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Instructions: 1) Attempt all Questions
2) Figures to the right indicate full marks

Q. 1. (A) Answer the multiple-choice questions (Any 10) (10)
1. is the systematic design of size colour, scheme, graphics, object &
text placement to send intended message to target audience.
a) Advertising copy b) Advertising mix
¢) Advertising media d) Advertising layout
2. AIDA means, attention, desire, , action
a) Information b) Impact
¢) Interest d) Intention
3. Branding simplifies control of the process.
a) commercial b) ethical
¢) social d) none of these
4. A good advertising copy should people by providing knowledge relating
to the product.
a) help b) trouble
¢) educate d) confuse
5. plays avital role in marketing promotion
a) Advertising b) Advertising mix
¢) Advertising media d) Advertising layout
6. Media mix is a media to be used as an advertising campaign.
a) waste b) combination
c) choice d) None of these
7. AAAI means Advertising Agencies Association of
a) India b) Indonesia
c) Ireland d) Italy
8. is the utilization of two or more brands to name a new product
a) Manufacturer’s brand b) service brand
c¢) Business brand d) Co-branding
9. is incomplete without advertising.
a) Salesmanship b) Benefit
c) Degree d) Improvement
10. is the ability of medium to cover a geographical area.
a) Media mix b) E- marketing
c¢) Proper Combination d) Geographical Sensitivity
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11. means short description of a thing.

a) Caption b) Decoration
¢) Slogan d) Mascot
12. is the latest media of advertising,.
a) Television b) Magazine
c¢) Newspaper d) Internet
13. is the fundamental law of nature of life.
a) Advertising b) Media
¢) Movement d) Balance
(B) Answer in one sentence (Any 5) 10)
1. State any two benefits of TV Advertising Media.
2.  What do you mean by Media Scheduling?
3. State any two benefits of Advertising to retailers.
4. State the four elements of ‘Marketing Mix’.
5. State any two benefits of ‘Magazine’ as advertising media.
6. State any two criticisms on Advertising.
7. State any two limitations of Advertising.
Q. 2. Write Short Notes (Any 4) 20)
1. E-Advertising
2. A-I-D-A Formula
3. Advantages and disadvantages of Television Advertising
4. Advantages and disadvantages of News Paper as Advertising media
5. Benefits of Brand
6. Key objectives of Advertising
Q. 3. Answer in 150 words (Any 3) 30)
1.  What do you mean by rural advertising? Discuss the importance of rural advertising
in India.
2. State the advantages and disadvantages of Radio advertising.
3. Discuss the different career options available in advertising sector.
4. What are the factors affecting selection of media?
5. Explain the types of Internet Advertising
Q. 4. Answer in 300 words (Any 2) 30)

1. Define the functions of advertising agency. Explain in brief the factors influencing
the selection of advertising agency.

2.  What is media mix? Explain the different geographical selectivity and media
scheduling.
Define Advertising. Explain the nature, scope & functions of advertising.

4. Explain woman in advertising career.
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