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1.
Case Study (Compulsory):

Standard Chartered Bank (SCB) was looking for a tool that would help it to analyze the huge volumes of data captured by its OLTP systems.  The objective was to analyse new business opportunities, provide better customer service and boost profitability.  SCB previously used Online Transaction Processing (OLTP) system, which facilitated and managed transaction-oriented applications.  The system was reliable but provided little scope for in-depth customer analysis, which is the key to survive in the fiercely competitive financial market place.  It answered the financial queries and generated reports at a broad portfolio level, which included total earnings, debt situation, interest income, cost, fee, income and profits said Sedjwick John Joseph, Head, Business Intelligence Unit, SCB.
The bank realized that if needed to go a step further and deploy a solution which it can use to analyze the huge volumes of data captured by its OLTP systems.  The idea was to search for crucial nuggets of information from the vast amounts of transactional data at its disposal to get the right information, to the right executive and at the right time.  This information can help a bank take critical business decisions in the dog-eat-dog financial world.
The bank’s IT team looked at the business requirements in detail and deduced that the organization needed a data warehousing and analytical solution that would help analyze customer data to enable fact-based decision making in areas ranging from acquisition and risk management to cross-selling and portfolio management.  After evaluating a number of vendor offerings, SCB decided to use a suite of products from SAS.  It went for the SAS customizable CRM solution varied services a better way to understand its customer base and the varied services it provides.
SCB has over 2.2 million retail customers and over 1.3 million credit card customers nationwide.  The bank’s vision was to champion fact-based strategic business decisions using best-in-class analytics.  The objective was to enhance the organization’s competitive advantage and boost profits.  The bank was looking forward to the following broad benefits:
· The ability to exploit changing and widening markets
· The ability to implement a customer-centric approach focused on optimizing the lifetime value of the customer
· The ability to concentrate on financial budgeting, cost control and risk management
· To look for new ways to maximize costs, while increasing profitability and shareholder value by effectively managing consumer relationships.
Question:

Suggest suitable measures that should be taken by the company for achieving the above benefits.                                                                       
[P.T.O]

2.
What are the types of CRM?
(OR)

3.
Explain the costs involved in acquiring and retaining customers.
4.
What are the various categories of relationship marketing goals?
(OR)

5.
Discuss the framework for customer loyalty.
6.
What are the different levels of e-CRM?  
(OR)

7.
What are the guidelines for CRM implementation?                                 
8.
Explain the CRM architecture.
(OR)
9.
What are the 11 C’s of relationship marketing in this digital era?






