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                  Maximum Marks: 100

Attempt all the questions. 

SECTION-A (25 marks for each question)

1. 
What is the meaning of customer loyalty? Is customer loyalty justified in today’s competitive environment wherein you have availability of so many brands of good quality?  Explain your answer keeping in mind consumer behavior in recent trends.  
2. 
What is the importance of Referral marketing in generating business?  How Referral marketing is valuable in establishing customer relationship with existing customers and leads to future prospects?  Explain.  

Section-B

Case Study (50 Marks)

Sameer is an LIC agent practicing for the last 25 years. He started the work of an insurance agent after completing his graduation. Since then he has been performing very well in LIC always achieving his 100 % targets. Sameer has both individual and corporate clients and very lately he has also become a financial advisor to his clients, advising them on how to invest their money.  Sameer and his firm is very particular about maintaining good rapport with his clients. He makes sure that he is in touch with all his existing clients. He personally sends mailers and letters to all his individual clients on their birthdays, anniversaries, not only of them but also for their immediate family members who may or may not be his clients. That’s how he was able to increase his database. For his corporate clients he makes sure that he visits them personally or through his representatives regularly whether they are active or inactive. Today Sameer is not going from door to door, nor tele-marketing his products; he is getting his regular business all through referral marketing from his existing clients, which is increasing day by day.  Every year he goes on a long family holiday on international tour sponsored by LIC.  Very recently he has also become the financial advisor of ICICI financial products.
Case Questions:

i. 
Explain the reasons of success of Sameer? 





       (15) 

ii. 
How concept of Client relationship management correctly practiced by Sameer? 

       (20)
iii. 
Do you think that it was right on part of Sameer to diversify and take up the association of ICICI? Justify your answer? 








       (15) 
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                  Maximum Marks: 100

Attempt all the questions. 

SECTION-A (25 marks for each question)

1. 
a) 
What   is   customer   satisfaction   and   how  should companies make sure that they can 

achieve customer satisfaction? 






       (15) 

b) 
Is it possible in today’s competitive environment for the companies to satisfy consumers to the maximum possible extent? 





       (10) 

2. 
What e-CRM strategies companies are adopting to attract customers?  Can e-CRM strategies lead to retention of customers which is a challenge for most of the companies in today’s  market place? 










       (25) 

Section-B

Case Study (50 Marks)

As one of the largest financial firms in India, ING had a high volume direct marketing operations, sending out around 60 million pieces of direct mail each year. The bank realized that its campaigns were losing effectiveness because its campaign programme – originally built for direct mail – was not meeting the needs of what was now a multi-channel bank with a strong focus on the online channel.

ING went through a 15 month project that involved a budget of more than 5 million and around 50 full time employees from marketing, IT, customer intelligence and the different channels to build a state-of-the-art direct marketing programme to overcome the old programme’s challenges.

ING’s new Klantdifferentiatie direct marketing programme produces marketing messages that are personalized and delivered through different channels in real time. The programme allows ING to do the following:

· Run campaigns via multiple channels.  Whereas INGs old campaign management programme was exclusively based on outbound channels like direct mail, email, and outbound call-centre calls, the new programme supports marketing on inbound channels like branches, the bank’s secure website and inbound calls to the call centre.

· Synchronise marketing across channels. As campaign management is centralized, campaigns run as a concerned effort across channels – both inbound and outbound. For example, a customer can receive the same savings account through email, on the website or both in succession. ING has norms to ensure that offers are communicated through channels achieving specified response rates.
· Personalise marketing messages. Each customer receives an individual product offer based on what’s already known about him and what’s been learned during the recent interactions.  Branch employees can now see what the next best action (NBA) for each individual customer is and suggest a product during a client interaction in a branch.
· Run as a continuous dialogue. Instead of focusing entirely on ad hoc campaigns, ING’s customer responses from different channels and feeding them back into the data warehouse daily, the bank can constantly optimize the offers made to customers.  If an offer is shown several times and the customer does not respond, another offer will be shown. 
Case Questions:
i. 
How does new marketing programme of ING will help ING in   getting   better results?  Give your opinion. 









       (25)

ii. 
Explain how does the concept of marketing intelligence fit into the new marketing programme launched by ING? 








       (25) 
