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TILAK MAHARASHTRA VIDYAPEETH, PUNE 

BACHELOR OF COMMERCE (B.COM)  
EXAMINATION: MAY -2025 

SIXTH SEMESTER 
 Subject: Marketing Management-III (BCOM19-309M/ BCMM-603)  

Date: 9/05/2025 Total marks:  60      Time: 10.00 am to 12.30 pm 
 Instructions:  1) Attempt all Questions  

  2) Figures to the right indicate full marks  
 

Q. 1) Answer the Multiple- Choice questions. (Any 10) (10) 
      1. AAAI means Advertising Agencies Association of ____________.  

 a) India b) Indonesia  

 c) Ireland d) Italy  

      2. __________ 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  

      3. A good advertising copy should __________ people by providing knowledge relating to the 
product. 

 

 a) Confuse b) Educate  

 c) Trouble d) Help  

      4. Industrial advertising tries to develop the _________ for a company.  

 a) Profit & cost b) Creativity & experience  

 c) Image & goodwill d) None of these  

      5. ___________ is creating a visual image of something.  

 a) Identification b) Presentation  

 c) Layout d) Visualization  

      6. Industrial advertising tries to develop the _________ for a company.  

 a) Profit & cost b) Creativity & experience  

 c) Image & goodwill d) None of these  

      7. Advertising ____________ means the art of advertising planning in a proper way.  

 a) Development b) Technology  

 c) Strategy d) Mix  

      8. ___________ 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  
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      9. ________ opened the first American advertising agency in Philadelphia.  

 a) Matthew Brady b) James W. Thompson  

 c) Voney B. palmer d) None of these  

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

 a) Information b) Impact  

 c) Interest d) Intention  

    11. ____________ stimulate emotions of consumers.  

 a) Rational appeal b) Fear appeal  

 c) Emotional appeal d) Indirect appeal  

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

 a) Media mix b) E- marketing  

 c) Proper Combination d) Geographical Sensitivity  

    13. Media Mix is a ___________ media to be used as an advertising campaign.  

 a) Waste b) Combination  

 c) Choice d) None of these  

   

Q. 2) Write Short Note (Any 3)  (15) 

1. Types of E-Advertising  

2. Benefits of advertising to society  

3. Advertising and Marketing Mix  

4. Limitations of advertising as a profession  

5. AIDA formula  

   

Q. 3) Answer the following question in 150 words. (any 2) (20) 

1. State the advantages and disadvantages of Radio advertising.  

2. Explain the factors involved in agency selection.  

3. Describe the various types of advertising.  

4. State the functions of Advertising Agency.  

   

Q. 4) Answer the following question in 300 words. (any one) (15) 

1. Define Advertising Layout. State its components with examples.  

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

3. Define Rural advertising. Discuss the importance of Rural advertising in India. State two 
effective medium for advertising Rural marketing. 
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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 ImbrbàíZm§Mo ¶mo½¶ n¶m©¶ {ZdS>m. (H$moUVohr 10) (10) 

1.  AAAI åhUOo A°S>ìhQ>m©`{P§J EOÝgrO Agmo{gEeZ Am°\$ -----------.  

 A) B§{S>`m  ~)B§S>moZo{e`m  

 H$) Am`ab±ÝS>  S>) BQ>br  

2.  -------ho H§$nZrMr XmoZ ~«±S>Zoåg Z_yX H$aVmV.  

 A) CËnmXH$mMm ~«°§S> ~) godm ~«°§S>  

 H$)  ì`dhma ~«°§S> S>) H$mo - ~«±S>tJ  

3.  Mm§Jbr Om{hamV àV bmoH$m§Zm --------H$ê$Z CËnmXZm g§~§{YV _m{hVr nwa{dVo.  

 A)Jm|Yi ~) {e{jV  

 H$) Ìmg S>) _XV  

4.  g§ñWmË_H$  Om[hamVrMm CÔoe H§$nZrMr ---------{Z_m©U H$aUo hmM AgVmo. 

 A) Z\$m  d IM©  ~) gO©ZerbVm d AZw^d  

 H$) à{V_m d g{XÀN>m S>) `mn¡H$s H$moUVoM Zmhr.  

5.  ----------åhUOo dñVw{df`rMr AmYr H$ënZm H$aUo.  

 A) AmoiI ~) àñVyVr  

 H$) AmaoIZ  S>) Ñí`roH$aU  

6.  --------ho  Om{hamVrMo gdm©V AmYw{ZH$ _mÜ`_ Amho.  

 A) Xya{MÌdmUr ~) _m{gHo$  

 H$) d¥ÎmnÌo S>) B§Q>aZoQ>  

7.  ----------åhUOo Om{hamVrMo {Z`moOZ `mo½` n«H$mao H$aÊ`mMr H$bm.  

 A) {dH$mg  ~) V§ÌkmZ  

 H$) S>mdnoM S>) {_l  

8.  ---------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>  

9.  ----------`m§Zr n{hbr A_o[aH$Z Om{hamV g§ñWm hr {\$bmS>opë\$`m òWo gwê$ Ho$br.  

 A) _°Ï ỳ  ~«oS>r ~) Ooåg S>ãë ẁ Wm°ångZ  

 H$) ìhmoZo nm_a S>) `mn¡H$s H$moUrM Zmhr.  

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

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

 H$) AmdS> (Interest) S>) hoVy (Intention)  
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11.  ----------J«mhH$m§À`m  _Zmbm  OmD$Z {^S>Umar AmdhZo AgVmV.  

 A)dmñVd ñdê$nmMo AmdmhZ ~) ^` AmdmhZo  

 H$) ^md{ZH$ AmdmhZo S>) AàË`j AmdmhZo  

12.  ---------åhUOo Om{hamV {H$Vr joÌ\$i ì`mny eHo$b.  

 A)    _rS>r`m {_H$²g  ~) B©-_mH}$qQ>J    

 H$) gw`mo½` {_lU  S>) ~mOmanoR>oMm AmH$ma  

13.  {_{S>`m {_H$²g hr g§H$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.   

   

à. 2) Q>r>nm {bhm. (H$moUVohr 3) (15) 

1. B©-A°S>ìhQ>m©`{PoJ Mo àH$ma  

2. Om{hamVrMr gm_m{OH$ ~mOy  

3. Om{hamV Am{U {dnUZ {_l  

4. Om{hamV joÌ noem åhUyZ {ZdS>Ê`mÀ`m  _`m©Xm  

5. E.Am`.S>r.E. \$m°å ỳ©bm  

   

à. 3) Imbrbn¡H$s H$moUË`mhr XmoZ àíZmMo CÎma 150 eãXm§V {bhm.  (20) 

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

2. Om{hamV g§ñWoMr {ZdS> H$aVmZm {dMmamV ¿`md`mMo KQ>H$ ñnï> H$am.  

3. Om{hamVr§Mo {d{dY àH$ma ñnï> H$am.  

4. Om{hamV g§ñWoMr H$m }̀ ñnï> H$am.  

   

à. 4) Imbrbn¡H$s H$moUË`mhr EH$m àíZmMo CÎmao 300 eãXm§V {bhm.  (15) 

1. Om{hamV aMZoMr ì`m»`m {bhm. Om{hamV aMZoVrb {d{dY KQ>H$ CXmhaUm§g{hV ñnï> H$am.  

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

3. J«m_rU Om{hamVrMr ì`m»`m {bhm. J«m_rU Om{hamVrMo ^maVmVrb _hÎd `mda MMm© H$am. XmoZ n[aUm_H$maH$  
Om{hamV _mÜ`_o ñnï> H$am. 

 

 
---------- 


