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Advertising
Type: MCQ
Q1. The fundamental purpose of advertising is to
EIIGIEIE CEC R el S
A. Inform customers/mﬂli%ﬁl a'UT
B. Make profit/ %I e TA0T
C. Make sales/ Tashr 0T
D. persuade consumers/?J'ré'El-Ti?ITCI’c."a'UTQQa_-r
Q2. advertising is also known as retail advertising.
SR fehlehted STTERIAFG UL adTel 3ol SiTd.
A. regional/ UGS
B. national/ ITS¢=T
C. trade/ IR
D. local/ TaTfaeh
Q3. refers to the number and spread message outlets provided by the media

vehicle. When the media vehicle provides large coverage.
FEUTS! ATEIH ATgaATel AIGAT THTUT Sheg Lol Yalel hid dogl AT H
ATETCAR YETeT dhotoll TET 0T AR T2 TSI,

A. Gross Rating Points/ quﬁw
B. TRP/EI3RUY

C. Coverage/ Feglal

D. Media buying/ FT3IT WIET T2

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

AISTS o AT SRR HLUITAT Teh Ad ol TSCIehlel FgUToT AT ATR.

SMS/ THUATH

Idle screen/ ATSHT EhiaT

Viral Marketing/mm
Broadcast Messaging/ STSehTEe TeeTe

oON®p

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

STHTATHR A AT T FEUIS "AISTT Aetedl GEIGIGIREIRG ARSI
STET 01"

A. Appropriate/ JaT
B. Accumulated/ STHT




C. Advertising/aliglla

D. Achievable/ 9TcT 9T

Q6. A is the force for the satisfaction of which a customer purchases some goods

and services.

Th Teh FHATHT 38 ST GATUTATHTS ATgeh hie! a&c] 0T T TRET el
A. **Buying motive/ %H\ﬁﬁ"ﬂ'cﬂ'
B. Consumer's psychology/ 31I6$'If| HITHRMET
C. Desire/ STl
D. Demand/ HTITOfY
Q7. is a working sketched plan showing the size, positions and colour weight values

of the different elements that make up the complete advertisement.

&Y HYUT SR AR FHOTAT AeTA9TedT Teehie TR, NS 0T T aotet

Ho SRTAVIRY Teh SR YWIE Alotel 38,
A. Adcopy/ 35
B. Layout/ oI3T3€
C. Editorial/ HUTGhTA
D. llustration/ TISEIhITT
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 ToCATa] Wi HIAHRT ATGHITAT hiaTedT cHTEUTIh T HATCIhIeAT SSeh
3UTEAT UGUATY THIUT T SATHEY ANSTAT ITgATTAT TIRUTT ShoTATTdT TTEUHI0THE T2

TIRITT HTEI Fell oITd.

Initial briefing/ 3R & sifhar

Contact report stage/ T9eh 3TgdTol cTUl
Presentation to Client/ mmw
Proposition/ 9&dTd

ON® >

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

SiegT ThTeT STERTAGR Ueh STIfeTd Tl HISdT 0T G@-AThs STl clogl g TT

competition advertising/ TTET SR
rival advertising/ ITaeTeiT SITTRRTd
contract termination/ SR GHTCAT

**client turnover/ ITERIAIT SclTETel

ON®p




Q10. Waste in advertising refers to the

ST el heRT Fg0Tot

unnecessary expenditure/ 37ATIRTS G

use of wrong platform/ WW@WWW

lack of media planning/ 3T AT 31T

failure of the advertisement or campaign to achieve its desired objectives/ ETf%ﬂT—TﬁTcIT

AfgAd gl aIor.
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