Digital Marketing
Q1. A retail company with a well-established offline brand is facing declining engagement and sales due to changing consumer preferences. The leadership recognizes that their traditional marketing efforts are no longer as effective, and they are exploring the integration of digital marketing channels such as social media, email, and mobile advertising. The goal is to create a more personalized and interactive experience for customers, leveraging digital tools to build stronger relationships and improve marketing outcomes. A mid-sized retail company with a strong offline presence is experiencing stagnating sales growth. The marketing team has relied heavily on traditional advertising channels such as print and television, but recent consumer research indicates a shift in customer behavior towards digital platforms. The company’s leadership is considering integrating digital marketing channels to revitalize its brand and drive sales. As the new digital marketing manager, how would you apply the integrated marketing communication (IMC) approach to develop a digital marketing strategy that addresses the limitations of traditional media and enhances one-to-one consumer engagement?
Answer:
Introduction:
In today’s world, customer behavior is changing fast. People are spending more time on digital platforms like social media, websites, apps, and emails. Traditional advertising such as print ads or TV commercials still has value but is no longer enough on its own. A mid-sized retail company, which has been successful in the offline market, is now facing the challenge of declining engagement and stagnant sales because its customers are moving towards digital channels. This company wants to connect with customers in a more personal and interactive way, instead of just broadcasting messages to a mass audience.

NMIMS University Online Solved Assignment – Sept 2025
Buy complete NMIMS solved assignments for the Sept 2025 session.
General/Generic Assignment at just ₹200 per assignment.
Customized/ Unique Assignment at just ₹600 per assignment.
Contact No: +91 9741410271 (WhatsApp)
OR
Mail to: smu.assignment@gmail.com
Our website: https://mbaassignmentsolutions.com

Q2. A mid-sized e-commerce company has invested in advanced analytics to track customer behavior across its website, mobile app, and email campaigns. The marketing team is planning to implement personalized product recommendations, dynamic pricing, and targeted messaging based on real-time data. However, concerns have been raised about data privacy, technology integration, and the risk of alienating customers with overly intrusive tactics. The management seeks your assessment of the benefits and pitfalls of data-driven personalization in digital marketing. Assess the effectiveness of using data-driven personalization in digital marketing to enhance customer engagement and conversion rates. What potential challenges should a company anticipate when implementing such strategies, and how can they be mitigated?
Answer:
Introduction:
In the modern digital world, businesses are constantly searching for ways to stand out and build deeper relationships with their customers. For a mid-sized e-commerce company, investing in advanced analytics and data-driven personalization offers a powerful way to connect with customers more meaningfully. By tracking customer behavior across the website, mobile app, and email campaigns, the company can understand what customers like, what they browse, and how they shop. This knowledge helps in delivering personalized product recommendations, adjusting prices dynamically, and sending targeted messages that feel more relevant to each person. Such strategies can boost customer engagement, increase sales, and help the business compete more effectively.

Q3 (A) A prominent consumer-facing brand recently found itself at the center of a digital crisis. Negative feedback flooded social media and review platforms due to a defect discovered in one of its newly launched products. As the issue gained traction online, customer trust began to erode, and concerns about long-term brand value grew. The marketing team now faces the urgent task of containing the crisis by tracking sentiment, engaging customers transparently, and restoring public confidence using digital channels.
Simultaneously, the company’s B2B technology division, which operates under the same brand umbrella, is pursuing a strategic objective of strengthening its position as a thought leader in the tech space. The team recognizes the need to shift from standard blog posts and whitepapers toward more insightful, persona-driven content distributed via digital channels (website, blogs, social media, email). They aim to drive deeper engagement, build credibility, and generate qualified leads through data driven content marketing.
Develop a crisis management framework for a brand facing negative viral feedback on digital platforms. How would you use digital marketing tools to monitor sentiment, respond in real time, and restore brand integrity?
Answer:
Introduction:
In today’s digital world, brand reputation can shift overnight. A single product defect shared on social media can quickly snowball into a crisis, spreading negative sentiment across platforms and damaging customer trust. For the consumer-facing brand in question, facing an influx of complaints online has triggered concerns about loyalty and long-term brand value. At the same time, the brand’s B2B technology division seeks to position itself as a thought leader through more sophisticated, data-driven content marketing. Successfully navigating the consumer crisis while strengthening B2B brand presence requires a carefully designed digital crisis management framework that blends rapid response, transparent communication, and smart digital marketing tactics.

Q3 (B) A prominent consumer-facing brand recently found itself at the center of a digital crisis. Negative feedback flooded social media and review platforms due to a defect discovered in one of its newly launched products. As the issue gained traction online, customer trust began to erode, and concerns about long-term brand value grew. The marketing team now faces the urgent task of containing the crisis by tracking sentiment, engaging customers transparently, and restoring public confidence using digital channels.
Simultaneously, the company’s B2B technology division, which operates under the same brand umbrella, is pursuing a strategic objective of strengthening its position as a thought leader in the tech space. The team recognizes the need to shift from standard blog posts and whitepapers toward more insightful, persona-driven content distributed via digital channels (website, blogs, social media, email). They aim to drive deeper engagement, build credibility, and generate qualified leads through data-driven content marketing.
Create an innovative content marketing framework for a B2B technology company aiming to establish thought leadership and generate qualified leads. How would you utilize digital channels and data analytics to personalize content and measure campaign effectiveness?
Answer:
Introduction:
In today’s fast-moving digital world, B2B technology companies cannot rely only on traditional marketing like generic blogs or whitepapers to stand out. Customers and business decision-makers expect meaningful, personalized insights that help them solve real challenges. For a technology brand aiming to be a thought leader and generate leads, creating the right content strategy is essential. An innovative content marketing framework should focus on deep audience understanding, use of digital channels for tailored messaging, and data analytics to guide decisions. This approach not only builds trust and credibility but also ensures that marketing efforts deliver measurable business results.
