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Q1. a) Explain the purpose and benefits of ihe integration of CRM with other functions of the 

organization. 

Q1 b) "Involvement and commitment of employces is instrumental for the success of CRM". 

Justify the statcment with the help of corporate exainples. 

Q2. Citing at least two relevant examples, highlight the different levels of CRM adaptation and 
e-CRM applications being used in these companies. 
Q3.Describe the steps undertaken to build a leyalty program. What are the different types of 

loyalty programs? What are the reasons for their success or failures? 



Q4. "Implementation of concept of Customer Lifetime Value helps an organization in 
prioritizing its customers and helps as a cost-cutting tool". Making appropriate assumptions, 
explain the process of calculating CLV. 
Q5. Explain the concept of Customer Life Cycle. Citing at least two relevant examples, explain 
the concept of customer lifecycle marketing. 
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