Q.1

Q.2

Q.3

N.B:

Prepare a Direct Marketing Plan for (ANY ONE)

a) Spectacle
OR
b) Resort

el NS

Please check whether you have got the right question paper.

All Questions are compulsory.
All Questions carry equal marks.

[Time: 2% Hours]

Use of simple calculator is allowed.

Give suitable examples and diagrams wherever necessary.

Keeping in mind the following steps
(i) Product Offering
(ii) Lead Generation

(iii) Database Development

(iv) Methodology or Channels used
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Calculate a Life Time Value of Mr. Rajdeep as an 2011 in the following given data:

Particular 2011 2012 2013 2014 2015
Sales 25,000 30,000 35,000 40,000 45,000
Indirect 5,000 4 000 3,000 2,000 1,000
Revenue
Direct cost 3,000 2,000 1,000 4,000 1,800
Discounts 2,000 1,000 500 1,500 2,300
Referrals 1,000 4,200 500 1,800 2,100

Note:
1. All figures in the table are in Rupees.
2. The rate of interest on loan is 10%
OR

[ Marks: 75]

15

15

a) What is Relationship Marketing? Why Relationship Marketing is important for a Direct Marketers. (07)

b) Explain the various decision variables in Direct Marketing.

Answer the following:

a) What is Direct Marketing? Highlight the various advantages and disadvantages of Direct

Marketing.

b) What are Catalogue? Explain the different types of Catalogue.
OR

(08)

(07)

(08)

a) Explain the term Integrated Marketing Communication (IMC). Highlight the steps of designing (07)

Integrated Marketing Communication Strategy.

b) What is Database? Explain the importance of Database Management.
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(08)

TURN OVER



Q4

Q.5

Answer the following
a) What is List? Explain the different types of Lists.
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b) Explain the term Customer Profiling. Why do marketing uses Customer Profiling?

OR
a) Explain the future trends in Direct Marketing.
b) What is Telemarketing? Highlight the importance of Telemarketing.

Write Short Notes on: (Any three)

a) Upselling and Cross Selling

b) Merge purge and De-Duplication

c¢) Marketing Mix

d) Informercials

e) Customer Relationship Management.
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