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MASS COMMUNICATION AND JOURNALISM
Paper — lI

Note : This paper containgfty (50) objective typequestions oftwo (2) marks eachAll
guestions are compulsory.

1. According to critics, effects modedse 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) CarlHovland

6. Identify the researcher who distinguishtb@ 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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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. Theorganization/nternationhFreedom of Expression Exahge, is located in
(1) the USA (2) the UK
(3) Australia (4) Canada
10. Section 499 of Indian Penal Code (IPGhtains the criminal liability of
(1) copyright (2) contempt of court
(3) defamation (4) sedition
11. In cases of copyright viation, the interlocutory injunion is considered as a
remedy.
(1) Final (2) Constitutional
(3) Non-conforming (4) Discretionary
12. The object of the Press and RegistratioBobks Act, 1867, is merely to reqgulate
for preservation of copies dboks and newspapers.
(1) Printing presses (2) Publishers
(3) Printers (4) Authors
13. The memorandum to control the selectmnnewspapers 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
Paper-II 4 JA-063-17
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14. The major strategy of paripatory communication is
(1) Government scheme (2) Top-down approach
(3) Information dissemination (4) Dialogue
15. Los Banos School is associated with
(1) Cultural communication J2 Development communication
(3) Riskcommunication (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 canhbe divided into
(1) values (2) phenomena
(3) groups (4) sub-parts
19. The difference between sample and population values will show
(1) therange (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 usethke the picture is called
(1) Shutter Speed (2) Shutter Release
(3) Camera Body (4) Lens
Paper-Il 6 JA-063-17
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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 ptien to advertise is known as
(1) Make-good rate (2) Impact rate
(3) Mandatory rate (4) Loading rate
24. Communication audit is commongmployed 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 attempisdentify the levebf in a piece of
text.
(1) Fog (2) Excellence
(3) Caodification (4) Abstraction
28. Assertion (A) : In the practice of his or her pessional activities, a public relations
practitioner should respect the colleetidignity of the publics, but not of
individuals.
Reason (R) :1t is his/her responsibility to dé& properly with everyone around that
includes colleagues, employenedia and public at large.
Codes:
(1) Both (A) and (R) are true.
(2) Both (A) and (R) are true, but (R)not the correctelanation of (A).
(3) (A)is true, but (R) is false.
(4) (A)is false, but (R) is true.
Paper-Ii 8 JA-063-17
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29. Assertion (A) : A public relations practitioner shallmaintain the highest level of
professionalism to achieve the specific targets identified.

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

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

(2) Both (A) and (R) are true, but (R)not the correctglanation 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 contentsriass 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 (B)not the correctelanation 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 sustaieiththold 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)not the correctlanation of (A).
(3) (A)is true, but (R) is false.

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

Paper-Il 10 JA-063-17
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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)not the correctelanation of (A).
(3) (A)is true, but (R) is false.

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

33. Assertion (A) : Single screen cinemas arsajpearing fast in India.
Reason (R) :Because malls are being comsted in their place.
Codes:
(1) Both (A) and (R) are true and)(R the correct)planation of (A).
(2) Both (A) and (R) are true, but (R)not the correctglanation 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 Tylays 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)not the correctlanation of (A).
(2) Both (A) and (R) are correct and)(R the correctxplanation of (A).

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

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

35. Assertion (A) : Citizen journalism is differerftom professional journalism.
Reason (R) :Professional journalists dwt use social media to dissmate their stories.
Codes:
(1) Both (A) and (R) are correct, but (R)not the correctlanation of (A).
(2) Both (A) and (R) are correct and)(R the correctxplanation of (A).
(3) (A)is true, but (R) is false.
(4) (A)is false, but (R) is true.
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32. AfUHYA (A) : GO B SAHR THER 3 G HT TH 741 i a7 T ¢ |
aF (R) : Tt GIHRT ATIBRT TTBHRT B GoT STAH el e 3 o |
%
(1) (A) 3R (R)IH F& € |
(2) (A) 3R (R) 3HT T €, AfH (R), (A) Ff el =amem &l 51
(3) (A) W&l &, AT (R) Tord &
(4) (A)Ted &, e (R) W@l 1

33. afmed (A) : fTer S fgam TRa B oSt A o &1 @I e |
A% (R) : THiTh 37 T W TTeAl (malls) T FHTOT 7521 ST @1 7 |
ET
(1) (A) 3T (R)IH &l & 31 (R), (A) T Tt =0 ¢
(2) (A) 3R (R) 3HT T €, A (R), (A) Ff el =amer &l 51
(3) (A)TE, (R)Ted &

(4) (AT E, (R) T 2|

34, arfumeA (A) : fear Aew It e @ W gid & it edt Aehl & 310 Helldr Tal eid
gl
T (R) : s e Th =ge Hitean 2|
FT !
(1) (A) 3R (R)3H W&l &, =] (R), (A) i W&l =& =&l 7 |
(2) (A) 3R (R)3Hl W& € 3R (R), (A) F Tl =0 ¢ |
(3) (AW g, (R)TeM &l
(4) (AT E, (R) T 2|

35. IAfUHYA (A) : AR THHINAT ST TR 9 9= gidl ¢ |
T (R) : AEEES THR 30 R % TEAROT o oI Qs Hifgar s uanm T8l & €|
B
(1) (A) 3 (R)3H Wl &, @ik (R), (A) i el e =&l 2|
(2) (A) 3R (R)3Hl W& € 3R (R), (A) F Tl =0 ¢ |
(3) (AW g, (R)TeM &l
(4) (AT E, (R) T 2|
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36. Identify the chronological sequems of following AIR broadcasts :

(1)
)
®3)
(4)

Vividh Bharathi, School broadcaskssternal services, Rural broadcasts
School broadcasts, Rural broadcagigidh Bharathi, Exernal services
External services, Vividh Bhahat Rural broadcast$chool broadcasts

Rural broadcasts, Extal services, School brdeasts, Vividh Bharathi

37. ldentify the correct sequea of the following codes :

1)
(2)
®3)
(4)

Hays Code, Fairness Doctrjrigode of Athens, ASCI Code
ASCI Code, Hays Code, Fa#rss Doctrine, Code of Athens
Fairness Doctrine, Code Athens, ASCI Code, Hays Code
Code of Athens, ASCI Codeays Code, Fairness Doctrine

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

(1)
)
®3)
(4)

Margaret Gallagher, A.N. Valda, G. Tuchman, Betty Friedan
A.N. Valdivia, G. TuchmarBetty Friedan, Margaret Gallagher
G. Tuchman, Betty Friedan, Margaret Gallagher, A.N. Valdivia
Betty Friedan, G. Tuchman, Margt Gallagher, A.N. Valdivia

39. Identify the correct sequence of followingwgeagencies that operated in India :

(1)
(2)
©)
(4)

Free Press, Reuters, Associd®eess of India, United Press of India
Reuters, Associated Press of India, Free Press, United Press of India
Associated Press of India, Unitetess of India, Reers, Free Press

United Press of India, Reuterssgbdciated Press of India, Free Press

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

1)
(2)
3)
(4)
Paper-II

Linkedin, facebook, youtube, twitter
facebook, youtube, twitter, Linkedin
youtube, twitter, Linkedin, facebook

twitter, Linkedin, facebook, youtube

14 JA-063-17
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36. ARG STERITETUT RO T HITEhT STHHIRT T
(1) fafoy 9w, wpet o, foger F, wrior wgrRon
(2) THeT FERT, UTHIOT TR, fafae YR, fager e
(3) focer Tam, fafae R, ATHioT TREROT, THoT TRAROT
(4) BT FERO, forRer we, el TER, oty ARt

37. TR Fei T el 57 SR HIT ;
(1) & Hle, HIRAG, THRA, BT i T, T TH 9GF 3TE His
(2) TUH I IE FS, T HIE, FIRAY SHRH, IS 3 T
(3) T SRR, FIT 3MF T, T TF |l 3TE HE, &1 HIS
(4) IS AF TIG, T UG G 37E HiS, 7 DS, HRAT S

38. ARIETR! HifeAT g St Il FA STl HT Tl HH STHFEINT i ;

(1) HAWRE TR, T, dresiiadn, S, <aw, S5t hie

(2) U U, arceiiadn, St TaH, S8t RS, ARRE TR

(3) it T, SIE Wi, AIRE TR, W, T, Fegiior.
(4) I WIeA, S, T9HE, ATRE TR, T, U, Seeiiaar

39. YRA H 1 A el HETeRad THER TSEA 1 &l 559 SR Hife:
(1) ! 9w, T, THEUS U I e, gArds U S e
(2) TESY, THINAUE U S e, h U9, RS U AT gfear
(3) TUWITHULE UN A e, JATESS UW 31 3rea, aeH, Wil U9
(4) TATEES U S Sfedn, TEed, THIgueS U S Siear, i Ud

40. et gmifsier Miear Te®w o el hiotshd § ofET ;

(1) forbier, o, g=p, e

(2) T, IE, Taey, forle

(3) Fem, feaey, fothied, o,

o o o
(4) T, TeTehis, hHeeh, IS
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41.

42.

Match List — | with List — Il :

List— I List -1l
(Effect) (Realm)
a. Cognitive effect I Behavioural realm
b. Affective effect il. Belief realm
c. Conative effect iii.  Knowledge realm

d. Third-person effect iv.  Motivational realm
Codes :
a b c d

@ iiodi 0 v
2 i v i
) v i
4 v i i i
J 1 4
Match List — | with List — 1l :
.
List— 1| < List — Il [
<4 _

(Concept) Y1 = (Explanation)
a. Media literacy _ i Used in television sitcoms
b. Media gramr;tar' 1. Hownedia presents itself
c. Laugh t'rlack i%. Implicit message
d..  Sub-text iv.  Criticallyanalyzing media contents

~ Codes : o
- ' Y

a b c d
@ v i i i
2 i v i i
3 i i il v
4 i v i
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42.

T4

(1)
(2)
®3)
(4)

GIHTeHSE T

TeTcHeh THTel
[ERIER )

3 T T

iv.

= - I
(&)
SRR TaHl &7
Toreama &=
I &
AR &

G- | B el || F FAfed ST
- |
(HHTT)

=

o

(1)
()
©)
(4)

g (T

-\.1 (=T )

. g‘r\r\ e SN > .
l. st [Heenl+A ﬁ Agad
e

- L

.
LY

iii.i

iv.

Hifedr 27 3Tl H8 W&
FATE |

ST TSI

Afear & fawmaw W
SATATTTH [aveAToT
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43. Match the following :

List — |
(Author)
a. Baxter and Babbie I. Mass Ma Research : An Introduction
b. Baran & Davis il Theoriesf Human Communication
c. Littlejohn iii.  Mass Commnication Theory : Foundation,

Ferment and Future

d Wimmer and Dominick iv. The Bas of Communication Research

Codes :

a b C d
Q) iv i i i
(2) i [ v i
3) [ v i
@ i i i iv

44. Match the following tag line :

List —1 List -1l

(Brand) (Tag Line)
a. Telenor I. Smahone '
b. Vodafone i Digital Life \
c. Vivo i. PowertoYou |
d. Jo iv.  Life full Paisa Vasool
Codes::

a b C d o
@ v i i i R
2 i i iv il
3) i v i
4 i i iv

45. Match List — | with List — Il :

List - | List — Il
(AUtHor) (Contribution)
,,' a. F.de Sa?(urte I. Sign categories
‘ b. LA.Richards il. Profusion of signs
c. C.H.Pierce iii. Referents
d.  George Qerbner iv. Media precepts
Codes :
a b ¢ d
@) i v i
2 iioivoo i
3 i i 0 v
4 [ v il
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43.

44,

45.

=t st gaferd it
= — |
(FTE)

e |
(T&1®)

a, YRETARER Q. = e e o EACERE
b. WHARIET . AR A G FYHRIH
c. fafees= jii. T HEARTE SR WISV,

FHE TS W

d. T siRefmbE iv. 3 s e Fgfeee ke

T
a b ¢ d

@ v i i
@ i i v i
@) i v i i
@ i i i v

o oo

T ST ore st GHToTd HifTT

et - | = I

(&) (ST M)
SR i ERwH

a.
b. a®ma i, fefvea arw
C
d

foat ji. WERZTF
G iv. TEE G 0 A

T
a b ¢ d

@ v i
2 i 0 v i
@3) i v i i
(4) i i i v
G- | B G- ||  Fferd i
it | = I

(@EF), (3T
a. TUHE | S A

b. o T REgH ii. WHREH AE A=

c. HwmUEg i, [we
do S TERR|  iv. e fdea
%! _

a b c d

@ i i v i
@ i v i
@) i i i v
@ i i v i
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Read the following passage and answer questions4édm50 :

Brands have been around since ancignés. In 3000 BC, in Ancient Egypt, symbols
were used to identify the brickeading to pharaoh tombs; B000 BC, in ancient Palestine,
signs were employed to distinguish pottery. The wwahd comes from the Old Norse word
brandr (North Germanic language of the Scandiaavpeoples prior to 1350 AD) which means
‘to burn’ or, more specifically, to mark livestio. According to a widg 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 deerize a brand. Firsthg brand consists of
names, symbols, designs, or any other feature, which constitute its brand elements. These brand
elements refer to the logotype, packaging artemotangible constituérparts of a product.
Secondly, brandslentify anddifferentiate a branded product, both reléeing the fundamental
functions of a brand. A brand adtifies the goods and service$ a seller and attests the
product’s source. Identification @bjective; it relies only on #hcapacity of names, symbols,
designs and any other external cue to desarib@nsinuate 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, differation is subjective and depends on consumers’
perceptions, attitudes and behaviour towdtts brand. Differentiation does not occur just
because the name or logotype on a product is didtiom that of compébrs; differentiation
implies that consumers perceive differences aywands in a product gory. Therefore, it is
possible that a brand name logotype identifies a product bdbes not differentiate it from
competitors. For example, brand name mentions product categories such as writing pads,
rubbers, felt tip pens, marlkerand photocopy paper, where rta, despite having distinctive
brand elements, do not differentiate. Hence, bedathents per se do nofférentiate. In short,
both functions are necessary and only when adi@entifies and differentiates a product is it
possible to talk about laranded product. Thirdly, brands involvproducts. Products, in a wide
sense, refer not only to phyalcgoods and services, but alsm experiences, retailers and
distributors, events, people, geographical locetigroperties, organizations, information and
ideas. Hence, almost everything can be brdnds some well-known branding cases confirm.
For example, a number of physical goods, omresiclered commodities, have been successfully
branded in recent years. Also ‘products’ sashsports, political candidates and religions are
actively branded today. Lastly, a brand’s ideaéfion and differentiation functions occur in the
minds of the subjects concerned. A brand is thulismately something that resides in the
subject’s memory.
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FfeiEa e g uvT 46 ¥ 50 % ST fared

T T | 2 SiE W@ &1 3000 TE1 99, WA 58 § wRen & qehe H ol €2 6l UedH % fow
Tehal T UENT BT &1, 2000 4T a0 U Thelid= H, feet &1 wanT gevie (Ferh) gl & ad= o
g = & T giar o1 ‘Sie’ 9% @ gt W AN 9 % 5 brandr (1350T € & qd
Thi-eTeraT & G ol IR STHAT hi 91T W g% & FoTeht stfue “STer 3t SR eifye fafere w9 |
TITEA H TeEH W ¥ | G- GREIT & SER, SE e AW, Ug, faed, Woha a1 fesren erean g at
N TS & T ST et st % T AT B R Seg i Teee ST 3R S s
HET T TW IRAET & SFER, Bl g o TR sam ot 9 9ot O © | gavey e of e |
Y, Gohd, TesTrgm 31an g 31 fowiodr gidt & fSTed siie 9ar €1 siie & 3 o fopdll off S o oA,
BT 3R 31T T 0T ol €1 T 91 T8 € T, sife O foRdt Saug @ e iR 3Ed fawg ®, I
T JfHeRTd FRET ST o GorId w1 & | Sie | foRd foshdr st S 3R WelT Sl UedH @il € 3TN |
IS & A Bl WO T ST &1 ST e Ued AT €, SOH SEeh! TR R ST o Ei
SR & {10 sherer H, Hehd, TesTe 3T [t 31 9er STHepRI ol &HaT 9T & SR fohar S & |
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UITRRT H Taug off T ST €1 weae % fawdia, favg 9met € SR ' S & ufa SuMie o JTedr,
Mg IR Feer W X e &1 Tt Sears & A1 a1 & o STER W & iy hufai & 3cars o
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ST, TS o AT § I Bl VI T WG U, TR, Woe [0 U, AT, HISHhidl ST STl sig i
TaRTe o A= FTEWe el & STaslE i 3H (o8 el (a1 ST Wehcll & | 3T e & el § Jored
g T & & | T H I B TEvIE & R Hael TH T H S R e W IR F TEHH S
I 3T T fohan ST & A o6t siieger SAUg &l a1 e Tvel &1 OTal § | et o1 e § i
T H IS IMH & | AT 37 H, ST T hael Wi & F o] 3 Fareii &1 awead Fal ¢ e
ff § | Fua R T A ST H ST el § S o FP guRiad witeT ¥ R g 7
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46.

47.

48.

49.

50.

What is the intended use of a brand ?

(1)
)
®3)
(4)

To burn every product
To purchase livestock
To employ distinguished potters

To differentiate the praatt in the minds of consumers

What purpose does the brand serve ?

(1)
)
©)
(4)

To identify the product’s source
To create more brands in the market.
To increase more marketing channels.

To give good names to products.

What can brands do oth#van identification ?

(1)
)
@)
(4)

They offer free gifts.
They are an attractive logotypes.

They solicit frequent sellers.

They differentiate the seally price of one brand to another.

What is the advantage of a brand ?

(1)
)
©)
(4)

Provides information and ideas.
Provides disinformation about a product.
Encourages relationshiptibeen sellers and retailers.

Prompts impulsive buying.

What is the ultimate purpose of a brand ?

(1)
)
©)
(4)

Paper-l

It resides in subject’'s memory.
It encourages creative ideas.
It decides the futuref political candidates.

It drives people into depression.
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46.

47.

48.

49.

50.

S & IUINT T 39 F71 & ?

(1) WS IS H ST |

(2) TR T
(3) -fo=mma (VM) FERI F T FAT |

(4) ST % Gl | S B TEa

FE | DI T YA g g € ?

(1) 3R & B S Gga HET |

(2) ISR H 3R A SIg STA HIAT |
(3) TouuE & et ° gy

(4) 3RS I T AW AT |

FE Tg= & ST 3T T T Hehell § 2

(1) =9 (.9 STeR U e & |

(2) 3 HUE A E |

(3) I TR-ER TR Tl T SE A € |

(4) TIQ TH S 3R W 51 & Oeha goa | 37a< & i ¢ |

S T HT AT E ?

(1) =99 g 3R faom u gar ¢ |

(2) TEY IR & AN A ToAd G U et ¥ |

(3) =T foshar 31X TR foshar o Wex Fay i WedTe fHerdl ¢ |
(4) =E9 % % o et qoRar aeet € |

TRt sife =1 3ifam sevT s § 2
(1) e H Gad EAr g |

(2) TEQ GoMTcAS foaRT i dgre Herar € |
(3) T TSR weieral B Hfere Ui Biefm & |
(4) TEQ T T H FEAfd F ugT S §)
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