Q.P. Code : 22248
Maximum marks: 75 Duration 2 ¥ hours.

N.B: All Questions are compulsory
All questions carry equal marks.
Kindly support your answers with suitable examples

Q.1 AnIndian Chain of restaurants or an Indian spiritual healing center have
set up their markets abroad. Your Ad Agency has been given the assignment to
draw up the Advertising Strategy. (15)

First: Choose any one product/service
Second: Select any two countries from any of the three groups of countries.
The two countries selected cannot be from the same group.

Group A:  USA, UK, FRANCE, GERMANY
Group B:  JAPAN, CHINA, BRAZIL, SOUTH KOREA.
Group C:  SAUDI ARABIA, QATAR, BAHARIN, KUWAIT

What factors will you keep in mind while developing your advertising strategy with
reference to the two countries selected by you?

Q.2. Answer the following:
A. What is liberalization? Discuss the effects of Liberalization on Indian economy

with relevant examples (8)

B. Write a detailed note on controversial advertising (7)
OR

C. What is the Difference between FERA and FEMA (8)

D. Explain global-local Dilemma in international markets. (7)

Q.3.

A. Discuss the various criticisms levied against Advertising. (8)
B. Outline the scope of challenges in International advertising. (7
OR
C. Explain the connection between popular culture and advertising. (8)

D. Bring out the impact of advertising on changing attitudes, behavior, societal
norms, perception, needs, and lifestyle. (7)
Q4.

A. Design a social marketing campaign for a women self-help group
manufacturing home-made food products to be promoted through the internet.

Or
B. An NGO is promoting a program for Welfare of Senior Citizens, design a social
marketing campaign for the cause. (15)
Q.5. Write short notes on any three: (15)

Role of women in Advertising.
Digital advertising.

Social benefits of advertisings.
Political advertising.

Financial Advertising.
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