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QL. Fill the relevant bubble against each question:
Question A B C D
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Question A B C D
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Time allowed: 2:20 Hours

MODEL QUESTION PAPER
ADVERTISING SSC-I

Total Marks Section B & C: 24

Note: Answer any part from Section ‘B’ and attempt any two questions from Section ¢C’ on the
separately provided answer book. Write your answers neatly legibly.

SECTION — B (Marks 20)

Q2 |Attempt ant Eight parts from the following. All parts carry equal marks. Be brief and to the point. (2x8=16)
@ |Define advertising. gL S
G |ldentify the basic elements of advertising. St ISR L AR
(i) Eé(\?e:{ritiig etrr:]ee?]itgnificance of visuals in an Sl § P A A
Gv) g:;?;irr]]tii:;figr?tween non-verbal and written NG AEMELF
(&) Xxgt; Evr\:ﬁ: gtl:glnities of effective written _ Jf’i_;g, 2 dEwis, 754
G |What is the Hierarchy of Effects model? ?‘Lgfwf"""wfwé’w
Gi)  [Define market segmentation. Sl e f“m"b( oy
Gii)  [Why is targeting important in advertising? ?‘L(‘,u{d}'_}#uﬁ/wﬁ
G0 [State the main objectives of advertising. S st S L
@  \What role did World Wars play in shaping TN TSNSV IO - PP
modern advertising? ’
&  |What is verbal communication? ?‘ng,&w
SECTION - C (Marks 8)
Note: Attempt TWO questions. All question carry equal marks. (2x4=8)
3 Explain the history and evolution of U e = S S Gt § el
Q advertising
0.4 Compare different types of advertising -d/ﬁv’/’w@ﬁ—'/wﬁ'ﬁrwﬁ

Q.5

Discuss importance of segmentation and
targeting in advertising.
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