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SECTION A

10Qx2M=20Marks
S. No. Marks CcO
Q1 Statement of question CcO1

i)Recent Coca cola ad with moving master pieces of artists has used which
of the following:

a. Chatbot

b. Social media

c. Al

d. Infomercial

(i) Deception in ads is

a. Legal but unethical

b. Ethical but illegal

C. Both illegal and unethical
d. Legal and ethical both

(iii) The statement “I prefer EVs because they are less polluting” may
reflects which of the following values:

a. Collectivism 20M
b. Technology

C. Nature

d. Social orientation

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 ‘give wings to your fantasy " (Redbull) is an example of
a.) Deception

b.) Puffery

c.) Both deception and puffery




d.) None of the above

Vi) Projective technique i§---=-==========mmmmmmmm oo

vii) Balenciaga was in controversy due to which of the following reasons?
a.) Using political messages

b.) Using religious content

c.) Using unethical pictures of children

d.) Using nudity in ad imageries

viii) An advertorial is

a. A type of chatbot used over social media

b. A detailed advertisement used in print form

C. An extended ad used for television advertising
d. A type of deepfake advertising

(ix) Vignette means
(&) An ad on twitter
(b) A series of ad on a common theme
(c) An ad on foreign products
(d) An ad that is unethical

(x) Which of the following Big 6 of social media platforms is appropriate
for marketing of B2B brand?

a. Pinterest
b. Facebook
C. LinkedIn
d. Instagram

SECTION B
4Qx5M= 20 Marks

Q Statement of question CcCO2
Q1. Create 2 dialogue balloons for an ad research questionnaire that explores 5M

preference of consumers for an anti-dandruff shampoo.
Q2. Based on the creativity sessions in your class discuss if you think that 5M

anyone can become creative.
Q3. Discuss any two advertising research methods and deduce the

. 5M

effectiveness of those methods.

Q4. What is copy writing? Enumerate necessary points for writing a copy for 5M

an ad.

SECTION-C
3Qx10M=30 Marks




Statement of question

CO3

QL.

Discuss whether creative ads are more effective? Support your answer with
five recent advertisements that you consider as very creative.

10 M

Q2.

What is deepfake? How can deepfake and Al be used for IMC? Support
your answer with at least three examples.

OR
Discuss effectiveness of any three advertisement strategies supporting with
at least two examples for each of the strategies.

10 M

Q3.

Discuss at least five advertisements that you consider very unethical.
Elaborate why you think the advertisements were unethical and precautions
advertisers must take before launching marketing communication
campaigns.

10 M

SECTION-D
20Qx15M= 30 Marks

Statement of question

CO4

QL.

Make 2 creative taglines for each of the following product categories:
a.) Mouth wash
b.) Chocolates
c.) Nail paint
d.) Water
e.) Contraceptive

15M

Q2.

Read the text below “If It’s Advertised to You Online, You Probably
Shouldn’t Buy It. Here’s Why.” and answer one of the questions below:

With reference to the text compare the value of social media marketing to
the advertiser and to the consumer. According to you what steps may
offset the disadvantages of social media marketing that are highlighted in
the text?

Or
What is microtargeting? How is it more effective than traditional
segmentation? Evaluate the ethical issues that you may foresee in Indian
context w.r.t. microtargeting of consumers.

15M

If It’s Advertised to You Online, You Probably Shouldn’t Buy It. Here’s Why.
By Julia Angwin, New York Times.

If you saw a Facebook ad recently for Jeremy’s Razors, which bills itself as a “woke-free” razor for men, you
may well be a father of school-age children who likes ultimate fighting, Hershey’s chocolate, hunting or
Johnny Cash. This is according to Facebook’s ad library, which describes the audiences to which marketers
target their advertisements.




I can see why Jeremy’s Razors is focusing its ad dollars on men who might appreciate its hypermasculine
message. But the reverse is not as clear: Are these men better off for having been pitched an “anti-woke”
razor? In the traditional media world, ads are sold in context of the area in which publications are sold:
Perhaps Jeremy’s Razors might favor advertising in Deer & Deer Hunting magazine, for example. But online,
many ads are sold based on the many details that advertisers have gleaned about your behavior and interests
from your online activity.

Tech firms track nearly every click from website to website, develop detailed profiles of your interests and
desires and make that data available to advertisers. That’s why you get those creepy ads in your Instagram
feed or on websites that seem to know what you were just talking about. The ability to track people has turned
out to be an unbeatable advantage for the online ad industry, which has grown to a $540 billion market
worldwide, according to the media agency GroupM, dwarfing all other forms of advertising, including TV,
radio and newspapers. It has propelled the massive growth of Google and Facebook as well as hundreds of so-
called ad tech firms that serve as intermediaries between the buyers and sellers of targeting information.

But the rise of microtargeting has come with a staggering price tag. “There is limited evidence to suggest that
the efficiency and efficacy gains to advertisers and publishers of this system outweighs the societal impact,”
concludes a 274-page study published by the European Commission this year. It calls for reforming the
surveillance business model.

Already, we know that web tracking has decimated publishers. This has been particularly devastating for
traditional news outlets: Global newspaper revenue plummeted from $107 billion in 2000 to nearly $32 billion
in 2022, according to GroupM. This is a blow to democracy: Studies show that voting decreases and
corruption increases in communities without strong news outlets.

Microtargeting has also enabled advertisers to discriminate in ways that are hard for regulators to catch. It is
illegal, for example, for advertisers to use language in their ads suggesting that jobs, housing or credit
opportunities are being offered to people of a certain race, gender or age or in other protected categories. But
ad targeting means that advertisers can hide their preferences in the algorithm. Facebook has repeatedly been
shown to have enabled discriminatory advertising. (The company has consistently argued in court that it is not
liable for the choices advertisers make on its platform and has since agreed to change its ad delivery system.)
Microtargeting also allows politicians to deliver divisive messages directly to niche groups. In 2019, President
Donald Trump’s campaign team flooded Facebook with targeted ads bearing inflammatory messages. In 2016,
a Senate inquiry found that Russian operatives spread ads on Facebook targeting Black Americans that were
aimed at discouraging them from voting. The government may finally be starting to take action to curb
commercial surveillance. Congress is considering a comprehensive privacy bill, the Federal Trade
Commission is writing new privacy regulations, and an unlikely coalition of senators, including Ted Cruz and
Elizabeth Warren, just last week introduced a bill that would combat conflicts of interest among ad tracking
companies.

The ad industry is gearing up for war. “Extremists are winning the battle for hearts and minds in Washington,
D.C., and beyond,” David Cohen, the chief executive of the digital media and marketing trade association,
declared in January at the industry’s annual swanky retreat on Marco Island, Fla. “We cannot let that happen.”
In March a coalition of trade organizations and companies, including advertising groups — which calls itself
Privacy for America — sent a letter to Congress warning that any harm to the “responsible data-driven”
surveillance business model could cost consumers on average $30,000 in economic value each year. However,
the $30,000 number comes from a study published in 2019 in which researchers asked participants to consider
losing access to internet services like search engines, digital maps and email. Then participants were asked
how much money they would accept to forgo access to those services for a year. Participants said they would
require more than $17,000 to forgo access to search, more than $8,000 to forgo access to email and more than
$3,000 to forgo access to maps, the study found. Search, maps and email don’t make the case for creepy ads.




Search and maps are primarily funded by contextual ads — ads that are related to the query that users type into
the search engine or the map. Meanwhile, most email services are free for limited usage but make money by
selling additional features. There are some ads in free email, but it’s not a huge part of the advertising
ecosystem. So it turns out that this $30,000 number is a better argument for the value of contextual advertising
than of surveillance advertising.

Jeremy’s Razors doesn’t need to know your family structure, your favorite sport or the name of your favorite
singer. Jeremy’s could simply place its anti-woke ads near anti-woke content. Isn’t it time that we considered a
future that didn’t involve companies spying on us?






