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

Answer the Multiple- Choice questions. (Any 10) (20)
AAAI means Advertising Agencies Association of
a) India b) Indonesia
c) Ireland d) ltaly
is the utilization of two or more brands to name a new product.
a) Manufacturer's brand b) Service brand
¢) Business brand d) Co-branding
A good advertising copy should people by providing knowledge relating to the
product.
a) Confuse b) Educate
c) Trouble d) Help
Industrial advertising tries to develop the for a company.
a) Profit & cost b) Creativity & experience
c) Image & goodwill d) None of these

is creating a visual image of something.

a) Identification b) Presentation

c) Layout d) Visualization

Industrial advertising tries to develop the for a company.

a) Profit & cost b) Creativity & experience

c) Image & goodwill d) None of these

Advertising means the art of advertising planning in a proper way.
a) Development b) Technology

c) Strategy d) Mix

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
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opened the first American advertising agency in Philadelphia.

a) Matthew Brady b) James W. Thompson
c) Voney B. palmer d) None of these
AIDA means, attention, desire, , action

a) Information b) Impact

c) Interest d) Intention

stimulate emotions of consumers.
a) Rational appeal b) Fear appeal

c¢) Emotional appeal d) Indirect appeal

is the ability of medium to cover a geographical area.
a) Media mix b) E- marketing

c) Proper Combination d) Geographical Sensitivity

Media Mix is a media to be used as an advertising campaign.
a) Waste b) Combination
c) Choice d) None of these

Write Short Note (Any 3)

Types of E-Advertising

Benefits of advertising to society
Advertising and Marketing Mix
Limitations of advertising as a profession
AIDA formula

Answer the following question in 150 words. (any 2)

State the advantages and disadvantages of Radio advertising.
Explain the factors involved in agency selection.

Describe the various types of advertising.

State the functions of Advertising Agency.

Answer the following question in 300 words. (any one)
Define Advertising Layout. State its components with examples.

Define Advertising. Explain the nature, scope & functions of advertising.

Define Rural advertising. Discuss the importance of Rural advertising in India. State two

effective medium for advertising Rural marketing.
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