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Part A
Answer all questions (10 x 1 = 10 Marks)

1) CRM is a :
a) Marketing tool
b) Strategy 
c) Philosophy
d) All the above
2) A typical CRM Program of a company is expected to run through the ---- stages of customer lifecycle management, in order to fulfill its objectives.
a) two 
b) three
c) four
d) five
3) A present day CRM has to be built around five aspects – developing customer insight, use of technology in CRM, customer contact; personalizing customer interaction, and ----------.
a) achieving superior customer experience

b) more profits
c) more sales
d) none of the above
4) Identify the missing stage in conversion of prospect to loyal customer: Suspect, Prospect, Customer, -------------, Advocate
a) Seller

b) Bargainer

c) Supporter

d) None of the above
5) Basically there are five analysis types in Customer data. They are: classification; regression; link analysis; ------------- and Deviation detection. Identify the missing type:
a) Correlation
b) Probability
c) Segmentation
d) Variance 
6) The layers of CRM practice framework include: Purpose, Process, Technology, -------- and Rewards. Identify the missing layer.
a) Data
b) People 
c) Internet
d) Finance 
7) In a business context loyalty has come to describe a customer’s commitment to do business with a particular organization, purchasing their goods and services repeatedly, and ------------- the services and products to friends and associates. 
a) Purchase 
b) Recommend
c) Bargain
d) None of the above
8) Customer experience management focus includes: Marketing interactions, Sales interactions, ----------- and Support interactions. Identify the missing interaction. 
a) Feedback
b) Service 
c) Research
d) Delivery
9) Customer segmentation helps in identifying ------------ segments and deliver high value. 
a) Many
b) Profitable
c) Niche
d) Few
10) Which of the following is not a CRM performance measure? 
a) Number of new customers

b) Repeat customers

c) Inventory turnover

d) Customer life time value 
Part B

Answer any four (4 x 15 = 60 marks)

1) Relationships do not get formed overnight. Discuss the stages of customer relationship development with an example?

2) You are the chief customer relations officer, and you were asked to retain, cross-sell and up-sell existing customer base with the support of an outsourcing partner. On what parameters you would you evaluate an outsourcing partner for implementation of CRM solution? Discuss.
3) Discuss any five CRM performance measures.
4) Discuss how data mining can be used in managing customer relationship management with an example.
5) Discuss the five layered framework to set up CRM practice. 
6) SCM practices dovetail themselves with CRM and subsequently with all the business processes of the organization using the technology platform. Discuss.
Part C

Case Study 


(30 marks)
India Motors

Nature of Business: Automotive manufacturer

No. of Employees: 5000

India Motors identified a visionary opportunity to test the effectiveness of using the Internet as a new medium to capture an emerging customer segment. As a result of the Internet-usage explosion in the India, the aim was to stimulate dealers and customers and grow their confidence in this new way of doing business. India Motors were confident that this channel could be a valuable aid to the traditional retailer distribution network and increase efficiency using e-commerce. The interactive car showroom allows potential buyers to purchase a vehicle via their computer and even complete a 360-degree walk-around of their chosen model, all without leaving their home. This means that for the customer there is no sales pressure, yet they are guaranteed the full sales and after sales support. Customers can purchase at a time that suits their personal lifestyle and are not dictated to by the opening hours of the local retailer. This, together with the ability to trade their vehicle in, book a test drive, complete a finance application and order accessories on-line, means that customers receive better service.

Key actions that aided success were:
· High-profile, board-level announcement of the initiative;
· Communication of the initiative to all interested parties through traditional channels;
· Making the web site completely user-friendly;
· Having a web site help desk set up to help people if difficulties arise.

The success of this project is reflected in the volume of ‘hits’ to the site – a staggering 203 million – four million of whom have shown an interest in buying a vehicle on line. In this industry-leading route to market approach, India Motors has learnt an enormous amount about this new channel, and attributes 1500 additional sales to this initiative. The company has extended their range of vehicles to enable them to capture a new segment of customers and is now looking to offer accessories and services on-line.

 Answer the following questions:- 
1) Customer segmentation shows potential for growth as well as most valuable customers. What type of customer segment India Motors is targeting?
2) New channels to market for traditional industries can pay dividends. What is the new channel India Motors developed? What ebusiness pattern it follows: echannel compression or echannel expansion, Discuss?
3) Discuss India Motors CRM blueprint.  
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