Important Note : 1. On completing your answers, compulsorily draw diagonal cross lines on the remaining blank pages.

50, will be treated as malpractice.

2. Any revealing of identification, appeal to evaluator and /or equations written eg, 42+8
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S~ —/Note 1. Answer any FOUR;ﬁdt questions from QI i"“ii“Q7

2. Question No,. 8 is compulsory.

a. What is Digital Divide? =
b. Explain Seven steps E- Mark%tmg Plan.
c. Explain Ethical and Leg al issues in digital marketmgm
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a. What do you mean by‘SEO? & 7 oy '
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b. Explain in detail about content cre tion in digital marketmg and mention the strategic

building blocks of content creation,
c. Explain the prO"éess of settmg up a%am;)algn of Afﬁhateﬂarketmg

o Bt

a.
b. How do you Track Social Media Campalgns?
¢. What are the steps.involved in recovering from an Online Brand Attack?

1of2

(07 Marks)
(10 Marks)

(03 Marks)
(07 Marks)
(10 Marks)

(03 Marks)
(07 Marks)
(10 Marks)

(03 Marks)
(07 Marks)
(10 Marks)



e o

18MBAMMA403

CASE STUDY [Compulsory]

70, there was no mdustry which could overiook the young consumers ”Now a days, we have
exclusive media channels like Pogo, “Disney, Ad Agency division like kid connection
(The young act hke either mﬂuenceS‘pmmary customers or future customers. Therefore they

Young consumers pose a ehalienge to marketers unfortunateiy, this segment is

fragmented and rapidly keeps changing. Another mterestmg feature of this segrnent is that
majority are end users and-not the buyers and aotrmfﬁuyers are not the end user’s Brand
loyalty to build. This mjﬁecause this segment is difficult to reach, Elusive and every difficult
to convince. Even@ou capture them, they are-difficult to hold on for long marketer needs

to try from th@qta‘ge of making the prod&cﬁaware to the stage of building brand loyalty.
In fact, it mrght be surprising that for anadult; it is soft drink that quenches the thrust but for
the kid, it is “ﬂepm or Coke that rings in“their ears, Adults may like to buy footwear, but a

4) gmlnd w111 say “I want Batzf?’ Th]S shows how brand are entrenched in the mind

prodﬁm which are related to klds. ”Yet these compames?i*mvolves young ones in their Ad
campaign kids are invariably 1 1nv01ved irrespective ‘of whether the product belongs to low

involvement or high category The biggest cha.lFenge is that online product advertisement.
Product advertised must apg)ﬂal to children ancf nmst have approval Gi;parents

Questions : CMRIT LIBRARY
Fo RANGALORE - 560 037
How will you. s?:rﬁ”‘é”egrze the advertrsement through on]me‘?w (05 Marks)
Do you think online advertisement.campaign will be successful for kids? (05 Marks)
Which partlcular channel they should opt to advert:&e,‘?m (05 Marks)

(05 Marks)




