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Instructions: 1 f '*\AII qu%}tums are compulsory.
‘Z b tgi(les to the right indicate full marks.

Y
Q1) Answer an)\”ﬂve questions out of the following (2 marks each) [5 x 2 =10]

a) Dehhe BAR x;;,"
b) Winning companies and brands arg those th%’f‘ do not leave the to
chance. =
S Q/
1) WOW moment 11) Content llk)\ Success iv) Delight.
' \\

c¢) Memorize the definition nnet\mdustry archetype

d) State the meaning of Digifal a@.hropology as discussed in marketing 4.0

e) Recall the meaning of 'Trazﬁtlonal Marketmg
f)  Define Webrooming @’a trend in marketing 4.0.
A

g) State 'Netnography' as defined in marketing 4.0.

. = A
h) Recall the meaning of the term 'co-creation'. N Q v
PRy
02) Attempt any Two of the following : @ {10}
ﬁ

a) Compare and contrast 'vertical to horizonta %ﬁ 1 foing business.

\mte}:actmn is becoming new
2%
 versus, offline interaction.

b) Inanincreasingly high tech world high t
differentiation. Discuss online interac

¢) Elaborate the concept of 'Reverse Innovati@\'.
>y
@
P10,



©3) Answer any Onc of'the following : (10

a) Archetypes are central to positioning your company & broducts in a

unique & distinctive way. Discuss the consumer behaviour and industry
characteristics exhibited by}-@bor Knob' archtype with example.

2 . I"‘”‘ ; . .
b)  When brands waggibamﬂucnée customers as friends without over powering

them they must\%c)) sess the six human attributes? Discuss the attributes

of human centri¢ rqn‘?‘s with suitable example.
. N \

[
“,

—

Q4) Answer an@gj‘e of \t'/E‘e"following : [10]

a) 'Ne‘tgeps ga‘{a)fhe internet savvy potential brand ambassadors' they are
h@w}y iQﬂ‘t}encial: Elaborate on role of netizens in digital subcultures.

N\ 7 : ; el :
b) 'Contem\marketlng 18 focussed on driving profitable customer action'
Des\é\:‘gibe the stages in developing content marlgcﬂﬁg program.

= W
(‘*.—)'
05) Develop strategies to create WOW @;nts vyd\th customer engagement as
discussed in marketing 4.0 for any one\o th;o\@’llowing [10]

N\’
a) Car-at showroom like 'Man@ow\goém'.

QO % Q@ _
b) Online real estate port %é/‘\%%@icbricks‘.

ob %
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Instructions to the cendidates :
1)  All qurstions are compulsory.

2)  Fipures to ihe right indicate full marks.

Q1) Answer aiy S questions out of the following 2 marks each. S x2=10]
a) Define PAR
b) are considered the new seaniients in today’s digital era.

1)  People

) Society

i)  Communities

iv) Social media
¢) Define Gold Fish Industry archetype
d) Recall Social Listening.
¢) Define Brand Advocacy.
f)  State the concept of Show rooming.
g)  Define Brand affinity.
h)  Define Omnichannel Marketing

02) Answer any 2 out of 3 questions. (5 marks each) |2 x5=10]
- a) Compare and contrast individual purchase decisions to social purchase
decisions.

b) “Though connectivity is a major game changer in marketing, distracted
customer is a new challenge”. Explairi the statement.

c) In the context of advacacy, connectivity allows customers to express
opinions that othen may listen to elaboraie the above argument.

PLO.



Q3) Answer any | out 2 questions (10 marks cach) {1 x 10 =10]

a)  Explain specific customer behaviour and industry characteristics seen in
‘Door Khob” industry archetype along with suitable example.

b)  Marketers need to embrace the power of human centric marketing even

more. Explain the six attribuwes of human centric brands with examples.

04) Answer any one out of the foliowing (10 marks each) [1 x 10 =10]
a)  “Youth are trend setlers and early adopters’. Elaborate on role of youth
i digital suucultures.
b) Explain the step by step process of content marketing for creation of
brand curiosity through an appropriate example.

05) Develop customer engagement strategies to creat WOW moments with special
reference to any one of the industry/brand listed below. [10]
a) Retail chains like CHROMA/D Mart
b)  Online job portals.

Fom b i
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Instructions to th &udid@'

All & jons h}e compulsory.
to ﬂre right indicate full marks.

\ \O
Q1) Answer @'9 5 out of the following 8 (2 marks each)b [10]
a) 'I'he online and offline businesses, ﬂq\ugh Cbmpete agamst each other,
will to deliver the best @};tomer experience.
i)  Coexist \:\ i)~ QConﬂlct
) Collude ’ ) Conspire
Q» NS

b) In Marketing 4.0 BAR ds for

Ny
1)  Brand Auction Ratio Q\ i)  Brand Action Ratio

B Ad ' d Activation Rati
) Brand Advocacy R@o 1Iv) Brand Activation Ratio -
¢) InMarketing 4.0, pow\ép $hifts to the connected customers from individual
to A~ R
1) social ) group \% _ n“\,
; Q
u) collective iv) ratlona]\ LV

d) Common paid media channels of content d1§t§butlouh1clude all except

’i,
1)  search engine listing @» ‘i\Q
\
o
Q

i) paid social media
i) mobile advertising

iv) customer reviews & testimonials

PTO.



1s not one of the best ways to promote a business using
social media.

) choosing the right tone O i)  working with a plan

i) deleting negative comlﬁcnts iv) using relevant hashtags

D) are c@.’ég\eled the new segments in today's Digital era.
i) peoplq\\ i)  society
S\
i) coxl}é itigs™ iv) social media
Dontpn
) Wmnm\ ompames & brands are those that do not leave the
to cﬁhnce /\
e
1) W.a\ﬁ? moment i) Content
o ©
i) ~Delight iv) Success™
S o
h) The O zone indicates s &
influences. N> "N
uences \;Q\ o
1)  other, outer, own

~ Y
\ ii) ﬂ}own outer, other

o
) own, other, outer Q ‘J_\v') outer, own & other

&
QY
Q-

Q2) Answer any 2 out of 3 q@ns G\marks each) :

[10]
a) Compare & contrast 1nfo?rned customers vs distracted customers. o
oo
b) Describe how the shlft\f'rom exclusive to inclusive has taken pla,cb:m
the Indian context. c\\ {_ﬁ
c) Explain the transformation from 4Ps to 4Cs. Ny AV
'4
N A
SN o
Q
03) Answer any | out of 2 questions (10 marks eac Qv \’q (10]

steps followed in using omni-channel eting.

-

a) 'We are experiencing the rise of Omni - cgannel Ma’rketmg Discuss the

OR \’}

b) India has transformed from t:admonal\B digital market. Elaborate the
statement with the help of relevant examples.
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04) 2)

"Screens ar : : :
in context ';bec(;mn?g S0 important in our lives." Assess the statement
O penetration of internet connectivity. [10]

R

b) "Hashtag isthe N oy ise thi
) ¢ New Tagline”. Appraise this statement in context to any
real - world pro@\c servieé/brand of your choice.
"\ AV
Ny _n\l}\"

d\
05) Answer any @Of ;‘I”L\@following (10 marks each) : [10]
: i .

a) For. 1neL sed‘\_probablhty of getting advocacy, marketers should place
theirbets ofgyouth, women & netizens (YWN). Critically evaluate the
statgment. >

\:\ P,
= OR NS
Q )

b) 'D&elop strategies to create WOW!Moments with customer engagement
as discussed in Marketing 4.0,’ wit&g”‘pecialm erence to cab aggregators
RPECIR

like ola,uber. A7
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