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TILAK MAHARASHTRA VIDYAPEETH, PUNE 

BACHELOR OF COMMERCE (B.COM)  

EXAMINATION: MAY 2024 

SIXTH SEMESTER 

Subject: Marketing Management III (BCOM19-309M) 

     Date:  15/05/2024 Total marks:  100      Time: 10:00 a.m. to 1:00 p.m. 

 
Instructions:  1) Attempt all Questions  

  2) Figures to the right indicate full marks  

  

Q. 1. (A) Answer the multiple-choice questions (Any 10) (10) 

1. ___________ is the systematic design of size colour, scheme, graphics, object & 

text placement to send intended message to target audience. 

 

 a) Advertising copy b) Advertising mix  

 c) Advertising media d) Advertising layout  

2. AIDA means, attention, desire, ___________ , action  

 a) Information b) Impact  

 c) Interest d) Intention  

3. Branding simplifies control of the _____________ process.  

 a) commercial  b) ethical  

 c) social  d) none of these   

4. A good advertising copy should ________ people by providing knowledge relating 

to the product. 

 

 a) help  b) trouble   

 c) educate d) confuse  

5. ____ plays a vital role in marketing promotion  

 a) Advertising  b) Advertising mix  

 c) Advertising media d) Advertising layout  

6. Media mix is a _______ media to be used as an advertising campaign.  

 a) waste b) combination  

 c) choice d) None of these  

7. AAAI means Advertising Agencies Association of ____________   

 a) India b) Indonesia  

 c) Ireland d) Italy  

8. __________ is the utilization of two or more brands to name a new product  

 a) Manufacturer’s brand b) service brand  

 c) Business brand d) Co-branding  

9. _______ is incomplete without advertising.  

 a) Salesmanship b) Benefit  

 c) Degree d) Improvement  

10. _________ is the ability of medium to cover a geographical area.  

 a) Media mix b) E- marketing  

 c) Proper Combination d) Geographical Sensitivity  
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11. _________ means short description of a thing.  

 a) Caption b) Decoration  

 c) Slogan d) Mascot  

12. _________ is the latest media of advertising.  

 a) Television b) Magazine  

 c) Newspaper d) Internet  

13. _________ is the fundamental law of nature of life.  

 a) Advertising  b) Media  

 c) Movement d) Balance  

   

(B) Answer in one sentence (Any 5) (10) 

1. State any two benefits of TV Advertising Media.  

2. What do you mean by Media Scheduling?  

3. State any two benefits of Advertising to retailers.  

4. State the four elements of ‘Marketing Mix’.  

5. State any two benefits of ‘Magazine’ as advertising media.  

6. State any two criticisms on Advertising.  

7. State any two limitations of Advertising.  

   

Q. 2. Write Short Notes (Any 4) (20) 

1. E-Advertising  

2. A-I-D-A Formula  

3. Advantages and disadvantages of Television Advertising  

4. Advantages and disadvantages of News Paper as Advertising media  

5. Benefits of Brand  

6. Key objectives of Advertising  

   

Q. 3. Answer in 150 words (Any 3) (30) 

1. What do you mean by rural advertising? Discuss the importance of rural advertising 

in India. 

 

2. State the advantages and disadvantages of Radio advertising.  

3. Discuss the different career options available in advertising sector.  

4. What are the factors affecting selection of media?  

5. Explain the types of Internet Advertising  

   

Q. 4. Answer in 300 words (Any 2) (30) 

1. Define the functions of advertising agency. Explain in brief the factors influencing 

the selection of advertising agency. 

 

2. What is media mix? Explain the different geographical selectivity and media 

scheduling. 

 

3. Define Advertising. Explain the nature, scope & functions of advertising.  

4. Explain woman in advertising career.  
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_amR>r ê$nm§Va 
 

gyMZm :  1) gd© àý A{Zdm`© 
          2) COdrH$S>rb A§H$ nyU© JwU Xe©{dVmV. 
 

 

à. 1. (A) Imbrb àíZm§Mo `mo½` n`m©` {ZdS>m. (H$moUVohr 10) (10) 

1. .......... åhUOo AmH$ma, a§J, `moOZm, J«m[\$Šg, _OHw$amMo ñWmZ `m§Mm nÜXVera AmamIS>m Omo 
^mdr J«mhH$m§n`©§V g§Xoe nmohmoMdVmo. 

 

 A)Om{hamVrMr àV ~) Om{hamV {_l  

 H$) Om{hamV _mÜ`_ S>) Om{hamVrMm bo-AmD$µQ>  

2. E.Am`.S>r.E. åhUOo bj doYUo ( Attention), BÀN>m(Desire),H¥$Vr(Action).                 

 A) _m{hVr (Information) ~) n[aUm_ (Impact)  

 H$) AmdS> (Interest) S>) hoVy (Intention)  

3. ~«mpÝS>¨J ............ à{H«$¶oÀ¶m {Z¶§ÌUmg gwb^ H$aVo.  

 A) ì¶dgm{¶H$ ~) Z¡{VH$  

 H$) gm‘m{OH$ S>) ¶mn¡H$s H$mhrhr Zmhr  

4. EH$ Mm§Jbr Om{hamV àV åhUOo CËnmXZmer g§~§{YV ....... àXmZ H$ê$Z bmoH$m§Zm {e{jV H$aUo.  

 A) ‘XV  ~) Ìmg   

 H$) {e{jV  S>) Jm|Yi  

5. {dnUZ‘Ü¶o .......... ‘hÎdnyU© ^y{‘H$m ~OmdVo.  

 A)Om{hamV ~) Om{hamV {_l  

 H$) Om{hamV _mÜ`_  S>) Om{hamVrMm bo-AmD$µQ>  

6. {‘S>r¶m {‘³g hr g§H$ënZm åhUOo {d{dY ‘mÜ¶‘m§Mo .......... Oo Om{hamV ‘mo{h‘oV dmnabo 
OmVo. 

 

 A) dm¶m OmUo  ~) gw¶mo½¶ {‘lU   

 H$){ZdS>  S>) ¶mn¡H$s H$moUVoM Zmhr  

7. E.E.E.Am¶ åhUOo A°S>ìhaQ>m¶qPJ EOÝgr Agmo{gEeZ Am°’$ ..........   

 A) B§{S>¶m  ~) B§S>moZo{e¶m   

 H$) Am¶bªS>  S>) BQ>br  

8. .......... ho H§$nZrMr XmoZ ~«±S> Zoåg Z‘yX H$aVmV.   

 A) CËnmXH$mMm ~«±S>  ~) godm ~«±S>   

 H$) ì¶dhma ~«±S>  S>) H$mo-~«±qS>J  

9. .......... ho Om{hamVr{edm` AnyU© Amho.  

 A) [dH«$s H$aÊ`mMo H$g~ ~) \$m`Xo  

 H$) nXdr S>) gwYmaUm  

10. ..........åhUOo ‘mÜ¶‘mMr ^m¡Jmo{bH$ joÌmn¶ªV ngaÊ¶mMr j‘Vm.  

 A) ‘mÜ¶‘ {‘lU ~) B©-_mH}$qQ>J  

 H$) gw`mo½` {_lU S>) ^m¡Jmo{bH$ g§doXZerbVm  

11. ..........åhUOo dñVyMo g§{já dU©Z.  

 A)H°$neZ (Cnerf©H$) ~) gOmdQ>  

 H$) ñbmoJZ (KmofdmŠ`) S>) _°ñH$m°Q>  
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12. ..........ho Om{hamVrMo gdm©V AmYw{ZH$ _mÜ`_ Amho.  

 A)Xÿa{MÌdmUr ~) _m{gHo$  

 H$) d¥ÎmnÌo S>) B§Q>aZoQ>  

13. ..........hm {ZgJ© {Z`_mMmM EH$ ^mJ Amho.  

 A)Om{hamV ~) _rS>r`m  

 H$) hmbMmb S>) g_Vmob  

(~) EH$m dm³¶mV CÎmao {bhm. (H$moUVohr 5) (10) 

1. "Q>obrpìOZ' ¶m Om{hamV ‘mÜ¶‘mMo H$moUVohr XmoZ ’$m¶Xo gm§Jm.  

2. ‘mÜ¶‘m§Mo doimnÌH$ åhUOo H$m¶?  

3. Om{hamVrMo {H$aH$moi {dH«o$Ë¶mg hmoUmao H$moUVohr XmoZ ’$m¶Xo gm§Jm.  

4. {dnUZ {‘lmMo Mma KQ>H$ gm§Jm.  

5. "‘m{gH$' ¶m Om{hamV ‘mÜ¶‘mMo H$moUVohr XmoZ ’$m¶Xo gm§Jm.  

6. Om{hamVrdarb H$moUË¶mhr XmoZ {Q>H$m/Amjon gm§Jm.  

7. Om{hamVrÀ¶m H$moUË¶mhr XmoZ ‘¶m©Xm gm§Jm.  

   

à. 2) Q>r>nm {bhm. (H$moUVohr 4) (20) 

1. "B©-Om{hamV'  

2. E.Am`.S>r.E. \$m°å`y©bm  

3. Xÿa{MÌdmUr {dnUZmMo \$m`Xo d VmoQ>o  

4. "d¥ËVnÌ' ¶m Om{hamV ‘mÜ¶‘mMo ’$m¶Xo d VmoQ>o   

5. ~«±S> Mo \$m`Xo/bm^  

6. Om{hamVrMr ‘hËdmMr C{X²XîQ>o  

   

à. 3) Imbrb àíZm§Mr CÎmao 150 eãXm§V {bhm. (H$moUVohr 3) (30) 

1. J«m‘rU Om{hamVtMm AW© H$m¶ Amho? ^maVmV J«m‘rU Om{hamVrMo ‘hÎd MMm© H$am.  

2. ao{S>Amo Om{hamV _mÜ`_mMo \$m`Xo d VmoQ>o ñnï> H$am.  

3. Om{hamV joÌmV CnbãY Agboë¶m {d{dY H$maH$sX©-n¶m©¶m§Mr MMm© H$am.  

4. àgma‘mÜ¶‘m§À¶m {ZdS>rda n[aUm‘ H$aUmao KQ>H$ H$moUVo AmhoV?  

5. B©-Om{hamVrMo {d{dY àH$ma gm§Jm.  

   

à. 4) Imbrb àíZm§Mr CÎmao 300 eãXm§V {bhm. (H$moUVohr 2) (30) 

1. Om{hamV g§ñWoMr H$m`} {dfX H$am. Om{hamV g§ñWoÀ`m {ZdS>rda n[aUm_ H$aUmao KQ>H$ g§{já 
ê$nmV dU©Z H$am. 

 

2. {‘{S>¶m {‘³g åhUOo H$m¶? {^Þ ^m¡Jmo{bH$ {ZdS> Am{U ‘r{S>¶m eoS>çyqbJMr ì¶m»¶m {bhm.  

3. Om{hamVrMr ì`m»`m {bhm. Om{hamVrMo ñdê$n, ì`mßVr Am{U H$m`} {dñVma H$ê$Z {bhm.  

     4. Om{hamV ì¶dgm¶m‘Ü¶o {ó¶m§Mr ^y{‘H$m ñnï> H$am.  


