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1. (a) Define advertising and discuss its types and importance. 

4. 

2 

(b) Explain the Hierarchy of Effects Model in advertising. 

OR 

(b) Discuss the determinants of seting an advertising budget. 

() What is the DAGMAR approach? Explain its significance in advertising. (9) 

(a) What are advertising appeals? Explain their types with examples. 

(b) Discuss the key components of a print advertisement copy. 
OR 

OR 

(a) Explain the limitations of major advertising media types. 

(b) What is media scheduling? Discuss its various types. 

5. Write short notes on the following: 

(a) Explain the importance of advertising copy in creating effective ads. 
(b) Describe the essential elements of a broadcast advertisement copy. 

(a) Discuss the major types of advertising media and their advantages. 

(b) What factors should be considered when choosing advertising media? (9) 

(9) 

(9) 

OR 

(9) 

(a) Integrated marketing communication process 

(9) 

(b) Approaches to target audience selection 

(9) 

(9) 

(9) 

(a) Why is it inmportant to measure advertising effectiveness? Explain its 
purpose. 

(9) 

(9) 

(b) Discuss the pre-testing methods for evaluating advertising campaigns. (9) 

(9) 

(a) Explain how communication effects of advertising can be measured. (9) 

(b) Describe the post-testing techniques used in advertising effectiveness 
evaluation. 

(9) 

(9) 
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(c) Role of Advertising Standards Council of India (ASCI) 

(d) Ethical issues in advertising in India 

(e) Methods of advertising agency remuneration 

(9) 

(9) 

(9) 

(>) 

(9) 

(9) 

(°) 

(9) 

(9) 

(9) 

(9) 

(9) 
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