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1. heefyuekeâ efjuesMeve ceW DekeâeGbšsefyeefuešer keâe celeueye nw:

 (A) keâcÙegefvekesâMeve kesâ veleerpeeW keâer efpeccesoejer

 (B) Øee@efHeâš cewefkeämeceeFpesMeve

 (C) ceekexâefšbie ØeceesMeve

 (D) S[JejšeFefpebie «eesLe

2. SefLekeâue heefyuekeâ efjuesMeve Øewefkeäšme kesâ efueS pe™jer 
nw:

 (A) F&ceeveoejer
 (B) š^ebmehesjWmeer
 (C) efpeccesoejer
 (D) Ùes meYeer
3. ØeesHesâMeveue heefyuekeâ efjuesMeve Dee@ie&veeF]pesMeve Øeceesš 

keâjles nQ:

 (A) heefyuekeâ efjuesMeve ØeesHesâMeve ceW mšQ[[& Deewj 

SefLekeäme

 (B) S[JejšeFefpebie keQâhesve

 (C) ceekexâefšie «eesLe

 (D) mesume ØeceesMeve

4. keâes[ Dee@Heâ kebâ[keäš Ùen hekeäkeâe keâjlee nw:

 (A) heefyuekeâ efjuesMeve ceW ØeesHesâMeveue JÙeJenej

 (B) Øee@ef]Heâš «eesLe

 (C) Øees[keäMeve ceW yeÌ{eslejer

 (D) ceekexâš keâe efJemleej

5. heefyuekeâ efjuesMeve ceW GYejles š^W[ ceW Meeefceue nQ:

 (A) meesMeue ceeref[Ùee keâcÙegefvekesâMeve

 (B) ef[efpešue heefyuekeâ efjuesMeve

 (C) Dee@veueeFve jshÙegšsMeve cewvespeceWš

 (D) Ùes meYeer

1. Accountability in PR means

 (A) Responsibility for communica-

tion outcomes

 (B) Profi t maximization

 (C) Marketing promotion

 (D) Advertising growth

2. Ethical PR practice requires

 (A) Honesty

 (B) Transparency

 (C) Responsibility

 (D) All of these

3. Professional PR organizations pro-

mote

 (A) Standards and ethics in PR pro-

fession

 (B) Advertising campaigns

 (C) Marketing growth

 (D) Sales promotion

4. Code of conduct ensures

 (A) Professional behavior in PR

 (B) Profi t growth

 (C) Production increase

 (D) Market expansion

5. Emerging trends in PR include

 (A) Social media communication

 (B) Digital PR

 (C) Online reputation management

 (D) All of these
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6. S[Jeeskesâmeer keQâhesve keâe cekeâmeo nw:

 (A) cegöeW hej heefyuekeâ DeesefheefveÙeve keâes ØeYeeefJele 

keâjvee

 (B) Øees[keäš yesÛevee

 (C) S[JejšeFefpebie keâes Øeceesš keâjvee

 (D) mesume yeÌ{evee

7. heefyuekeâ efjuesMeve ceW Sefi]peefyeMeve keâe Fmlesceeue 

efkeâmekesâ efueS efkeâÙee peelee nw:

 (A) Øees[keäMeve

 (B) heefyuekeâ FbšjskeäMeve Deewj ØeceesMeve

 (C) DekeâeGbefšbie

 (D) mesume efmeHe&â

8. keâe@heexjsš efHeâuce keâe Fmlesceeue neslee nw:

 (A) Dee@ie&veeF]pesMeveue Fcespe efoKeeves kesâ efueS

 (B) meeceeve yesÛeves kesâ efueS

 (C) efmeHe&â mšeHeâ keâes š^sve keâjves kesâ efueS

 (D) HeâeFveWme kebâš^esue keâjves kesâ efueS

9. ceeref[Ùee efkeâš ceW Meeefceue nw:

 (A) Øesme efjueer]pe

 (B) kebâheveer ØeesHeâeFue

 (C) Heâesšes

 (D) Ùes meYeer

10. heefyuekeâ efjuesMeve mš^wšspeer keâe celeueye nw:

 (A) jQ[ce keâcÙegefvekesâMeve

 (B) hueev[ keâcÙegefvekesâMeve DeØeesÛe

 (C) efmeHe&â S[JejšeFefpebie

 (D) mesume ØeceesMeve

6. Advocacy campaign aims to

 (A) Infl uence public opinion on is-

sues

 (B) Sell products

 (C) Promote advertising

 (D) Increase sales

7. Exhibition in PR is used for

 (A) Production

 (B) Public interaction and promo-

tion

 (C) Accounting

 (D) Sales only

8. Corporate fi lm is used to

 (A) Present organizational image

 (B) Sell goods

 (C) Train staff  only

 (D) Control fi nance

9. Media kit includes

 (A) Press release

 (B) Company profi le

 (C) Photos

 (D) All of these

10. PR strategy refers to

 (A) Random communication

 (B) Planned communication ap-

proach

 (C) Advertising only

 (D) Sales promotion
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11. heefyuekeâ efjuesMeve mš^wšspeer keâe celeueye nw:

 (A) jQ[ce keâcÙegefvekesâMeve

 (B) heefyuekeâ efjuesMeve kesâ cekeâmeo keâes heeves kesâ efueS 

hueev[ DeØeesÛe

 (C) S[JejšeFefpebie keQâhesve

 (D) mesume mš^wšspeer

12. S[Jeeskesâmeer keQâhesve keâe Fmlesceeue cegKÙe ™he mes efkeâmekesâ 

efueS efkeâÙee peelee nw:

 (A) Øees[keäšdme keâes Øeceesš keâjves kesâ efueS

 (B) mesume yeÌ{eves kesâ efueS

 (C) meesMeue Ùee hee@efueefškeâue cegöeW hej heefyuekeâ 

DeesefheefveÙeve keâes ØeYeeefJele keâjves kesâ efueS

 (D) ceekexâefšbie efjmeÛe& keâjves kesâ efueS

13. FbmšeršdÙetMeveue keQâhesve keâe cekeâmeo neslee nw:

 (A) Øees[keäšdme yesÛevee

 (B) Dee@ie&veeFpesMeve keâer Fcespe megOeejvee

 (C) ueeiele keâce keâjvee

 (D) Øees[keäMeve yeÌ{evee

14. keâe@heexjsš keQâhesve efkeâme hej Heâeskeâme keâjlee nw:

 (A) keâe@heexjsš jshÙegšsMeve yeÌ{evee

 (B) meeceeve keâe S[JejšeFefpebie keâjvee

 (C) meefJe&me yesÛevee

 (D) Øees[keäšdme yeveevee

15. heefyuekeâ efjuesMeve ceW Sefi]peefyeMeve keâe Fmlesceeue neslee 
nw:

 (A) efmeHe&â Øees[keäšdme keâes Øeceesš keâjves kesâ efueS
 (B) pevelee mes meerOes yeeleÛeerle keâjW
 (C) keâce&ÛeeefjÙeeW keâes š^sve keâjW
 (D) KeÛe& keâce keâjW

11. PR strategy refers to

 (A) Random communication

 (B) Planned approach to achieve PR 

objectives

 (C) Advertising campaign

 (D) Sales strategy

12. Advocacy campaign is mainly used 

to

 (A) Promote products

 (B) Increase sales

 (C) Infl uence public opinion on so-

cial or political issues

 (D) Conduct marketing research

13. Institutional campaign aims to

 (A) Sell products

 (B) Improve the image of the orga-

nization

 (C) Reduce costs

 (D) Increase production

14. Corporate campaign focuses on

 (A) Enhancing corporate reputation

 (B) Advertising goods

 (C) Selling services

 (D) Manufacturing products

15. Exhibition in PR is used to

 (A) Promote products only

 (B) Communicate directly with the 

public

 (C) Train employees

 (D) Reduce costs
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16. heefyuekeâ DeHesâÙeme& cegKÙe ™he mes Fvemes pegÌ[s nesles nQ:

 (A) HeâeFveWefMeÙeue cewvespeceWš

 (B) ceekexâefšbie

 (C) mejkeâej Deewj heefyuekeâ hee@efuemeer kesâ meeLe 

mebyebOe

 (D) Øees[keäš ef[peeFve

17. ceeref[Ùee efjuesMeve pe™jer nw keäÙeeWefkeâ Ùen :

 (A) Øees[keäMeve yeÌ{elee nw~

 (B) hee@efpeefšJe heefyueefmešer heeves ceW ceoo keâjlee nw~

 (C) KeÛe& keâce keâjlee nw~

 (D) S[JejšeFefpebie keâe kebâš^esue keâjlee nw~

18. Skeâ Øesme efkeâš ceW Deeceleewj hej Ùes nesles nQ:
 (A) kebâheveer Øees]HeâeFue
 (B) Øesme efjueer]pe
 (C) Heâesšes«eeHeâ
 (D) Ùes meYeer

19. Skeâ keâe@heexjsš yeÇesMej keâe Fmlesceeue efkeâmekesâ efueS 
efkeâÙee peelee nw:

 (A) HeâeFveWme cewvespe keâjves kesâ efueS
 (B) efmeHe&â Øees[keäšdme keâe efJe%eeheve keâjves kesâ efueS
 (C) š^sefvebie osves kesâ efueS
 (D) Dee@ie&veeFpesMeve kesâ yeejs ceW peevekeâejer osves kesâ 

efueS

20. heefyuekeâ efjuesMeve keQâhesve FmeefueS ef[]peeFve efkeâS peeles 
nQ:

 (A) Keeme keâcÙegefvekesâMeve cekeâmeo neefmeue keâjves 
kesâ efueS

 (B) cewvÙegHewâkeäÛeefjbie yeÌ{eves kesâ efueS
 (C) KeÛe& keâce keâjves kesâ efueS
 (D) efmeHe&â mesume megOeejves kesâ efueS

16. Public aff airs mainly deals with

 (A) Financial management

 (B) Marketing 

 (C) Relations with government and 

public policy

 (D) Product design

17. Media relation is important because 

it

 (A) Increases production

 (B) Helps in gaining positive public-

ity

 (C) Reduces costs

 (D) Controls advertising

18. A press kit usually contains

 (A) Company profi le

 (B) Press release

 (C) Photographs

 (D) All of these

19. A corporate brochure is used to

 (A) Manage fi nances

 (B) Advertise products only

 (C) Conduct training

 (D) Provide information about the 

organization

20. PR campaigns are designed to

 (A) Achieve specifi c communication 

objectives

 (B) Increase manufacturing

 (C) Reduce cost

 (D) Improve sales only
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21. FveefJešsMeve uesšj keâe Fmlesceeue neslee nw:
 (A) Øees[keäš yesÛeves kesâ efueS
 (B) heefyuekeâ efjuesMeve FJeWšdme ceW iesmš keâes FveJeeFš 

keâjves kesâ efueS
 (C) S[JejšeFefpebie keâes Øeceesš keâjves kesâ efueS
 (D) meJe&s keâjves kesâ efueS
22. iesmš kesâ š^wJeue DejWpeceWš ceW Meeefceue nQ:

 (A) efškeâš yegefkebâie

 (B) nesšue yegefkebâie

 (C) ueeskeâue š^ebmeheesš& DejWpeceWš

 (D) Ùes meYeer

23. heefyuekeâ efjuesMeve FJeWšdme ceW iesmš keâe Jesuekeâce keâjves 

mes ceoo efceueleer nw:

 (A) Øees[keäMeve yeÌ{eves kesâ efueS

 (B) hee@efpeefšJe FbØesMeve yeveeves kesâ efueS

 (C) KeÛe& keâce keâjves kesâ efueS

 (D) S[JejšeFefpebie keâes Øeceesš keâjves kesâ efueS

24. keâe@heexjsš FJeWšdme cegKÙe ™he mes FmeefueS Dee@ie&veeF]pe 

efkeâS peeles nQ:

 (A) mšskeânesu[me& kesâ meeLe efjMles cepeyetle keâjves kesâ 

efueS

 (B) šwkeäme yeÌ{eves kesâ efueS

 (C) ceekexâefšbie keâce keâjves kesâ efueS

 (D) Øees[keäMeve yeÌ{eves kesâ efueS

25. keâe@vøeWâme Deewj mesefceveej Fmekesâ GoenjCe nQ:

 (A) ceekexâefšbie štume

 (B) S[JejšeFefpebie keQâhesve

 (C) heefyuekeâ efjuesMeve FJeWšdme

 (D) mesume ØeceesMeve

21. Invitation letters are used to

 (A) Sell products

 (B) Invite guests to PR events

 (C) Promote advertising

 (D) Conduct surveys 

22. Travel arrangements for guests in-

clude

 (A) Ticket booking

 (B) Hotel booking

 (C) Local transport arrangement

 (D) All of these

23. Welcoming guests in PR events helps 

to

 (A) Increase production

 (B) Create positive impression

 (C) Reduce expenses

 (D) Promote advertising

24. Corporate events are organized 

mainly to

 (A) Strengthen relationships with 

stakeholders

 (B) Increase taxes

 (C) Reduce marketing

 (D) Increase production

25. Conferences and seminars are ex-

amples of

 (A) Marketing tools

 (B) Advertising campaigns

 (C) PR events

 (D) Sales promotion
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26. øesme efjueerpe jeFefšbie nesves ÛeeefnS:

 (A) keâe@chueskeäme

 (B) efkeäueÙej, Úesše Deewj Hewâkeäšdme Jeeuee

 (C) FceesMeveue

 (D) efmeHe&â ØeceesMeveue

27. HeâerÛej jeFefšbie cegKÙe ™he mes efkeâme hej Heâeskeâme 
keâjleer nw:

 (A) åÙetceve Fbšjsmš mšesjer]pe
 (B) HeâeFveWefMeÙeue efjheesš&dme
 (C) Øees[keäš ØeceesMeve
 (D) S[JejšeFefpebie mueesieve
28. mheerÛe jeFefšbie efkeâmekesâ efueS SipeerkeäÙetefšJe keâe 

Fmlesceeue neslee nw:

 (A) meeceeve keâe efJe%eeheve keâjvee

 (B) Øees[keäš keâer ceekexâefšbie keâjvee

 (C) keâe@heesjsš cewmespe keâcÙegefvekesâš keâjvee

 (D) cewvÙegHewâkeäÛeefjbie hueeefvebie

29. ceeref[Ùee efjuesMeve keâe cekeâmeo nw:

 (A) he$ekeâejeW kesâ meeLe DeÛÚs efjMles yeveeS jKevee

 (B) ceeref[Ùee keâes kebâš^esue keâjvee

 (C) heefyueefmešer keâce keâjvee

 (D) keâcÙegefvekesâMeve mes yeÛevee

30. kebâpÙetcej efjuesMeve keâe cekeâmeo nw:

 (A) Øees[keäMeve yeÌ{evee

 (B) keâmšcej kesâ meeLe Yejesmee yeveevee

 (C) mesume keâce keâjvee

 (D) Heâer[yewkeâ mes yeÛevee

26. Press release writing should be

 (A) Complex

 (B) Clear, concise and factual

 (C) Emotional

 (D) Promotional only

27. Feature writing mainly focuses on

 (A) Human interest stories

 (B) Financial reports

 (C) Product promotion

 (D) Advertising slogans

28. Speech writing for executives is used 

for

 (A) Advertising goods

 (B) Marketing products

 (C) Communicating corporate mes-

sages

 (D) Manufacturing planning

29. Media relations aim to

 (A) Maintain good relations with 

journalists

 (B) Control media

 (C) Reduce publicity

 (D) Avoid communication

30. Consumer relations aim to

 (A) Increase production

 (B) Build trust with customers

 (C) Reduce sales

 (D) Avoid feedback
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31. heefyuekeâ efjuesMeve ceW DekeâeGbšsefyeefuešer keâe celeueye nw:

 (A) heefyuekeâ efjuesMeve SefkeäšefJešer kesâ efueS efpeccesoej 

nesvee

 (B) Øee@efHeâš yeÌ{evee

 (C) meeceeve keâer ceekexâefšbie keâjvee

 (D) Øees[keäš keâe efJe%eeheve keâjvee

32. SefLekeâue heefyuekeâ efjuesMeve Øewefkeäšme kesâ efueS ÛeeefnS:

 (A) F&ceeveoejer

 (B) š^ebmehesjWmeer

 (C) efpeccesoejer

 (D) Ùes meYeer

33. ØeesHesâMeveue heefyuekeâ efjuesMeve Dee@ie&veeFpesMeve yeÌ{eJee 

osles nw:

 (A) ØeesHesâMeveue mšQ[[& Deewj SefLekeäme

 (B) mesume ØeceesMeve

 (C) S[JejšeFefpebie «eesLe

 (D) cewvÙegHewâkeäÛeefjbie

34. keâes[ Dee@Heâ SefLekeäme Ùen hekeäkeâe keâjlee nw:

 (A) heefyuekeâ efjuesMeve Øewefkeäšme ceW ØeesHesâMeveue 

efyensefJeÙej

 (B) HeâeFveWefMeÙeue «eesLe

 (C) Øees[keäMeve ceW yeÌ{eslejer

 (D) ceekexâefšbie SkeämeheWMeve

35. heefyuekeâ efjuesMeve ceW SefLekeâue keâcÙegefvekesâMeve nesvee 

ÛeeefnS:
 (A) iegcejen keâjves Jeeuee
 (B) cewefveheguesefšJe
 (C) meÛÛee Deewj efpeccesoej
 (D) meer›esâš

31. Accountability in PR means

 (A) Being responsible for PR activi-

ties

 (B) Increasing profi ts

 (C) Marketing goods

 (D) Advertising products

32. Ethical PR practices require

 (A) Honesty

 (B) Transparency

 (C) Responsibility

 (D) All of these

33. Professional PR organizations pro-

mote

 (A) Professional standards and eth-

ics

 (B) Sales promotion

 (C) Advertising growth

 (D) Manufacturing

34. Code of ethics ensures

 (A) Professional behavior in PR 

practice

 (B) Financial growth

 (C) Production increase

 (D) Marketing expansion

35. Ethical communication in PR should 

be

 (A) Misleading

 (B) Manipulative

 (C) Truthful and responsible

 (D) Secretive
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36. ef[efpešue heefyuekeâ efjuesMeve ceW cegKÙe ™he mes Meeefceue 
nQ:

 (A) Dee@veueeFve keâcÙegefvekesâMeve Deewj meesMeue 
ceeref[Ùee

 (B) yeÇesMej efØebš keâjvee
 (C) šsueerefJepeve S[JejšeFefpebie
 (D) jsef[Ùee yeÇe@[keâeefmšbie
37. meesMeue ceeref[Ùee heefyuekeâ efjuesMeve ØeesHesâMeveume keâer 

ceoo keâjlee nw:

 (A) keâcÙegefvekesâMeve keâce keâjvee

 (B) Dee@ef[Ùebme mes meerOes pegÌ[vee

 (C) S[JejšeFefpebie yebo keâjvee

 (D) ceeref[Ùee mes yeÛevee

38. Dee@veueeFve jshÙegšsMeve cewvespeceWš keâe celeueye nw:

 (A) ef[efpešue huesšHeâe@ce& hej efkeâmeer Dee@ie&veeFpesMeve 

keâer Fcespe cewvespe keâjvee

 (B) Øees[keäš yeveevee

 (C) HeâeFveWefMeÙeue efjheesefšËie

 (D) Øees[keäMeve cewvespeceWš

39. cee@[ve& heefyuekeâ efjuesMeve šskeäveesuee@peer keâe Fmlesceeue 
keâjlee nw:

 (A) keâcÙegefvekesâMeve
 (B) efjmeÛe&
 (C) ceeref[Ùee cee@efvešefjbie
 (D) Ùes meYeer
40. heefyuekeâ efjuesMeve ceW ef[efpešue keâcÙegefvekesâMeve ceoo 

keâjlee nw:
 (A) yeÌ[er Dee@ef[Ùebme lekeâ peuoer hengbÛevee
 (B) keâcÙegefvekesâMeve keâce keâjvee
 (C) Øees[keäMeve yeÌ{evee
 (D) keâerceleeW keâes kebâš^esue keâjvee

36. Digital PR mainly involves

 (A) Online communication and so-

cial media

 (B) Printing brochures

 (C) Television advertising

 (D) Radio broadcasting

37. Social media helps PR professionals 

to

 (A) Reduce communication

 (B) Engage directly with audiences

 (C) Stop advertising

 (D) Avoid media

38. Online reputation management re-

fers to

 (A) Managing an organization's im-

age on digital platforms

 (B) Manufacturing products

 (C) Financial reporting

 (D) Production management

39. Modern PR uses technology for

 (A) Communication

 (B) Research

 (C) Media monitoring

 (D) All of these

40. Digital communication in PR helps to

 (A) Reach large audiences quickly

 (B) Reduce communication

 (C) Increase production

 (D) Control prices
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41. heefyuekeâ efjuesMeve cegKÙe ™he mes efkeâme hej Heâeskeâme 

keâjles nQ:

 (A) S[JejšeFefpebie

 (B) heefyuekeâ kesâ meeLe uebyes meceÙe kesâ efjMles yeveevee

 (C) Øees[keäMeve

 (D) ef[mš^eryÙetMeve

42. heefyuekeâ efjuesMeve Dee@ie&veeFpesMeve keâer ceoo keâjlee nw:
 (A) ›esâef[efyeefuešer Deewj Yejesmee yeveevee
 (B) keâe@mš yeÌ{evee
 (C) keâchÙegefvekesâMe>e keâce keâjvee
 (D) Schuee@F& kebâš^esue keâjvee 

43. jshÙegšsMeve cewvespeceWš keâe celeueye nw:

 (A) hee@efpeefšJe heefyuekeâ Fcespe yeveeS jKevee

 (B) Øee@efHeâš yeÌ{evee

 (C) KeÛe& keâce keâjvee

 (D) Øees[keäMeve yeÌ{evee

44. heefyuekeâ efjuesMeve keQâhesve nw:

 (A) jQ[ce keâcÙegefvekesâMeve

 (B) efmeHe&â S[JejšeFefpebie

 (C) hueev[ keâcÙegefvekesâMeve keâesefMeMeW

 (D) mesume ØeceesMeve

45. mšskeânesu[j keâcÙegefvekesâMeve keâe celeueye nw:

 (A) efmeHe&â mehueeÙej kesâ meeLe keâcÙegefvekesâMeve

 (B) meYeer Fbšjsmšs[ «eghe kesâ meeLe keâcÙegefvekesâMeve

 (C) efmeHe&â Schuee@F& kesâ meeLe keâcÙegefvekesâMeve

 (D) efmeHe&â keâmcešj kesâ meeLe keâcÙegefvekesâMeve

41. Public relations mainly focus on

 (A) Advertising

 (B) Building long-term relation-

ships with publics

 (C) Production

 (D) Distribution

42. PR helps organizations to

 (A) Build credibility and trust

 (B) Increase cost

 (C) Reduce communication

 (D) Control employees

43. Reputation management refers to

 (A) Maintaining positive public im-

age

 (B) Increasing profi ts

 (C) Reducing expenses

 (D) Increasing production

44. Public relations campaigns are

 (A) Random communication

 (B) Advertising only 

 (C) Planned communication eff orts

 (D) Sales promotion

45. Stakeholder communication means

 (A) Communication with suppliers 

only

 (B) Communication with all inter-

ested groups

 (C) Communication with employees 

only

 (D) Communication with customers 

only
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46. keâe@heexjsš meesMeue efjmhee@efvmeefyeefuešer keâcÙegefvekesâMeve ceW 

ceoo efceueleer nw:

 (A) Dee@iexveeF]pesMeveue jshÙegšsMeve ceW megOeej

 (B) šwkeäme yeÌ{evee

 (C) Øees[keäMeve keâce keâjvee

 (D) heefyueefmešer mes yeÛevee

47. heefyuekeâ DeesefheefveÙeve efjmeÛe& heefyuekeâ efjuesMeve ceW 
ceoo keâjlee nw:

 (A) heefyuekeâ kesâ ve]peefjS keâes mecePevee
 (B) S[JejšeFefpebie yeÌ{evee
 (C) mesume keâes yeÌ{eJee osvee
 (D) keâcÙegefvekesâMeve keâce keâjvee
48. heefyuekeâ efjuesMeve hueeefvebie kesâ efueS pe™jer nw:

 (A) ieesue

 (B) mš^wšspeer

 (C) FJewuÙetSMeve

 (D) Ùes meYeer

49. Demejoej heefyuekeâ efjuesMeve keâcÙegefvekesâMeve nesvee 

ÛeeefnS:

 (A) meeHeâ Deewj š^ebmehesjWš

 (B) keâvÙeHeäÙetpe keâjves Jeeuee

 (C) iegcejen keâjves Jeeuee

 (D) meer›esâš

50. heefyuekeâ efjuesMeve keâe DeeefKejer ieesue nw:

 (A) Øees[keäMeve yeÌ{evee

 (B) efmeHe&â mesume yeÌ{evee

 (C) Dee@ie&veeFpesMeve Deewj heefyuekeâ kesâ yeerÛe Deehemeer 

mecePe yeveevee

 (D) S[JejšeFefpebie keâes yeÌ{eJee osvee

46. Corporate social responsibility com-

munication helps to

 (A) Improve organizational reputa-

tion

 (B) Increase taxes

 (C) Reduce production

 (D) Avoid publicity

47. Public opinion research helps PR to

 (A) Understand attitudes of publics

 (B) Increase advertising

 (C) Promote sales

 (D) Reduce communication

48. PR planning requires

 (A) Goals

 (B) Strategies

 (C) Evaluation

 (D) All of these

49. Eff ective PR communication should 

be

 (A) Clear and transparent

 (B) Confusing

 (C) Misleading

 (D) Secretive

50. The ultimate goal of PR is

 (A) Increase production

 (B) Increase sales only

 (C) Create mutual understanding 

between organization and pub-

lic

 (D) Promote advertising
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51. heefyuekeâ efjuesMeve cegKÙe ™he mes Fvemes pegÌ[e nw:

 (A) Dee@ie&veeF]pesMeve Deewj heefyuekeâ kesâ yeerÛe Deehemeer 

mecePe yeveevee

 (B) efmeHe&â Øees[keäšdme keâe efJe%eeheve keâjvee

 (C) meeceeve yesÛevee

 (D) Øees[keäšdme yeveevee

52. Skeâ keâcÙegefvekesâMeve HebâkeäMeve kesâ leewj hej heefyuekeâ 
efjuesMeve hej peesj oslee nw:

 (A) Jeve-Jes keâcÙegefvekesâMeve
 (B) Dee@ie&veeFpesMeve Deewj heefyuekeâ kesâ yeerÛe št-Jes 

keâcÙegefvekesâMeve
 (C) efmeHe&â efJe%eeheve keâjvee
 (D) meeceeve yesÛevee

53. heefyuekeâ efjuesMeve Meyo Fme oewjeve yengle hee@heguej 
ngDee:

 (A) 18JeeR meoer
 (B) 20JeeR meoer
 (C) 17JeeR meoer
 (D) 19JeeR meoer

54. Yeejle ceW heefyuekeâ efjuesMeve keâer «eesLe keâeHeâer yeÌ{er:

 (A) Yeejle keâer Deepeeoer

 (B) Fb[efmš^Ùeue ›eâebefle

 (C) henuee efJeMJe Ùegæ

 (D) efyeÇefšMe jepe

55. heefyueefmešer, heefyuekeâ efjuesMeve mes Deueie nw keäÙeeWefkeâ 

heefyueefmešer nw:

 (A) Mee@š&-šce& keâcÙegefvekesâMeve SefkeäšefJešer

 (B) uee@vie-šce& efjuesMeveefMehe yeveevee

 (C) mš^sšsefpekeâ keâcÙegefvekesâMeve

 (D) keâe@heexjsš keâcÙegefvekesâMeve

51. Public Relations mainly deals with

 (A) Building mutual understanding 

between organization and pub-

lic

 (B) Advertising products only

 (C) Selling goods

 (D) Manufacturing products

52. PR as a communication function em-

phasizes

 (A) One-way communication

 (B) Two-way communication be-

tween organization and public

 (C) Advertising only

 (D) Selling goods

53. The term Public Relations became 

widely popular during

 (A) 18th century

 (B) 20th century

 (C) 17th century

 (D) 19th century

54. Growth of PR in India increased sig-

nifi cantly after

 (A) Independence of India

 (B) Industrial revolution

 (C) World War I

 (D) British rule

55. Publicity diff ers from PR because 

publicity is

 (A) Short-term communication ac-

tivity

 (B) Long-term relationship building

 (C) Strategic communication

 (D) Corporate communication 
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56. ØeeshesieQ[e keâe celeueye nw:

 (A) yewueWm[ peevekeâejer

 (B) heefyuekeâ DeesefheefveÙeve keâe cewefveheguesMeve

 (C) vÙetš^ue keâcÙegefvekesâMeve

 (D) SpegkesâMeveue keâcÙegefvekesâMeve

57. Skeâ cewvespeceWš HebâkeäMeve kesâ leewj hej heefyuekeâ efjuesMeve 

ceW Meeefceue nw:

 (A) efmeHe&â S[JejšeFefpebie

 (B) ceekexâefšbie

 (C) Øees[keäMeve hueeefvebie

 (D) heefyuekeâ kesâ meeLe efjuesMeve keâer hueeefvebie Deewj 

cewvesefpebie

58. heefyuekeâ DeesefheefveÙeve keâe celeueye nw:

 (A) mejkeâejer Hewâmeuee

 (B) ceekexâš ØeeFme

 (C) pÙeeoelej ueesieeW kesâ efJeÛeej

 (D) kebâheveer keâe Øee@efHeâš

59. heefyuekeâ efjuesMeve Dee@ie&veeF]pesMeve keâer ceoo keâjlee nw:

 (A) Øees[keäMeve yeÌ{evee

 (B) šwkeäme keâce keâjvee

 (C) ieg[efJeue Deewj jshÙegšsMeve yeveevee

 (D) efmeHe&â mesume yeÌ{evee

60. heefyuekeâ efjuesMeve keâe cegKÙe cekeâmeo nw:

 (A) meeceeve yesÛevee

 (B) mšskeânesu[me& kesâ meeLe hee@efpeefšJe efjuesMeve 

yeveeS jKevee

 (C) ceekexâefšbie ØeceesMeve

 (D) HeâeFveWefMeÙeue «eesLe

56. Propaganda refers to

 (A) Balanced information

 (B) Manipulation of public opinion

 (C) Neutral communication

 (D) Educational communication 

57. PR as a management function in-

volves

 (A) Advertising only

 (B) Marketing

 (C) Production planning

 (D) Planning and managing rela-

tions with publics

58. Public opinion means

 (A) Government decision

 (B) Market price

 (C) Views held by majority of peo-

ple

 (D) Company profi t

59. PR helps organizations to

 (A) Increase production 

 (B) Reduce taxes

 (C) Build goodwill and reputation

 (D) Increase sales only

60. Main objective of PR is

 (A) Selling goods

 (B) Maintaining positive relation-

ship with stakeholders

 (C) Marketing promotion

 (D) Financial growth
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61. heefyuekeâ efjuesMeve Øeesmesme ceW henuee mšspe nw:

 (A) FJewuÙetSMeve

 (B) hueeefvebie

 (C) FchueerceWšsMeve

 (D) efjmeÛe&

62. FchueerceWšsMeve mšspe keâe celeueye nw:

 (A) heefyuekeâ efjuesMeve mš^sšspeer keâes SipeerkeäÙetš 

keâjvee

 (B) mš^sšspeer keâer hueeefvebie

 (C) efjmeÛe& SefkeäšefJešer

 (D) FJewuÙetSMeve

63. heefyuekeâ efjuesMeve efjmeÛe& FmeefueS keâer peeleer nw:

 (A) mesume yeÌ{evee

 (B) Øee@efHeâš yeÌ{evee

 (C) heefyuekeâ SšeršdÙet[ keâes mecePevee

 (D) Øees[keäšdme keâe efJe%eeheve keâjvee

64. heefyuekeâ efjuesMeve ceW cetuÙeebkeâve mes ceoo keâjleer nw:

 (A) Øees[keäMeve yeÌ{evee

 (B) efye›eâer yeÌ{evee

 (C) heefyuekeâ efjuesMeve Øees«eecme keâe Demej ceehevee

 (D) ueeiele keâce keâjvee

65. heefyuekeâ efjuesMeve ØewefkeäšMevej cegKÙe ™he mes keâece 

keâjles nQ:

 (A) mesume cewvespej

 (B) keâcÙegefvekesâMeve mhesMeefuemš

 (C) HeâeFveWefMeÙeue cewvespej

 (D) Øees[keäMeve cewvespej

61. The fi rst stage in PR process is

 (A) Evaluation

 (B) Planning

 (C) Implementation

 (D) Research

62. Implementation stage refers to

 (A) Executing PR strategies

 (B) Planning strategies

 (C) Research activities

 (D) Evaluation

63. PR research is conducted to

 (A) Increase sales

 (B) Increase profi ts

 (C) Understand public attitudes

 (D) Advertise products

64. Evaluation in PR helps to

 (A) Increase production

 (B) Increase sales

 (C) Measure eff ectiveness of PR 

programs

 (D) Reduce cost

65. PR practitioners mainly function as

 (A) Sales managers

 (B) Communication specialists

 (C) Financial managers

 (D) Production managers
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66. ceeref[Ùee efjuesMeve keâe celeueye nw:

 (A) DeKeyeejeW ceW efJe%eeheve osvee

 (B) Øees[keäšdme yesÛevee

 (C) heefyuekesâMeve efØebš keâjvee

 (D) ceeref[Ùee Dee@ie&veeFpesMeve kesâ meeLe mebyebOe yeveeS 

jKevee

67. Øesme keâe@vøeWâme FmeefueS keâer peeleer nw:

 (A) Øees[keäšdme keâes Øeceesš keâjvee

 (B) he$ekeâejeW keâes peevekeâejer osvee

 (C) ceerefšbie keâjvee

 (D) keâce&ÛeeefjÙeeW keâes š^sve keâjvee

68. Øesme efjueer]pe keâe Fmlesceeue efkeâmekesâ efueS efkeâÙee peelee 

nw:

 (A) ceeref[Ùee keâes vÙetpe keâer peevekeâejer osvee

 (B) Øees[keäšdme keâe efJe%eeheve keâjvee

 (C) Fbšjveue keâcÙegefvekesâMeve

 (D) mšeHeâ keâes š^sefvebie osvee

69. heefyuekeâ efjuesMeve štume ceW Meeefceue nQ:

 (A) Øesme efjueerpe

 (B) FJeWšdme

 (C) heefyuekesâMeve

 (D) Ùes meYeer

70. ceeref[Ùee efjuesMeve ceW ceoo efceueleer nw:

 (A) DeÛÚer heefyueefmešer yeveevee

 (B) ueeiele keâce keâjvee

 (C) Øees[keäMeve yeÌ{evee

 (D) ceekexâš keâes kebâš^esue keâjvee

66. Media relations means

 (A) Advertising in newspapers

 (B) Selling products

 (C) Printing publications

 (D) Maintaining relations with me-

dia organizations

67. Press conference is organized to

 (A) Promote products

 (B) Provide information to journal-

ists

 (C) Conduct meetings

 (D) Train employees

68. Press release is used for

 (A) Providing news information to 

media

 (B) Advertising products

 (C) Internal communication

 (D) Training staff 

69. PR tools include

 (A) Press release

 (B) Events

 (C) Publications

 (D) All of these

70. Media relations help in

 (A) Creating favorable publicity

 (B) Reducing cost

 (C) Increasing production

 (D) Controlling markets
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71. Fbšjveue heefyuekeâ ceW Meeefceue nw:

 (A) keâmšcej

 (B) Schuee@F&

 (C) mejkeâej

 (D) ceeref[Ùee

72. yeenjer ueesieeW ceW Meeefceue nw:

 (A) Schuee@F&

 (B) cewvespej

 (C) keâmšcej Deewj keâcÙegefvešer

 (D) mšeHeâ

73. keâcÙegefvešer efjuesMeve keâe celeueye nw:

 (A) ueeskeâue meesmeeFšer kesâ meeLe efjuesMeve

 (B) Schuee@F& kesâ meeLe efjuesMeve

 (C) mehueeÙej kesâ meeLe efjuesMeve

 (D) keâe@efcheefššj kesâ meeLe efjuesMeve

74. Schuee@F& efjuesMeve keâe cekeâmeo nw:

 (A) Scheuee@F& kesâ meeLe DeÛÚs efjuesMeve yeveeS 

jKevee

 (B) Øees[keäMeve yeÌ{evee

 (C) mewuejer keâce keâjvee

 (D) Øee@efHeâš yeÌ{evee

75. heefyuekeâ meskeäšj ceW heefyuekeâ efjuesMeve keâe Heâeskeâme 

neslee nw:

 (A) Øee@efHeâš cewefkeämeceeFpesMeve

 (B) heefyuekeâ meefJe&me keâcÙegefvekesâMeve

 (C) ceekexâefšbie ØeceesMeve

 (D) mesume «eesLe

71. Internal publics include

 (A) Customers

 (B) Employees

 (C) Government

 (D) Media

72. External publics include

 (A) Customers

 (B) Employees

 (C) Government

 (D) Media

73. Community relations refer to

 (A) Relations with local society

 (B) Relations with employees

 (C) Relations with suppliers

 (D) Relations with competitors

74. Employee relations aim to

 (A) Maintain good relations with 

employees

 (B) Increase production

 (C) Reduce salary

 (D) Increase profi ts

75. PR in public sector focuses on

 (A) Profi t maximization

 (B) Public service communication

 (C) Marketing promotion

 (D) Sales growth
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76. heefyuekeâ efjuesMeve keâeGbmeefuebie keâe celeueye nw:

 (A) heefyuekeâ efjuesMeve ceeceueeW hej cewvespeceWš keâes 

meueen osvee

 (B) S[JejšeFefpebie hueeefvebie

 (C) ceekexâefšbie hueeefvebie

 (D) Øees[keäš ØeceesMeve

77. heefyuekeâ efjuesMeve SpeWefmeÙeeb osleer nQ:

 (A) cewvÙegHewâkeäÛeefjbie meefJe&me

 (B) š^ebmeheesš& meefJe&me

 (C) ØeesHesâMeveue heefyuekeâ efjuesMeve kebâmeušWmeer

 (D) Øees[keäMeve meefJe&me

78. heefyuekeâ efjuesMeve S[JejšeFefpebie mes Deueie nw keäÙeeWefkeâ 

Public Relation

 (A) hes[ keâcÙegefvekesâMeve nw~

 (B) efmeHe&â mesume hej Heâeskeâme keâjlee nw~

 (C) jshÙegšsMeve cewvespeceWš hej Heâeskeâme keâjlee nw~

 (D) efmeHe&â Øees[keäš keâes Øeceesš keâjlee nw~

79. keâe@heexjsš keâcÙegefvekesâMeve keâe celeueye nw:

 (A) Øees[keäMeve keâcÙegefvekesâMeve

 (B) Dee@ie&veeFpesMeve Deewj mšskeânesu[me& kesâ yeerÛe 

keâcÙegefvekesâMeve

 (C) ceekexâefšbie keâcÙegefvekesâMeve

 (D) mesume keâcÙegefvekesâMeve

80. mšskeânesu[me& ceW Meeefceue nQ:

 (A) Schuee@F&

 (B) keâmšcej

 (C) FvJesmšj

 (D) Ùes meYeer

76. PR counseling means

 (A) Advising management on PR 

matters

 (B) Advertising planning

 (C) Marketing planning

 (D) Product promotion

77. PR agencies provide

 (A) Manufacturing services

 (B) Transport services

 (C) Professional PR consultancy

 (D) Production services

78. PR diff ers from advertising because 

PR

 (A) Is paid communication

 (B) Focuses only on sales 

 (C) Focuses on reputation manage-

ment

 (D) Promotes products only

79. Corporate communication refers to

 (A) Production communication

 (B) Communication between orga-

nization and stakeholders

 (C) Marketing communication

 (D) Sales communication

80. Stakeholders include

 (A) Employees

 (B) Customers

 (C) Investors

 (D) All of these



A350602T/2026 [ 19 ] Set-B

81. MesÙejnesu[j efjuesMeve ceW Meeefceue nw:

 (A) Øees[keäšdme keâe efJe%eeheve

 (B) Schuee@F& kesâ meeLe keâcÙegefvekesâMeve

 (C) FvJesmšj kesâ meeLe keâcÙegefvekesâMeve

 (D) Øees[keäMeve hueeefvebie

82. [eruej efjuesMeve hej Heâeskeâme neslee nw:

 (A) ef[mš^eryÙetšj Deewj [eruej kesâ mebyebOe 

 (B) Schuee@F& efjuesMeve

 (C) mejkeâejer efjuesMeve

 (D) keâcÙegefvešer efjuesMeve

83. ne@efmhešue kesâ efueS heefyuekeâ efjuesMeve keâe cekeâmeo 
neslee nw:

 (A) Øee@efHeâš yeÌ{evee
 (B) heefyuekeâ keâe Yejesmee Deewj jshÙegšsMeve yesnlej 

keâjvee
 (C) meefJe&me keâce keâjvee
 (D) keâercele yeÌ{evee

84. NGO kesâ efueS heefyuekeâ efjuesMeve keâe Heâeskeâme neslee 

nw:

 (A) meesMeue DeJesÙejvesme Deewj Hebâ[jsefpebie

 (B) meeceeve keâe efJe%eeheve

 (C) cewvÙegHewâkeäÛeefjbie

 (D) š^sef[bie

85. heefyuekeâ efjuesMeve ceW ›eâeFefmeme cewvespeceWš keâe celeueye 
nw:

 (A) HeâeFveWefMeÙeue cewvespeceWš
 (B) jshÙegšsMeve hej Demej [eueves Jeeueer vesiesefšJe 

efmeÛegSMeve keâes mebYeeuevee
 (C) ceekexâefšbie mš^sšspeer
 (D) Øees[keäMeve hueeefvebie

81. Shareholder relations involve

 (A) Advertising products

 (B) Communication with employees

 (C) Communication with investors

 (D) Production planning

82. Dealer relations focus on

 (A) Relations with distributors and 

dealers

 (B) Employee relations

 (C) Government relations

 (D) Community relations

83. PR for hospitals aims to

 (A) Increase profi t

 (B) Improve public trust and repu-

tation

 (C) Reduce services

 (D) Increase price

84. PR for NGOs focuses on

 (A) Social awareness and fundrais-

ing

 (B) Advertising goods

 (C) Manufacturing

 (D) Trading

85. Crisis management in PR means

 (A) Financial management

 (B) Handling negative situations af-

fecting reputation

 (C) Marketing strategy

 (D) Production planning
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86. heefyuekeâ efjuesMeve efjmeÛe& šskeäveerkeâ ceW Meeefceue nw:

 (A) meJex

 (B) FbšjJÙet

 (C) Dee@y]peJexMeve

 (D) Ùes meYeer

87. heefyuekeâ efjuesMeve Deewj keâevetve Fvemes peg[s nQ:

 (A) heefyuekeâ efjuesMeve SefkeäšefJešer hej Demej [eueves 

Jeeues keâevetveer efveÙece

 (B) Øees[keäMeve keâevetve

 (C) yeQefkebâie keâevetve

 (D) š^s[ keâevetve

88. heefyuekeâ efjuesMeve ceW keâes[ Dee@Heâ SefLekeäme yeÌ{eJee oslee 
nw:

 (A) F&ceeveoejer Deewj š^ebmehesjWmeer
 (B) Øee@efHeâš cewefkeämeceeFpesMeve
 (C) S[JejšeFefpebie «eesLe
 (D) ceekexâš SkeämeheWMeve
89. IPRA keâe celeueye nw:

 (A) Fbef[Ùeve heefyuekeâ efjuesMebme SpeWmeer

 (B) FbšjvesMeveue heefyuekeâ efjuesMebme SmeesefmeSMeve

 (C) FbšjvesMeveue Øesme efjuesMebme SpeWmeer

 (D) Fbef[Ùeve heefyuekeâ efjmeÛe& SpeWmeer

90. PRSI keâe celeueye nw:

 (A) heefyuekeâ efjuesMebme meesmeeFšer Dee@Heâ Fbef[Ùee

 (B) heefyuekeâ efjmeÛe& meesmeeFšer Dee@Heâ Fbef[Ùee

 (C) Øesme efjuesMebme meesmeeFšer Dee@Heâ Fbef[Ùee

 (D) heefyuekeâ efjuesMebme meefJe&me FbefmššdÙetš

86. PR research techniques include

 (A) Surveys

 (B) Interviews

 (C) Observation

 (D) All of these

87. PR and law deals with

 (A) Legal regulations aff ecting PR 

activities

 (B) Production laws

 (C) Banking laws

 (D) Trade laws

88. Code of ethics in PR promotes

 (A) Honesty and transparency

 (B) Profi t maximization

 (C) Advertising growth

 (D) Market expansion

89. IPRA stands for

 (A) Indian Public Relations Agency

 (B) International Public Relations 

Association

 (C) International Press Relations 

Agency

 (D) Indian Public Research Agency

90. PRSI stands for

 (A) Public Relations Society of India

 (B) Public Research Society of India

 (C) Press Relations Society of India

 (D) Public Relations Service Insti-

tute
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91. Øesme keâe@vøeWâme FmeefueS Dee@ie&veeFpe keâer peeleer nw:

 (A) ceeref[Ùee keâes vÙetpe DeveeGbme keâjves kesâ efueS

 (B) Øees[keäšdme keâe efJe%eeheve keâjves kesâ efueS

 (C) Schuee@F]pe keâes š^sve keâjves kesâ efueS

 (D) efjmeÛe& keâjves kesâ efueS

92. Øesme keâe@vøeWâme kesâ efueS Ûeskeâefuemš ceW Meeefceue nQ:

 (A) JesvÙet

 (B) ceeref[Ùee FveefJešsMeve

 (C) Øesme efkeâš

 (D) Ùes meYeer

93. mhesMeue FJeWšdme heefyuekeâ efjuesMeve ceW Meeefceue nQ:

 (A) Sefi]peefyeMeve

 (B) mesefceveej

 (C) keâe@vøeWâme

 (D) Ùes meYeer

94. keâe@heexjsš yeÇesMej keâe Fmlesceeue neslee nw:

 (A) Dee@ie&veeF]pesMeve kesâ yeejs ceW peevekeâejer osvee

 (B) Øees[keäšdme keâe efJe%eeheve keâjvee

 (C) Schuee@F]pe keâes š^sve keâjvee

 (D) meJex keâjvee

95. FveefJešsMeve uesšj FmeefueS efueKes peeles nQ:
 (A) mšeHeâ keâes š^sve keâjvee
 (B) Øees[keäšdme keâe efJe%eeheve keâjvee
 (C) heefyuekeâ efjuesMeve FJeWšdme ceW iesmšdme keâes 

FveJeeFš keâjvee
 (D) Schuee@F]pe keâes efj›etâš keâjvee

91. Press conference is organized to

 (A) Announce news to media

 (B) Advertise products

 (C) Train employees

 (D) Conduct research

92. Checklist for press conference in-

cludes

 (A) Venue

 (B) Media invitations

 (C) Press kit

 (D) All of these

93. Special events in PR include

 (A) Exhibitions

 (B) Seminars

 (C) Conferences

 (D) All of these

94. Corporate brochure is used to

 (A) Provide information about or-

ganization

 (B) Advertise products

 (C) Train employees

 (D) Conduct surveys

95. Invitation letters are written to

 (A) Train staff 

 (B) Advertise products

 (C) Invite guests to PR events

 (D) Recruit employees
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96. Øesme efjueerpe efueKeves keâe cekeâmeo neslee nw:

 (A) mesume keâes Øeceesš keâjvee

 (B) Øees[keäšdme keâe efJe%eeheve keâjvee

 (C) vÙetpe ueeÙekeâ peevekeâejer osvee

 (D) Schuee@F]pe keâes š^sve keâjvee

97. HeâerÛej jeFefšbie efkeâme hej Heâeskeâme keâjleer nw:

 (A) še@efhekeâ Ùee FJeWšdme hej ef[šsu[ mšesjer

 (B) efmeHe&â ne[& vÙetpe

 (C) S[JejšeFefpebie

 (D) mesume ØeceesMeve

98. mheerÛe jeFefšbie efkeâmekesâ efueS lewÙeej keâer peeleer nw:

 (A) Schuee@F]pe

 (B) keâe@heexjsš Si]peerkeäÙetefšJe

 (C) keâmšcej

 (D) mehueeÙej

99. ceeref[Ùee efjuesMeve keâe cekeâmeo neslee nw:

 (A) ceeref[Ùee keâes kebâš^esue keâjvee

 (B) peve&efuemš kesâ meeLe hee@efpeefšJe efjuesMeve yeveeS 

jKevee

 (C) ceeref[Ùee mes yeÛevee

 (D) Øees[keäš yesÛevee

100. kebâpÙetcej efjuesMeve ceW Meeefceue nw:

 (A) keâmšcej kesâ meeLe keâcÙegefvekesâMeve

 (B) Schuee@F]pe kesâ meeLe keâcÙegefvekesâMeve

 (C) mehueeÙej kesâ meeLe keâcÙegefvekesâMeve

 (D) keâe@efcheefššj kesâ meeLe keâcÙegefvekesâMeve

96. Press release writing aims to

 (A) Promote sales

 (B) Advertise products

 (C) Provide newsworthy informa-

tion

 (D) Train employees

97. Feature writing focuses on

 (A) Detailed story on topics or 

events

 (B) Hard news only 

 (C) Advertising

 (D) Sales promotion

98. Speech writing is prepared for

 (A) Employees

 (B) Corporate executives

 (C) Customers

 (D) Suppliers

99. Media relations aim to

 (A) Control media

 (B) Maintain positive relations with 

journalists

 (C) Avoid media

 (D) Sell products

100. Consumer relations involve

 (A) Communication with customers

 (B) Communication with employees

 (C) Communication with suppliers

 (D) Communication with competi-

tors
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Rough Work
jHeâ keâeÙe&



GoenjCe : 

 ØeMve :

 ØeMve 1  A B C D

 ØeMve 2 A B C D

 ØeMve 3 A B C D  

5. ØelÙeskeâ ØeMve kesâ Debkeâ meceeve nQ~ Deehekesâ efpeleves Gòej mener 
neWies, GvneR kesâ Devegmeej Debkeâ Øeoeve efkeâÙes peeÙeWies~

6. meYeer Gòej kesâJeue Dees.Sce.Deej. Gòej-he$ekeâ (OMR 
Answer Sheet) hej ner efoÙes peeves nQ~ Gòej-he$ekeâ ceW 
efveOee&efjle mLeeve kesâ DeueeJee DevÙe$e keâneR hej efoÙee ieÙee 
Gòej ceevÙe veneR nesiee~

7. Dees.Sce.Deej. Gòej-he$ekeâ (OMR Answer Sheet) 
hej kegâÚ Yeer efueKeves mes hetJe& GmeceW efoÙes ieÙes meYeer DevegosMeeW 
keâes meeJeOeeveerhetJe&keâ heÌ{ efueÙee peeÙes~ 

8. hejer#ee meceeefhle kesâ Ghejevle hejer#eeLeea keâ#e efvejer#ekeâ keâes 
Deheveer OMR Answer Sheet GheueyOe keâjeves kesâ yeeo 
ner hejer#ee keâ#e mes ØemLeeve keâjW~ hejer#eeLeea Deheves meeLe 
ØeMve-hegefmlekeâe ues pee mekeâles nQ~  

9. efveiesefšJe ceee\keâie veneR nw~  

10. keâesF& Yeer jHeâ keâeÙe&, ØeMve-hegefmlekeâe ceW, jHeâ-keâeÙe& kesâ efueS 

efoS Keeueer hespe hej ner efkeâÙee peevee ÛeeefnS~  

11. hejer#ee keâ#e ceW uee@ie-yegkeâ, kewâukegâuesšj, hespej leLee mesuÙeguej 

Heâesve ues peevee leLee Gmekeâe GheÙeesie keâjvee Jee|pele nw~

12. øeMve kesâ efnvoer SJeb Deb«espeer ¤heevlejCe ceW efYeVelee nesves keâer 

oMee ceW ØeMve keâe Deb«espeer ¤heevlejCe ner ceevÙe nesiee~

cenlJehetCe& : ØeMve-hegefmlekeâe Keesueves hej ØeLecele: peeBÛe keâj 

osKe ueW efkeâ ØeMve-hegefmlekeâe kesâ meYeer he=‰ YeueerYeeBefle 

Úhes ngS nQ~ Ùeefo ØeMve-hegefmlekeâe ceW keâesF& keâceer nes, lees 

keâ#eefvejer#ekeâ keâes efoKeekeâj Gmeer meerjerpe keâer otmejer 

ØeMve-hegefmlekeâe Øeehle keâj ueW~

Example : 

 Question :

 Q. 1 A B C D

 Q. 2 A B C D

 Q. 3 A B C D

5. Each question carries equal marks. Marks 
will be awarded according to the number 
of correct answers you have. 

6. All answers are to be given on OMR Answer 
Sheet only. Answers given anywhere other 
than the place specifi ed in the answer 
sheet will not be considered valid. 

7. Before writing anything on the OMR 
Answer Sheet, all the instructions given in 
it should be read carefully. 

8. After the completion of the examination 
candidates should leave the examination 
hall only after providing their OMR Answer 
Sheet to the invigilator. Candidate can 
carry their Question Booklet. 

9. There will be no negative marking. 

10. Rough work, if any, should be done on the 
blank pages provided for the purpose in 
the booklet.

11. To bring and use of log-book, calculator, 
pager & cellular phone in examination hall 
is prohibited. 

12. In case of any diff erence found in English 
and Hindi version of the question, the 
English version of the question will be held 
authentic.

Impt. On opening the question booklet, 
fi rst check that all the pages of 
the question booklet are printed 
properly. If there is any discrepancy 
in the question booklet, then after 
showing it to the invigilator, get 
another question booklet of the same 
series.   


