Q1. What is Copywriting?
a. selling with words

b. buying with words

c. negotiating with words

d. dealing with words

Q2. What is the term used to describe ‘selling with words’?
a. Copy Rights

b. Copy Editing

c. Copy Writing

d. Copy Publishing

Q3. What is the sole purpose of a Copy writing?
a. to trigger action — Buy

b. to compensate

c. to initiate dialogue

d. to demand

Q4. Copywriting is the words used in?
a. Advertisements

b. Television serials

Cc. movies

d. Web series

Q5. Who needs copywriting?
a. All Companies

b. only advertising companies
c. only internet companies

d. only a few pr agencies

Q6. Which branch of advertising is the most demanding in terms of creativity?
a. Editing
b. Copy Writing

c. Customer Realtions



d. Consumer Relations

Q7. To be a good copywriter, what attributes do you need?

a. you should be able to write long paragraphs and articles

b. you should be uninterested in the process of marketing and advertisement
¢. You should be good with words - able to produce crisp sentences

d. You should not worry about deadlines

Q8. To be a good copywriter, what attributes do you need?

a. you should be able to write long paragraphs and articles

b. you should be uninterested in the process of marketing and advertisement
c. You should be interested in the world of advertising and marketing.

d. You should not worry about deadlines

Q9. To be a good copywriter, what attributes do you need?

a. you should be able to write long paragraphs and articles

b. you should be uninterested in the process of marketing and advertisement
¢. You should be responsive, and capable of producing work quickly

d. You should not worry about deadlines

Q10. To be a good copywriter, what attributes do you need?

a. you must get along with others, whether a client or colleague.

b. . you should be able to write long paragraphs and articles

c. you should be uninterested in the process of marketing and advertisement

d. You should not worry about deadlines

Q11. To be a good copywriter, what attributes do you need?

a. You should be responsive, and capable of producing work quickly
b. you must get along with others, whether a client or colleague.

c. You should be interested in the world of advertising and marketing.

d. All of the Above



Q12. print ad for DHL uses only one word as it’s headline — “URGENT”, which is underlined in red, and is
enough to attract anyone’s attention. — \Which principle of copywriting is used in the following advertisement?

a. Draw the Reader In
b. Use Attention Getting Headlines

c. Expand Headline with Lead Paragraph

d. Focus on the Reader, not the Product

Q13. The ad for Maruti N2N fleet solutions uses the headline *“ Who says managing a huge fleet of company cars
is hard work? This is followed by the lead paragraph which explains how Maruti N2N works. — Which principle
of copywriting is used in the following advertisement?

a. Draw the Reader In
b. Use Attention Getting Headlines

c. Expand Headline with Lead Paragraph

d. Focus on the Reader, not the Product

Q14. The ad for Lakme Deep Pore Cleansing begins with the headline “There's a lot that shows on your face”. —

Which principle of copywriting is used in the following advertisement?
a. Draw the Reader In
b. Use Attention Getting Headlines

c. Expand Headline with Lead Paragraph

d. Focus on the Reader, not the Product

Q.15. The print ad for JW Marriott starts with the headline -: Your mom knows exactly how you like your bed,
your toast, and your coffee... — Which principle of copywriting is used in the following advertisement?

a. Draw the Reader In
b. Use the "That's Right!" Principle

c. Expand Headline with Lead Paragraph

d. Focus on the Reader, not the Product



Q. 16. The ad for Deccan Chronicle uses an attractive female model asking a provocative question like — “Want
to play the number Game?”. The ad actually talks about the impressive figures of circulation of the Deccan
Chronicle. — Which principle of copywriting is used in the following advertisement?

a. Draw the Reader In
b. Use the "That's Right!" Principle

c. Ask Provocative Questions

d. Focus on the Reader, not the Product

Q17. The sincerity and genuineness of Air Sahara comes across in its ad where the body copy says — as hard as
we may try at this time of the year (winter), there are chances of flight delays due to weather conditions. Every
step is taken to help passengers get to their destinations on time. To make this process easier, we need your help

too — Which principle of copywriting is used in the following advertisement?
a. Be Sincere
b. Use the "That's Right!" Principle

c. Ask Provocative Questions

d. Focus on the Reader, not the Product

Q18. Ad for New India Assurance — Shop Owners Policy, a shop owner imagines a riot occurring near his shop,
which causes damage to his shop I.e. the physical property. Thus fear is used to motivate shop owners to get
their shops insured under the policy offered by NIA — Which principle of copywriting is used in the following
advertisement?

a. Be Sincere
b. Use Fear as Motivation
c. Ask Provocative Questions

d. Focus on the Reader, not the Product

Q19. The institutional ad for Eureka Forbes which shows model Aditi Gowatrikar with her child has a human
touch to it, what with the body copy saying — “...times have changed. Yet your dreams remain the same. So open

up. Say ‘ves’to life...”

— Which principle of copywriting is used in the following advertisement?

a. Be Personable

b. Use Fear as Motivation



c. Ask Provocative Questions

d. Focus on the Reader, not the Product

Q20. In the Vim Bar TVC, the anchor promises that if “your” detergent is better than Vim Bar, you will get a
year’s supply of your detergent free — Which principle of copywriting is used in the following advertisement?

a. Be Personable
b. Use Fear as Motivation
c. Ask Provocative Questions

d. Its Guaranteed

Q21. The ad for Toyota Qualis uses arrows to draw the readers’ attention to the unique features of the vehicle
such as integrated bumper; wood finishes paneling, captain seats, etc — Which principle of copywriting is used in
the following advertisement?

a. Be Personable
b. Use Fear as Motivation
c. Use Graphics to get Attention

d. Its Guaranteed

Q22. Diana Hayden — Miss World 1996 shares her positive experience for Loreal Hair color. — Which principle

of copywriting is used in the following advertisement?
a. Be Personable

b. Offer Testimonials

c. Use Graphics to get Attention

d. Its Guaranteed

Q23. Which of the following are powerful words?
a. Easy

b. atrocious

C. courageous

d. theoretically

Q24. Which of the following are powerful words?
a. WANTED



b. atrocious
C. courageous

d. theoretically

Q25. Which of the following are powerful words?
a. Warning

b. More

c. Genuine

d. All of the above

Q26. Ads for cosmetics generally use photographs to demonstrate the benefits of using the product — smooth skin,

fairness, etc. — Which principle of copywriting is used in the following advertisement?
a. Be Personable

b. Offer Testimonials

c. Use Photo's to Demonstrate

d. Its Guaranteed

Q27. Nike swoosh & McDonald Golden Arches are examples of?
a. Memorable Logos

b. Unrecognizable brands

c. amazing display of unity

d. difficult to recollect

Q28. Nike — Just Do It. Is an examples of?

a. Memorable Logos
b. Unforgettable slogan
c. Unrecognizable aspect of a brand

d. None of the above

Q29. Service — ICICI Bank — Two Wheeler Loans

“Take Home Passion (Hero Honda Passion) by just paying Rs. 3999 only — Which principle of copywriting is

used in the following advertisements?

a. Get a response



b. Offer Testimonials
c. Use Graphics to get Attention

d. Its Guaranteed

Q30 which manager gives the brief to the client-servicing department of the ad agency?
a. product

b. sales

c. marketing

d. PR

Q31. The creative brief is given to the creative director, Who does he pass it on to?
a. Company director

b. Art director

c. Assistant Director

d. Photography director

Q32. The creative brief is given to the creative director, Who does he pass it on to?
a. Copy writer
b. Story writer
c. Script writer

d. none of the above

Q33. Which plan is a document created with the goal of matching the most effective message to your audience?
a. Scheduled Plan

b. Marketing Plan
¢. Communication plan

d. Advertising Plan

Q34. Which part of Young’s creative process means - Ruminating on the data acquired, turning it this way that
in the mind

a. Immersion
b. Digestion
c. Incubation

d. lllumination



Q35. Which part of Young’s creative process means - Getting raw material, Data and Diving one’s self in the
problem to get the background

a. Digestion
b. Immersion
c. llumination

d. Incubation

Q36. Which part of Young’s creative process means -— A sudden inspiration or intuitive revelation about a
potential solution

a. lllumination
b. Incubation
¢. Immersion

d. Digestion

Q37. Which part of Young’s creative process means - Ceasing analysis and putting the problem out of conscious
mind for time.

a. Incubation
b. Digestion
c. Immersion

d. lllumination

Q38. Which part of Young’s creative process means - Studying the idea, evaluating it and developing it for
practical usefulness

a. Incubation

b. Digestion

c. Verification

d. lllumination

Q39. In developing the message strategy, the copywriter needs to create a document that serves as the creative
team’s guide for writing and producing the ad, What is called?

a. a copy station
b. a copy platform
c. a copy directory

d. a copy board



Q40. The copy platform must define the prospect in terms of?
a. geographic qualities

b. demographic qualities

c. psychographic qualities

d. All of the above

Q41. What is Creativity?

a. ability of a person to create

b. ability of a person to make something unique
c. ability of the person to make something novel

d. All of the above

Q42. What is defined as the perception that the targeted consumers have of a firm's products or services relative
to competitive products or services?

a. Segment
b. Angle
c. Position

d. none of the above

Q43. Positioning by what is probably the most often used positioning approach for which a characteristic
feature or benefit of the product or service is used?

a. By Attributes

b. By Price and Quality
c. By Use or Application
d. By Product User

Q44. Positioning by what may be thought of as a set of attributes but financial and experience based, but they
are of such importance to all consumers that they probably should be considered their own category for
positioning purposes?

a. By Attributes

b. By Price and Quality
c. By Use or Application
d. By Product User



Q46. In which positioning process it is established by attributes or characteristics of the product's use. For
example, Gatorade, a fruit-based drink, positioned itself as "for use during strenuous workouts" when it was
introduced?

a. By Attributes

b. By Price and Quality
c. By Use or Application
d. By Product User

QA47. This is product positioning by a specific type of user or class of users. Some kinds of cosmetics for women
associate themselves with well-known models and are positioned in the minds of consumers as appropriate for
women who want to be associated with that type of beauty, it is positioning by?

a. By Attributes

b. By Price and Quality
c. By Use or Application
d. By Product User

Q48. This is a rare and potentially dangerous product positioning technique. Here the product is positioned
against competing products in other associated classes, it is called positioning by what?

a. By Product Class

b. By Price and Quality
c. By Use or Application
d. By Product User

Q49. Avis Rent-A-Car was made famous for its advertising campaign based on the positioning against a well-
established competitor, Hertz. The now-famous "We're number two so we try harder" advertising slogan
established Avis in the minds of consumers as second largest firm, but one from whom the consumer could
expect better service. — This is an example of positioning by what?

a. By Product Class

b. By Price and Quality
c. By Use or Application
d. By Competitor

Q50. Appeals are broadly classified as?
a. rational

b. emotional

c. moral

d. All of the Above



Q51. What suggests to the consumer that he or she can avoid some negative experience through the purchase
and use of a product or through a change in behavior.

a) Responsibility appeal
b) Fear appeals
c) Sex appeals

d) Family appeals

Q52. Gross rating points (GRPs) are
a) Reach multiplied by frequency

b) Reach multiplied by rating

¢) Rating multiplied by frequency

d) Cost divided by reach

Q53. Three common advertising appeals include
a) Objectivity, timeliness and frequency

b) Fear, sex, and humour

c) Guilt, ego and enrichment

d) Possessiveness, pride and social status

Q54. The first step in the advertising decision process is to do what?
a) Set the budget

b) Specify the objectives of the advertising program

c) ldentify the target audience

d) Select the appeal

Q55. Most advertising messages are made up of two types of elements. They are?
a) Functional and persuasive

b) Expository and persuasive

¢) Informational and persuasive

d) Informational and creative

Q56. An advertising message usually focuses on?

a) The models in the ad.



b) Advantages of the product over competing ones
c) Availability of the product

d) Key benefits of the product that are important to the buyer

Q57. The primary purpose of a pioneering advertisement is to?
a) Promote a specific brand's features and benefits

b) Inform the target market

c) Show one brand's strengths relative to those of competitors

d) Reinforce previous knowledge of a product

Q58. Information and persuasive content can be combined in the form of an appeal to
a) Provide a basic reason for the consumer to act

b) Explain guilt and enrichment

c) Satisfy hierarchical needs

d) Include perceptual modifiers and need enhancers

Q59. Which of the following is usually NOT an area of responsibility for people who work in an
advertising agency?

a) Research

b) Creativity

c) Printing

d) Buying

Q60. What is the main objective of informative advertising?

a) To create selective demand

b) To stimulate primary demand

c) To keep the brand in consumers' minds during the mature stage of the product life cycle

d) None of the above

Q61. Advertising agencies were first developed for, and still serve, the purpose of
a) Increasing the amount of research and decision-making clients need to do

b) Mystifying ad purchasing so that clients do not attempt it on their own

c) Pushing clients to make rapid ddecisions.

d) Simplifying and speeding the purchasing of ads for their clients



Q62. Brand logos and jingle advertising are methods that advertisers use to encourage
consumers to?

a) Reach their demographic potential

b) Perceive hidden messages

c¢) Make distinctions among products that are actually very similar

d) Satisfy subconscious motivations

Q63. Infomercials often resemble other types of television shows, including
a) Talk shows

b) Live, audience-participation shows

c) News shows

d) All of these

Q64. What two major communication channels do marketers use to convey their product to
consumers?

a) Word-of-mouth and commercials

b) Personal and non-personal channels

c) Message source and feedback

d) Print media and events

Q65. What is the name of the promotional tool aimed at building good relations with a company
and its publics?

a) Publicity

b) Public relations

c) Advertising

d) Promotion

Q66. What is USP?

a) A quality/ feature that is unique to a given brand/product which competitors cannot/do not
offer

b) A quality/ feature that is not unique to a given brand/product which being advertise

c) A quality/ feature of a product/ brand similar to that of the competitor’s product/ brand

d) A product that can sell well



Q67. Corporate advertising concentrates on:
a) Recruitment

b) Organisational personality

c) Brand personality

d) Product personality

Q68. The first thing a reader notices in a printed advertising is the:
a) Headline

b) Illustration

c) Copy

d) Format

Q69. U. S. P.(Unique Selling Proposition) means:

a) A product that can sell

b) A feature similar to that of the competitor’s product/band
c) A feature present only in one product/brand

d) A feature that can not be altered

Q70. Most of the advertising of the Central Government in India is handled by
a) PIB

b) HMC

c) Private agencies

d) DAVP

Q71. The ‘heart and soul’ of an Ad. Agency is
a) Media department

b) Account department

c) Creative service department

d) Finance department

Q72. “Advertising is any paid form of non-personal presentation and promotion of idea, goods
or services by identified sponsors.” Whose definition is this?

a) Michael Schudson



b) Russed Colley
c) George Powell

d) American Marketing Association

Q73. The manufacturer, government body or organization which wishes to have advertisements
crated and placed:

a) Internal publics

b) Advertiser

c) Consumer

d) Accounts

Q74. The term used to describe the unique added values and appeal of the brand in relation to
other brands in the same market is?

a) Brand positioning

b) Brand filling

c) Coverage

d) Brand value

Q75. Writing text for advertisements is called:
a) Ad writing

b) Art Production

c) Hlustration

d) Copy writing

Q76. Which is the advertisement, facing editorial pages in magazines and newspapers
a) Facing matter

b) Advertorial

c) Op-Ed Ads

d) Edit page ads

Q77. The research which enables an ad agency to better understand how consumers use a
product or service is Called?
a) Evaluative Research

b) Strategic research



c) Target Research

d) Consumer Research

Q78. TGR means,

a) Tele Group Rating

b) Television Gain Rating
c) Target Group Rating

d) Television Gross Rating

Q79. Who coined the term USP?
a) Mashall McLuhan

b) Rosser Reeves

¢) Michael Schudson

d) Russed Colley

Q80. Which among them is not a function of advertising;
a) Increase sales

b) Increase in per-capita use

c) Increase the annual income of the consumer

d) Eliminate seasonal fluctuations

Q81. Image advertising is a/an,
a) Advertising strategy

b) Advertising standard

c) Advertising firm

d) A type of advertisement

Q83. What are advertising messages?
a) Precise and witty

b) Responsive and Informative

c) Persuasive and Productive

d) Persuasive and Informative

Which of the following is not an example of persuasive advertising:



a) Persuading customers to receive a sales call

b) Encouraging the customer to purchase now

c) Building brand preference

d) Explaining how the product works

2. A specific coordinated advertising effort on behalf of a particular product or service that extends
for a specified period of time

a) Campaign

b) Trial

c) Marketing

d) Commercial

3. Advertising that is set in small type and arranged according to categories or interests
a) Display ads

b) Classified ads

c) Testimonial ads

d) Banner ads

4. The process of reserving time or time periods with a station or network; checking on
available advertising time.

a) Free time

b) Cross time

c) Clear time

d) Reserved time

5. The highest possible rate for advertising time or space.

a) Gross rate

b) Consumer rate

c) Ad rate

d) Cost

6. Advertising that is under complete control of the advertiser, rather than through some
established medium

a) Direct advertising

b) Brand advertising

c) Display ad

d) Classified ad

7. The first printed advertisements were single sheets, printed on one side, that today would be called

a) Fliers



b) Barrages

c) Flights

d) Brochures

8. Alan reimburses a retailer for extra in-store support or special featuring of a brand.
a) Organizational allowance

b) Merchandise allowance

c) Case allowance

d) Finance allowance

9. Sales tools used to support a company's advertising and personal selling directed to wholesalers,
retailers, or distributors are called

a) Trade-oriented sales promotions

b) Consumer promotions

¢) Manufacturers promotions

d) Sales promotions

10. are programs in which a manufacturer pays a percentage of a retailer's local
advertising expense for advertising the manufacturer's products.

a) Trade promotion programs

b) Consumer promotion programs

c) Cooperative advertising programs

d) Cause-related marketing programs

11. In planning and obtaining publicity, a frequently used tool is the , Which is an
announcement regarding changes in the company or the product line.

a) Trade show

b) News release

c) Infomercial

d) Double-page spread

12. The ad advised readers to "try your skill at using our cream cheese to create an exciting new
recipe and you may be the winner of a trip for two to Hawaii." This ad was promoting a,

a) Premium

b) Sweepstakes

c) Deal

d) Contest

13. Sampling is an appropriate strategy for which type of products?

a) Products which are classified as shopping goods



b) Products in the decline stage of their product life cycle

c) Commaodity products like salt, sugar, and baking soda

d) products which are in the introductory stage of the product life cycle

14. A/An made up of the company’s own advertising staff may provide full services or
a limited range of services.

a) Intrafirm agency

b) In-house agency

c) Promotional department

d) Full-service agency

Which of the following statements about newspapers as an advertising medium is true?
a) Newspapers have excellent local reach potential

b) National companies rarely use newspapers except in conjunction with local distributors
of their products

c) Color reproduction is not very good

d) All of the above

23. Which of the following statements about magazines as an advertising medium is true?
a) Magazines have distinct profiles for well-defined target audiences

b) Some nationally distributed magazines publish regional or metro editions to reduce the
cost of ads and wasted coverage

c) Magazine ads can convey complex information

d) All of these

24. One reason for using magazines as an advertising medium is

a) Their ability to target specific audiences

b) The short lead time needed to place an ad

c) Their low cost

d) The lack of noise associated with the use of magazines in the communication channel
25. AAAI represents;

a) American Agency for Advertisers Information

b) Advertising Agencies Association of India

c) Association of Advertising Agencies in India

d) Indian Association of Advertising Agencies

26. One reason for using radio as an advertising medium is

a) Its high cost



b) Its long lead time required for the placement of an ad

c) Its inability to use humour

d) It is segmented

27. Program-length (30-minute) advertisements that take an educational approach to communication
with potential customers are called

a) Advertorials

b) Infomercials

c) Intrusionaries

d) Advocacy ads
28. are direct response television commercials which generally include a phone number or
website

a) Infomercials

b) Phone-in programmes

c) Advocacy ads

d) Quick response ads

29. AAAA stands for,

a) American Agency for Advertising and Awareness
b) American Association of Advertising Agencies
c) Association of Advertising Agencies in America
d) American Advertising Agencies’ Association
30. Action advertising is also termed as,

a) Quick response advertising

b) Direct response advertising

c) Advocacy advertising

d) Short term advertising

31. Objective of all advertisements is,

a) Objectivity

b) Timeliness

c) Persuasion

d) Infotainment

32. An opportunity to deliver an advertising element to a Website visitor,
a) Snippet

b) Banner ads

c) Pop-up ads



d) Ad request

is defined as the number of different people or households exposed to an
advertisement.
a) Scope
b) Share
c) Reach
d) Span
40. Frequency is defined as the
a) Number of different advertisements, sales promotions, or publicity events in a
promotional campaign of a marketing program
b) Total number of times an advertisement is broadcast on network and cable television or
radio
¢) Number of times an advertisement must be shown before a given percentage of the
audience can recall key points of information
d) Average number of times a person in the target audience is exposed to an advertisement
41. Advertisements intended to promote sale of the products by appealing directly to the
consumers/buyers is called,
a) Consumer Advertising
b) Consumption Advertising
c) Retail Advertising
d) Trade Advertising
42. The ‘hierarchy of human needs’ is a valuable guide in the process of Ad. copy formulation. Who
devised it?
a) Abraham H. Maslow
b) Philip Lesley
c) Paul Lazarsfeld

d) Leon Festinger



