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Qi. Reari the tc,llorving Case ancl answer the questions:

A ner'v advertising c.ampaien lhal McDonakl's lndia introduced in the Indian market for its new
Mcspic.;'" range 0f products in 2011. MeDonaicl's introdueed anelv productrange in the Indian
niarket called the McspicS'' range. [t launched a new advertising campaign range called ,Horv spicv
is vlcspicy to promote ils new product. 'llhe aim of the campaign was to project McDonald's as a
youthlul brand that met the tastes and prelbrenees of the youth. 'Ihe preiaunch canrpaign invrlying
a viral called -l'he creat spicy speculation, proved to be a success ancl reachecl 250000 people uniike
its p-rrcvious campaign, IUcl)eualcl's used social media like social networking sites and mes.senger
service s extensively for the ner.l campaign.
'l'he nrain carnpaign was later iaunchecl in a variety of media channels like in store, tclcvision. racJi,,
ilutdoor. and online pronlotions^ Apait the use of socialmedia lor its neu, campaign, Mcl)onalcJ,s
alsii used several technoloqies innovation to reach its targelecl customer base. Kiosks, LHD
hoardings' and virais on lnternet tvere extensively used tc, reach the mrget base. There was mixetj
idsporlss ter the nev, eatnpuign fi'ottr custutners. While some customers said that the campaign nret
Ihe tastes and prefbrences olthe eustor:rers. others said that there was a disconnect betwcen tirs ner,v-\,k'Sprc) nrenn and the core nressage of the campaign.

Qrrcsliori:, -

a' Lxpiain the importance of selecting the right target segment lor an advertisilg campaign. (5)t] what is 1'our opinion aboul selecting muitiple channels for an adverlising caJpaign I (s)d' lixplain the grorving importance of sociatr media in the advertising mix oT proui,.tl targeted
at the yourh. 

{S)

'f imirrg: 2 Yihrs

que stions are compulsor,v aarry marlis.

Q" 2 A rvirat is advertisingT Diseuss the growth and development of aclvertising in India.
I3. Explain ltatures anr.J charactcristics of advertising.

OR
c, Discuss rhe ercmcnts crf copy writing ancithe types of ad copy"
D. Diseuss details of a marketing brief.

Q. 3.A'Discuss llnctions of eaoh r:f the lbllowing departments of an agency i1 brief
L Ascounl planning department
2. Media departn:ent
J ('rcative de partrrrent

OR
B. De{ine the role of adver:l,ising in the marketing mix
C. Discuss the points oi-criticism of advertising.

Q. 4" A. Outline the advertisirrg strategy steps.
I]. Def-rne IMC and list down its tools.

OR
c. oirtline the importance of pr,duct and rnedia research.
D. Discuss Copy hrief"

Q. -5. Shorl nores" (Any,i)
I. Hthicatr issues in advertising
2. Aclverrising budget
3" I-ayout r:flan ad

4. Client-agencyrelationship
5. Funetions of advertising
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*a : 2.to am rPt ; ]$.l

qa.aT 1) Trd' sra €i-s{r.

2) :rfr-ds*ar dE rT r.rrr artkdrf,.

s'qa 1 HT *€ FdrS ary sr*tr s?ahft rat qn.
?fu-*nr,-s SfM ,fr6 sqrq-s t-n fr X# zor 1 aLt Et_e SE. ;nB{rf,

ff)ftSqe"it ;rdqr$ J+nrr*" BTi{fr'q arant&r& afi+;+wqrft.ft ;rfia drfr {ta) :na,;tr
ffi. "ryqrffi FFqd ftr rqTq*,, eT gqq16qqa* a-e;T gmrmtfi $-as 6_a,a ffi
q-l nttrri-dalt q"r* .m fr .r$!Ttar :nasunft ir :+rqffi* m4ry1ft Jna. q1 *.aft1;
*eqar.art Lr-fr1-rr ffi 2,s0,[00 atq;iqsa ,a)-g €qrq1fr, 3r?Itd ,fq Eqrqfi, fr dxar+v
a;{rd{ l&qa-&. rqffi Tdifr x"rF{rd F*.firr{ ;{rdsrft a-c6ffi. A affird *-:,a
+rfii,Tntt'srrTaat:l A a-fr-d{ ifF+r ffi fl--d.

arcq aTfFfla fi)rdfra Bft"rr a&qfr fufr, tf**, 3fi;ffia rrf?ra, ffian,
q1*rr qT Et rM drq{rqT. qiq-n-c-{ 3lr"rrh-f, ;i*irazr ffrr s-ftf, amrtra q{tr*.-fr
I,jir), fuziTq JrTrJ* ale" ae{|f, ryrnmiq*H d6}quqrqT srqpT a,fli, {fidc a.

wfiru{riTEqqlffit a*sTqdd Hrffi %rqlle{ *-cqT. qr rilFA-s qr$ffirqT s-frr+ HfdHrA
ftar*n' 

"T& 
qrEq*ft $iftTrd sI, qr rift+'d 

"-fi"{T 
sTrrrrq ffi J{T-t" il{ sr& a-r6q

r5ui-t, .Hrdrfi"#fi rqrrr$ dq 3{rm Jnrfit arrc+ qffi me awa.a :nt.

2

t mft-at,t Htft-$*d ,1f&-d r.166 ft*6guq"r* rr6?q Fq"G-{ E x..

z mFqr&iqr& *rffiqq farrg ft-as:leTs-d Jflq-d Fffi si?tr
3 rrqt.a'?arqfii* arBqra ftaun-6o ;r6ra"gi?Tr rqrq-dTt

'dfffi?{ ;irori'r$a m-* qkilq-frT *& t sBn"

q?;T 2 Tr ar. aG-*ra F6uT-S s'rq'? *ilqarfr-d" aiBrrdf* qr6 q.

fr-sn{ qftfr qdr s-{""

a. arffiff-t ffelqs :irft qu-m- Hrar
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(15)
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{15)

ft;-{r

EF'. 6"r'* n*fc"r* rirq'qi?rf, .?rffitra^ drftt Ermrr Hi"l".

s. karur qB-.qr fi'fr-€-rrq fli?Tr"

rr. ;nftqr,T :drel$-fr &"r&'ir fts{rrTi* ffir$

{TtsTa{ ft67

1 3t* B{rhrf, B+niT.

2. EF-qH frmar

3^ (ffi"61 u*"arha ften-{r

fr,{T

E. arftrT*#a ft'qqa fta.n-6 $1. -fl Fq's-e m"-{r.

m'" ;"rffiezrr qftffiurrfra ffiftt; 4@ nr*n.

(08)

(07)

sqa 3 Tr

sqa 4 fi 3f. .;ilrB{TA' $-fiTl*d- EfrEr qrqT-rn WTrn.

il" IN,IC €"Itr rql?qr frfrtI HrrrdThf zn& fqr,

ft-cr

6. 3?qr(f, :nffi anaa rtqirymTt a-a-m qjar.

s. ry#* M q"frsf,{ frr"

Yqa'5 m frqr P-61 1ffi dh'a)

1. eft1r&e,{ *ks-dr.

e. aftmcft=t fu
3. ;ilrftrff.? *:nsr (t.ayour)

4. a;56-qig?t-r m"rAricrrr

r, ;lrMS m{.
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