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Marks : 60 - Duration:2Hours

Note:

e Question No.1 is compulsory
 Figures to the right indicate marks
e Give examples where ever possible

Q.1 Define advertising. State salient features of advertising (15)

Q.2 a) What is IMC? Explain different techniques of IMC. (8)

b) Explain importance of social advertising with suitable example. (7)

- OR

Q.2 a) Distinguish between advertising and propaganda. (7)

b) What is agency accreditation? Explain advantages of accreditation. 8

Q.3 a) What is B2B advertising? Describe its main types. 8)
b) Explain advantages of internet advertising. (7

OR
Q.3 a) Classify advertising on the basis of target consumers. : (8)

b) Advertising confuses people with too many products. Critica]ly analyze. (7)
Q.4 Write short Notes  (Any 3) (15)

a) AIDA Formula

b) Waste in Advertising
c) Political Advertising
d) DAGMAR Model

e) 5 M’s of advertising




