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Note: 

1. The paper is divided into TWO Sections: SECTION-A and SECTION-B. 

2. There are five questions in SECTION-A.  You are required to attempt ANY THREE. 

3. All the questions of SECTION-B (Case Study) are compulsory.

SECTION-A (20 Marks each)
1.
‘CRM is the core business strategy that aims to create and deliver value to targeted customers at a profit’. Discuss the statement identifying core CRM attributes.
2.    
Enumerate citing suitable examples, as to why companies want relationships with customers. 
3.    
Identify the key phases involved during a CRM implementation. Discuss the key decision-points and activities within each of the phases.
4.
a.  
Privacy   and   Data   protection  have gained major concerns among legislators as well as
                    
customers, worldwide.  Discuss the implications of the privacy issues

b.  
Enlist the obligations which data controllers are required to comply with, to address privacy    issues for customers
5.   
Illustrate with examples, experiential marketing strategies employed by CRM managers for improving customer experience.
SECTION-B (40 Marks)

Case Study (Compulsory)

Jealous21 rules #freejeansday : Customer Experience
Innovation and brand consultant, Anisha Motwani, believes that free trials or sampling as a strategy is mostly prevalent and successful in categories that have deep-seated habits and have high frequency of consumption. Brand   switching   in  this   category   requires   attitude   and  behaviour  changes and free 
sampling influences customers to try new brands and thus increasing the probability of purchase. Such categories could include newspapers, food products, etc. Free trials can also be found in case of expansive offerings where consumers prefer sampling before making a final commitment. 

In March, 2017, a unique trial-driven marketing experiment in the unusual category of apparel was done by women’s denim brand Jealous 21. It offered free jeans to its customers in Delhi, Mumbai, Bengaluru and Chennai. The process to avail the offer involved registration by interested women on the company’s website, get a unique code to visit its store, uploading a selfie in a  Jealous 21 garment at the store, and tagging @jealous21 and #freejeansday on instagram or on Facebook to walk away with a free pair of jeans. The brand made sure that there were no hidden terms and conditions which made it a very enjoyable experience for its customers. Total 30,000 people registered for participation and 5000 jeans were claimed. Though jeans as a category does not quite fit into this kind of trial-driven marketing, but this brand achieved spread of positive word of mouth leading to referrals. “The real impact of this is the visualization of such an activity. The brand is earning this buzz-rather than paying for advertising- and is being talked about,” says Motwani. 

Trial based marketing is based on the assumption that once the prospective customer experiences the product/ service they might get ready to make a lifetime commitment to the brand. “A consumer is more likely to buy a product after trying it. Typically, food products have tried sampling stations while cars invite you to go on a test drive,” says Alpana Parida, managing director at brand strategy firm, DY Works. 

Success of Reliance Jio in the intensely competitive Indian telecom market brings forth the strength of trial marketing strategy, even in the service industry. Reliance Jio Infocomm Ltd. Offered free sampling of Jio’s voice calling, text messaging and data services, and acquired stupendous 100 million subscribers, of which it continued to retain 72 million even after the free trial period ended. 

Conventional wisdom suggests that brands that indulge in trials and discounts erode brand value. “Here’s the reality though. People value brands. But people also seek value for money. They prefer to buy brands, especially when they are offered at the best price or that have been experienced first- hand and generated a positive word of mouth,” Motwani says.

6.  
Case Questions:   (Each question carries 20 marks)
i. Trial based marketing impacts prospective customer experience, leading to commitment and satisfaction. Explain the above role it plays, in context with the case.

ii. 
Delivering customer value has a strong linkage to generating long-term customer loyalty. Keeping the case in context, illustrate in detail the role of these factors and the changing influences being observed in today’s marketplace. 
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