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All questions are compulsory and carry equal marks.

Q1. Read the following Case and answer the questions:

A new advertising campaign that McDonald's India introduced in the Indian market for its new
Mespicy range of products in 201 1. McDonald's introduced a new product range in the Indian
market called the Mespicy range. It launched a new advertising campaign range called 'How spicy
is Mcspicy to promote its new product. The aim of the campaign was to project McDonald's as a

services extensively for the new campaign.

The main campaign was later launched in a variety of media channels like in store, television, radio,
outdoor, and online promotions. Apart the use of social media for its new campaign, McDonald's
also used several technologies innovation to reach its targeted customer base. Kiosks, LED
hoardings, and virals on Internet were extensively used to reach the target base. There was mixed
response to the new campaign from customers. While some customers said that the campaign met
the tastes and preferences of the customers, others said that there was a disconnect between the new
MeSpicy menu and the core message of the campaign.

Questions:-

f selecting the right target segment for an advertising campaign. (5)
t selecting multiple channels for an advertising campaign?  (5)
ance of social media in the advertising mix of products targeted

4. Explain the imp
What is your opini
Explain the growing i

at the youth. (5)

Q.2 A. what is advertising? DiscussQ nd development of advertising in India, (8)

B. Explain features and characteris Xr&sing. (7)

C. Discuss the elements of copy writing es of ad copy. (8)

D. Discuss details of a marketing brief, @ (7)

Q. 3. A. Discuss functions of each of the following departm€nts of iagency in brief, (15)
L 4

I. Account planning department
2. Media department O

3. Creative department

OR
B. Define the role of advertising in the marketing mix (8)
C. Discuss the points of criticism of advertising. (7)
Q. 4. A. Outline the advertising strategy steps. (8)
B. Define IMC and list down its tools, (7)
OR
C. Outline the importance of product and media research, (8)
D. Discuss Copy brief, (7)

Q. 5. Short notes. (Any 3) (15)
. Ethical issues in advertising
Advertising budget

Layout of an ad

Client-agency relationship

Functions of advertising

e

Turn Over

6804315210707A16756062CD27584171

a



S4BMM | 8emIV | ahoice Bese [ppri'| 18 o, Code: 34273

Intro 4 PdverHs| noy— (max)

01|06Hg a1 75

TR AT 7S sy argﬁa:éaﬂmmramarﬂaﬂamﬂa—m?ha‘
LED, Tares ameny TEHTET  QgrogmT I &l Setere g
HHATSTHTCTATCER Uohradedy m.armmwmwm
Fhmaﬂﬁrmmmﬁaﬁaﬁr. mmmmmmm
wmmwmw T AT T I
S .
1.%%%%%%%’3(0 (05)
2.W%wmm@rmaﬁawﬁawmmmw (05)
S.Hﬂmwmﬁmmm.r
afﬂaawmﬁawqmmﬁ?‘ramm (05)
T 237 am%maﬁwﬁwaﬂm?ﬁwa@mﬁzﬁma
fasra @ at axr (08)
a.amﬁa&ﬁmsaﬁrmm. (07)

Turn Over

6804315210707 1 6756062CD2758417)




Q. P, Code: 34273 ~

3 e
fofar
a.muéﬁﬁmmmamaﬁmwﬁmﬂmm. (08)
8. ReRor wfivar afywary mim (07)
WA 3T 3 i wedde @ fasmane
afeEaR fogT, (15)
1. 38 3w R
2. FreTA sy,
3. (hufeeg) wsteler fyemr
far
a.mmaﬁwmwmwm. (08)
®. SfeReieaT aReronee Rfy Hee . (07)
W 4 97 3, fafaer grawar @, (08)
T IMC c ffey s ardr g (07)
&,
&. 3c9ga Hrfor i HgTd |, (08)
5. & vl wiieay /( (07)
R 5 a1 9T T (Froremdr de ®® . (15)
. 1. SiieRTeeier Sfdear,

L 4
2. STl sote /O
3. ST S3rEe (Layout)
4. TEH-FEAT AT
5. it st

6804315210707A 16756062CD27584171




