Alexia college of Professional Studies 25, Press Complex, Indore [B.Com, BBA, MSW, PGDCA]

A alexia

al e xia | COLLEGE OF PROFESSIONAL STUDIES

» Affiliated to DAVYV, Indore
» Recognized by Dept. of Higher Education Govt. of M.P

BBA | BCOM | MSW | PGDCA

ADVERTISING AND
SALES MANAGEMENT

BBA -3rd year

Includes

= Syllabus
=3 Important Questions
= Past examination paper

Prabhat Kiran Parisar,25,Press Complex,A.B.Road,Indore
Ph:0731-4047400,8889035888 E-mail:alexiacollege@yahoo.in

Page 1

Prepared by Prof. Chhatrapal katariya



Alexia college of Professional Studies 25, Press Complex, Indore [B.Com, BBA, MSW, PGDCA]

Syllabus
Advertising and Sales Management
(oo ¢d farsra yreiy)
BBA-3'd Year
[MARKETING GROUP]

MAJOR [T fawq |
Time : 3 Hour |
Max Marks : 70+30=100] [Min. Passing Marks= 35

UNIT - FIRST

Advertising- Introduction, Concept, Scope, objectives and functions of advertising. Role of
advertising in marketing mix and the advertising process legal, ethical and social aspect of
advertising

faTo-faqmoe 61 uR=r srayrRom, &7, 3T 3R 1| ﬁwﬁrwﬁﬁwﬁ@wﬁ?ﬁﬁm
Ufeh T, faRITo &1 BT Afde 3R IS Ugd

UNIT - SECOND

Pre-launch Advertising Decision- Determination of target audience; Advertising media and their
choice. Advertising Measures, layout of advertising and advettising appeal

= famoe fofa wférd gxfet, ﬁﬁmﬁ%maﬁ?waﬂmwﬁW| O & Iur, foqTu= &1 dsmae
3R fagmo= ardia |

UNIT - THIRD

Message Design and Development - Advertising copy development, types of appeal, Advertising
copy testing. Measuring Advertising Effectiveness-Managing advertising agency client
relatlonshlp romotional scene in India. Techniques for testing advertising Effectiveness
&%Wﬁwuﬁﬁrﬁm, 3rdiet & bR, fammae ufdferft witeron | fammoe yuTaficrr 1
WWWWWEIWWW, IR o TR €| IO THTd IeTaren TRiefor 4 Bl a1 |

UNIT - FOURTH

Personal Selling- Meaning,and’importance of personal selling Advertising and sales promotion.
Methods and procedute of personal selling. Control process- Analysis of sales volume, Costs and
profitability managing expenses of sales personnel evaluating sales force performance.

T fospl- faaiTafash AR iR foreht Tae o1 31 3R Ag | afaavrd fasht & aiids iR ufehan |
fFrziaTor fch . feich 1w o UG =i &1 Hedich] R dTcl faishl chfHfal ob faishl ob1 I ATl 3TR TMY Ul Taier

T 1 R | UNIT - FIFTH ]

Sales Organization -Setting up a sales organisation, planning process,principles of determining
sales‘erganization. Sales Planning- Importance and types of sales planning, sales planning process,
sales forecasting, determining sales territories, sales quota and sales budget.

! 16 - foeht T ot RITTAT BT fSep! Tre & Ry &1 ufssar Rigial &) G s=ram1 fSee! g
Hed 3R AT o1 & UHR skt arer1 ufshan, faeht gatgam, famt & &1 R fam! dier 3R faw seie |
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BBA-3rd Year
[MARKETING GROUP]
Advertising and Sales Management
[famTa Td faspa waiy]

Exam Oriented Important Question

TAeuait vgayqul Uy

Advertising

0]

UNIT - FIRST

ICEING]

1.

What is Advertising? Explain its concept and scope.
faRITO T 82 SHeh! STURUN T &1 1 SARSHT 1w
Discuss the objectives and functions of advertising.
IO & I3l wd S B 9] Hiforg|

Explain the role of advertising in the marketing mix.
fagur frsor o faaH ot Yt Wy Sifou|

Describe the advertising process.

fasma= ufshan w1 gula Hifv|

Explain the legal aspects of advertising.
fAITU & BT U3l P RS iford |

Discuss the ethical and social aspects of advertising:

faRToA & Afde Ud I ugqeh o aaf S| )
UNIT - SECOND |

Pre-launch Advertising Decision

d’rmﬁamﬁnﬁq

What is pre-launch advertising decision? Explain its importance.
Uit-cil= fasToe fofa o 82 §3h1 e Sdrsu|

How is the target audience.determined for advertising?

fasTa & for aiféra agieler MR B fobar STl &7

Explain differenttypesyof advertising media.

faIToeT Hifean o faTim UBRT o1 oHre Bifoig |

Discuss the(factors’affecting choice of advertising media.
faRTo HifS Y u=ic Bl THITIT B Il HRbI D1 =i DI |
Explain advettising layout and its elements.

[T @3i3e Ud 3P ddl ol JHSSU|

Deseribe different types of advertising appeal.

Ta3me 3rdiet & fAfis U RI &1 guie iforg|
UNIT - THIRD

Message Design and Development

Howr feemg o A

1.

Explain advertising copy development.

fasTo gfafertr @i faewm ot samemn S|
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2. What are the types of advertising appeals? Explain.
faSTTT 3rtiel & TR BHIH-5IM A 52 FHR U
3. Discuss the importance of advertising copy testing.
e wifaferf adieron & Hee @t == Hifo|
4. Explain the techniques for measuring advertising effectiveness.
faRTT THTaRiterdl AU 1 dehrileh| &1 URSAT BIfSTT |
5. Describe the role of advertising agencies and client relationship management.
ORI oIl &1 YT Ud UTes Hae Used o1 9uiq Sifvg|

6. Discuss the promotional scenario in India.

YRA T TR (Promotion) ! fufd R == P

UNIT - FOURTH |

Personal Selling
aT%m?r ICEd]
What is personal selling? Explain its meaning and importance:
. cafaa et 82 39T ol Td e aarsul
2. Differentiate between advertising, sales promotion and personal selling,.
3o, fSep! FaeH ud safaard o) & 3icR Wy FIful
3. Explain the methods of personal selling.
fRTT foishl &b TiepT bl arenT BIford |
4. Describe the procedure / process of personal selling.

ik feich! 1 Ufshan T qui BiferT |

5. Explain sales control process.
[EEANERENCIERIEIRSEEIRY
6. Discuss evaluation of sales foreepérformance.

fehT HIHAT &b UG & TIH-D! gd] DIoTT|
UNIT - FIFTH

Sales Organization and-Sales\Planning
ﬁa?r GUCERCACEIRITE |
What is sales orgamization? Explain its importance.
| Y e L R? ST e ST
2. Describe theprocess of setting up a sales organization.
foishT ETrST b1 RITUT b1 UfehaT 1 qUi HifeU|
3. Explain the principles of determining sales organization.
TSP o (U0 & Rigidl 1 sare S|
45X What is sales planning? Explam its importance and types.
forent ST T 52 3UPT Hed Ud UHR SasU|
5. Describe the sales planning Jprocess and sales forecasting.
fashT AIor1 Ufehar Td faeh! gaiga &1 9o St |
6. Explain sales territory, sales quota and sales budget.

fowt &, fa! ®ieT Td fap! svie &1 uRa S|
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NP-156
Roll No......ccevvunnnees
April 2025
B. B. A. III Year (4 Y. D. C.) Examination
fasmu= we faspa ude
ADVERTISING AND SALES MANAGEMENT
DSE I (Marketing)
Sub Group Paper SA -1
Time 3 Hours] [Max. Marks 70
[Min."Marks 25
e : gt Wus sifard § 1 it & for sie fauTer Ao usas § it sraR giht | e w1 ol &
fore 60 fomTe sifafvad wwa fear S|
fayfaemea & U 3 fHTH & TRad- o1 SfieR W& 7|

Each section is compulsory. The marks distribution is same as shown in the question paper. The
blind students will be given 60 minutes extra time.
University has all rights to change the distribution of marks.

[6x1=6]

WUS 3 : TGS UY

Section A : Objective Questipn

e . gt uy sifFard B

All questions are compulsory.

1. oYU S IE BT, HISAT & YR HLAUN, b3, fIqoi & forg sngfy ofik Hifsar areqs &1
Ugd d9 31 39! eI 8 -
Selecting time, choosing media types; deciding on reach or frequency and media vehicle for
advertisements are part of :
(a) Media Strategy
(b) Media Execution
(c) Selection Media
(d) Measuring Communication.
2. TR fHryor T EeE AR, T Ao, famme iR ... P |
Promotion Mix in¢ludes Sales Promotion, Personal Selling, Advertising and ............ :
(a) Marketing
(b) Sales
(c)Publicity
(d):None of these.
3, A e T YIR UM 8 S STE 1 <all o HIegH & RIFIAR bR & fore fashy ot 3R

HTIR TR BT ITINT B3 & [ Heat & -

......... is a promotion strategy that calls for using the sales force and trade promotion to
move the product through channels :

(a) Push Strategy

(b) Pull Strategy

(c) Blocking Strategy

(d) Integrated Strategy.
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4.

AIDA HTHATS &M, ............ TDBIR ..o g
AJIDA stands for Attention ............ ,Desireand ............ :
(a) Interest; Action

(b) Idea; Approach

(c) Intensity; Appeal
(d) Involvement; Appeal.

IR U1 & fhd SUSHRUT | fhd! IdTe a1 Il &l WRIG I faeh! &l Uiedlied R o g
3PHIeTeh Ui MBI @

Which tool of the Promotional Mix consists of short-term incentives to encourage the
purchase or sale of a product or service :
(a) Advertising
(b) Public Relations
(c) Direct Marketing
(d) Sales Promotion.
faRTue wruTaRitear & Jeaied o fae Fofarea gt fafdat &1 suah faarsird g, Riaw -
All of the following methods are used for evaluating Advertising Effectiveness except :
(a) Pre-Test
(b) Post-Test
(c) Concurrent Test
(d) Marginal Test.
[ 5%8 = 40{

WUS § : TSR, 0Y

Section B : Short"Answer Question

e . gt vy sifFard B

All questions are compulsory.

1.

ORI & 3= WY HIfo|
Explain the Advertising Objéctives:

S(YdT OR

fASITO &1 BT YDl HIST|

Explain the legal role of Advertising.

Ugd 3R 3gfy o8 etk 9=t

Differentiate between Reach and Frequency.

S{YdT OR

3{T-<g Pealt J 37 T FHA & 2

What do’you understand by On-line Catalogue ?
SHfRITdshY T 8 ?

What'is Personal Selling ?

S[YdT OR

faora Yag & Jedid & fhdl Gl SUHRUN &l quiH HIfoTg |
Describe any two tools of Evaluating Sales Promotions.
fasha Pler Tsg BI AT BT

Explain the term ‘Sales Quota’.

S(YdT OR

fasTO & HTaHTere Sfdiel R Ha H == Biiv|

Briefly discuss emotional appeal in Advertisements.
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5.

fepell & TR Wfare fewfora ferfe -

(37) W oo

@) faswa &=

() DAGMAR E¥a®Iul

(@) Hifear Asgfeit & FARaRar, I iR afed |
Write short notes on any two of the following :
(a) Surrogate Advertising

(b) Sales Territory
(c) DAGMAR Approach
(d) Continuity, Flighting and Pulsing in Media Scheduling.
2x12=24
Tus q : Wiy Uy

Section C : Long Answer Question

e : fb=g1 &1 ul & IR difvu

Answer any two questions.

1.

fIRITU & I UG HTaf o) 0T U HIfoTe | faqTue & Al 3R arnfires ggqelf uR off
el B

Outline the objective and functions of Advertising.”’Alsé discuss the ethical and social aspects
of Advertising.

fafrst fagma= Arendl IR I T BTG SR-EHIST TR UhTRI STeid U I diforg | faeft
fasToe YT o fore HifSan-Mrsr g o b dRev! Dl & § 3@ 918 ?

Discuss different Advertising Media highlighting their respective advantages and limitation.
What factor have to be kept in mifidhwhile choosing media-mix for an advertising campaign ?
fasha aore &1 31 Ud TR SRy duie MuiRd B & iy qe yeferd Jurticrl s g 2
Explain meaning and types.of Sales Budget. What are most prevalent strategies for setting
Sales Budget ?

Ueh JeTex0l & 1Y, fHdl faga o g Tt JumIfa 1 sorenm wifoi | $H 3rdie Td
fsaTe Rt Bt Yfidw et auiE FHiforg

With an example,‘expldin Creative Strategy Development for an Advertisement. Also
describe the.role of Appeal and Execution Style in it.

faxs U & faUer Sa-t & o fope fafis Sie-ras Sxa-rsll &1 SudnT fohan S T 6 2

What different Organizational Structures can be used for a purely marketing organizations ?
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