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Objective:The objective of the paper is to provide an understanding of the principles of advertising
and brand management.
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QUESTION BANK

e What are the essentials of a good advertising agency?

e What is advertising? Distinguish between advertising and publicity.

e "Advertising is either rational or emotional in content”. Do you agree?
Give

o examples to support your answer.

o Explain the merits and demerits of family brands.




Describe the steps involved in Brand positioning.

What is Brand identity? Explain its dimensions.

e 'Internet has emerged as the medium of the millennium for
advertising". Explain in this context the merits and demerits of
advertising on the internet.

e Describe in brief various ways in which requlation and control can be
exercised to ensure truthful and ethical advertising.

e What do you mean by "media planning". What are the various
decisions to be taken while drawing the media plan of an organization?

e Advertising has been charged with encouraging materialism,
manipulation, and offense. and creating stereotypes in society. Do you
agree? Comment on the ethical aspects of the advertising.

e '"Branding provides unique benefits to both sellers and buyers".
Elucidate.

e What are Brand image and Brand Personality? How are these
concepts used in positioning the product in the mind of the customers?
Give suitable examples to enumerate your answer.

NOTE: UNIT-I AND A FEW CHAPTERS FROM UNIT II WILL BE COMPLETED

BEFORE HOUSE EXAMINATIONS (i.e.75%) AND REST WILL BE COMPLETED
AFTER HOUSE EXAMINATION (i.e. 25%)



