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Note : There are THREE sections in the paper A, B and C.

(ii) QFT-T 4 Fo7 GG 1 3 G 10 977 & IR ST | 5% 91T W 37 7 &
gq G4 10 577 GG THR F T F 8 |

Answer all the 10 parts of the question No. 1 in Section A. Each part
carries one mark and all 10 parts have objective type questions.

(iii) BT~ % 8 T 7 8 557 6 Fo7) & I T | I 597 3 3 BT E T
$7H1 5 T / 50 Weg] 4 3¢ o |

Answer any 6 questions out of the 8 questions in Section B. Each question
carries 3 marks and to be answered within 3 lines / 50 words.

(iv) Q- % 6 T 4 @ o567 4 571 & I STT | I T97 8 3 BT 8 0
$7HT 15 W87 / 150 IIeg) 4 3¢ &fora /

Answer any 4 questions out of the 6 quesiions in Section C. Each question
carries 8 marks and to be answered within 15 lines / 150 words.

(v) % G & @Y1 59 ) FHAR T G 5T BT |
Solve all the questions of a section consecutively together.
(vi) I 19137 & 37 817 F1 T 7§ 37it srgere 8 A= 8 1

Only English version is valid in case of difference in both the languages.

WA —T
Section — A
I () fr=faRea d & o difear dem 6 fagiwar g 2
(a) T TE (b) I BT
(c) 3TETA EH (d) e fea g
Which of the following is a characteristic of media planning ?
(a) It’s not original (b) It’s persuasive
(c) It’s inconsistent (d) It’starget-less
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Hifean @it HH wEar g ?
(a) 3G IUHIHT (b) TG e
(c) Hifsa @ (d) 39TH | H g T
Who does Media planning ?
(a) Product consumer (b) Product producer
(¢) Media planner (d) None of the above

Gii) Hfean wnfam $i St 8

1. gyasiierar s 979 & ol |
2. oo @ fed i stftream w5 & ol |

() 19fi2w2udt=did | (b) 29HFRITHTER
() 13M2gHiadg| (@ 132 T |
Media planning is done

1.  To gauge effectiveness.

2. To maximize return on investment.

(a) 1 iscorrect but 2 is not. (b) 2 is correct but 1 is not.
(c) Both1 & 2 are correct. (d) Both 1 & 2 are wrong.

(iv) Tosmoe o fore Seem & R s ST 2 2

)

(a) TYesh VS =R o fold (b) I o I£IH I TR BT

(c) R feeuer o gfg (d) IuE Hufy

The advertising budget is done for which purpose ?

(a) Paid brand promotion

(b) Defining communication objectives

(¢) Increase market share

(d) All of the above

frefeafiga 3§ & i a1 s w97 e % aie % ol ool Sugw 8 ¢
(a) Torshl ugfa 1 whcrera (b) wifereaeff wwar fafy

(c) 3eva s wE fafy (d) IR @t

2153

Which of the following is most appropriate for ‘Methods of Advertising Budget

Allocation’ ?
(a) Percentage of sales method (b) Competitive parity method
(c) Objective and task method (d) All of the above

(vi) Teoor srgEeT 1 wfsRa o wrem @ fohueht goare fRm smar ? 2

(a) BT (b) TeameR it TS SaEEa
(c) SHIH IS T (d) 39Tk g+l

What is evaluated through the process of marketing research ?

(a) New service (b) Creative viability of designer

(¢) None of the above (d) All of the above
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(vii) 1. YRR TR 1 T farveiwur “Femimom srgEam’ o ue A5 aoie 2 |

2. U8 U UhhAT % Wiegw 4 TR S 2, o fammm & wvmasfierar @
grafirg 221 o1 favein wnfier grar 2 |

(@) 1EERW2EATER | (b) 2@ WE AR |
(c) 13R2e e | d) 1322 Te@ e |
1. Depth analysis of consumer’s behaviors is a scientific technique of

advertising research.

2. It is done through a process, which involves analysis of data related to the
effectiveness of an advertisement.

(a) 11scorrect but 2 is not. (b) 2 is correct but 1 is not.

(c) Both1 & 2 are correct. (d) Both 1 & 2 are wrong.

(viii) femmmom fi-2fn=n g ?

(a) U Torsmom e ugfa (b) T TEU W ugfd
() AN TRE | (d) [T |

What is advertising pre-testing ?

(a) An advertising research method (b) A printing test method

(c) Both are true. (d) Both are false.
(ix) Tr=fafea @ & feas o fommm d Te-wdew fea s g 2
(a) Tomom gwmE (b)  SUMITHT Tftehraiar
(c) TETCHS %S (d) ST Tt
For which of the following post-testing in advertising are conducted ?
(a)  Advertising impact (b) Consumer acceptance
(c) Creative wear and tear (d) All of the above
(x) TrsTae o TeTeneRaT & HTEm § 9 9TH AT | ¢
(a) 3G TIR (b) wTEBM
(c) s (d) 3uw asft
What is achieved through creativity in advertising ?
(a) Product promotion (b) Brand image
(c) Brand remembrance (d) All of the above (1x10)
qFH — ot
Section — B
2. fifar et s sl R ¢
What is meaning of media planning ? 3)
3. fommom arfoft wnEd @ 2
What is Advertising Schedule ? 3)
4, iifgar wnfm % yafad s 9 s e |
Write the factors influencing media planning. 3)

P.T.O.
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10.

11.

12.

13.

14.

15.

forsae w512 % S foafad |

Write the factors in advertising budget.

fosTTom we 3traed & 18 o fafemt ey |

Write any three methods of advertising budget allocation.

fooom SrEa d FH AT R W A ?
Which purpose is fulfilled by marketing research ?

oo sEam S RTAm g ?

What are the advantages of advertising research ?

forse 4 sft-2fedn w ferfadt |

Write on pre-testing in advertising.

Y| —

Section — C

Hifea whf & v %! gHeEd |

Explain importance of media planning.

Hifsar Frs & ford fasmom difea i fatanst 6 s S

Explain the characteristics of advertising media for media planning.

TS o113 el W fofiad |

Write on the factors in advertising budget.
U STEYT deh-iteh! o fafad |

Write on marketing research techniques.

1 TS § TR bl fereTe gom g =mfed 7

Should creativity in advertising be controversy free ?

oo o TEATeHhaT S §Te 31N IS I TR e ® 7

How creativity in advertising affects brand or product ?
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