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75. An assertion (A) is provided along with 75. @3 KRS (4) € @3 I (R) el =itz |
a reasons (R). Find the correct option with regard (A) 9% (R)-43 =g AT Tedt 1w foice =@ |

to (A) and (R).

Assertion (A) : Impact analysis does not
demand studying how
discourse frames social
policy and social action,
in the context of
developmental
communication.

Reason (R) :The communitarian
approach focusses on
cognition and
communication
configurations as the
basis for understanding
control and social change.

Codes:
(A) Both (A) and (R) are true

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

(C) (A)is true, but (R) is false
(D) (A) is false, but (R) is true

Ao (A) ¢ THRTIS @IANEIR 2o
e F9 CHeg A
(discourse) FreI@AMIEH
TS (social policy) €
e i@ (social
action)-CF Sl I, ©f
LA FAF TIRE AT A |

I& (R) ¢ el g3k e
Gy AR IR
W] (M BO @R
RIINF TEE 89T |

A
(A) (A) @R (R) Tex2 19

(B) (A) € (R) Te33 7wy, 5% (R), (A)-7
SO ANl TR

(C) (A) 779y, 8 (R) e
(D) (A) fan, 58 (R) 7

76. An assertion (A) is provided along with
areasons (R). Find the correct option with regard

76. <=6 [KIf© (A) € ¢ & (R) ezl
| (A) G (R)-4F CFGa AT T’

to (A) and (R). 4 fre =@ |

Assertion (A) : The law of copyright is
also  applied to R9fe(A) ¢ TGEE [@AEE (Fge
advertisements in the FRNZH B2 2y |
media, FE(R) ¢ At @I PE ATH AE

Reason (R) : The copyright in the iz e Fraaea 1
advertising mgtter (=f47135) Rre e
belongs to the advertiser,
in the absence of any RIEREEE]
contract otherwise. T e

Codes:
(A) Both (A) and (R) are true

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

(C) (A)is true, but (R) is false
(D) (A) is false, but (R) is true

(A) (A) @=% (R) TeAZ 7o)

(B) (A) € (R) Temr 79, g (R),
(A)-7 Tolge I T

(C) (A) 779y, 8 (R) e
(D) (A) e, 58 (R) 7
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77. An assertion (A) is provided along with 77. @3 [KYFS (4) ¢ @3 I (R) el =iz |
a reasons (R). Find the correct option with regard (A) 9% (R)-43 =g AT Tedt 1w foice =@ |

to (A) and (R).

Assertion (A) : Viewers read television
programmes according to
the textual strategies
encoded in them.

Reason (R) :The traditional textual
analysis tended to be
authoritarian and the
reading was imposed on
the viewers.

Codes:
(A) Both (A) and (R) are true

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

(C) (A)is true, but (R) 1s false
(D) (A) is false, but (R) is true

e A) ¢ Ghfesmaempmaims
GHRIE @FHE (@@
AkEfee T A, (1R
S8 ! ST
29 I |

& (R) ¢ @disre A-Ruaaceiai=e
Rerel [ TIfE IS,
O3 wEma -2
@2 SIS 2@ AF |

7 2
(A) (A) @=% (R) TeTR 7o)

(B) (A) € (R) T=x2 719y, € (R), (A)F
SO ANl TR

(C) (A) 779y, 8 (R) e
(D) (A) fan, 58 (R) 7

78. An assertion (A) is provided along with
areasons (R). Find the correct option with regard
to (A) and (R).

Assertion (A)

78. @ 3fs (A) @ @36 3 (R) ezt
Sz | (A) 9% (R)-97 (0@ Af6F Teaf
e fite 23 |
: A more cultural version

of mediatheory proposes 71 (A)

¢ WLN-90€S (mediatheory)

that media have a bias G ARG oS AFT 2B
towards certain types of M @ MG (media) DI
subject matter. 15y 21 AR 217 (71X |

Reason (R) : It is an outcome of Q@(R) o L‘]%Wﬁg/ TSI SR €3
audience perception and R e
certain expected g 2w e
consequences. g |

Codes: 79 ¢

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

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

(C) (A)is true, but (R) is false
(D) (A) is false, but (R) is true

(A) (A) @=% (R) TeAZ 7o)

(B) (A) ¢ (R) T=3E Mwj, € (R),
(A)-3 ToY& 1y w9

(C) (A) 779y, 8 (R) e
(D) (A) fan, 58 (R) 7
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79. An assertion (A) is provided along with 79. <3 [IM© (A) @ @3l & (R) (el =z |
areasons (R). Find the correct option with regard (A) 93 (R)-93 (T TS Teals '«{IC@? forre =@ |

to (A) and (R).

Assertion (A) :Digital content creation
terms have to follow web
analytics and take
decisions  vis-a-vis
content creation.

Reason (R) :Web analytics provides
information about user
demographics and
pattern and duration of
content usage.

Codes:

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

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

(C) (A)is true, but (R) is false

e (A) ¢ <= fefenie famae 3 e
Sima S-Syl fEtEeE
SeprRel F0a g ot e
g el Tibw |

I R) ¢ eER-SNNIERR RN
A Oy, T e R
FARET 4T € IRIGEG
S S 7 |

7 2
(A) (A) @=% (R) TeAZ 7o)

(B) (A) € (R) T=x2 79y, € (R), (A)F
o ANl TR
(C) (A) 71y, € (R) fan

(D) (A) is false, but (R) is true (D) (A) e, & (R) 579

80. An assertion (A) is provided along with 80. @b KM (A) ¢ 9=l If& (R) (rewl

areasons (R). Find the correct option with regard SZ | (A) GR (R)-43 CF(q AT T 40e e
to (A) and (R).

|
Assertion (A) : The television news . .
presentation is a 7 (4) & T e TeRef
disjointed narrative. ifozel ST T2l |
Reason (R) :In the absence of W(R) s oo, Feiprcsy o oot
alternative credible TN 751/ RO &) PIOTC
information, the media oanid [F |
frames do matter for the o
g3
audience. “
Codes: (A) (A) 9% (R) T8 79
(A) Both () and (R) are true (B) (4) ¢ (R) T=R 9], € (R),
(A)-< TogE Il T

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

(C) (A)is true, but (R) is false
(D) (A) is false, but (R) is true

(C) (A) 779y, 8 (R) e
(D) (A) e, 58 (R) 7

[ Please Turn Over ]
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81. An assertion (A) is provided along with 81. ¥l [9fS (A) ¢ 4f 3@ (R) rei =iz |
areasons (R). Find the correct option with regard (A) G (R)-97 (q 103 Teafs rer fee 2|
to (A) and (R). Rgfe(A) ¢ e sffemifar Sus el

Assertion (A): Braer positioning does (TSI A= Aol
not influence the target

, . I Al
markets’ perception of
the brand. & (R) s e Afeifr @ @il
IS Tde) A9 (unique
value) Tw3 &I FIC2

Reason (R) : In brand positioning, a
brand’s unique value

proposition is explained B I A |

to the target market. 5 ¢
Codes: (A) (A) 9% (R) T8 79)
(A) Both (A) and (R) are true (B) (A) € (R) Tewz 79y, [T (R), (A)-93
(B) Both(A)and (R) are true, but (R) is not A G T

the correct explanation of (A)

. . (©) (A) 19, &€ (R) fa
(C) (A)is true, but (R) is false

(D) (A) is false, but (R) is true (D) (A) Fa, %7€ (R) 71
82. An assertion (A) is provided along 82. % <9fS (4) ¢ & Ife& (R) (rean vz |
with a reasons (R). Find the correct option with (A) 9% (R)-43 %(g AT Tedt 1w e =@ |
regard to (A) and (R). 31 (A) ¢ ifes affsfaf; @wm—

Assertion (A) : Social factors, such as the
influence of family and
friends have a significant
impact on consumer’s
buying decision.

AR T € IF@R
2eIT (OIFIMd FEd
Praecs geife F49 &F
gl |

& (R) ¢ TFERI PAE (€T (Fg

Reason (R) : Consumer oftenrelies on .

the  options  and (ST ARSI AES
experiences of his/her i(.fﬂ RIGRIGE \:“\\"l\“‘\" axR
social circles to make T[T S [T I,
purchasing decisions, Reeize, 749 $F 95/?@
especially in situations sfoeee] q @S ol
where they lack prior A |

experience or knowledge.

T8

Codes:

(A) Both (A) and (R) are true
(B) Both (A)and (R)are true, but (R) is not (B) (A4) @@(R) T2 e, foe (R),
the correct explanation of (A) (A)-F T GO

(C) (A)is true, but (R) is false (C) (A) 1%y, 8 (R) e
(D) (A) is false, but (R) is true (D) (A) ey, e (R) 3%j

(A) (A) @=% (R) TeAR 7o)



83. Arrange

X-25

the followig steps of

communication for development (C4D) strategic
planning in sequence.

1. Strategic design development

N

AN

Codes:

(A) 3-1-2-
B)6-1-2-
) 1-2-6-
D) 3-6-1-

Developing and testing of messages
and materials

Need assessment

Evaluation and replanning
Implementation and monitoring
Setting the objectives

6-4-5
3-5-4
3-5-4
2-5-4

84. The sequence of different promotional
objectives in marketing communication is

Codes:

1. Advertising

2. Public relations objective
3.
4
5

Re-seller support

. Personal selling
. Sales promotion

(A) 1-4-5-3-2
B) 1-5-4-3-2
(C) 2-3-4-5-1
D) 3-5-2-4-1

83. e wivw
development)

25

(communication for
o o =N
JINog AP Gely O A

MeFAeled Fieel SEPE At 4itel Aftee

e 8

78

(A)3-1-2-6-
B)6-1-2-3-
€ 1-2-6-3-
D) 3-6-1-2-

. G ez ereaeitrs, (e

A fsfier)
(TSR TS (G5 SF @I

‘@W@G@ﬁmﬂ(ﬂﬁ,ﬁﬁ$ﬂﬁﬁ

fsfiel @ oImwe)

. T SriePTers (sifzns )
4. TepfyEie oS e (e @

GQEIER-DN))

. Ao e WG (e e

ST 1)

. (1oL W SReEgeA (a7 fHefa )

UlUlUl-lk
-lk-lk-lkUl

84. EH Iy cwea [T @i
s oRfiTes 2 ¢

1
2
3.
4
5

. SpTebIRfer

. AR e SRrEse

-G Aot

7T

(A) 1-4-5-
B) 1-5-4-
<) 2-3-4-
D) 3-5-2-

. AT @I
. T CHAICII

b—*b—*l\)l\)

3-—
3-—
5-—
4
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85. Which of the following are the sequential

X-26

85. o (P T6 MCHOL FYACHIA [RFra

stages of selling in marketing communication? ey T2l ?
1. Attention 1. SHICG=I (775)
2. Desire creation 2. oo fewmim (v i)
3. Action 3. Syl (feeam)
4. Creating confidence 4. Terivg Faieces (i Seofive)
5. Explaining customer benefits 5. @srafaR FvA @A (ol
6. Interest N s ZUTQUP
6. TV ((Fo2e/2NaR)
Codes 3
74493
(A) 1-6-4-5-2-3
(B) 1-3-5-4-6-2 (A) 1-6-4-5-2-3
(C) 2-1-3-6-5-4 B) 1-3-5-4-6-2
(D) 3-4-5-6-2-1 € 2-1-3-6-5-4
(D) 3-4-5-6-2-1
86. Identify the correct sequence of following 86. NEFH: YRR =+t e 5 -
PR effects as part of marketing communication: 2[OIET AT T 2o ¢
1. Presentation 1. CAGICOHI (2vxfa)
2. Establishing needs 2. @HIfFRR Few (vifniz afew)
3. Approach 3. SICA (Torglo)
4. Prospecting 4. 2ATR (el fsfir)
3. Product knowledge 5. (2ATGIE TETS (2I7faas o)
Codes:
L

(A) 1-3-5-4-2
B)3-5-2-1-4
€ 5-4-3-2-1
D)4-5-1-2-3

(A) 1-3-5-4-2
B)3-5-2-1-4
) 5-4-3-2-1
D)4-5-1-2-3
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87. The steps involved in establishing a media 87. «f6 ffa wICoEt 2feRim T Fwe
outlet are present below from 1 to 5. The most *ouier A w79 ¢

appropriate sequence of these steps is: 1. 9 weseis a3’ ‘;Laﬁg[@m

1. Put all parts together in an overall Jfor=re ©iE il
structure ' 2. e oIf© sAfvier ¢ fEes e
2. Determine how to coordinate and safs fdtad w1

control the flow of work
3. Assign the tasks to positions (jobs)
4. Identify the task to be performed
5. Arrange the tasks in sequential

3. TS wifer smifs o sty wikg
BEIE 3954 T4

4. @-3le T4 7Aool e Tt

order (workflow sequence) 5. Ferefs @ SEPAIC et
Codes: 798
(A) 1-2-3_4_5 (A) 1-2-3-4-5
B)3-4-1-2-5 B)3-4-1-2-5
©) 4-5-3-2_1 C)4-5-3-2-1
D) 5-4-3-1-2 D) 5-4-3-1-2
88. Arrange in ascending order with reference 88. SCE-fRa (ACR=ma &= MiFe
to audio-visual production: sfaafe %WT’I%E@ PO e ¢
1. Scene 1. B (Scene)
2. Sequence 2. ﬁ?ﬂ?ﬁlﬂ (Sequence)
3. Shot 3. G (Shot)
4. Frame 4. &9 (Frame)
Codes: 7@
(A) 2-1-4-3 (A) 2-1-4-3
B) 4-3-2-1 B) 4-3-2_1
C) 4-3-1-2 ©) 4-3-1-2
(D) 3-4-1-2 (D) 3-4-1-2

[ Please Turn Over ]
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89. Indicate the correct process of sampling.

1.
2.
3.
4.

Codes:

Select a sampling technique
Determine the sample size
Define the population

Start the sampling process

(A) 1-2-3-4
B)3-1-2-4
©) 3-2-1-4
D) 2-3-1-4

90. Identify the correct chronological
sequence of following Press Legislations in India.

1.

3.
4.
5.

Codes:

The Press (Objectionable Matter)
Act

. The Indian Press (Emergency)

Powers Act

Newspapers (Price and Page) Act
Press Council Act (First One)
Official Secrets Act

(A) 5-2-1-3-4
B) 4-3-5-2-1
(C) 3-5-4-1-2
D) 1-4-2-5-3

X-28

89

AW N =

90.

23?

ook v b=

. W(sampling)—ﬁﬁwmﬁmﬁz
. TG G S ommfs st

. TR sl fefa

. T SRSl A

7T

(A) 1-2-3-4
B)3-1-2-4
©) 3-2-1-4
D) 2-3-1-4

o~

QAW T Ze 13 e (@ @ e

@ (2 (RIS oK) 1S
7t 3G (2 (i) e s
A8 (il (221 SIS (A1er) o1
(207 TS ST (FPG S)
wIfiFRIE Prewes sng

79

(A) 5-2-1-3-4
B)4-3-5-2-1
C) 3-5-4-1-2
D) 1-4-2-5-3



91. Match List-I with List-II and indicate the
correct answer from the codes given below.

List-1
(Newspaper)
(a) Times of India

List-11
(Tagline)
(i) Yesterday, Today
and Tomorrow
(b) The Hindu (i1) Journalism of
Courage

(¢) The Indian (iii) Letthe Truth Prevail

Express

(d) The Hindustan (iv) First voice, Last
Times word
Codes:

(@ (b (© (@
@A) @ G G 3Gv)
B) @@ Gy G 3Gv)
© @G @ G 3>
D) @v) (i) () @

92. Match List-I with List-II and indicate the
correct answer from the codes given below.

List-1 List-11
(Leader) (Publication)
(a) Dr. Babasaheb (1) Young India
Ambedkar
(b) Raja Rammohan (i1) National
Roy Herald
(c) Mahatma (ii1) Sambad
Gandhi Koumudi
(d) Motilal Nehru (iv) Prabuddha
Bharat

Codes:

(@ (b (© @
Ay vy @ G (i)
B) @ aGv) () (i)
© Gv) G (@) ()
D) Gv) ) @ (i)

X-29 25

91. fFE- 97 A OIfFA-I-93 ARG [l
T GR AT Tedld A el g (A e
e |

Ol ORIl
(TeA7) (GrroenZa)
(a) DI o< B (i) TEPDIRT, I,

oIS GEIE!
(b) w2 (i) wrefifere =19
FES
(c) W & (iii) ETEWER f2res
G
(d) W 2wz (iv) FPoSE,FAPS
GBIz R

5 ¢

@ ® (@© (@@
@A) @ G G Gv)
B) @ @) G (Gv)
© G @ G 3>v)
D) Gv) @G () @

92. OIfFEH-43 I OIfer-11-43 ANG [
T GR AT Tedld A el g (A e

e |
w1 eIl
(ret) (2F1*)

(a) I AT A (1) 2TR 3

(b) el ANGNRA AR (i) A (=A7T

(c) W=l i (iii) =W @

(d) (ufeett (e (iv) 99m ©IFe
Hq 3

@ ® (@© @@
A) Gv) (@) G (i)
B) @ Gv) () (i)
© Gv) @) @O (i)
D) Gv) Gy (@) (i)

[ Please Turn Over ]
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93. Match List-I with List-II and indicate the 93. ©IfeE-I-g7 I Clfer-I1-9F ANE [
correct answer from the codes given below. T GR AT Tedls A el g (A e
P |
List-I List-I1 eIl Rkl
(Action) (Description) (%) (7“/%0')
(a) AdLib (1) Unrehearsed, (a) oTe o1 @) =P, P
unscripted action or & ARkl
speech 7
(b) Studio spot (i) Somebody otherthan
the newsreader .
within the studio (b) e 1o (i) e prece
o AW ATSF 2Tl
comes in vision and
presents a story with o (7
help of visual ‘:;'%W"W !
(c) Stand upper (iii)) AReportertelling the .
story from the site (c) ZDIIE I (iii) ToeTIZeT (e
MRIANERI I
Torglole 41
(d) PG (iv) 9ves ofe
(d) Piece-to-camera (iv) A TV presenter or Torglor il
character speaks safeere
directly to the viewing AT TG
audience through the AT we
camera S A AE
Codes: a2
@ B © @ @ d) (© (@
(A) (i) (i) (1) (iv) (A) (i) (i) (i) (iv)
By @G ) B) () @ (i) ()
(© GG © Gi) ) @) 6
D)0 G0 @) ™ () G G (V)
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94. Match List-I with List-II and indicate the
correct answer from the codes given below.

List-1 List-11
(Philosophical (Focus area)
assumption)

(1) Discourse of
discourses

(a) Epistemology

(b) Ontology
(c) Axiology

(i1) Questions of value
(iii)) Knowledge
perspective

(d) Meta theory (iv) Questions of

existence
Codes:

@ ® (@© @@

A) i)  Gv) G (@)

B) G () Gv) @®

€ @) @ G (Gv)

D) @ Gv) G (D)

95. Match List-I with List-II and indicate the
correct answer from the codes given below.

List-1 List-11
(Public Service (Country)
Broadcaster)

(a) DW (i) USA

(b) ABC (i) UK

(c) BBC (iii)) Germany

(d) PBS (iv) Australia

Codes:

(@ b (© (@
A) G @ G Gv)
B) @) aGv) (@@ (i)
©) G @Gv) G (@)
D) Gv) @@ () (i)

94, CIfFTRI-I-43 AR OIfFE--a7 ANG e
T GR AT Tedld A el g (A e
e |

w1 eIl

(T SayTIeT) (fiow =)
(a) afGEERE (i) RO Al
(b) ST (ii) SRS 2l
(c) afrerife (ill) S AT

NEET

(d) o feefa (iv) wIfeces 2

G 5

@ ® (@© (@@
A) G Gv) G @)
B) Gy () Gv) @O
€ @) @ G (Gv)
D) @ Gv) i) (D)

95. ©fTF-I-9TAC G-I~ ANEGH
fat1e T2y @3 A5 Teaf s rewt 719
QT fofze |

olfer- Olfer-l
(A3 ST T22f513%) ()
(a) DW (i) 2T
(b) ABC (i) 2T
(c) BBC (iii) i
(d) PBS (iv) SICgfewl
ST

@ ® (@© (@@
A G @ G Gv)
B) (i) Gv) @ (D)
€ @i Gv) G O
D) Gv) (@) G (i)

[ Please Turn Over ]
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X-32

96. Match List-I with List-II and indicate the
correct answer from the codes given below.

List-1

(a) Semiology is

List-I1

(i) Combination
of signifiers
and signifieds

(b) Connotation refers to (i) What is known

as material
culture

(c) Signs are understood (iii) The cultural

to be

(d) Objects and
artifacts make up

Codes:

(@ (b
A vy @
B) @Gv) (i)
© (@ (i)
O @ G

meaning
attached to
words

(iv) The study of
science of signs

© (@
(i) (i)
i (i)
(v) (i)
Gv) (i)

96. CIfFTRI--43 K OIfFE--a7 AN i
T GR AT Tedld A el g (A e

% |
w1
(a) GIRNGHS 25

(b) F(AIGHT =0

RIRRIE(S]

eIl
(i) Prefermz™

(signifiers) @<}
[HRISE e
(signifieds)

R RRIK)

(il) G FIe

(c) WF© (Sign) IO (iii) *THF AN IS

RINRIE(S]

(d) T8 ¢ Mg gl
T IR ©f 267

7
(a)

(A) (iv)
B) (iv)
© O
D) ®

Ao wid

(iv) k9 (Sign)

IREACEACEIRD
© (@
(i) (1)
(i @)
(iv) (i)

(iv) (i)



97. Match List-I with List-1I and indicate the

correct answer from the codes given below.

List-1 List-11

(Film maker) (Country)
(a) Pedro Almodovar (i) Mexico
(b) Bernardo Bertolucci (ii) Spain

(¢) Andrei Rublev (ii1) Italy
(d) Guillermo Del Toro (iv) USSR
Codes:
@ B © @
(A) (i) @G (Gv) @)
B) G G Gv) (@)
© O Gv) @>G) (i)
D) (Gv) @) 3G @)

98. Match List-I with List-II and indicate the

correct answer from the codes given below.

List-1 List-11
(Term) (Area)
(a) Beat (i) Photojournalism
(b) Strapline (ii) Printing
(c) CMYK (iii) Reporting
(d) Caption (iv) Editing
Codes:

@ ® (@© (@
@A) ©H  Gv) G (1)
B) ) Gv) @O (i)
<€ vy O () (i)
D) G Gv) G @)

X-33
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97. ©IfFRR--43 K OIfFE--a7 ANEG [l
T GR AT Tedld A el g (A e

e |
e
(55T/56RI7)

(a) 0! SETCICEeIT

(b) 4 6 fs

(c) I3 FEAETS

oifer -1l
()
(i) IR
(ii) ¢

(iii) 2o

(d) TGN (& (O (iv) BSGAGTINR

e

@ (b
(A) (i) (i)
B) (i) (i)
© @ @G
(D) (v) (i)

(© (@
iv) (@)
iv) @)
(i) (i)
i) @)

98. CIfFTRI-I-43 K OIfFE--a7 ANEG e
T GR AT Teds A el g (A e

P |
Oifer-
(effzer)
(a) T35 (Beat)

(b) ivl A2 (Strapline)

oifer -1l
(%3)
() foacimze!
(ii) @

(c) T7 @w €73 & (CMYK) (iii) feetifoe

(d) Fi#i¥iq (Caption)

5 ¢

(@ (b
@A) @ Gv)
B) () (v)
<G vy ®
(D) i) ()

>iv) e
© (@
@) (i)
(i)  (ii)
@i1) (i)
) @
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99. Match List-I with List-II and indicate the
correct answer from the codes given below.

List-1
(Transition)
(a) Fade-in

List-11
(Description)
(1) one scene seems
to push another
scene off the
screen
(b) Wipe (ii) blending of one
scene with
another

(c) Dissolve (i1i1) black screen
gradually
brightens into an
image

(d) Fade-out (iv) image gradually
darkens to black

Codes:

(@ b (© (@
A) aG) @@ G (@Gv)
B) G @ G 3>v)
© @© Gy @G 3Gv)
O @ G Gv) (G

X-34

99. ©IfFE-l 97 A OIfer-II @7 AN [
T GR AT Tedls A el g (A e
T |

ol ORIl
(o%) (F1)
(a) (FG-34 (Fade-in) () 9= iy =y
YR A A1BE
O O

(b) @R (Wipe) (ii) 90 Feel= 0
-GG g
et

(iii) I =1 A A
@3 =fce
sif7ere =

(d) @FC-TH (Fade-out) (iv) &A@ A@ I

2@ I

(c) fos@Te (Dissolve)

e
@ ® (© (@

(A) () @) 3 ()
B) @) @O G Gv)
© @O G (i) ()
D) @ i) Gv) @)



X-35

100. Match List-1 with List-1I and indicate the
correct answer from the codes given below.

List-1
(Term)
(a) Hard news

(b) Soft news

(c) Paid news

(d) Viral news

Codes:

(a)
(A) (iii)
(B) (i)
<© @
D) (i)

(b)
(ii)
(iii)
(iii)
(iii)

List-11
(Description)
(1) News stories
that spread
rapidly on
social media

(i1) Time-sensitive
news stories

(ii1) News stories of
personal
interest

(iv) Commercial
transaction for
news stories

© (d
v) (@
@ @)
(i) (v)

iv) @
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100. ©IfFR--43 A OIfFe-1-a3 AN et
T GR AT Tedld A el g (A e

el |
w1
(AlfFer3r)

(a) ¢ fA%w
(Hard news)

(b) b e
(Soft news)

(c) (73T Mow
(Paid news)

(d) oz foe

(Viral news)

7
(a)

(A) (i)
(B) (i)
© O
(D) (i)

GEa
(F9%471)
() e TR
7 2UE Al
SEE|

(ii) AT

ARIM

(i) T &I wNEd

SEE

(iv) RIS @)y

Aifeifen<s e

(© (@
iv) (@)
@ (@v)
(i)  @{v)
iv) (@)
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