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8. µÖ×¤ü †Ö¯Ö OMR ¯Ö¡ÖÛú ¯Ö¸ü ×®ÖµÖŸÖ Ã£ÖÖ®Ö Ûêú †»ÖÖ¾ÖÖ †¯Ö®ÖÖ ®ÖÖ´Ö, ¸üÖê»Ö

®Ö´²Ö¸ü, ±úÖê®Ö ®Ö´²Ö¸ü µÖÖ ÛúÖê‡Ô ³Öß ‹êÃÖÖ ×“ÖÅ®Ö ×•ÖÃÖÃÖê †Ö¯ÖÛúß ¯ÖÆü“ÖÖ®Ö ÆüÖê
ÃÖÛêú, †Ó×ÛúŸÖ Ûú¸üŸÖê Æïü †£Ö¾ÖÖ †³Ö¦ü ³ÖÖÂÖÖ ÛúÖ ¯ÖÏµÖÖêÝÖ Ûú¸üŸÖê Æïü, µÖÖ ÛúÖê‡Ô
†®µÖ †®Öã×“ÖŸÖ ÃÖÖ¬Ö®Ö ÛúÖ ¯ÖÏµÖÖêÝÖ Ûú¸üŸÖê Æïü, •ÖîÃÖê ×Ûú †Ó×ÛúŸÖ ×ÛúµÖê ÝÖµÖê
ˆ¢Ö¸ü ÛúÖê ×´Ö™üÖ®ÖÖ µÖÖ ÃÖ±êú¤ü ÃµÖÖÆüß ÃÖê ²Ö¤ü»Ö®ÖÖ ŸÖÖê ¯Ö¸üßõÖÖ Ûêú ×»ÖµÖê
†µÖÖêÝµÖ ‘ÖÖê×ÂÖŸÖ ×ÛúµÖê •ÖÖ ÃÖÛúŸÖê Æïü …

9. †Ö¯ÖÛúÖê ¯Ö ü̧ßõÖÖ ÃÖ´ÖÖ¯ŸÖ ÆüÖê®Öê ¯Ö ü̧ ´Öæ»Ö OMR ¯Ö¡ÖÛú ×®Ö ü̧ßõÖÛú ´ÖÆüÖê¤üµÖ ÛúÖê
»ÖÖî™üÖ®ÖÖ †Ö¾Ö¿µÖÛú Æîü †Öî̧ ü ¯Ö ü̧ßõÖÖ ÃÖ´ÖÖ×¯ŸÖ Ûêú ²ÖÖ¤ü ˆÃÖê †¯Ö®Öê ÃÖÖ£Ö ¯Ö ü̧ßõÖÖ ³Ö¾Ö®Ö
ÃÖê ²ÖÖÆü̧ ü ®Ö »ÖêÛú ü̧ •ÖÖµÖë … ÆüÖ»ÖÖÓ×Ûú †Ö¯Ö ¯Ö ü̧ßõÖÖ ÃÖ´ÖÖ×¯ŸÖ ¯Ö ü̧ ´Öæ»Ö ¯ÖÏ¿®Ö-¯Öã×ÃŸÖÛúÖ
†¯Ö®Öê ÃÖÖ£Ö »Öê •ÖÖ ÃÖÛúŸÖê Æïü …

10. ÛúÖ»Öê ²ÖÖ»Ö ¯¾ÖÖ‡Õ™ü ¯Öê®Ö ÛúÖ Æüß ‡ÃŸÖế ÖÖ»Ö Ûú ȩ̈ü …
11. ×ÛúÃÖß ³Öß ¯ÖÏÛúÖ¸ü ÛúÖ ÃÖÓÝÖÞÖÛú (Ûîú»ÖÛãú»Öê™ü¸ü) µÖÖ »ÖÖÝÖ ™êü²Ö»Ö †Ö×¤ü ÛúÖ

¯ÖÏµÖÖêÝÖ ¾ÖÙ•ÖŸÖ Æîü …
12. ÝÖ»ÖŸÖ ˆ¢Ö¸üÖë Ûêú ×»Ö‹ ÛúÖê‡Ô ®ÖÛúÖ¸üÖŸ´ÖÛú †ÓÛú ®ÖÆüà Æïü …
13. µÖ×¤ü †ÓÝÖÏê•Öß µÖÖ ØÆü¤üß ×¾Ö¾Ö¸üÞÖ ´Öë ÛúÖê‡Ô ×¾ÖÃÖÓÝÖ×ŸÖ ÆüÖê, ŸÖÖê †ÓÝÖÏê•Öß ×¾Ö¾Ö¸üÞÖ

†Ó×ŸÖ´Ö ´ÖÖ®ÖÖ •ÖÖ‹ÝÖÖ …
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MASS COMMUNICATION AND JOURNALISM       

Paper – II 

 

Note : This paper contains fifty (50) objective type questions of two (2) marks each. All 
questions are compulsory. 

 

1. According to critics, effects models are problematic as they are    

 (1) Real (2) Hypothetical 

 (3) Traditional (4) Normative  

 

2. In communication, relational information is    

 (1) non-interpretative  (2) uncritical 

 (3) non-transferable  (4) emotional  

 

3. Media of the third degree contain _______ processed forms of representation .    

 (1) personally (2) impersonally 

 (3) digitally (4) conventionally  

 

4. Media texts are considered as    

 (1) passive (2) static 

 (3) dynamic (4) negative  

 

5. The theory of frame analysis was developed by    

 (1) Erving Goffman  (2) Samuel Huntington  

 (3) F. Inglis (4) Carl Hovland  

 

6. Identify the researcher who distinguished the functions of mass media as manifest and 
latent.    

 (1) Robert Merton (2) Charles W. Wright  

 (3) P.J. Tichenor  (4) G. Tuchman  
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•Ö®ÖÃÖÓ“ÖÖ¸ü †Öî¸ü ¯Ö¡ÖÛúÖ×¸üŸÖÖ 

¯ÖÏ¿®Ö¯Ö¡Ö – II 

 
®ÖÖê™ü : ‡ÃÖ ¯ÖÏ¿®Ö¯Ö¡Ö ´Öë ¯Ö“ÖÖÃÖ (50) ²ÖÆãü-×¾ÖÛú»¯ÖßµÖ ¯ÖÏ¿®Ö Æïü … ¯ÖÏŸµÖêÛú ¯ÖÏ¿®Ö Ûêú ¤üÖê (2) †ÓÛú Æïü … ÃÖ³Öß ¯ÖÏ¿®Ö †×®Ö¾ÖÖµÖÔ Æïü … 

 
1. †Ö»ÖÖê“ÖÛúÖë Ûêú †®ÖãÃÖÖ¸ü, ¯ÖÏ³ÖÖ¾Ö ¯ÖÏ×ŸÖ´ÖÖ®Ö ÃÖ´ÖÃµÖÖ¯ÖæÞÖÔ ÆüÖêŸÖê Æïü, ŒµÖÖë×Ûú µÖê ÆüÖêŸÖê Æïü 

 (1) ¾ÖÖÃŸÖ×¾ÖÛú (2) ¯ÖÏÖŒÛú»¯Ö®ÖÖŸ´ÖÛú  

 (3) ¯ÖÖ¸Óü¯Ö×¸üÛú (4) ´ÖÖ®ÖÛúßÛéúŸÖ 

 

2. ÃÖÓ“ÖÖ¸ü ´Öë, ÃÖÖ¯Öê×õÖÛú ÃÖæ“Ö®ÖÖ Æîü  

 (1) †×®Ö¾ÖÔ“Ö®ÖßµÖ (2) †®ÖÖ»ÖÖê“Ö®ÖÖŸ´ÖÛú 

 (3) †ÆüÃŸÖÖÓŸÖ¸üÞÖßµÖ  (4) ³ÖÖ¾Ö®ÖÖŸ´ÖÛú 

 

3. ŸÖßÃÖ¸üß ¯ÖßœÌüß Ûêú ´Öß×›üµÖÖ ´Öë ¯ÖÏÃŸÖãŸÖßÛú¸üÞÖ ÛúÖ _______ ¯ÖÏ×ÛÎúµÖÖÝÖŸÖ ºþ¯Ö ÆüÖêŸÖÖ Æîü … 

 (1) ¾ÖîµÖ×ŒŸÖÛú (2) †¾ÖîµÖ×ŒŸÖÛú 

 (3) ×›ü×•Ö™ü»Öß (4) ¯ÖÖ¸Óü¯Ö×¸üÛú 

 

4. ´Öß×›üµÖÖ ×¾ÖÂÖµÖ-¾ÖÃŸÖã ÛúÖê ×®Ö´®Ö×»Ö×ÜÖŸÖ ´Öë ÃÖê ×ÛúÃÖÛêú ºþ¯Ö ´Öë ÃÖ´Ö—ÖÖ •ÖÖŸÖÖ Æîü ?  

 (1) ×®Ö×ÂÛÎúµÖ (2) Ã£Öî×ŸÖÛú 

 (3) ÝÖ×ŸÖ¿Öß»Ö (4) ®ÖÛúÖ¸üÖŸ´ÖÛú 

 

5. œüÖÑ“ÖÖ ×¾Ö¿»ÖêÂÖÞÖ (Frame analysis) Ûêú ×ÃÖ¨üÖÓŸÖ ÛúÖê ×®Ö´®Ö×»Ö×ÜÖŸÖ ´Öë ÃÖê ×ÛúÃÖ®Öê ×¾ÖÛú×ÃÖŸÖ ×ÛúµÖÖ ? 

 (1) ‡Ú¾ÖÝÖ ÝÖÖê±ú´Öî®Ö  (2) ÃÖê´Öã†»Ö ÆÓüØ™üÝÖ™ü®Ö 

 (3) ‹±ú. ‡ÓÝÖ×»ÖÃÖ (4) ÛúÖ»ÖÔ ÆüÖ¾Ö»Öï›ü  

 

6. ˆÃÖ ¿ÖÖê¬ÖÖ£Öá ÛúÖê ×“Ö×Å®ÖŸÖ Ûúß×•Ö‹, ×•ÖÃÖ®Öê ´ÖÖÃÖ ´Öß×›üµÖÖ Ûêú ÛúÖµÖÖí ÛúÖê ¯ÖÏÛú™ü®Ö (manifest) †Öî̧ ü †¯ÖÏÛú™ü®Ö (latent) 
Ûêú ºþ¯Ö ´Öë ×¾Ö³ÖÖ×•ÖŸÖ ×ÛúµÖÖ … 

 (1) ¸üÖò²Ö™Ôü ´Ö™Ôü®Ö (2) “ÖÖ»ÃÖÔ ›ü²»µÖæ. ¸üÖ‡™ü 

 (3) ¯Öß.•Öê. ×™ü“Ö®Ö¸ü  (4) •Öß. ™ü“Ö´Öî®Ö 
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7. One of the barriers to persuasive communication is    

 (1) Income (2) Level of education  

 (3) Age (4) Religion  

 

8. The most important limitation of information-flow theory is    

 (1) Message-centric (2) Source-dominance  

 (3) Channel problem  (4) Receiver-specific  

 

9. The organization, International Freedom of Expression Exchange, is located in    

 (1) the USA (2) the UK 

 (3) Australia  (4) Canada  

 

10. Section 499 of Indian Penal Code (IPC) contains the criminal liability of    

 (1) copyright  (2) contempt of court  

 (3) defamation  (4) sedition  

 

11. In cases of copyright violation, the interlocutory injunction is considered as a ______ 
remedy.    

 (1) Final (2) Constitutional  

 (3) Non-conforming  (4) Discretionary  

 

12. The object of the Press and Registration of Books Act, 1867, is merely to regulate ______ 
for preservation of copies of books and newspapers.    

 (1) Printing presses  (2) Publishers  

 (3) Printers  (4) Authors  

 

13. The memorandum to control the selection of newspapers for   ______ by the Indian 
government was challenged in the Calcutta High Court by print media during the period of 
internal emergency (1975-76). 

 (1) Public advertisements (2) Newsprint quota  

 (3) Accreditation  (4) Government benefits  
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7. †®Öã®ÖµÖß ÃÖÓ“ÖÖ¸ü (¯Öü¸üÃÖã‹êü×ÃÖ¾Ö  Ûú´µÖã×®ÖÛêú¿Ö®Ö) Ûúß ×®Ö´®Ö×»Ö×ÜÖŸÖ ´Öë ÃÖê ‹Ûú ²ÖÖ¬ÖÖ ŒµÖÖ Æîü ? 

 (1) †ÖµÖ (2) ×¿ÖõÖÖ ÛúÖ ÃŸÖ¸ü 

 (3) †ÖµÖã (4) ¬Ö´ÖÔ 

 

8. ÃÖæ“Ö®ÖÖ-¯ÖÏ¾ÖÖÆü ×ÃÖ¨üÖÓŸÖ Ûúß ÃÖ²ÖÃÖê ²Ö›Ìüß ÃÖß´ÖÖ Æîü  

 (1) ÃÖÓ¤êü¿Ö-Ûëú×¦üŸÖŸÖÖ (2) ÄÖÖêŸÖ ¯ÖÏ²Ö»ÖŸÖÖ 

 (3) “Öî®Ö»Ö Ûúß ÃÖ´ÖÃµÖÖ  (4) ÁÖÖêŸÖÖ-×¾Ö×¿ÖÂ™üŸÖÖ 

 

9. ‡Ó™ü¸ü®Öê¿Ö®Ö»Ö ±Ïúß›ü´Ö †Öò±ú ‡ŒÃÖ¯ÖÏê¿Ö®Ö ‹ŒÃÖ“Öë•Ö ®ÖÖ´ÖÛú ÃÖÓÝÖšü®Ö ×®Ö´®Ö×»Ö×ÜÖŸÖ ´Öë ÃÖê ÛúÆüÖÓ ×Ã£ÖŸÖ Æîü ? 

 (1) µÖæ ‹ÃÖ ‹ (2) µÖæ Ûêú 

 (3) †ÖÃ™Òêü×»ÖµÖÖ (4) Ûú®ÖÖ›üÖ 

 

10. ³ÖÖ¸üŸÖßµÖ ¤Óü›ü ÃÖÓ×ÆüŸÖÖ Ûúß ¬ÖÖ¸üÖ 499 ´Öë ×®Ö´®Ö×»Ö×ÜÖŸÖ ´Öë ×ÛúÃÖÛêú †Ö¯Ö¸üÖ×¬ÖÛú ¤üÖ×µÖŸ¾Ö ÛúÖ ˆ»»ÖêÜÖ ×ÛúµÖÖ ÝÖµÖÖ Æîü ? 

 (1) ÛúÖ¯Öß¸üÖ‡™ü (2) ®µÖÖµÖÖ»ÖµÖ Ûúß †¾Ö´ÖÖ®Ö®ÖÖ 

 (3) ´ÖÖ®ÖÆüÖ×®Ö (4) ¸üÖ•Ö¦üÖêÆü 

 

11. ÛúÖ¯Öß¸üÖ‡™ü Ûêú ˆ»»ÖÓ‘Ö®Ö Ûêú ´ÖÖ´Ö»Öê ´Öë †ÓŸÖ¾ÖÔŸÖá ×®ÖÂÖê¬ÖÖ–ÖÖ ÛúÖê ________ÃÖ´ÖÖ¬ÖÖ®Ö Ûêú ºþ¯Ö ´Öë ÃÖ´Ö—ÖÖ •ÖÖŸÖÖ Æî …   

 (1) †Ó×ŸÖ´Ö (2) ÃÖÖÓ×¾Ö¬ÖÖ×®ÖÛú 

 (3) ¯ÖÏ×ŸÖÛæú»Ö (4) ×¾Ö¾ÖêÛúÖ×¬ÖÛúÖ¸ü 

 

12. ¯ÖÏêÃÖ †Öî¸ü ¯ÖãÃŸÖÛú ¸ü×•ÖÃ™ÒüßÛú¸üÞÖ †×¬Ö×®ÖµÖ´Ö, 1867, ¯ÖãÃŸÖÛúÖë †Öî¸ü ÃÖ´ÖÖ“ÖÖ¸ü-¯Ö¡ÖÖë Ûúß ¯ÖÏ×ŸÖµÖÖë Ûúß ÃÖã¸üõÖÖ Ûêú ×»Ö‹ 
______ÛúÖê ×¾Ö×®ÖµÖ×´ÖŸÖ Ûú¸üŸÖÖ Æîü …  

 (1) ×¯ÖÏØ™üÝÖ ¯ÖÏêÃÖ (2) ¯ÖÏÛúÖ¿ÖÛúÖë 

 (3) ´Öã¦üÛúÖë (4) »ÖêÜÖÛúÖë 

 

13. †ÖÓŸÖ×¸üÛú †Ö¯ÖÖŸÖÛúÖ»Ö (1975-76) Ûúß †¾Ö×¬Ö Ûêú ¤üÖî¸üÖ®Ö Ø¯ÖÏ™ü ´Öß×›üµÖÖ ®Öê Ûú»ÖÛú¢ÖÖ ˆ““Ö ®µÖÖµÖÖ»ÖµÖ ´Öë ³ÖÖ¸üŸÖ ÃÖ¸üÛúÖ¸ü 
«üÖ¸üÖ ______Ûêú ×»Ö‹ ÃÖ´ÖÖ“ÖÖ¸-¯Ö¡ÖÖë Ûêú “ÖµÖ®Ö ÛúÖê ×®ÖµÖÓ×¡ÖŸÖ Ûú¸ü®Öê ÃÖÓ²ÖÓ¬Öß –ÖÖ¯Ö®Ö ÛúÖê “Öã®ÖÖîŸÖß ¤üß £Öß … 

 (1) ÃÖÖ¾ÖÔ•Ö×®ÖÛú ×¾Ö–ÖÖ¯Ö®Ö (2) ®µÖæ•ÖØ¯ÖÏ™ü ÛúÖê™üÖ 

 (3) ¯ÖÏŸµÖÖµÖ®Ö (‹×ÛÎú×›ü™êü¿Ö®Ö) (4) ÃÖ¸üÛúÖ¸üß »ÖÖ³Ö 
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14. The major strategy of participatory communication is    

 (1) Government scheme (2) Top-down approach  

 (3) Information dissemination  (4) Dialogue  

 

15. Los Banos School is associated with    

 (1) Cultural communication  (2) Development communication  

 (3) Risk communication (4) International communication  

 

16. A quantitative aggregation of findings of many research efforts will result in    

 (1) Meta analysis (2) Gatekeeping and unit analysis  

 (3) Output analysis (4) Input analysis  

 

17. A construct is    

 (1) Incomplete in presentation (2) A false statement  

 (3) A personal statement  (4) An abstract statement  

 

18. A discreet variable cannot be divided into    

 (1) values (2) phenomena 

 (3) groups  (4) sub-parts  

 

19. The difference between sample and population values will show    

 (1) the range  (2) the statistical significance  

 (3) the sampling error (4) the stratified deviation  

 

20. Which document describes your needed camera set-ups ?   

 (1) Shot list (2) Rule of Thirds  

 (3) Script  (4) Synopsis  

 

21. The button at the top of the camera used to take the picture is called    

 (1) Shutter Speed (2) Shutter Release  

 (3) Camera Body (4) Lens  
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14. ¯ÖÏ×ŸÖ³ÖÖÝÖß ÃÖÓ“ÖÖ¸ü Ûúß ¯ÖÏ´ÖãÜÖ ÛúÖµÖÔ-®Öß×ŸÖ Æîü  

 (1) ÃÖ¸üÛúÖ¸üß µÖÖê•Ö®ÖÖ (2) †¬ÖÖêÝÖÖ´Öß ˆ¯ÖÖÝÖ´Ö 

 (3) ÃÖæ“Ö®ÖÖ ¯ÖÏÃÖÖ¸ü (4) ÃÖÓ¾ÖÖ¤ü 

 

15. »ÖÖÃÖ ²Öê®ÖÃÖ ÃÛæú»Ö ×®Ö´®Ö×»Ö×ÜÖŸÖ ´Öë ÃÖê ×ÛúÃÖÃÖê ÃÖÓ²ÖÓ¨ü Æîü ?  

 (1) ÃÖÓÖÃÛéú×ŸÖÛú ÃÖÓ“ÖÖ¸ü (2) ×¾ÖÛúÖÃÖ ÃÖÓ“ÖÖ¸ü 

 (3) •ÖÖê×ÜÖ´Ö ÃÖÓ“ÖÖ¸ü (4) †ÓŸÖ¸üÖÔÂ™ÒüßµÖ ÃÖÓ“ÖÖ¸ü 

 

16. Ûú‡Ô ¿ÖÖê¬Ö ¯ÖÏµÖÖÃÖÖë Ûêú ×®ÖÂÛúÂÖÖí ÛúÖ ´ÖÖ¡ÖÖŸ´ÖÛú ÃÖ´ÖæÆü®Ö ×®Ö´®Ö×»Ö×ÜÖŸÖ ´Öë ÃÖê ×ÛúÃÖ´Öë ¯Ö×¸üÞÖÖ×´ÖŸÖ ÆüÖêÝÖÖ ? 

 (1) ´Öî™üÖ ×¾Ö¿»ÖêÂÖÞÖ (2) ÝÖê™üÛúßØ¯ÖÝÖ †Öî¸ü µÖæ×®Ö™ü ×¾Ö¿»ÖêÂÖÞÖ 

 (3) ×®ÖÝÖÔ´Ö ×¾Ö¿»ÖêÂÖÞÖ (4) †ÖÝÖ´Ö ×¾Ö¿»ÖêÂÖÞÖ 

 

17. ÛúÖµÖÔ-Ûú»¯Ö®ÖÖ (construct) Æîü 

 (1) ¯ÖÏÃŸÖãŸÖßÛú¸üÞÖ ´Öë †¯ÖæÞÖÔ (2) ÝÖ»ÖŸÖ Ûú£Ö®Ö 

 (3) ¾µÖ×ŒŸÖÝÖŸÖ Ûú£Ö®Ö (4) †´ÖæŸÖÔ (abstract) Ûú£Ö®Ö 

 

18. ×›ÃÛÎúß™ü †¾ÖµÖ¾Ö ÛúÖê ×®Ö´®Ö×»Ö×ÜÖŸÖ ´Öë ÃÖê ×ÛúÃÖ´Öë ×¾Ö³ÖÖ×•ÖŸÖ ®ÖÆüà ×ÛúµÖÖ •ÖÖ ÃÖÛúŸÖÖ Æîü ? 

 (1) ´Öæ»µÖ (2) ¯Ö×¸ü‘Ö™ü®ÖÖ 

 (3) ÃÖ´ÖæÆü (4) ˆ¯Ö-³ÖÖÝÖ (sub-parts) 

 

19. ¯ÖÏ×ŸÖ¤ü¿ÖÔ †Öî¸ü ÃÖ´Ö×Â™ü Ûêú ´Öæ»µÖÖë Ûêú ²Öß“Ö ÛúÖ †ÓŸÖ¸ü ¤ü¿ÖÖÔŸÖÖ Æîü  

 (1) ¯ÖÏõÖê¡Ö (2) ÃÖÖÓ×ÜµÖÛúßµÖ ´ÖÆü¢¾Ö 

 (3) ¯ÖÏ×ŸÖ¤ü¿ÖÔ ÃÖÓ²ÖÓ¬Öß ³Öæ»Ö (4) ÃŸÖ×¸üŸÖ ×¾Ö“Ö»Ö®Ö 

 

20. ×®Ö´®Ö×»Ö×ÜÖŸÖ ´Öë ÃÖê ×ÛúÃÖ ¤üÃŸÖÖ¾Öê•Ö ´Öë †Ö¾Ö¿µÖÛú Ûîú´Ö¸üÖ ¯ÖÏ²ÖÓ¬Ö®Ö ÛúÖ ˆ»»ÖêÜÖ ×ÛúµÖÖ •ÖÖŸÖÖ Æîü ? 

 (1) ¿ÖÖò™ü ÃÖæ“Öß (2) ŸÖéŸÖßµÖÛú ×®ÖµÖ´Ö 

 (3) ×ÃÛÎú¯™ü  (4) Ûú£ÖÖ ÃÖÖ¸ü 

 

21. ×“Ö¡Ö »Öê®Öê Ûêú ×»Ö‹ ¯ÖÏµÖÖêÝÖ ´Öë »ÖÖ‹ •ÖÖ®Öê ¾ÖÖ»Öê Ûîú´Ö¸üÖ Ûêú ‰ú¯Ö¸ü »ÖÝÖê ²Ö™ü®Ö ÛúÖê ÛúÆüŸÖê Æïü  

 (1) ¿Ö™ü¸ü Ã¯Öß›ü (2) ¿Ö™ü¸ü ×¸ü»Öß•Ö 

 (3) Ûîú´Ö¸üÖ ²ÖÖò›üß (4) »Öê®ÃÖ 
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22. A text matter that accompanies a photograph is ______ :   
 (1) Headline (2) By-line 
 (3) Date-line (4) Cut-line  
 
23. A premium rate for a special position to advertise is known as    
 (1) Make-good rate  (2) Impact rate  
 (3) Mandatory rate  (4) Loading rate  
 
24. Communication audit is commonly employed in the field of    
 (1) Advertising (2) Public relations 
 (3) Newspaper publishing  (4) Broadcasting  
 
25. Gravure printing method is   
 (1) Black and white only  (2) Intaglio printing  
 (3) Thermal printing  (4) Flexographic printing  
 
26. RGB colour model is known as ______ colour model.   
 (1) Additive (2) Subtractive  
 (3) Restrictive  (4) Non-active  
 
27. Robert Gunning’s readability formula attempts to identify the level of ______ in a piece of 

text.   
 (1) Fog (2) Excellence 
 (3) Codification  (4) Abstraction  
 
28. Assertion (A) : In the practice of his or her professional activities, a public relations 

practitioner should respect the collective dignity of the publics, but not of 
individuals.  

 Reason (R) : It is his/her responsibility to deal properly with everyone around that 
includes colleagues, employer, media and public at large.  

 Codes :    
 (1) Both (A) and (R) are true. 
 (2) Both (A) and (R) are true, but (R) is not the correct explanation of (A). 
 (3) (A) is true, but (R) is false. 
 (4) (A) is false, but (R) is true. 
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22. ÃÖ´ÖÖ“ÖÖ¸ü ÃÖÖ´ÖÝÖÏß, ×•ÖÃÖ´Öë ±úÖê™üÖêÝÖÏÖ±ú ³Öß ÆüÖë, ˆÃÖê ÛúÆüŸÖê Æîü  

 (1) ¿ÖßÂÖÔÛú (2) ÃÖ´ÖÖ“ÖÖ¸ü ÄÖÖêŸÖ 

 (3) ¯ÖÏÛúÖ¿Ö®Ö ÛúÖ Ã£ÖÖ®Ö (4) ×¾Ö³ÖÖ•Ö®Ö ¸êüÜÖÖ (cut line) 

 
23. ×¾Ö–ÖÖ¯Ö®Ö Ûúß ×¾Ö¿ÖêÂÖ ×Ã£Ö×ŸÖ Ûêú ×»Ö‹ ¯ÖÏß×´ÖµÖ´Ö ¤ü¸ü ÛúÖê ÛúÆüŸÖê Æïü  

 (1) ¯Öæ¸üÛú ¤ü¸ü (2) ¯ÖÏ³ÖÖ¾Ö ¤ü¸ü 

 (3) †×®Ö¾ÖÖµÖÔ ¤ü¸ü (4) »ÖÖêØ›üÝÖ ¤ü¸ü 

 
24. ÃÖÓ“ÖÖ¸ü »ÖêÜÖÖ¯Ö¸üßüõÖÖ ÃÖÖ´ÖÖ®µÖŸÖ: ×®Ö´®Ö×»Ö×ÜÖŸÖ ´Öë ÃÖê ×ÛúÃÖ õÖê¡Ö ´Öë Ûúß •ÖÖŸÖß Æîü ? 

 (1) ×¾Ö–ÖÖ¯Ö®Ö (2) •Ö®Ö-ÃÖÓ¯ÖÛÔú 

 (3) ÃÖ´ÖÖ“ÖÖ¸ü-¯Ö¡Ö ¯ÖÏÛúÖ¿Ö®Ö (4) ¯ÖÏÃÖÖ¸üÞÖ  

 
25. ÝÖÏê¾Ö¸ü Ø¯ÖÏØ™üÝÖ ×¾Ö×¬Ö Æîü 

 (1) Ûêú¾Ö»Ö ¿µÖÖ´Ö †Öî¸ü ¿¾ÖêŸÖ (2) ‡Ó™ü×Ý»Ö†Öê ×¯ÖÏØ™üÝÖ 

 (3) £Ö´ÖÔ»Ö Ø¯ÖÏØ™üÝÖ (4) °»ÖêŒÃÖÖêÝÖÏÖ×±úÛú Ø¯ÖÏØ™üÝÖ 

 
26. †Ö¸ü •Öß ²Öß ¸ÓüÝÖ ¯ÖÏ×ŸÖ´ÖÖ®Ö ÛúÖê ______ ¸ÓüÝÖ ¯ÖÏ×ŸÖ´ÖÖ®Ö Ûêú ºþ¯Ö ´Öë •ÖÖ®ÖÖ •ÖÖŸÖÖ Æîü … 

 (1) ÃÖÓµÖÖê•µÖ (2) ¿ÖêÂÖ ×ÃÖ¨üÖÓŸÖ 

 (3) ¯ÖÏ×ŸÖ²ÖÓ×¬ÖŸÖ (4) ×®Ö×ÂÛÎúµÖ 

 
27. ¸üÖ²Ö™Ôü ÝÖ®®Öß Ûêú ¯ÖÖšü¶ŸÖÖ ÃÖæ¡Ö (¸üß›êü×²Ö×»Ö™üß ±úÖ´ÖæÔ»ÖÖ) ´Öë  ______ Ûêú Ûú£ÖÖ®ÖÛú Ûúß ¯ÖÆü“ÖÖ®Ö Ûúß •ÖÖŸÖß Æîü … 

 (1) ¬ÖãÓ¬Ö (2) ˆŸÛéúÂ™ü 

 (3) ÛúÖê›üßÛú¸üÞÖ (4) ÃÖÓõÖê¯ÖÞÖ  

 
28. †×³ÖÛú£Ö®Ö (A) : ˆÃÖÛêú ¾µÖÖ¾ÖÃÖÖ×µÖÛú ×ÛÎúµÖÖÛú»ÖÖ¯ÖÖë ´Öë, ‹Ûú •Ö®Ö-ÃÖÓ¯ÖÛÔú ¾µÖ¾ÖÃÖÖµÖß ÛúÖê •Ö®ÖŸÖÖ Ûúß ÃÖÖ´Öæ×ÆüÛú ¯ÖÏ×ŸÖÂšüÖ  

  ÛúÖ ÃÖ´´ÖÖ®Ö Ûú¸ü®ÖÖ “ÖÖ×Æü‹ ®Ö ×Ûú ¾µÖ×Â™üµÖÖë ÛúÖ … 

 ŸÖÛÔú (R) : ˆÃÖÛúÖ ¤üÖ×µÖŸ¾Ö Æîü ×Ûú ¾ÖÆü †¯Ö®Öê †ÖÃÖ-¯ÖÖÃÖ Ûêú ¯ÖÏŸµÖêÛú ¾µÖ×ŒŸÖ Ûêú ÃÖÖ£Ö ˆ×“ÖŸÖ ¾µÖ¾ÖÆüÖ¸ü Ûú¸êü, ×•ÖÃÖ´Öë ˆÃÖÛêú 
ÃÖÖ£Öß, ×®ÖµÖÖêŒŸÖÖ, ´Öß×›üµÖÖ †Öî¸ü †Ö´Ö »ÖÖêÝÖ ³Öß ¿ÖÖ×´Ö»Ö Æï … 

 Ûæú™ü :    

 (1)  (A) †Öî̧ ü (R) ¤üÖê®ÖÖë ÃÖÆüß Æïü … 

 (2) (A) †Öî̧ ü (R) ¤üÖê®ÖÖë ÃÖÆüß Æïü, »Öê×Ûú®Ö (R), (A) Ûúß ÃÖÆüß ¾µÖÖÜµÖÖ ®ÖÆüà Æîü… 

 (3) (A) ÃÖÆüß Æîü, (R) ÝÖ»ÖŸÖ Æîü… 

 (4) (A) ÝÖ»ÖŸÖ Æîü, (R) ÃÖÆüß Æîü… 
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29. Assertion (A) : A public relations practitioner should maintain the highest level of 
professionalism to achieve the specific targets identified. 

 Reason (R) : For this, he or she should manage and manipulate the media outlets.   

 Codes :    

 (1) Both (A) and (R) are true. 

 (2) Both (A) and (R) are true, but (R) is not the correct explanation of (A). 

 (3) (A) is true, but (R) is false. 

 (4) (A) is false, but (R) is true. 

 

30. Assertion (A) : The impact of paid sales message is an additional worry for marketing 
communicators.  

 Reason (R) : The increased commercial contents in mass media make the  audience tune 
them out because of their noise level.   

 Codes :    

 (1) Both (A) and (R) are true. 

 (2) Both (A) and (R) are true, but (R) is not the correct explanation of (A). 

 (3) (A) is true, but (R) is false. 

 (4) (A) is false, but (R) is true. 

 

31. Assertion (A) : The concept of linear modernisation is still popular among power elites 
across the globe.  

 Reason (R) : It helps them expand and sustain their hold on power by their control of 
capitalistic means.   

 Codes :    

 (1) Both (A) and (R) are true. 

 (2) Both (A) and (R) are true, but (R) is not the correct explanation of (A). 

 (3) (A) is true, but (R) is false. 

 (4) (A) is false, but (R) is true. 
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29. †×³ÖÛú£Ö®Ö (A) : •Ö®Ö ÃÖÓ¯ÖÛÔú ¾µÖ¾ÖÃÖÖµÖß ÛúÖê “ÖÖ×Æü‹ ×Ûú ¾ÖÆü †×³Ö×®Ö¬ÖÖÔ×¸üŸÖ ×¾Ö×¿ÖÂ™ü »ÖõµÖÖë Ûúß ¯ÖÏÖ×¯ŸÖ Ûêú ×»Ö‹ 
¾µÖÖ¾ÖÃÖÖ×µÖÛúŸÖÖ Ûêú ˆ““ÖŸÖ´Ö ÃŸÖ¸ü ÛúÖê ²Ö®ÖÖ‹ ¸üÜÖê… 

 ŸÖÛÔú (R) : ‡ÃÖÛêú ×»Ö‹ ˆÃÖê ´Öß×›üµÖÖ †Öˆ™ü»Öê™üÖë ¯Ö¸ü ×®ÖµÖÓ¡ÖÞÖ ¸üÜÖ®ÖÖ “ÖÖ×Æü‹ †Öî¸ü Ã¾ÖÖ£ÖÔ ×ÃÖ×¨ü Ûú¸ü®Öß “ÖÖ×Æü‹ … 

 Ûæú™ü :    

 (1)  (A) †Öî̧ ü (R) ¤üÖê®ÖÖë ÃÖÆüß Æïü … 

 (2) (A) †Öî̧ ü (R) ¤üÖê®ÖÖë ÃÖÆüß Æïü, »Öê×Ûú®Ö (R), (A) Ûúß ÃÖÆüß ¾µÖÖÜµÖÖ ®ÖÆüà Æîü… 

 (3) (A) ÃÖÆüß Æîü, »Öê×Ûú®Ö (R) ÝÖ»ÖŸÖ Æîü… 

 (4) (A) ÝÖ»ÖŸÖ Æîü, »Öê×Ûú®Ö (R) ÃÖÆüß Æîü… 

 

30. †×³ÖÛú£Ö®Ö (A) : ×²ÖÛêú Æãü‹ ÃÖê»ÃÖ ÃÖÓ¤êü¿ÖÖë ÛúÖ ¯ÖÏ³ÖÖ¾Ö, ×¾Ö¯ÖÞÖ®Ö ÃÖÓ“ÖÖ¸ü Ûêú ×»Ö‹ †×ŸÖ×¸üŒŸÖ Ø“ÖŸÖÖ ÛúÖ ÛúÖ¸üÞÖ Æîü… 

 

 ŸÖÛÔú (R) : ´ÖÖÃÖ ´Öß×›üµÖÖ ´Öë ²ÖœÌüŸÖê Æãü‹ ¾ÖÖ×ÞÖ×•µÖÛú ×¾ÖÂÖµÖ-¾ÖÃŸÖã †¯Ö®Öê ¿ÖÖê¸ü Ûêú ÃŸÖ¸ü Ûêú ÛúÖ¸üÞÖ ÁÖÖêêŸÖÖ†Öë ÛúÖê ²ÖÖÆü¸ü Ûú¸ü 
¤êüŸÖê Æïüü … 

 Ûæú™ü :    

 (1)  (A) †Öî̧ ü (R) ¤üÖê®ÖÖë ÃÖÆüß Æï …ü 

 (2) (A) †Öî̧ ü (R) ¤üÖê®ÖÖë ÃÖÆüß Æïü, »Öê×Ûú®Ö (R), (A) Ûúß ÃÖÆüß ¾µÖÖÜµÖÖ ®ÖÆüà Æîü… 

 (3) (A) ÃÖÆüß Æîü, »Öê×Ûú®Ö (R) ÝÖ»ÖŸÖ Æîü… 

 (4) (A) ÝÖ»ÖŸÖ Æîü, »Öê×Ûú®Ö (R) ÃÖÆüß Æîü… 

 

31. †×³ÖÛú£Ö®Ö (A) : ¸îü×ÜÖÛú †Ö¬Öã×®ÖÛúßÛú¸üÞÖ Ûúß ÃÖÓÛú»¯Ö®ÖÖ ¯Öæ¸êü ×¾Ö¿¾Ö ´Öë †×³Ö•ÖÖŸµÖ ¿ÖÖÃÖÛú¾ÖÝÖÔ ´Öë †³Öß ³Öß »ÖÖêÛú×¯ÖÏµÖ Æîü… 

 ŸÖÛÔú (R) : µÖÆü ˆ®Æëü ¯ÖæÑ•ÖßÝÖŸÖ ŸÖ¸üßÛúÖë Ûêú †¯Ö®Öê ×®ÖµÖÓ¡ÖÞÖ «üÖ¸üÖ ¿Ö×ŒŸÖ ¯Ö¸ü †¯Ö®Öß ¯ÖÛú›Ìü ÛúÖ ×¾ÖÃŸÖÖ¸ü Ûú¸ü®Öê †Öî¸ü ²Ö®ÖÖ‹ 
¸üÜÖ®Öê ´Öë ÃÖÆüÖµÖÛú ÆüÖêŸÖÖ Æîü … 

 Ûæú™ü :    

 (1)  (A) †Öî̧ ü (R) ¤üÖê®ÖÖë ÃÖÆüß Æïü … 

 (2) (A) †Öî̧ ü (R) ¤üÖê®ÖÖë ÃÖÆüß Æïü, »Öê×Ûú®Ö (R), (A) Ûúß ÃÖÆüß ¾µÖÖÜµÖÖ ®ÖÆüà Æîü… 

 (3) (A) ÃÖÆüß Æîü, »Öê×Ûú®Ö (R) ÝÖ»ÖŸÖ Æîü… 

 (4) (A) ÝÖ»ÖŸÖ Æîü, »Öê×Ûú®Ö (R) ÃÖÆüß Æîü… 
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32. Assertion (A) : RTI has become a new source of news and information. 

 Reason (R) : Earlier government officers were not allowed to provide information to 
journalists.   

 Codes :    

 (1) Both (A) and (R) are true. 

 (2) Both (A) and (R) are true, but (R) is not the correct explanation of (A). 

 (3) (A) is true, but (R) is false. 

 (4) (A) is false, but (R) is true. 

 

33. Assertion (A) : Single screen cinemas are disappearing fast in India.  

 Reason (R) : Because malls are being constructed in their place.   

 Codes :    

 (1) Both (A) and (R) are true and (R) is the correct explanation of (A). 

 (2) Both (A) and (R) are true, but (R) is not the correct explanation of (A). 

 (3) (A) is true, but (R) is false. 

 (4) (A) is false, but (R) is true. 

 

34. Assertion (A) : Radio plays are different from TV plays because radio plays have no 
actors in them.  

 Reason (R) : Because radio is a blind medium.    

 Codes :    

 (1) Both (A) and (R) are correct, but (R) is not the correct explanation of (A). 

 (2) Both (A) and (R) are correct and (R) is the correct explanation of (A). 

 (3) (A) is correct, but (R) is false. 

 (4) (A) is false, but (R) is correct. 

 

35. Assertion (A) : Citizen journalism is different from professional journalism.   

 Reason (R) : Professional journalists do not use social media to disseminate their stories.    

 Codes :    

 (1) Both (A) and (R) are correct, but (R) is not the correct explanation of (A). 

 (2) Both (A) and (R) are correct and (R) is the correct explanation of (A). 

 (3) (A) is true, but (R) is false. 

 (4) (A) is false, but (R) is true. 
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32. †×³ÖÛú£Ö®Ö (A) : ÃÖæ“Ö®ÖÖ ÛúÖ †×¬ÖÛúÖ¸ü ÃÖ´ÖÖ“ÖÖ¸ü †Öî¸ü ÃÖæ“Ö®ÖÖ ÛúÖ ‹Ûú ®ÖµÖÖ ÄÖÖêŸÖ ²Ö®Ö ÝÖµÖÖ Æîü … 

 ŸÖÛÔú (R) : ¯ÖÆü»Öê ÃÖ¸üÛúÖ¸üß †×¬ÖÛúÖ¸üß ¯Ö¡ÖÛúÖ¸üÖë ÛúÖê ÃÖæ“Ö®ÖÖ ˆ¯Ö»Ö²¬Ö ®ÖÆüà Ûú¸ü®Öê ¤êüŸÖê £Öê… 

 Ûæú™ü :    

 (1)  (A) †Öî̧ ü (R) ¤üÖê®ÖÖë ÃÖÆüß Æïü … 

 (2) (A) †Öî̧ ü (R) ¤üÖê®ÖÖë ÃÖÆüß Æïü, »Öê×Ûú®Ö (R), (A) Ûúß ÃÖÆüß ¾µÖÖÜµÖÖ ®ÖÆüà Æîü… 

 (3) (A) ÃÖÆüß Æîü, »Öê×Ûú®Ö (R) ÝÖ»ÖŸÖ Æîü… 

 (4) (A) ÝÖ»ÖŸÖ Æîü, »Öê×Ûú®Ö (R) ÃÖÆüß Æîü… 

 
33. †×³ÖÛú£Ö®Ö (A) : ØÃÖÝÖ»Ö ÃÛÎúß®Ö ×ÃÖ®Öê´ÖÖ ³ÖÖ¸üŸÖ ´Öë ŸÖê•Öß ÃÖê »Öã¯ŸÖ ÆüÖê ¸ÆüÖ Æîü … 

 ŸÖÛÔú (R) : ŒµÖÖë×Ûú ˆ®ÖÛêú Ã£ÖÖ®Ö ¯Ö¸ü ´ÖÖ»ÖÖë (malls) ÛúÖ ×®Ö´ÖÖÔÞÖ ×ÛúµÖÖ •ÖÖ ¸üÆüÖ Æîü … 

 Ûæú™ü :    

 (1)  (A) †Öî̧ ü (R) ¤üÖê®ÖÖë ÃÖÆüß Æïü †Öî¸ü (R), (A) Ûúß ÃÖÆüß ¾µÖÖÜµÖÖ Æîü… 

 (2) (A) †Öî̧ ü (R) ¤üÖê®ÖÖë ÃÖÆüß Æïü, »Öê×Ûú®Ö (R), (A) Ûúß ÃÖÆüß ¾µÖÖÜµÖÖ ®ÖÆüà Æîü… 

 (3) (A) ÃÖÆüß Æîü,  (R) ÝÖ»ÖŸÖ Æîü… 

 (4) (A) ÝÖ»ÖŸÖ Æîü, (R) ÃÖÆüß Æîü… 

 
34. †×³ÖÛú£Ö®Ö (A) : ¸êü×›üµÖÖê ®ÖÖ™üÛú ™üß¾Öß ®ÖÖ™üÛúÖë ÃÖê ×³Ö®®Ö ÆüÖêŸÖê Æïü ŒµÖÖë×Ûú ¸êü×›üµÖÖê ®ÖÖ™üÛúÖë Ûêú †¯Ö®Öê Ûú»ÖÖÛúÖ¸ü ®ÖÆüà ÆüÖêŸÖê 

Æïü… 

 ŸÖÛÔú (R) : ŒµÖÖë×Ûú ¸êü×›üµÖÖê ‹Ûú ²»ÖÖ‡Ó›üü ´Öß×›üµÖÖ Æîü… 

 Ûæú™ü :    

 (1)  (A) †Öî̧ ü (R) ¤üÖê®ÖÖë ÃÖÆüß Æïü, ¯Ö¸ü®ŸÖã (R), (A) Ûúß ÃÖÆüß ¾µÖÖÜµÖÖ ®ÖÆüà Æîü… 

 (2) (A) †Öî̧ ü (R) ¤üÖê®ÖÖë ÃÖÆüß Æïü †Öî¸ü (R), (A) Ûúß ÃÖÆüß ¾µÖÖÜµÖÖ Æîü… 

 (3) (A) ÃÖÆüß Æîü,  (R) ÝÖ»ÖŸÖ Æîü… 

 (4) (A) ÝÖ»ÖŸÖ Æîü, (R) ÃÖÆüß Æîü… 

 
35. †×³ÖÛú£Ö®Ö (A) : ®ÖÖÝÖ×¸üÛú ¯Ö¡ÖÛúÖ×¸üŸÖÖ ¾µÖÖ¾ÖÃÖÖ×µÖÛú ¯Ö¡ÖÛúÖ×¸üŸÖÖ ÃÖê ×³Ö®®Ö ÆüÖêŸÖß Æîü … 

 ŸÖÛÔú (R) : ¾µÖÖ¾ÖÃÖÖ×µÖÛú ¯Ö¡ÖÛúÖ¸ü †¯Ö®Öê ÃÖ´ÖÖ“ÖÖ¸üÖë Ûêú ¯ÖÏÃÖÖ¸üÞÖ Ûêú ×»Ö‹ ÃÖÖ´ÖÖ×•ÖÛú ´Öß×›üµÖÖ ÛúÖ ¯ÖÏµÖÖêÝÖ ®ÖÆüà Ûú¸üŸÖê Æïü… 

 Ûæú™ü :    

 (1)  (A) †Öî̧ ü (R) ¤üÖê®ÖÖë ÃÖÆüß Æïü, »Öê×Ûú®Öü (R), (A) Ûúß ÃÖÆüß ¾µÖÖÜµÖÖ ®ÖÆüà Æîü… 

 (2) (A) †Öî̧ ü (R) ¤üÖê®ÖÖë ÃÖÆüß Æïü †Öî¸ü (R), (A) Ûúß ÃÖÆüß ¾µÖÖÜµÖÖ Æîü… 

 (3) (A) ÃÖÆüß Æîü,  (R) ÝÖ»ÖŸÖ Æîü… 

 (4) (A) ÝÖ»ÖŸÖ Æîü, (R) ÃÖÆüß Æîü… 
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36. Identify the chronological sequence of following AIR broadcasts :   

 (1) Vividh Bharathi, School broadcasts, External services, Rural broadcasts 

 (2) School broadcasts, Rural broadcasts, Vividh Bharathi, External services  

 (3) External services, Vividh Bharathi, Rural broadcasts, School broadcasts 

 (4) Rural broadcasts, External services, School broadcasts, Vividh Bharathi  

 

37. Identify the correct sequence of the following codes :   

 (1) Hays Code, Fairness Doctrine, Code of Athens, ASCI Code 

 (2) ASCI Code, Hays Code, Fairness Doctrine, Code of Athens  

 (3) Fairness Doctrine, Code of Athens, ASCI Code, Hays Code 

 (4) Code of Athens, ASCI Code, Hays Code, Fairness Doctrine  

 

38. Identify the correct sequence of feminist media perception advocates :   

 (1) Margaret Gallagher, A.N. Valdivia, G. Tuchman, Betty Friedan 

 (2) A.N. Valdivia, G. Tuchman, Betty Friedan, Margaret Gallagher 

 (3) G. Tuchman, Betty Friedan, Margaret Gallagher, A.N. Valdivia 

 (4) Betty Friedan, G. Tuchman, Margaret Gallagher, A.N. Valdivia  

 

39. Identify the correct sequence of following news agencies that operated in India :   

 (1) Free Press, Reuters, Associated Press of India, United Press of India 

 (2) Reuters, Associated Press of India, Free Press, United Press of India 

 (3) Associated Press of India, United Press of India, Reuters, Free Press 

 (4) United Press of India, Reuters, Associated Press of India, Free Press 

 

40. Write the correct chronological order of the following social media platforms :   

 (1) Linkedin, facebook, youtube, twitter 

 (2) facebook, youtube, twitter, Linkedin 

 (3) youtube, twitter, Linkedin, facebook 

 (4) twitter, Linkedin, facebook, youtube  
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36. ×®Ö´®Ö×»Ö×ÜÖŸÖ †ÖÛúÖ¿Ö¾ÖÖÞÖß ¯ÖÏÃÖÖ¸üÞÖÖë ÛúÖ ÛúÖ»ÖÛÎú´Ö †×³Ö×®Ö¬ÖÖÔ×¸üŸÖ Ûúß×•Ö‹ : 

 (1) ×¾Ö×¾Ö¬Ö ³ÖÖ¸üŸÖß, ÃÛæú»Ö ¯ÖÏÃÖÖ¸üÞÖ, ×¾Ö¤êü¿Ö ÃÖê¾ÖÖ, ÝÖÏÖ´ÖßÞÖ ¯ÖÏÃÖÖ¸üÞÖ 

 (2) ÃÛæú»Ö ¯ÖÏÃÖÖ¸üÞÖ, ÝÖÏÖ´ÖßÞÖ ¯ÖÏÃÖÖ¸üÞÖ, ×¾Ö×¾Ö¬Ö ³ÖÖ¸üŸÖß, ×¾Ö¤êü¿Ö ÃÖê¾ÖÖ 

 (3) ×¾Ö¤êü¿Ö ÃÖê¾ÖÖ, ×¾Ö×¾Ö¬Ö ³ÖÖ¸üŸÖß, ÝÖÏÖ´ÖßÞÖ ¯ÖÏÃÖÖ¸üÞÖ, ÃÛæú»Ö ¯ÖÏÃÖÖ¸üÞÖ 

 (4) ÝÖÏÖ´ÖßÞÖ ¯ÖÏÃÖÖ¸üÞÖ, ×¾Ö¤êü¿Ö ÃÖê¾ÖÖ, ÃÛæú»Ö ¯ÖÏÃÖÖ¸üÞÖ, ×¾Ö×¾Ö¬Ö ³ÖÖ¸üŸÖß 
 

37. ×®Ö´®Ö×»Ö×ÜÖŸÖ Ûæú™üÖë ÛúÖ ÃÖÆüß ÛÎú´Ö †×³Ö×®Ö¬ÖÖÔ×¸üŸÖ Ûúß×•Ö‹ :   

 (1) Æêü•Ö ÛúÖê›ü, ±êúµÖ¸ü®ÖêÃÖ, ›üÖòŒ™ü×¸ü®Ö, ÛúÖê›ü †Öò±ú ‹£Öê®ÃÖ, ‹ ‹ÃÖ ÃÖß †Ö‡Ô ÛúÖê›ü   

 (2) ‹ ‹ÃÖ ÃÖß †Ö‡Ô ÛúÖê›ü, Æêü•Ö ÛúÖê›ü, ±êúµÖ¸ü®ÖêÃÖ ›üÖòŒ™ü×¸ü®Ö, ÛúÖê›ü †Öò±ú ‹£Öê®ÃÖ 

 (3) ±êúµÖ¸ü®ÖêÃÖ ›üÖòŒ™ü×¸ü®Ö, ÛúÖê›ü †Öò±ú ‹£Öê®ÃÖ, ‹ ‹ÃÖ ÃÖß †Ö‡Ô ÛúÖê›ü, Æêü•Ö ÛúÖê›ü 

 (4) ÛúÖê›ü †Öò±ú ‹£Öê®ÃÖ, ‹ ‹ÃÖ ÃÖß †Ö‡Ô ÛúÖê›ü, Æêü•Ö ÛúÖê›ü, ±êúµÖ¸ü®ÖêÃÖ ›üÖòŒ™ü×¸ü®Ö   

 

38. ®ÖÖ¸üß¾ÖÖ¤üß ´Öß×›üµÖÖ ²ÖÖê¬Ö Ûúß ¯Öî¸ü¾Öß Ûú¸ü®Öê ¾ÖÖ»ÖÖë ÛúÖ ÃÖÆüß ÛÎú´Ö †×³Ö×®Ö¬ÖÖÔ×¸üŸÖ Ûúß×•Ö‹ : 

 (1) ´ÖÖÝÖÔ¸êü™ü ÝÖê»ÖÖ‘Ö¸ü, ‹.‹®Ö. ¾ÖÖ»›üß×¾ÖµÖÖ, •Öß. ™ü“Ö´Ö®Ö, ²Öê¼üß ±Ïúß›ü®Ö 

 (2) ‹. ‹®Ö. ¾ÖÖ»›üß×¾ÖµÖÖ, •Öß. ™ü“Ö´Ö®Ö, ²Öê¼üß ±Ïúß›ü®Ö, ´ÖÖÝÖÔ¸êü™ü ÝÖê»ÖÖ‘Ö¸ü  

 (3) •Öß. ™ü“Ö´Ö®Ö, ²Öê¼üß ±Ïúß›ü®Ö, ´ÖÖÝÖÔ̧ êü™ü ÝÖê»ÖÖ‘Ö¸ü, ‹. ‹®Ö. ¾ÖÖ»›üß×¾ÖµÖÖ. 

 (4) ²Öê¼üß ±Ïúß›ü®Ö, •Öß. ™ü“Ö´Ö®Ö, ´ÖÖÝÖÔ̧ êü™ü ÝÖê»ÖÖ‘Ö¸ü, ‹. ‹®Ö. ¾ÖÖ»›üß×¾ÖµÖÖ  

 

39. ³ÖÖ¸üŸÖ ´Öë ÛúÖµÖÔ Ûú¸ü®Öê ¾ÖÖ»Öß ×®Ö´®Ö×»Ö×ÜÖŸÖ ÃÖ´ÖÖ“ÖÖ¸ü ‹•Öë×ÃÖµÖÖë ÛúÖ ÃÖÆüß ÛÎú´Ö †×³Ö×®Ö¬ÖÖÔ×¸üŸÖ Ûúß×•Ö‹:   

 (1) ±Ïúß ¯ÖÏêÃÖ, ¸üÖµÖ™üÃÖÔ, ‹ÃÖÖê×ÃÖ‹™êü›ü ¯ÖÏêÃÖ †Öò±ú ‡Ó×›üµÖÖ, µÖæ®ÖÖ‡™êü›ü ¯ÖÏêÃÖ †Öò±ú ‡Ó×›üµÖÖ 

 (2) ¸üÖµÖ™üÃÖÔ, ‹ÃÖÖê×ÃÖ‹™êü›ü ¯ÖÏêÃÖ †Öò±ú ‡Ó×›üµÖÖ, ±Ïúß ¯ÖÏêÃÖ, µÖæ®ÖÖ‡™êü›ü ¯ÖÏêÃÖ †Öò±ú ‡Ó×›üµÖÖ 

 (3)  ‹ÃÖÖê×ÃÖ‹™êü›ü ¯ÖÏêÃÖ †Öò±ú ‡Ó×›üµÖÖ, µÖæ®ÖÖ‡™êü›ü ¯ÖÏêÃÖ †Öò±ú ‡Ó×›üµÖÖ, ¸üÖµÖ™üÃÖÔ, ±Ïúß ¯ÖÏêÃÖ 

 (4) µÖæ®ÖÖ‡™êü›ü ¯ÖÏêÃÖ †Öò±ú ‡Ó×›üµÖÖ, ¸üÖµÖ™üÃÖÔ, ‹ÃÖÖê×ÃÖ‹™êü›ü ¯ÖÏêÃÖ †Öò±ú ‡Ó×›üµÖÖ, ±Ïúß ¯ÖÏêÃÖ 

 

40. ×®Ö´®Ö×»Ö×ÜÖŸÖ ÃÖÖ´ÖÖ×•ÖÛú ´Öß×›üµÖÖ ¯»Öê™ü±úÖ´ÖÔ ÛúÖê ÃÖÆüß ÛúÖ»ÖÛÎú´Ö ´Öë »ÖÝÖÖ‡‹ :   

 (1) Ø»ÖÛú×›ü®Ö, ±êúÃÖ²ÖãÛú, µÖæ™ü¶æ²Ö, ×™Ëü¾Ö™ü¸ü 

 (2) ±êúÃÖ²ÖãÛú, µÖæ™ü¶æ²Ö, ×™Ëü¾Ö™ü¸ü, Ø»ÖÛú×›ü®Ö 

 (3) µÖæ™ü¶æ²Ö, ×™Ëü¾Ö™ü¸ü, Ø»ÖÛú×›ü®Ö, ±êúÃÖ²ÖãÛú, 

 (4) ×™Ëü¾Ö™ü¸ü, ×»ÖÓÛú×›ü®Ö, ±êúÃÖ²ÖãÛú, µÖæ™ü¶æ²Ö  
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41. Match List – I with List – II :  

 List – I 

(Effect) 

  List – II 

(Realm) 

a. Cognitive effect i. Behavioural realm 

b. Affective effect ii. Belief realm 

c. Conative effect iii. Knowledge realm 

d. Third-person effect iv. Motivational realm 

 Codes : 

  a b c d  

 (1) ii iii i iv 

 (2) iii iv i ii 

 (3) i iv ii iii  

 (4) iv iii ii i 

 

42. Match List – I with List – II :  

 List – I 

(Concept) 

  List – II 

(Explanation) 

a. Media literacy i. Used in television sitcoms 

b. Media grammar ii. How media presents itself 

c. Laugh track iii. Implicit message 

d. Sub-text iv. Critically analyzing media contents 

 Codes : 

  a b c d  

 (1) iv ii i iii 

 (2) iii iv ii i 

 (3) ii i iii iv  

 (4) i iii iv ii 
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41. ÃÖæ“Öß-I ÛúÖê ÃÖæ“Öß– II ÃÖê ÃÖã´Öê×»ÖŸÖ Ûúß×•Ö‹ :  

 ÃÖæ“Öß – I 

(¯ÖÏ³ÖÖ¾Ö) 

  ÃÖæ“Öß – II 

(õÖê¡Ö) 

a. ÃÖÓ–ÖÖ®ÖÖŸ´ÖÛú ¯ÖÏ³ÖÖ¾Ö i. ¾µÖ¾ÖÆüÖ¸ü ÃÖÓ²ÖÓ¬Öß õÖê¡Ö 

b. ³ÖÖ¾ÖÖŸ´ÖÛú ¯ÖÏ³ÖÖ¾Ö ii. ×¾Ö¿¾ÖÖÃÖ õÖê¡Ö 

c. ×ÛÎúµÖÖŸ´ÖÛú ¯ÖÏ³ÖÖ¾Ö iii. –ÖÖ®Ö õÖê¡Ö 

d. †®µÖ ¯Öã¹ýÂÖ ¯ÖÏ³ÖÖ¾Ö iv. †×³Ö¯ÖÏê¸üÞÖÖŸ´ÖÛú õÖê¡Ö 

 Ûæú™ü : 

  a b c d  

 (1) ii iii i iv 

 (2) iii iv i ii 

 (3) i iv ii iii  

 (4) iv iii ii i 

 

42. ÃÖæ“Öß– I ÛúÖê ÃÖæ“Öß– II ÃÖê ÃÖã´Öê×»ÖŸÖ Ûúß×•Ö‹ :  

 ÃÖæ“Öß– I  

(ÃÖÓÛú»¯Ö®ÖÖ) 

  ÃÖæ“Öß – II 

(¾µÖÖÜµÖÖ ) 

a. ´Öß×›üµÖÖ ÃÖÖõÖ¸üŸÖÖ i. ™êü»Öß×¾Ö•Ö®Ö ×ÃÖ™üÛúÖò´ÃÖ ´Öë ¯ÖÏµÖãŒŸÖ 

b. ´Öß×›üµÖÖ ¾µÖÖÛú¸üÞÖ ii. ´Öß×›üµÖÖ †¯Ö®Öê †Ö¯ÖÛúÖê ÛîúÃÖê ¯ÖÏÃŸÖãŸÖ 
Ûú¸üŸÖÖ Æîü… 

c. »ÖÖò±ú ™ÒîüÛú iii. †Ã¯ÖÂ™ü ÃÖÓ¤êü¿Ö 

d. ˆ¯Ö - ¯ÖÖšü iv. ´Öß×›üµÖÖ Ûúß ×¾ÖÂÖµÖ-¾ÖÃŸÖã ÛúÖ 
†Ö»ÖÖê“Ö®ÖÖŸ´ÖÛú ×¾Ö¿»ÖêÂÖÞÖ 

 Ûæú™ü : 

  a b c d  

 (1) iv ii i iii 

 (2) iii iv ii i 

 (3) ii i iii iv  

 (4) i iii iv ii 



Paper-II 18  JA-063-17 

43. Match the following :  
 List – I 

(Author) 
  List – II 

(Book) 
a. Baxter and Babbie i. Mass Media Research : An Introduction 
b. Baran & Davis ii. Theories of Human Communication  
c. Littlejohn iii. Mass Communication Theory : Foundation, 

Ferment and Future 
d. Wimmer and Dominick iv. The Basics of Communication Research  

 Codes : 
  a b c d  
 (1) iv iii ii i 
 (2) iii i iv ii 
 (3) i iv iii ii  
 (4) ii iii i iv 
 
44. Match the following tag line :  

 List – I 
(Brand) 

  List – II 
(Tag Line) 

a. Telenor i. Smart Phone 
b. Vodafone ii. Digital Life 
c. Vivo iii. Power to You 
d. Jio iv. Life full Paisa Vasool  

 Codes : 
  a b c d  
 (1) iv iii i ii 
 (2) ii i iv iii 
 (3) i iv iii ii  
 (4) iii ii i iv 
 
45. Match List – I with List – II :  

 List – I 
(Author) 

  List – II 
(Contribution) 

a. F. de Sauffure  i. Sign categories  
b. I.A. Richards ii. Profusion of signs 
c. C.H. Pierce iii. Referents 
d. George Gerbner iv. Media precepts  

 Codes : 
  a b c d  
 (1) i iii iv ii 
 (2) ii iv i iii 
 (3) ii iii i iv  
 (4) i ii iv iii 
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43. ×®Ö´®Ö×»Ö×ÜÖŸÖ ÛúÖê ÃÖã´Öê×»ÖŸÖ Ûúß×•Ö‹ : 
 ÃÖæ“Öß – I 

(»ÖêÜÖÛú) 
  ÃÖæ“Öß– II 

(¯ÖãÃŸÖÛú) 
a. ²ÖêŒÃÖ™ü¸ü †Öî¸ü ²Öî²Öß  i. ´ÖÖÃÖ ´Öß×›üµÖÖ ×¸üÃÖ“ÖÔ : ‹®Ö ‡Ó™ÒüÖê›üŒÃÖ®Ö 
b. ²Ö¸üÖ®Ö †Öî¸ü ›êü×¾ÖÃÖ ii. £µÖÖê×¸ü•Ö †Öò±ú Êæ´Ö®Ö Ûú´µÖã×®ÖÛêú¿Ö®Ö 
c. ×»Ö×™ü»Ö•ÖÖò®Ö iii. ´ÖÖÃÖ Ûú´µÖã×®ÖÛêú¿Ö®Ö £µÖÖê¸üß : ±úÖˆ®›êü¿Ö®Ö, 

±ú´Öí™ü ‹Þ›ü  °µÖæ“Ö¸ü 
d. ×¾Ö´Ö¸ü †Öî¸ü ›üÖê×´Ö×®ÖÛú iv. ¤ü ²Öê×ÃÖÛú †Öò±ú Ûú´µÖã×®ÖÛêú¿Ö®Ö ×¸üÃÖ“ÖÔ 
    

 Ûæú™ü : 
  a b c d  
 (1) iv iii ii i 
 (2) iii i iv ii 
 (3) i iv iii ii  
 (4) ii iii i iv 
 
44. ×®Ö´®Ö×»Ö×ÜÖŸÖ ™îüÝÖ »ÖÖ‡®Ö ÛúÖê ÃÖã´Öê×»ÖŸÖ Ûúß×•Ö‹ : 

 ÃÖæ“Öß – I 
(²ÖÎÖÓ›ü) 

  ÃÖæ“Öß– II 
(™îüÝÖ »ÖÖ‡®Ö) 

a. ™êü»Öß®ÖÖê¸ü i. Ã´ÖÖ™Ôü ±úÖê®Ö 
b. ¾ÖÖê›üÖ±úÖê®Ö ii. ×›ü×•Ö™ü»Ö »ÖÖ‡±ú 
c. ×¾Ö¾ÖÖê iii. ¯ÖÖ¾Ö¸ü ™ãü µÖæ 
d. ×•Ö†Öê iv. »ÖÖ‡±ú ±ãú»Ö ¯ÖîÃÖÖ ¾ÖÃÖæ»Ö 

 
 Ûæú™ü : 
  a b c d  
 (1) iv iii i ii 
 (2) ii i iv iii 
 (3) i iv iii ii  
 (4) iii ii i iv 
 
45. ÃÖæ“Öß– I ÛúÖê ÃÖæ“Öß– II ÃÖê ÃÖ´Öê×»ÖŸÖ Ûúß×•Ö‹ : 

 ÃÖæ“Öß – I 
(»ÖêÜÖÛú) 

  ÃÖæ“Öß– II 
(†¾Ö¤üÖ®Ö) 

a. ‹±ú.›üß ÃÖÖî±ú¸ü i. ÃÖÖ‡®Ö Ûîú™êüÝÖ¸üß  
b. †Ö‡Ô. ‹. ×¸ü“Ö›ÔËüÃÖ ii. ¯ÖÏÖê°µÖæ•Ö®Ö †Öò±ú ÃÖÖ‡®ÃÖ 
c. ÃÖß.‹“Ö. ¯ÖßµÖÃÖÔ iii. ×¸ü±ú¸ëü™ü 
d. •ÖÖ•ÖÔ ÝÖ²ÖÔ®Ö¸ü iv. ´Öß×›üµÖÖ ×¯ÖÏÃÖê¯™ËüÃÖ 

 Ûæú™ü : 
  a b c d  
 (1) i iii iv ii 
 (2) ii iv i iii 
 (3) ii iii i iv  
 (4) i ii iv iii 
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 Read the following passage and answer questions from 46 to 50 : 

 
 Brands have been around since ancient times. In 3000 BC, in Ancient Egypt, symbols 
were used to identify the bricks leading to pharaoh tombs; in 2000 BC, in ancient Palestine, 
signs were employed to distinguish pottery. The word brand comes from the Old Norse word 
brandr (North Germanic language of the Scandinavian peoples prior to 1350 AD) which means 
‘to burn’ or, more specifically, to mark livestock. According to a widely accepted definition, a 
brand is a name, term, sign, symbol, or design, or a combination of these elements intended to 
identify and differentiate a product in the minds of concerned subjects. According to this 
definition, there are four ingredients which characterize a brand. Firstly, a brand consists of 
names, symbols, designs, or any other feature, which constitute its brand elements. These brand 
elements refer to the logotype, packaging and other tangible constituent parts of a product. 
Secondly, brands identify and differentiate a branded product, both roles being the fundamental 
functions of a brand. A brand identifies the goods and services of a seller and attests the 
product’s source. Identification is objective; it relies only on the capacity of names, symbols, 
designs and any other external cue to describe or insinuate where the offering comes from. 
Other than the purpose of identification, a brand differentiates the seller’s offering from that of 
competitors. Contrary to identification, differentiation is subjective and depends on consumers’ 
perceptions, attitudes and behaviour towards the brand. Differentiation does not occur just 
because the name or logotype on a product is distinct from that of competitors; differentiation 
implies that consumers perceive differences among brands in a product category. Therefore, it is 
possible that a brand name or logotype identifies a product but does not differentiate it from 
competitors. For example, brand name mentions product categories such as writing pads, 
rubbers, felt tip pens, markers and photocopy paper, where brands, despite having distinctive 
brand elements, do not differentiate. Hence, brand elements per se do not differentiate. In short, 
both functions are necessary and only when a brand identifies and differentiates a product is it 
possible to talk about a branded product. Thirdly, brands involve products. Products, in a wide 
sense, refer not only to physical goods and services, but also to experiences, retailers and 
distributors, events, people, geographical locations, properties, organizations, information and 
ideas. Hence, almost everything can be branded, as some well-known branding cases confirm. 
For example, a number of physical goods, once considered commodities, have been successfully 
branded in recent years. Also ‘products’ such as sports, political candidates and religions are 
actively branded today. Lastly, a brand’s identification and differentiation functions occur in the 
minds of the subjects concerned. A brand is thus ultimately something that resides in the 
subject’s memory. 
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 ×®Ö´®Ö×»Ö×ÜÖŸÖ ÝÖªÖÓ¿Ö ¯ÖœÌüÛú¸ü ¯ÖÏ¿®Ö 46 ÃÖê  50 Ûêú ˆ¢Ö¸ü ×»Ö×ÜÖµÖê : 

 

 ¯ÖÏÖ“Öß®Ö ÛúÖ»Ö ÃÖê Æüß ²ÖÎÖÓ›ü ¸üÆêü Æïü… 3000 ‡ÔÃÖÖ ¯Öæ¾ÖÔ, ¯ÖÏÖ“Öß®Ö ×´ÖÄÖ ´Öë ±ú¸üÖ†Öê Ûêú ´ÖÛú²Ö¸êü ´Öë »ÖÝÖß ‡Õ™ü Ûúß ¯ÖÆü“ÖÖ®Ö Ûêú ×»Ö‹ 

ÃÖÓÛêúŸÖÖë ÛúÖ ¯ÖÏµÖÖêÝÖ ÆüÖêêüŸÖÖ £ÖÖ, 2000 ‡ÔÃÖÖ ¯Öæ¾ÖÔ ¯ÖÏÖ“Öß®Ö ×±ú»ÖßÃŸÖß®Ö ´Öë, ×“ÖÅ®ÖÖë ÛúÖ ¯ÖÏµÖÖêÝÖ ´Öé¤ü³ÖÖÓ›ü (Ûãú´ÆüÖ¸üß) ×´Ö¼üß Ûêú ²ÖŸÖÔ®Ö ´Öë 

×¾Ö³Öê¤ü Ûú¸ü®Öê Ûêú ×»Ö‹ ÆüÖêŸÖÖ £ÖÖ… ‘²ÖÎÖÓ›ü’ ¿Ö²¤ü Ûúß ¾µÖãŸ¯Ö×¢Ö ¯Öã¸üÖ®Öê ®ÖÖêÃÖÔ ³ÖÖÂÖÖ Ûêú ¿Ö²¤ ü brandr (1350 ‹ ›üß ÃÖê ¯Öæ¾ÖÔ 

ÃÛêú×®›ü®Öê×¾ÖµÖÖ Ûêú »ÖÖêÝÖÖë Ûúß ˆ¢Ö¸ü •Ö´ÖÔ®Öß Ûúß ³ÖÖÂÖÖ) ÃÖê Æãü‡Ô Æîü ×•ÖÃÖÛúÖ †×³Ö¯ÖÏÖµÖ “•Ö»ÖÖ®Öê” †£Ö¾ÖÖ †Öî¸ü †×¬ÖÛú ×¾Ö×¿ÖÂ™ü ºþ¯Ö ÃÖê 

¯Ö¿Öã¬Ö®Ö Ûúß ¯ÖÆü“ÖÖ®Ö ÃÖê Æîü… ÃÖã-Ã¾ÖßÛéúŸÖ ¯Ö×¸ü³ÖÖÂÖÖ Ûêú †®ÖãÃÖÖ¸,ü ²ÖÎÖÓ›ü ÛúÖê‡Ô ®ÖÖ´Ö, ¯Ö¤ü, ×“ÖÅ®Ö, ÃÖÓÛêúŸÖ µÖÖ ×›ü•ÖÖ‡®Ö †£Ö¾ÖÖ ‡®Ö ÃÖ³Öß 

ÛúÖ ÃÖÓµÖÖê•Ö®Ö Æîü ×•ÖÃÖÛúÖ †Ö¿ÖµÖ ÃÖÓ²ÖÓ×¬ÖŸÖ ¾µÖ×ŒŸÖµÖÖë Ûêú ´Ö®Ö ´Ö×ÃŸÖÂÛú ´Öê ×ÛúÃÖß ˆŸ¯ÖÖ¤ü Ûúß ¯ÖÆü“ÖÖ®Ö ²Ö®ÖÖ®ÖÖ †Öî¸ü ˆ®Ö´Öë ×¾Ö³Öê¤ü 

Ûú¸ü®ÖÖ Æîü… ‡ÃÖ ¯Ö×¸ü³ÖÖÂÖÖ Ûêú †®ÖãÃÖÖ¸üü, ×ÛúÃÖß ²ÖÎÖÓ›ü Ûúß ×¾Ö¿ÖêÂÖŸÖÖ ²ÖŸÖÖ®Öê ¾ÖÖ»Öê “ÖÖ¸ü ´Öæ»Ö ŸÖ¢¾Ö Æïü …ü ÃÖ¾ÖÔ¯ÖÏ£Ö´Ö ×ÛúÃÖß ³Öß ²ÖÎÖÓ›ü ´Öë 

®ÖÖ´Ö, ÃÖÓÛêúŸÖ, ×›ü•ÖÖ‡®Ö †£Ö¾ÖÖ ÛúÖê‡Ô †®µÖ ×¾Ö¿ÖêÂÖŸÖÖ ÆüÖêŸÖß Æîü ×•ÖÃÖÃÖê ²ÖÎÖÓ›ü ²Ö®ÖŸÖÖ Æîü… ²ÖÎÖÓ›ü Ûêú µÖê ŸÖ¢¾Ö ×ÛúÃÖß ³Öß ˆŸ¯ÖÖ¤üü Ûêú »ÖÖêÝÖÖê, 

¯ÖîÛêúØ•ÖÝÖ †Öî¸ü †®µÖ ´ÖæŸÖÔ ×®Ö´ÖÖÔÞÖ ŸÖ¢¾Ö Æïü… ¤æüÃÖ¸üß ²ÖÖŸÖ µÖÆü Æîü ×Ûú, ²ÖÎÖÓ›ü ÃÖê ×ÛúÃÖß ˆŸ¯ÖÖ¤ü Ûúß ¯ÖÆü“ÖÖ®Ö †Öî¸ü ‡ÃÖ´Öë ×¾Ö³Öê¤ü Æîü, µÖê 

¤üÖê®ÖÖë ³Öæ×´ÖÛúÖ‹Ñ ×ÛúÃÖß ²ÖÎÖÓ›ü Ûêú ´Öæ»Ö³ÖæŸÖ ÛúÖµÖÔ Æïü … ²ÖÎÖÓ›ü ÃÖê ×ÛúÃÖß ×¾ÖÛÎêúŸÖÖ Ûúß ¾ÖÃŸÖã †Öî¸ü ÃÖê¾ÖÖ Ûúß ¯ÖÆü“ÖÖ®Ö ÆüÖêŸÖß Æîü †Öî¸ü ‡ÃÖ´Öë 

ˆŸ¯ÖÖ¤ü Ûêú ÄÖÖêŸÖ ÛúÖê ³Öß ¯ÖÏ´ÖÖ×ÞÖŸÖ ×ÛúµÖÖ •ÖÖŸÖÖ Æîü… ‡ÃÖÛúÖ »ÖõµÖ ¯ÖÆü“ÖÖ®Ö Ûú¸ü®ÖÖ Æîü, ‡ÃÖ´Öë ‡ÃÖÛúß ¯Öê¿ÖÛú¿Ö ×Ûú‹ •ÖÖ®Öê Ûêú ÄÖÖêŸÖ Ûúß 

•ÖÖ®ÖÛúÖ¸üß Ûêú ×»Ö‹ Ûêú¾Ö»Ö ®ÖÖ´Ö, ÃÖÓÛêúŸÖ, ×›ü•ÖÖ‡®Ö †Öî¸ü ×ÛúÃÖß †®µÖ ²ÖÖÊ •ÖÖ®ÖÛúÖ¸üß Ûúß õÖ´ÖŸÖÖ ¯Ö¸ü Æüß ³Ö¸üÖêÃÖÖ ×ÛúµÖÖ •ÖÖŸÖÖ Æî … 

¯ÖÆü“ÖÖ®Ö ×Ûú‹ •ÖÖ®Öê Ûêú ¯ÖÏµÖÖê•Ö®Ö Ûêú †»ÖÖ¾ÖÖ, ×ÛúÃÖß ²ÖÎÖÓ›ü ÃÖê ×¾ÖÛÎêúŸÖÖ «üÖ¸üÖ Ûúß ÝÖ‡Ô ¯Öê¿ÖÛú¿Ö †Öî¸ü ˆÃÖÛêú ¯ÖÏ×ŸÖ«ü®¤üß «üÖ¸üÖ Ûúß ÝÖ‡Ô 

¯Öê¿ÖÛú¿Ö ´Öë ×¾Ö³Öê¤ü ³Öß ×ÛúµÖÖ •ÖÖŸÖÖ Æîü… ¯ÖÆü“ÖÖ®Ö Ûêú ×¾Ö¯Ö¸üßŸÖ, ×¾Ö³Öê¤ü ÃÖÖ¯ÖêõÖ Æîü †Öî¸ü µÖÆü ²ÖÎÖÓ›ü Ûêú ¯ÖÏ×ŸÖ ˆ¯Ö³ÖÖêŒŸÖÖ Ûêú †¾Ö²ÖÖê¬Ö, 

†×³Ö¾Öé×¢Ö †Öî¸ü ¾µÖ¾ÖÆüÖ¸ü ¯Ö¸ü ×®Ö³ÖÔ¸ü Ûú¸üŸÖÖ Æîü… ×ÛúÃÖß ˆŸ¯ÖÖ¤ü Ûêú ®ÖÖ´Ö µÖÖ »ÖÖêÝÖÖê Ûêú †Ö¬ÖÖ¸ü ¯Ö¸ü Æüß ×¾Ö×³Ö®®Ö ÛÓú¯Ö×®ÖµÖÖë Ûêú ˆŸ¯ÖÖ¤ü ´Öë 

×¾Ö³Öê¤ü ®ÖÆüà ×ÛúµÖÖ •ÖÖŸÖÖ Æîü, ×¾Ö³Öê¤ü ÛúÖ †×³Ö¯ÖÏÖµÖ Æîü ×Ûú ˆ¯Ö³ÖÖêŒŸÖÖ  ×ÛúÃÖß ˆŸ¯ÖÖ¤ü Ûúß ÁÖêÞÖß ´Öë ²ÖÎÖÓ›ü Ûêú †ÓŸÖ¸ü ÛúÖê ÃÖ´Ö—ÖŸÖÖ Æîü… 

†ŸÖ: ÃÖÓ³Ö¾Ö Æîü ×Ûú ×ÛúÃÖß ²ÖÎÖÓ›ü µÖÖ »ÖÖêÝÖÖê ÃÖê ˆŸ¯ÖÖ¤ü Ûúß ¯ÖÆü“ÖÖ®Ö ÆüÖê ×Ûú®ŸÖã µÖÆü ‡ÃÖê ¯ÖÏ×ŸÖÃ¯ÖÙ¬ÖµÖÖë ÃÖê †»ÖÝÖ ®ÖÆüà Ûú¸üŸÖÖ Æîü… 

ˆ¤üÖÆü¸üÞÖÖ£ÖÔ, ²ÖÎÖÓ› Ûêú ®ÖÖ´Ö ´Öê ˆŸ¯ÖÖ¤ü Ûúß ÁÖêÞÖß µÖ£ÖÖ »ÖêÜÖ®Ö ¯Öî›ü, ¸ü²Ö¸ü, ±úê»™ü ×™ü¯Ö ¯Öê®Ö, ´ÖÖÛÔú¸ü, ±úÖê™üÖêÛúÖò̄ Ößü ÛúÖÝÖ•Ö •ÖÆüÖÑ ²ÖÎÖÓ›ü Ûúß 

×¾Ö×¿ÖÂ™ü ¾Ö ×³Ö®®Ö ²ÖÎÖÓ›ü¯Ö¸üÛú ŸÖ¢¾ÖÖë Ûêú ²ÖÖ¾Ö•Öæ¤ü ³Öß ˆ®Ö´Öë ×¾Ö³Öê¤ü ®ÖÆüà ×ÛúµÖÖ •ÖÖ ÃÖÛúŸÖÖ Æîü … †ŸÖ: ²ÖÎÖÓ›ü Ûêú ŸÖ¢¾ÖÖë ´Öë ´Öæ»Öºþ¯Ö ÃÖê 

ÛúÖê‡Ô ×¾Ö³Öê¤ü ®ÖÆüà Æîü … ÃÖÓõÖê¯Ö ´Öë ¤üÖê®ÖÖë ÛúÖµÖÔ †Ö¾Ö¿µÖÛú Æïü †Öî¸ü Ûêú¾Ö»Ö ‹êÃÖê ÃÖ´ÖµÖ ´Öë •Ö²Ö ×ÛúÃÖß ²ÖÎÖÓ›ü ÃÖê ˆŸ¯ÖÖ¤ü Ûúß ¯ÖÆü“ÖÖ®Ö †Öî¸ü 

ˆ®Ö´Öë †ÓŸÖ¸ü Ã£ÖÖ×¯ÖŸÖ ×ÛúµÖÖ •ÖÖŸÖÖ Æîü ŸÖ²Ö ×ÛúÃÖß ²ÖÎÖÓ›üµÖãŒŸÖ ˆŸ¯ÖÖ¤ü Ûúß ²ÖÖŸÖ Ûú¸ü®ÖÖ ÃÖÓ³Ö¾Ö ÆüÖê ¯ÖÖŸÖÖ Æîü … ŸÖßÃÖ¸üß ²ÖÖŸÖ µÖÆü Æîü ×Ûú 

²ÖÎÖÓ›ü ´Öë ˆŸ¯ÖÖ¤ü ¿ÖÖ×´Ö»Ö Æïü … ¾µÖÖ¯ÖÛú †£ÖÔ ´Öë, ˆŸ¯ÖÖ¤ü ÃÖê Ûêú¾Ö»Ö ³ÖÖî×ŸÖÛú ºþ¯Ö ÃÖê ¾ÖÃŸÖã †Öî¸ü ÃÖê¾ÖÖ†Öë ÛúÖ ŸÖÖŸ¯ÖµÖÔ ®ÖÆüà Æîü ²Ö×»Ûú 

‡ÃÖÛúÖ ÃÖÓ²ÖÓÓ¬Ö †®Öã³Ö¾Ö, ÜÖã¤ü¸üÖ ×¾ÖÛÎêúŸÖÖ†Öë †Öî¸ü ÃÖÓ×¾ÖŸÖ¸üÛúÖë, »ÖÖêêÝÖ, ³ÖÖîÝÖÖê×»ÖÛú †¾Ö×Ã£Ö×ŸÖ, ÃÖÓ¯Ö×¢Ö, ÃÖÓÝÖšü®Ö, ÃÖæ“Ö®ÖÖ †Öî¸ü ×¾Ö“ÖÖ¸ü ÃÖê 

³Öß Æî ü… †ŸÖ‹¾Ö ¯ÖÏÖµÖ: ÃÖ³Öß “Öß•Ö Ûúß ²ÖÎÖÓØ›üÝÖ Ûúß •ÖÖ ÃÖÛúŸÖß Æîü •ÖîÃÖÖ ×Ûú Ûãú”û ÃÖã¯Ö×¸ü×“ÖŸÖ ²ÖÎÖÓØ›üÝÖ ÃÖê †×³Ö¯ÖãÂ™ü ÆüÖêŸÖÖ Æîü… 

ˆ¤üÖÆü¸üÞÖÖ£ÖÔ, ²ÖÆãüŸÖ ÃÖß ‹êÃÖß ¾ÖÃŸÖã‹Ñ ×•Ö®Æëü ‹Ûú ÃÖ´ÖµÖ ´Öë ÃÖÖ´ÖÝÖÏß ´ÖÖ®ÖÖ •ÖÖŸÖÖ £ÖÖ, ÆüÖ×»ÖµÖÖ ¾ÖÂÖÖí ´Öê ‡®ÖÛúß ÃÖ±ú»ÖŸÖÖ¯Öæ¾ÖÔÛú ²ÖÎÖÓØ›üÝÖ 

Ûúß ÝÖ‡Ô Æîü…  µÖÆüÖÑ ŸÖÛú ×Ûú †²Ö ÜÖê»Ö, ¸üÖ•Ö®Öß×ŸÖÛú ¯ÖÏŸµÖÖ¿Öß †Öî¸ü ¬Ö´ÖÖí Ûúß ³Öß ²ÖÎÖÓØ›üÝÖ ÆüÖê®Öê »ÖÝÖß Æîü… †ÓŸÖŸÖ: ×ÛúÃÖß ³Öß ²ÖÎÖÓ›ü Ûúß 

¯ÖÆü“ÖÖ®Ö †Öî¸ü †®µÖ ˆŸ¯ÖÖ¤üÖë ÃÖê ‡ÃÖÛúß ŸÖã»Ö®ÖÖ ÃÖÓ²ÖÓ×¬ÖŸÖ ¾µÖ×ŒŸÖµÖÖë Ûúß ÃÖÖê“Ö ¯Ö¸ ×®Ö³ÖÔ¸ü Æîü… †®ŸÖ ´Öë ²ÖÎÖÓ›ü ‹êÃÖß “Öß•Ö Æîü •ÖÖê ¾µÖ×ŒŸÖ 

Ûúß Ã´Öé×ŸÖ ´Öë ¸üÆüŸÖÖ Æî ü…ü   ü 
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46. What is the intended use of a brand ?   

 (1) To burn every product  

 (2) To purchase livestock 

 (3) To employ distinguished potters 

 (4) To differentiate the product in the minds of consumers 

 

47. What purpose does the brand serve ?   

 (1) To identify the product’s source 

 (2) To create more brands in the market. 

 (3) To increase more marketing channels. 

 (4) To give good names to products. 

 

48. What can brands do other than identification ?   

 (1) They offer free gifts. 

 (2) They are an attractive logotypes. 

 (3) They solicit frequent sellers. 

 (4) They differentiate the selling price of one brand to another. 

 

49. What is the advantage of a brand ?   

 (1) Provides information and ideas. 

 (2) Provides disinformation about a product. 

 (3) Encourages relationship between sellers and retailers. 

 (4) Prompts impulsive buying. 

 

50. What is the ultimate purpose of a brand ?   

 (1) It resides in subject’s memory. 

 (2) It encourages creative ideas. 

 (3) It decides the future of political candidates. 

 (4) It drives people into depression. 

_________ 
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46. ²ÖÎÖÓ›ü Ûêú ˆ¯ÖµÖÖêÝÖ ÛúÖ †Ö¿ÖµÖ ŒµÖÖ Æîü ?   

 (1) ¯ÖÏŸµÖêÛú ˆŸ¯ÖÖ¤ü ÛúÖê •Ö»ÖÖ®ÖÖ …   

 (2) ¯Ö¿Öã¬Ö®Ö ÛúÖ ÛÎúµÖ 

 (3) ÃÖã-×¾ÖÜµÖÖŸÖ (ÝÖÞÖ´ÖÖ®µÖ) Ûãú´ÆüÖ¸üÖë ÛúÖê ×®ÖµÖãŒŸÖ Ûú¸ü®ÖÖ … 

 (4) ˆ¯Ö³ÖÖêŒŸÖÖ Ûêú ´Ö×ÃŸÖÂÛú ´Öë ˆŸ¯ÖÖ¤ü Ûúß ¯ÖÆü“ÖÖ®Ö  

 

47. ²ÖÎÖÓ›ü ÃÖê ÛúÖî®Ö ÃÖÖ ¯ÖÏµÖÖê•Ö®Ö ×ÃÖ¨ü ÆüÖêŸÖÖ Æîü ?   

 (1) ˆŸ¯ÖÖ¤ü Ûêú ÄÖÖêŸÖ Ûúß ¯ÖÆü“ÖÖ®Ö Ûú¸ü®ÖÖ … 

 (2) ²ÖÖ•ÖÖ¸ü ´Öë †Öî¸ü †×¬ÖÛú ²ÖÎÖÓ›ü ˆ¯Ö»Ö²¬Ö Ûú¸üÖ®ÖÖ … 

 (3) ×¾Ö¯ÖÞÖ®Ö Ûêú ´ÖÖ¬µÖ´ÖÖë ´Öë ¾Öé×¨ü 

 (4) ˆŸ¯ÖÖ¤üÖë ÛúÖê †“”êû ®ÖÖ´Ö ¤êü®ÖÖ … 

 

48. ²ÖÎÖÓ›ü ¯ÖÆü“ÖÖ®Ö Ûêú †»ÖÖ¾ÖÖ †Öî¸ü ŒµÖÖ Ûú¸ü ÃÖÛúŸÖÖ Æîü ?   

 (1) ‡®ÖÃÖê ×®Ö:¿Öã»Ûú ˆ¯ÖÆüÖ¸ü ¯ÖÏÖ¯ŸÖ ÆüÖêŸÖÖ Æîü … 

 (2) µÖê †ÖÛúÂÖÔÛú »ÖÖêÝÖÖë Æïü … 

 (3) µÖê ²ÖÖ¸ü-²ÖÖ¸ü ÜÖ¸üß¤ü®Öê ¾ÖÖ»ÖÖë ÃÖê †ÖÝÖÏÆü Ûú¸üŸÖê Æïü … 

 (4) ‡®ÖÃÖê ‹Ûú ²ÖÎÖÓ›ü †Öî¸ü ¤æüÃÖ¸êü ²ÖÎÖÓ›ü Ûêú ×¾ÖÛÎúµÖ ´Öæ»µÖ ´Öë †ÓŸÖ¸ü ÆüÖê ¯ÖÖŸÖÖ Æîü…  

 

49. ²ÖÎÖÓ›ü ÃÖê ŒµÖÖ »ÖÖ³Ö Æîü ?   

 (1) ‡ÃÖÃÖê ÃÖæ“Ö®ÖÖ †Öî¸ü ×¾Ö“ÖÖ¸ü ¯ÖÏÖ¯ŸÖ ÆüÖêŸÖÖ Æîü … 

 (2) ‡ÃÖÃÖê ˆŸ¯ÖÖ¤ü Ûêú ²ÖÖ¸êü ´Öë ÝÖ»ÖŸÖ ÃÖæ“Ö®ÖÖ ¯ÖÏÖ¯ŸÖ ÆüÖêŸÖß Æîü … 

 (3) ‡ÃÖÃÖê ×¾ÖÛÎêúŸÖÖ †Öî¸ü ÜÖã¤ü¸üÖ ×¾ÖÛÎêúŸÖÖ Ûêú ´Ö¬µÖ ÃÖÓ²ÖÓ¬Ö ÛúÖê ¯ÖÏÖêŸÃÖÖÆü®Ö ×´Ö»ÖŸÖÖ Æîü … 

 (4) ‡ÃÖÃÖê ÛÎúµÖ Ûêú ×»Ö‹ †×ŸÖ ŸÖŸ¯Ö¸üŸÖÖ ²ÖœÌüŸÖß Æîü … 

 

50. ×ÛúÃÖß ²ÖÎÖÓ›ü ÛúÖ †Ó×ŸÖ´Ö ˆ§êü¿µÖ ŒµÖÖ Æîü ?   

 (1) µÖÆü ¾µÖ×ŒŸÖ Ûúß Ã´Öé×ŸÖ ´Öë ¸üÆüŸÖÖ Æîü … 

 (2) ‡ÃÖÃÖê ÃÖé•Ö®ÖÖŸ´ÖÛú ×¾Ö“ÖÖ¸üÖë ÛúÖê ²ÖœÌüÖ¾ÖÖ ×´Ö»ÖŸÖÖ Æîü … 

 (3) ‡ÃÖÃÖê ¸üÖ•Ö®Öß×ŸÖÛú ¯ÖÏŸµÖÖ×¿ÖµÖÖë ÛúÖ ³Ö×¾ÖÂµÖ ×®Ö¬ÖÖÔ×¸üŸÖ ÆüÖêŸÖÖ Æîü … 

 (4) ‡ÃÖÃÖê »ÖÖêÝÖ ®Öî¸üÖ¿µÖ Ûúß ×Ã£Ö×ŸÖ ´Öë ¯ÖÆãÑü“Ö •ÖÖŸÖê Æïü…  

_________ 



Space For Rough Work
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