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ENGLISH VERSION
Part-1

Attempt any THREE out of EIGHT Questions.

1. Elaborate on the process of Account Planning and the role of Account planner in this process.

14
2. What are different stages followed by Advertising Agency to develop marketing Plan for the
client? 14
3. Write down the different steps in Media planning. 14
What are differences between media planning and media buying? Write down the functions of
Media Planning. 14
5. Explain the difference between urban and rural consumers of India along with suitable examples.
14
6. Explain the different marketing strategies used by the Indian marketers to reach the rural
consumers. 14
7. What is Direct Marketing? Write about the various tools used for Direct Marketing along with
appropriate examples. 14
8. Write down the benefits of Database Marketing? To build the database of customers what are the
various steps followed? 14
PART I
MCQS Attempt any 8. (Each carrying 1 mark) 8

1. Which of the following is a type of customer Sales Promotion technique?
(a) Trade allowances (b) Trade shows (c) refunds and rebates (d) None

2. In strategy marketing efforts are directed towards consumers.
(a) Pull (b) Push  (c) Bothaandb (d) none

3. What is the full form of SWOT analysis?
(a) Strengths, Weaknesses, Opportunities and Threats (b) Safety, Weakness, Option, Threats
(c) Strength, Wealth, Object, Transformation  (d) None
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4, - is a written document that summarizes what marketer has learned

about the market place and indicates how the firms plan to reach its marketing objectives.
(a) Media plan (b) Creative plan  (c) Marketing plan (d) None
5. What is the full form of TRP ?
(a) Television Rating Point (b) Television Random Point (c) Total Rating Point (d) None
6. To develop a Media Plan which of the following aspect /s should be considered?
(a) Media Mix (b) Geographic coverage (c) Scheduling (d) All of the three

7. When an advertisement is run in the media for a long period of time without any gap it is known as

(a) Flighting (b) Continuity (c) Pulsing (d) None of the three
8. Which of the following is/are the type/s of Outdoor Advertising ?
(a) Poster Panel (b) Billboard (c) Bothaand b (d) None

9. Which of the following promotional strategy/ies is/are used in rural market ?
(a) Personal selling (b) Sales promotion (c) Both A and B (d) None

10. Which of the following medium is/are effective in rural advertising ?
(a) Wall painting  (b) Puppetry (c)Bothaandb (d) Magazine

11. Rural consumers are
(a) Price sensitive (b) Less price sensitive (c) Quality conscious (d) Both band ¢

12. Rural marketing can be more effective if it is arranged through
(a) Door to door campaign (b) Village fair (c) Social media (d) Bothaand b

13. What is the full form of CRM in Direct Marketing?
(b) Customer Relationship Management (b) Calculative Relation Management  (c) Customer
Rating Machine (d) None

14. is a systematic approach to the gathering, and processing
of consumer data.
(a) Direct Marketing ~ (b) Consumer marketing (c) Database marketing (d) Bothaand b

15. Which of the following is/are unique feature/s of Direct Marketing ?
(a) Instant feedback  (b) customization  (c) economical pricing (d) All of the three
16. In which of the following Companies are able to communicate directly with the customers
without the involvement of the middleman?
(a) Rural marketing  (b) Direct marketing  (c) Guerilla marketing (d) None




