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Note: 

1. The paper is divided into three sections: SECTION-A, SECTION-B and SECTION-C. 

2. There are seven questions in SECTION-A, attempt ANY FOUR. 

3. SECTION-B has five questions, attempt ANY THREE. 

4. All the questions of SECTION-C (Case Study) are compulsory.

SECTION-A (10 Marks each)

1. Explain the concept of Buzz marketing and some of the reasons markets are using this technique?
2. More and more business-to-business companies have gone away from purely trade advertising to advertising on consumer media? Is this likely to be a successful strategy? Why or why not?
3. What are some of the specific responsibilities and duties of an Advertising Manager under a centralized advertising department?

4. Discuss the role of agencies that perform specialized marketing communication services such as public relation firms, direct response, sales promotion and interactive agencies?
5. Explain the concept of an evoked set?
6. What do you understand by DAGMAR approach?
7. Write short notes on:-(5 marks each) 
a) Encoding and decoding
b) One sided versus two-sided messages
SECTION-B (15 Marks each)

8. 
Evaluate the pros and cons of using humor as basis for an advertising campaign. Find an example of an advertising campaign that supports your arguments for and against the use of humor? 
9.
Critics of the percentage of sales method of budget setting contend that this method “reverses the advertising and sales relationship” and that it “treats advertising as an expense rather than an investment”. Explain what these arguments mean and discuss their merits?
10.  
What do you understand by the term brand? What are the characteristics and benefits of branding? 
11.
What is brand image? How brand belief and brand image is related?
12. 
Write short notes on:-
a) Maximizing brand value

b) Vertical brand extension

c) Brand repositioning

SECTION-C (15 Marks)

Case Study (Compulsory)

The ad is the hard to miss: Actor Hrithik Roshan dancing to a funky tune in a detergent commercial. In the last two months that Nirma Advance, a new variant of the popular Nirma washing powder has been on air, it has evoked sharp reactions, varying from surprise to sheer delight. Surprise because many can’t seem to place why a man is dancing in a detergent commercial and delight because it is fun to watch. But, there are a few who do get the message the ad is conveying: Laundry is not a woman’s job alone and can be enjoyed by anyone including a man if he chooses to do it.

For a few years now, the detergent category, a segment that traditionally speaks to women, has also been talking to men. Take for example the campaign for Hindustan Unilever’s Active Wheel detergent currently on air. The woman is shown lecturing her husband about the importance of purchasing the ‘right’ detergent. For a category that is women-centric — where she buys the detergent and determines its efficacy — the Active Wheel campaign is bringing the man in, at least during product purchase.

That she is proved wrong by her husband, who has bought the ‘better’ (brand) Active Wheel instead of the one she traditionally uses, indicates that men are getting confident about laundry. This is a far-cry, say experts, from the days when laundry advertising would be about spotlessly-clean clothes washed by women. The woman’s advisors would be her peers. And if the man did figure at all, it was to display his wife’s superior washing abilities.

Detergents ads in the 1970s, 80s and 90s played to this familiar script including Nirma’s very own ‘Hema, Rekha, Jaya aur Sushma, Sabki Pasand Nirma’. This ad, say experts, came to define laundry advertising in India, with the popular ‘Hema-Rekha’ jingle only reinforcing traditional notions. While characters such as Lalitaji of HUL’s Surf Excel were presented as intelligent alter-egos to Hema and Rekha, simple housewives, there was no moving away from the core audience: women.

The only detour in this narrative was the introduction of kids. Surf Excel’s ‘Daag Achhe Hain’ (stains are good) campaign, introduced in India in 2005, dwelt on the premise that stains needn’t be a cause for worry. Kids could jump, dance, play and have all the fun because mom had Surf Excel to take care of the stains. ‘Daag Achhe Hain’ moved to the next level in 2016 with ‘Ready for Life’, where kids were shown staining their clothes for greater good.

In the latest Nirma Advance commercial, there is a young boy too, who matches step for step with Roshan, indicating, say experts, that kids have no problems doing the laundry today. Women clearly have company.

13.
Case Questions:

i. 
It is challenge for advertisers in India, when it comes to representing husband and wife in ads for product such as detergent. Why is a challenging issue in India today?

ii. 
Can ads change perceptions and stereotypes? Answer with reverence to ads discussed in the case. 
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