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Instructionsto thie Candidaies :

1) All Guestions-are compulsory.

2) Figures tg-the right indicate full marks.

Q1) Answercany 5 questions out of the following 2 markseach. [5%x 2=10]

a DefinePAR Y
b) "~ areconsidered the new segients i’'today’s digital era.
)  People £
ii)  Society ~o7
i)  Communities T
4y

iv)  Socia media y>
¢) Define Gold Fishindusuy archetype
d) Recal Socid Listening.
e) Define Brand Advocacy.
f)  State the.coneept of Show rooming.
g DefineBrandaffinity.
h)  DefineO©mnichanne Marketing

Q2) Answeriany.2 out of 3 questions. (5 marks each) [2x5=10]
a). Compare and contrast individual purchase decisions to social purchase
decisions.

b) “Though connectivity isamajor game.charigerin’marketing, distracted
customer isanew challenge”. Explainthe statement.

C) In the context of advacacy, connectivity allows customers to express
opinionsthat othen may listen to elaboratéthe above argument.

PT.O.



Q3) Answer any 1 out 2 questions (10 marks €ach) [1x10=.10]

a Explainspecific customer behaviourand industry characteristicsseenin
‘Door Khob' industry archetype-aong with suitable example.

b) Marketers need to embrace thepower of human centric marketing even
more. Explain the six attributes of human centric brands with examples.

Q4) Answer any one out.0f the folfowing (10 marks each) [1™% 10 = 1Q]

ad ‘Youth are trend setlers and early adopters . Elabarate on'role of youth
indigital Subcultuires.

b) Explainthe step by step process of content marketing for creation of
brand euriosity through an appropriate example:

Q5) Develop custorrier engagement strategiesto creat WWOW- mermentswith specia

reference totany one of the industry/brand listed bel ow [10]
ad RetalVchainslike CHROMA/D’ Mart
b) Onlinejob portals.
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