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A0935/ A0569 ADVERTISING : CONSUMER BEHAVIOUR. s

Q.P. Code :03431

[Time: Two Hours]

Please check whether you have got the right questldn paper.
N.B: 1. All Question are compulsory.
Draw Diagrams and give examples wherever neéessary
3. Figures to the right indicate full marks

e

a1 a) Explain the following concepts.
I.  Adoption
II.  Subliminal Perception
- [ll. " Dogmatism
V. Ethnocentrism
V.  Religious sub culture ;
VI.  Observational learning %

Qi b) Case Study: o g o '
Mr. Sunil Verma is an IT professuona]' in Kolkata He is warkmg imMNC and gettlnE marﬂed to Nisha
in the next month. Nisha is also an IT prqfe\ssional Both of them are plannmg for thmr future. They
are planning their finances and reqmremehts

9

S G o

Questions:

i) Mention the varlcrus Btages of FLC & expla‘m the cuTr;ent FLC stage of Mr Sunil Verma & Nisha
belong to. = ' 3

Qz a)

b)

Q2 a) State ahvthree emstmg ad;rﬁ ssa“ges éﬂﬂ@haly_ze-ﬁ; th marketer has tried to reduce the cognitive 07
dlssonande of the. consumerxfor ihe pratmct th ’oughﬂwe ad.

b) :'Explaln how a marketer wﬂi use SRI VALSTI Segmenta\tion to sell a new brand of expensive designer 08
~ watch. What will be the targetlng and pbsftlonfng strategy used by the company to sell the product in
South-Mumbai Market? s .

Q3-a) . "_'-W'ﬁte-aﬁbrie‘f'hafe,-_eh\mességeQrdgr‘én'dl"rﬁ'es:sage code. 07

b) / What is the lmportance of reference greups to marketers and advertisers? What factors affect the 08
S reference group mfiuence" '

5 gl o ) “' " 4 -“ i > o %
~Q3:a) Analeez-‘diffe:iant adsat-;diffécent?.‘ievels of Maslow's Need Hierarchy. 07
= o b)  Asan advert[ser of Haar Colc:f, what set of target audience would you focus on keeping in mind 08

spec1f' ic. personahty traits




Q4

Q4

Q.5
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Q.P. Code :03431

OR
Explain Consumer Decision Making Process and state how the brand chou:e you made whlle
purchasing a PC with the help of the model. L& Dk e

Write short notes on any 3 of the following:
i) ELM :
ii) Types of appeals
iii) Diffusion Process
iv) Indian Core Values
v) Trait theory of personality
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[Time: - 2% Hours] 2, [.Mérl{_s_:;?S].

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

2. Figures to the right indicates maximum marks. il

3. lllustrate your answer with diagrams and examples wherever appli

1. A) Explain the following concepts
a) Range Brands
b) Sub Brand
c) Logo
d) Generic brand. Nt _ S
e) Functional benefit g & IR &L “
f) Core Identity = VT A RS O e

1. B) Case Study: IS TN S
INDIA — August 2, 2016-Mondelez India Foods Private Limited, tcday announced the launch of
yet another exciting innovation ~ Cadbury Dairy Milk Marvellous Creation, After the successful
launch or India’s first 'ce‘nti"é;fi_[Iéd’.i',_gh_o'c__'\'qIa_t_e ~ Cadbury Dairy Milk Silk Bubbly, Mondelez India,
the market leader in-the chocolate category in India (as per Nielsen) brings its global product
Cadbury Dairy Milk Marvellus Cre ations to India. Exuberating a fun and playful characteristic,
this unique chocolate bar ‘S’_urpf’i’_gé_s_‘._;'qu_s_ur’ngrs;*w_li‘]:’h>-f'i__,t_§':_'.qi‘_\s';tin_ctive form and unpredictable
inclusions. Cadbury Dairy Milk Marvellous Creations.will be available in two flavours, Jelly
Popping Cand_y and Cooke Nut grurfth, and_wi'_ll" be 'r_(j'aﬁ_r_'_[d?actured at the company’s new
manufacturing facility in 5ii City, An'dh__ra Pradesh. .

. Using the Brand Personality Scale, explain what is the current brand personality. 03
I Isthere a need of a celebrity cndorser? If yes, suggest a celebrity, justify your answer. 03
iii.  What extension strategy has the company used. 03
2. A) = ->.1) Discuss the relevance of the'Graveyard Model, with reference to Indian Brand. 08
2) What are the four Brand identity traps? 07
_ OR
2: -.B) ,~1) Can a company choose between the various branding strategies? What options do they 08
7 have? r i
2) Expldin the Brand product matrix with an industry example. 07
37 A) 1) Explain the concept of Brand. How does it differ from product? _ 08
2} Enumerate the advantages & disadvantages of Line extension. 07
GR
3.B) 1) Explain the 10 guidelines for building strong brands. 08
2) Write a note on Co-branding. 07
TURN OVER
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B)

A)

5. A)

Brand Building Blocks.
Explain the Brand equity ten.

Attempt any three short notes:
a) Loyalty Pyramid
b) User Imagery
¢) Moving a brand up
d) The self-Expressive Mode.
e) Brand Licensing
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A0935/A0563 ADVERTISING : MEDIA PLANNING & BUYING.

Q.P, Code: 23094 \
Media 2: Reach = 80 %, Frequency = 9, TPC =9, 95,000, AEC = 64,000
Find the % TA, GRP and CPRP for Media | and Media 2

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 56‘? 000 Total Cost of
Advertising is 91,000. Find Reach%, GVT & CPT. " : :

2. b. Find the average frequency of the advemsemant in the magazmes usmg the ﬂata
given below: STy ; ' :
Readership: Magazine A= 41,000, Magazine B= 64 00{] Magazme C 53; 000
Duplication of Magazine A, with Magazine C = 6, 000

Duplication of Magazine B, with Magazine A= 5,000

Duplication of Magazine C, with Magazine B=4,300, ;

Insertions: Magazine A= 2, Magazine B= 5, Magazme C 4

%

2. Write detailed note on various com_pdnents of media pI:annviiljg;

3.a. Explam the following concepts;- SO A |
i.  Frequency :
ii. SOV "

iii.  Cost per thousand
iv.  Scatterbuys v :
b.Discuss the factors affecfmg chmce of Newspaper buymg
~OR :

(7
3 a Explam th‘e followmg cmlcepts' DA S (8)
i. 4 . GR_P e Y om A
H.o v Pay- per-cllck (PPC)
&Y BARC™ &,
“iv.. o Realtime b1ddmg st YA
b. Dlscuss Retargetmngemarketmg 423 ©)

4 Angwer the follom ng i ; T
. a Write anote on Search Eﬁgme Optu‘nmanon (SEO) (8)
7bs Ativantages and dxsadvantagés of Newspaper Buying(7)

4. Ahs’wer the following: '
a. Write a note on New Consumer CIa531ﬁcat10n System (NCCS) 8)
b Write a note on Media Mix (7)
R ‘S erte short notes on (any 3) 4 (15)

-__a) Medla Objectives * -
 b) ‘Advantages and dlsadvantages of Television Advertising

S \ “¢) - Media Audit

d)" Compensation methods in affiliate marketing
c) Transit advertising

79DFB28E480BFA2572A76C47A99E9604
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A0935/ A0563 ADVERTISING : MEDIA PLANNING & BUYING.

N. B:

(2.5 Hours)

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

1. CASE STUDY:

Q. P. Code: 23094

[Total Marks: 75]

(13) -

Create a Media Plan for Life Insurance Corporation of India. LIC is an Indian state-owned
insurance group and investment company headquartered in Mumbeai. It is the largest insurance-
company in India. The schedule will last two months. Th&»sachertlseménls are in colour. T\he

Size:

Magazine: Single and/ or double spread
Newspaper: Half page
Use rate card given below

budget for the print campaign is three crore (300000{]0)

“Rate ( Full

Dallies Readership | Rates (in s .Readershlp
000's £ cm) ~.1000"s ¢ | page)
N g colour
The Times of 7965 - _-';4238 6471 710900
India 2 DT i e L
DNA 810 o | Vemta © o 28 660000
e S ey f(Malayalam) ’(P)
The Hindu - 3132 178, .Karmasangsthaan = 682 309,000
The Economic’ | 1535. 12600 654 395,000
Times - Y
Lokmat < REBL o | B9F & 815 465,000
(Marathi). PN
Eenadu (Telugu) | 1670 13507 | SarasSalﬂ (F) 1365 326000
' o . ot n '(Hlndl)
AnandabazarPatrik 175653 870 - - | Mathrubhumi (W) 897 203,800
|2 (Bengali) S8 oo~ [vialayalam)
| Deepika | .8691 845 - | Femina (F) 309 780,000
27 Malayalam) RS
' [Dainiklagran 21241 13260 | MeriSaheli (Hindi) | 634 2,44,000
| .| (Hindi) ) SR M)
| > «f Nava. 11398 11250 Grihalaxmi 750 640000
= Bharat(Hindi) (Malayalam) (M)

2_a. 1 An"sWe_r-the following:

- .: gt R\_até::(_(;uq;tep’@age size equals-400 sq.cm. (25 cm (h) x 16 cm (W)

‘ ftempt any one between 2a.1 and 2a.2. along with 2.b
[ize. (At&empt elther 2a.1 OR 2a.2 for 8 marks) and 2.b. for 7 marks]

79DFB28E480BFA2572A76C47A99E9604
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Media 1: Reach = 40 %, Frequency = 8, TPC =7, 77,000, AEC = 40,000
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Q.P. Code : 22104

(Zhrs 30 mins) Total Marks: 75

Instructions: (a) All questions are compulsory and carry equal marks

(b) Figures to the right indicate marks
(¢) Support answers with examples wherever necessary

Q.1 Multimedia Campaign and strategy:-

A. Thumbs Up 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 reach out to the older age group as well, who may not be able to connect to the advertising
style currently employed by them.

The brief is to employ an appropriate appeal and create a campaign with a possible change of tone
and technique, perhaps by having a mature, subtle and sophisticated approach to which the older age
group can relate.
Answer the following

a. Draft a Creative Plan for them.

b. Define their message strategy. Gy

¢. Make two print ads based on the brief.

d. Draw a story board for a 30 sec TVC.

OR

B. Vodafone is a telecommunications service provider in India facing a tough pricing competition in
the market due to strategies employed by its rivals, who are providing voice & data services at an
extremely low cost. Due to this, Vodafone customers are migrating in large numbers to other service
providers and the company is finding it difficult to retain its existing customers.

Bricf of the campaign is to stop this large scale migration by users by appealing to their loyalty, and
highlighting the quality of their service over its competitors.

Answer the following:
a. Draft a Creative Plan for them.
b. Define their message strategy.
¢. Make two print ads based on the brief.
d. Draw a story board for a 30 sec TVC.

Q.2 A. Discuss in brief some major qualities that a copywriter must possess.

C24AEO0CCDFB6B69CO8B676DABRIFRCOF

15

(4]
(2]
(4]
(5]

(4]
(2]
(4]
(5]

(8]

B. Write a script for a 20 second radio spot for an educational app “Byju” that will assist students in[7]
studying. )
OR
C. Differentiate between left brain & rigt brain thinking with examples. (8]
D. Make an Outdoor poster to inform people of a super sale at all the “*Shopper’s Stop” outlets. [7]
Turn Over



Q.3.

Q.4.

Q.s.

Q.P. Code : 22104

2
Answer the following;-
Discuss any four effective [dea Generation Techniques. ' [8]
Draft an email promoting a holiday tour package from “KESARI TOURS” for the entire family. [7]
OR
Write a brief note on CAN elements of creative advertiséments. (8]

. Write a Direct Mail to prospeétive customers encopraging them to visit “JAVED HABIB” salon([7]

outlets in the Mumbai.
What factors must be kept in mind while creating headlines & subheadlines for a Print Ad? [8]

As the Public Relations Officer of a city Bandra Cricket Club, write a Press Release informing the[7]
media of the club winning a prominent city tournament.

OR
What are the essentials of writing a go‘od-'co'py for women? (8]
Draft a Classified Ad for matrimony search services offered by bharatmatrimony.com [7]
Write a short note on any three of the following: | 15

1.~ Conscious & Unconscious Mind
2. Transcreativity
3. Types of Appeals
4. B2B Advertising
5. SMS Advertising

Turn Ouer -
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_ Qoct eja Q.P. ocoe:zzw :

Maximum marks: 75 Duration 2 ¥z hours.

N.B: All Questions are compulsory
All questions carry equal marks.
Kindly support your answers with suitable examples

Q.1 An Indian Food processing unit is planning to launch its exquisite food items
“HEAT AND EAT” or an Indian YOGACENTER have set up their markets abroad.
Your Ad Agency has been given the assignment to draw up th‘e Adverti;sin_g _Str_ategy.

First; Choose any one product/service - ' Wy ' Sy
Second: Select any two countries from' any of the three groups of countnes
The two countries selected cannot be: from the same group

Group A:  USA, UK, FRANCE, GERMANY
Group B:  JAPAN, CHINA, BRAZIL, SOUTH KOREA.
Group C: SAUDI ARABIA, QATAR BAHARIN KUWNT

What factors will you keep in mlnd whlle. velop:ng your advertsslng Strategy w:th

reference to the two countries se[ected by you‘? ' SR (15)

Q.2. Answer the following:
A. What is liberalization? DISCUSS the effects of L|berallzat|on on Indian economy

with relevant examples - : (8)
B. Write a detailed note on cohtroversaal adVertlsmg (7)
C. What is the leference between\' _-; : F- (8)
D. Explain glot_a,_el-loeal Dilemma“-tn\ __ ternatlonal markets g (7)
Q.S. ; . : L i .\ A
A. Discusg’ the var[ous:cntlcisms Ievsed agamstAdvernsmg (8)
B. Outllne the scope of challenges in Internatlonal advertising. (7)
o QR :
G, Explaln the connectzon between popular culture and advertising. (8)
D. Bring out the' lmpact of adverttsmg on changlng attitudes, behavior, societal
norms, perceptlon needs and Ilfestyle _ (7)
A'. De5|gn a socaal marketmg campalgn fora women self-help group
manufacturmg‘home-made tiffin services to be promoted through the Internet.
,B. An NGO IS promotmg a program for Welfare of Semor Citizens, design a social
_marketmg campalgn for the cause (15)
"Q.5 Wrtte short notes on any three: (15)

a: :_'_Adverhsmg and children

-~ b." Digital advertising.
"¢, "Social benefits of advertising.
d “Political advertising.
e Stereotypes Gender Bias in advertising.

Turn Over
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Q.P. Code : 22247
9. 3
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