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Part – A 

Max. Marks: 10

Answer all the QUESTIONS. EACH QUESTION CARRIES 1 MARK.
1. What does the phrase, “speak with a single voice,” mean? 






2. State drawbacks of sales promotion. 









3. What do you mean by advertisement layout in print media? 




4. What is a “Big Idea” in creative side of advertising? 





5. Difference between PR and Publicity. 







6. What is meant by advertisement appeal? 






7. What factors distinguish a good television commercial from a mediocre one?

8. Explain the factors influencing Advertising Budget. 





9. State Types of Emotion Appeals. 







10. Define advertisement and explain its meaning.





Part – B 

Max. Marks: 50

ANSWER ANY FIVE. EACH QUESTION CARRIES 10 MARKS.
1. (a) ‘Flipkart Matlab Bilkul Pakka’. Jingles really make commercials stand out and often elevate the radio or TV commercial to pop culture status. Comment. 




(b) Name a product of your choice and suggest three media that you would use to advertise that product with justification. 

2. (a) Discuss the changes in marketing communication practices that have been particularly prominent. 

(b) Discuss the various elements of the communications process. Find an example of an advertising campaign being used by a company and analyse this campaign in terms of these elements of the communications process. 

3. (a) Explain the importance of DAGMAR approach. 

(b) What important factors should be considered in market analysis in developing a media plan? 

4. (a) How will you measure the effectiveness of online ads? Explain the tools and techniques to measure the effectiveness. 

(b) Distinguish between full-service and specialized agencies. 

5. (a) Give real-life instances of the reasons for the increased importance of sales promotion in organizations. 
(b) Discuss various sales promotion techniques and suggest a suitable method for consumer goods. 

6. (a) Compare and contrast PR with other tools of marketing communication. 

(b) Discuss the dynamics of web based publicity to the current generation of consumers. 

7. (a) “Money Spent on advertisement is not wasteful”. Critically examine this statement with suitable examples. 

(b) How companies marketing their products in a foreign country can avoid some of the communications problems that might arise because of differences of language and culture? 
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