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S. No Content 

1 Academic Calendar of CARE College of Engineering and Department  

2 Academic schedule from affiliating University – Anna University  

3 Student Nominal Roll 

4 ABC Analysis  

5 Course Information Sheet 

6 Timetable (Class & Individual) 

7 Lesson plan 

8 Session plan Samples 

9 Sample PPT Handouts 

10 Question Bank (Part A, B and C for all Units) 

11 Course file audit report 

12 Assignment Questions & Samples 

13 Internal Test Question Paper with audit reports 

14 Internal test mark analysis sheets 

15 Answer Script Samples (Good , Average & poor) for all tests with audit reports 

16 Course End Feedback / Survey (Samples) 

17 CO & PO - Attainment sheet 

18 Students feedback on faculty with corrective measure report 

19 Feedback by faculty in-charge for forthcoming academic year 
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Date Day Events WD Date Day Events WD Date Day Events WD Date Day Events WD

1 Sat # 1 Tue 13 1 Thu Purchase 35 1 Sun Holiday #

2 Sun Holiday # 2 Wed 14 2 Fri Jayanthi # 2 Mon #

3 Mon # 3 Thu 15 3 Sat Completion/ 36 3 Tue #

4 Tue # 4 Fri 16 4 Sun Holiday VIII 4 Wed #

5 Wed # 5 Sat 17 5 Mon CT2 # 5 Thu #

6 Thu # 6 Sun Holiday IV 6 Tue CT2 # 6 Fri #

7 Fri # 7 Mon Management 18 7 Wed CT2 # 7 Sat #

8 Sat # 8 Tue Completion 19 8 Thu CT2 # 8 Sun Holiday #

9 Sun Holiday # 9 Wed CT 1 # 9 Fri Report 37 9 Mon Theory Exam #

10 Mon # 10 Thu CT 1 # 10 Sat Career 38 10 Tue #

11 Tue # 11 Fri Channel # 11 Sun Holiday IX 11 Wed #

12 Wed Orientaion # 12 Sat Global Entry # 12 Mon Security 39 12 Thu #

13 Thu Orientaion # 13 Sun Holiday V 13 Tue Management/ 40 13 Fri #

14 Fri Orientaion # 14 Mon Industrial 20 14 Wed Portfolio 41 14 Sat Deepavali #

15 Sat Day # 15 Tue 21 15 Thu Strategy 42 15 Sun Holiday #

16 Sun Holiday I 16 Wed Technological 22 16 Fri Mutual Funds 43 16 Mon #

17 Mon Starts 1 17 Thu Rating 23 17 Sat Completion/ 44 17 Tue #

18 Tue 2 18 Fri SHRM - eHRM 24 18 Sun Holiday X 18 Wed #

19 Wed 3 19 Sat 25 19 Mon Model Thoery # 19 Thu #

20 Thu 4 20 Sun Holiday VI 20 Tue Model Thoery # 20 Fri #

21 Fri 5 21 Mon Distribution 26 21 Wed Model Thoery # 21 Sat #

22 Sat Chathurthi # 22 Tue Completion/ 27 22 Thu Model Thoery # 22 Sun Holiday #

23 Sun Holiday II 23 Wed Balanced 28 23 Fri Model Thoery # 23 Mon #

24 Mon 6 24 Thu 29 24 Sat Model Thoery # 24 Tue #

25 Tue 7 25 Fri 30 25 Sun Pooja XI 25 Wed #

26 Wed 8 26 Sat Influencers 31 26 Mon # 26 Thu #

27 Thu Completion 9 27 Sun Holiday VII 27 Tue # 27 Fri #

28 Fri 10 28 Mon Inventory 32 28 Wed Practical Exam # 28 Sat #

29 Sat 11 29 Tue Selling 33 29 Thu # 29 Sun Holiday #

30 Sun Moharam III 30 Wed 34 30 Fri # 30 Mon #

31 Mon 12 31 Sat #

Working Days 12 Working Days 22 Working Days 10 Working Days 0

44Working Days

CARE College of Engineering

Higher Odd Sem Academic Calendar, Academic Year 2020-21

Aug-20 Sep-20 Oct-20 Nov-20
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Year / Sem: II       Batch: 2020 – 2022 

MBA 

S. No. Roll No. Register No. Student Name 

01 M20BA001 810720631001 Akshaya N 

02 M20BA002 810720631002 Ann Shalita D'Cruz 

03 M20BA003 810720631003 Arun Prakash B 

04 M20BA004 810720631004 Baby Shalini V 

05 M20BA005 810720631005 Balaji T 

06 M20BA007 810720631007 Devadharshini P 

07 M20BA008 810720631008 Dharmadurai N 

08 M20BA009 810720631009 Dinesh Kumar C 

09 M20BA010 810720631010 Hari Priya C 

10 M20BA011 810720631011 Jacob Stephen A 

11 M20BA012 810720631012 Jairley Agnes S 

12 M20BA013 810720631013 Jayadev R 

13 M20BA014 810720631014 Jayalakshmi M 

14 M20BA015 810720631015 Jeffrin Rai AJ 

15 M20BA016 810720631016 Kesavan B 

16 M20BA017 810720631017 Krishna Prasanth S 

17 M20BA018 810720631018 Madhana Gopal T 

18 M20BA019 810720631019 Meenakshi M 

19 M20BA020 810720631020 Mohamed Mujahid S 

20 M20BA021 810720631021 Narkish Banu M 

21 M20BA022 810720631022 Rahul G T 

22 M20BA023 810720631023 Ram Balaji S 

23 M20BA024 810720631024 Santhosh Kumar K 

24 M20BA025 810720631025 Seetha Lakshmi C 

25 M20BA026 810720631026 Shafrin I 

26 M20BA027 810720631027 Sindhuja A 

27 M20BA028 810720631028 Sushma Rachel R 
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28 M20BA029 810720631029 Sushmitha E 

29 M20BA030 810720631030 Swetha M 

30 M20BA031 810720631031 Vasanth R 

31 M20BA032 810720631032 Venkatesan R 

32 M20BA033 810720631033 Venkatesh B 

33 M20BA034 810720631034 Venkatesh D 

 

 

 

Mentor/Class Advisor                      HOD 
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DEPARTMENT OF MBA 

ABC Analysis 

Category Roll / Reg. No. Name 

A 

810720631001 Akshaya N 

810720631005 Balaji T 

810720631014 Jayalakshmi M 

810720631023 Ram Balaji S 

B 

810720631002 Ann Shalita D'Cruz 

810720631004 Baby Shalini V 

810720631007 Devadharshini P 

810720631008 Dharmadurai N 

810720631009 Dinesh Kumar C 

810720631010 Hari Priya C 

810720631012 Jairley Agens 

810720631013 Jayadev R 

810720631015 Jeffrin Rai AJ 

810720631017 Krishna Prasanth S 

810720631019 Meenakshi M 

810720631020 Mohamed Mujahid S 

810720631021 Narkish Banu M 

810720631022 Rahul G T 

810720631027 Shafrin I 

810720631029 Sushma Rachel R 

810720631031 Swetha M 

810720631032 Vasanth R 

810720631033 Venkatesan R 

810720631034 Venkatesh B 

C 

810720631003 Arun Prakash B 

810720631011 Jacob Stephen A 

810720631016 Kesavan B 

810720631018 Madhana Gopal T 

810720631024 Santhosh Kumar K 

810720631026 Seetha Lakshmi C 

810720631028 Sindhuja A 

810720631030 Sushmitha E 

810720631035 Venkatesh D 

 

 

Mentor/Class Advisor                      HOD 
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COURSE INFORMATION SHEET 

PROGRAMME: PG             DEGREE:  MBA 

COURSE: MBA SEMESTER: II           CREDITS: 04 

COURSE CODE: BA5207  REGULATION: R 2017 COURSE TYPE: CORE 

COURSE AREA/DOMAIN: Marketing Management  CONTACT HOURS: 3 hours/Week. 

CORRESPONDING LAB COURSE CODE (IF ANY):  - LAB COURSE NAME:  - 

 

SYLLABUS: 

UNIT DETAILS HOURS 

I 

INTRODUCTION: Marketing – Definitions - Conceptual frame work – Marketing 

environment : Internal and External - Marketing interface with other functional areas – 

Production, Finance, Human Relations Management, Information System. Marketing in global 

environment – Prospects and Challenges. 

12 

II 

MARKETING STRATEGY: Marketing strategy formulations – Key Drivers of Marketing 

Strategies - Strategies for Industrial Marketing – Consumer Marketing –– Services marketing – 

Competitor analysis - Analysis of consumer and industrial markets – Strategic Marketing Mix 

components. 

12 

III 

MARKETING MIX DECISIONS: Product planning and development – Product life cycle – 

New product Development and Management – Market Segmentation – Targeting and 

Positioning – Channel Management – Advertising and sales promotions – Pricing Objectives, 

Policies and methods. 

12 

IV 

BUYER BEHAVIOR: Understanding industrial and individual buyer behavior - Influencing 

factors – Buyer Behaviour Models – Online buyer behaviour - Building and measuring 

customer satisfaction – Customer relationships management – Customer acquisition, Retaining, 

Defection. 

12 

V 

MARKETING RESEARCH & TRENDS IN MARKETING: Marketing Information System 

– Research Process – Concepts and applications : Product –Advertising – Promotion – 

Consumer Behaviour – Retail research – Customer driven organizations - Cause related 

marketing - Ethics in marketing –Online marketing trends. 

12 

TOTAL HOURS 60 

 

TEXT/REFERENCE BOOKS: 

T/R BOOK TITLE/AUTHORS/PUBLICATION 

T Philip Kotler and Kevin Lane Keller, Marketing Management, PHI 14th Edition, 2012 

R KS Chandrasekar, “Marketing management-Text and Cases”, Tata McGraw Hill, First edition,2010 

R 
Lamb, hair, Sharma, Mc Daniel– Marketing – An Innovative approach to learning and teaching-A south Asian 

perspective, Cengage Learning –– 2012 

R Paul Baines, Chris Fill and Kelly Page, Marketing, Oxford University Press, 2nd Edition,2011. 

 

 

COURSE OBJECTIVES: 

1 Developing an understanding of ideas and nuances of modern marketing 

2 Describe the process to formulate and manage the B2B marketing strategy including all key components. 

3 Explain the techniques to conduct market analysis practices including market segmentation and targeting. 

4 Compare and contrast different perspectives that characterize the study of consumer behavior. 

5 Explain the role of IMC in the overall marketing program. 

 

COURSE OUTCOMES: 

S.NO. DESCRIPTION 
PO 

MAPPING 

1 Knowledge of analytical skills in solving marketing related problems e,g,h,k 

2 Awareness of marketing management process e,g,h,k 
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GAPES IN THE SYLLABUS - TO MEET INDUSTRY/PROFESSION REQUIREMENTS: 

S.NO. DESCRIPTION 
PROPOSED 

ACTIONS 

1 Case Studies Assignment 

2 Applications of Concepts Assignment 

 

PROPOSED ACTIONS: TOPICS BEYOND SYLLABUS/ASSIGNMENT/INDUSTRY VISIT/GUEST 

LECTURER/NPTEL ETC 

TOPICS BEYOND SYLLABUS/ADVANCED TOPICS/DESIGN: 

1 Segmentation, Targeting & Positioning 

2 Online Buyer Behavior 

3 Retail Research 

 

WEB SOURCE REFERENCES: 

1 https://nptel.ac.in/courses/110/104/110104068/ 

2 http://arts.brainkart.com/subject/marketing-management-7/ 

3 https://www.pkotler.org/blog 

4 https://ocw.mit.edu/courses/sloan-school-of-management/15-810-marketing-management-fall-2010/download-

course-materials/ 

5 https://ocw.aprende.org/courses/sloan-school-of-management/15-810-marketing-management-analytics-

frameworks-and-applications-fall-2015/ 

6 https://ocw.vu.edu.pk/CourseDetails.aspx?cat=Marketing&course=MKT501 

7 http://ocw.jhsph.edu/courses/managinglongtermcareagingpopulations/lectureNotes.cfm 

8 https://www.youtube.com/watch?v=uTsAHZz5Tnw 

9 https://www.youtube.com/watch?v=sR-qL7QdVZQ 

 

DELIVERY/INSTRUCTIONAL METHODOLOGIES: 

✔  CHALK & TALK ✔  STUD. ASSIGNMENT ✔ WEB RESOURCES  

✔  LCD  ✔   STUD. 

SEMINARS 

☐ ADD-ON COURSES  

 

ASSESSMENT METHODOLOGIES-DIRECT 

✔ ASSIGNMENTS ✔ STUD. SEMINARS ✔   

TESTS/MODEL EXAMS 
✔   UNIV. 

EXAMINATION 

☐ SURVEYS ✔   STUD. VIVA ✔ MINI/MAJOR 

PROJECTS 

☐ CERTIFICATIONS 

☐ ADD-ON COURSES ☐ OTHERS   

ASSESSMENT METHODOLOGIES-INDIRECT 

✔ ASSESSMENT OF COURSE OUTCOMES (BY 

FEEDBACK, ONCE) 
✔ STUDENT FEEDBACK ON FACULTY 

(TWICE) 

✔ ASSESSMENT OF MINI/MAJOR PROJECTS BY 

EXT. EXPERTS 

 

 

 

 

Prepared by          Approved by 

Faculty Incharge             (HOD) 
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Department of Master of Business Administration

09:30 - 10:10 10:20-11:00 11:20 -12:00 12:10-12:50 01:00 - 01:40 05:00 - 05:40

MONDAY MARKETING MANAGEMENT
BUSINESS RESEARCH 

METHODOLOGY

HUMAN RESOURCES 

MANAGEMENT

INFORMATION 

MANAGEMENT

OPERATIONS 

MANAGEMENT
MARKETING CLUB

TUESDAY FINANCIAL MANAGEMENT OPERATIONS MANAGEMENT
INFORMATION 

MANAGEMENT

BUSINESS RESEARCH 

METHODOLOGY

HUMAN RESOURCES 

MANAGEMENT

DATA ANALYSIS AND 

BUSINESS MODELLING

WEDNESDAY
DATA ANALYSIS AND 

BUSINESS MODELLING

APPLIED OPERATIONS 

RESEARCH

APPLIED OPERATIONS 

RESEARCH

MARKETING 

MANAGEMENT

INFORMATION 

MANAGEMENT
FINANCE & HR CLUB

THRUSDAY
HUMAN RESOURCES 

MANAGEMENT
FINANCIAL MANAGEMENT

MARKETING 

MANAGEMENT

OPERATIONS 

MANAGEMENT

BUSINESS RESEARCH 

METHODOLOGY

DATA ANALYSIS AND 

BUSINESS MODELLING

FRIDAY FINANCIAL MANAGEMENT
APPLIED OPERATIONS 

RESEARCH

APPLIED OPERATIONS 

RESEARCH

MARKETING 

MANAGEMENT

DATA ANALYSIS AND 

BUSINESS MODELLING
COUNSELLING 

BA5201
APPLIED OPERATIONS 

RESEARCH
NIRMALA DEVI

BA5202
BUSINESS RESEARCH 

METHODOLOGY
STRACEY GEORGE

BA5204
HUMAN RESOURCES 

MANAGEMENT
PRIYADHARSHINI

BA5205 INFORMATION MANAGEMENT FRANCIS REBELLO

BA5206 OPERATIONS MANAGEMENT S. MANOCHANDAR

BA5203 FINANCIAL MANAGEMENT R. VENKATESH

BA5207 MARKETING MANAGEMENT S. SUNIL ALLAN

BA5211
DATA ANALYSIS AND 

BUSINESS MODELLING
S. MANOCHANDAR

Class Coordinator HOD
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Department of Master of Business Administration

09:30 - 10:10 10:20-11:00 11:20 -12:00 12:10-12:50 01:00 - 01:40 05:00 - 05:40

MONDAY
MARKETING 

MANAGEMENT

TUESDAY

WEDNESDAY
MARKETING 

MANAGEMENT
FINANCE & HR CLUB

THRUSDAY
MARKETING 

MANAGEMENT

FRIDAY
MARKETING 

MANAGEMENT
COUNSELLING 

BA5207
MARKETING 

MANAGEMENT
S. SUNIL ALLAN

FINANCE CLUB S. SUNIL ALLAN

COUNSELLING S. SUNIL ALLAN

Faculty In Charge HOD
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DEPARTMENT: MBA 

 Lesson plan (Micro level) 

 

Faculty Name: Sunil Allan S     Designation: Asst. Professor 

Course Code & Name: BA5207 & Marketing Management    
Academic Year: 2020-2021    Sem/Year: II/I 

UNIT I INTRODUCTION 

S.N

o. 
Topics 

Planned 

Date 

Mode of 

Teaching 
Reference 

Course 

outcome 

Actual 

date 
Remarks 

1 Marketing – Definitions  PPT T1 CO1   

2 Conceptual Framework  PPT T1 CO1   

3 Marketing Environment  PPT T1 CO1   

4 Marketing Environment - Internal  PPT T1 CO1   

5 Marketing Environment - External  PPT T1 CO1   

6 
Marketing interface with other 

functional areas - Production 
 PPT 

T1 CO2   

7 
Marketing interface with other 

functional areas – Finance 
 PPT 

T1 CO2   

8 
Marketing interface with other 

functional areas – Human Resource 
 PPT 

T1 CO1   

9 
Marketing interface with other 

functional areas – Information System 
 PPT 

T1 CO1   

10 Marketing in Global Environment  PPT T1 CO1   

11 
Marketing in Global Environment 

Prospects 
 PPT 

T1 CO1   

12 
Marketing in Global Environment 

Challenges 
 PPT 

T1 CO1   

Total No. of Hours prescribed per Unit by Anna University 12 

Total No. of Hours Required as per Lesson Plan 12 

Signature of Faculty Signature of HOD 

UNIT II MARKETING STRATEGY 

13 Marketing Strategy Formulation  PPT T1 CO1   

14 Key Drivers of Marketing Strategies  PPT T1 CO1   

15 Marketing Mix  PPT T1 CO1   

16 Resources of the Firm  PPT T1 CO1   

17 Competitive Advantage  PPT T1 CO1   

18 Strategies for Industrial Marketing  PPT T1 CO1   

19 Consumer Marketing  PPT T1 CO1   

20 Services Marketing   T1 CO1   

21 Competitor Analysis  PPT T1 CO1   

22 Analysis of Consumer Markets  PPT 
T1 CO1   

23 Analysis of Industrial Markets  PPT T1 CO1   

24 Strategic Marketing Mix Components  PPT T1 CO2   

Total No. of Hours prescribed per Unit by Anna University 12 

Total No. of Hours Required as per Lesson Plan 12 

Signature of Faculty Signature of HOD 

UNIT III MARKETING MIX DECISIONS 

25 Product Planning  PPT T1 CO3   
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DEPARTMENT: MBA 

26 Product Development  PPT T1 CO3   

27 Product Life Cycle  PPT T1 CO3   

28 
New Product Development & 

Management 
 PPT 

T1 CO3   

29 Market Segmentation  PPT T1 CO3   

30 Targeting & Positioning  PPT T1 CO3   

31 Channel Management  PPT T1 CO3   

32 Advertising  PPT T1 CO3   

33 Sales Promotions  PPT T1 CO3   

34 Pricing Objectives  PPT T1 CO3   

35 Pricing Policies  PPT T1 CO3   

36 Pricing Methods  PPT T1 CO3   

Total No. of Hours prescribed per Unit by Anna University 12 

Total No. of Hours Required as per Lesson Plan 12 

Signature of Faculty Signature of HOD 

UNIT IV BUYER BEHAVIOUR 

37 
Understanding Individual Buying 

Behavior 
 

PPT T2 CO4   

38 
Understanding Industrial Buying 

Behavior 
 PPT T2 CO4   

39 Influencing Factors  PPT T2 CO4   

40 Buyer Behavior Models  PPT T2 CO4   

41 Industrial Buying Models  PPT T2 CO4   

42 Online Buyer Behavior  PPT T2 CO4   

43 Building Customer Satisfaction  PPT T2 CO4   

44 Measuring Customer Satisfaction  PPT T2 CO4   

45 Customer Relationship Management  PPT T2 CO4   

46 Customer Acquisition  PPT T2 CO4   

47 Customer Retention  PPT T2 CO4   

48 Customer Defection  PPT T2 CO4   

Total No. of Hours prescribed per Unit by Anna University 12 

Total No. of Hours Required as per Lesson Plan 12 

Signature of Faculty Signature of HOD 

UNIT V MARKETING RESEARCH & TRENDS IN MARKETING 

49 Marketing Information System  PPT T2 CO5   

50 Research Process  PPT T2 CO5   

51 Concepts & Applications  PPT T2 CO5   

52 Product Advertising  PPT T2 CO5   

53 Promotion  PPT T2 CO5   

54 Consumer Behavior  PPT T2 CO5   

55 Retail Research  PPT T2 CO5   

56 Customer Driven Organizations  PPT T2 CO5   

57 Cause Related Marketing  PPT T2 CO5   

58 Ethics in Marketing  PPT T2 CO5   

59 Values in Marketing  PPT T2 CO5   

60 Online Marketing Trends  PPT T2 CO5   
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DEPARTMENT: MBA 

Total No. of Hours prescribed per Unit by Anna University 12 

Total No. of Hours Required as per Lesson Plan 12 

Signature of Faculty Signature of HOD 

Total No. of Hours prescribed by Anna University for Completion of the Course 60 

Total No. of Hours Required as per Lesson Plan to complete the Course 60 

No. of Hours Required for covering Content Beyond Syllabus 0 

Total No. of Lecture Hours for Completion of the Course 60 

Prepared by 
  Name:    

  Designation: 
    Sign 

Approved by  
  Name: 

  Designation: 
    Sign 

 

Sunil Allan S, Asst. Professor

R. Venkatesh, HOD
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Lecture Noting 
 

Faculty Name: Sunil Allan S   Designation & Department: MBA & Assistant Professor 

Course Code & Name: BA5207 & Marketing Management  Academic Year: 2020-2021 

Semester:  Even     Class: I MBA   Unit: 1 

Topics Discussed : Marketing – Definitions     Date of Lecture:  

Description 
Mode of 

Teaching 

Time  

in Mins 
Remarks 

1 
Recap of Previous Topics/Classes handled 

 
PPT 2  

2 
Brief Explanation of Topics to be handled today 

 
PPT 1  

3 
Explain the concept with analogy 

 
PPT 3  

4 
Pre-requisites of the topic 

 
PPT 10  

5 
Explanation about the topics/concepts step by step 

 
PPT 20  

6 
Explain with examples 

 
PPT 7  

7 
Plan for Q&A session / Activities 

 
PPT 3  

8 
Summarization 

 
PPT 2  

9 
Give the topics to be read by students for next class 

 
PPT 2  

 

 

 

Lecture Noting 
 

Faculty Name: Sunil Allan S   Designation & Department: MBA & Assistant Professor 

Course Code & Name: BA5207 & Marketing Management  Academic Year: 2020-2021 

Semester:  Even     Class: I MBA   Unit: 1 

Topics Discussed : Conceptual Framework     Date of Lecture:  

Description 
Mode of 

Teaching 

Time  

in Mins 
Remarks 

1 
Recap of Previous Topics/Classes handled 

 
PPT 2  

2 
Brief Explanation of Topics to be handled today 

 
PPT 1  

3 
Explain the concept with analogy 

 
PPT 3  

4 
Pre-requisites of the topic 

 
PPT 10  

5 
Explanation about the topics/concepts step by step 

 
PPT 20  

6 
Explain with examples 

 
PPT 7  

7 
Plan for Q&A session / Activities 

 
PPT 3  

8 
Summarization 

 
PPT 2  

9 
Give the topics to be read by students for next class 

 
PPT 2  
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Lecture Noting 
 

Faculty Name: Sunil Allan S   Designation & Department: MBA & Assistant Professor 

Course Code & Name: BA5207 & Marketing Management  Academic Year: 2020-2021 

Semester:  Even     Class: I MBA   Unit: 1 

Topics Discussed : Marketing Environment     Date of Lecture:  

Description 
Mode of 

Teaching 

Time  

in Mins 
Remarks 

1 
Recap of Previous Topics/Classes handled 

 
PPT 2  

2 
Brief Explanation of Topics to be handled today 

 
PPT 1  

3 
Explain the concept with analogy 

 
PPT 3  

4 
Pre-requisites of the topic 

 
PPT 10  

5 
Explanation about the topics/concepts step by step 

 
PPT 20  

6 
Explain with examples 

 
PPT 7  

7 
Plan for Q&A session / Activities 

 
PPT 3  

8 
Summarization 

 
PPT 2  

9 
Give the topics to be read by students for next class 

 
PPT 2  

 

 

 

Lecture Noting 
 

Faculty Name: Sunil Allan S   Designation & Department: MBA & Assistant Professor 

Course Code & Name: BA5207 & Marketing Management  Academic Year: 2020-2021 

Semester:  Even     Class: I MBA   Unit: 1 

Topics Discussed : Marketing Environment - Internal     Date of Lecture:  

Description 
Mode of 

Teaching 

Time  

in Mins 
Remarks 

1 
Recap of Previous Topics/Classes handled 

 
PPT 2  

2 
Brief Explanation of Topics to be handled today 

 
PPT 1  

3 
Explain the concept with analogy 

 
PPT 3  

4 
Pre-requisites of the topic 

 
PPT 10  

5 
Explanation about the topics/concepts step by step 

 
PPT 20  

6 
Explain with examples 

 
PPT 7  

7 
Plan for Q&A session / Activities 

 
PPT 3  

8 
Summarization 

 
PPT 2  

9 
Give the topics to be read by students for next class 

 
PPT 2  
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Lecture Noting 
 

Faculty Name: Sunil Allan S   Designation & Department: MBA & Assistant Professor 

Course Code & Name: BA5207 & Marketing Management  Academic Year: 2020-2021 

Semester:  Even     Class: I MBA   Unit: 1 

Topics Discussed : Marketing Environment - External     Date of Lecture:  

Description 
Mode of 

Teaching 

Time  

in Mins 
Remarks 

1 
Recap of Previous Topics/Classes handled 

 
PPT 2  

2 
Brief Explanation of Topics to be handled today 

 
PPT 1  

3 
Explain the concept with analogy 

 
PPT 3  

4 
Pre-requisites of the topic 

 
PPT 10  

5 
Explanation about the topics/concepts step by step 

 
PPT 20  

6 
Explain with examples 

 
PPT 7  

7 
Plan for Q&A session / Activities 

 
PPT 3  

8 
Summarization 

 
PPT 2  

9 
Give the topics to be read by students for next class 

 
PPT 2  

 

 

 

Lecture Noting 
 

Faculty Name: Sunil Allan S   Designation & Department: MBA & Assistant Professor 

Course Code & Name: BA5207 & Marketing Management  Academic Year: 2020-2021 

Semester:  Even     Class: I MBA   Unit: 1 

Topics Discussed : Marketing interface with other functional areas - Production  Date of Lecture:  

Description 
Mode of 

Teaching 

Time  

in Mins 
Remarks 

1 
Recap of Previous Topics/Classes handled 

 
PPT 2  

2 
Brief Explanation of Topics to be handled today 

 
PPT 1  

3 
Explain the concept with analogy 

 
PPT 3  

4 
Pre-requisites of the topic 

 
PPT 10  

5 
Explanation about the topics/concepts step by step 

 
PPT 20  

6 
Explain with examples 

 
PPT 7  

7 
Plan for Q&A session / Activities 

 
PPT 3  

8 
Summarization 

 
PPT 2  

9 
Give the topics to be read by students for next class 

 
PPT 2  
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Lecture Noting 
 

Faculty Name: Sunil Allan S   Designation & Department: MBA & Assistant Professor 

Course Code & Name: BA5207 & Marketing Management  Academic Year: 2020-2021 

Semester:  Even     Class: I MBA   Unit: 1 

Topics Discussed : Marketing interface with other functional areas – Finance Date of Lecture:  

Description 
Mode of 

Teaching 

Time  

in Mins 
Remarks 

1 
Recap of Previous Topics/Classes handled 

 
PPT 2  

2 
Brief Explanation of Topics to be handled today 

 
PPT 1  

3 
Explain the concept with analogy 

 
PPT 3  

4 
Pre-requisites of the topic 

 
PPT 10  

5 
Explanation about the topics/concepts step by step 

 
PPT 20  

6 
Explain with examples 

 
PPT 7  

7 
Plan for Q&A session / Activities 

 
PPT 3  

8 
Summarization 

 
PPT 2  

9 
Give the topics to be read by students for next class 

 
PPT 2  

 

 

 

Lecture Noting 
 

Faculty Name: Sunil Allan S   Designation & Department: MBA & Assistant Professor 

Course Code & Name: BA5207 & Marketing Management  Academic Year: 2020-2021 

Semester:  Even     Class: I MBA   Unit: 1 

Topics Discussed : Marketing interface with other functional areas - HR  Date of Lecture:  

Description 
Mode of 

Teaching 

Time  

in Mins 
Remarks 

1 
Recap of Previous Topics/Classes handled 

 
PPT 2  

2 
Brief Explanation of Topics to be handled today 

 
PPT 1  

3 
Explain the concept with analogy 

 
PPT 3  

4 
Pre-requisites of the topic 

 
PPT 10  

5 
Explanation about the topics/concepts step by step 

 
PPT 20  

6 
Explain with examples 

 
PPT 7  

7 
Plan for Q&A session / Activities 

 
PPT 3  

8 
Summarization 

 
PPT 2  

9 
Give the topics to be read by students for next class 

 
PPT 2  
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Lecture Noting 
 

Faculty Name: Sunil Allan S   Designation & Department: MBA & Assistant Professor 

Course Code & Name: BA5207 & Marketing Management  Academic Year: 2020-2021 

Semester:  Even     Class: I MBA   Unit: 1 

Topics Discussed : Marketing interface with other functional areas – IS  Date of Lecture:  

Description 
Mode of 

Teaching 

Time  

in Mins 
Remarks 

1 
Recap of Previous Topics/Classes handled 

 
PPT 2  

2 
Brief Explanation of Topics to be handled today 

 
PPT 1  

3 
Explain the concept with analogy 

 
PPT 3  

4 
Pre-requisites of the topic 

 
PPT 10  

5 
Explanation about the topics/concepts step by step 

 
PPT 20  

6 
Explain with examples 

 
PPT 7  

7 
Plan for Q&A session / Activities 

 
PPT 3  

8 
Summarization 

 
PPT 2  

9 
Give the topics to be read by students for next class 

 
PPT 2  

 

 

 

Lecture Noting 
 

Faculty Name: Sunil Allan S   Designation & Department: MBA & Assistant Professor 

Course Code & Name: BA5207 & Marketing Management  Academic Year: 2020-2021 

Semester:  Even     Class: I MBA   Unit: 1 

Topics Discussed : Marketing in Global Environment   Date of Lecture:  

Description 
Mode of 

Teaching 

Time  

in Mins 
Remarks 

1 
Recap of Previous Topics/Classes handled 

 
PPT 2  

2 
Brief Explanation of Topics to be handled today 

 
PPT 1  

3 
Explain the concept with analogy 

 
PPT 3  

4 
Pre-requisites of the topic 

 
PPT 10  

5 
Explanation about the topics/concepts step by step 

 
PPT 20  

6 
Explain with examples 

 
PPT 7  

7 
Plan for Q&A session / Activities 

 
PPT 3  

8 
Summarization 

 
PPT 2  

9 
Give the topics to be read by students for next class 

 
PPT 2  
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Lecture Noting 
 

Faculty Name: Sunil Allan S   Designation & Department: MBA & Assistant Professor 

Course Code & Name: BA5207 & Marketing Management  Academic Year: 2020-2021 

Semester:  Even     Class: I MBA   Unit: 1 

Topics Discussed : Marketing in Global Environment Prospects  Date of Lecture:  

Description 
Mode of 

Teaching 

Time  

in Mins 
Remarks 

1 
Recap of Previous Topics/Classes handled 

 
PPT 2  

2 
Brief Explanation of Topics to be handled today 

 
PPT 1  

3 
Explain the concept with analogy 

 
PPT 3  

4 
Pre-requisites of the topic 

 
PPT 10  

5 
Explanation about the topics/concepts step by step 

 
PPT 20  

6 
Explain with examples 

 
PPT 7  

7 
Plan for Q&A session / Activities 

 
PPT 3  

8 
Summarization 

 
PPT 2  

9 
Give the topics to be read by students for next class 

 
PPT 2  

 

 

 

Lecture Noting 
 

Faculty Name: Sunil Allan S   Designation & Department: MBA & Assistant Professor 

Course Code & Name: BA5207 & Marketing Management  Academic Year: 2020-2021 

Semester:  Even     Class: I MBA   Unit: 1 

Topics Discussed : Marketing in Global Environment Challenges   Date of Lecture:  

Description 
Mode of 

Teaching 

Time  

in Mins 
Remarks 

1 
Recap of Previous Topics/Classes handled 

 
PPT 2  

2 
Brief Explanation of Topics to be handled today 

 
PPT 1  

3 
Explain the concept with analogy 

 
PPT 3  

4 
Pre-requisites of the topic 

 
PPT 10  

5 
Explanation about the topics/concepts step by step 

 
PPT 20  

6 
Explain with examples 

 
PPT 7  

7 
Plan for Q&A session / Activities 

 
PPT 3  

8 
Summarization 

 
PPT 2  

9 
Give the topics to be read by students for next class 

 
PPT 2  
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Lecture Noting 
 

Faculty Name: Sunil Allan S   Designation & Department: MBA & Assistant Professor 

Course Code & Name: BA5207 & Marketing Management  Academic Year: 2020-2021 

Semester:  Even     Class: I MBA   Unit: 2 

Topics Discussed : Marketing Strategy Formulation   Date of Lecture:  

Description 
Mode of 

Teaching 

Time  

in Mins 
Remarks 

1 
Recap of Previous Topics/Classes handled 

 
PPT 2  

2 
Brief Explanation of Topics to be handled today 

 
PPT 1  

3 
Explain the concept with analogy 

 
PPT 3  

4 
Pre-requisites of the topic 

 
PPT 10  

5 
Explanation about the topics/concepts step by step 

 
PPT 20  

6 
Explain with examples 

 
PPT 7  

7 
Plan for Q&A session / Activities 

 
PPT 3  

8 
Summarization 

 
PPT 2  

9 
Give the topics to be read by students for next class 

 
PPT 2  

 

 

 

Lecture Noting 
 

Faculty Name: Sunil Allan S   Designation & Department: MBA & Assistant Professor 

Course Code & Name: BA5207 & Marketing Management  Academic Year: 2020-2021 

Semester:  Even     Class: I MBA   Unit: 2 

Topics Discussed : Key Drivers of Marketing Strategies   Date of Lecture:  

Description 
Mode of 

Teaching 

Time  

in Mins 
Remarks 

1 
Recap of Previous Topics/Classes handled 

 
PPT 2  

2 
Brief Explanation of Topics to be handled today 

 
PPT 1  

3 
Explain the concept with analogy 

 
PPT 3  

4 
Pre-requisites of the topic 

 
PPT 10  

5 
Explanation about the topics/concepts step by step 

 
PPT 20  

6 
Explain with examples 

 
PPT 7  

7 
Plan for Q&A session / Activities 

 
PPT 3  

8 
Summarization 

 
PPT 2  

9 
Give the topics to be read by students for next class 

 
PPT 2  
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Lecture Noting 
 

Faculty Name: Sunil Allan S   Designation & Department: MBA & Assistant Professor 

Course Code & Name: BA5207 & Marketing Management  Academic Year: 2020-2021 

Semester:  Even     Class: I MBA   Unit: 2 

Topics Discussed : Marketing Mix    Date of Lecture:  

Description 
Mode of 

Teaching 

Time  

in Mins 
Remarks 

1 
Recap of Previous Topics/Classes handled 

 
PPT 2  

2 
Brief Explanation of Topics to be handled today 

 
PPT 1  

3 
Explain the concept with analogy 

 
PPT 3  

4 
Pre-requisites of the topic 

 
PPT 10  

5 
Explanation about the topics/concepts step by step 

 
PPT 20  

6 
Explain with examples 

 
PPT 7  

7 
Plan for Q&A session / Activities 

 
PPT 3  

8 
Summarization 

 
PPT 2  

9 
Give the topics to be read by students for next class 

 
PPT 2  

 

 

 

Lecture Noting 
 

Faculty Name: Sunil Allan S   Designation & Department: MBA & Assistant Professor 

Course Code & Name: BA5207 & Marketing Management  Academic Year: 2020-2021 

Semester:  Even     Class: I MBA   Unit: 2 

Topics Discussed : Resources of the Firm   Date of Lecture:  

Description 
Mode of 

Teaching 

Time  

in Mins 
Remarks 

1 
Recap of Previous Topics/Classes handled 

 
PPT 2  

2 
Brief Explanation of Topics to be handled today 

 
PPT 1  

3 
Explain the concept with analogy 

 
PPT 3  

4 
Pre-requisites of the topic 

 
PPT 10  

5 
Explanation about the topics/concepts step by step 

 
PPT 20  

6 
Explain with examples 

 
PPT 7  

7 
Plan for Q&A session / Activities 

 
PPT 3  

8 
Summarization 

 
PPT 2  

9 
Give the topics to be read by students for next class 

 
PPT 2  
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The process by which companies create value for 
customers and build strong customer relationships in order 
to capture value from customers in return.

-Kotler and Armstrong (2010).
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Market Offering:

Combinations of products, services, information or 
experiences offered to a market to satisfy needs or want

Marketing Myopia:

The mistake of paying more attention to the specific product 
the company offers than to the benefits & experiences 
produced by these products 

OR

When a company views marketing strictly from the 
standpoint of selling a specific product rather than from 
the standpoint of fulfilling customer needs

532



Customer value is the amount of benefits which customers 
get from purchasing products and services.

Customer Satisfaction: 

Buyer will be satisfied if the product meets or exceed 
expectations. Buyer will be dissatisfied if the product does 
not meet the expectation which buyer had set in his mind 
before buying it.
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QUESTION BANK 
 

SUBJECT: BA5207 MARKETING MANAGEMENT 
SEM / YEAR: II / I 

 

 

UNIT- I INTRODUCTION  

Marketing – Definitions - Conceptual frame work – Marketing Process-Marketing environment: Internal and 
External - Marketing interface with other functional areas – Production, Finance, Human Relations 
Management, Information System, Marketing in global environment. 

 

    PART A   
          

SNO    Questions BT Level Competence 
          

1 What is Marketing Management? BTL 1 Remembering 
          

2 Write about the evolution of marketing. BTL 2 Understanding 

3 Identify the major markets available to the marketer. BTL 3 Applying 

4 Briefly examine the societal marketing concept BTL 4 Analyzing 

5  Prioritize the key internal factors of marketing that play an important  BTL 5 Evaluating 
  role in an organization.        

6 How would you interpret the term marketing interface? BTL 6 Creating 

7 List the difference between Marketing and selling. BTL 1 Remembering 
8 Illustrate with an example why industrial demand is called derived BTL 3 Applying 

 demand.   

9  How does legal environment affect the global marketing strategies?  BTL 3 Applying 

10 Examine the production concept. BTL 4 Analyzing 

11 Knowledge of external Marketing environment is important‐Evaluate. BTL 5 Evaluating 
      

12 What do you mean by Marketing intermediaries? BTL 6 Creating 

13 What are the major ways available for a marketer to enter a BTL 1 Remembering 
 foreign market?   

14 Summarize the important factors that influence the internal BTL2 Understanding 
 environment of the Organization   

15 How the marketer can utilize the information relating to the BTL 3 Applying 
 political environment?   

16  Point out the challenges faced in global marketing.  BTL 4 Analyzing 

17 Define Value Creation. BTL 1 Remembering 
     

18 New technology creates new opportunists for marketers‐outline BTL 2 Understanding 

19 Why Joint Venture is required? BTL 1 Remembering 
    

20  What is global marketing?  BTL 1 Remembering 
          

 

 

    PART B     

1  What are the core concepts of marketing? Explain in detail.  (13) BTL 1 Remembering 
        

   Explain how political / legal, cultural / social and economic factors  (13) BTL 2 Understanding 
2   affect global marketing.      

       

  Analyze the major lessons learnt by industrial marketers from  (13) BTL 3 Applying 

3  environmental analysis? What are the relevant external     

  environment factors for a large diesel generator marketer?     

4 a Analyze the facilitating function of the marketing department.  (6) BTL 4 Analysing 
       

 2     
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 b Examine the challenges of Marketing in India. (7)   
             

5 a Discuss the different philosophies/orientation companies adopt in (6) BTL 5 Evaluating 

  relation to marketing management.    

 b Elaborate on the prospects and challenges of Marketing in the 
(7) 

  

  present global Environment   
     
           

6   “How  do  MNC  ads  go  back  to  global  roots?”  –  Explain  the  (13) BTL 6 Creating 
   statement.         
          

7  Why do companies undertake selling in the foreign country? What is (13) BTL 1 Remembering 
  the scope of Holistic Marketing?    

8  Forces in the internal environment of the company are controllable – (13) BTL 2 Understanding 
  explain.    

9 a What is management information system and give its role in (7) BTL 3 Applying 
  marketing management.    
          

 

b 

Describe the components in which marketing activities interface (6)   

 with finance department.    

10  Examine how markets are classified on the basis of nature of (13) BTL 4 Analysing 
  transaction and on the basis of commodities.    

11   What are the five steps process of marketing framework?  (13) BTL 1 Remembering 
         

12  Explain in detail the challenges and opportunities of marketing in (13) BTL 2 Understanding 
  global environment.    
         

  Analyze  in detail how marketing interfaces with other functional (13) BTL 4 Analysing 

13  departments  of  management  like  HR,  Finance,  production  and    

  information systems.    

14   What is (a) Domestic marketing   (4) BTL 1 Remembering 
   (b) Export marketing   (5)   

   (c) International marketing  (4)   
 

 

PART C  

1  What are the current approaches used in marketing? (15) 

2  A popular Indian brand wants to establish coffee vending machine in various cities and locations in the 
  country.   

  Before they establish, the company wants to know their market opportunities and environment.   

  A) Formulate a market feasibility study to help them from a marketing plan. (9) 
  B)Develop an analysis of their marketing and competitive marketing (6) 

3  Identify any two Indian companies that are running their business successfully. (15) 
     

4  What are the challenges that today’s marketing manager’s face? (15) 
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UNIT-II MARKETING STRATEGY  

Marketing strategy formulations – Key Drivers of Marketing Strategies - Strategies for Industrial Marketing – 
Consumer Marketing –– Services marketing – Competitor analysis - Analysis of consumer and industrial 
markets – Marketing Mix in International Environment. 

 

PART A 
 

SNO  Questions BT Level Competence 
         

1 Define industrial Marketing. BTL 1 Remembering 
       

2  Briefly explain the term value chain analysis.   BTL 2 Understanding 

3 Identify the strategies for marketing services. BTL 3 Applying 

4 Differentiate industrial and consumer marketing. BTL 4 Analyzing 

5 Discuss the different types of consumer products. BTL 5 Evaluating 

6 In your opinion what are the different types of industrial products BTL 6 Creating 

7 What is services marketing? BTL 1 Remembering 

8 Outline the unique characteristics of services. BTL 2 Understanding 
       

9 Write a short note on competitor analysis. BTL 3 Applying 

10 Classify the different forms of competition. BTL 4 Analyzing 

11 Define Marketing Strategy and marketing plan. BTL 5 Evaluating 
       

12 What do you mean by marketing mix? BTL 6 Creating 

13 List the strategies employed in consumer durable marketing. BTL 1 Remembering 

14 Examine word of mouth strategy. BTL2 Understanding 
      

15  Illustrate the term target market .   BTL 3 Applying 

16 Assess the benefits of competitor analysis. BTL 4 Analyzing 

17  What is SWOT analysis? Why is it required?   BTL 1 Remembering 
     

18 Explain the bargaining power of the buyer. BTL 2 Understanding 

19  What are the stages of product development?  BTL 1 Remembering 
    

20 List the types of international marketing mix strategy. BTL 1 Remembering 
         

 

   PART B    

1   How would you do a competitor analysis for a company of your (13)   

   choice? What are the three types of competition a company faces?  BTL 1 Remembering 
      

2   Explain what is meant by marketing strategy and the key drivers of (13) BTL 2 Understanding 
   marketing strategy.    
      

3   Explain the consumption-based classification of Indian market.  (13) BTL 3 Applying 
       

4   Under what circumstances purchasing decision of industrial (13) BTL 4 Analysing 
   customers are irrational? Explain with an example.    
       

5   Compile the strategies followed by market leaders and challengers. (13) BTL 5 Evaluating 
       

6   Market Nicher strategies are also profitable‐Explain. (13) BTL 6 Creating 

7   What are the differences between consumer markets and (13) BTL 1 Remembering 

   industrial markets?    

8   Discuss the strategy of mass customization, the product market (13) BTL 2 Understanding 
   situations and where it can be used.    

9   Describe the salient features, methodology and challenges of (13) BTL 3 Applying 
   services marketing.    

10   Outline the importance and functions of marketing mix in (13) BTL 4 Analysing 
   development of effective marketing strategies.    
       

11   List and explain the steps involved in industry are buying decision (13) BTL 1 Remembering 

   process.    

12   How companies adapt their marketing mixes for international (13) BTL 2 Understanding 
   markets?    
       

13   Examine the consumers buying decision behavior. (13) BTL 4 Analysing 
       

 4     
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14 
 

 

What are the elements of the strategic marketing mix- Explain 
 

(13) 
 

BTL 1 
 

Remembering 
 

 

PART C 
  

1 Mention few competitors for a product of your choice and give the qualities of competition products that  

 you wish your brand had. (15) 
   

2 Develop a ‘Service Concept’ suitable to each customer segment. (15) 
 

3 Using competitor analysis evaluates the strengths and weakness of competitor firm of your choice.  (15)  
4 Organization directs its marketing efforts at 2 or more segments by developing a marketing mix for each 

segment. (15)
 

 

UNIT- III MARKETING MIX DECISIONS 
 

Product planning and development – Product life cycle – New product Development and Management – Market 
Segmentation – Targeting and Positioning –– Multi Channel Distribution strategies – Advertising and sales 
promotions – Pricing Objectives, Policies and methods. 

 

 

PART A 
 

S.no   Questions BT Level Competence 
       

1 What is a Product? BTL 1 Remembering 

2 Write the significance of product planning. BTL 2 Understanding 

3 Give the role of communication channel management in product 
BTL 3 Applying  positioning. 

4 What is product planning and development? BTL 4 Analyzing 

5 Summarize the various stages of Product Life cycle. BTL 5 Evaluating 

6  Can you assess the drawbacks of concept testing?  BTL 6 Creating 
     

7 Define Market Segmentation with examples. BTL 1 Remembering 

8 Briefly explain about undifferentiated marketing strategy. BTL 2 Understanding 

9 Applying the theory briefly explain channel management. BTL 3 Applying 

10 Examine the term product price. List the objectives and factors 
BTL 4 Analyzing  to be considered when setting the product price. 

     

11 Briefly elaborate on penetration pricing. BTL 5 Evaluating 

12 In your opinion what is market skimming price? BTL 6 Creating 
    

13  What is positioning?  BTL 1 Remembering 
    

14 Outline the major channel alternatives open to companies. BTL2 Understanding 
    

15 Illustrate the Multi channel Distribution strategies. BTL 3 Applying 
    

16 Examine the term target marketing. BTL 4 Analyzing 
    

17 Define sales promotion and its objectives. BTL 1 Remembering 

18 Write a critical note on the policy of resale price maintenance. BTL 2 Understanding 

19 Define the concept of advertising. BTL 1 Remembering 
    

20 What are the factors affecting price of a product? BTL 1 Remembering 
 

 

 

PART B 
1  What are the objectives of Product Planning? (13) BTL 1 Remembering 

        

2 a Illustrate about the different ways of segmenting the consumer (7)  

  market. Determine the requirements for effective segmentation.  BTL 2 Understanding 

 
b 

Explain the reasons for failure of new product. What are the forces (6)  
 

influencing the management of new products 
   

     

3 
 Describe the various stages of Product life cycle and relevant (13)

BTL 3 Applying  

marketing implications. 
 

     
      

     

(13)
  

4   List out the factors affecting pricing decisions in a marketing  BTL 4 Analyzing 
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      organization.      
            

5     Discuss about Customer demand oriented pricing methods. (13)    
         

     Elaborate on the functions performed by the distribution channel.  BTL 5 Evaluating 

6     Explain about Indirect Channel of Distribution channel (13) BTL 6 Creating 
          

7 
    List and explain the stages involved in the new product (13)

BTL 1 Remembering     

development 
 

         

8      Describe the Multichannel distribution strategy in detail. (13) BTL 2 Understanding 

9      Explain the different methods available for sales promotion in (13) BTL 3 Applying 
      marketing with examples     
           

10      Examine how companies position their products for maximum (13) BTL 4 Analysing 
      competitive advantage in the market place.     

11      List and explain the different methods available for sales (13) BTL 1 Remembering 
      promotion in marketing with examples.     

12      Discuss the significance of personal selling. What are the (13) BTL 2 Understanding 
      qualities of a good salesmanship?     

13      List out direct channel of distribution used by marketers. (13) BTL 4 Analysing 
           

14      How do factors relating to environmental characteristics affect (13) BTL 1 Rememberi 
      the selection of channel of distribution?    ng 

       PART C     

1.  Develop a strategy using the six marketing mix components for the promotion of educational services 
  for higher –income households.    (15) 

2.  “Market segmentation is very useful for effective marketing of any product.” Elaborate  (15) 
      

3. Develop a sales promotion campaign for kids apparel.    (15) 
   

4.  Sachin and Virag are two enterprising youth. They have passed out from IIM, Bangalore. They thought 
 instead of doing a job, they will launch fresh vegetables in Indian markets. Having learnt of the future 
 conventional foods, they decided to venture into cultivation of mushrooms. Mushrooms are known to be 
 the best alternative food for vegetarians. For Sachin and Virag fund raising was a serious handicap for 
 mass production. However, the first trial batch of mushrooms that they produced was bought by Star Hotel 
 in Bangalore. Further, the hotel placed orders for supply of 20 kgs every day. Now mushroom industry is 
 run by small entrepreneurs, like Sachin and Virag. Another big player M/s Ashtavinayak Mushrooms, 
 equipped with cold storage facility was more interested in the export market. Sachin and Virag have set 
 their sights high. They aim to sell mushrooms in a very big way all over India. Mushrooms have a great 
 market potential and is a perishable food.     

  Questions     

  (i)  How will you advise Sachin and Virag, as how to increase the consumer awareness about this 
      new food?    (9) 
  (ii)  What would be your suggestions for distribution channel for mushrooms? (6) 
             

 

 

UNIT- IV BUYER BEHAVIOUR  

Understanding industrial and individual buyer behavior - Influencing factors – Buyer Behaviour Models– 
Online buyer behaviour - Building and measuring customer satisfaction – Customer relationships 
management- CRM Cycle – Customer acquisition, Retaining, Defection. 
 

PART A 
 

S.No Questions BT Level Competence 
    

1. Define Business Buyer behavior. BTL 1 Remembering 
    

2. Summarize the organizational factors that influence business BTL 2 Understanding 
 buyer behavior.   

3 Give the difference between industrial and individual buying BTL 3 Applying 
 behaviour.   
    

4 How the internet is influencing the consumer behavior? BTL 4 Analyzing 
    

5 List the factors that influence individual buying Behaviour. BTL 5 Evaluating 

 6   
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6 Justify the difference between industrial and individual buyers. BTL 6 Creating 
        

7 Define online marketing trends. BTL 1 Remembering 
        

8 Briefly explain the factors that influence consumer behavior. BTL 2 Understanding 
        

9 What do you mean by buying motives BTL 3 Applying 
        

10 
Examine the influence the cultural factors exert on consumers 

BTL 4 Analyzing 
buying Behaviour    

        

11  Discuss the term consumer market.   BTL 5 Evaluating 
      

12 
Briefly explain what is customer retention and why customer 

BTL 6 Creating 
retention is important    

13 What is meant by social class? BTL 1 Remembering 
     

        

14  Briefly explain the term price discrimination . BTL2 Understanding 
     

15 
Applying the theory and explain the influence of social factors on 

BTL 3 Applying 
consumer behavior    

16 Analyse the term CRM. BTL 4 Analyzing 
     

17 What is meant by customer acquisition? BTL 1 Remembering 
     

18 Briefly analyse the term customer defection. BTL 2 Understanding 
        

       

Remembering 
19  What is opportunity management?    BTL 1    

20 What is customer churn? BTL 1 
Remembering 

 
 

 

 

PART B 
1  What are the environmental and individual factors that  (13) BTL 1 Remembering 

  influence industrial buyer behavior?      
            

2 a Summarize the psychological factors that influence consumers  (7) BTL 2 Understanding 
  buying Behavior.      
            

 b Explain the importance of consumer behavior.  (6)    
            

3  How companies build customer satisfaction. Identify the  (13) BTL 3 Applying 
  methods to measure customer satisfaction.      

4   Analyse how online marketing affects the buying behavior of a  (13) 

BTL 4 Analysing    consumer.     

5   “Customer retention is the key to success of an organization”-   (13) BTL 5 Evaluating 
   Comment.       

6  Based on understanding of organizational buyer behavior,  (13) BTL 6 Creating 
  evolve a marketing strategy to market a switch gear project to      

  the Airport authority of India.      
        

7  Describe the various types of buyer behaviour models.  (13) BTL 1 Remembering 
        

8  Why “win win “style is recommended while negotiating with  (13) BTL 2 Understanding  

  customers .What guidelines would you follow to adopt this      

  style?      
        

9  Using what you have learnt explain about customer  (13) BTL 3 Applying  

  relationship management (CRM) with suitable examples and      

  state why is it important in modern day business context.      
        

10 a Analyze how customer acquisition happens in companies.  (7) BTL 4 Analysing  
 

b List the types of customer relationship management 
 

(6)      

  (CRM)      
            

11 
 Explain in detail the fundamentals of customer relationship  (13) 

BTL 1 Remembering 
 

    

 

management. 
   

     

       

12 
 Briefly Explain about the customer retention strategies followed  (13) 

BTL 2 Understanding 
 

    

 

by companies. 
   

     

       

  7       
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13
   Identify the causes of customer defection and state the (13)

BTL 4 Analysing     

   

measures of redirecting defection. 
 

     

       

         

14   Discuss about the industrial buying decision process. (13) BTL 1 Remembering 
         

         

     PART C    

       

1 How do you see the future of online marketing?   (15) 
       

2 Design a buyer behavior model for purchase of durable goods.   (15) 

3  What drives acquisition marketing profits?    (15) 
     

4 In the future can CRM be applied in the entire business environment?   (15) 
          

 

 

UNIT- V MARKETING RESEARCH & TRENDS IN MARKETING  

Marketing Information System – Research Process – Concepts and applications : Product – Advertising – 
Promotion – Consumer Behaviour – Retail research – Customer driven organizations - Cause related marketing - 
Ethics in marketing –Online marketing trends 

 

PART A  

Sno   Questions BT Level Competence 
        

1 What is meant by MIS? BTL 1 Remembering 

2 Explain the term advertising media. BTL 2 Understanding 
   

3 
How would you use your understanding of market research to 

BTL 3 Applying 
identify the applications of market research    

        

4  Examine the term promotional mix.   BTL 4 Analyzing 
      

5 Discuss about market intelligence BTL 5 Evaluating 
      

6 Differentiate marketing research and marketing information systems. BTL 6 Creating 
      

7 What is meant by survey research? BTL 1 Remembering 
      

8 Compare primary data Vs Secondary data collection methods in BTL 2 Understanding 
 research.   
      

9 Explain the sampling plan to be adopted by the research BTL 3 Applying 
      

10 Briefly examine the term consumerism. BTL 4 Analyzing 

11 Discuss the term social marketing BTL 5 Evaluating 

12  Briefly explain the possible areas of marketing research.  BTL 6 Creating 
     

13 What is cause- related marketing? BTL 1 Remembering 

14 How will you state or interpret in your own words internet marketing? BTL2 Understanding 
    

15  Explain marketing research.  BTL 3 Applying 

16 Analyse focus group research. BTL 4 Analyzing 
    

17 How should the marketer formulate the research report? BTL 1 Remembering 

18 List some companies involved in web based marketing. BTL 2 Understanding 

19 Define marketing ethics. BTL 1 Remembering 

20 What is meant by retailing? BTL 1 Remembering 
         

 

 

PART B 
 

1  Define marketing information system and explain the importance    

  of information to the company and its understanding of the (13) BTL 1 Remembering 
  market place.    

2  Outline the steps in the marketing research process. (13) BTL 2 Understanding 

3  Identify and explain the objectives and applications of Market (13) 
BTL 3 Applying   research.  

 8    
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4   Analyse the term retail research. Explain the nature of retailing  (13)  BTL 4 Analysing  

    research.         

5  Evaluate why mass communication is important in Business? (13)  BTL 5 Evaluating  
           

6  Explain the concepts and types of marketing research and their (13)  BTL 6 Creating  

   role in product development.      

7 a Relate how a company designs a customer driven marketing (7)  BTL 1 Remembering 
        

   strategy.      

  b What are the ethical issues in marketing relating to the product? (6)     

8  
Summarize the primary and secondary sources of data available (13)  BTL 2 Understanding 

        

   for research – Explain.      

9  Explain in detail about Digital Marketing Communication. (13)  BTL 3 Applying 
          

10 a Examine the ethical issues relating to promotion. (7)  BTL 4 Analysing 
           

  b Analyse the importance of product research. (6)     
          

11  Spell out the advantages of online Marketing. (13)  BTL 1 Remembering 

12 
 Describe the role, guidelines and regulations of marketing ethics in (13)  

BTL 6 Creating    

 

global markets. 
  

        

         

(13) 
    

13   How does online marketing affect consumers and traditional   BTL 4 Analysing 
    marketing aspects Explain.       

14  What are the Barriers to online buying by consumers? (13)  BTL 1 Remembering 
            

            

      UNIT V      

            

      PART C      

   

1 Give a case study example of e-commerce marketing trend verses conventional marketing in the 
  development of new electronic consumer products.    (15)  
  

2 “Advertising is wastage of money” Develop your arguments in favour or against this statement.   (15) 
 

3 How can we enhance our retailing marketing strategy to grow the sales? (15) 
   

4 Unethical pricing practices exist – Comment. (15) 
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 Akshaya N 

 I MBA 

 Marketing Management - Assignment 1 

 Choose 1 product that you can buy both online & offline. Explain the following: 

 1.  How is online buyer behavior different? 

 2.  What are the steps in online vs offline buying? 

 3.  Who are “Influencers”? Why are they significant for online buyer behavior? 

 Product: Stationery items(ex: pens, books, etc..) 

 1.  Online Buyer Behaviour 

 In  comparison  with  the  traditional  buying  behavior,  Online  buyers  search  and 
 purchase  their  desired  products  online  using  the  internet  by  various  online  shopping 
 websites available (ex: Amazon, Flipkart) 

 On  an  online  shopping  website,  the  required  information  about  the  products  will  be 
 displayed  to  the  customers  through  pictures,  videos,  and  descriptions  that  mention 
 the  products’  specifications,  features,  and  all  the  details  with  the  other  customers’ 
 reviews  about  the  products.  So  that  a  customer  could  easily  search,  compare  and 
 prospect  the  products  and  finally,  they  could  purchase  a  product  after  a  complete 
 analysis of the product. There are a variety of products with various sellers online. 

 The  main  advantage  of  online  shopping  is  the  customer  need  not  travel  to  a  shop  or 
 market  to  purchase  a  product  since  the  products  will  be  delivered  to  your  doorstep 
 with just a click, with free delivery or discounted shipping charges. 

 Most  customers  prefer  to  purchase  a  product  through  online  websites  because  they 
 will  be  provided  a  replacement  policy  if  the  customer  is  unsatisfied  with  the  product 
 and ease of return and exchange. 

 2.  Steps involved in online buying and offline buy 

 Steps to purchase a stationery item(pen) on an online website 

 Step 1: Open an online shopping website in your search engine 

 Step  2:  log  in  to  your  existing  account  if  you  have  an  existing  online  account  or  else 
 signup to account 

 Step 3: Enter the product in the search tab 

 Step 4: A variety of pens will be displayed on the website 

 Step  5:  Using  the  filter  option,  we  can  filter  the  pens  according  to  our  desire.  Filter 
 options  like  price,  discount,  brand,  special  offer,  customer  rating,  body  material, 
 color availability, categories. Apply the filter as per your preference. 

 Step 6: We have to check the customer rating and reviews about the pen 

 Step  7:  Check  whether  there  is  a  return  policy,  delivery  charges,  shipping  charges, 
 refer to FAQ about the product and rating of the seller. 
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 Step 8: If you are  satisfied with the product click the buy now option 

 Step 9: Enter your delivery address with the exact location and your contact number 

 Step 10:Check the order summary and click continue 

 Step 11: Then it will be loaded to the payment page 

 Step  12:  There  will  be  various  options  for  the  payment  such  as  debit  card,  credit 
 card,  UPI,  Wallet,  Net  Banking,  Cash  on  delivery.  Select  an  option  as  per  your 
 payment mode. And click continue. 

 Step 13: Place the order, the order will be delivered with the stipulated date of arrival. 

 Step  14:  If  you  are  satisfied  with  the  product  keep  the  product  and  rate  the  product 
 on  the  website  and  if  you  are  unsatisfied  with  the  product  return  the  product  within  7 
 days  and  add  your  rating  and  comments  about  the  product  on  their  website  and  the 
 delivery  person  will  pick  up  the  product  and  then  the  money  will  be  refunded  to  your 
 account. 

 Steps involved in offline buying: 

 Step 1: Go to the nearest stationery shop or supermarket. 

 Step  2:  Ask  the  salesman  to  show  some  newly  arrived  pens  or  your  desired  pen  in 
 their store 

 Step 3: Choose a pen from the store 

 Step 4: You will check whether the pen is writing properly or not 

 Step 5: If you are satisfied with the product you will take it to the billing counter 

 Step  6:  Finally  you  will  purchase  the  pen  paying  the  cash  or  other  payment  modes 
 available 

 Step  7:  Mostly  there  will  be  no  exchange  policy  incase  of  manufacture  error 
 replacement will be made. 

 3.  Influencers for online buyers 

 An  influencer  is  someone  who  has:  the  power  to  affect  the  purchasing  decisions  of 
 others  because  of  his  or  her  authority,  knowledge,  position,  or  relationship  with  his  or 
 her audience(online buyers). 

 Significance of influencers 

 70% of teenagers say they trust influencers more than traditional celebrities. 

 40%  of  people  say  they  have  purchased  a  product  online  as  a  result  of  seeing  it 
 being used by an influencer on social media. 

 49%  of  consumers  rely  on  product  recommendations  shared  by  influencers  for  their 
 purchases 

 72% of customers trust a business more after it is recommended by an influencer 
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 Consumers  Trust  Influencers  94%  More  than  Friends  or  Family  When  Making 
 Shopping Decisions 

 92%  of  shoppers  trust  influencer  reviews  over  classic  ads  and  celebrity 
 endorsements 

 33%  of  those  participating  in  the  survey  admitted  that  social  media  influencers  are 
 their most trusted sources for shopping 

 43%  of  respondents  said  authenticity  was  the  top  reason  to  “trust”  an  influencer; 
 39% said the expertise of the influencer would make them trust the endorsement. 

 44%  of  all  respondents  said  they  have  considered  purchasing  a  product  or  service 
 based on a social influencer post 

 24% said they have recommended a product or service based on an influencer post 
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 Jairly Agnes S 

 I MBA 

 Marketing Management - Assignment 1 

 Product: Slipper 
 1.  How is online buyer behaviour different? 

 ●  Online consumer’s decision making is 
 different from offline consumers. 

 ●  Online consumers have a lot varieties of 
 products. Getting so much of varieties 
 and discounts in one place attracts the 
 consumer. 

 ●  All the goods in online stores are 
 described through texts and photos. 

 ●  There is no time limit for online shopping. 
 This comforts the consumer to purchase 
 24/7. 

 2.  What are the steps in online vs offline buying? 

 Online buying 

 Step-1: First of all we  have to select in which 
 website we need to purchase or search the product we want to 
 purchase in Google search engine. 

 Step-2: Then, it has many varieties in slippers 
 like ladies, gents, kids, etc. We have to select which one we need. 

 Step-3: We can choose which design or model 
 we like. 

 Step-4: After selecting the slipper that we like, 
 should check out the size that matches. 
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 Step-5: Finally we can place the order. We can 
 pay the money through debit card, credit card or cash on delivery. 

 Step-6: Even if we are not satisfied with the 
 product after delivery, we can return it within 5-6 days. 

 Offline buying 

 Step-1: First of all we have to choose the store 
 where we want to buy slippers. 

 Step-2: We have to ask the sales man which 
 model slipper we want to buy. 

 Step-3: After that we can choose the right size we 
 want. 

 Step-4: If we are satisfied with the product, we 
 can buy the slipper. 

 Step-5: We can pay through debit or credit card or 
 direct cash. And leave the store with the product. 

 3.  Who are “Influencers”? Why are they significant for 
 online buyer behaviour? 

 ●  The people who writes review of the product 
 in the website we buy product. 

 ●  Celebrities on social media who promotes 
 the product. 

 ●  Consumers are more likely to buy when they 
 get recommendations from a person they 
 trust. 
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M.B.A. CYCLE TEST -1, June 2021 

BA 5207 – MARKETING MANAGEMENT 

(Regulation 2017) 

Time: 1 hr 30 min        Maximum: 50 Marks 

Answer all questions. 

Part A – (5 × 2 = 10) 

1. Define Marketing 

Ans: The process by which companies create value for customers and build strong customer 

relationships in order to capture value from customers in return 

2. Differentiate – Needs, Wants & Demand 

Ans: Needs are things that satisfy the basic requirement. Wants are requests directed to specific types 

of items. Demands are requests for specific products that the buyer is willing to and able to pay for. 

3. What is a Value Proposition? 

Ans: A value proposition refers to the value a company promises to deliver to customers should they 

choose to buy their product. 

4. Differentiate – Marketing vs Selling Concept 

Ans: selling transforms the goods into money, but marketing is the method of serving and satisfying 

customer needs 

5. What is CRM? 

Ans: Customer relationship management is a process in which a business or other organization 

administers its interactions with customers, typically using data analysis to study large amounts of 

information. 

 

Part B – Answer any 2          (2 ×13 = 26)  

6. What are the challenges faced by marketers in global environment? How to overcome them? 
Ans Key:  

 Self – Reference Criterion 

 Market Differences 

 Myopia 

 Brand history 

 Organization Culture 

 National Controls & Barriers 
7. “All departments must think customer” – How do other functional departments interface with marketing 

to achieve this? 

Ans Key: 

The marketing function within any organization does not exist in isolation. Therefore it's important to 

see how marketing connects with and permeates other functions within the organization. In this next 

section let's consider how marketing interacts with research and development, 

production/operations/logistics, human resources, IT and customer service. Obviously all functions 

within your organization should point towards the customer i.e. they are customer oriented from the 

warehouseman that packs the order to the customer service team member who answers any queries you 

might have. So the other functions and their relationship with marketing are: 

 R&D 

 IT 

 HR 
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 Production 

 Finace 

 Operations 

 
 

8. With suitable examples, explain the concept of Consumer Marketing. How is it different from Industrial 

Marketing? 

Ans Key: 

Industrial marketing or B2B marketing refers to the marketing of industrial goods/services in the industrial 

market. Industrial marketing relies on the tools of competitive tendering and effective communication channels 

between industrial companies and professional buyers of their highly specialized products. It involves a 

protracted sale-purchase process that aims at providing innovative solutions to the problems of industrial 

customers. 

Consumer or B2C marketing refers to the marketing of finished products/services to the potential end-

customers in a consumer market. It relies on gaining extensive knowledge about the tastes and preferences of 

the end-customers. It focuses on generating demand through marketing tools such as advertising campaigns, 

attractive packaging, after-sales services, etc. 

 

PART – C          APPLICATION ORIENTED QUESTION (1 x 14 = 14) 

Case-1 

Karsanbhai Patel lost his daughter Nirma in a car accident, and went on to immortalize 

her name in a brand he has been nurturing like his own daughter. Today, “Sabki Pasand 

Nirma” is a phrase that goes beyond lip service. The product Karsanbhai once sold from 

door to door, today has an overall 20% market share in soap cakes and about 35% in 

detergents. 

Karsanbhai started Nirma in 1969, in an era when India's domestic detergent market had 

very few players, mainly multi national companies, which targeted India's affluent. For 

most middle class and poor people, detergents were not affordable. Karsanbhai started 

making detergent powder in the backyard of his house in Khokra near Ahmedabad, and 

sold them from door to door at Rs 3 per Kg, when other brands were selling detergents at 

the range of Rs 13 per Kg. 

 

Business Standard reports how during early 80s, when Nirma was struggling with sales, 

Karsanbhai came out with a brilliant plan to dry out the market of his products collecting 

all due credits. This was followed by a massive advertising campaign featuring his 

daughter in a white frock singling the famous Nirma jingle. Customers flocked to stores, 

only to return empty-handed. As the demand for Nirma peaked, Karsanbhai overwhelmed 

the market with his products, leading to massive sales. 

A few years down the line, global products – Surf, Ariel entered India who targeted Nirma. 

Question: 
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9. As a marketing strategy manager at Nirma, enumerate how you would prepare Nirma to face the 

global giants 

Ans Key: 

 Market needs & efforts 

 Technology 

 Cost 

 Quality 

 Communications & Transport 

 Leverage 

 

(or) 

Case -2 

The market size of energy drinks (eg: Red Bull) in India is estimated at about Rs 700 crore, growing 20-

25% year-on-year. With changing lifestyle, the consumption of energy drinks among young adolescents 

has increased contributing to this growth.  

Question: 

10. As a marketing manager of “Charge” energy drinks, a start-up enumerate the strategies you will use to 

get the best out of this. 

Ans Key: 

 Selecting customer to serve 

 Choosing a value proposition 

 Marketing Management Orientation 

o Production Concept 

o Product Concept 

o Selling Concept 

o Marketing Concept 

o Societal Marketing Concept 

***** 

Class Coordinator HOD
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MBA CYCLE TEST -2, July 2021 

2020-22 Batch 

BA 5207 – MARKETING MANAGEMENT 

(Regulation 2017) 

Time: 1 hr 30 min    Maximum: 50 Marks 

Answer all questions. 

Part A – (5 × 2 = 10) 

1. Define “Positioning” 

Positioning is the concept of associating and developing a mental 

position in the public consciousness about a brand and its products 

and services. 

2. Enumerate the characteristics of B2B customers 

• Few buyers in relation to total number of consumers. 

• Large-scale orders. 

• A relationship between buyer and seller can be established. 

• Potential customers are easy to single out/segment. 

• More persons are involved in a purchase. 

3. What is meant by Industrial Marketing? 

Industrial marketing is B2B (business-to-business marketing) and 

promotes goods and services from one business to another 

4. Who is the decider in Organizational Buying? 

The person who actually makes the decision in the organisational 

buying process; the decider is often difficult to identify because he 

or she may not necessarily be the one who has have the formal 

authority to buy. 

5. Write a short note on Customer Value. 

Customer value is the perception of what a product or service is 

worth to a customer versus the possible alternatives 

 

 

Part B            (2 ×13 = 26) 

6. Enumerate with example, how CRM can be used to capture value 

from customer 

 Finding out about your customers' purchasing habits, 

opinions and preferences 

 Profiling individuals and groups to market more 

effectively and increase sales 

 Changing the way you operate to improve customer 

service and marketing 

(OR) 

7. Explain online buying behavior. What are the advantages & 

disadvantages of it? 

The phrase “online consumer behavior” describes the process of 

online shopping from a consumer’s perspective. It is often described 

as the study of trends, including the influence of online advertising, 

consumer willingness to click on links, the prevalence of comparison 

shopping, among others. The decision-making process of an online 

consumer is often very different from that of a consumer in a physical 

store. Companies are increasingly studying online consumer behavior 

in order to adapt their sales and marketing strategies to appeal to the 

Internet purchaser. 
 

8. What is a Product Life Cycle? List its various stages and describe the 

characteristics of each stage. 

o A product life cycle is the amount of time a product goes 

from being introduced into the market until it's taken off the 

shelves. 

o There are four stages in a product's life cycle—introduction, 

growth, maturity, and decline. 

o The concept of product life cycle helps inform business 

decision-making, from pricing and promotion to expansion or 

cost-cutting. 

o Newer, more successful products push older ones out of the 

market. 

(OR) 
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9. What is the difference between Targeting & Positioning? Explain with 

example by taking any product in India. 

Targeting a market is the larger process of marketing to a target consumer -- 

it includes both the research of market segmentation and the practice of 

brand positioning. Positioning involves only the various strategies and 

projects that the company initiates to communicate a brand to the target 

market. To succeed in target marketing, a business must be able to both 

target a consumer and position their brand. A business can know exactly 

which segments of consumers are interested in their product and still not be 

successful in achieving recognition for their brand with those consumers. 

PART – C          APPLICATION ORIENTED QUESTION (1 x 14 = 14) 

10. Bata, the leading footwear brand of India, is the go to brand for its 

formal shoes, school uniform shoes and budget sandals/flip-flops. Recently, 

Bata forayed into trendy casual footwear the category which other brands 

were already strong & well known. Bata entered into this category to break 

the perception about its brand and also to capitalize the market. 

Question: 

What are the steps that Bata would have taken to enter into this new product 

category? Enumerate in detail 

Evaluating Segments: 

 Segment size & growth 

 Segment structural attractiveness 

 Company objectives & resources 

 (OR) 

11. Coffee drinking was a household activity until the late 90’s. Enumerate 

how brands like Café Coffee Day converted the household activity into a 

Lifestyle Activity. 

 

1. Identifying possible value differences and competitive advantage 

2. Choosing the right competitive advantage 

3. Selecting an overall positioning strategy 

4. Developing a positioning statement 

 

***** 

Class Coordinator HOD
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MBA Model, July/August 2021 

BA 5207 – MARKETING MANAGEMENT 

(Regulation 2017) 

Time: 3 hours        Maximum: 100 Marks 

Answer all questions. 

Part A – (10 × 2 = 20) 

1. Define Marketing? 

Marketing is the process of exploring, creating, and delivering value to meet the needs of a 

target market in terms of goods and services 

2. Define the term “Human Need” 

A need is a consumer 's desire for a product 's or service 's specific benefit, whether that be 

functional or emotional. 

3. What is meant by Industrial Marketing? 

Industrial marketing is B2B (business-to-business marketing) and promotes goods and 

services from one business to another 

4. What is positioning? 

Market Positioning refers to the ability to influence consumer perception regarding a brand 

or product relative to competitors. 

5. What are the purposes of Advertising? 

Inform, educate & communicate. 

6. What are social classes? 

Social class can be thought of as a continuum which includes a range of social position on 

which each member of the society can be placed, divided into a small number of specific 

social classes, or strata 

7. What is the role of “Influencer” in buying process? 

Influencers are often seen as experts in their field and can ultimately help the reach and 

impressions of a campaign. 

8. What is meant by Product Planning? 

Product Planning is the ongoing process of identifying and articulating market requirements 

that define a product's feature set. 

9. Explain consumer behavior. 

Consumer behavior is the study of individuals, groups, or organizations and all the activities 

associated with the purchase, use and disposal of goods and services 

10. What is meant by Customer Retention? 

Customer retention refers to the ability of a company or product to retain its customers over 

some specified period. 
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Part B – All          (5 ×13 = 65) 

11.  (a) Name & describe the elements of a company’s microenvironment & give examples 

illustrating why each is important. 
 

 

 

 

 

 

 

 

 

 

 

(or) 

(b) Explain in detail the challenges faced by marketer in globalized environment. 

 Self – Reference Criterion 

 Market Differences 

 Myopia 

 Brand history 

 Organization Culture 

 National Controls & Barriers 

 
 

 

12.  (a)Explain how a company designs a Consumer Driven Marketing Strategy. 

 
  

 

 

 

 

 

 

 

 

(or) 
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(b) Explain the stages in organizational buying process that leads to a purchase. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

13. (a) What is a Product Life Cycle? List its various stages and describe the characteristics of 

each stage. 

 

 

 

 

 

 

 

 

 

 

(or) 
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(b) Enumerate New Product Development Process with Example. 

  

 

 

 

 

 

 

 

 

 

 

 

14.  (a) Define online buying behavior. What are the advantages & disadvantages of it? 

The phrase “online consumer behavior” describes the process of online shopping from a 

consumer’s perspective. It is often described as the study of trends, including the influence of 

online advertising, consumer willingness to click on links, the prevalence of comparison 

shopping, among others. The decision-making process of an online consumer is often very 

different from that of a consumer in a physical store. Companies are increasingly studying 

online consumer behavior in order to adapt their sales and marketing strategies to appeal to the 

Internet purchaser. 

(or) 

(b) Explain the various stages of consumer buyer decision making process and describe how you 

or your family went through this process to make a recent purchase. 
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15. (a) Explain “Cause Related Marketing” with an Example. (Do not use American Express 

Card Example) 

Cause marketing is marketing done by a for-profit business that seeks to both increase profits 

and to better society in accordance with corporate social responsibility, such as by including 

activist messages in advertising. 

Cause-related marketing, usually refers to a subset of cause marketing that involves the 

cooperative efforts of a for-profit business and a non-profit organization for mutual benefit. A 

high-profile form of cause-related marketing occurs at checkout counters when customers are 

asked to support a cause with a charitable donation. Cause marketing differs from corporate 

giving (philanthropy), as the latter generally involves a specific donation that is tax-deductible, 

while cause marketing is a promotional campaign not necessarily based on a donation 

(or) 

(b) Explain the growing importance of “Digital Marketing” with Examples 

 Effective reach 

 Adapting to competition 

 Match competition 

 Ideal target audience 

 Tracking & Monitoring 

 Return on Investment 

PART – C          APPLICATION ORIENTED QUESTION/CASE (1 x 15 = 15) 

Case -1  

Parle is known as one of the largest selling biscuit & confectioner brands in the world. The company 

was founded by the Chauhan family, headquartered in Mumbai, Maharashtra. They have a 150+ 

product range, 36 popular brands, and 21+ export destinations. 

 

They are also known as one of the oldest brands in India. It is called a well-known brand following 

the success of its products like Parle-G biscuit and products under cold beverages. It manufactures 

products into various segments which makes them unique and successful.  

 

Parle is the dominant brand in Glucose Biscuits market & it has successful brands like Milano, Hide 

& Seek and a Mega Range of Confectioneries under the brands – 2 in 1 eclairs, Kaccha Mango Bite, 

Cafechino, Londonderry, Kismi, Orange Bite, etc. 

Question: 

16. (a) Discuss the targeting strategy used by Parle India. 

Ans Key: 

 Mass Marketing 

 Differentiated Marketing 
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 Niche Marketing 

 Micro Marketing 

 

(or) 

 

 

 (b) “Make a Customer, Not a Sale” – Discuss briefly, how the statement can be translated to reality. 

 Ans Key: 

 Understand what customer value 

 Showing genuine care 

 Adapt to customer’s pace 

 Brand should be the guide 

 Model on the expected behavior 

 Taking time to build relationships 

 

***** 

Class Coordinator HOD
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20 810720631020 Mohamed Mujahid S 28 78 28 78 68 74.7

21 810720631021 Narkish Banu M 35 85 25 89 70 81.3

22 810720631022 Rahul T 30 80 25 78 77 78.3

23 810720631023 Ram Balaji S 41 91 38 75 88 84.7

24 810720631024 Santhosh Kumar K 28 78 25 75 63 72.0

25 810720631025 Saravana Kumar B 0 0 0 0 0 0.0

26 810720631026 Seetha Lakshmi C 28 78 28 78 83 79.7

27 810720631027 Shafrin I 32 82 29 79 74 78.3

28 810720631028 Sindhuja A 27 77 26 76 72 75.0

29 810720631029 Sushma Rachel R 40 90 36 86 85 87.0

30 810720631030 Sushmitha E 31 81 32 82 81 81.3

31 810720631031 Swetha M 35 85 36 86 86 85.7

32 810720631032 Vasanth R 34 84 34 84 83 83.7

33 810720631033 Venkatesan R 35 85 34 84 88 85.7

34 810720631034 Venkatesh B 34 84 30 80 74 79.3

35 810720631035 Venkatesh D 34 84 27 77 72 77.7

31 33 33 33

4 2 2 2

0 0 0 0

88.6 94.3 94.3 94.3

No.of  Students Failed:

No.of  Students Absent:

Subject Pass Percentage:

2020-2021

S. No. Reg. No. Name
CT1 CT2

No.of  Students Passed:

Department of  MBA

 Statement of Marks and Analysis - Unit Test / Cycle Test / Model Exam

MBA BA5207

2018-2022 Marketing Management

(Approved by AICTE and Affiliate to the Anna University, Chennai)  
27, Thayanur, Trichy - 620009
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10120631001 Morketing Manogement BA5207 

Cyole Test-2 July July 
Part A 

Positioning 

Posituonng mduy be deknesd where the product 

|( the item or ervice) stands tn relat to others 

the oftenng umla pxoolucti and servtcu in the 

maiketplace as wel as the und of mu consumes 

Mank etng postto refers to he abliy to 

nhuence Conscumer pencepion.

Characteistic Of B2B Cus tomers 2. 

p2B masket iave many B2 B CustomesS, geographicd

dsperes ed. 

82B Customer have lauge sale. odde 

. 82B Customer fpcus an ha pice and sost -

savng strategy 

3. Indushial maukekng 

Irdustial mankekng is 82 B( Busin esr to Business 

maketry ) and omohu goods and sevices fromn 

One busi n esr to anothey 
One 

48/50
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Induhial mabeheng is octrenmely complgo andl 

aongey Jales cycle. 

4 who rs the decider n Organisational Buying? 

In an organsatonal Buying proces the 

Person who makes Hhe ole cs ion s he deeider 

The detider is oPten odiPAicult to identy 

be cause he or he may not hec esaly be He 

cwho ha have the omal authony One 

to buy. 

5. Custom er value 

Customey volu is, the percepton gf wha a 

Prooluct o» service is worh to a cutomer 

versuw Hhe poesible aler natves. 

Carkomer value inevmentat benetit which 

derive trom cans umuig Pnodes tf a cub tomer 

a ter paying u vetumn 
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Enumeratu w ith ex ampll, how CRM Can be used 

to Capture valus or Customer. 

Customer Relatonrhup Man agement* 

The tRM overall pocess o buddurg and 

Maintounung PDAtble ocs tomer relatónthip 

y dalive rhg SupeuDr Cus bmer yalue on d 

satr fe CHon 

CRM Lnvolves managung detalcd ntormaton 

about Individuat Csomarr and Cautully manaj 

in ordu to maxinr2e 
Customer touch pont 

somet oyalty . 

CRM unvolve t use o n PormatHon 

Technolgy- Data muung, Data Mart, Dada wats 

howe, oloud Computrig , 0fc.. 

Some tu leaderg CRM PoVi ders are 

Zoho 

.salesforce.com 

Dracle 

.Microsoft 

Hubpot 

582



FouT Purpose for CRM 

. Manage cus tomer data 

2. Sales poeess 2 

3. Rerenue forecasting 

4: Relarent manketng . 

CRM psrovieles the insighs on stomers, 
prospeeks and Supplt'ors. A Oempany Con we 

this nhormaton to iden fify pain pount, Impwve 
PrO Ces,sell more and Buuld more untomes 

loyalky 

. The g0al sing CeM s to umprove 
and eepano a ustomu ieycle, by enhantuny 

relatonshp, adapting Cus fon er etenior and 
Cutomeu rueh. 

. 

Example 

Ama2on CRM 

Ama20n has become the 90-o-0nlune 

platform for Ontune &hoppurg. One of he mai 

is 1 Ama2on ORM eason for the 9uless oF 

Sustem. 
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.Amaron has one ot he most complute 

CRM n Prashucfure n the world hat harnsess 

olata olunng purchases to unstanHy Cus tomer 

Cos Fonmi se CSere Onlune expernence, 

Nhen Pu chasng on Llim {ron ma2on, you 

will need to Settp a personal alcount. Then, 

amad0n Can brack your purthases and brawsiny 

his oy to tailor mankekng 0ampalgn and email 

Compatgn based oh taurigr you will pseobably 

More OVver, you can cohHque you accovn to 

Situp puchase în one-click. This u One of Amoenk situp 
mort Populas ature and customer apptuoa 

(tas P camatCally 3pacds ep the eheak out 

pwce iwhen manking apa chase 
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vanlo u wha a pro duct ue cyclu? List its Vanoy 

Staoound des (nibe Hhe characheniStc each 

phave 

Product ike tycle: 

The Pooduct iAe ycle thepuoces aphodud The 

goes hrough rom when tis Piast intwducn 

tnto manket wnhll iE odeclnes Or ls removeol 

fom the mauket. 

The pooduet tite ycle ha fpur 9tagea:- 

1. TntoducHoh 

trowh 

8. mawuly 

declna 
4 

while Some produt may Stay in a prolongd 
motuiky Shate, oll prodach eventualy phe 
Out ow ot maaket due to Several factors includiry 

Saturaton, Increosral competHon, eleCre aseo 

demand and dnoppang Sa les 

A Compan nse pooluct Aike cycle 
A 

analysis fo Create otrateg te to Sustan tey 
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Prroduct Logeviy Or chonge it co mef with 

market olemand or develepeng technologues 

Propluctue oycle 

Salecanol proAit () 

Shabe 

Out Sales 

Saturatio 

Takeoff 

Profit 

Jime 

Produ Ct teducion Gvowh makuri ty decine 

duvelopmet 

oBss/ nvestmentla) 

Early Lote 
Odoptumajor yMajosity 

2 1b.5/| 347.| 4 b 
innovaos 

Tntooluctton. 

Onu the produet u leveloped, tte fist 

Stage is itindoduchton stoge. he psroduct 

S neu lotun eheol tn fhe ma ket wiH% 

ow sales 

High cost per 
customer 

586



7he pooluct Atinancial!y lossa. 

Lnnovator Custom ers 

Fw tit any tompetto*, 

Growm phase 2. 

By Hhe owh phae Consumeys 0Ne 

alreody takung to the Prooluct and tncreaslngl 

buying it The pro du ct con dept b poven 

and r's be comung moe Populan- and salis 

ane noroasung 

inore asunq 8ale 

Cost per conaumer falls 

profit 7ses 

.intreastng numbe of Casbmers 

Mo CompethHon 

3. Matumty phase 

alhun podu et reaches matuiy, ik 

sa les trend fo tow or even shop- signalirg a 

lange ly Saturated marke. 
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Peak sala 

Cost per cusbmer loweet 

Protit high 

mass nmarlket 

Stable number of cumpeHton 

Declune phose 

In the declne chage, the pio duet sale 

onop voniH canHy and consunmu behaviou 

ohange 
ther Is ese olumand fos tu 

os 
toses 

Prooduct. The ompeu Drcoluat (oges 

mankut share, and tompehton 
ore and hmore 

to leleriorake. 
tnoln to Cause Sales fo oleeribrale. 

typewnkrs, Telegronm 
exoump e.- 
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Pont-C 

what au the 8teps that Bata would have 
Stps 

taker to en&tr brendy Caual Pootwear inb hi 

ned pnodutt Categom? Enuumerate in dtail? 

Developng and mplementng a Sheng malkehrg 

Stat egy SC7ucra. Aor the hew prooluct and 

the postttonung of the 
brand Bata. 

Dn terms of the product ype, causual 

ootweoar s the langest 8eg ment in the 

In dran oot weat martet and conhbuts 

to to apphoni mately 6*7. of the total 

retail 
Footwear madke 

odvelope a launch plan

The Avet slep to launCha hew produc| 

Plawles 

tn th market is Fo pupau 
PlawleRs 

about Hre 

aunCh plan 
with a 

7es eau ch 
abouk Hre 

Des ea Ch 

CompeHtor, 
masrheng SA teg9 

urnent 

mankLt enYi TOn ment. 
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2. Evatuattion 0f the segments 

s2e and gou h un derStand the Segment s12e and 

Se ment 3dmuatuoal aatra chvenesp 

Company 
o bfe otHve and manket 

8.Tarqet Market 

Bata tompony eould understano the 

SeF ofbuyer who wantf to have rendy 

Cos ual weas and then tt Shodd decid 

to serve 

4. The fa Ctors n ohoogng tangeting strakgy 

Company as0urte 

Degree ot podut vaniabi liy 

Praduct. e cycle tage 
Market variabi li ty 

Compe H fot maukekng shra egy 

6.Positon ing and ditterntiati on. 
the raliue propòfion ot he ioduct 

Shoulol be creatol witth valu to tange 

segnent anol what posI ffon do tay w 
to OC Cpy in Hhose egmnt 
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6.PToduct postHon 

Bata ohould erplaun the wuy ho poault 

is oletun ed by consumer on tha umportant 

attmbuus. 

7 Choos un9 a positionung 

1. Bala enould tdluntity posstble value difterna 

and compe t Hve advanage 

. hey hould choore a rght compehtive adar 
hey 2 

3. They hould sele th an overall positioning 

sro egy. 
The Ptuoulo dlrelope a posittdnung Stekmen* 

8.Pucung ot te trenoly casual footwa. 

Cons umer 
Product 

tompehHion and other 

ectena fattorY Pevcephb» 

cost ot alue 

Price Floor Pice ce iling. 

Pce 
$ 
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baud 
Boto Could Puer to Ponole pu'ung 

D Cost or value. 

COs based px ung 

cost-p lus puiung 

Break- Even Analyris 

Target Poftt putung 

9. Charel managoment 

Thuy should detup an i'nodepenodent appooch 
to distmbute te pro duct for the consunmphon 
to the cons ume. 

Since thuy are laun chung a new pp du t 

they could ollos multi channel olumbution

&y ste 

Thse a fhu Skps taken to launch 

n trenody 0asual wean un markt 
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(Approved by AICTE and Affiliated to Anna University, Chennai)
27, Thayanur, Trichy – 620009

STUDENT FEEDBACK ON FACULTY
Dear Student,
Here are some questions for which we expect your unbiased, impartial and open-minded answer.  
This is to know your individual opinion on the effectiveness of the classes handled by your 
faculty and also his / her readiness to help you in developing your career and personality.

Excellent Very Good Good Satisfactory Fair
5-Marks 4-Marks 3-Marks 2-Marks 1-Mark

1 P

2 P

3 P

4 P

5 P

6 P

7 P

8 P

9 P

10 P

11 P

12 P

13 P

14 P

15 P

16 P

17 P

18 P

19 P

20 P

Total Marks: 100
Date : Signature of the HOD

Do you find the faculty unbiased and open 
minded in judgement?

Do you find the faculty patient and 
considerate?

Do you find the faculty impartial and honest 
in paper valuation and personal remark 
making?

Do you find the faculty inspiring in the class 
as well as outside?

Do you find in the faculty, a true friendly 
support with elderly affection?

Is the faculty capable of keeping the class 
under discipline and control?

Does the faculty command students’ attention 
and give response to students’ doubts and 
questions?

Does the faculty possess depth of knowledge 
in subject?

Does the faculty show readiness to give 
assignments to improve the studies?

Does the faculty remind you about your 
responsibility to the institution?

Is the faculty available outside class hours to 
clarify doubts if requested to by students?

Does the faculty help the students to clear the 
doubts and guide them for the successful 
completion of the practical programme?

Does the faculty use the black board 
effectively?

Is the faculty regular and punctual?

Does the faculty come with neat dress and 
posture?

Does the faculty insist on keeping the records 
up to date and neat?

Does the faculty take interest in maintaining 
discipline anywhere in the college premises?

S. No. Questions

Does the faculty come prepared on lessons?

Does the faculty present the lessons clearly 
and orderly?

Does the faculty speak with the voice clarity 
and effective body language?

Faculty Name: Mr. Sunil Allan Academic Year: 2020-2021
Subject Code and Name: BA5207 Marketing 
Managment

Department: Management Studies
Semester: 2

15-07-2021
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2 2 2 2 2 13 13 13 14 50 1
0

0

2 2 2 2 2 2 2 2 2 2

C AN U E C E R E E C

S.No Reg Number STUDENT NAME 

1 810720631001 Akshaya N 2 2 2 2 2 12 13 13 50 98

2 810720631002 Ann Shalita D'Cruz 2 2 2 2 2 11 12 9 50 92

3 810720631003 Arun Prakash B 2 2 2 2 2 7 8 0 50 75

4 810720631004 Baby Shalini V 2 2 2 2 2 7 8 0 50 75

5 810720631005 Balaji T 2 2 2 2 2 9 12 8 50 89

6 810720631007 Devadharshini P 2 2 2 2 2 8 10 0 50 78

7 810720631008 Dharmadurai N 2 2 2 2 2 9 9 8 50 86

8 810720631009 Dinesh Kumar C 2 2 2 2 2 9 10 10 50 89

9 810720631010 Hari Priya C 2 2 2 2 2 9 11 11 50 91

10 810720631011 Jacob Stephen A 2 2 2 2 2 8 7 0 50 75

11 810720631012 Jairley Agnes S 2 2 2 2 2 8 12 7 50 87

12 810720631013 Jayadev R 2 2 2 2 2 7 11 8 50 86

13 810720631014 Jayalakshmi M 2 2 2 2 2 12 12 9 50 93

14 810720631015 Jeffrin Rai AJ 2 2 2 2 2 8 9 0 50 77

15 810720631016 Kesavan B 2 2 2 2 2 8 9 0 50 77

16 810720631017 Krishna Prasanth S 2 2 2 2 2 9 8 0 50 77

17 810720631018 Madhana Gopal T 2 2 2 2 2 9 9 0 50 78

18 810720631019 Meenakshi M 2 2 2 2 2 10 11 8 50 89

19 810720631020 Mohamed Mujahid S 2 2 2 2 2 8 10 0 50 78

20 810720631021 Narkish Banu M 2 2 2 2 2 8 7 0 50 75

21 810720631022 Rahul T 2 2 2 2 2 5 10 0 50 75

22 810720631023 Ram Balaji S 2 2 2 2 2 9 10 9 50 88

23 810720631024 Santhosh Kumar K 2 2 2 2 2 8 7 0 50 75

24 810720631026 Seetha Lakshmi C 2 2 2 2 2 8 10 0 50 78

25 810720631027 Shafrin I 2 2 2 0 0 8 9 6 50 79

26 810720631028 Sindhuja A 2 2 2 2 2 8 8 0 50 76

27 810720631029 Sushma Rachel R 2 2 2 2 2 8 10 8 50 86

28 810720631030 Sushmitha E 2 2 2 2 2 7 9 6 50 82

29 810720631031 Swetha M 2 2 2 2 2 9 11 6 50 86

30 810720631032 Vasanth R 2 2 2 2 2 9 8 7 50 84

31 810720631033 Venkatesan R 2 2 2 2 2 8 10 6 50 84

32 810720631034 Venkatesh B 2 2 2 2 2 7 9 4 50 80

33 810720631035 Venkatesh D 2 2 2 2 2 8 9 0 50 77

CO NUMBER 1 1 1 1 1 1 2 2 2 2 2 2 3 3 3 3 3 3 4 4 4 4 4 4

BT LEVELS R U AP AN E C R U AP AN E C R U AP AN E C R U AP AN E C

QUESTION SECTION

QUESTION NUMBER

ALLOTTEDTED MARKS 

COURSE OUTCOME

CARE COLLEGE OF ENGINEERING, TRICHY

DEPARTMENT : MBA

Unit Test II and Cycle Test II Analysis

CT-II :: PART B

1
0

0
%

CT-II :: PART A

BT LEVELS [R,U,AP,AN,E,C]

R2017: COURSE CODE & NAME: BA5207 & Marketing Management

FACULTY NAME: Sunil Allan. S

CO CO CO CO
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S.No. Reg Number STUDENT NAME 

1 810720631001 Akshaya N 6 0 0 27 12 50 95 100 95 0 0 0 0 0 0 0 0 ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### 0 ### ### ### ### ### ## 0 ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ###

2 810720631002 Ann Shalita D'Cruz 6 0 0 18 7 50 81 100 81 0 0 0 0 0 0 0 0 ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### 0 ### ### ### ### ### ## 0 ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ###

3 810720631003 Arun Prakash B 6 0 0 21 0 50 77 100 77 0 0 0 0 0 0 0 0 ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### 0 ### ### ### ### ### ## 0 ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ###

4 810720631004 Baby Shalini V 5 0 0 20 2 50 77 100 77 0 0 0 0 0 0 0 0 ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### 0 ### ### ### ### ### ## 0 ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ###

5 810720631005 Balaji T 6 0 0 22 10 50 88 100 88 0 0 0 0 0 0 0 0 ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### 0 ### ### ### ### ### ## 0 ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ###

6 810720631007 Devadharshini P 6 0 0 17 2 50 75 100 75 0 0 0 0 0 0 0 0 ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### 0 ### ### ### ### ### ## 0 ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ###

7 810720631008 Dharmadurai N 6 0 0 20 2 50 78 100 78 0 0 0 0 0 0 0 0 ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### 0 ### ### ### ### ### ## 0 ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ###

8 810720631009 Dinesh Kumar C 6 0 0 20 6 50 82 100 82 0 0 0 0 0 0 0 0 ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### 0 ### ### ### ### ### ## 0 ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ###

9 810720631010 Hari Priya C 6 0 0 25 9 50 90 100 90 0 0 0 0 0 0 0 0 ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### 0 ### ### ### ### ### ## 0 ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ###

10 810720631011 Jacob Stephen A 6 0 0 21 0 50 77 100 77 0 0 0 0 0 0 0 0 ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### 0 ### ### ### ### ### ## 0 ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ###

11 810720631012 Jairley Agnes S 6 0 0 28 3 50 87 100 87 0 0 0 0 0 0 0 0 ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### 0 ### ### ### ### ### ## 0 ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ###

12 810720631013 Jayadev R 6 0 0 20 4 50 80 100 80 0 0 0 0 0 0 0 0 ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### 0 ### ### ### ### ### ## 0 ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ###

13 810720631014 Jayalakshmi M 6 0 0 21 10 50 87 100 87 0 0 0 0 0 0 0 0 ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### 0 ### ### ### ### ### ## 0 ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ###

14 810720631015 Jeffrin Rai AJ 6 0 0 25 8 50 89 100 89 0 0 0 0 0 0 0 0 ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### 0 ### ### ### ### ### ## 0 ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ###

15 810720631016 Kesavan B 0 0 0 0 0 50 50 100 50 0 0 0 0 0 0 0 0 ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### 0 ### ### ### ### ### ## 0 ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ###

16 810720631017 Krishna Prasanth S 6 0 0 15 7 50 78 100 78 0 0 0 0 0 0 0 0 ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### 0 ### ### ### ### ### ## 0 ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ###

17 810720631018 Madhana Gopal T 0 0 0 0 0 50 50 100 50 0 0 0 0 0 0 0 0 ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### 0 ### ### ### ### ### ## 0 ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ###

18 810720631019 Meenakshi M 6 0 0 21 5 50 82 100 82 0 0 0 0 0 0 0 0 ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### 0 ### ### ### ### ### ## 0 ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ###

19 810720631020 Mohamed Mujahid S 6 0 0 22 0 50 78 100 78 0 0 0 0 0 0 0 0 ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### 0 ### ### ### ### ### ## 0 ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ###

20 810720631021 Narkish Banu M 6 0 0 24 5 50 85 100 85 0 0 0 0 0 0 0 0 ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### 0 ### ### ### ### ### ## 0 ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ###

21 810720631022 Rahul T 6 0 0 21 3 50 80 100 80 0 0 0 0 0 0 0 0 ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### 0 ### ### ### ### ### ## 0 ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ###

22 810720631023 Ram Balaji S 6 0 0 28 7 50 91 100 91 0 0 0 0 0 0 0 0 ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### 0 ### ### ### ### ### ## 0 ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ###

23 810720631024 Santhosh Kumar K 6 0 0 20 2 50 78 100 78 0 0 0 0 0 0 0 0 ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### 0 ### ### ### ### ### ## 0 ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ###

24 810720631026 Seetha Lakshmi C 6 0 0 20 2 50 78 100 78 0 0 0 0 0 0 0 0 ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### 0 ### ### ### ### ### ## 0 ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ###

25 810720631027 Shafrin I 6 0 0 21 5 50 82 100 82 0 0 0 0 0 0 0 0 ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### 0 ### ### ### ### ### ## 0 ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ###

26 810720631028 Sindhuja A 6 0 0 21 0 50 77 100 77 0 0 0 0 0 0 0 0 ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### 0 ### ### ### ### ### ## 0 ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ###

27 810720631029 Sushma Rachel R 6 0 0 28 6 50 90 100 90 0 0 0 0 0 0 0 0 ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### 0 ### ### ### ### ### ## 0 ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ###

28 810720631030 Sushmitha E 6 0 0 17 0 50 73 100 73 0 0 0 0 0 0 0 0 ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### 0 ### ### ### ### ### ## 0 ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ###

29 810720631031 Swetha M 6 0 0 21 8 50 85 100 85 0 0 0 0 0 0 0 0 ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### 0 ### ### ### ### ### ## 0 ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ###

30 810720631032 Vasanth R 6 0 0 22 6 50 84 100 84 0 0 0 0 0 0 0 0 ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### 0 ### ### ### ### ### ## 0 ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ###

31 810720631033 Venkatesan R 6 0 0 22 7 50 85 100 85 0 0 0 0 0 0 0 0 ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### 0 ### ### ### ### ### ## 0 ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ###

32 810720631034 Venkatesh B 6 0 0 23 5 50 84 100 84 0 0 0 0 0 0 0 0 ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### 0 ### ### ### ### ### ## 0 ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ###

33 810720631035 Venkatesh D 6 0 0 22 6 50 84 100 84 0 0 0 0 0 0 0 0 ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### 0 ### ### ### ### ### ## 0 ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ###

33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33

60 L1 60% STUDENTS SCORING MORE THAN SET TARGET (CLASS AVERAGE / PERCENTAGE)

1 2 3 4 5 6 7 8 9 L2 70% STUDENTS SCORING MORE THAN SET TARGET (CLASS AVERAGE / PERCENTAGE)

94 0 0 0 0 0 0 0 0 L3 80% STUDENTS SCORING MORE THAN SET TARGET (CLASS AVERAGE / PERCENTAGE)
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S.No Reg Number STUDENT NAME 

1 810720631001 Akshaya N 2 2 2 2 2 12 13 13 50 98

2 810720631002 Ann Shalita D'Cruz 2 2 2 2 2 11 12 9 50 92

3 810720631003 Arun Prakash B 2 2 2 2 2 7 8 0 50 75

4 810720631004 Baby Shalini V 2 2 2 2 2 7 8 0 50 75

5 810720631005 Balaji T 2 2 2 2 2 9 12 8 50 89

6 810720631007 Devadharshini P 2 2 2 2 2 8 10 0 50 78

7 810720631008 Dharmadurai N 2 2 2 2 2 9 9 8 50 86

8 810720631009 Dinesh Kumar C 2 2 2 2 2 9 10 10 50 89

9 810720631010 Hari Priya C 2 2 2 2 2 9 11 11 50 91

10 810720631011 Jacob Stephen A 2 2 2 2 2 8 7 0 50 75

11 810720631012 Jairley Agnes S 2 2 2 2 2 8 12 7 50 87

12 810720631013 Jayadev R 2 2 2 2 2 7 11 8 50 86

13 810720631014 Jayalakshmi M 2 2 2 2 2 12 12 9 50 93

14 810720631015 Jeffrin Rai AJ 2 2 2 2 2 8 9 0 50 77

15 810720631016 Kesavan B 2 2 2 2 2 8 9 0 50 77

16 810720631017 Krishna Prasanth S 2 2 2 2 2 9 8 0 50 77

17 810720631018 Madhana Gopal T 2 2 2 2 2 9 9 0 50 78

18 810720631019 Meenakshi M 2 2 2 2 2 10 11 8 50 89

19 810720631020 Mohamed Mujahid S 2 2 2 2 2 8 10 0 50 78

20 810720631021 Narkish Banu M 2 2 2 2 2 8 7 0 50 75

21 810720631022 Rahul T 2 2 2 2 2 5 10 0 50 75

22 810720631023 Ram Balaji S 2 2 2 2 2 9 10 9 50 88

23 810720631024 Santhosh Kumar K 2 2 2 2 2 8 7 0 50 75

24 810720631026 Seetha Lakshmi C 2 2 2 2 2 8 10 0 50 78

25 810720631027 Shafrin I 2 2 2 0 0 8 9 6 50 79

26 810720631028 Sindhuja A 2 2 2 2 2 8 8 0 50 76

27 810720631029 Sushma Rachel R 2 2 2 2 2 8 10 8 50 86

28 810720631030 Sushmitha E 2 2 2 2 2 7 9 6 50 82

29 810720631031 Swetha M 2 2 2 2 2 9 11 6 50 86

30 810720631032 Vasanth R 2 2 2 2 2 9 8 7 50 84

31 810720631033 Venkatesan R 2 2 2 2 2 8 10 6 50 84

32 810720631034 Venkatesh B 2 2 2 2 2 7 9 4 50 80

33 810720631035 Venkatesh D 2 2 2 2 2 8 9 0 50 77

CO NUMBER 1 1 1 1 1 1 2 2 2 2 2 2 3 3 3 3 3 3 4 4 4 4 4 4

BT LEVELS R U AP AN E C R U AP AN E C R U AP AN E C R U AP AN E C

QUESTION SECTION

QUESTION NUMBER

ALLOTTEDTED MARKS 
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S.No. Reg Number STUDENT NAME 

1 810720631001 Akshaya N
0 0 0 0 0 0

0
100 0 2 40 54 0 0 0

96
100 96 ### ### ### ### ### ###

##
### ### ### ### ### ### ### ###

##
### ### ### ### ### ### ### ###

##
### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ###

##
### ### ### ### ### ### ### ###

##
### ### ### ### ### ### ### ###

##
### ### ###

2 810720631002 Ann Shalita D'Cruz 0 0 0 0 0 0 0 100 0 2 34 54 0 0 0 90 100 90 ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ###

3 810720631003 Arun Prakash B 0 0 0 0 0 0 0 100 0 2 17 54 0 0 0 73 100 73 ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ###

4 810720631004 Baby Shalini V 0 0 0 0 0 0 0 100 0 2 17 54 0 0 0 73 100 73 ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ###

5 810720631005 Balaji T 0 0 0 0 0 0 0 100 0 2 31 54 0 0 0 87 100 87 ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ###

6 810720631007 Devadharshini P 0 0 0 0 0 0 0 100 0 2 20 54 0 0 0 76 100 76 ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ###

7 810720631008 Dharmadurai N 0 0 0 0 0 0 0 100 0 2 28 54 0 0 0 84 100 84 ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ###

8 810720631009 Dinesh Kumar C 0 0 0 0 0 0 0 100 0 2 31 54 0 0 0 87 100 87 ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ###

9 810720631010 Hari Priya C 0 0 0 0 0 0 0 100 0 2 33 54 0 0 0 89 100 89 ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ###

10 810720631011 Jacob Stephen A 0 0 0 0 0 0 0 100 0 2 17 54 0 0 0 73 100 73 ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ###

11 810720631012 Jairley Agnes S 0 0 0 0 0 0 0 100 0 2 29 54 0 0 0 85 100 85 ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ###

12 810720631013 Jayadev R 0 0 0 0 0 0 0 100 0 2 28 54 0 0 0 84 100 84 ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ###

13 810720631014 Jayalakshmi M 0 0 0 0 0 0 0 100 0 2 35 54 0 0 0 91 100 91 ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ###

14 810720631015 Jeffrin Rai AJ 0 0 0 0 0 0 0 100 0 2 19 54 0 0 0 75 100 75 ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ###

15 810720631016 Kesavan B 0 0 0 0 0 0 0 100 0 2 19 54 0 0 0 75 100 75 ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ###

16 810720631017 Krishna Prasanth S 0 0 0 0 0 0 0 100 0 2 19 54 0 0 0 75 100 75 ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ###

17 810720631018 Madhana Gopal T 0 0 0 0 0 0 0 100 0 2 20 54 0 0 0 76 100 76 ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ###

18 810720631019 Meenakshi M 0 0 0 0 0 0 0 100 0 2 31 54 0 0 0 87 100 87 ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ###

19 810720631020 Mohamed Mujahid S 0 0 0 0 0 0 0 100 0 2 20 54 0 0 0 76 100 76 ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ###

20 810720631021 Narkish Banu M 0 0 0 0 0 0 0 100 0 2 17 54 0 0 0 73 100 73 ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ###

21 810720631022 Rahul T 0 0 0 0 0 0 0 100 0 2 17 54 0 0 0 73 100 73 ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ###

22 810720631023 Ram Balaji S 0 0 0 0 0 0 0 100 0 2 30 54 0 0 0 86 100 86 ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ###

23 810720631024 Santhosh Kumar K 0 0 0 0 0 0 0 100 0 2 17 54 0 0 0 73 100 73 ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ###

24 810720631026 Seetha Lakshmi C 0 0 0 0 0 0 0 100 0 2 20 54 0 0 0 76 100 76 ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ###

25 810720631027 Shafrin I 0 0 0 0 0 0 0 100 0 2 23 52 0 0 0 77 100 77 ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ###

26 810720631028 Sindhuja A 0 0 0 0 0 0 0 100 0 2 18 54 0 0 0 74 100 74 ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ###

27 810720631029 Sushma Rachel R 0 0 0 0 0 0 0 100 0 2 28 54 0 0 0 84 100 84 ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ###

28 810720631030 Sushmitha E 0 0 0 0 0 0 0 100 0 2 24 54 0 0 0 80 100 80 ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ###

29 810720631031 Swetha M 0 0 0 0 0 0 0 100 0 2 28 54 0 0 0 84 100 84 ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ###

30 810720631032 Vasanth R 0 0 0 0 0 0 0 100 0 2 26 54 0 0 0 82 100 82 ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ###

31 810720631033 Venkatesan R 0 0 0 0 0 0 0 100 0 2 26 54 0 0 0 82 100 82 ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ###

32 810720631034 Venkatesh B 0 0 0 0 0 0 0 100 0 2 22 54 0 0 0 78 100 78 ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ###

33 810720631035 Venkatesh D 0 0 0 0 0 0 0 100 0 2 19 54 0 0 0 75 100 75 ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ### ### ### ### ### ### ## ### ### ###

33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33

60 L1 60% STUDENTS SCORING MORE THAN SET TARGET (CLASS AVERAGE / PERCENTAGE)

1 2 3 4 5 6 7 8 9 L2 70% STUDENTS SCORING MORE THAN SET TARGET (CLASS AVERAGE / PERCENTAGE)

0 ## 0 0 0 0 0 0 0 L3 80% STUDENTS SCORING MORE THAN SET TARGET (CLASS AVERAGE / PERCENTAGE)
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R R U R U U AP U AP U U AN AP U E U R R U AN E C

S.No Reg Number STUDENT NAME 

1 ########### Akshaya N 2 2 2 2 2 2 2 2 2 2 11 12 12 7 11 12 85 85

2 ########### Ann Shalita D'Cruz 2 2 2 2 2 2 2 2 2 2 10 11 11 10 10 10 82 82

3 ########### Arun Prakash B 2 2 2 2 2 2 2 2 2 2 10 9 10 8 0 9 66 66

4 ########### Baby Shalini V 2 2 2 2 2 2 2 2 2 2 10 9 8 7 4 2 60 60

5 ########### Balaji T 2 2 2 2 2 2 2 2 2 2 12 12 12 11 12 13 92 92

6 ########### Devadharshini P 2 2 2 2 2 2 2 2 2 2 10 11 8 8 3 3 63 63

7 ########### Dharmadurai N 2 2 2 2 2 2 2 2 2 2 11 9 8 10 8 9 75 75

8 ########### Dinesh Kumar C 2 2 2 2 2 2 2 2 2 2 10 9 10 10 8 8 75 75

9 ########### Hari Priya C 2 2 2 2 2 2 2 2 2 2 12 12 11 11 12 10 88 88

10 ########### Jacob Stephen A 2 2 2 2 2 2 2 2 2 2 9 8 9 7 53 53

11 ########### Jairley Agnes S 2 2 2 2 2 2 2 2 2 2 11 10 12 10 9 3 75 75

12 ########### Jayadev R 2 2 2 2 2 2 2 2 2 2 12 12 12 9 10 9 84 84

13 ########### Jayalakshmi M 2 2 2 2 2 2 2 2 2 2 12 12 11 10 11 10 86 86

14 ########### Jeffrin Rai AJ 2 2 2 2 2 2 2 2 2 2 10 11 9 10 9 9 78 78

15 ########### Kesavan B 2 2 2 2 2 2 2 2 2 2 11 11 10 8 9 8 77 77

16 ########### Krishna Prasanth S 2 2 2 2 2 2 2 2 2 2 5 5 5 8 8 7 58 58

17 ########### Madhana Gopal T 2 2 2 2 2 2 2 2 2 2 11 11 10 10 9 3 74 74

18 ########### Meenakshi M 2 2 2 2 2 2 2 2 2 2 12 12 10 10 10 9 83 83

19 ########### Mohamed Mujahid S 2 2 2 2 2 2 2 2 2 2 11 8 10 9 10 0 68 68

20 ########### Narkish Banu M 2 2 2 2 2 2 2 2 2 2 11 11 9 10 9 0 70 70

21 ########### Rahul T 2 2 2 2 2 2 2 2 2 2 11 12 10 8 9 7 77 77

22 ########### Ram Balaji S 2 2 2 2 2 2 2 2 2 2 11 12 12 12 11 10 88 88

23 ########### Santhosh Kumar K 2 2 2 2 2 2 2 2 2 2 10 11 10 8 4 0 63 63

24 ########### Seetha Lakshmi C 2 2 2 2 2 2 2 2 2 2 11 11 12 10 11 8 83 83

25 ########### Shafrin I 2 2 2 2 2 2 2 2 2 2 11 12 10 6 3 12 74 74

26 ########### Sindhuja A 2 2 2 2 2 2 2 2 2 2 11 12 10 9 10 0 72 72

27 ########### Sushma Rachel R 2 2 2 2 2 2 2 2 2 2 12 12 10 11 10 10 85 85

28 ########### Sushmitha E 2 2 2 2 2 2 2 2 2 2 12 11 11 10 7 10 81 81

29 ########### Swetha M 2 2 2 2 2 2 2 2 2 2 11 12 12 10 10 11 86 86

30 ########### Vasanth R 2 2 2 2 2 2 2 2 2 2 12 11 11 9 10 10 83 83

31 ########### Venkatesan R 2 2 2 2 2 2 2 2 2 2 12 12 11 11 10 12 88 88

32 ########### Venkatesh B 2 2 2 2 2 2 2 2 2 2 11 12 10 10 4 7 74 74

33 ########### Venkatesh D 2 2 2 2 2 2 2 2 2 2 11 10 10 11 10 0 72 72

CO NUMBER 1 1 1 1 1 1 2 2 2 2 2 2 3 3 3 3 3 3 4 4 4 4 4 4 5 5 5 5 5 5 6 6 6 6 6 6 7 7 7 7 7 7 8 8 8 8 8 8 9 9 9 9 9 9

BT LEVELS R U AP AN E C R U AP AN E C R U AP AN E C R U AP AN E C R U AP AN E C R U AP AN E C R U AP AN E C R U AP AN E C R U AP AN E C
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S.No. Reg Number
STUDENT 

NAME 
1 810720631001 Akshaya N 11 15 4 0 0 0 30 38 79 2 17 12 0 24 0 55 62 89 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 38

2 810720631002 Ann Shalita D'Cruz14 14 4 0 0 0 32 38 84 2 16 11 0 21 0 50 62 81 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 36

3 810720631003 Arun Prakash B 12 14 4 0 0 0 30 38 79 2 6 9 0 19 0 36 62 58 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 29

4 810720631004 Baby Shalini V 11 14 4 0 0 0 29 38 76 2 10 9 0 10 0 31 62 50 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 27

5 810720631005 Balaji T 15 16 4 0 0 0 35 38 92 2 18 12 0 25 0 57 62 92 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 41

6 810720631007 Devadharshini P 12 14 4 0 0 0 30 38 79 2 9 11 0 11 0 33 62 53 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 28

7 810720631008 Dharmadurai N 14 15 4 0 0 0 33 38 87 2 14 9 0 17 0 42 62 68 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 33

8 810720631009 Dinesh Kumar C 14 14 4 0 0 0 32 38 84 2 14 9 0 18 0 43 62 69 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 33

9 810720631010 Hari Priya C 15 16 4 0 0 0 35 38 92 2 18 12 0 21 0 53 62 85 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 39

10 810720631011 Jacob Stephen A 13 13 4 0 0 0 30 38 79 2 6 8 0 7 0 23 36 64 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 24

11 810720631012 Jairley Agnes S 14 15 4 0 0 0 33 38 87 2 15 10 0 15 0 42 62 68 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 33

12 810720631013 Jayadev R 13 16 4 0 0 0 33 38 87 2 16 12 0 21 0 51 62 82 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 37

13 810720631014 Jayalakshmi M 14 16 4 0 0 0 34 38 89 2 17 12 0 21 0 52 62 84 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 38

14 810720631015 Jeffrin Rai AJ 14 14 4 0 0 0 32 38 84 2 15 11 0 18 0 46 62 74 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 35

15 810720631016 Kesavan B 12 15 4 0 0 0 31 38 82 2 15 11 0 18 0 46 62 74 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 34

16 810720631017 Krishna Prasanth S12 9 4 0 0 0 25 38 66 2 14 5 0 12 0 33 62 53 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 26

17 810720631018 Madhana Gopal T 14 15 4 0 0 0 33 38 87 2 15 11 0 13 0 41 62 66 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 33

18 810720631019 Meenakshi M 14 16 4 0 0 0 34 38 89 2 16 12 0 19 0 49 62 79 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 37

19 810720631020 Mohamed Mujahid S13 15 4 0 0 0 32 38 84 2 16 8 0 10 0 36 62 58 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 30

20 810720631021 Narkish Banu M 14 15 4 0 0 0 33 38 87 2 15 11 0 9 0 37 62 60 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 31

21 810720631022 Rahul T 12 15 4 0 0 0 31 38 82 2 15 12 0 17 0 46 62 74 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 34

22 810720631023 Ram Balaji S 16 15 4 0 0 0 35 38 92 2 17 12 0 22 0 53 62 85 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 39

23 810720631024 Santhosh Kumar K12 14 4 0 0 0 30 38 79 2 10 11 0 10 0 33 62 53 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 28

24 810720631026 Seetha Lakshmi C 14 15 4 0 0 0 33 38 87 2 17 11 0 20 0 50 62 81 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 37

25 810720631027 Shafrin I 10 15 4 0 0 0 29 38 76 2 9 12 0 22 0 45 62 73 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 33

26 810720631028 Sindhuja A 13 15 4 0 0 0 32 38 84 2 16 12 0 10 0 40 62 65 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 32

27 810720631029 Sushma Rachel R 15 16 4 0 0 0 35 38 92 2 16 12 0 20 0 50 62 81 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 38

28 810720631030 Sushmitha E 14 16 4 0 0 0 34 38 89 2 13 11 0 21 0 47 62 76 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 36

29 810720631031 Swetha M 14 15 4 0 0 0 33 38 87 2 16 12 0 23 0 53 62 85 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 38

30 810720631032 Vasanth R 13 16 4 0 0 0 33 38 87 2 16 11 0 21 0 50 62 81 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 37

31 810720631033 Venkatesan R 15 16 4 0 0 0 35 38 92 2 16 12 0 23 0 53 62 85 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 39

32 810720631034 Venkatesh B 14 15 4 0 0 0 33 38 87 2 10 12 0 17 0 41 62 66 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 33

33 810720631035 Venkatesh D 15 15 4 0 0 0 34 38 89 2 16 10 0 10 0 38 62 61 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 0 0 0 0 0 0 0 0 ### 32

33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33 33

60 L1 60% STUDENTS SCORING MORE THAN SET TARGET (CLASS AVERAGE / PERCENTAGE)

1 2 3 4 5 6 7 8 9 L2 70% STUDENTS SCORING MORE THAN SET TARGET (CLASS AVERAGE / PERCENTAGE)

## 82 0 0 0 0 0 0 0 L3 80% STUDENTS SCORING MORE THAN SET TARGET (CLASS AVERAGE / PERCENTAGE)
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CO4 CO5

No of Students Attended

ATTAINMENT LEVEL :
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Course Outcomes

CO1

CO2

CO3
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60

100

S.No Reg Number STUDENT NAME GRADE

1 810720631001 Akshaya N O

2 810720631002 Ann Shalita D'Cruz O

3 810720631003 Arun Prakash B O

4 810720631004 Baby Shalini V O

5 810720631005 Balaji T O

6 810720631007 Devadharshini P O

7 810720631008 Dharmadurai N O

8 810720631009 Dinesh Kumar C O

9 810720631010 Hari Priya C O

10 810720631011 Jacob Stephen A O

11 810720631012 Jairley Agnes S O

12 810720631013 Jayadev R O

13 810720631014 Jayalakshmi M O

14 810720631015 Jeffrin Rai AJ O

15 810720631016 Kesavan B A

16 810720631017 Krishna Prasanth S U

17 810720631018 Madhana Gopal T O

18 810720631019 Meenakshi M O

19 810720631020 Mohamed Mujahid S O

20 810720631021 Narkish Banu M O

21 810720631022 Rahul T O

22 810720631023 Ram Balaji S UA

23 810720631024 Santhosh Kumar K O

24 810720631026 Seetha Lakshmi C O

25 810720631027 Shafrin I O

26 810720631028 Sindhuja A O

27 810720631029 Sushma Rachel R O

28 810720631030 Sushmitha E O

29 810720631031 Swetha M O

30 810720631032 Vasanth R A

31 810720631033 Venkatesan R O

32 810720631034 Venkatesh B O

33 810720631035 Venkatesh D O

O 100 29

A+ 90 0

A 80 2

B+ 70 0

B 60 0

U LESSTHAN 50 1

UA UA 1

33

94

ATTAINMENT LEVEL

3

3
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No of Students Attended
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Course Outcome Attainment (R2017)

IA1 IA2 MODEL Internal Univ 

CO 1 3 0.1 3 2 3 1

CO 2 0.1 3 3 2 3 3

Attainment 2.00 3.00 2

Direct Total attainment (%) 80 100

Final direct attainment 2.4 2.00

Weightage 30

Total attainment 2

Course attainment

Mapping course outcome with programme outcomes:

PO1 PO2 PO3 PO4 PO5 PO6 PO7 PO8 PO9 PO10 PO11 PO12 PSO1 PSO2

CO1 3 2 3 2

CO2 3 2 3 2

PO ATTAINMENT:

CO/ PO PO1 PO2 PO3 PO4 PO5 PO6 PO7 PO8 PO9 PO10 PO11 PO12 PSO1 PSO2

CARE COLLEGE OF ENGINEERING, TRICHY

DEPARTMENT : MBA

Model Exam Analysis

R2017: COURSE CODE & NAME: BA5207 & Marketing Management

FACULTY NAME: Sunil Allan. S

2

2

COURSE OUTCOME
Direct

Indirect

20

0.4

70
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CO1 0.00 0.00 0.00 0.00 2.00 1.33 0.00 0.00 2.00 0.00 0.00 0.00 1.33 0.00

CO2 0.00 0.00 0.00 0.00 2.00 1.33 0.00 0.00 2.00 0.00 0.00 0.00 1.33 0.00

AVERAGE PO 0.00 0.00 0.00 0.00 2.00 1.33 0.00 0.00 2.00 0.00 0.00 0.00 1.33 0.00

Faculty In Charge HOD
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