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24MBMC13 Marketing of Technology Products and Services

Course outcomes:

On the completion of the course, students will be able to

CO1: Comprehend the rudiments of Marketing Technology Products and Services and IT projects.

CO2:Evaluate and assess the feasibility of Marketing Technology Products and Services, and IT
Projects.

CO3:Apply and design Marketing tactics and strategies that align with Corporate objectives and
Industry 4.0 and 5.0

CO4:Design appropriate approaches and redefine the Marketing Strategies to match the service
sector.

CO5:Comprehend the paradigm shifts in the industrial arena and re-engineer marketing
management practices and strategies

Part A 10x 1 =10
Choose the Correct Answer

1. A key component of the Marketing Information System (MIS) is
a. Market Research b. Product Development c. Employee Training d. Financial Auditing

2. Which law in India primarily governs consumer protection?
a. Competition Act, 2002 b. Consumer Protection Act, 2019
c. Sale of Goods Act, 1930 d. Cyber Law, 2000

3. The primary focus of buyer behaviour analysis in marketing is
a. Pricing strategies b. Product development

c¢. Understanding consumer purchasing decisions d. Market segmentation

4. Which of the following is a contract model that involves a company designing, building, financing,
operating, and maintaining a project?
a. BOT b. DBFO c. BOO d. LOT

5. Which of the following is NOT a requirement for effective market segmentation?
a. Measurability  b. Accessibility c. Heterogeneity d. Profitability

6. Which branding strategy involves using a single brand name for multiple related products?

a. Individual branding b. Family branding  c. Co-branding d. Private labeling
7. A major challenge in balancing demand and capacity in services is

a. Lack of technology integration b. Unpredictable customer demand

c. Low service pricing d. Increased inventory levels

8. Advantage of E-Retailing is
a. High operational costs b. Limited market reach
c. 24/7 availability for customers d. Reduced customer trust

9. Which marketing approach in Marketing 5.0 integrates Al and automation to enhance customer

experiences?
a. Traditional Marketing b. Predictive Marketing
c. Word-of-Mouth Marketing d. Direct Selling
10. Which element is central to Human-Centric Marketing?
a. Automation b. Al-driven interactions

c. Emotional connection with consumers d. Standardized mass messaging
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Part B 5x6=30
Answer ALL questions
Each answer should not exceed 400 words or two pages

11.a. Bring out the evolution of marketing from traditional to Marketing 4.0.

(on)

11.b. Identify the ethical issues in marketing.

12.a. Describe the Project Life Cycle and its stages in the context of IT project marketing.

(on)

12.b. Explain the significance of the Casual Chain and its impact in IT project marketing.

13.a. Analyze the key approaches to market segmentation with examples.

(on)

13.b. Examine the role of SERVQUAL in measuring service quality.

14.a. Discuss how crafting the service environment contributes to effective complaint handling
and service recovery.

(on)

14.b. What are the key functions of distribution channels?

15.a. Explain the power shifts in Marketing 4.0 and how they impact consumer behaviour.

(or)
15.b. List out the components of Agile Marketing.
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Part C 5x12=60

Answer ALL questions
Question No 20. Case is Compulsory
Each answer should not exceed 800 words or four pages

16.a. Describe the marketing process and its key steps in planning.

(on)

16.b. Discuss how businesses balance demand and capacity in service marketing.

17.a. Identify the different types of service level contracts (SLC) such as BOT, BOOT, and DBFO.
(or)
17.b. What is Marketing Feasibility Analysis? Discuss its structural elements, risks, and tools for
assessing a marketing project.

18.a. Discuss the Product Life Cycle (PLC) and suggest strategies for each stage.

(on)

18.b. Identify the various pricing strategies used in IT and digital product markets.

19.a. Examine the interaction between clients and project managers in IT projects. Discuss
the potential benefits, challenges, and strategies to enhance this relationship. Provide
examples in your answer.
(or)
19.b. Critically evaluate personal selling strategies, focusing on aggressive selling. Discuss how
sales force design and management influence sales outcomes. Use examples to
support your discussion.

20. Case Study :(Compulsory question)
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Social Media Marketing and Customer Engagement: A well-known electronics brand, DEF Ltd.,

adopted a digital-first strategy, leveraging social media influencers and targeted ads. While

engagement rates increased, some customers found the content irrelevant, leading to negative

feedback.

Question:
i. How does social media enhance customer experience in digital marketing?
ii.  What are the challenges of using social media for customer engagement?
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