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Fourth Semester MBA Degree Examination, July/June2023
Digital Marketin$' Management,'iri*+r

Time:3 hrs. - 
t'-;] tq

=3=1.. 'r','. 
s' Max' Marks:loo

Note: 7. Answer anyrl full questions fro.llt=Q'to Q7.
2. Questio"*&-F is compulsory. ry. -

'rPd

b. Explain the differences,bijtwcen traditional marketing and digital marketing. (07 Marks)

c. Explain the digital marketing planning process. (10 Marks)

2 a. What is meant by Unique users?
b. Explain the types of display ads.

c. nxnu ous method. 
",o,;l=l'fiffiigeting.
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3a.
b.
c.

4a.
b.
c.
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What is digital remarketing? * ''
Explain the key inputs and

What is social Media
fammatic buying_. 

_

Explain the socidl fi$ia
ti, "rt :,. 

."
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(03 Marks)
(07 Marks)
(10 Marks)

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

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

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

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

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

What is 70120110 contcnt approach?
Explain the Linkedln Analyics.
Explain a conteiit strategy of a marketer using Twitter to attract new followers.

."tqtllll;l;t':,, : r'lr,tl; '

a. Whaq\*liEgmented reality?. ' 'l,a
b. Explaifl,*he advantages offfil1ft advertising.. ;d

c. Sxp[5in the POE framed,ffi$6'fmobile markqti*tg.

6ffi -, '- l'{u"
a. " What is CRBT? % ;

b. Explain the vptiodb types ofyoufiAtsq$s.
c. Mention thc l@tlin measuring vdiry,,rirarketing successes.

7 a. What is ad impressions in digital marketing.
b. Explain the phases of SEO.
c. Explain, the technological advancement in digital marketing.
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CASE STUDY fComPulsory] ,.^ d P

.s&;s
Amazon and Flipkart, the two n-commerC&q[ffiis are,increasingly adopting the digital

-^-r-^+:-^ 
armromr /-nllpnfiwelw fwn 

".rrr.rrr.nie* 
cb$nered advertising revques through push,

marketing strategy. collectively two companies cmrcred advertising re..v*ruel through push,

discoverable, brand ads worth Rs. 39a0.2.9#.6frb,-if Fy21 comparea.to Ts?ffi-8crore 
i" Fy20;

discoverable, Urind ads worth Rs. 39a0.2,c;SfrUirifyZt comp-ared to fuSffi-8crore in !y20'

A lot of E-comme.* ,ar"rtising happe..qkpn google and Facebooffi$aes Amazon and

E'linlro't when rrt""i* ua*ttit""oo,"'*'a.#6ok-therlink goes to ag E-commerce website'
Flipkart. When brands adverttse on-dacebooK tne llru( go(

,ti"".,lrirg is growing due to stqgl#'g"iticrease in data consuil

ncnptrqrinn nnd the "aL of buvincotitin". About 70-75% of dig

Flipkaft. When bfandS adveftlse On-WaCeDooK [Ile lrrr! BUSD LU 4lr L-vv''uvrr

,ti"".,lrirg iu g.*irg due to gro,)v,#g;ficrease in data consumbdon, growth.in smartphone

penetration"unith" *L 
"iU"Vi"t e.9ofln9 About 70-75%of.d'iffi'ad spgdl is.allocated for

;;;gi" and pu""U*t i, ln&fri *a 25% distributed'" aCross Linkedtn, Twitter,

programmutic and Influencer niarketing

2OMBAMM4O3

refiSnce to Amazon and Flipkart' (05 Marks)
(05 Marks)

social media platforms. (10 Marks)
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a.

b.
c.
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