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JOURNALISM AND MASS COMMUNICATION 
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ADVERTISING 
 

Î³Ú – ƒåÒü Qsi¡à  šèo¢³à> – 50 

Time : 2 hours Full Marks : 50 

 ( ³àì>¹ P¡¹ç¡â« – 80% ) 

 ( Weightage of Marks : 80% ) 
 

š[¹[³t¡ * ™=à™= l¡üv¡ì¹¹ \>¸ [¤ìÅÈ ³èº¸ ëƒ*Úà Òì¤ ¡ú "Ç¡‡ý¡ ¤à>à>, "š[¹ZáÄt¡à &¤} "š[¹ÍHþà¹ 
ÒÑzàÛ¡ì¹¹ ëÛ¡ìy >´¬¹ ëA¡ìi¡ ë>*Úà Òì¤ ¡ú l¡üšàì”z šøìÅ¥¹ ³èº¸³à> Îè[W¡t¡ "àìá ¡ú 

Special credit will be given for precise and correct answer. Marks will be 

deducted for spelling mistakes, untidiness and illegible handwriting. The 

figures in the margin indicate full marks. 

 

 [¤®¡àK - A¡ 

GROUP - A 

1. ë™ ëA¡àì>à áÚ[i¡ šøìÅ¥¹ l¡üv¡¹ [ƒ> – 

 Answer any six of the following questions :  5 × 6 = 30 

a) ¤ø¸à“¡ š[\Å[>} Î}`¡à[Út¡ A¡¹ç¡> ¡ú 

 Define Brand Positioning. 

b) ¤ø¸à“¡ ¤¸[v¡û¡â« [A¡®¡àì¤ [¤A¡àÅ ÒÚ ? 

 How is Brand Personality developed ? 

c) &A¡[i¡ [¤`¡àš> Î}Ñ‚à &¤} t¡à¹ AÃ¡àìÚì@i¡¹ Î´šìA¢¡ [>ìÚ "àìºàW¡>à A¡¹ç¡> ¡ú 

 Discuss the relationship between an advertising agency and its client. 

d) DAGMAR š‡ý¡[t¡¹ ë³ï[ºA¡ ‹à¹oà ¤¸àJ¸à A¡¹ç¡> ¡ú 

 Explain the basic concept of DAGMAR approach. 

e) ³àìA¢¡[i¡} [³ìG¹ P¡¹ç¡â« ¤o¢>à A¡¹ç¡> ¡ú 

 Describe the importance of Marketing Mix. 

f) &A¡[i¡ [¤`¡àš> ">å[º[š¹ l¡üšàƒà>P¡[º A¡ã ? 

 What are the elements of an advertising copy ? 
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g) [yû¡ìÚ[i¡®¡ Ð¡ö¸àìi¡[\ ó¡¹³¸ài¡ ¤¸àJ¸à A¡¹ç¡> ¡ú 

 Explain the creative strategy format. 

h) &A¡[i¡ ¤ø̧ àìr¡¹ \>¸ ºàÒüó¡Ð¡àÒüº [¤`¡àšì>¹ P¡¹ç¡â« ¤¸àJ¸à A¡¹ç¡> ¡ú 

 Explain the importance of lifestyle advertisements for a Brand. 

i) AIDA ³ìl¡º A¡ã ? 

 What is AIDA model ? 

j) ¤à\à¹ [¤®¡à\> A¡ã ? 

 What is Market Segmentation ? 

k) "à”z\¢à[t¡A¡ [¤šo> ¤¸àJ¸à A¡¹ç¡> ¡ú 

 Explain International Marketing. 

l) [¤`¡àš> Î}Ñ‚àP¡[º ‡à¹à šøƒv¡ [¤[®¡Ä š[¹ìÈ¤à ¤o¢>à A¡¹ç¡> ¡ú 

 Describe the different services offered by Advertising Agencies. 

 

[¤®¡àK - J 

GROUP - B 

2. ë™ ëA¡àì>à ƒå[i¡ šøìÅ¥¹ l¡üv¡¹ [ƒ> – 

 Answer any two of the following questions :  10 × 2 = 20 

a) Î}¤àƒšìy [¤[®¡Ä ‹¹ì>¹ [¤`¡àšì>¹ l¡üƒàÒ¹oÎÒ Î}ìÛ¡ìš ¤o¢>à A¡¹ç¡> ¡ú 

 Describe briefly with examples, the different types of advertising in 

newspaper. 

b) ¤ø¸àr¡ š[\Åà[>}-&¹ \>¸ ¤¸¤Òê¡t¡ [¤[®¡Ä ëA¡ïÅº ¤¸àJ¸à A¡¹ç¡> ¡ú 

 Explain the various strategies used for Brand Positioning. 

c) [A¡®¡àì¤ Î³[Þt¡ [¤šo> `¡àšì>¹ [¤[®¡Ä l¡üšàƒà> [>‹¢à[¹t¡ ëÅøàt¡à / i¡àìK¢i¡ "[l¡ìÚìX¹ 
A¡àìá ëš]áìt¡ ¤¸¤Òê¡t¡ ÒÚ ? 

 How are the various components of Integrated Marketing 

Communication used to reach the Target Audience ? 

d) l¡üš™åv¡û¡ l¡üƒàÒ¹o [ƒìÚ, [¤[®¡Ä šìo¸¹ ëÛ¡ìy [¤`¡àšì>¹ ®è¡[³A¡à [>ìÚ "àìºàW¡>à A¡¹ç¡> ¡ú 

 Discuss the role of advertising in different product categories, giving 

suitable examples. 

    


