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ADVERTISING HSSC-I

Time allowed: 2:15 Hours

Total Marks Section B & C: 32

Note: Answer all parts from Section ‘B’ and all questions from Section ‘C’ on the provided Sheet.

Write your answers on the allotted /given spaces

SECTION — B (Marks 20)

Attempt the following questions.

(1ox2=20)

Define advertising.

Explain the role of audience identification in
advertising.
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\What is message positioning? How has advertising evolved across historical
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Differentiate between central and peripheral routes Define semiotics in advertising.
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\What is the role of signs and symbols in ad Explain cultural codes in semiotics.
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\What is copywriting in advertising? State two key elements of effective ad copy.
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\What is influencer marketing? Define experiential marketing. )
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State two emerging trends in digital advertising.b \What is media planning?
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\Why is audience research important for media How does digital advertising differ from
© planning? traditional advertising?
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SECTION - C (Marks 12)

Note: Attempt all questions. Marks of each question are given along with each question. (2x6=12)

Discuss the evolution of advertising from
early eras to digital and Al-powered
.. Explain the Elaboration Likelihood Model
advertising. i ; . . .
Q.3 g s | or (ELM) in detail and its use in advertising.
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What is semiotics? Describe its role in shaping Describe the complete media planning process,
. . . . including research, objectives, channel
audience interpretation using examples. g s O .
selection, budgeting, and evaluation.
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