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Paper / Subject Code: 86012 / Marketing: Media Planning & Management

Duration: 2.5 Hrs Marks: 75

All Questions are compulsory
Ehch question carries equal marks

Q.1A) Select the correct option; (Any 8'out of 10) 08 marks

1. Clr-rtter is defined as _
a) A farLlty broadband connection
b) Coarse paper stock
c) An overabnndance of messages

d; A pronroiirrnal tool
2. is not a strengtir ol magazines

a) ,he lf-li fe
l-r) inherent design flexibility
c) deadline flexibility
d) qualityreproduction

3. A specific carrier u,ithin a rnediunr category is -__
il reaclt

b1 freqttencr
c ) imprcssion
d) media vehicle

4. Media selections and schedr:ling decisions associated with delivering advertising constinite a

a ) Medra Plan

b) Nzlcssage Weight
c) Media Kit
d) Problem Soh,ing Eqr,ration

"5. TrrLe flighting rnedia schedule is

a) A hybrid strategv of schedr-rling

b) An intermittent pattem of high activity and low activity
c) ,\ contirruous pilltern ol'rnessauing
d) Intermittent, intense activity w'ithin a contir"ruous patter"n

6. What is ABC?
a) American business circle
b) American business corporation
c) ALrdit Btrreau olcirculalion
d) Asiarr Br'.radcasiers corporation

7. The print nreclium continues to rely heavily on CPM to determine scheduling. What is CPN'[?

a) A percentage of impressions that results in a click
b) A percentage of hor-iseholds tuned to TV
c) T'he relative average cost to reach one thousanr-i people
d) A payrent receivecl for each action
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8. Reach is defined as

a) Insufficient exposure to the target audrence
b) The Number of timcs a reader is exposed to a message
c) '[he total ntiml-:er of duplicat.'d exposures
d) The total number of unduplicated exposrires

t). The implelnentation olnrcdia plan requhes
a) l\'ledia rl,,l
b1 l\1edir mir
c) l\ ledirr hur ing
d) Media selection

10. N4eclia planncrs begin rhcir work by doing rtrcdia
a) resealelr
lr ) rr cSSflgr'

c) blrying
d) :clliris

Q.lB) Match the column (any 7 out of 10) 07 marl<s

08 marks

{}7 rn:rrks

08 rnarks

07 nrarks

08 marhs

07 marks

Q.2a) "Several thctors allcct vour media planning decisions." * Expiain a i'cr,r.r.,ith examples

Q.2b) Who is a media planner'? What are the role and functions of a mec{ia planner'?

OR

Q.2c) "lV{edia pianning is not free iionr challenges.', - F.labor:ate

Q'2tlt What is rnedia rescatch? Explain any two sorrrces of media lcrcarch.

Q.3a) Iixplain the advantages an<l limitations of Neu,spapers as a mcclia

Q.3b) \\/hat is rnedia strategy'/ \\rh1," is rnedia stratesv needed'/

1 CPM A Measriling the effectit'cness \lethod
2 Continuity B F.merging nlcclia option
3 lRS C 0pportunity to sr:e

D N.'f easLring brand ancl categorf inder
fieqr-rency E Gloss impression

6 GI F Numbcr of times an ad is repeated in
a girren period oltintc'

1 Diarv mcthod G \\,-hen foo many hoardings are
placed next to each other

IIDI anclCDI H C)ost per thousand
9 \{obi1e advertisenrcnt in Tndin I Irrdi;rr r ca.lership srn'\ c\
10 OTS J \\'hen an ad nLns in the media for a

loug tirne u,ithout any ,gap
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What is Out of }Iome (OOH) media? Explain witir example anrv two tlpe of out of

Home (OOH) media. 08 marks

Explain: 07 marks

a) Gaming media
b) ln flight media

What ale the methods of setting a media budget? 08 marks

What is media schedniing? Explain main scheduilng strategies with diagram. 07 marl<s

OR

What is media buying? What are its main objectives?

Q.4d) Make a list of the factors that affects your media sclieduling strategies

Q.3c)

Q.3d)

Q.4a)

Q.4b)

Q.4c) 08 marks 1

07 marks

Q.5a) Expiain the importance of reach and frequency in the meclia measurement process.

, 08 marks

Q.5b) What are television metrics? How are thel,useful in ci'alr-ratiug the effectiveness of an

ad campaign on TV? 07 marl<s

OR

Q.5c) Write short notes on the follorving; any three (5 marhs each) 15 marl<s

A. Radio as a uredia

B. Qualities of a media planner

C. Mobile as a ne'vv media
I). Reach & fi'equency
E. BLrying Brief
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