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Note: - 1. All questions are Compulsory

2. Figures to the right indicate full marks
Que-1. A) Select the most appropriate answer from the options given below (Any Ten)
10

1. Advertising is an element of . (Promotion mix / place mix / Market mix)
2. The main objectives of advertising are to create . (Brand Image / Awareness /

Brand Loyalty)
3. advertising is also called as corporate image advertising. (Advocacy / Selective /

Institutional)

4. Generally, advertising agencies get commission from media of percent. (15 / 10/ 20)
5. agency provides services on a piece meal basis. (In house / Modular / Mega)
6. agency operates like an advertising department of an advertiser. (Global / Full

service / In house)
7. False statistics is a form of _ advertising. (Unethical / Ethical / Social)
8. Advertising has ___ effects on the society. (Only positive / only negative / positive and
negative)
9. __ advertising is also known as pro bono advertising. (Social / Political / Advocacy)
10.___ isthe decoder of advertising message. (Recipient / Advertiser / advertising agency)
11. AIDA model was developed by (Rosser Reeves / E K Strong/ David Ogilvy)
12, advertising promotes eco-friendly products. (Friendly / Generic / Green)
Que-1B State whether the statements are True or False (Any Ten) 10

1. IMC is a continuous activity.

2. Advertising does not require creativity.

3. Local advertising is also known as retail advertising.

4. Advertising and publicity are synonymous.

5. All agencies provide full service to the client.

6. A specialist advertising agency provides in —house services to its clients.
7. Advertising has a direct effect on production costs.



8. Advertising can lead to economics of large scale.

9. Generic advertising is also called as selective advertising.

10. Brand loyalty does not contribute towards brand equity.

11. ADIA Model places emphasis only on attracting attention.

12. Marketers need not focus on brand image.

Que-2. Answer any Two of the following: 15

a) What is integrated marketing Communication? Explain its features.
b) Explain the role of integrated marketing Communication
c) Explain the features of advertising
Que-3. Answer any Two of the following: 15
a) Explain the features of advertising agency
b) Explain the agency selection criteria.
c) Explain the career options in advertising.
Que-4. Answer any Two of the following: 15
a) Explain the impact of advertising on production costs.
b) Explain the economic impact of advertising
c) Explain the forms untruthful advertising.
Que-5. Answer any Two of the following: 15
a) Explain the elements of advertising communication.
b) Explain the factors influencing brand equity.
c) Explain the management of brand crisis.
Que-6. Write Short Notes on any FOUR of the following: 20
a) Evolution of advertising.
b) Classification of advertising on the basis of geographic area.
c) Creative Pitch
d) Pro bono advertising
e) AIDA Model.

f) Rural advertising
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