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Note : This paper is of eighty (80) marks containing three 

(03) Sections A, B and C. Learners are required to 

attempt the questions contained in these Sections 

according to the detailed instructions given therein. 

uksV % ;g iz’u i= vLlh ¼80½ vadksa dk gS tks rhu ¼03½ [k.Mksa 

^d*] ^[k* rFkk ^x* esa foHkkftr gSA f’k{kkfFkZ;ksa dks bu 

[k.Mksa esa fn, x, foLr`r funsZ’kksa ds vuqlkj gh iz’uksa ds 

mŸkj nsus gSaA 

Section–A / [k.M&d 

(Long Answer Type Questions) / ¼nh?kZ mŸkjh; iz’u½ 

Note : Section ‘A’ contains four (04) long answer type 

questions of nineteen (19) marks each. Learners are 

required to answer two (02) questions only. 
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uksV % [k.M ^d* esa pkj ¼04½ nh?kZ mŸkjh; iz’u fn;s x;s gSaA 

izR;sd iz’u ds fy, mUuhl ¼19½ vad fu/kkZfjr gSaA 

f’k{kkfFkZ;ksa dks buesa ls dsoy nks ¼02½ iz’uksa ds mŸkj nsus 

gSaA 

1. How do you classify ‘Publics’ in Public Relations ? 

Write about the major types of publics in corporate 

public relations. 

vki tu&lEidZ esa tulewg ¼ifCyd½ dk oxhZdj.k dSls 

djrs gSa \ dkWiksZjsV tu&lEidZ esa izeq[k izdkj ds tulewg 

¼ifCyd½ ds fo”k; esa fyf[k;sA 

2. Write a note on cultural impact of advertisement on 

intrinsic human values. 

vkarfjd ekuo ewY;ksa ij foKkiu ds lkaLd`frd izHkko ij 

,d uksV fyf[k;sA 

3. Elaborate the social-cultural and psychological 

determinants of Advertising in India.  

Hkkjr esa foKkiu ds lkekftd&lkaLd`frd vkSj euksoSKkfud 

fu/kkZjdksa dks foLrkfjr dhft,A 

4. Citing a case, explain how can a sustained PR 

campaign benefit a multinational corporation ? 

,d izdj.k dk gokyk nsrs gq, le>kb;s fd fujUrj 

tu&lEidZ vfHk;ku ,d cgqjk”Vªh; fuxe dks dSls ykHk 

igq¡pk ldrk gS \ 
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Section–B / [k.M&[k 

(Short Answer Type Questions) / ¼y?kq mŸkjh; iz’u½ 

Note : Section ‘B’ contains eight (08) short answer type 

questions of eight (08) marks each. Learners are 

required to answer four (04) questions only.  

uksV % [k.M ^[k* esa vkB ¼08½ y?kq mŸkjh; iz’u fn;s x;s gaSA 

izR;sd iz’u ds fy, vkB ¼08½ vad fu/kkZfjr gSaA 

f’k{kkfFkZ;ksa dks buesa ls dsoy pkj ¼04½ iz’uksa ds mŸkj nsus 

gSaA 

1. Explain the concept of Grapevine Communication. 

xzsiokbu lapkj dh vo/kkj.kk dks le>kb;sA 

2. Write a note on Account Planning. 

[kkrk ;kstuk ij ,d uksV fyf[k;sA 

3. Is ethical public relation an oxymoron ? Comment. 

uSfrd tu&lEidZ ,d fojks/kkHkkl gS \ fVIi.kh dhft,A 

4. What is surrogate advertisement ? Describe. 

N  foKkiu D;k gksrs gSa \ le>kb;sA 

5. What all contributes to the development of a brand 

personality ? 

,d czkaM ilZuWfyVh ds fodkl esa ;ksxnku ds dkjd dkSu&ls 

gSa \ 

6. Define media scheduling and briefly explain its 

different strategies. 

ehfM;k ‘ksM;wfyax dks ifjHkkf”kr dhft, vkSj viuh fofHkUu 

j.kuhfr;ksa dks la{ksi esa crkb;sA 
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7. What is Military advertising ? 

lSU; foKkiu D;k gS \ 

8. How the effectiveness of advertising media can be 

measured ? 

foKkiu ehfM;k dh izHkko’khyrk dSls ekih tk ldrh gS \ 

Section–C / [k.M&x 

(Objective Type Questions) / ¼oLrqfu”B iz’u½ 

Note : Section ‘C’ contains ten (10) objective type 

questions of one (01) mark each. All the questions 

of this Section are compulsory. 

uksV % [k.M ^x* esa nl ¼10½ oLrqfu”B iz’u fn;s x;s gSaA izR;sd 

iz’u ds fy, ,d ¼01½ vad fu/kkZfjr gSA bl [k.M ds 

lHkh iz’u vfuok;Z gSaA 

Choose the correct alternative : 

lgh fodYi pqfu, % 

1. Communication audit is commonly employed in the 

field of : 

(a) Advertising 

(b) Public relations 

(c) Newspaper publishing 

(d) Broadcast 

lapkj ys[kkijh{kk lkekU;r% fuEufyf[kr esa ls fdl {ks= esa 

dh tkrh gSa \ 

¼v½ foKkiu 

¼c½ tulEidZ 

¼l½ lekpkji= izdk’ku 

¼n½ izlkj.k 
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2. A premium rate for a special position to advertise is 

known as : 

(a) Make good rate 

(b) Impact rate 

(c) Mandatory rate 

(d) Loading rate 

foKkiu dh fo’ks”k fLFkfr ds fy, fizfe;e nj dks dgrs gSa % 

¼v½ iwjd nj 

¼c½ izHkko nj 

¼l½ vfuok;Z nj 

¼n½ yksfMax nj 

3. The name of house journal of Air India is : 

(a) Swagat 

(b) Namaskar 

(c) Shubhyatra 

(d) None of above 

,;j bafM;k dh x`g if=dk dk uke gS % 

¼v½ Lokxr 

¼c½ ueLdkj 

¼l½ ‘kqHk;k=k 

¼n½ mi;qZDr ls dksbZ ugha 

4. Public relation society of India observe National PR 

Day on : 

(a) April 21 

(b) April 20 

(c) March 21 

(d) March 20 
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ifCyd fjys’ku lkslkbVh vkWQ bafM;k us jk”Vªh; ih- vkj- 

fnol dks euk;k % 

¼v½ vizSy 21 

¼c½ vizSy 20 

¼l½ ekpZ 21 

¼n½ ekpZ 20 

5. Bridgestone Tyres uses which of the following 

taglines ? 

(a) Your journey our passion 

(b) Innovation and you 

(c) Go further 

(d) Its simply clever 

fcztLVksu Vk;lZ fuEu esa ls dkSu&lh VSxykbu dk mi;ksx 

djrk gS \ 

¼v½ ;kSj tuhZ voj iS’ku 

¼c½ buksos’ku ,aM ;w 

¼l½ xks QnZj 

¼n½ bV~l flaIyh DySoj 

6. Which amongst the following is not a tool of public 

relations ? 

(a) Hand Books 

(b) House Journals 

(c) Press Release 

(d) Notebooks 
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fuEu esa ls dkSu&lk tu lEidZ dk ,d lk/ku ugha gS \ 

¼v½ gSaM cqd 

¼c½ x`g if=dk 

¼l½ izsl uksV 

¼n½ uksV cqd 

7. What is the USP of a fashion designer’s apparels ? 

(a) Brand 

(b) Elegance 

(c) Utility 

(d) Both (a) and (b) 

QS’ku fMtkbuj ds diM+ksa dh ;w- ,l- ih- D;k gS \ 

¼v½ czkaM 

¼c½ ykfyR; 

¼l½ mi;ksfxrk 

¼n½ ¼v½ vkSj ¼c½ nksuksa 

8. Kotler has defined two more P’s of marketing. These 

are : 

(a) power and place 

(b) political influence and place 

(c) product strategy and power 

(d) power and political influence 

dksVyj us foi.ku ds nks vkSj ih ifjHkkf”kr fd, gSaA ;s gSa % 

¼v½ ‘kfDr vkSj LFkku 

¼c½ jktuhfrd izHkko vkSj LFkku 

¼l½ mRikn j.kuhfr vkSj ‘kfDr 

¼n½ ‘kfDr vkSj jktuhfrd izHkko 
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9. According to David Ogilvy, firm should : 

(a) depend more upon sales promotion than upon 

sales advertising 

(b) depend more upon advertising than upon sales 

promotion 

(c) use advertising and sales promotion in equal 

proportions 

(d) use direct sales methods to build the image of a 

brand 

MsfoM vksfxYoh ds vuqlkj] QeZ dks pkfg, fd % 

¼v½ foØ; foKkiu dh vis{kk foØ; izo/kZu ij fuHkZj djs 

¼c½ foØ; izo/kZu dh vis{k foKkiu izo/kZu ij fuHkZj djs 

¼l½ foØ; izo/kZu rFkk foKkiu izo/kZu vuqikr cjkcj djs 

¼n½ fdlh czkaM dh best cukus esa izR;{k foØ; fof/k;ksa dk 

iz;ksx djs 

10. What influence the attitude ? 

(a) Value symbols 

(b) Events 

(c) Appeals through communication 

(d) All of the above 

joS;k dks D;k izHkkfor djrk gS \ 

¼v½ ewY; izrhd 

¼c½ vk;kstu 

¼l½ lapkj ds ek/;e ls vihy 

¼n½ mi;qZDr lHkh 
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