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,{0935 i A0569 ADVER"|ISING : CONSUMER BEFTAVIOUR.

Q.P. Code 103431

lTime: Two Hours]

Please check whether you have got the right question paper.
N.B: 1. All Question are compulsory.

2. Draw Diagrams and give examples wherever necessary.
3. Figures to the right indicate full marks.

1r

in their current stage&

a) Explain the following concepts.
l. Adoption
ll. Subliminal Perception

' tll. " Dbgmatism
lV. Ethnocentrism
V. Religious sub cultuie
Vl. Observational learning

.: : .'a
r i'. r., .r,

' t,,l ., . :'...
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b)
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Lase)Iuqy; -....-..1 .,:. .l:.i:". .::.11 -.;,...:....:,i,;r':: ,,,rrr ,/ i.',..,. -: r'...'.1

Mr. Sunil Verma is an lT professiorl5l.,idt<q!,(. ,lfle,,is:wO*iint:in.MNC and,getting mirried to Nisha
in the next month. Nisha is alsotrrr-lf pfofe,siionii.t..Bbth oftli'e,rn-are ptanning for their future. They
are planning their finances and requirements.

Questions: ," ' ' .' ,'

i) Mention the various:Stqges of FLC &.explain the current FLC stage of Mr. Sunil Verma & Nisha
belong to.

State ahv three e*istlnE ad'r,iiessaEes.a

_..i -: -, ,:j ,:_i . . :i, .... ,tir i-;- .r:, ::.. :-1. . ,r,l
Mr. SunilVerma is an lT professionil-iii6aUtata,:tte,,itwC irhsrin'nnruCatl
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Q.4

Q.4

Q.s

Q.P. Code :03431

Write an explanatory note on the Tri-component attitude theory with the help of suitable examples.

Explain Consumer Decision Making Process and state how the brand choice you made while
purchasing a PC with the help of the model.

Write short notes on anv 3 of the following:
i) ELM

ii) Types of appeals
iii) Diffusion Process

iv) lndian Core Values

v) Trait theory of personality
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N.B:

1. B) Case Study:
INDIA - August 2,20L6-Mondelez lndia Foods Private Limited, to,Jay anniunCed the launch ofyet another exciting innovation - Cadbury Dairy Milk Marvellous Creation. After the successful
launch of lndia's first'centre-filled'Chocolate- Cadbury Dairy MilktiL rrioir, ruonaetez tnuia,the market leader in the chocolate .it"gor17 in ln{ia {as p9r'f,l]elsen) tbrings iis global product
Cadburv Dairv Milk Marvellus creations to tniir. exuber.iting i iun:ina p'irvtrtiirracteristic,
this unique chocolate bar surprises corlsumers'with'.its'diitinctive forrn and unpredictable
inclusions. Cadbury Dairy Milk Marvellous crertionl *rr l"'.rr'iiror"'ir'*, t,.r"rrs, JellyPopping Candy .nd 

!o:k"_ 
Nut crunch, and wiil u. ,.nui..tured at the company,s newmanufacturingfaci|ityin5iiCiiy,AndhraFradesh,

i' Using the Brand Personality scale. explain what is the current brand personality.ii' ls there a need of a celebiity e ndorser? lf yes, suggest a celebrity, justify your answer.iii. What extension strategy has the company used. 
-

03

03

03

2' A) 
1l ,?::.rts 

the relevance of the Graveyarc.l Model, with reference ro tndian Brand. 082) What ar.e the four Brand identltytraps? 
A7

OR2'' B) , 1) can a company choose between the various branding strategies? what options do they 0g

2) Expla'in the Brand product matrix with an industry example. Ol

1) Explain the concept of Brand. How does it differ from product?
2) Enumerate the advantages & disadvdntaBes of Line extension.

1) Explain the 10 guidetines for buitdir:g ,,r::, brands.
2) Write a note on Co-branding.
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3. B)

3F35423 I 673A I 2 1 B76CA I BAE48B6E754

TURN OVER

1.

2.

3.

1, A)

All Questions are compulsory.
Figures to the right indicates maximum marks.
lllustrate your answer with
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Q.P. Co-de:03614

4. A) Brand Building Blocks.

Explain the Brand equity ten.

Attempt any three short notes:
a) Loyalty pyramid

t,) User lmagery
c) Moving a brand up
d) The self-Expressive Mode.
e) Brand Licensing

OR
15

15
B)
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40935 / 40563 ADVERTISING : MEDrA PLANNING & BUYING.
t.

e. p. Code: 23094Media2:Reach=8o%,Frequency:9,TPC=9,95,000,AEC:o+,6oo
Findthe%TA,GMandCPRPforMedia1andMejia2,-.',"""

2a.2Answer the following(8)
23,000 people see an advertisement 4 times, 34,000 see an advertisement6 times and
93,000 people see an advertisement 5 times. universe is 567,000. Totar Cost;a 

---

'',,: r.,,-l:'

,. , , QR, ...:,.;:..;

2. Write detailed note on various components of media pianning

.;:':, i 1l
.riL -.':'..'f a"1

1,1 -r. 
' ..:1J.ti: i,

; -i :--t'-:i'
'r,1:...:;.. --i1'-''r-
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(8)

(7)

(8)

(7)

(8)

8)
(7)

(1s)

79DFB28E48OBp L2s7 2 A7 6C47 Aggqg6o4

of Television Advertising

in affiliate marketing

Buying(7)



Dallies Readership .Rate ( Full
page)
colour

The Times of
India

7965 710900

DNA 2829 660000

The Hindu 3?2-'1;--f ,Karqasanglthaan .j,
(Bensali) [w) t;;'.-':':': "

,682 309,000

I 535 654 39s,000

Lokmat ' .: :

(Marathi): , :' f?iirri.i;
815 465,000

167,0 t350' Sat'a'srsdili(F)
6findi).

1365 326000

AnandabazarPatrik,
a (Bengali) .',1 ,,1 ,;,

,.56r!3 .M'atiriubhumi (W)
.{Malayalam)

89',l 203,800

Deepika , .j ..,::
(Malayalam) ig"1i,, ;F6mina (F) "309 780,000

,,1', 9;' MeriSaheli (Hindi)
(M)

634 2,44,000

l 1398 :1250 Grihalaxmi
(Malavalam) (M)

750 640000

p-age.sue (25 cm (h) x 16 cm (w)

(2.5 Hours)

N. B:

l. All questions are compulsory
2. Use of Calculator is permitted
3. Cellular phones are not allowed

1. CASE STUDY:

Q, F. C.odez,23094

.'.:, .::.' ..."-: .,-

Create a Media Plan for Life Insurance Corporation of India. LIC is an lndian state-owned

Atternpt iny one betiveen 2a.l and2a.2. along with 2.b

{i.e. (AttCmpt either 2a.1 OR 2a.2 for 8 marks) and 2.b. for 7 marksl
,::'_
2a.,i: Answer the following: (8)
Media 1: Reach = 40 oh,Fre{uency = 8, TPC = 7,77,000, AEC = 40,000

It-:

79DFB28E48}BF A2572A7 6C47 A9989604

l._

'6471-'

ranitha

Malavdlam).(F): '

-17.7,0 _..'
,... i:', 1..; 

, .i

The Economic'
Times .,' .

''2600-'.,.',i Business India (F)

i;
uuslness I oday (-t )
.,. :..r. 

,,.,.:

'Nava .,.,: '.'
Bharat(Hindi)
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Instructions: (a) AII quesfions are compulsory and carry equal marks
(b) Figures to the right indicate marks
(c) Support answers with examples wherever necessary

Q.1 Multimedia Campaign and strategy:- 15
A' Tliunbs lJp is a popular beverage in India having a long legacy in the market. Their advertisements

are full of adventure, excitement & energy so as to appeal to the youths of the country. They now
want to reaoh out to the older age group as well, who may not be able to connect to the advertising
style currently employed by thern.

Thc brief is to ernploy an appropriate appeal and create a campaign with a possible change of tone
' and tcchnique, pcrhaps by having a rnature, subtle and sophisticated approach to ivhich the older age

-qroup can relate .

Ansn,er the follolving
a. Drati a Creativc Plan lor them.

b. Define their nressage strategy.
c. Mukc rwo print ads based on the brief.
d. Draw a story board lor a 30 sec TVC.

OR
B. Vodalone is a telecommunications service provider in India facing a tough pricing competition in

the nlarket due to strategies employed by its rivals, who are providing voice & data services at an
extretrely Iow cost. Due to this, Vodafone customers are rnigrating in large numbers to other service
pluviders and tlre conrpany is firrding it difficult to retairr its existirrg custonrers.

BricIof tlie carnpaign is to stop this large scale migration by users by appealing to their loyalty, anri
hightighting the quality of their service over its competitors.

Ansrver the follolvlng:
a. Draft a Creatrve Plan for them.
t) Define their.nressage strategy.
c. lvlake two prinr ads based on the brief.
d. Draw a story board for a 30 sec TVC.

Q.P. €ode:22104

Total Marks: 75

t4j
t2I

l4l
lsI

t4l
lzt
l4I
tsI

Q.2 A.

B.

Discuss in brief sonre major qualities that a copywrirer must possess. ts]
Write a script for a 20 sccond radrc spot for an educationaI app "Byju" that will assist students in[7]
studving.

OR
c. Drft'crentiate bet',veen lcli brain & rigirt brain thirrking v,,rth exainples.
D. N'{ake an Outdoor poster to inlonn people of a supcr sale at all the "shcpper's Stop" outlets.

t8I

t7l

I
c24AL0CC]Di. B6869C08B676DAB8_1 F 8C0 i-'

Turn Over



Q,4. A.

B.

Q.s.

Q.P. Code:221A4

q.3. Ansryer the follon,ing;-
A. Discuss any four ellective Idea Generation Techniques. tg]
B. Draft an email promoting a holiday tour package lrom "KISARI TOURS" for rhe enrire family. l7l

OR
C. Write a brief note on CAN elements of creative adv'ertisdini:nts. Is]
D. Write a Direct Mail to prospective customers encouraging them to visit "JAVED HABIB" salon[7]

outlets in tlie Munibai.

Wirat lactors must be kept in mind while creating heacilines & subheadlines for a Print Ad? tSl

As the Public Relations Offlcer ola crty Bandra Cricket Club, write a Prcss Release infonning the[7J
me dia of the club winning a prominent city tournament.

OR
What are the essentials of rvriting a good copy lor women? tgl
Dralt a Classiflcd Ad tbr matrimony search services offered by bhaiatmatrimony.com tlt

Write a short note on any three of the following: 15
l. Conscious & Un.onscious Mind
2. Transcreativity

3. Types of Appeals

4. B2B Advertising
5. SMS Advertisirrg

C.

D.

I
.4
I
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Maximum marks:75 Duration 2 Tzhours.

N.B:AllQuestionsarecomputsory;..,]1-....'-.....;:'..'
Atl questlons carry equat maiks' 

. , ' 
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.. 
', "':, 

" 
. '',: .;'i. '

KindlysupportyouranSwerswithsuitableexamples

e.l An lndian Food processing unit is planning to launch'itsdi.qgt{irurtoditerlrs'.
*HEAT AND EAT" or an lndian YOGACENTER have set up-their, marke!s."3b,1 {-'- .'
your Ad Agency has been given the assignment to draw up the AdVertlSing S[ii?lpgV,i

..,,'. .::_ .- .,:l 
,,;,. 

.:;:.j,.,.:,, 
. J ,:.i"r,;{. ,-....- ._ 

...

First: Choose any one product/service ,'''';.;' -.::,,;-',-'.,1.^;i-i;r',ft-I.::r:''nr,+t*:..*- -,..'-.,

Second: Select any two countries frop:gily..6fth h.(""9reqn$,of e9uhtri"9, l

The two countries selecte$"cannoJ'De,"fr9m the sqrne gioupr.,=n .,.',:.:''':

Group A: USA, UK, FRANCE, CgnfVfnf'fV
GroupB: J"APAN,CHINA,BR4ztt-,.SOUIH.KOREA:'.,.-,.r1 ."'-.,',:..."''.",-.''
Group C: SAUDIARABIA, OST.AR,F$IARIN, Kt{'YAliJ, , , -', -,_

. .",:r,. . :,.;..,j ... ._ ,.,.......,1: .t..._. ,.."- il ".s. .,- .

What factors wilt you keep in mipfl"vii.-tribrjiqv4g_ping,y..ou1ho.vertigilg fqa_tg with._.
reference to the two countrieqrseteeG..d byV"gu?. ' ,, . i -,tt,:_..,,-"I.." (15)

-:'' 
' ''l: .-:. 

' i": I '::,:i: :. . '. '.

Q.2.Answerthefollowing: -':1' ,::'.:'. t.t',, 1' :'-'' -"': ' "'
A. What is liberalization? Discuss the effects of Liberalization on lndian economy

with relevant examples
B. Write a detailed note on controversialadvertising

- t: ',-. -",; : O-R

C. What is the Diffeience betwe.en FERA and FEMA
O. Explain global'local Dilemma in international markets.

Q.3.
A. Discussr the :Va i ious. criticisrns levied against Adve rtisi n g.

B. Outline:the scoile,of challenges in lntgrnational advertising.

C. Explainlthe connection between popular culture and advertising. (8)

D. Bring out.the',impact of adVerti.sing on changing attitudes, behavior, societal
norms, perception, needs, and lifestyle. g)

.

.,Q4. ..

. . A. Design q social marketin$ campaign fora women self'help group

,r manufacturfngrhome-made tiffin services to be promoted through the lnternet.
i ,' ,, .-.,: .' ,.1 I oR
'','" 8 An NcQ;ilp.romoting a program for Welfare of Senior Citizens, design a social

;','riiarketing garlnpaign for the. cause. (15)

'.:lQ.5. Write, short, noteq, on'any'three:,.,
',;..'. ,- : , .'t, .'. I Childfgnq: Advertising and

:1' ': :::",- ' . b.:Digital adVertising'
.,.,: : -. :' ; 

" 
. c-. 

f 
$ocial benefits of advertising.

,i'.:,' :' .,r: ' d. '' political advertising.
:': '::, ; .' ; 6i' Stereotypes Gender Bias in advertising.

(B)
(7)

(B)
(7)

(8)
(7)

(15)

Turn Over
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