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M.Il.A. Semester-lII Examitration

ADVBRTISING MANAGEMENT

Paper-MBA/3204fM

: Three Iloursl [Maximum Marks:7O

:-(l) Attempl ALL questions.

(2) Figurcs 1() the right indicate full marks.

SECTION_A

(a) $/hat arc thc Hthics inAdvenisement ? Lxplain t}e rolc ofvarious oryanizariom for maintaining

ethics in India. 14

OR

(b) "Adlertising is a dlyramic indusfy that changes as the corlsumer, technology ard the markeqlace

changes." Justily the statcment \lith suitable examplcs. 14

SECTION_B

(a) What do )ou ntan by lntegrated Marketing Communication ? Do you think it can be more

cllcctive thaui conventional approaches to communicate witl consumers ? '7

O) Ilureka F orbcs-the direc( marketing pioneer has recenlly changed its marketing slrategy and

no\ they are sclling their products tlrough retail malls also. Ac.ording to you \rfiat effect \aill

this bring to their overall marteting communication process ? 7

OR

(c) Explain indctail the Fliemrchy ofEffects model for marketing effectiveness. 7

(d) Recently Airtcl has come up with an advertisemcnt about its 4G network where rhey are

challenging thc consumers to show a l'aslcr network than Airtel 4G and il'thoy do so,

consuner will get thet lilLtime mobile bill free. Commcnt on a communication strateg-v used

by the Aincl. '7
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3. (a) Flxplain the DA( iNiAR apFoach in dctail u i1h suitablc cxample. What arc the main crilicisms

associated with DA(}MAR approach ? 1

(t) larmers in the Amrdvali distict have decided to organize an agricultural expo irAmravati

oity lbr Vidarbha region. As an advertising consultant for the expo; what t)pe ofadvertising

planning $'ill )ou suggest ? Jusdry your ans*er. 7

OR

(c) Explain lhe imponance ofl,ogo, Headline and Inyout while designing the ad!'ertisinB program.

1

(d) Identify and justify rhe Ad-appeals used in ad-campaign ofthc follou'ing brand :

(i) Colgate Total Charcoal deep-clean Toothpaste

(ii) Boum\ita. 7

SE(]TION-C

4. (a) \\'hat are the important factoN that need to be considered while dctermining the relative cost

oimedia ? Explain. 7

ft) Elaboratc factors influencing advc.tising budget. 7

OR

(c) Discuss thc principal methods of nredia scheduling. What factors should be taken into

account ? '7

(d) Iixplain and commcnt, how NRS (National Rcadership Sr.rvey) and IRS (lndian Readership

Sur"-ey) facilitate advertiser in Advcrtising decision mirking proces s. 7

SECTION-D

5. God.ej stafled out in 1897 as Godrej Locks. Gradually, the brand name Godrej came to be

cndorsed by a variety of products. Codrej h:rs successfully built and maintained an image of
stability. sturdiness and trust in the lndian Consumer's mind for tlran 100 years now.

As a mattcr ofpolicy, the Godrcj brand name appoars on all ofthe groups products. In product

categorics likc soap and other;rrsonal care products r.here differcntiation is the key, there is an
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independent brand name and Godroj appears as the manufactuer such as Jet, Hit, Good l(night,

Godrej No. l, but it did not *'ork well. Probably the problem was with imagc transfer Consumers

could not accept the fact that a brand associated with stenglh could be associated with skin care

and beauty products.

Some strong brands ofGodrej include Godrej locks, Cupboards, Fumiture. Refrigeratom, Air

conditioners. etc.

'tlrc group is so divcrsificd that it is difficult to think ofa competitor for Godrej ?6 a brand though

there are competitors in all categories. According to A & M surveys the pictwe is not all rosy.

Godrej had its highest ranking No. 7 in 1992. The survey had showed an overall liking for the

brand in almost all customer segments, especially in household with income of more than

Rs. 40001month. Cradually the ranking slippcd to No. 2l in 1995. Godrej was cspecially losing

its hold in rural arcas and probably this was the factor respoNible for the decline in ranking. On

the other hand. the brand valuation remaincd high in high-income households segments,

which \\as their main advstising strategy ard brand awareoess was almost 100 oZ. But it was the

continued fall in brand awareness and valuation io rural areas that ultimately led to Godrcj's

ranking fall to 4l in 1999.

(a) ,A.nal)'sc ihe case according to the advertising campaign ofGodrej. 7

(b) Should Codrej adopt web-based advertising ? will it help Godrej for its survival ? 7
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