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Answer either in English or in Assamese.

1. Answer the following questions as directed :
1x8=8
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(i) The term ‘communication’ is' derived
from the Latin word :
(Fill in the blank)
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(i) The concept of audience analysis
includes the research of language
within a group. (State True or False)
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Media scheduling does not focus on the
timing of the advertising message.

(State True or False) :
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(v)
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The written content of the
advertisement is known as

advertising (Fill in the blank)
Reateie ferlie faaes [t E(E]
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Which of the following is not included
in an advertising agency ?

O (NG Rl GreEite Tuee w9 2

(a) Art director

el o

(b) Copywriter
SPRIRDR
(c) Artists
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- (d) Plumbefs
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(Choose the correct answer)
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is a voluntary organisation that
regulates advertising in India.
' (Fill in the blank)
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(vii) Define advertising appeal.
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(vi)

 (viii)- State the meaning of advertising

budget.
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Answer the following in brief: 2x6=12
weTe Al b T faml ¢

(a) State two characteristics of advertising.
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(b) Mention two disadvantagés of
advertising through newspaper media.
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(d)

(e)

(9)

(h)
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State two important roles of an
advertising agency.
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Mention two features of an effective
advertising appeal. |
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What ére affiliate ads ?
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State two arguments given by
economists against advertising.
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effectiveness of advertisements ?
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Mention two factors affecting audience
analysis,
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State two examples .of outdoor
advertising.
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Write about two types of advertising
agencies offering specialised services.
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Answer any four of the following questions :

5x4=20
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(a) Explain some of the commonly used

direct advertising media in India.
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- Discuss some of the important

determinants of advertising budget.
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Explain the various methods of testing

communication and sales effect of
advertising.
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Discuss briefly the problems of internet
advertising.
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Discuss the advantages of in-house ad

agencies.
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Explain briefly the communication
process in advertising.
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Explain the elements of an effective
advertisement copy.
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Write a brief note on ethical aspects of |2
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advertising in India.
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. Answer any two of the following questions :

10%x2=20
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(@) - Describe the various methods of setting
an advertising budget.
Reatsiey e Fefaem [ien simfen fa 2
<41 |
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(b)

()

(d)

Explain the diverse testing techniques

used in evaluating advertising
effectiveness.
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Critically assess the significant aspects
of advertising in the context of society.
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Describe the factors to be considered
while selecting a suitable advertising
media. :
<ot Toige Rwierm s Fio I TS
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Discuss the different types of
advertising appeals adopted by
professional marketers.

(IR TERTOPRRCE g w9 [{ifen g9
fReaiome Siiwes [ICT SHtemb=l <= |

1 (Sem-3) BCM 09/G T 6000



