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Instructions for Candidates
Write your Roll No. on the top immediately on receipt of this question paper.
Questions 1-4 carry 18 marks each. Each question offers an internal choice.

Question 5 is of 18 marks. Attempt any three parts from Question No. 5.
Parts of the questions to be attempted together.

All questions carry equal marks.

Answers may be written either in English or Hindi; but the same medium should
be used throughout the paper.
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(a) Define advertising and explain nature of advertising in modern marketing
with suitable examples. ®)

(b) Explain the main objectives of advertising and describe different types of

advertising such ag informative, persuasive, and reminder advertising with
€xamples. 9)

OR
()

Explain the AIDA model of advertising in detail and explain how it helps in
altracting, creating interest, and influencing consumer buying behaviour.
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ot? Explain importance of advertising budget 3216

3116 ising bU & : . i budget with suj
adver thod of setting advertising oU g SUlta), 5. Write shor

what 18 me
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eticing media an escr 1at
pxplain ¢ coneep! 07 ndvcmsm%-n . al media along with their advamype‘ (b) Type:
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nd hmitatlons
piscuss the important factors that influence the s(?lectlo'n of advertising megj, (d) Ethi
) uch as €ost reach, audience, and frequency with suitable examples. (y) ) T
OR
(c) What is media p]annihg? Explain its importance in advertising and describe 1 (@) ot
the steps ‘nvolved in preparing an effective media plan. )
(d) Explain the concept of media scheduling and describe different methods such (@) ﬂ?
as continuity, flighting, and pulsing with simple examples. ©) 7(:1
3. (a) What do you mean by advertising appeals? Explain different types of appeals
used in advertising with suitable examples. , ' 9
, ) @
(b) Differentiate between emotional and rational appeals by taking help of suitable () ;
examples from real advertisements. ; 9) ®
: &
OR
' (@) F
(c) What is advertising copy? Explain its meaning and importance in developing 3
effective advertising messages. : . {9) .
(d) Describe the main elements of a print advertisement. O
4 : . : 2 (@)
v A8) Wh?t s advertising effectiveness? Explain its importance for marketers and 3
businesses in evaluating advertising performance. i O
| (b) Expla ' S
| xplain the concept of pre-testing of advertisements and describe any two
% methods used before releasing advertisements with examples. @
]
; OR
(¢) What is advertising effectiveness? Explain the rationale for measurifis (W)

advertisi : . .
ising effectiveness for companies and their decision making.
act
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(d) Explai 1 testi [
) szd :In p'ost testing t‘cchmqucs used to evaluate the performance and imp
ertisements after they are released with suitable examples.
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Write short notes on the following (attempt any three) : (6+6+6=18)
(a) Role and functions of an advertising agency
(b) Types of advertising agencies

(c) Mecthods of agency remuneration

(d) Ethical issues in advertising in India with examples

(e) Legal aspects of advertising in India
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