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NOTE: Autempt five questions in all, selectin g atleast one question from each Unit.
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UNIT =1
Discuss “Advertising” as a element in marketing mix. Explain the role and importance

of advertising in the modem age. (14)

What do you meant by DAGMAR approach? What can be the objectives of
advertising as per DAGMAR? (14)

UNIT - 11

Define cline-agency relations. Discuss the various functions performed by an

advertising agency. (14)

Describe the problems and prospects of advertising in India with suitable examples.

(14)

a) What do you understand by media decisions? Explain planning and managing
advertising campaigns.

b) Discuss different types of advertising and its relevance in today’s scenario.

(2x7)
UNIT - 111
Elaborate the consumer decision making process in detail. (14)

a) Write a note on sub-cultural influences and consumer behaviour.

b) What is the importance of reference groups to marketers? What factors effect

the reference group influence? (2x7)
a) Describe the concept of diffusion of innovations and the adoption process.
b) What do you meant by repeat purchases behaviour? (2x7)
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IX.  Describe in relevance of Engel-Kollat model in study of consumer behaviour.
(14

X.  Explain the Howard-Sheth model of individual choice behaviour of consumer.
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