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Q.P. Code : 06170

[Time:2 % Hours] [ Marks: 75]

Please check whether you have got the right question paper.

N.B 1. All questions are compulsory
2. All questions carry equal marks
3. Use of simple calculator is allowed
4. Give suitable examples and diagrams wherever necessary.
Prepare a Direct Marketing Plan for (ANY ONE) 15
a. Camera
OR

b. Pizza outlet
Keeping in mind the following steps
i.  Product Offering
ii.  Lead Generation
iii.  Database Development
iv.  Methodology & Channels used

Calculate a Life Time Value (LTV) of Mr. Bhatt as on 2011 in the following given data: 15
Particulars 2011 2012 2013 2014 2015
Discounts 4,000 3,000 3,800 2,300 1,900
Direct Revenue Nil 4,500 6,200 3,900 2,300
Indirect Cost 3,000 3,200 2,300 Nil 1,300
Referrals 5,000 5,600 4,820 3,000 2,800
Bad Debts 2,000 1,530 1,200 900 1,000
Sales 28,000 32,000 39,000 48,000 56,000
Note:

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

OR
a. What is Customer Relationship Management (CRM)?' Explain its importance. 07
b. Explain Online Marketing? Bring out the various challenges of Online Marketing. 08
Answer the following:
a.  What is Direct Marketing? Explain the decision variables in Direct Marketing. 07
b. Explain the term Integrated Marketing Communication (IMC). Highlight the steps of designing
Integrated Marketing Communication Strategy 08
OR
a.  What is Catalogue? Explain the different types of Catalogue used by a Direct Marketer. 07
b. What is Database? Explain the various sources of Internal & External database. 08

Answer the following
a. - What is Customer Profiling? Why a marketer uses Customer Profiling for marketing its products and

services? 07
b. ~ What are the tools Direct Marketing? 08
OR
a. Highlight the various reasons for the growth of Direct Marketing. 07
b.. What is List? Explain the different types of List. 08
Write Short Notes on : (Any Three) 15
List VVendor

Cross Selling and Up Selling

Email and Internet used in Direct Marketing
Approaches of Direct Marketing

Marketing Mix

®oo o

1 TURN OVER

0F20BDBB8E2502FE06692B 79F2D6B27CA



Q.P. Code : 06170

[@&: ¥} am [ 370T:

¢, AT U §UA HR.

R. H AT FHTT IO,

3. AT sheAdFgeel a'quvamﬁr SECIEE

Y. 3TARIAT ATCATH 3TV SRRl YWIEIedTd.

9]

GelleTdehl THATSN JeeT Tauulel 3RTEST IR &l - 23
31) HAT
foFar
g siizcee
Grelldl g7 [aaRId 936 3RE@ST dOR &
i.  3cUIGsl 9¥dId
i. o8 SRR
i.  3cred faefld Hor
iv. UG 0T ATETH R
TGrellel TFATT ITURIGwT AT, 87 FAT HToided Heard! (Teldice!) L
099 HIST IUTAT T
08¢ 08 093 0%y 089
Q:!:(," Yooo 3000 3¢o0 Q300 Qoo
e AgHA - 400 €R90 300 300
3YCTET T | 3000 3300 Q300 - g300
15T Booo 4€ oo Y0 3000 Q¢oo
as%?r T Q000 9930 900 Qoo 9000
T ¢o00 33000 3000 Y000 Gg o000
. dEIOHUST A9 s IIITd
R. Hotialel TSI 2%
forar
3 FEeaX Ry HAdorde (CRM) FgUTST hrI? UcdeT [dUuTerdiel CRM o #Hgcd TASC . oly
T 3Tl AThERT FEUTST H1A? oIl fAUured AT 3T ATRERT 8 3TegAcH® R o¢
Iy T
31 9ceT AU Fgurel H? wcgel fAuvEarder v wrafd (R gvsew) Tase . oly
g TS A9 HAGA (IMC) TISE . IMC’ = SFeglaell FUAThRAT IVl YRIGEr ao o¢
giar, T T @
forar
2 TURN OVER

0F20BDBB8E2502FE06692B 79F2D6B27CA



Q.P. Code : 06170

3 ‘edidel TS HrI? A QAUuTasdr HIorcar R[Sy YeR=AT ‘hedldsrdr aray idr?
¥ ‘STEY FEUIS HI? ST dIR FIUIATETS! HIUTAT IJdId I ded TAdiar aral glar?

3 TEPR WHST TIR IO FgUTS w? [QUUTeTehdl T 3culead g AT AU HoarardT
‘HISe’ AT AT T FIAT?
g 98T TAUUTErST HITAr AT Il ST
forar
3 ycger fQUor adll HROTHHATET FTIST .
I gy (list) FEOTST HI? AT FehR HIOTA?

fear o (Froread =)
37) foree &g=X
d) HIE Feller g 3r9-afeler
&%) S-Hol 30T Seicar ucAeT AIUATHTS! aTaR.
g) gcueT fauuera ey esdenre
) ATherdT AT,

0F20BDBB8E2502FE06692B 79F2D6B27CA

o¢

ol
oc

9



