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“MBA, Semester 3"
MARKETING ANALYTICS
Subject Code: MBA-961-18
M.Code: 77057
. " Date of Examination:26-05-2026
Time: 3 Hrs. . b' Max. Marks: 60

INSTRUCTIONS TO CANDIDATES:

1. SECTION-Ais COMPULSORY consisting of EIGHT questlons carrymg TWO marks
each. : '

2. SECTION-B consists of FOUR subsections: Units-I, II, IIT & IV. Each subsection
| contains TWO questions, each question carrying EIGHT marks and student ha to
P attempt any ONE question from each subsection. L
3. SECTION-Cis COMPULSORY and consxsts of ONE Case Study carrymg TWELVE S

- marks.
Q. . Question - ‘ | Course | Bloom’
No. _ QOutcome | s Level
: SECTION-A ' '
1. | Answer briefly: : .
a. | List two main components involved in the market analysis | CO-1 L1
process. , '
b. | Interpret how market share 1ndlcates company performance in | CO-1 L2
competition, v ,
c. | What are the two main steps in pricing analys1s for new| CO-2 . L1
products? - '
d. | Show how people analytics improve sales team performance. CO-3 L2
e. | What techniques are used to track advertising results over time? | CO-4 | Ll
¢ f. ° | Classify different analytics types based on their application in | CO-4 | ‘L2 . = .
" | marketing. . : L
g | Define the core two obJectlves behlnd measuring success in | CO-5 Ll !
‘ digital campaigns. ‘ . 1.
h. | Classify e-marketing tools based on thelr promotlonal and| CO-5 L2 "
analytlcal functions. :
SECTION-B
UNIT-1
2. | Identify how customer retentlon data enhances long-term | CO-1 L3
profitability planning. : : : B
3. | Examine the selection of metrics used for product performance | CO-2 L4
evaluatlon
UNIT-II
4. | Utilize sales managers skills to apply compensatlon plannlng - CO-2 |+ L3
insights. ‘ o
5. | Justify pricing decisions using price- Volume and value CO-3 LS
equations.
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UNIT-III

6. | Apply suitable methods to improve medla planning for | CO-3 L3
‘ advertisements. - : _
7. | Discover how media scheduling affects audience recall and ad | CO-4 L4
reach. ~
_ UNIT-IV
‘8. | Analyze the impact of e-marketing tools on customer buymg Co4 | L4
- behavior.
9. | Assess whether social media marketing is the right choice for | CO-5 - LS
branding. :
SECTION—C ; '
10. Evaluatmg the. E-Marketlng Plan and ROI of a Global Airline | * CO-5 | LS
Campaign '
‘Scenario:

An international airline, “SkyJet Airways,” launched an |
integrated E-Marketmg Plan to increase tlcket sales - post-
pandemic. The plan included: '

Search Engine Marketing (SEM) and Pay-Per-Click (PPC) ads
for key travel routes. Social Media Marketing on YouTube and |
Instagram featuring destination videos. Email campaigns for
loyalty members offering limited-time discounts. A redesigned
mobile-friendly website for easy booking and flight tracking. |
SkyJet’s E-Marketing plan followed a structured process: -

1. Situational Analysis — assessed reduced travel demand and
rising competition.

2. Objectlve Settmg increase online t1cket sales by 25% in 6
‘| months.

3. Marketing Mix Decisions — focused on pr1c1ng offers, digital
promotions, and service convenience.

4. Budget Allocation — distributed Z12 crore-across PPC (40%),
social media (30%), SEO (20%), and email (l()%) ‘
5. Measurement — monitored conversion rates, click-through
rate (CTR), cost per acquisition (CPA), and ROI.

After six months, digital campaigns generated a 27% increase .
in online sales, with SEM yielding the highest ROI. However,
social media had strong engagement but moderate conversmn
efficiency.

Questions:

a) Evaluate the overall effectiveness of SkyJet’s E-Marketmg
Plan by comparing the ROI of different channels (SEM, social |
| media, SEO, and email).

b) Justify whether reallocating budget toward SEM and
reducing social media spend would be a sustainable long-term
strategy based on campalgn performance data.

. K ;:,‘L:
Note: Disclosure of identity by writing mobile number or making of passing request on any.
paper of Answer Sheet will lead to UMC against the student. ,
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