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Q.1A) Select the correct option; (Any_8_;’g5"1"|t of 10), A ) 'Us_ﬁ;'érks

1.
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. Reach is deﬁned as

8

a) shelflife A 4, o
b) inherent design ﬂex@h;"flity e i M ;

is not a strength of magazines
L 3

;
.

¢) deadline flexibility %) & & Bos P

d) quality reproduction o & b e
Clutter is dcﬂneﬁ»as At ; .
a) A faulty ;’aroadband connec t1011 & X
b) Coalsc paper smck .......
¢) An overabundance of messages o v ;
d)-A promotm,nal tool > : - o '.
a) Insufﬁcnent exposure to thetarget audlence

b) The Number of times a reader is exposed toa message

¢).. The total ntimber of duphcated exposures L7

d) The total number of unduphcated exposures & o o
Wth]] of the followmg isa key component of media plannmg that lnvolves only with
dete: mining where and when to place advertlsements‘? '

a)- Media Slrategy - 3

b) Media Mix \ |
¢) Media Sc:hedu-ljng
d) Media Buylng : 3

A media plan is typically deve]oped based on

a) Creative Execution o
b) Brand Reputation 3 3
c) Marketin_g- Obj ective_':;s'
d) Market \.J"’aluation\ -
Media buying invqlﬁé’s: g

a) _\N'éogotiating' prices with_--pitgt'iia vendots

b) SeIecting_-xﬂ.lé most suitable media Cchannels
¢) Develo_pﬁi g creagj\y;'advenisgi;iéllts

d) Evaluating ca.mpéign effectiveness
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7. What term refers to the cost of reaching one thousand individuals with an adverrisiug
message? - _ -
a) Cost per Click 4 AL 4
b) Cost per Exposure M \a ” A .
¢) Cost per Interaction oy, | “ 2y | " : o
i oM .5 S, - .
8. The process of analyzmg the effect:ven ess of medla campalgns and makmg
adjustments for 1mpfhvement 1&1(110wn as;; P &
a) Media Assessment & « i
b) Media Eva,luatmn :
c) MedJa%S_/Im]JtorLﬂg__‘ I 5 :
0 NIedia.AnalysisI;& &5 § 3
9. The___\total nullﬂlg_i_if"0.1.c times g_ﬁ‘édvertise;pféht 18 seen"'bj} the targe_tv.é-udielmeﬂ-i_é"'measured
by:? ; : » Wl __\_ ¢ 5, { '
‘a) _Adver.g_iéhg Impressions : | : :M
b) Mecﬁ'a Exposuﬁl_'e.. | O A
b c) -Ahvel'tising§i'équency-.--""; : h « x
d)*Media Reach X 45 _,3'_“ _ y 2
10 “Which temJ refers to. the comprehenswe strategy outhnmg where and when N
adveltlsernents w111 be placed ,to achieve. marketlng objectwes’f‘ '
a) Advcz tismg BIueprmt’\ * _ :
. b) Media Sfrategy M 2 ” = i¥
wic) Auchence Targetmg % & " :
d) Market Allalyms :‘.. . / .
Q 1B) Match the column (any '? out of 10) € | B 07 marks
1 CPM \\ | -, A>§ Measgfiﬁg.the effe_;':'_:l;iveness Method
2 | Continuity. \ _ ~z B Em\eréing nledi_gl 6pt=i0n
3 | IRS \ - . r C O;;ﬁbrtunity td';ee
4 Clutter in outdoor v D-| Measuring-brand and category index
5 frequency . - .I Y \E Gross -z}ggre551on

F 6 | GI

LI F Number of times an ad is repeated in a given

_ L B perlod of time
7 | Diary method Ly : G| When too many hoardings are placed next to
- ‘ . - | each other
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_ [ 8 BDI and CDI H COSl per thousand - ~ 5
( 9 Mobile advertisement in India I IndJan readershlp survey i
| 10 [OTS I When an adruns in the media for a long tlme
L ! w1thouf\’” any gap g

e T . o

Q.2a) Explain with examples the. fﬁétorg af’fec'tmg media p]annmg decisions. ; 08 marks
Q.2b) Who is a media planner? What ate the'role and functions of a media planner‘? 07 marks
4 OR ’ _ . ° {
Q.2¢) “Media planning isnot free from challenggs - Elaborate 08 marks -
Q.2d) What is medla research'7 E{(plam any two sources of media research. - 07 mar_l{s':
Q.3a) Explain the adva11tages and hmnatmns of Newspapers asa medla . 08 malks
Q.3b) What is media strategy? Why is media strategy needed? 07 marks &5
; 3 OR . _ -
Q.3¢c) Explam WJth exampie any two type of out of H’ome (OOH) media. ___“_-a_:; 08 marks
Q.3d)“Exp laln any three New medxa of advert131ngW1th its merits and dements 07. m; rks
Q.4a) What is media‘- 'budgct‘? WJ}&E are the fac..tors affec;&\l; g the meg:iia bud get-?-: 08 max;k_js'ma.
Q.4b) What is med:a schedulin g? Explam any Lhree ﬁiedia sclm;d‘uling straté gy 07 ni';”rks
_ OR i =
Q4c) Whatis media m,;ym g? What are the mam obj ectlxgs of media. buymg” N08 marks
Q.4d) What are the fictors affectm g your media scheduhng strategies. ~ 07 marks
Q.5a) Explain the importance of regch ’:and frequency in the media measurement process,
S 5 ! g 5 5 _ ~ 08marks
Q.5b) What are telewsmn mctncs'? How are they usc:,ﬁi'l""h] evalua__tiiig the effectiveness of a
TV ad? - i & 07 marks
i : ;
Q.5¢) Wnte short notes on any three of the f@lIowmg (5 marks each) 15 marks
1. Radio s 2 MedIa ) :
2 Features of Media " :
3, ABC (Audit Bureau of Circulatlon)
4, Transn Medla -
5. BDI and C-_;DI b
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