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1.
Case Study : (Compulsory)
American Airlines uses Database marketing for Efficient Customer Acquisition.
American Airlines is one of the leading scheduled air carriers in the world, running both passenger and cargo services. The company operates on a worldwide basis with services to major cities in Europe, Canada, Mexico, the Caribbean, Central and South America, Asia, and across the United States. American Airlines is headquartered in Fort Worth, Texas. The company was the first to implement a frequent flyer program (AAdvantage), and today, the program is the largest in terms of members. Besides using the program to induce current members to spend more of their flight dollars with American Airlines, the company uses the program to efficiently target new prospects and to convert patrons of competing air-lines. One example of this strategy is the collaboration with credit card company American Express. Through the collaboration with American Express, American Airlines tries to identify attractive customers who are not American Airlines flyers. Take the example of the Southeast Asian route from Los Angles to Tokyo. American Airlines obtains data form American Express about customers who lives in California and who are using their Amex card in Japan. This list of customers is compared with the actual list of AAdvantage members who are flying to Tokyo. Naturally, there will be customers who do not appear on AAdvantage’s member list. These are obviously premier targets for American Airlines, as they apparently fly to Tokyo but do so with a competing carrier. These prospects will then get attractive offers inducing them to try American Airlines. American Airlines had been very successful in targeting attractive prospectus fly to large number of destinations.

Questions:

a. How does American Airlines know whether this new practice works (i.e., is successful in acquiring more customers than previous methods)? Which performance indicators do you need to measure in order to document this?

b. Explain how exactly American Airlines can compute return on marketing spend with this new practice.

c. Do you think American Airlines’ practice is a benefit or a cost to the consumer?

2.
Discuss the linkage between Customer Acquisition, Customer Retention and Customer Profitability.

(OR)

3.
How do you define CRM? What makes CRM the preferred approach to marketing in the Information Age?

4.
What are the key changes in the business environment?  Why are these changes driving the shift from product-based marketing to customer-based marketing?

(OR)

5.
Explain the nature of lifetime – Profitability Relationship?

[P.T.O]

6.
What is the need for Data Mining?  Explain the various business application of Data Mining.

(OR)

7.
Discuss the challenges of managing the traditional channel partners when engaging in a CRM process directed at the end customers.

8.  
What are the key steps in implementing CRM?  Discuss the various difficulties in implementing CRM.

(OR)

9.
Discuss the various components of the CRM architecture from an operational perspective.







