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The ultimate goal of PR is
(A)
(B)
(9)

Increase production
Increase sales only
Create mutual understanding
between organization and pub-
lic
(D)
Effective PR communication should
be
(A)
(B)
(©)
(D)
PR planning requires
(A) Goals
(B) Strategies

Promote advertising

Clear and transparent
Confusing
Misleading

Secretive

(C) Evaluation

(D) All of these

Public opinion research helps PR to
(A) Understand attitudes of publics
(B) Increase advertising

(C) Promote sales

(D) Reduce communication
Corporate social responsibility com-
munication helps to

(A) Improve organizational reputa-
tion

(B) Increase taxes
(9)
(D) Avoid publicity

Reduce production
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6. Stakeholder communication means 6. W@mﬁmﬁaﬂqﬂm%‘:

(A) Communication with suppliers

only (A) R TERR & A1 BRI B
(B) Communication with all inter-
ested groups (B) | §eXS YU & Y HRIFBI
(C) Communication with employees
only (C) Rt wreils & W1 HRYHIH
(D) Communication with customers
only (D) R B & AT HRIHIA
7. Public relations campaigns are 7. ufeio Rever S &
(A) Random communication (A) = a;qﬁ%m
(B) Advertising only (B) % veaReEism
(C) Planned communication efforts (C) wire HRYfTcper BHIfrel
(D) Sales promotion (D) o< FHISH
8. Reputation management refers to 8. YT H-THE Pl AT &
(A) Maintaining positive public im- (A) mm@awm
age o
(B) Increasing profits (B) ST agrT
(C) Reducing expenses (C) & &H BT
(D) Increasing production (D) Wed= ST
9. PR helps organizations to 9. ufwid RereH 3MAIEe & Aee Bl &:
(A) Build credibility and trust (A) piefafere iR wRar samT
(B) Increase cost (B) I SgMT
(C) Reduce communication (C) BB HH Bl
(D) Control employees (D) THETS PIet BRAl
10. Public relations mainly focus on 10. ufwm® Rered T w9 A P W Biew
(A) Advertising T &
(B) Building long-term relation- (A) TSREIRIST
ships with publics (B) ufeTed & A1 e T & Red a1
(C) Production (C) wsTR

(D) Distribution (D) kg™
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11.

12.

13.

14.

15.
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Digital communication in PR helps to
(A) Reach large audiences quickly
(B) Reduce communication

(C) Increase production

(D) Control prices

Modern PR uses technology for 12.

(A) Communication
(B) Research
(C) Media monitoring

(D) All of these

Online reputation management re- 13.

fers to

(A) Managing an organization's im-
age on digital platforms

(B)

(®)

(D)

Social media helps PR professionals 14

Manufacturing products
Financial reporting

Production management

to

(A) Reduce communication

(B) Engage directly with audiences

(C) Stop advertising

(D) Avoid media

Digital PR mainly involves

(A) Online communication and so-
cial media

(B)

(9)

(D)

Printing brochures
Television advertising

Radio broadcasting
[5]
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16.

17.

18.

19.

20.
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Ethical communication in PR should
be

(A) Misleading

(B) Manipulative

(C) Truthful and responsible

(D) Secretive

Code of ethics ensures 17.

(A) Professional behavior in PR
practice

(B)

(©)

(D)

Financial growth
Production increase

Marketing expansion

Professional PR organizations pro- 18.

mote
(A) Professional standards and eth-
ics

(B)
(®)
(D)

Ethical PR practices require 19

Sales promotion
Advertising growth

Manufacturing

(A) Honesty

(B) Transparency
(C) Responsibility
(D) All of these

Accountability in PR means 20.

(A) Being responsible for PR activi-
ties

(B)
(®)

(D) Advertising products

Increasing profits

Marketing goods

[6]
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21.

22.

23.

24,

25.
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Consumer relations aim to 21
(A) Increase production

(B) Build trust with customers

(C) Reduce sales

(D) Avoid feedback

Media relations aim to 22.

(A) Maintain good relations with
journalists

(B) Control media

(C) Reduce publicity

(D) Avoid communication

Speech writing for executives is used 23.

for
(A)
(B)
(©)

Advertising goods

Marketing products
Communicating corporate mes-
sages

(D)

Manufacturing planning

Feature writing mainly focuses on 24.

(A) Human interest stories
(B) Financial reports
(C) Product promotion

(D) Advertising slogans

Press release writing should be 25.

(A) Complex
(B) Clear, concise and factual
(C) Emotional

(D) Promotional only
[7]
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26.

27.

28.

29.

30.

Conferences and seminars are ex-

amples of

(A) Marketing tools

(B) Advertising campaigns

(C) PR events

(D) Sales promotion

Corporate events are organized

mainly to

(A) Strengthen relationships with
stakeholders

(B) Increase taxes

(C) Reduce marketing

(D) Increase production

Welcoming guests in PR events helps

to

(A) Increase production

(B) Create positive impression

(C) Reduce expenses

(D) Promote advertising

Travel arrangements for guests in-

clude

(A) Ticket booking

(B) Hotel booking

(C) Local transport arrangement

(D) All of these

Invitation letters are used to

(A) Sell products

(B) Invite guests to PR events

(C) Promote advertising

(D) Conduct surveys
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31.

32.

33.

34.

35.

PR campaigns are designed to

(A)

Achieve specific communication

objectives
(B) Increase manufacturing
(C) Reduce cost
(D) Improve sales only
A corporate brochure is used to
(A) Manage finances
(B) Advertise products only
(C) Conduct training
(D) Provide information about the
organization
A press kit usually contains

(A) Company profile

(B) Press release

(C) Photographs

(D) All of these

Media relation is important because
it
(A)
(B)

Increases production

Helps in gaining positive public-
ity

(C) Reduces costs
(D)
Public affairs mainly deals with
(A)
(B)
(©)

Controls advertising

Financial management
Marketing

Relations with government and
public policy

(D) Product design
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36.

37.

38.

39.

40.
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Exhibition in PR is used to 36.

(A) Promote products only

(B) Communicate directly with the
public

(C) Train employees

(D) Reduce costs

Corporate campaign focuses on 37.

(A) Enhancing corporate reputation
(B) Advertising goods
(C) Selling services

(D) Manufacturing products

Institutional campaign aims to 38.

(A)
(B)

Sell products

Improve the image of the orga-
nization

Reduce costs

()
(D)

Increase production

Advocacy campaign is mainly used 39.

to
(A) Promote products
(B)
(9)

Increase sales

Influence public opinion on so-
cial or political issues

(D)
PR strategy refers to
(A)
(B)

Conduct marketing research

Random communication
Planned approach to achieve PR
objectives

(©)
(D) Sales strategy

Advertising campaign

[10]

40.

ufets Rerem # efisifaem & gwamme &
&

(A) It disdcs @1 JHIC B & fore
(B) ST I Y Fraaia

(C) FHTURAN BT ¢ B

(D) TT HH PR

BlaRke HUT 6T R Bl BT &:

(A) BURE IGET FGHI

(B) SMHM &I u5d<cls|'31'4| HHT
(C) afaw ST

(D) Wisaed ST
SRICGIFC U BT Hebwa T &:
(A) Wrsdcd ST

(B) 3ifHIZaIe™ @ gHaT R

(C) @NId BT BT

(D) HisTRI qEHT

TSATHRIT hU+ Bl FHIHTe J&d T [l

fere fesar s &:

(A) WEdEH DI JHIC B & 1078

(B) Ie<T ggM o fere

(C) e a1 difciicdd Hal R dieid
anfufas @1 yeanfaa &= & foe

(D) wHT Rad a=+ & fore

ufeid ReleM ol ®l Aaad &

(A) A FRgHIHH

(B) ufstss Reree & Adpae o u= & fore
@S 3

(C) vsaReTsioiT B

(D) Wed Teall




41.

42.

43.

44,

45,

PR strategy refers to

(A) Random communication

(B) Planned communication ap-
proach

(C) Advertising only

(D) Sales promotion

Media kit includes

(A) Press release

(B) Company profile

(C) Photos

(D) All of these

Corporate film is used to

(A) Present organizational image

(B) Sell goods

(C) Train staff only

(D) Control finance

Exhibition in PR is used for

(A) Production

(B) Public interaction and promo-
tion

(C) Accounting

(D) Sales only

Advocacy campaign aims to

(A) Influence public opinion on is-
sues

(B) Sell products

(C) Promote advertising

(D) Increase sales
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42.

43.

44,

45,
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46.

47.

48.

49.

50.
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Emerging trends in PR include

(A) Social media communication

(B) Digital PR

(C) Online reputation management

(D) All of these

Code of conduct ensures

(A) Professional behavior in PR

(B) Profit growth

(C) Production increase

(D) Market expansion

Professional PR organizations pro-

mote

(A) Standards and ethics in PR pro-
fession

(B) Advertising campaigns

(C) Marketing growth

(D) Sales promotion

Ethical PR practice requires 49,
(A) Honesty
(B) Transparency
(C) Responsibility
(D) All of these
50.

Accountability in PR means

(A) Responsibility for communica-
tion outcomes

(B) Profit maximization

(C) Marketing promotion

(D) Advertising growth
[12]

46.

47.

48.

yfets Rerem # 3wk ¢ # enfia &:
(A) et HifSar HRIfBH

(B) fEforea ufets Reem

(C) 3iFeTg XYL HAsHe

(D) a |4

B8 3Tt HedT Tg Yadh! Bl &
(A) ufsTs ReeM # MbIHd TaER
(B) Siftee Hrer

(C) WesaeH ¥ Felaxl

(D) HIdhc oI foaR

e ufets Rerer 3ifi-Tgsied yHie

T &

(A) ufed Reem gieee #§ ®es iR
RG]

(B) USRI B
(C) wThicT WY
(D) I FERE

tiorer ufesd Reteq dfea & foe s
&
(A) FHFER!

(B) g
(C) TR
(D) I I

ufeeiss Rerem # e faferdt o waes &:
(A) BRIFBIE & Fiist o e
(B) Siffthe Hfawmmgorer

(C) wrbfET gHre

(D) USaRCTEISHT Wer



51.

52.

53.

54.

55.
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Consumer relations involve 51
(A) Communication with customers
(B) Communication with employees
(C) Communication with suppliers
(D) Communication with competi-
tors
Media relations aim to 52
(A) Control media
(B) Maintain positive relations with
journalists
(C) Avoid media
(D) Sell products

Speech writing is prepared for 53.

(A) Employees

(B) Corporate executives

(C) Customers

(D) Suppliers

Feature writing focuses on

(A) Detailed story on topics or

events

(B)
(©)
(D)

Hard news only
Advertising

Sales promotion

Press release writing aims to 55.

(A) Promote sales

(B) Advertise products
(C) Provide newsworthy informa-
tion

(D) Train employees
[13]
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56.

57.

58.

59.

60.
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Invitation letters are written to 56.

(A) Train staff
(B) Advertise products
(C) Invite guests to PR events

(D) Recruit employees

Corporate brochure is used to S57.

Provide information about or-

(A)

ganization
(B)
(®)
(D)

Advertise products
Train employees

Conduct surveys

Special events in PR include 58.

(A) Exhibitions
(B) Seminars
(C) Conferences

(D) All of these

Checklist for press conference in- 59.

cludes

(A) Venue

(B) Media invitations
(C) Press kit

(D) All of these

Press conference is organized to 60.

(A) Announce news to media
(B) Advertise products

(C) Train employees

(D) Conduct research

[14]
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61.

62.

63.

64.

65.
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PRSI stands for 61.

(A) Public Relations Society of India
(B) Public Research Society of India
(C) Press Relations Society of India

(D) Public Relations Service Insti-

tute

IPRA stands for 62.

(A) Indian Public Relations Agency

(B) International Public Relations
Association

(C) International Press Relations
Agency

(D) Indian Public Research Agency

Code of ethics in PR promotes 63.

(A) Honesty and transparency
(B) Profit maximization
(C) Advertising growth

(D) Market expansion

PR and law deals with 64.

(A) Legal regulations affecting PR
activities

(B) Production laws
(©)

(D)

Banking laws

Trade laws

PR research techniques include 65.

(A) Surveys
(B) Interviews
(C) Observation

(D) All of these
[15]
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66.

67.

68.

69.

70.
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Crisis management in PR means 66.

(A) Financial management

(B) Handling negative situations af-
fecting reputation

(C) Marketing strategy

(D) Production planning

PR for NGOs focuses on 67.

(A) Social awareness and fundrais-
ing

(B) Advertising goods
(©)

(D)

Manufacturing

Trading

PR for hospitals aims to 68.

(A) Increase profit

(B) Improve public trust and repu-
tation

(C) Reduce services

(D) Increase price

Dealer relations focus on 69.

Relations with distributors and

(A)

dealers
(B)
(©)
(D)

Shareholder relations involve 70

Employee relations
Government relations

Community relations

(A) Advertising products
(B) Communication with employees
(C) Communication with investors

(D) Production planning
[16]
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71.

72.

73.

74.

75.

Stakeholders include

(A) Employees

(B) Customers

(C) Investors

(D) All of these

Corporate communication refers to
(A)
(B)

Production communication
Communication between orga-
nization and stakeholders
(9)
(D)

PR differs from advertising because

Marketing communication

Sales communication

PR
(A)
(B)
()

Is paid communication

Focuses only on sales

Focuses on reputation manage-
ment

(D)

PR agencies provide

Promotes products only

(A) Manufacturing services

(B) Transport services

(C) Professional PR consultancy
(D) Production services

PR counseling means

(A) Advising management on PR
matters

(B)
(9)
(D)

Advertising planning
Marketing planning

Product promotion

A350602T/2026
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76.

77.

78.

79.

80.

81.

PR in public sector focuses on

(A) Profit maximization

(B) Public service communication

(C) Marketing promotion

(D) Sales growth

Employee relations aim to

(A) Maintain good relations with
employees

(B) Increase production

(C) Reduce salary

(D) Increase profits

Community relations refer to

(A) Relations with local society

(B) Relations with employees

(C) Relations with suppliers

(D) Relations with competitors

External publics include

(A) Customers

(B) Employees

(C) Government

(D) Media

Internal publics include

(A) Customers

(B) Employees

(C) Government

(D) Media

Media relations help in

(A) Creating favorable publicity

(B) Reducing cost

(C) Increasing production

(D) Controlling markets
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77.

78.

79.

80.

81.
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82.

83.

84.

85.

86.

PR tools include

(A) Press release

(B) Events

(C) Publications

(D) All of these

Press release is used for
(A) Providing news information to
media

(B)
(©)
(D)

Press conference is organized to

Advertising products
Internal communication

Training staff

(A) Promote products

(B) Provide information to journal-
ists

(C) Conduct meetings

(D) Train employees

Media relations means

(A) Advertising in newspapers

(B) Selling products

(C) Printing publications

(D) Maintaining relations with me-
dia organizations

PR practitioners mainly function as

(A) Sales managers

(B) Communication specialists

(C) Financial managers

(D) Production managers

A350602T/2026

82.

83.

84.

85.

86.
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87.

88.

89.

90.

91.

Evaluation in PR helps to

(A) Increase production

(B) Increase sales

(C) Measure effectiveness of PR
programs

(D) Reduce cost

PR research is conducted to

(A) Increase sales

(B) Increase profits

(C) Understand public attitudes

(D) Advertise products

Implementation stage refers to

(A) Executing PR strategies

(B) Planning strategies

(C) Research activities

(D) Evaluation

The first stage in PR process is

(A) Evaluation

(B) Planning

(C) Implementation

(D) Research

Main objective of PR is

(A) Selling goods

(B)

Maintaining positive relation-

ship with stakeholders
(®
(D)

Marketing promotion

Financial growth
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87.

88.

89.

90.

91.
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92.

93.

94,

95.

96.

A350602T/2026

PR helps organizations to 92.

(A)
(B)
(®)
(D)

Increase production
Reduce taxes
Build goodwill and reputation

Increase sales only

Public opinion means 93.

(A) Government decision

(B) Market price

(C) Views held by majority of peo-
ple

(D) Company profit

PR as a management function in- 94.

volves
(A)
(B)
(9)
(D)

Advertising only

Marketing

Production planning

Planning and managing rela-
tions with publics

Propaganda refers to

(A) Balanced information

(B) Manipulation of public opinion
(C) Neutral communication

(D) Educational communication

Publicity differs from PR because 96.

publicity is

(A) Short-term communication ac-
tivity

(B) Long-term relationship building

(C) Strategic communication

(D) Corporate communication
[21]
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97. Growth of PR in India increased sig-
nificantly after
(A) Independence of India
(B) Industrial revolution
(C) World War I
(D) British rule
98. The term Public Relations became
widely popular during
(A) 18th century
(B) 20th century
(C) 17th century
(D) 19th century
99. 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
100. Public Relations mainly deals with
(A) Building mutual understanding
between organization and pub-
lic
(B)
(9)
(D)
A350602T/2026

Advertising products only
Selling goods

Manufacturing products

[22]
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10.

11.

12.
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Each question carries equal marks. Marks
will be awarded according to the number
of correct answers you have.

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

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

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.

There will be no negative marking.

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

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

In case of any difference 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,

first 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.
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