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(Part - A) zZzw
Section-I (Research Methodology) ïÆ§i»g

»7ì? (Classical Research Design) ¯òóem,Zí (Component) �g`fs~ÐÃy�z X1

(Dependent variable) «o (B) Independent variable MiZ�o (A)

(Confounding variable) ±3¨é
EE

z&+8-o (D) Control group Nzw¤/z\ (C)

(Accessibility) Zzgg�ð  (Availability) ÃZyÅ�ø7! (Participants) ËnÅ%äheÅ2~xgW X2

ÅãC�6,ÉHY@*ì?
(Snowball sampling) Z�!*w%:�i~ (B) (Convenience sampling) .&454ø G

E
G
E

%:�i~ (A)

(Purposive sampling) 6,8,z%:�i~ (D) (Systematic sampling)
bo-)45ë HGH%:�i~ (C)

~[p�Ã¾t�@*ìZzgZk»x@{ (Environment) c*âjw (Culture) ïÆÃyÐ§j~_·ÅYäzZàpÄ X3

�@*ì?
 (Survey) uz} (B) (Case Study) R_· (A)

(Ethonography) Z

#-�3ð G
G
E¤/Z° (D) (Interview) ZÚz- (C)

Æ�gxyàz�Ü©]»Y,̂{¢8�áïì? (Multiple Variables) ¾nÆeðÆ�b~¼�oZ] X4

(Bivariate analysis) !*ðzk,f$�t (B) (Univariate analysis) -ãzk,f$�t (A)

(Parametric analysis) cZ¢au�t (D) (Multivariate analysis) Rzk,f$o�t (C)

»ãC�~ÑHì? (Validity Test) F,'ï~zd¨± X5

To ensure that the research measures what it intends to measure (A)

To establish causal relationships between variables (B)

To determine the reliability of the research findings (C)

To validate the statistical analysis methods used (D)

¾6,Âz%Ãi�@*ì? (Phenomenological Turn) R,yóó �YEx~LL_ëß� X6

(Objective measurement of social phenomena) �Y|Åczèeö (A)

(The lived experiences and perceptions of individuals Z�ÛZ�Æ×�ñ�!*]Zzg@*W,Z]) (B)

Developing statistical models Ñgc*Câew»g�** (C)

(Large-scale surveys) (,}eä6,uz} (D)
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ÆCÙgÁÃ_·ÆaÉ�ä»)z~ñµ (Population) %ähe»Ãy�§iZk!*]ÃD¯@*ì�M!*�~ X7

A? (Equal Chance)

(Purposive sampling) 6,8,z%:�i~ (B) (Snowball sampling) Z�!*w%:�i~ (A)

(Simple Random Sampling) %:�i~ ��{ghx  (D) (Stratified Sampling) %:�i~ 4C  (C)

Ã¥x�ä»Zq- (Range of Spread of Variables) Æ;�Ågf (Variables) ~oZ] (Sample) %ä X8

Zë§i¾Æè�äÐ�@*ì?
(Mode) ñe (B) (Sample Size) %:�,̂ (A)

(Standard Deviation) 6&+gee-c Z (D) (Confidence Level) »t÷Cw (C)

ÅVwì? (Non-probability Sampling Technique) qgzfs~ÐÃyÏ)Zkã%äheÅ2 X9

(Purposive Sampling) 6,8,z%:�i~ (B) (Random Sampling) ghx%:�i~ (A)

(Stratified Sampling) 4C%:�i~ (D) (Systematic sampling)
bo-)45ë HGH%:�i~ (C)

�Cì�!*bîg6,Z"àZzg (Categories) eðÃZ,i%zV~�gzÈ~ (Level) ÅÃyÏR (Measurement) eö X10

70*ð (Meaningful Order) �D�pZy~!*pF,KM (Mutually Exclusive and Exhaustive)å
YCì?

(Ordinal) ge³ M  (B) (Nominal) **ì (A)

(Ratio) gw (D) (Interval) ZÚzw (C)

(Accurately Å�g�&eö (Concept) Zk!*]Ð0ì�Mc*Ãð_·Zk¦g  (Validity) ÃyÏzd¨ X11

�@*ìTÅz{eö�**eLì? Measures)

(Construct Validity) P�'zd¨ (B) (Measure Validity) (.çGIgzd~ (A)

(Content Validity) ´4543ï

E
HE
GHzd¨  (D) (Concept Validity) »êzd¨ (C)

»ãC�~ÑHì? (Qualitative Research) £g~ï X12

To generate numerical data (B) To test hypotheses (A)

To establish cause-and-effect relationships (D) To explore meanings & Understanding (C)
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6,¼z�ÜÆ��z!*g{Zq-�  (Same Group) T~Zq-�¤/z\ (Reliability Method) ï»z{Z±g~§i X13

HY@*ìHB@*ì? (Same test twice)±
Parallel forms reliability (B) Split-half reliability(A)

Internal consistency reliability (D) Test-retest reliability(C)

¾ÃÁ (Exposure) ZEig » (Longer Period) Ðîsæ] (Experimental Stimulus) �!*Cøu X14

��êì? (Minimize)

The sleeper effect (B) The simulatory effect (A)

The selectivity effect (D) The replicatory effect (C)

tì:  (Limitation) ÅZq-(,~¶ (Focus Group) ï~¯¾¤/z\ X15

They require a large sample size(B) They provide quantitative data(A)

Group dynamics can influence individual responses (C)

They are always conducted in person (D)

ãC�~îg6,¾6,Âz%Ãi�@*ì?  (Quantitative Content Analysis) ñZ�»lZg~�t X16

The underlying meanings and themes(A)

The frequency and patterns of certain elements(B)

The historical context of the content (C)

The opinions of the researcher (D)

�Cì? (Detailed Examination) Å-Yõ (Single Event) ¾ó§i~ËZq-zZ§ X17

(Content Analysis) ñZ�»�t (B) (Survey Research) uz}ï (A)

(Intensive interview) &454h4ð

E
H
G
E

GZÚz- Z (D) (Case Study) RZ·~  (C)

(Statistical Measure) �l�äÆaÃy�Ñgc*Ce: (Middle Value) ~�gxãz= (Data Set) eðÃL X18

ZEwHY@*ì?
Median (B) Mean (A)

Range (D) Mode (C)
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Æ�gxyZq-Zë�Ûttì: (Schedule) Zzgozw (Questionnaire) ÎZÜ) X19

A schedule is self-administered (A)

A questionnaire is filled out by the interviewer (B)

A schedule is completed by the respondent in the presence of the researcher (C)

A questionnaire is always digital (D)

Hì? (Data Coding) ï~eðÃe8- X20

Converting qualitative data into numerical form (B) Collecting raw data (A)

Researching Morse codes (D) Collecting coded data (C)

¬x (Format) Æa�g`fs~ÐÃy�Ãgó (Referencing) ~jZ!�¶ (Academic Research) dï X21

îg6,ZEw�@*ì?
 LMA (B) MLA (A)

 SQL (D) XML (C)

Ð5�X9�Z[�g`fsÐ$4-Bï EGEÙX 2 Ã̈ 1¨ X22

¦g»Ü� 2 :¨ ¦g»**x 1 :¨
(Primary Data) 6,ZÎ~eZN* -I (Media Research) zc*g^a .a

(Study of customers Ç�V»�gZq-_5À.3ï G
Y
EH_· -II (Marketing) âgÌ .b

as a segment)

(A kind of material data) Zq-n»¢aseZN* -III (Data of the RNI) MgZ+Z~»eZN* .c

(Study of Broadcast ',Ze»�&Meß»_· -IV (Market Research) âgLg^a .d

Audience)

(a) - (II), (b) - (III), (c) - (I), (d) - (IV) (B) (a) - (I), (b) - (IV), (c) - (III), (d) - (II) (A)

(a) - (I), (b) - (II), (c) - (III), (d) - (IV) (D) (a) - (IV), (b) - (III), (c) - (I), (d) - (II) (C)

Æa�g`fs~ÐÃy�§i4ì? (Reception Analysis) g

$h4j
è
GF
I
E�t X23

(Survey Method) uz}»§i (B) (Experimental Research)ï �!*C (A)

(Cohort Analysis) �t ÃCÙg^ (D) (Ethnography) Z

#-�3ð G
G
E¤/Z° (C)
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(Hì? inter-coder reliability) F,¬)Åï~LZÚÃeggÞ&45Ó4-ö
J
EGG
H

X24

Consistency in responses over time (A)

Agreement between different coders on how data is coded (B)

Validity of code instruments (C)

Reliability of experimental measures (D)

�&Ð (Statistical Test) »�t�äÆaÃy�Ñgc*C± (Categorical Data) zc*g^a~́45éGHÍgÀeð X25

ì? (Appropriate) ñizV
(Chi-square test) »ðZjZ],± (B) (T-test) KX± (A)

ANOVA (D) (Pearson correlation) "2.ç F
J
GÍ»!*bm (C)

Section -II  (Subject Concerned)

 Journalism & Mass Communication

~�áï�: Corporate Social Responsibility (CSR) zc*~»g7gf$�Yf)�Zg~ X26

Increasing profits through advertisements (A)

 Ethical business practices and contributing to societal goals (B)

Launching new media channels (C)

Reducing staff costs (D)

H%Z�ì? Ð(Transcreation) zc*~R,Z$h¾æ
E

c X27

Directly translating text from one language to another (A)

Adapting a message from one language to another while maintaining its intent, style, tone, (B)

and context

Creating entirely new content (C)

Editing news stories for accuracy (D)

¾6,Âz%Ãi�Cì? (Niche Reporting) ng7gã X28

(General news and events) ¬x̧,ZzgzZu] (A)

(Specialized areas of interest) �pÆSàyZâVÅ̧, (B)

(Political News) (Ï̧, (C)

(War News) kBÅ̧,  (D)
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»Èì: (AIDA model) Zi+zgN*,̂8-~Z}Mðe~Z}âew X29

Attention, Interest, Desire, Action (A)

Awareness, Information, Decision, Action (B)

Analysis, Investment, Development, Assessment (C)

Approach, Interaction, Decision, Achievement (D)

YVHY@*ì? (Communication Audit) ~F,'Me^ (PR) 8Mg X30

Create new communication channels (A)

Evaluate the effectiveness of an organization's communication strategies (B)

Test employees in communication skills (C)

Design new PR campaigns (D)

Æ�MD�? (Sections) ÆÁ_5½n.ç GIEE (IPC) Z&++}èÃe (Defamation laws) yz*y~Q³]Æ̧Z2 X31

Sections 200-210 (B) Sections 100-110 (A)

Sections 499-502 (D) Sections 300-310 (C)

»ZEw¾!*]»ç�äÆaHY@*ì? (Miller Test) H± X32

Obscenity in media content (B) Fair use in copyright law (A)

Freedom of the press (D) Libel in journalism (C)

? ÐH%Z�ì (Theory) ÆÃt (RASA) ~gZ�  (Indian Aesthetics) yz*ã)1] X33

The technical aspects of film production (A)

The emotional flavors or sentiments evoked in the audience (B)

 The narrative structure of films (C)

The historical context of Indian cinema (D)

Æ�h+Z: (Editing) �äÆaZi+| (Create Meaning) paZ (Film Movement) ÃyÏ��q- X34

ZEwÆa�gì? (Innovative)

Soviet Montage (B) French New Wave (A)

Italian Neorealism (D) German Expressionism (C)
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¾**xÐÌY**Y@*ì? (The Vernacular Press Act) »zg�°6,ö�ây 1878 X35

Gagging Act (B) Lytton's Act (A)

Coercive control law (D) Full control law (C)

»MhZ-Zeg¾�ä0*c*? 2003 X36

Triangle of Sadness (B) Everything Everywhere All at Once (A)

Elvis (D) Women Talking (C)

�äÆîg6, (Manifest and Latent) ÃªCÙZzg7æ{ (Functions) Zk[ÅÙ|#ÙTäâkzc*Å»g��Ï X37

H? (Distinguished) �i
Charles W. Wright (B) Robert Merton (A)

G. Tuchman (D) P.J. Tichenor (C)

¾ä7H? (Theory of Frame Analysis) �Û*�t»Ãt X38

Samuel Huntington (B) Erving Goffman (A)

Carl Hovland (D) F. Inglis (C)

¹VzZµì? (International Freedom of Expression Exchange) ó̂ZÚD�Ûi+*MsZÝcZÞâó X39

',¤6 (B) Z%M (A)

sZ (D) M7´ (C)

Åz�s#�@*ì (Needed Camera Set-ups) M\Æ¢zg~"{ÃLZ:  (Documents) Ãy��*zm, X40

Rule of Thirds (B) Shot list (A)

Synopsis (D) Script (C)

Z�ZHå? (Key Role) ~¾äã~��Zg NWICO X41

Antonio Gramsci (B) Seán MacBride (A)

James Carey (D) Paul Lazarsfeld (C)

�g�&ì? (Chronological Order) KXz~zi+-)ßY~ÃyÏF,KM@*g]îg6, X42

CAS, VOD, HFC,NVOD (B) CAS, HFC, VOD, NVOD (A)

CAS, HFC, NVOD, VOD (D) CAS, NVOD, HFC, VOD (C)
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?m, (Broad Categories) ÆÄzWi%} (Human Needs) äZK̈ã¢zgc*] (AH Maslow) Z}XZÝXR X43

~7,JñYD�?  (Marketing) K�âgÌ
eg (B) 0*õ (A)

b (D) & (C)

»ZEw¾yZy~�@*ì? (Fresnel) �Û$k5ÿ GE X44

(Publishing) Z�á®) (B) (Radio) gi+- (A)

 (Lighting) Ñá (D) (Advertising) Z3g (C)

)1] (Peer-to-peer Networking) ,Mzgå Zzg
&42.ç FG
J
GI"2.ç FJG (Video Podcasting) zi+-7eu»« : A �ú~ X45

ÅúÒÏ�D�: (New Architecture of Aesthetics) ÆZq-6®y
}Zg»äzc*J-úZxÅg�ðÃgzu�c*ì? : R zz

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

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

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

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

~«!*g�áù�äzZáZgzM�G+LLÓóóÆ!*ãZi+ñÃy?̧ 1939 X46

pZzZ£�k (B) -���~ (A)

�×Pg (D) gZ+gIË~ (C)

ÃgñÑ¾yZy~ZEw�@*ì?  (KISS) ÆMðZöZö X47

Advertising (B) Writing Newspaper Reports (A)

Editing images (D) Designing logos (C)

Zg�zÅÃyÏZ�!,Z¶gLLZz�|F@óó~Z�ZgC»xÆa�gì? X48

%iZ;�~gÎZ (B) X�]�� (A)

Z®s@qà (D) g@**Bu�ág (C)
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ÐzZhå? (Literary Movement) ~Ñzq�äzZÑZg�zZ�!g�!LL*Z�[óó¾Z�!�q- 1939 X49

(Progressive Writers' Movement) F,¹I!{3¨4è E
E

GE�q- (A)

(Romanticism) gzââe$ (B)

(Modernism) ].h+e$ (C)

(Realism) |I~ (D)

~«!*g�áù�äzZáZg�zpZ&Æg�áLÓó»!*ãÃyå? 1908 X50

X�]�� (B) gZ�Z<~ (A)

ñÑ**;Z{y (D) Ó,ð (C)

(Part - B) z�zx
Descriptive

(4 X 5 = 20 marks) egzVÎZÑ]Æ�Z[
ÉÀ�/õG:

(Research Methodology)

Æ¦gZ]6,Zq-*yÉÀ�/õGX�zâVÆ�gxyë{ (Reliability and validity) �Y�bÅï~gÞ&45Í-ö
J
EG
H

Zzgzd¨ X1

6,cÙX  (Complex Relationship) ©]
VwÆ�B ¹Æ�YìX (Tool) »M! (Frame Analysis) Æ_·~LL�Û*�t (News Reportage) Eig7gá X2

z�s#ÙX
(Subject Concerned)  Journalism and Mass Communication

6,çÆjZáÐZÜ¹)bÃÀ�êìópg7gã~  (Privacy) Z�ÛZ�Å6,ZÇ+  (Sting Operations) Z«M6,: X3

(Transparency and ËsZzg�Z�Ü
ÌìXû{ÙX (Tool) ÆatZq-ËM! Authenticity)

(Wide range of humanistic and social science ñãm¹g~ÃZK̈ãZzg�Y�bÆ¦gZ]ÅZq-zWgf X4

�Cì?�Y�bc* (Position) HìXZkjZáÐF,Å½¹V7ic (Informed by) äMÇ{ concepts)

?�æVÆ�B�Z[
ÉÀ�/õGX  (Social Scienes or Humanities) �â"2.ç EHGE
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