Paper / Subject Code: 55335/ Advertising: 4) Advertising and Sales Promotion

INSTRUCTIONS:
1. Qlis compulsory.

2 % Hours

2. Q2to Q5 have options within questions.

3. Draw a neat diagram along with examples wherever applicable.

Q1.Case Study
Protinex- Serving Nutrition for more than 65 years.

Total Marks : 75

Protinex has consistently been delivering protein nutrition to its customers and is well known for its

reliability. Having a reputation of providing good optimal nutrition, and ensuring the all-round

development of people, it now wishes to relaunch itself by introducing different flavors in attractive

packaging.

Analyze the situation and suggest various consumer-oriented sales promotion techniques the

brand could apply while relaunching.

Conduct a SWOT analysis for Protenix.

Design a viral marketing campaign for launching new flavors of the protein shake.

Q2. Answer the following

a
b

Discuss the various challenges faced in implementing sales promotion.

Explain Push & Pull strategies? Discuss which strategy suits best for Dominos as a brand in

India.

Discuss the factors leading to increase in sales promotion activities.

OR

Explain in detail any 3 psychological theories used by marketers during the sales promotion

activities.

Q3. Answer the following

a

Discuss the various Trade oriented sales promotion techniques that are used to influence

retailers and traders.

Elaborate on the various short-term effects of sales promotion?

OR

Discuss the role of media and timing in the success of a sales promotion campaign.

Explain the different strategies adopted for budgeting of sales promotion.
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Q4.

Q5.

O o O T

Paper / Subject Code: 55335/ Advertising: 4) Advertising and Sales Promotion

Answer the following
“Big data- the secret weapon behind loyalty programs.” Discuss.
How can gamification drive towards customer loyalty programs? Support your answer with
industry examples.
OR
Design a sales promotion campaign for an upcoming brand of Holiday Club. Mention the
target audience, positioning strategy & loyalty programs the club could use.

Write Short Notes on (Any 3)
CFB v/s Non-CFB
Influence of sales promotion on customer purchase.
Sales meetings and Training.
IMC Tools.

Sales Promotion Traps
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Paper / Subject Code: 55335/ Advertising: 4) Advertising and Sales Promotion

LA HATF : 75

INSTRUCTIONS:
1. Qlis compulsory.
2. Q2to Q5 have options within questions.
3. Draw a neat diagram along with examples wherever applicable.

Q1.Case Study
WIEIAFH - &9 THURT TR YT SUTRT. WA HAATATTON HTIeT ATEhI-AT HIENT IR SUATATS! HIH

I 31T 31707 AT TA2aHeA I INSW I 318, Secdd TGN Talel LU 0T oliehieadr HYoT faehrarr
QY CoAT ATt Ueh SRR AT 318, TS off AMcATATIT 31ad 0T 3Tehdeh JehfSiaredy
AT Fela TSI et ITcHYAGCAT HIUATHT FTBT T

A FTT TARANOT T HTTOT el ellod hiclloll Tafaer Suslerar-3ese Ao YA T3 Fadl ST 55 (05)

TId: T Al JANRIT T 3TE.
b AT SWOT fa2elvoT Protenix & (05)
C PIEIT AhTAT STdId Folegd it FUATHTST Ueh IRV HTehiedT J1THATT f2eiseT ar (05)

Q2. Answer the following

a JoF YA 3FeTd guard Jon=ar fafayr deiora Tt (08)
b ger 37101 Jer 3eNaMTclrer T0TeAICH FISERIOT 1?2 HR AT 55 fohar SifAra AT Froredt it (07)
ScTH 3TE § T AT,

OR
C Pl TAHIAUT TS THATHATIAT ATSTATST SSUTR hReh TT .. (08)

d Jod TANAT fhATheITII<T SIFATe dTueT SIUTRT 3 AATS AT fAgidid aa2iiel TasEIRIoT (07)

.

Q3. Answer the following

a faohcdTd g SATIRIY JHTTAT FRUATATS! AT elel TAfaeT SATIR 3eeTdel o3 IdT . (08)
b Few garererear fafay agsmies aRomHATeaT Al faedd TasEemoT . (07)
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Paper / Subject Code: 55335/ Advertising: 4) Advertising and Sales Promotion

OR
C Aol AR HTRATATAT Aholcldd FITSAT HTTOT JcBTer AT <= .. (08)
d AT AT TRATEITATSr AT IUTIT THT. (07)

Q4. Answer the following

& "JFET WATH o dIes o1 el - T Ser|” =i | (08)
b AfARRHIT F8 ATeh THIGRT FIIHHATTT G2Nel TACE HE Ahc? AT 3GEI0NTIT HgIEATo (07)

3T ScaRTaT GHT .

OR
C eI TAHEIEAT ITTH SSHTST Ueh fashl hiaeel AT TSSTST ol s AUl TUTeTeh ercll (15)

30T THIERY FRIGH T FoId ITIE Qhd, o Seold .

Q5. Write Short Notes on (Any 3) (15)
a CFB 3TTOT AleT-HITHhsT

b FEeaT WA aX JHITET JaTa.
C s Gaell daeh 31107 YiR1aToT.

d' wehTehel FER HATEM (IMC 3T
€ fashy 3cdes %he
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Paper / Subject Code: 55332/ Advertising: Discipline Specific Electives: 1) Advertisingin Contemporary Society

[Time: 24 hours] [ Marks:75]

Please check whether you have got the right question paper.
N.B: 1. Figures to the right indicate full marks.
2. llustrate your answers with examples

Ql. SPHINX LLP is planning to introduce two products a VR headset and a digital 15
watch in the international markets. The company has reached out to an ad agency
and requested their guidance as to which market is targeted

Group A- USA, UK, France, Germany

Group B-Japan, China, Brazil, South Korea

Group C: Saudi Arabia, Qatar, Bahrain, and Qatar (Except for Dubai and Abu
Dhabi)

1: Choose any one product
2.Select any two countries from any of the three groups of country. The two
countries cannot be from the same group

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

Q2. a How has Liberalization and globalization affected advertising world in the last 8
three decades?
b Explain the role of women in advertising? 7
OR
c Discuss in detail the role portrayed by elderly people in media. 8
d Explain briefly how political factors affect the organizations in international 7
business?
Q3. a. Explain the consequences of liberalization in context of employment? 8
b. How do controversial Advertising impact the society? 7
OR
c. What is financial marketing. Describe the role of financial advertising in Indian 8
society.
d. ‘Digital platforms have changed the way content is created for advertisements.’ 7

Elaborate the statement with examples.

Q4. a. A recent survey conducted on the dietary habits of the children revealed that 15
over 50% of them consume excessive amount of junk food, which puts them at a
risk of developing lifestyle diseases, like obesity and diabetes. To address this
issue a social marketing campaign is to be developed using interactive media
and educational program to promote healthy eating habits among children.
Develop a social marketing campaign

OR
b  Plastic waste is a growing environmental concern as it poses a significant threat 15

to our oceans, marine lines and planet’s ecosystem. Develop a social marketing
Campaign using Internet
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Paper / Subject Code: 55332/ Advertising: Discipline Specific Electives: 1) Advertisingin Contemporary Society

Qs. Short Notes (Any 3 out of 5) 15
a. Political Advertising
b. Industrial Advertising
c. Retail Advertising
d. Effect of advertising on children
e. Consumer Advertising
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Paper / Subject Code: 55332/ Advertising: Discipline Specific Electives: 1) Advertisingin Contemporary Society

[Time: 2% hours] [ Marks:75]

Please check whether you have got the right question paper.
N.B: 1. Figures to the right indicate full marks.
2. llustrate your answers with examples

Q. 1. &g Fear (3faan) 15
SPHINX LLP, Gl 3cdigel Teh VR gsdc 0T s fBf5ca asaia
TARTET FSIRUST HIEX HIUITHT ATl @A T8, FUeiled Tl AT
ToldR TUe AT e 10T HIUICAT STRUSHT J18d ol 31 gl
AT ATTEIART AT Fell 318,

TUH: PIUTde! Ueh 3cdieed faAgsr

QERT: TTellel SRITEAT ITCIST HIVTAE! 2 &2 fo¥asr.
A fAaselel &1 &2 THIT IeTdiel Y Thd AN,
3 e JUHT, Gob, AT, g

§ e Sure, AT, sreier, Efaor HIRar
& IC : HIET IRTIAT, HdR, Tgded

JFeT Tasdledr g e Heieg
A SERIT €ROT [AhfAd AT T HIUTA Tk el SdTel?

Q2. a Jrear AT cAHIT 3ERIHOT IO FARITARIOTAT SRAT ST FHaT 8

gRuTe STeT 382
b Sferciiaed Afgarh sfffewr Tuse #m 7
OR
THRATEIATHLY Ig dliepiear #fHAFd quehear Tt & 8
d  NARASET cgaarATdel TUTAaY ASThIT Teshral Al IROMA giar o 7
AEFATd R
Q3. a JSEIRTAT HeHTd 3ERIAUMI GRUTH TS . 8
b.  greareg SfRd™r AT ST IRUTH grar 7
OR
c. ¥ AU Fgural . HRAT FATSIS 3T Sfgardi=ar sfas 8
guleT .

d.  ‘RBfocd clenida RSS! AH TR FoAT Ugd dcolel IR & 7
Qe 3eEIunag TISE .
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Paper / Subject Code: 55332/ Advertising: Discipline Specific Electives: 1) Advertisingin Contemporary Society

Q4. a Fg reIHfacHhe Uit 15
HelledT TERTAT Fadiay wJehcdTe SIvATd eledT Tehl HI&TOMd 318
fgat 3iTel 3MMg &1 AR 50% &Il SET Sich s Aol A, SATH
AT FFICM 0T AYAGTTERY SHeaal el AN g1ograr elehr 3raar. a1
FHENT TRIEROT SIS AAHEY R @roardr Fadisn Weargs
SUITHTET RERIAGT ATETH 10T NeIT0Ih FIshe ATTwe] FTATTST [GquTe

ARIA [AfAd Fell ASd. TGS (AU AH fSef@d HU
OR
b oiffee Ho & ared! TATEINT R 919 318 $ROT O 39edT HAZ™ERET, 15

AR ST 37107 TgTeaT IREEAAT HeccdquT el AT &ld. Selele aTase]
AT Aot Aerd Fhiaad s

Qs. &rar forgr (s gfr 3) 15
a ST S1fgrd
b 3w Sfgara
c TR STfedrd
d HellaX ST Feira

e AT AT
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Paper / Subject Code: 55333 IAdvcrtislng:-'i) Brand —Mnnagqm’tnt

"W
\
N

e . £ By
[Time: 2'4 hours] [ Marks:75)

Please check whether you have got the right question paper.
N.B: 1. TFigures to the right indicate full marks. . >
2. Draw suitable dmgrams wherever necessary. et

3. IDlustrate your answers with cxamp]cs ~ e
\, h = .‘,‘ o

i - ~& -
- ’

QI. Case Study 5 - ¥
Sting Energy Drink is a carbonated energy drink: from Peps:Co Intematmnal and produced by Rockstar lnc
which contains 0.03% caffeine, a boosting dnnk for caffeine lovers. It was launchcd in the market at-a much
lower price than the well-renowned energy drink, Red Bull. It was launched i in three different flavors which
increased its weightage in the market and he]ped PepsrCo to rctam its customers in the energy drinks market,
But Sting did wonders in markctmg their-product. They put some sunply.amazmg concepts in advertisements
like get yourself a drink and you are encrglzcd cnough to chargc a car, well that’ san impossible task but they
struck the right chord. This led to-towering growth in their sales. The sugar- t:ontcm in Sting is lower than
many beverages in this segment. The brand is pegging itself in 2 much blgger segment of affordable energy
drinks. Sting energy-drink is now available'at Rs 20 for a250 ml bottle and Rs 30 fora 250 ml can.

X,

Answer the follomng , - .
a.  Whatis'the basisof brand posmonmg? Wthh posnt:onmg has Stmg Energy Drink used to

create a global brand image? Give reason - (08)
b. Asapart of the brand management {eam, suggcst any four Intcgrated Markenng

Commumcnhon (IMC) tools. o3 s . 07

Q2 Answcr 1he follomng . (8 _ |
. a.  State the importance of brandmg to consumers and firms: i _ (08)

b.  Summarize various types of brand elements used by brand manager. . (1))
. " OR O )

c.-  Explaio the Brand Value Chain model with a suitable example. L (08)

d. Stal.c ihc advantages and disadvantages of global branding. S (07)

03 Answer the following

a. . Distinguish between experiential marketing, one to one markctmg and permission marketing. ~ (08)
b. Explam vanous ways to leverage secondary brand association to build brand equity. 07)
: OR
c. Suggcsl the various benefits a brand ambassador provides to manage brand in the age of
->contemporary scenario. (08)
d.: Explaln the Customer Based Brand Equity Model (CBBE) with example, (07)
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Q4. Answer the following

Paper / Subject Code: 55333 / Advertising: 2) Branﬁ}lilanagem‘ent

Explain qualitative rescarch techniques in brief1 used for brand managemeut

a.
b. When brand partnership takes place, state the bcneﬁls towards managing brands
“OR
c. What is brand repositioning? State the rcaEbns for which brand-reposition’ing takes place.
d. How cause marketing has helped brandmanager fo manage brand. State the advantages of .
cause marketing. o 3 -
Q5. Write Short Notes on (Any THREE) -
a. Scope of branding. TS - 2 F
b. Direct and indirect chanqelé'.'
c. Brand awareness pyramid.
d.  Online brand promotions.
e. Green marketing. - - = R :
; v .\‘\\‘- ‘?'- ) .,
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Paper / Subject Code: 55331/ Advertising: Discipline Related Generic: Digital Media

TIME: - 2.%2 Hours Marks:-75
NOTE: 1) All the question are compulsory subject to internal choice
2) Enumerate with relevant examples where ever necessary
3) Figures to the right indicate full marks
Q1) Case Study:
Starbucks is a firm believer in LGBTQ+ rights. When the pride wave surged, Starbucks came forward
and reinstated its belief through the #ExtraShotOfPride campaign. Starbucks joined hands with the
Born This Way Foundation to raise $250K to support the LGBTQ+ community. Throughout the
campaign, they shared quotes and stories of various Starbucks employees cherishing the pride spirit.
(15)
Based on the above case answer the following questions:
a) As a digital marketer enumerate the key advertising objectives for promoting this campaign.(5)

b) Create a Facebook campaign for promoting the brand. (5)

¢) How would you use Instagram as a platform for promotion of the brand ? (5)
Q?2) a) Discuss the advantages and Principles of Digital Media briefly? (8)
Q2) b) Explain On Page Optimization in context to SEO. @)
Q2) c) Discuss SEM inckz::izef as an important aspect of Digital Media. (8)
Q2) d) Briefly explain Web analytics. @)
Q3) a) E-mail marketing enhances better Reach in Digital Media Campaigns. Comment. (8)
Q3) b) Highlight the importance of Blogs in Digital-Media. (7)
Q3) c) Explain Affiliate 35rketing and its purpose in Digital Media. (8)
Q3) d) Discuss Social media analytics with reference to Web Analytics (7)
Q4) a) Explain Google Adwords and what are they used for? (8)
Q4) b) Discuss Digital Security? Explain in brief. (7
Q 4) c) Explain Email %Srketing with help of its key concepts. (8)
Q 4) d) Explain Programmatic Marketing briefly. (7)
Q5) Write Short Notes (Attempt any 3) (15)
1) Traditional Vs Digital Media.
2) SEO.

3) CRABS in Email Marketing.
4) Content Writing.
5) Cyber ethics.
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Paper / Subject Code: 55331/ Advertising: Discipline Related Generic: Digital Media

TIME: - 2.% Hours Marks:-75

NOTE: 1) All the question are compulsory subject to internal choice
2) Enumerate with relevant examples where ever necessary
3) Figures to the right indicate full marks

g9 ¢ hy Tl

TeRaag g LGBTQ+ 3if8aRiay e faara Saumr s 3mg. Siegl JfRAAERT e
38asell, degl Starbucks Y& 3l 3MUT #ExtraShotOfPride #fgdcar el

(29)

LGBTQ+ dierar fagard Jog] gEAid &hell. Starbucks @ LGBTQ+ SECRICH)
qIféaT Suarardr $250K STHAT HITITST Born This Way Foundation @led gidi@aavit

el FYUT ARACTIS, el HHAWET G IO FeReFadr  fafay

FAARIIT HICH IO FHAT AR FHedT.

el HEAT TR Wlellel YA 3 T

37) fSfee Ader FuRE ar AfGHADT FOR FuIEST Tea Sfeud feverr
ITUTAT T,

9) SISET TR UATETS! hagsh AGIH TIR .

) SISTAT TURTHIS! T SwEcaTedr araR Hal el ?

g 2 37 Bfoca AT wrae 3T doca =i Mgsara o=T &
T 3 § SEO TAT HedTd 3iTeT Uel iTCcHrISI?IA TS .

feRar
wee R & f3foreer AfSarar Agcearar e FeU SEM aX wISerard <=l &l
9T 2 3 99 Ualfafeaad dsaard FUsEehior &

e 3 37) 3-HoT HAhiedr f3foee Hifsar AifgamsTed 31 aereT diga (reach)
diedd. feoaoft &1

g 3 ¥ RBfoca-AZasaed s Agcca 3eRf@a .

fohar
g2 3 & Bfaeca AfRamed visfave arbfear nfor camr 38 Tose .
Ul 3 8 a9 3iarfafcedzar TeHta aera Afsar farfafeaaar a=r #.
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U ¥ 37T Google Adwords FIST FIT 0T I HLUATHATS! TRl SATATA?

Paper / Subject Code: 55331/ Advertising: Discipline Related Generic: Digital Media

g9t ¥ § f2foee g{f&?d&dm AT H?

forar

TR ¥ & ST A HET HehoUelTedl Hedlel TISE .
U ¥ 3 WA HThied MSFATT TISE .

g9 5 : W@ellel fear Aisar (Horedmgr 3 )
. IRUTRS ATegH 10T Bfoea Aregd ardiar ™
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Paper / Subject Code: 55338/ Advertising: 7) Entertainment & Media Marketing

[Time: 2% hours] [ Marks:75]

Please check whether you have got the right question paper.

N.B: 1. Figures to the right indicate full marks.
2. Draw suitable diagrams wherever necessary.
3. Ilustrate your answers with examples.

QL. Case Study
3 Idiots- an Iconic Indian Film Directed by Rajkumar Hirani in 2009 was a film based on students and their

college endeavors. The film revolves around 3 friends, all aspiring Engineers, who together try to sail
through their college life struggles while enjoying it to the fullest. It is through this satirical drama that

unpopular yet important issues like peer, parental, and societal pressures were highlighted. Based on the
above synopsis answer the following

Answer the following

a.

b.

Product placement:- Choose a product/service that could be advertised in the film 3 idiots
based on the above script. Provide reasons for your answer.

Promote the above film using the latest Entertainment media marketing tools such as Cross

Promotion, AFP, OOH, Social media, Event and Media sponsorship.

Q2. Answer the following

a.

b.

C.
d.

“The key role of media brands is to entertain’’. Justify the above statement using any 2
successful media brands as examples.
Write a detailed note on influencer marketing.
OR
Trace the scope and growth of entertainment marketing in India.
Discuss the various marketing tactics used by TV shows to increase TRP.

Q3. Answer the following

a.
b.

o o

What is Niche TV? Explain the strategies of niche marketing with reference to Sports TV
Discuss the new trends of Film distribution and consumption in the “Digital Era”.
OR
Explain the steps involved in creating a social media campaign
List the different types of radio advertising and explain the merits of radio marketing.

Q4. Answer the following

a.
b.

C.
d.

What are the future trends in Television marketing?
Explain giving suitable examples the trend of Instagram marketing for the entertainment
industry.
OR
Describe the basic steps in designing an effective Electronic Press Kit (EPK).
Discuss any Two successful Radio campaigns used by radio channels.

Q5. Write Short Notes on (Any THREE)

a. Celebrity Endorsements.

b Experiential marketing.

C. Functions of TV.

d 7 Ps of Marketing.

e Podcast an upcoming medium of entertainment.
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Paper / Subject Code: 55338/ Advertising: 7) Entertainment & Media Marketing

TIST T
IB: 3:30 ATH] [ TTOT: 04

FRIT TRETCT A TraforehT fHesTeft 31Te o1 o U,
N.B: 1. ISehelet STt ol 0T SRiardT.
2. SATAYIH q AT AR T
3. qHElT ST JSTERTHE TTE T

3 3TeaEH- 2009 T TSR fetr ferafRia weh ftsd wredte ferse g1 feremeff ST cri=an wetformeri
TR 3T fome gan. &1 e 3 it fean, wd oo Ifrld, S wbaue @i
TR SiteTdier HeriaT SaTd sodT= Soe] sdrd ST Te P HAHE BeTd. AT STETHIHS

Alcenldd= dHALSn, Yl aTfor HIHIRTIOI') SEIE RIS I CE (’1|°hﬁ|<’4 THANT YT HEAT=H1 tqu\'éliol‘\ BEJN

ZTRUTd SATAT, I A=A alali@a?ﬁim

37 SCUTEH (T TiHE: - TS AT AT 3 3faed Feuerd Sied shidr Jgal 318 Scq1eH /4]

fereT. qr=aT ST SR .

§  hiE THIYM, TUHUT, STITTT , TN HITSAT, $eie AT HifSaT Triisiehed ATAREAT T-ad AT

Hifear ATk e T ST e Il e J=) R

TTeter Tt T e
[ERIEIEREREETU

I TR foaur (ATehfm)ar queficrar & fofer,
feRar

F AT AR foqumT=it st 31T are s,
T Rt Areaaradl et Mg At Stron=an fafare foaur (wrehfé) erari=i == .

WTeter gerret ST &
37 forer Aot veurS s TeE Aokt wawta freT ATkl Wi TE
o "fefSeet gt femme foraror sTfor o et Je=ht == .
e
& T HifSa MEud Tgvrt STHUT=T aR STl IIE=aT T8
T forforer wepTtea et Sfexri=i Aral st SAToft {31 Hreh [Tt T[0T T9 .

et T2 3T
37 feafoes AT feTmefier YiasaTdier ¢ s 3TRd?
T HARSH STNTHETST SECTUTH ATeh{TTIT 38 A1 SaTeul 43 TU8 3.
e
& Il seiereiieh ¥ fohie (EPK) TSHTSH Shiuam=am Hets[d =Ioni= vl .
T AT STgR ST hIVEITET I A9t e Aifei= ==t .

feur feret (o ).
31 afafsdt waea
& FATETHS, foTur.
% e H,
T foqumTer (H1hfe) 7 Ps,
3 TS AW ATed, Yieahie

>k ok sk o ok sk s ok sk sk ok skook ke sk
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Paper / Subject Code: 55334 / Advertising: 3) Media Planning & Buying

B:

(2.5 Hours)

Use of a Calculator is permitted.
Cellular phones are not allowed

N.

1. All questions are compulsory
2

3

Q1) CASE STUDY: -

[Total Marks: 75]

(15)

Create a Media Plan for Tata Altroz Racer Cars in the price range of Rs. 10.00 — 16.99 Lakhs.
The schedule will last for two months. The advertisements are in colour. The budget for the
print campaign is Rs 3 crores (3,00,00,000).

Size: Magazine: - Single and/or double spread Newspaper: - Half page

Use the rate card given below:

Rate (Full
Readership | Rate (in Readership | Page

Dailies (000's) sqcm) | Magazine (000's) Colour)

The Times of India 8221 4640 | India Today( W) 6290 6,80,000
Indian Express 111 1659 | Business World (W) 750 3,75,000
The Economic Times 1290 2850 | Outlook (W) 2281 3,90,000

Dalal Street Investment

Dainik Bhaskar 16239 2669 | Journal (F) 500 3,50,000
The Hindu 3670 1840 | Express Hospitality (F) 105 1,50,000
Eenadu (Telugu) 1790 351 | Money Today (F) 2202 2,22,000
Dainik Jagran 22345 2050

(Hindi) Reader's Digest (M) 505 2,40,000
Punjab Kesari 4427 330 | Sport Star (W) 1125 1,20,000
Mathrubhumi 6440 855

(Malayalam ) The Week (W) 1219 2,75,000
Rajasthan Patrika 1770 972

(Hindi) Femina (W) 1041 2,60,000

Quarter Page size equals 400 sg cm [25 cm(h) X 16 cm(w)]

Q.2 Attempt any one between 2A.1 and 2A.2. along with 2.B [i.e. (Attempt either 2A. 1
OR 2A. 2 for 8 marks) and 2.B. for 7 marks

Q2)A) 1)
Media 1 Media 2
Reach 40 30
Frequency 12 10
Average Exposure cost 35000 55000
Budget 5,50,000 6,00,000
32302 Page 1 of 5
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Paper / Subject Code: 55334 / Advertising: 3) Media Planning & Buying

Find the % TA, GRP and CPRP for Media 1 and Media 2. (8)
OR

Q2) A) 2) Answer the following: -

30,000 people see an advertisement 5 times, 50,000 people see an advertisement 3 times, and
20,000 people see an advertisement 5 times. Total cost of advertising is 90,000. Universe is 1,
50,000. Find the reach %, GVT & CPT. (8)

Q2) B) Find the average frequency of the advertisement in the magazine using the data given
below: @)
Readership of Magazine A= 35,000, Magazine B= 20,000, Magazine C= 55,000

Duplication of Magazine A with Magazine C = 3000

Duplication of Magazine B with Magazine A = 2000

Duplication of Magazine C with Magazine B = 4000

No of insertion of Magazine A=3, Magazine B=6, Magazine C=5.

OR
Q2) C) Write a detailed note on media planning process. (15)
Q3) A) Explain the following concepts: CPRP, Reach, Split run, TRP (8)
Q3) B) What are the challenges in Media planning. @)
OR
Q3) C) Explain the different Media Scheduling Strategies. (8)
Q3) D) What are the factors affecting the choice of a Media Mix. (7)
Q4) A) Explain Digital Sales Funnel in brief. (8)
Q4) B) Explain Programmatic Buying and [DSP (Demand side platform) (7)
OR
Q 4) C) Explain six successful negotiation Strategies in brief. (8)
Q 4) D) Write a short note on Media Brief (7)
Q5) Write Short Notes (Attempt any 3) 15)
a) NCCS Grid
b) Audit Bureau of Circulation
¢) Transit Advertising
d) Media Audit
e) Affiliate network
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N. B:

1.9 oo faard smea
2. $oagdel aIRUATH qarTal 3Te.
3. Hegell Bldell Gl ATl

Q1) ¥ ¥e3n-

(2.5 1)

[wsFoT ToT: 75]

(%9)

10.00 @ 16.99 M@ T fHHAT 3TTISAT TleT ocisT WX HR T HfZar

STl JIR . & STERTT ARG gld HAfgel ATeIUIR 378, AT SATferal Wi
3. Aled ATEIAS AfgAT goic 3HIE TUF (3,00,00,000) 37TE.
IR AT - Tehel 0T/ fohal gadl W5,

JIHATAYT: - 3787 9reT
Grelr feelel ¥T HIS aTRT:
Rate (Full
Readership | Rate (in Readership | Page
Dailies (000's) sqcm) | Magazine (000's) Colour)
The Times of India 8221 4640 | India Today( W) 6290 6,80,000
Indian Express 111 1659 | Business World (W) 750 3,75,000
The Economic Times 1290 2850 | Outlook (W) 2281 3,90,000
Dalal Street Investment
Dainik Bhaskar 16239 2669 | Journal (F) 500 3,50,000
The Hindu 3670 1840 | Express Hospitality (F) 105 1,50,000
Eenadu (Telugu) 1790 351 | Money Today (F) 2202 2,22,000
Dainik Jagran 22345 2050
(Hindi) Reader's Digest (M) 505 2,40,000
Punjab Kesari 4427 330 | Sport Star (W) 1125 1,20,000
Mathrubhumi 6440 855
(Malayalam ) The Week (W) 1219 2,75,000
Rajasthan Patrika 1770 972
(Hindi) Femina (W) 1041 2,60,000

TJUTN Y6 TR 400 TRE F#T [25 Aei(h) X 16 F#T(w)]
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Q.22 A.1370T 2 A2 Aol HIoTder T HAlsdr. died 2.B
[FGUTSH (8 I[UTATST 2A. 1 fohaT 2A. 2 |isan) 30T 2.B. 7 J[OTETST

(Q23)1)
;fsar 1 Hifsar 2
qIgTe (Reach) 40 30
aﬂT:IRFIT(Frequency) 12 10
W TFEIeR Eﬁfr(Average
Exposure cost) 35000 55000
oI (BUDGET) 5,50,000 6,00,000
AT 1 3nfor Af3Ar 288 % TA, GRP 10T CPRP 2. (©)
frar

(Q2 31) 2) @rellel 3¢k &3T: -
30,000 @ileh SRR 5 dadl dTgdid, 50,000 Steh STTeTd 3 dadT 9rgdrd 31T
20,000 @ 5 AT SITEITe WTgdTel. TehoT SATferd fhate 90,000 31Mg. Universe
1,50,000 31Tg. 9igrd (Reach)%, GVT 3TT0T CPT 2ITer. (¢)

Q2) &) Wrellel 3T ATI%T ATRABIATA SAMeTcrar AT TRARAT MTE: (6)
ATMA® A = 35,000, AT B = 20,000, ATRA% C =55,000 AT arashaedr
C=3000 §§ AIfAF AT ZiCersheret ATAS A =2000 T HATAS BT
STCelahelel B = 4000 Tg A8 C o ZTeTeharel Hariglel A=3, HiTiSleT B=6,
HTTSIeT C=5 TIAT S-HCATIT FEA.

fpar
Q2) %) #ATEIH faer gfehdaxy dueiear &9 forgr. (29)
Q3) 37) "relldl HheTeAT TISC T
CPRP, 98I (Reach), f&cere 3= (Split Run), TRP (©)
Q3) ¥) ATEIH [ATISTATT HIUTAT Mgl HTEA? TISEIHIUT ST (V)
forar
Q3) 7) fafayr Afsar Aggferr aror Tase . (¢)
Q3) 3) AT AFa=ar fAaSIay FIVIT Tch IRUMHA AT, (V)
Q4) 31) 3TSee fashl ®adel UsFITd TIST 1. (¢)
Q4) §) UrErATee STfAar 3O [DSP (BHATS TA1SS Tolchid) TAST T ()
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faar
Q 4) &) HgT JAEAT ATCTUTE RO AMSHFATT FISC . (¢)
Q 4) 3) HifsAT PR T BIET &9 Toxgr. ()
Qs. feur fogr (P 3) (29)

37) Tadred g (NCCS Grid)

) gecdd= faeRoT qurEel #ss (Audit Bureau of Circulation)
&) foRcar Sfeardr (Transit Advertising)

8) ATETH oGl IN&T0T (Media Audit)

g) 3fthelldc icas (Affiliate network)

*khkkkkikkkikk
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Paper / Subject Code: 55337 / Advertising: 6)Retailing:& Merchandising =

~ . -

Time: 2 12 hours - N > i;Marks:75"

Instructions: % A
1. Figures to the right indicate full marks Ry
2, Draw suitable diagrams wherever nccessary
3. Illustrate your answers with smt'lblc examplcs. S
“:\ ‘\\ ‘—\
Q1. Casc Study B - = :
Future brands designed a detailed waldrobe study for: Blba It brought us a lot of insights on
how women view ethnic wear: category How are their wardrobes reﬂectmg their_choices,
preferences? In addition to hard data, they also discovered the emotional relationship women
have with their clothes; the rituals of dressing; their process of negotiating social decorum
and personal nced for articulacy in.their clothing choices. It showed that there was a clear
gap in formal wear portfoho Women were buying a lqt of Biba garments, but the large,part -
of their wallet was gomg in formal/ festive wear. ThlS was completely mlssmg in-Biba's -
portfolio. We came back with Biba by Rohit Bal, today if you walk int6'a Biba store, you e,
will see a large collection of festive wear.
Biba saw that women viewed this category as an opportunity to express their personal sense
of fashion, style glamour. Biba’s role in consumer’s lif¢ is to help.them ‘shine on their own
silver screens.” Biba-started seeiiig salwar kameez as'a large canvas on which women could
express and experiénce dlfferenl fashions, fabrics, embrmdcnes Today Biba is bold fearless,
' trend-setting, stylish and cffortless ) B > ‘
Answer the following: - . :
~'A. Highlight various factor mﬂuencmg:women consumers that adopted Blba stores 1o (08)
sustain strongin Indian retail market:
B. How does B1ba store manage commumcatlon for its retatl store offenng” Justify your (07)
answer. _,
Q2.  Answer the followmg - X
3 ~A. Bring out the clasmﬁcatlon of retail-format W1th reference to forms of ownership. (08)
~  B. How are graphlcs used if retail stores? State its advantages and dlsadvantages 07
~ . OR N
C. Explain the term retall merchandise. H1ghl1ght the various types of merchandise kept (08)
- at the rétail store in brief. -~ %
D. "Jo Dikhta Haj, ‘Wohi Bikta'Hai". Staté the ObJCCtIVCS of VISual merchandising in retail  (07)
busmess with' relation to the popular saymg

QB;: | Answer the followmg
- et JA. What is Barcodmg? How does barcodmg beneﬁt retail in its operations? (08)
: “'B. Discuss assortment management Elaborate the assortment planning process in brief (07)

Wlth special 1 refcrcnce to”Westmde store.

~

. OR:
C. Bring ou_t,various objectlvcs Qﬁnon-store-retail merchandising. (08)
D. Explain the various factors that affect retail strategies. 07)

- Q4. Answer the following.
A. State the advantages and disadvantages of selecting merchandise for departmental (08)
store named Tata Croma.
B. State the co-relation between;product positioning and visual merchandising in retail  (07)

store.
OR
C. Demonstrate various pricing sirategies used by a retailer. (08)
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Paper / Subject Code: 55337/ Advertising: 6) Retalling & Merchandlsing

D. Explain the various factors responsible for the growth of organized retailing in Indin. (D7)
Justify your answer with examples,  ~

Q5. Write Short Notes on (Any THREE) | (15)
A. Significance of retailing. :
B. Marketing communication mix,
C. Planograms.

D. Types of retail analytics.
E. Signage.
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Paper / Subject Code: 55336/ Advertising: 5) R\I:IIJI'M Mnrk'rilng & Adrértlsing '

o
‘.‘A

2.5 hrs /- ’ Marks: 75

N.B.
1. All Questions are compulcory
2. Mention the question number- propcrl)r and neatly
3. Answer the questions in tlw chucncc glven in the qucstlo’n paper

1. CASE STUDY: . , : & ‘ 15
The rural market is an attractive markct for the beverage markct Mogu Mogu is an International
Fruit Drink. They want to make use of tlus large mnrkct to sct a base in Indm

Questions: \:. 3 ‘ . < -
a. Describe the mcdm platforms that wxll be used lo promotc lhc product 8
b. What are the challenges that will be faced by the product while marketing 7
in rural Indla
2, Answcrihc followmg e . 9 \ ) i %, = -
a. Dlscuss the evo]uuon of rural marketmg in Indla ) N &
b. Discuss thc vanous platforms for: marketing. of agricultural producc in India ;. 7
OR -
C: prlam various types of Segmentation. “Elaborate on how effective segmcntann can be
- done in the context of Rural:markets.. ¢ -8
“d. Describe the spocxﬁc Product strategies, whlch ‘can be employcd to dcvclop or modify the
producls to largcl the ruml markct i, R # 7
3. Answer the followmg A& ol f-‘ ™

‘a. Explainithe pricing stralcgres that are adoptcd by: the marketcrs in rural’ Indra 8.
~b. Write:a short noté Role of: Agncullurc in the economic developmem of India

o 7 o OR
) c Discuss with cxamplc the distribution strategies ies formulated for thc rural category 8
~Drffc:rc:nhatc bctwccn Rural Vs Urban markctmg ¥ g 3 7
4, Answcr the followmg . >
2~ a. Discuss the Informal or. Folk Mcdxa Platforms used for promouons in the
rural market- W 8
b. ~Write a short note on various types of sales promotlon strategy for Rural Markets 7
, ~ OR :
_~ 8 Drscuss thc reason for the fast-cmergmg consumption pattern in rural areas? 8
- d. Explain with examples various Stmtcgres adopted by various companies to Understanding
Rural Consumers 9 7
5. Exp]am Any3 of the following. 15
3 4 A’s of Rural AI_\";I'errket S
b. Project HUL Shakti
¢. .Broadcast-Media
d. E- Choupal _ ‘
‘e, Cultural sensitivity for rural. marl\et
Ak b ok ok
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