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Instructions: 1) Attempt all Questions
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Q. 1. (A) Answer the multiple-choice questions (Any 10) (10)
1. Industrial advertising tries to develop the for a company.
a) profit & cost b) creativity & experience
¢) image & goodwill d) none of these
2. AIDA means, attention, desire, , action
a) information b) impact
C) interest d) intention
3. In visual images play a very important role in capturing the attention of
the public.
a) slogan b) mascot
C) caption d) illustration
4. is incomplete without advertising.
a) Salesmanship b) Benefit
c) Degree d) Improvement
5. 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
6. is the ability of medium to cover a geographical area.
a) Media mix b) E- marketing
¢) Proper Combination d) Geographical Sensitivity
7. utilizes print, video, audio to get the attention of potential customers.
a) Newspaper Media b)Television Advertising
¢) Radio Advertising d) Trade Show
8. means short description of a thing.
a) Caption b) Decoration
¢) Slogan d) Mascot
9. Consumer gets from advertising.
a) information & guidance b) demand & supply
C) price & cost d) profit & loss
10. is the latest media of advertising.
a) Television b) Magazine
¢) Newspaper d) Internet
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11. The four elements of Marketing mix are Product, Place, Promotion and

a) Practical b) Package
c) Price d) Producers
12. is the fundamental law of nature of life.
a) Advertising b) Media
¢) Movement d) Balance
13. Advertising is the between the seller, buyer & consumer
a) agreement b) communication
C) contract d) change
(B) Answer in one sentence (Any 5) (10)
1. State any two limitations of Advertising.
2. State any two criticisms on Advertising.
3. State any two benefits of ‘Magazine’ as advertising media.
4. State the four elements of ‘Marketing Mix’.
5. State any two benefits of Advertising to retailers.
6. What do you mean by Media Scheduling?
7. State any two benefits of TV Advertising Media.
Q. 2. Write Short Notes (Any 4) (20)
1. Limitations of advertising as a profession
2. Role of advertising in modern business
3. Types of E- Advertising
4. Women in advertising career
5. Benefits of a Brand
6. Advantages & disadvantages of Television Marketing
Q. 3. Answer in 150 words (Any 3) (30)
1. Describe the faults in copy writing.
2. State the advantages and disadvantages of Radio advertising.
3. Explain the factors involved in agency selection.
4. Describe the various types of advertising.
5. State the functions of Advertising Agency.
Q. 4. Answer in 300 words (Any 2) (30)

What do you mean by advertising appeal? Explain different types of advertising
appeals with the help of examples.
2. Define Advertising Layout. State its components with examples.

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

4. Define Rural advertising. Discuss the importance of Rural advertising in India. State
two effective medium for advertising Rural marketing.

TS TR
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