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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
	Explain Marketing Decision Making.
	L1
	CO1
	[2M]

	2
	Describe the Discriminant analysis.
	L2
	CO2
	[2M]

	3
	Summarize positioning in marketing.
	L2
	CO3
	[2M]

	4
	Explain the customer satisfaction model.
	L1
	CO4
	[2M]

	5
	Define RFM analysis.
	L1
	CO5
	[2M]

	6
	What is sentiment analysis?
	L2
	CO6
	[2M]








           Part – B


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

	7.
	Explain the role of models in marketing and how they assist in decision-making.
	L2
	CO1
	[8M]

	
	OR
	
	
	

	8
	Discuss the various models of marketing analytics with examples.
	L2
	CO1
	[8M]

	
	
	
	
	

	9.
	Elaborate targeting framework in the context of marketing analytics.
	L1
	CO2
	[8M]

	
	OR
	
	
	

	10
	Explain the concepts of Market Segmentation with examples.  
	L2
	CO2
	[8M]

	
	
	
	
	

	11
	Discuss the concept of Principal Component Analysis (PCA) and its applications in data analysis.
	L2
	CO3
	[8M]

	
	OR
	
	
	

	12
	Explain the concepts of portfolio analysis and perceptual mapping. 
	L1
	CO3
	[8M]

	
	
	
	
	

	13
	Define customer satisfaction and discuss its significance for businesses.
	L2
	CO4
	[8M]

	
	OR
	
	
	

	14
	Examine the basic steps involved in calculating Customer Lifetime Value (CLV).
	L1
	CO4
	[8M]

	
	
	
	
	

	15
	 Explain What is the binary logit choice model in customer analysis.
	L2
	CO5
	[8M]

	
	OR
	
	
	

	16
	Illustrate role of generalized logit choice model in customer choice analysis.
	L3
	CO5
	[8M]

	
	
	
	
	

	17
	Evaluate the concept of conjoint analysis in marketing decision-making.
	L2
	CO6
	[8M]

	
	OR
	
	
	

	18
	Describe the concept of text analysis and its application in digital marketing.
	L3
	CO6
	[8M]
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