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Advertising

Type: MCQ
Q1. The fundamental purpose of advertising is to

STTTRRTCITET HAS 8 76T

A. Inform customers/ ATgehTAT ATlgcl) a'UT

B. Make profit/ T%T ATIUT

C. Make sales/ Tashr sheoT

D. persuade consumers/ WFITWUTQQH

Q2.

advertising is also known as retail advertising.

SRR fehiehtes STRRIAFG UL cdlel 3ol SiTd.

Q3.

regional/ EICEED
national/ Irsery
trade/ I
local/ Ta1faeh

refers to the number and spread message outlets provided by the media

vehicle. When the media vehicle provides large coverage.

FEUTS ATEIH ATgeATed FISAT THTUTC gl Talel il cIegl ATeH

AIEATGAR TSI Sheloll HEAT 0T JHR HE 2T I13dd.

Q4. A new approach to mobile content advertising is the use of

Gross Rating Points/ THUT e k-ILI‘$'C<{-I
TRP/ ET3TRAT

Coverage/ gl
Media buying/ FITSIT @ET 92T

AITS ol AT SR HLUITAT Teh od o] g SCIehlel FgUToT T dTuy.

A.
B.
C.

SMS/ THUTHTH
Idle screen/ ATSHT ThIT
Viral Marketing/ cgla{cl HAThfeaT



D.

Broadcast Messaging/ STSehTEe He2lel

Q5. The 2nd A in DAGMAR stands for “Defining Advertising Goals for Measured
Results.”

STNTATIR A SIIdT T FEUTST "HISTe T Aeled] TARTITETST ST Te=Ti=iT

A.

Q6. A

Appropriate/ T
Accumulated/ STHT

Advertising/ STl i%?la

Achievable/ 91T Y%t

is the force for the satisfaction of which a customer purchases some goods

and services.

Ush

Teh TATET 3Tg ST HATUTATHTS! ATgeh hleT 9] IO AaT TET Xl

Q7.

**Buying motive/ %a\ﬁa»—crﬂﬁ
Consumer's psychology/ JTEhId ATTHATE

Desire/ STol
Demand/ HTITOfT

is a working sketched plan showing the size, positions and colour weight values

of the different elements that make up the complete advertisement.

&1 HYOT YT TR FOTRAT AeTd9TedT el TR, WIS 0T T Falel

AT SATAVIRY U IR Y@ITT ANTT L.

A. Ad copy/ 3158 i
B. Layout/ I31T3€
C. Editorial/ HUTGhTT
D. lllustration/ TISETRIOT
Q8. At the stage of the account executive invites the managing director of the client

company to attend a meeting at which the scheme is presented in report form with a presentation

of ideas in rough visual form.



T ToCATaR W FIARRT ATGHITAT hUaTTIT cHAEUATINTT HATCIRIAT SSehI

3T TGUIT THAUT ST SATHEY JSTAT HEATITTdT TAXRUTT ThoTsTedT ATGURUTHE T3T

TIRATT TG Fell oITd.

A.

Initial briefing/ IR Hfthar

Contact report stage/ T 3TgdTel &TqT
Presentation to Client/ WWUT
Proposition/ 9&dId

Q9. When an advertiser leaves one advertising agency, and shifts to another, this practice is termed

as

SIcgT TTeT STERTACR Teh SITTeITd TstedT HIsdT 30T GERATRS STcl dogT 8 T

Q10. Waste in advertising refers to the

SAfeTdTciTel heRT FguTat

A.

competition advertising/ TTET SR
rival advertising/ Ifaeaef ST
contract termination/ SRTT HHATCAT
**client turnover/ TG SclTETel

unnecessary expenditure/ 37ATIRTS G

use of wrong platform/ WWWW

lack of media planning/ FfSaT fAASTaATT 3797Ta

failure of the advertisement or campaign to achieve its desired objectives/ Gﬂ%?l?fﬁn_cﬁ

AfgRd gl aor.



