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Note Below:

1) All Questions are compulsory
2) Figures to the right indicate full marks
3) Give suitable examples wherever necessary

QI) Attempt any two of the following

< Explam the following terms:
(i) Audit Bureau of Circulation;.

(ii) National Readership Sl._l}:V?)fm

Page1of2

4D9SES3DD2E24DA4B52735BOEEGO3EAC



-

Q. Cote: 31603

Q4) Attempt any two of the following

a) Explain the following terms with reference to media mcasureméﬁ 4 ; .. Q
(i) Reach  (ii) Peoplemeter (iii) TRP e "
b) Write a brief note on benchmarking metrics
) BXplain the following:
ISP« e

(ii) Evaluating Cinema Media Buying =~

Q5) Read the following case study & ans____vs'('.. theque ons below 3

5 m reaoh the 1argcst audlence through
an effective use of the marketing iﬁlx usmg agproon e'ché.nneIs Media planmng starts with an
analysis of the consumer behawor ‘patterns. of a customer”s, target audience. This could be TV,
radio, print, or online. Tho next Step, is _to -devnse cvant advertlsmg strategy across those
channels. The selection. of med ia for. adverttsu ng'can Sometnnes prow? tncky for small firms with
limited budgets and know—how Advemsements through nat]onal level television and newspapers,
are often too expenswé for a company that a.emc' -only a smaIJ targct market. The important
challenge is to translate marketmg reqmroments i to, attaunab]e media objectives and then to
execute and momtor the stralegy to achjev' 'the dcsnred goal The end-to-end process of media

Media planning is the process of jderl /] g-:tht: best strat
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