


ABBSOFT COMPUTERS

Avertising & Sales Promotion
1 Marks

1. The following is not a function of advertising 

a. Information

b. Brand image Building

c. Persuasion

d. Pricing

Ans D

2. By default advertising is done on a 

a. Limited scale

b. Mass Scale

c. Corporate Level only

d. Societal Level only

Ans B

3. The following is the biggest limitation of advertising 

a. It forces consumer to buy the things he does not need 

b. It sells gloss and dreams to and dreams to prospective buyers

c. It tells consumers about the arrival of new products in market

d. All of the above

Ans A

4. Which are of the following according to Krugman is the third exposure

a. What is it?

b. What of it?

c. Where from has it come?

d. None of these

Ans D

5. According to the concept of perceptual mapping

a. Advertising drives consumers away from reality

b. Realty is a middle-point between the two unreal, make-believe extremes,on a continuum

c. Advertising does not ad value to product

d. All of the above

6. Advertising contributes to 

a. Economic growth of society or country

b. National Capital

c. Power of marketing Firms

d. Chaos in the already congested market place

Ans A

7. Do you believe that advertising can bring about socio-economic change?

a. Certainly

b. Only if media have their footprints and audience are willing and able to buy the content 

c. Only if a country or society is effluent

d. Certainly not

Ans B

8. The last step in the process followed under the AIDA model is 

a. Intention

b. Attention

c. Desire

d. None of the above

Ans D

9. What kind of promotional material can be given to a photographer’s shop?

a. Catalogues of newly introduced camera

b. Roll of Fuji film

c. A newly introduced camera displayed I glass window

d. All of the above

Ans A

10. Non- commercial advertising is likely to forms on the following issue

a. Consumption of fast food items 

b. Promotion of health spas

c. Awareness about use of Petrol

d. All of the above

Ans C

11. Brand switching is one of the objectives of

a. Management

b. Marketing 

c. Advertising

d. Publicity

Ans C

12. The following is the element of the communication triangle

a. Public

b. Message

c. Media

d. All of the above

Ans C

13. If the current state of prospective buyer is interested and motivated to buy, then we should have the following communication objective

a. Change advertisements on website

b. Overcome barriers to purchase (present in prospective buyer’s mind)with easy-to- accept obstacle removal options

c. Undertake a successful sales  transactions

d. Allow prospective customer to try product through samples

Ans B

14. The client of an advertising agency is called  

a. Customer 

b. Major

c. Corporate

d. Account

Ans D

15. Which one of the following is not a media vehicle?

a. Leaflet

b. TV

c. Conference Hall

d. Internet

Ans C

16. Processing can refer  to 

a. Signal processing

b. Geometry processing

c. Image Monitoring

d. Either a or b

Ans D

17. Word processing is done to 

a. Enhance and modify  JPG  graphics

b. Process text and format it

c. Make relational data tables 

d. Give presentation

Ans B

18. Advertisements can change your attitude and behavior. Do you agree with this statement?

a. Yes 

b. No 

c. That depends upon individual who is being exposed to advertisements

d. That depends upon situation the marketer/ advertisers is in 

Ans A

19. Which one of the following media would be opt for promoting FMCG?

a. Industry- oriented magazines

b. TV

c. Internet

d. Presentations during trade fairs

Ans B

20. Which one of the following media would be suitable for building brand image?

a. Run-of-the-mill advertisements on TV channels during prime viewing hours

b. Advertisements during intervals in the cinema halls

c. Gloss advertisements in and newspapers of repute

d. E-mail message to prospective clients

Ans B

21. Which media has the highest value of reach in the Indian context?

a. TV

b. Newspaper

c. Radio

d. Magzines

Ans A

22. Media timing is concerned with 

a. Message Context

b. Time and Period during which an advertising campaign is to be run

c. Frequency of exposure

d. Budget of the entire media mix 

Ans B

23. Reach refers to percentage of

a. Customers in a targeted market

b. Population that advertiser consider  

c. Customers in the targeted market who are exposed to an advertising campaign

d. Customers contacted (in person) in an advertising campaign

Ans C

24. Which one of the following is not a budgeting method in the context of advertising

a. All available funds method 

b. Fixed Percentage Method

c. Competitive Parity Method

d. Objective and Task Method

Ans B

25. The unit sale method of advertising budgeting 

a. Involves the allocation of all available funds for advertising purposes 

b. Focuses on external market trends

c. Takes the cost of advertising as an individual item and multiplies it by the number of units advertiser wished to sell

d. Name of the above

Ans C

26. Which one of the following is not the scheduling method in the context of advertising?

a. Fighting

b. Massed

c. Continuity

d. Chequered Media

Ans D

27. When there are peaks and valleys in  product demand, it is advisable to use the following scheduling technique

a. Massed

b. Chequerred Media

c. Fighting

d. Any one of the above

Ans D

28. A mail order discount scheme would be most suitable fro selling

a. Transformers

b. Magazine subscriptions

c. High Value

d. Computer Parts

Ans B

29. Under the barter scheme 

a. Firms can offer products and services to advertising firms if the latter offer cheap advertising services

b. Firms buy products from market and supply products to the same market

c. Cost discounting is the key issue 

d. None of the above

Ans A

30. Advertising budget emanates from 

a. Advertising Tenets

b. Advertising objectives

c. Market plans

d. Firm’s overall objectives 

Ans D

31. Advertising frequency is the highest in the following case

a. Refined Oil

b. Ball Bearing

c. Life Insurance

d. LCD Television

Ans A

32. If we launch a new product, we combine advertising with 

a. Publicity

b. Sales promotion

c. Personal selling

d. None of the above

Ans C

33. Who is responsible for the overall output, viz production, quality, manufacturing etc. of an advertisement?

a. Copy writer

b. Artist

c. Cameraman

d. Creative Director

Ans D

34. Which one of the following is not a media related term.

a. Reach

b. Frequency

c. Depth

d. Footprint

Ans C

35. When had doordarshan started sending colour TV signals in India

a. 1979

b. 1986

c. 1982

d. 1977

Ans C

36. When was the first ever TV station of India inaugurated?

a. July, 1962

b. June, 1964

c. September, 1959

d. August, 1959

Ans C

37. A DSS can solve 

a. All type of problems

b. Semi structured problems

c. Unstructured problems

d. Semi structured & Unstructured problems

Ans C

38. A DSS software can be structured into

a. Three Components

b. Two Components

c. Four Components

d. None of the above

Ans C

39. Which one of the following is not a major feature of a DSS ?

a. It is user friendly

b. It is menu driven

c. It allows modular applications

d. It does not have application  flexibility

Ans D

40. Media planning is the process of determining how to use

a. Cost and profit

b. Time and space

c. Money & time

d. Time & Client’s resources

Ans B

2-Marks

41. State true/false

1. Advertising is different from sales promotion

2. Sales Promotion and advertising use the same media in most cases

a. T, F

b. F, T

c. T, T

d. F, F

Ans A

42. True/ false

1. Switch back is a technique through which advertiser thisa to go back to the former user of its products

2. Trial is a technique through which advertiser encourages consumer to make an initial purchase of a new product

a. T, F

b. F, T

c. T, T

d. F, F

Ans C

43. State True/ false

1. The type of and allocation for media mix depends upon the stage of product in its PLC

2. If our competitor is investing 90%of media budget TV, we should do exactly the same with one media budget too

a. T, F

b. F, T

c. T, T

d. F, F

Ans A

44. State true/false

1. Consumer spending surveys are not released in India 

2. DSS cannot provide “what if” question to get insight into the system under study 

a. T, F

b. F, T

c. T, T

d. F, F

Ans A

45. State true/false

1. If you want to write an effective copy, break into short paragraphs with subheads 

2. A Shakespeare style language would do a lot of good to good advertisement copy

a. T, F

b. F, T

c. T, T

d. F, F

Ans A

46. State true/false

1. POP advertising is useful when we want to bring customers out of their homes

2. The ethical issues devoted to advertising have been addressed by marketers in the recent times.

a. T, F

b. F, T

c. T, T

d. F, F

Ans B

47. State true/false

1. Locating the aperture is not the responsibility of media planner 

2. It is unlikely that an advertiser would get some credit when he gives to issue an advertisement through a newspaper 

a. T, F

b. F, T

c. T, T

d. F, F

Ans D

48. State true/false

3. Headline is not very crucial in print advertising 

4. Billboards would be effective in secluded areas or on highways

a. T, F

b. F, T

c. T, T

d. F, F

Ans D

49. Media planning is the process of determining how to use ______________ and  _________ to achieve advertising objectives.

a. Money, Power

b. Space, Power

c. Time, Resources

d. Time, Money

Ans D

50. Direct mail packages come in all ___________ and _____________ .

a. Colors, packing

b. Packing,  sizes

c. Sizes, shapes

d. Shapes, hues

Ans C

51. Tone and manner affect the ________________, look and ____________ of the execution of an advertising campaign

a. Feel, power

b. Effectiveness, feel

c. Setting, Power 

d. Feel, Setting

Ans D

52. A DSS can be successful and if there is good ________ or and _______ by management at all levels

a. Feel support

b. Support, Priority

c. Priority, Attitude

d. Attitude, Support

Ans D

53. Magazines are ______ and ____________ media that also build brand image of a product or business firm

a. Colourful, informative

b. Informative, powerful

c. Cretive, colourful

d. Powerful, Mass

Ans A 

54. A newspaper is  __________ cost but _______________ valid media

a. High Frequently

b. Current, never

c. Low, Presently

d. Log, Highly

Ans C

55. A ______________ writes text of an advertisement whereas an director designs the advertisement

a. Writer, Intuitive

b. Copywriter, outsider

c. Copywriter, art

d. Copy-composer, editorial

Ans C

56. The three basic ingredients of any advertising copy are _____________style and ___________.

a. Content, clarity

b. Clarity, Presentation

c. Presentation, content

d. Content, colours

Ans C

57. __________ and ____________ help lock in key phrases that are a brand image.

a. Pop-ups, Jingles

b. Displays, Slogans

c. Slogans, Jingles

d. Jingles, Displays

Ans C

58. Ogilvy had started that are the most important element in an ____________ 

a. Adlines, action

b. Headlines, activity

c. Headlines, advertisement

d. Punchlines, advertisements

Ans C

59. ___________ appear _________ frequently than newspapers

a. Cartoons, More

b. Advertisements, less

c. Cartoons, less

d. Magazines, less

Ans D

4-Marks

60. Match the following 


Column –1

Column –2

1. David Ogilvy
1.
Ad agency

2. RYB
2.
Symbol for black in printing

3. O & M
3. 
Brand Image theory

4. K
4.  Primary Colours

a. 1-3, 2-4, 3-1, 4-2

b. 1-1, 2-2, 3-3, 4-4

c. 1-3, 2-1, 3-4, 4-2

d. 1-4, 2-3, 3-2, 4-1

Ans A

61. Match the following 


Column –1

Column –2

1.Pre-Placement Evaluation
1.
To test impact and reach

2. Persuasive Advertising
2.
During marketing stage of PLC

3.Post Test Evaluation
3. 
To avoid adverse effects later

4. Reminder Advertising 
4.  
After product introduction

a. 1-3, 2-4, 3-1, 4-2

b. 1-1, 2-2, 3-3, 4-4

c. 1-3, 2-1, 3-4, 4-2

d. 1-4, 2-3, 3-2, 4-1

Ans A

62. Match the following 


Column –1

Column –2

1. Comparative Advertising 
1.
Good for displaying banners

2.Informative Advertising
2.
Listing of product and firm suffices

3. The interest
3. 
Compares two cars of competitors

4. Yelloe Pages
4.  
Introduces a new storing blade

a. 1-3, 2-4, 3-1, 4-2

b. 1-1, 2-2, 3-3, 4-4

c. 1-3, 2-1, 3-4, 4-2

d. 1-4, 2-3, 3-1, 4-2

Ans D

63. Match the following 


Column –1

Column –2

1. Direct Sampling 
1.
Giving Information and promotional 




material to middlemen 

2. Cents-off deal
2.
A sign that jiggles

3. Wobbler 
3. 
Scratch and Sniff cards

4. Trade Promotion
4.  Offering a product at a price lower than 





LP

a. 1-3, 2-4, 3-1, 4-2

b. 1-1, 2-2, 3-3, 4-4

c. 1-3, 2-4, 3-2, 4-1

d. 1-4, 2-3, 3-2, 4-1

Ans A

64. True/ false

1. A lipstick board is one on which notes are written with lipstick 

2. An FSI is a coupon booklet 

3. A happy hour can continue for an unlimited period

4. YES stands for “your educational system”

a. T, T, T, T

b. F, T, F, F

c. F, T, F, T

d. F, F, F, F

Ans B

65. True/ false

1. Promotional strategies vary, depending upon customer and product

2. An example of price pack deal is 35% extra

3. Promotion mix includes publicity and sales promotion only

4. Display allowance is the final form trade promotional allowance

a. T, T, T, T

b. F, T, F, F

c. T, T, F, T

d. F, F, F, F

Ans C

66. True/ false

1. Free goods allowance is given by manufacturer to retailer if the latter purchase a requisite quantity of the same or different product from the former

2. When retailers engage in forward buying, they eventually lose money.

3. Slotting allowance is slapped by manufacturer on retailers.

4. The concept of sampling would not do well in case of industrial goods.

a. T, T, T, T

b. F, T, F, F

c. T, T, F, T

d. T, F, F, F

Ans D

67. True/ false

1. The hit rate of a TV commercial is 100%

2. Newspaper are better brand image builders than TV

3. A visualizer visualizes the entire advertisement on a few sheets of paper.

4. Six color printing of packing material and catalogues is not uncommon 

a. T, T, T, T

b. F, F, T, T

c. T, T, F, T

d. F, F, F, F

Ans B

68. True/ false

1. The term USP stands fro “Unique Sales Plan”

2. A good copy editor can put life even in a dull advertisement 

3. Corel Draw 14 and MS Publisher 2007 are frequently used for making print media advertisements.

4. Investigation of persuasion theories leads to context effects and attitude correction.

a. T, T, T, T

b. F, F, T, T

c. T, T, F, T

d. F, F, F, F

Ans B

69. The following is the correct sequence of steps for implementing a DSS.

1. Select right environment

2. Select right application model and software 

3. Define problem, either semi structured or unstructured 

4. Design the DSS, involve used or client in it.

5. Implement DSS at client’s site

a. 3,2,4,5,7,6

b. 3,2,8,1,6,5

c. 3,2,5,6,8,1

d. 1,2,3,5,6,7

Ans A

70. The following the method for executing an advertising campaign

1. Make best use of  time and space

2. Develop promotional message 

3. Determine campaign effectiveness

4. Asses marketing opportunities 

5. Determine your strengths

6. Determine your objectives

7. Avoid distractions.

8. Decide upon communications channels

9. Determine the promotional mix

10. Let the campaign continue

11. Determine the promotional  budget

a. 3,7,9,8,4,2,1

b. 4,8,69,2,11,3

c. 4,8,5,1,10,9,3

d. 1,6,4,3,9,10,11

Ans B

71. The following is the process sequence of the AIDA model

1. Desire

2. Cooperation

3. Attention

4. Intention

5. Purchase

6. Cognitive Dissonance

7. Action

a. 3,4,1,7

b. 3,5,6,2

c. 6,1,5,3

d. 3,4,6,3

Ans A

72. The following is the  procedure for making a print media advertisement

1. Visualizing

2. Rough advertisement presented to client

3. Meeting with client and briefing about advertisement

4. Body copy (by copy writer)

5. Decision on USP

6. Suggestion by client (initial)

7. Artists work on graphics and colors

8. Advertisement finally readied in house (on laser printers)

9. Advertisement approval from client

10. Printing 

11. Stitching

12. Binding (for brochures and catalogs)

13. Lamination

14. Dispatch to client

a. 3,5,1,4,2,6,7,8,9,10,11,12,13,14

b. 3,5,4,2,1,9,11,12,14,13

c. 3,11,12,13,14,6, 2,4,8

d. 1,2,3,4,7,8,10,12,14,13

Ans A

73. The following is the procedure for making an audio-visual advertisement

1. Meeting with client and decision about advertisement

2. Models selected after audition

3. Shooting begins

4. Decision on USP

5. Visualizing 

6. Story board making

7. Rough movie shown to client

8. Suggestion by client (initial)

9. Photo-op shoot(final)

10. Editing (linear and non- linear)

11. Final copy shown to client

12. Suggestions by client(final)

13. Modified copy canned

14. Delivery to client (on CD, magnetic tape or film role)

a. 1,4,5,6,2,3,7,8,9,10,11,12,13,14

b. 1,4,6,2,5,9,10,14

c. 2,5,6,10,9,10,14,7

d. 7,2,1,4,6,5,9,11,10,14,13

Ans A
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