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g Time: 3 hrs. "/2“*Max. Marks:80

E_ Note: 1. Answer any FQUR full questions from QI to'Q7.

g 2. Question Nog@%k&t@compulsory. il

£ 1 a Whatisemail - bombing? _& ™) (02 Marks)
P & b. Explain the difference betwéen internet marketing and tr‘;a.;iit?onal marketing. (06 Marks)
%f c. Explain the steps in E-%a{;;éti g plan. P48 (08 Marks)
_-§ & 2 a Whatis E-marketing ?Vstqﬁl%gy? (02 Marks)
i 4 What are the dlffqrmfp social media performance/metrics? (06 Marks)
£4d c. Explain the methpdsof internet based data‘egllection in E-marketing research. (08 Marks)
59 e &’
2 § 3 a. Whatare he types of internet access? . (02 Marks)
§E b. Explainthe types of data analysis and distribution in the E-marketing context. (06 Marks)
é 8 e Expﬂlﬁgiﬁ‘\th@E-business models. ﬁfé : (08 Marks)
E {-‘E i “W 5
s & 4 a Whatis pure play in E-commegce? (02 Marks)
ERS b. Explain the types of cyber'¢rime. (06 Marks)
2F ¢. Explain the various dig\%%%ﬁ@iation strategies used by E-marketer. (08 Marks)
- § \’ o { Jap » &
,§ % 5 a. What is real space approach? @e@wy (02 Marks)
= E b. Explain the branding decision for we&gd%pféd by E-markg@j:g (06 Marks)
% = c. Explain the v@i;g)g?sales promotion te if;”gmques in E-marlaéeti«ng. (08 Marks)
3 6 a Whatis ICANN?
S o ’ A ! (02 Marks)
g2 b. Explakj.n%ﬁ he possible internet.exchange outcomes (06 Marks)
g < c. Explgiﬁ}he technique for engaging users throug@g e (08 Marks)
L 5 ¢ Ay ¢
2& 7 a. /What is rich media ad? | (02 Marks)
P “6 L o F 4 !
£ e !g”’* _Explain the recent dey¢lopment in E-payment options. (06 Marks)
ég ¢../What are the tenfrulesfor successful implementation of CRM? (08 Marks)
S @ 4
5 B8 g SE/STUDY [Compulsory]
Ztad 3 &, 5
P Launching a social _media marketing in 2008, Mahindra home stays initially targeted
2 the UK and Indian toggf%t?*markets, it brings together a large number of premium family
é homes that have qualiﬁ%ﬁ%ﬁ’gtmoms. For a new brand launch in India they wanted to explore
g the opportunity through”social media marketing. For this purpose goals that were set
= included developing a following of 5000 social media users. They intended to follow six

...........

principles such-as'be honest, be interesting, be open, be dynamic, be committed, be strategic.
They often asﬁwgﬁesﬁon on twitter such “where should I go in India?” and response would
give an igea about the interest and nature of trip planned by users.
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They went in to various social media platforms to allow to engage the users such as
Indian travel blog, Facebook, Twitter, Youitub€. The results were faséimating they have more
than 50000 followers across different ¢hannels. The audience aetively engage with the
company and have become brand ssador, the blog traffic is ificreasing steadily with
over 8000 visits per month. Threesare more than 5000 fq ov‘}érs who tweet on twitter.
Company’s 28 videos featurin »led tours of acco n as well as a short Kerala
travelogue from some well regarded UK travel writers been viewed almost 60,000
times on Youtube. Mahindf mestays video dominate,the search result on the leading by

word term ‘India homes“t ¥
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