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	JAIPURIA INSTITUE OF MANAGEMENT, INDORE
Post Graduate Diploma in Management (Batch 2024-26)

	Course Title: Customer Relationship Management, (Course Code: 40127)
End-Term Examination, Term - V (January 2026) 

	 Time Duration: 2 Hours                                                                                          Total Marks: 40



General Instructions:
1. Answer the questions as directed. The break-up of the marks is given wherever necessary.
1. Marks against each question is indicated to its right.
1. Answer all the questions of a ‘Section/Question’ at one place in continuation.
1. Answers should be brief and to the point. 
1. Do not write on the question paper except your roll number.



Consumers increasingly prefer buying from own-brand stores, but poor customer service can cause a boomerang effect and repel them. Loyalty programs, which already reach billions of memberships worldwide, are one-way organizations attempt to combat service failures and strengthen customer–brand relationships. According to Nueno, well-designed loyalty programs help customers deepen their psychological connection to the brand, resulting in increased sales. However, he also notes that a majority of firms still offer almost identical loyalty schemes and that many loyalty-building initiatives eventually fail due to lack of follow-up and genuine differentiation.
You are the CRM manager of a leading automobile organization (car manufacturer with its own dealer network and service workshops). The company wants to redesign its loyalty program to build stronger, long-term relationships with its customers. It is contemplating whether to provide discounts on sales and service of automobiles, form association of customers and organize rallies or customize the cars to address the specific taste of customers.
Q1. Apply the concept of customer bonds to suggest which bond will be most effective in this scenario to increase customer loyalty. Do a comparative analysis of all types of bonds to establish the effectiveness of a particular bond. (10 marks) 

Q2. As a management graduate you studied the IDIC model for customer relationship management. Apply this approach in the automobile sector. (10 marks)

An international automobile manufacturer, Auto Connect Motors, sells vehicles through a nationwide dealer network and offers after-sales services (maintenance, repairs, accessories, extended warranties). In recent years, the company has faced several challenges:
· Customer complaints about long service waiting times and poor coordination between dealers and service centers.
· Low usage of its mobile app for booking test drives and service appointments
· Inconsistent follow-up with leads generated from online inquiries and social media campaigns
· Limited insight into why some loyal customers suddenly stop visiting the workshops or switch to competitors
· Duplicate and incomplete customer records across dealerships, finance partners, and the company’s call center
To address these issues and improve customer relationships across the entire customer lifecycle (from inquiry to repurchase), Auto Connect Motors plans to strengthen its Operational, Analytical, and Collaborative CRM capabilities. 

Q3. Apply your knowledge of operational, analytical and collaborative CRM to suggest activities that need to be done for each aspect. (4X3=12marks)

A large fashion retail chain, Style Mart, operates both physical stores and an online shop. The CRM team wants to segment its customers into three categories based on Customer Lifetime Value (CLV). The cost of acquisition is ₹ 2000. 

	Segment
	Avg. Annual Revenue per Customer (₹)
	Annual Churn Rate
	Avg. Annual Cost to Serve per Customer (₹) (marketing, service, discounts, etc.)

	A
	4,000
	40% (0.40)
	1,200

	B
	25,000
	10% (0.10)
	5,000

	C
	10,000
	25% (0.25)
	2,500




Q4A. Calculate the CLV of the three segments and categorize them as low, medium and high segments. (6 marks)

Q4B. You do not want to serve the customers having Low CLV. Develop strategies that you would formulate to eliminate this customer segment. (2 marks)
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