is buying motive? Explain various buying motives in advertisements
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3) Explain various selling points used by sellers in advertisement by giving suitable
example.

Answer the Following, ( Any 02 ) 15
1. What are the principles of layout in advertising?

2. What is a Jingles-and music in advertising? Explain in details.

3. Explain different post-testing methods of evaluation of advertising.

Write a Short Note on. (Any 04) 20

Broadcasting Media.
Digital Media.

Media Scheduling Strategy.
Celebrity Endorsement.
Creative Brief.

Story Board.

o O
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