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'1. choice is indicated.

Attempt any Iive of the following quesilons:a) 
3:i'r. adverr-ising 

",i- "?pl*, i,u 
-rrrpo.tance 

i, rhe lTffilL
Give exampie of Effects of Aclvertisrng

3;-?i3: 
tn" kev elements inv.lvei in buiirli.g an adverlisi,g

what factors influence the choice of nrcdia in a media pian?Explaun the relatronship between acivertising and sares promo.ion.What ar.c the limitations of sales promotion?

*:$:"H:*;describ'c tu,.o.,*".-orientecr tools and techniques or

:l;i1rffi, ,n* effectiveness of a sales prornorion strategy be

Q2 E'xplarn ther role of aclver-trsu-ig in the marketing mix a:rd its importancein stimuiieting clerna.c1. Provii. *r*pi"s uf r,,o* 
^ar*rii*r.,g can impactconsumer^ beharrior anci market trencis. 

yv' Lro'j 
(rz.s)

Q3 Discuss the DAGMAII approa"f]ro the i-{ierarchy-of*Effecrs modei in*''-'' d'etornr'rining aclvertisinrerix *'0 urr:.Gves. FIow do these models helpin crafting effective aar*erttsing .*p*1g""1 (iz.s)
Q4 Analr'ze the process of rneclia p.lalning a-*<1 budgeting. I-Iow does reach,frequencS., a,rJ impact play a rol_. i, tl_rT" fro..r*l (lZ.S)
QS E,a]uate the need and imporr"r?X", measuring acivertising effectiveness.

,[llJ;J".n:,ff,t, ethicai, anci sociai *"p*.r* of actverti*i.,! i, rndja that
(12.5)

Explai. l-'e nature a,cr scope of sares pr'molion a,d it.s advanlsgss andlimitations' FIor'v does sales prolitio, it urto G" Jr.rril marketing mix? .

Discuss t-he rerationship rr.,r.?$r, acrvertising and sares ,r"i:::
:[:::ffi:' 

I{'r'v can t-hese stratesies ne aug,',;d to achieve r,arketing
(12.s)

1r)

c)

d)
e)

0
olt)

h)

QO

Q7

QB Describe various c.nsumer:-oriented toois and techniques of sa-respromotion- How do these tools diffe, -tr*ri *or-o i, B2c, B2B, andserwice seftings?

outli*e the plannrng, impie**rr?*orr, a'd eva-luation process ,, :t::,promotion campaign. what are the key steps a'J-cor-rsiderations at eachstage?
******"**** (12.s)
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