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SECTION A
10Qx2M=20Marks

S. No. Marks CcO
Q1 Statement of question CcO1

i) Billboards and flyers are an example of?

a. PSA

b. oTS

C. Branded entertainment

d. It is not an advertisement

ii) Advertising has a

a. Positive impact on GDP but negative impact on value

Negative impact on GDP but positive impact on value

b.
C. No impact on GDP and value
d. Positive impact on both GDP and value

iii) A communication message is NOT an advertisement if
a.) Itis paid for
b.) Itis attempting persuasion towards a brand
c.) Itis communication over mass media
d.) Itis a face-to-face communication.

iv) Cultural imperatives are
a. Cultural values which are adopted
b. Cultural values which can be modified
c. Cultural values which cannot be compromised
d. Cultural values which are ethnic

v) The tagline ‘zyada se zyada safedi’ (Whitest of all) is an example of
a.) Deception

b.) Puffery

c.) Both deception and puffery

d.) None of the above




vi) Dialogue balloon iS----=-=-====mmmmm oo

vii) Which of the following is not a pre-test advertising research method
a.) Communication test
b.) Magazine dummy
c.) Recall testing
d.) Thought listings

viii) CPRP means

a. Cost per million

b. Cost per thousand

C. Cost per rating point
d. Gross consumer point

iX) Sweepstake means

a. Discount

b. Buy one get one free
C. Money back offer

d. Lottery

X) Which of the following is not a part of the creative triangle

a.) Other people
b.) Individual
c.) Technology
d.) Work

SECTION B
4Qx5M= 20 Marks

Q Statement of question CO2
Q1. Create 2 dialogue balloons for an ad research questionnaire that explores 5M

preference of consumers for mobile phone features.
Q2. Discuss the characteristics of creativity as noted by Howard Gardner. 5M
Q3. Discuss advertising message strategy to achieve the objective of Brand 5M

preference.
Q4. Briefly explain any five famous sales promotional techniques with 5M

examples.

SECTION-C
3Qx10M=30 Marks

Q Statement of question Cco3
QL. Do you think cultural values need to be embedded in advertising 10 M

campaigns? Discuss with at least five examples to support your answer.




Q2.

Who are influencers? How can companies integrate influencers in
marketing communication strategies?
OR

What is social consumer advocacy? Compare effectiveness organic
consumer advocacy with paid advertising.

10 M

Q3.

What is surrogate advertising? Discuss the advertising of controversial
products through examples of surrogate products advertising.

10 M

SECTION-D
2Qx15M= 30 Marks

Statement of question

CO4

QL.

Make 2 creative taglines for each of the following product categories:
a.) Water
b.) Air purifier
c.) Mask
d.) Sanitary napkin
e.) Toothpaste

15M

Q2.

Read the text ‘How many words can you pack in an ad’ and answer one
of questions below:

Analyze the changes in ad design and content that have been recorded in
the text for 1980s, 90s till 2010 and the ads of the current times.

Or
Analyze the effectiveness of advertisements based on the number or
words that are packed in it with some Indian advertisement examples.




How many words can
you packinanad?
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AMBI PARAMESWARAN

Thave had a penchant for wear-
ing a wrist watch with a stop-
watch feature. This is an old
habit predating the smartphone
era. Why, you may ask. While
working in marketing and adv-
ertising, you are in the business
of creatingand approving televi-
sion spots of a fixed length (it
was a practice at least till the
2010s). And itwas always a good
habittosee if all that a copywri-
ter has written can fit into the
30 seconds planned for the ad.
Onerule of thumb was to ensure
that the dialogue and voiceover
portion of the ad, when narrated
in normal style, does not exceed
half the duration of the ad. If
you have planned a 30-second
ad, the narration should ideally
not be for more than 15 or 20
seconds. Why? Well, television
isavisual medium and hence a
picture can tell the story of a
thousand words.

Prof John Philip Jones, who
had a stellar career in the global
ad agency JWT and then a sec-
ond innings in academia, said:
“Effective advertising is gener-
ally more visual than verbal.
The number of words in a
30-second commercial should
be restricted to thirty or less.

i

=

The picture should tell the sto-
ry” (in the book Brands Engines
for Profit). His latest book,
Advertising at the Crossroads,
explores this issue and many
more, especially with respect to
the Indian subcontinent.

How verbose are Indian tel-
evision ads? And are they get-
ting less or more verbose? These
were the two questions the ace-
ount planning team at FCB Ulka
attempted to answer in its res-
earch adecade ago. The analysis
involved taking a purposive
sample of around 30 television
ads from the 1980s, 1990s,
2000s and 2010s. In order to
compare likes with like, ads of
only packaged goods brands
covering personal care, home
care, foods, cosmetics etc. were
dissected. The simple reason
was that these ads dominated
the television medium in India
and archives were available for
the team to dig into. The team
found that Indian ads (Hindi
ads) were packed with a lot
more words than Prof Jones
would have liked. And the word
count was going up. From 41
words on an average in the
1980s to almost 53 words in
2010s. While going through this

article recently I waswondering
if this increase is continuing?
Are we packing more and more
into the 30-second ad now than
in the past? Or are we moving
the other way and going more
international?

Once again my researcher
and Ilooked at consumer pack-
aged goods ads from popular
TV channels like Star TV, Zee
TV etc. A total of 30 ads were
analysed. We discovered that
the word count had now
reached 65. The analysis also
revealed that more and more
ads had a lot of dialogue. On an
average, dialogue content of ads
was at 39 words. This was a big
jump from the past. Voiceover
word count had declined mar-
ginally. And jingle word count
had declined substantially. In
our analysis in 2010, we had
total words at 53, jingle at 11,
voiceover at 29 and dialogue at
12. Our research said that now
in 2022, we have a total word
count of 65, jingle at five,
voiceover at 22 and dialogue at
38. Significant change indeed.

A further sub-analysis
showed that ads for personal
care brands packed as much as
69 words in 30 seconds; the

number was significantly lower
at 52 words for food brand ads.

What could be the reason for
the increase of word count in
Indian ads? There could be
many. The increase in compe-
tition across categories has
pushed brand marketers to pack
more and more “points of dif-
ference” in their messaging. The
cost of television advertising
(though in cost per thousand
exposures, Indian television
advertising isstill a bargain) has
pushed brand managers to not
take any chanceswith the mes-
sage content. The other reason
could be the need to convert
rural consumers to branded
products (that may also explain
the need for dialogues narrated
between characters). Finally, the
reason could also be the pre-tes-
ting methods being used. When
applied blindly, these pre-tests
tend to favour the more verbose
forms of advertising (often with
a celebrity thrown in).

It is said that Japanese tele-
vision ads pack a lot of words,
often in just 15 seconds. We all
know how mutual fund ads tell
us: “Mutual fund investments
are subject to market risks, read
all scheme-related documents
carefully” (14 words in 3 seconds
or less). The way consumer
brands are packing words into
their ads, I do worry if all ads
will one day be narrated the way
mutual fund risks are announ-
ced. Hopefully, we will not end
up there. Yes, if you are plan-
ning for your next ad, remem-
ber that a picture is worth a
thousand words. Pauses allow
an ad to breathe. And your con-
sumer to lean in.

(Research support received
Jfrom Sreyan M Chowdhary)
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