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Note:    a)  No additional answer sheets will be provided.

          

b)  All sub-parts of a question must be answered at one place only, otherwise it will not be valued.

          

c)  Missing data can be assumed suitably.





Bloom's Cognitive Levels of Learning (BCLL)

	Remember
	L1
	Apply
	L3
	Evaluate
	L5

	Understand
	L2
	Analyze
	L4
	Create
	L6









Part - A 


Max.Marks: 6x2=12

[image: image1.wmf] Answer all QUESTIONS, EACH QUESTION CARRIES 2 MARKS.
	
	
	BCLL
	CO(s)
	Marks

	1
	Define services marketing.
	L1
	CO1
	[2M]

	2
	Explain the relationship marketing
	L2
	CO2
	[2M]

	3
	List two types of service innovations.
	L2
	CO3
	[2M]

	4
	Define service pricing.
	L1
	CO4
	[2M]

	5
	Explain the significance of delivering on service promises.
	L1
	CO5
	[2M]

	6
	Identify two challenges faced by the banking sector in service delivery.
	L2
	CO6
	[2M]








           Part – B


Max.Marks: 6x8=48
ANSWER ALL QUESTIONS. EACH QUESTION CARRIES 8 MARKS.
	
	
	BCLL
	CO(s)
	Marks

	7.
	Explain the differences between goods and services in terms of characteristics.
	L1
	CO1
	[8M]

	
	OR
	
	
	

	8
	Evaluate the role of customer relationships in ensuring service quality.
	L2
	CO1
	[8M]

	
	
	
	
	

	9.
	Explain the SERVQUAL scale and its five dimensions.
	L2
	CO2
	[8M]

	
	OR
	
	
	

	10
	Analyze the factors affecting consumer behavior in services.
	L2
	CO2
	[8M]

	
	
	
	
	

	11
	Analyze the challenges faced in service innovation and design.
	L3
	CO3
	[8M]

	
	OR
	
	
	

	12
	Apply service blueprinting to a retail service to enhance the customer journey.
	L2
	CO3
	[8M]

	
	
	
	
	

	13
	Explain the service product levels and their significance.
	L2
	CO4
	[8M]

	
	OR
	
	
	

	14
	Compare the objectives of service pricing in a luxury service versus an essential service.
	L3
	CO4
	[8M]

	
	
	
	
	

	15
	Analyze the challenges in aligning service marketing communications with actual service delivery.
	L2
	CO5
	[8M]

	
	OR
	
	
	

	16
	Evaluate the impact of coordination in IMC on customer loyalty in the service sector.
	L3
	CO5
	[8M]

	
	
	
	
	

	17
	Analyze the challenges of implementing effective services marketing in the Indian hospital industry.
	L2
	CO6
	[8M]

	
	OR
	
	
	

	18
	Critically assess how services marketing influences customer loyalty in the banking sector.
	L3
	CO6
	[8M]
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