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' Digital Marketmg
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Time: 1 hrs.] ‘ [l\/Iax Marks: 50

INSTRUCTIONS TO THE CANDIDATES
1. Answer all the fifty questlons, 1each question carries one marl(
2. Use only Black ball pogit pen for writing / darl;em\nig the circles.
3. For each questlon, after selectmg your answer, darken the appropriate circle
corresponding | to the same question nu}nber on the OMR sheet.
4. Darkening two clrcles for the same ques{on makes the answer invalid.
5. Damagmg/m\'erwrltmg, using whlteners on the OMR sheets are strictly

"‘\

proh1b1ted P

Ny
o / N4
1. Which of the following is not a partzof the digital transformatmn framework‘?
a) Customer satisfaction ¢ L s R/ /f\
b) Process Excellence ;f‘\'f X 5’
¢) Operational Excellenée’” " p \ R 4

d) Organizational Efﬁc1ency ) y
(g A Y

2.  Which of the followmg technologies are leadmg the d1g1tal 1nnovat1on in marketing?
a) Big Data and ¢loud computing € k

b) Ray Tracing, ' ) A
¢) Multicote Processing = //
d) Multlthread Rendering (.« ) V4

3.  Which of the following is afi example of online computmg?
a) Gammg Network b)News Channel c) Mob1le App d)All of these
£ N Y

4./ o  area part/of the digital mnovatlon trend in India.

@) Video Ads  (© ,
b)Telegram channels
c) Twitter spaces
d) Reddit Thfeads

5. A Dblueprint for a process followed by a company over a period of significant changes due
to the evolution in emstmg busmess conditions is called as
a)Digital Innovation Framework
b) Digital Transformation Framework
¢) Digital Excellence Framework
d) Digital Success sFramework.
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Which of the following is not a type of model of branded co- creatlon communities?
a)Branded challenges on niche crowd — sourcing platform ' g

b) Branded co- creation challenge platforms & 7 4

¢) On-going co-creation communities v ‘/

d) Upcoming co-creation communities. /f N 5"

Which of the following is a challenge for dlgltal marketmgr? ,/ z
a) Creating engagement with users ( > ;,\»‘
b) Cyber security o 4

c¢) Generating leads /f\i‘» *

d) Achieving a proper ROI

$N 5 /
' % /> h

The blending between personal and corporate use of technology products and software is

known as W v S
a) IT Consumerisation _ \ N //}
b) Technology Commerc1allzatlon i V4
c) Software Testmg &
d) Software Debu\ggmg /)

/ Q

A 4s the planned and sustamed/ effort to establish and maintain good will
and mutual)understandmg between an organ1zat1on and its public.

a) Publlc/relatlons P ) A

b)Marketmg £} }:;\; r & ~;\‘-
¢)Customer Relationship Managemerit A7

d) Customer service Y4 Ca N Vs

£ e "( y ? /v A\
/ ) CR” S

The involvement of copsumers into the mnovatlon process of a company to generate

value is called Y N Q«C R 4

a) Recreation _ <) Co-creation g,e‘)lnnovation / > d) Public relation
QY N

An important model for thinking about orgamzatlon des1gn is ¥/

a) Jonathan Gilbett's Spring Model ( N R 4

b) Jay Galbra1fh s Star Model » /5/\“ )

c) As /Ketchum s Spoke Model ¥ K

d) Nong 'of these 3 ‘/, N

€
Which of the following is. not ‘atool used in e/PR‘7/
a)Onlme Press Releases * 1D

P b) Article Marketmg/

C)Onlme Newsletters\
‘d)Viral V1deos on somal med1a ¢

Vi
(.o )

Which of the; followmg isnot a s(ep in Reputat1on Management process?
a) Momtormg b) Assessmg & ¢) Analyzing  d) Influencing

Which of the following is a momtormg tool used by ORM professionals?
a)Google Adwords b)Hoot Suite ¢) Technocratic d) Social citation

P

Average Revenue Per sale in given by
a) Revenue /Proﬁt Margm
b) Revenue / Nuinber of transactions

2
c¢) Number of transactions / Revenue
d) Profit Margin /Revenue

&
Vi W
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Which of the following is not on ROI tool? _R/RY
a)Hub spot  b) Oracle Eloqua c) Free CRM d)ROIL:Master

N3 S

Allowable Acquisition cost is defined as >
a) The price paid to the market for acquiring new customers
b) The price paid to the d1g1ta1 marketing service prov1der for acquiring the keywords.
¢) The price paid to acquire the company of a competmve brand.
d) None of these. R

e

P

X

Digital transformation is defined as __,

a)The use of new technologies to radlcally improve performance of 1each of enterprise.
b)The use of new technologres to» “transform from ana]ogue to digital platform
c¢) The use of new technologles to enhance consumer experlence

d) None of these. L PN ,
R A S
Which of the followmg statements is not true? 6 Y

a)Digital transformatron \results in increased customer engagement and improved
customer conversiorf é
b) The four P” \of marketing are Product, Price, Promotion and Place.
c) Cultivating corporate culture is not a treyt of digital leadership.
d) Traditional® pt{bhc relation includes Joumahsts from a 500 — contact database.

/\ \ />
Which of the followmg isnot a featule of e-PR? 4
a) Diréctas ‘well as indirect outreach Ry
b) Different approach by dlfferent organizations 87
¢) Interconnectedness. < / )
d) Direct control by consumers Y 4
Which one of the followmg statements is true? o \
a) Listed In works best for BZB orgamzatlons 3)° ¢
b) Pinterest is great for driving traffic o \your product /catalogue on your website
¢) Face book rs excel]ent for busmeSses that operatetin,the consumer market.

d) All of these <27 ‘>,‘ L
Which metrics, would accurately 1ndlcate the success of the’ latest Facebook post?
a) Likes and click-through ’, /3 W
b)Impressmns & click —through K
£3 _ ’ 9
c¢)Reach‘and engagement ("\ L P
d) Sessions and page Vrews / )

What is the name for Faéebook s ranking algonthm‘7
a) Like Rank b) Face Rank c) Page Rank d) Edge Rank

Which of the followmg are the steps inyolved in creating a blog?

a) Finding a‘n ‘idea —)choosmg a headline — Selecting imagery = —Providing
links —>Final posting 4

b) Finding an idea — Selecting imagery — choosing a headline —Providing
links —> Final posting 4> o+

¢) Finding an idea —Selecting Imagery—>Choosing a headline —Final posting
—Providing links . °

d) None of these

Which of the followrng is an important matrix to track for youtube marketing success?
a) Impressions. b)Likes c¢)Shares d) All of these
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The word “blog” is a shortened version of
a) Web blog b) Web log c) We log ‘{:‘ ».  d)Vlog
I
The live video advertising product that lets broadcasters and right holders to share live
TV clips and video content on X ( properly known/as Twrtter)m real time is

a) Twitter stream b) Twitter spaces ), Twrttér Amplify  d) None ofthese
An instagram and campaign’s success can be; rev1ewed using AL A
a) Facebook Ad Manager Ry, ? Pél ;
b) Instagram Insight o ™ ) b
¢) Google Analytics ““w” ‘/\ <
d) All ofthese AR,
Q /) ;j«

Which of the following is nota: ty/pe ofyoutube video ad? ¢
a) In-stream ads w,

b)Outstream ads </ 3
¢) Bumper ads ( N

d) Embedded ads. Y
Pinterest promoted pms are

a) Regular pms/that one pays to be plaf wf)ere people are most likely to see them.
b) Re gulay{)ms that are promoted to the premium status.

c) Regu)ar pins that are advertised ont “third party websites.

| 4

4./:"\)/

d) Pins. that are posted by social rpédla influencers. /‘:‘;‘\f‘; ’
Digital Marketing has been around u Us since the A f VS
a) 1980s b) 2000S c) IP'ZOS ) ° d)/}_]“90905
/ R \"'\*,
Which of the following is not a dlgltal markeprrg channel? &
a) Social Media Marketmg o) £S5
b) Email Marketmg, e ,\f) LY
¢) Search Engme Marketmg (SEM) Ry, ° D 4
d) Television ads.)’ xR 7 R 4
/ ) O

Which of the following is not a good practice in d1g1ta] market1ng‘7
a) Focusmg on mobile optlmriatlon of the brand’s websﬁte
b) Personallzlng content offerm S. &

¢) Relying too heavily o {‘automation. £

i f‘d) Customer engaoement/through social me/dra
5 (

4% )' \
“Whrch among the! followmg is atype of an emall used in email marketing?
a) News letter emalls // o
b) Lead nurturmg emails & 5
c) Pl‘OInO’[lOl].':‘ll semails " b
d) All of these -

/ S

Location is an unique feature ‘0f mobile marketing because,

a) It enables the blands to ‘understand their customer

b) It allows the brands ‘o customize the marketing manages to suit the needs of the users
of a particular lc/)catlon

c) It allows thebrands to convey their location to the user.

d) It allows the brands to run different campaigns based on the location of the mobile
user.

\
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Which of the following is considered to be a good return on Investment (ROI) ratio in
digital marketing? ~ Y

a)1:5 b) 5:1 c)1:2 d)21 ;'

Which of the following does not emphasize the need for emall marketing?

a) Email marketing has a high ROI r

b) Email marketing is highly targeted and personahzed

+ ¢) Overdose of emails can cause audience to unsubscribe &y

d) Email marketing performance is easy | to track and analyze.

\

Which of the following is not a challenge in mobile marketmg?

a) Overcoming ad blocking ’\ [/ QL ;‘
b) Choosing a proper channel{ | « LT
c¢) Landing page optunrzatron ' £3
d) Reaching a wider audlence / Y

Q \ ‘\\i\,/g

Which of the followmg is a disadvantage of tradrtronal marketing?

a) Traditional Marketrng is done through TV,, lelboards and newspapers

b) Traditional marketmg is less targeted as cgmpared to digital marketing

¢)Traditionals marketing provides phys1cal copies of promotional materials.
d) Tradl}lonal ﬁmrketmg cannot reach therlocal audiences easily.

/\

Which of the followmg technologres W111 not have a major unpact on digital marketing in
the future? % 4 (R
a)Artificial Machine Learning ¢ AN g5
b) Artificial Intelligence £ € :& )’ H Y
c)Machine Learning /5. .7/ o
d) Virtual Reality Y / / { ‘\’ 5@ P

¢ e " %\4 &)
Which of the followmg is not a reason for @hoosmg a digital, mar]\etmg channel?
a) To create brand awareness R, A
b) To negotiate business on pubhc platforms R4
c) For sales gefieration /{i‘« A
d) To educate potential customers & 5"

\ Y W

SERP stands for (N}
a)Search Engine Resourée \Page )
b) Search Engine Re(sult Page.
%L Search Engine Reference Page k
d) Search Engme Referred Page. o °

Ra Y
Which of'the followmg come under strateglc drivers of mobile marketing?
a)Context b) Time sensmvrty c) ‘Expanded permission marketing d) All of these

Which of the fcllowmg is not a type of mobile marketing?
a) VMS o
b) Mobile Applications,

c) Mobile Banner Advertising
d) Print Media Advertlng

N
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Which of the following is not a type of digital marketmg channel‘?

a) Search Engine Marketing L,':‘ R4
b) Mobile Marketing o ¥
¢) Game Based Marketing ' s, ¢
d) Call Based Marketing. N, L4
e U

Web analytics provides actionable data that shows what is working and leat is not.
a) True b) False \ N c)’It depends d) NeVer
Which of the following is a central objéctlve of gamification as a marketmg tool?
a) To boost sales and increase prOJect /v/ %
b) To establish professional relat{)nshlps XYL’
¢) To generate potential leads. > ¢
d) All of these n O .

LR / .,

/ 1' Y

Which of the followmg\wﬂl create the most engagin g/ ﬁerlence for the audlence‘7

a) Video based marketing
b)Gamification /asea\marketmg
c) Mobile marketmg

d) Email m';lrketmg h 3
Which OI/ he followmg is not a pricing model in digital marketmg‘7
a) Cogt, Per Click (CPC) /fi N 4 [,,‘_:\‘ Sy
b)Cost Per Mille (CPM) N .\ 4
c) Cost Per Acquisition/ Action (CPA) € \( \‘
d) Cost Per Second. ( y C n’
/ » N4 o U )
Which of the followmg is‘aproper sequence o’f\stages in online target marketmg"
a) Seg1nentat10n—>Posmonmg—)Targetmg/ 4 /\ J
b) Segmentation+ Targetmg—)Posmonmg : J [’f% ,;f:"
c) Po51t10n1ng——}Target1ng—)Segmentatlon/ 4 ‘ 4
d) Pos1t10nmg—>Segmentann—)Target)ng ~ ¢
/f‘/ ) p \’\ S N

25 3 ' P ) V4

) QY ‘
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