Program: TV B.Com (MS) Semester: Y Program Code: UGMS02

Course: Customer Relationship Management Course Code: ~ NUMSS06
Duration: 2 Hour  Examination Pattern:  NEP-Autonomous-External Max. Marks: 60
Instructions: Examination _
I, All questions are compulsory.
2 Figures to the right indicate full marks. | REGULAR
3. Draw neat diagrams wherever necessary, - o
4. CO (Course Outcome), KI. (Knowledge Level).
f _—— S — T 'l
Q.1 Alu.mpl the I'ullnwmg [15] | CO's KL's
[aj I FFill in the hh!lllﬂ with an apprnprmlc answer from the nlternulwcs [08]
gl'l-l. n.
] = 1 — —_— — - —_ —_ —e .
I | Managing customer emotions is important for developing stronger l
' customer g
| a 'I'urrimriq:s b. Inventories '
| I e.  Contracts d. Rclalmnsh:p‘:

11 Pcumnalmlmn in CRM pnm;ml} aims to provide a more

customer experience.
. — _ o i I N—
Uniform b. Relevant ,
— - - 1 o — —1 CO1
| | | Generic - d. _ co2 ‘
111 | A company analyses customer comments on social media to co3 | LI
| understand customer opinions. This is an example of CO4
CRM |
, S : _
[ a. B?B | b.  Social ‘
| . 1 | = - { - o S— 1 .|
¢. | Mobile d.  Traditional
| IV B2B CRM primarily manages relationships between . | |
a. | Employees | h. | Consumers
¢. | Businesses | d. | Machines |
. ! L : H—
| V | Web-based self-service mainly reduces the need for _
I | assislance. . ‘
. - : N —
| | a. | Human h. ' manc:al
! e Production I d. Mumm] |
VI | A company provides a seamless customer ;.:-cp:,ricncc across its
website, mobile app. store and delivery channels. This represents
' ' CRM ,
a.  Omnichannel b. Traditional
P - B S B
¢.  Mobile d. | Social I
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VII | CRM evolved from a primarily transactional approach towards
1mrkcum. ‘

—— — — —

it RL[JI] h. Mass

c. Prn:lu-:lmn ] d. ‘Relatmnshlp

v lll Div |du1L. geographical areas among salespeople is part of sales
__ management.

a. ]].E:ld 1 b.  Contact

_ R Caninhi | I B
| Territory | d. | Case
{h) '\t ate w hether llu: followi ing statements are truc or false. [07]

| Dernmuunal change can create chullengc.s during C RM
metcmtmatmn

I | Customer n:tcnl.mn rEns mEreasc customer defection, _ Col1 |
| II[ Ls;nmer pun:h.!.&'t. history can be used as Lm data. . jcoz | LI
i E SZE Force Automation hclps manage s sales inutles—_ L Eg:
|V (.usmmcr pruﬁmblht} has no relevance to CRM decisions. .
Y Lusmmer pnvaq is not an JmpnFanl concern in E- Lm_ R i
I 1m.’ll [ cad management deuls with potentinl customers. |
Q._I | r’utcmpt tlu.* l'nllmung —iﬂl_ E‘_ E |

(a) Apply the objectives, benef'll\ and Lhallcngu uf CrOss- s:l]mL in a ( RM [08] C€O2 L3

blluﬂl[ﬂﬂ
[h] Explﬂln the concept and nh;cElch of CRM with u:;nplu a - ‘_|l.'|'7] ‘ E{]l _Ll
A i ar et on B Bkt B e i
© |  Apply web-based services in CRM. - |ll8] co2 | 13
. (d) Explain lhﬂ meaning a.nd benefits af CRM to urgmw,.umT and EU‘HDIIILF’S [07] LUI !_LZ_
with examples. - - B B 2l
S | ——

Q._.‘- - _Allc:lp'l the follow IE a o : - [E‘_LD‘ I{L;
{a} ' Analyze the CRM strategy eycle and its HbJL_L[WL,b N |08] CO3 | L4
{h}| | vitluate the Lnnupl and lu:.ls of =L RMin L RM ' [07] -Eﬂdl L5

T OR 1
(¢} | Analyze the role of Sales Force Automation in CRM. . | 108] o3 L4

(d)  Evaluate the cflectiveness of Al, predictive analytics, chatbots and | |07]  CO4 LS
sentiment analysis in CRM
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Attempt the following Case study. [15] CO's KL's

-
|

Decathlon, a leading sports retail company, regularly organizes cyeling
events, marathons, trekking sessions, and fitness workshops to engage with
15 customers. The company promotes these events through the Decathlon
mobile app, emails, and social media. Customers receive personalized event
notifications based on their interests and previous purchases. Participants
are offered exclusive discounts, loyalty points, and early access to newly
launched sports products. Through these event-based marketing initiatives,
Decathlon has strengthened customer relationships, increased store visils,
and encouraged repeat purchases. '

Questions (05 Marks Each): | ‘ |

A) Analyze how Decathlon's event-based marketing initiatives
contribute to customer engagement and repeat purchases. '
13) Evaluate the effectiveness of offering loyalty points and exclusive |
product access during Decathlon’s events as a customer retention |
strategy. | |
C) Examine the role of personalized event notifications in improving
the success of Decathlon's marketing campaigns.

XX --
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