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CC-314 : Advanced Marketmg Management-II

Instructions :* (1) All Questions inSeétion - I carry equal marks. |
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D1scuss the road map for Customer Relat1

2 Attempt any TWO questlons i1/ Section = I

(3) Questlon 5 in Sectlon II 1s Compulsory

S‘ection _,—;jI .

Attempt any two out of four questions :

Deﬁne business buymg Explam factors affectmg busmess buymg behavxour..

DlSCLlSS the busmess bu@g process w1th a sultable example . ue

N\
&s‘\

Explam in br@ ‘Settmg Advertlsmg Objectlves

Write a note on ‘Message D_ec1s1ons in Advertlsmg :

Explain the reasons for growth of rural marketing in the Indian context.

' Discuss the rural marketing mix with a suitable example. )

Deﬁne Customer Relatlonshlp Management (CRM) Dlscuss 1ts beneﬁts

-:"’6 f’

onshlp Management Implementatlon

[Max. Marks : 50
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Section — 11

iy 'Attempt any ten multlple choice questions in Section ~ II. This section carries 10

(1) The primary objective of a business supplier is to align his goals with the goals of-

business buyer. (True, False)
) AIDA in advertising means _ ‘ (Interest Desire, Action).
3) Rural marketmg increases the burden on urban populatlon (True, False)

(4) Organisational Capabilities under CRM should be built through

marketmg (mtemal external)

) The 51gn1ﬁcant factors affecting business buying behaviour: mclude buy class,

and importance of purchase. (advertlsmg type, product type)
(6) Identifymg and understandmg‘ target audlence. is the bas1s,-__of ‘ideal adyertising
- management. (True, False) : : e

i Rural marketmg m Indla has helped in the development of agro-based industries.

L (True, False)
(8) _ AIntensrve competmon 1@ost markets has contrxbuted to declme ot‘ CRM sector
- (True, False) gQ\ ' '
(9) Business buy: (b?re , (many;,feW) in number, but ‘each buyer places a
' :""lnr’ge'ord@‘ ; . ' S -

- (10) There exists the ) i theory for the 1mpact of advertlsmg

- '(present versus future, strong versus weak)

is m the business of prov1dmg and managmg Soﬁware As A Servnce

(1'1)
(SAAS) based CRM. (Alrbnb Salesforce)
| :_-‘(’12) Two methods to set advertlsmg budget are affordabﬂlty method and
et .(obJectwe and task method orgamsatxon and trend method) '
e e e ~ pTO.
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(13) Rural market in India is wide and scattered. (True, False)

(14) The group responsible for making business buying decisions is known as
Decision Making Unit (DMU). (True, False)

(15) Effective execution of advertising campaign is the ri'ght" advertisement through
the right media at the right time. (True, False)

(16) Taj Inner Circle Club and Mamott Bonvoy are examp]es of CRM in the hotel
1ndustry (True, False) '

(17 proves to be a challenge to rural marketing in India.

(Multiple languages, Land tenﬁre refornis) |

(18) Rapid advances in technology have contnbuted to the evolution and growth of
CRM. (True False) '

(19) . marketing process tends to success of strategic marketing practices

- under CRM. (Customer centric, Competltor centrxc)

(20) 'There are several dlfferences between consumer buymg and busmess buylng
(True, False) . '

cé\Q
(2}
§ '
%5

sM04 g

Download all NOTES and PAPERS at StudentSuvidha.com


http://studentsuvidha.com/
http://studentsuvidha.com/

