Customer Relationship Management

Sep 2025 Examination

Q1. Purplle is an Indian e-beauty destination company founded in 2012. It operates a marketplace for beauty, cosmetics, and personal care products, offering over 1000+ brands and nearly 50,000 products. Purplle has recently implemented a CRM system that collects detailed data on customer purchases, preferences, and interactions across multiple channels. However, the marketing team continues to send uniform promotional messages to all customers, resulting in low engagement and high opt- out rates. The marketing manager recognises the need to move towards a more segmented and personalised approach, using the CRM system’s analytical capabilities to better understand and address the needs of distinct customer groups.

In this scenario, how should the marketing manager apply customer segmentation and profiling techniques within the CRM system to design targeted communication strategies for different customer segments? (10 Marks) 
Ans 1.

Introduction 
In today’s highly competitive e-commerce landscape, delivering personalised experiences has become a critical success factor for businesses, particularly in the beauty and personal care industry. Purplle, a leading Indian e-beauty marketplace, has invested in a Customer Relationship Management (CRM) system to collect valuable customer data, including purchase history, preferences, and multichannel interactions. However, the current approach of sending uniform promotional messages to all customers results in low engagement and increased opt-out rates, highlighting a disconnect between data collection and strategic application. To 
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Q2. Costco Wholesale Corporation is an American multinational corporation which operates a chain of membership-only big-box warehouse club retail stores. As of 2021, Costco is the third-largest retailer in the world, and as of August 2024, Costco is the world's largest retailer of beef, poultry, organic produce, and wine, with just under a third of American consumers regularly shopping at Costco warehouses. Costco    has implemented a CRM system that enables it to recognize and interact with large groups of low-spending customers who were previously overlooked. While the system allows for basic personalization and communication, management is debating whether further investment in customization for these customers is justified, given their limited contribution to overall revenue. The company is seeking guidance on how to optimize its approach to managing these customer relationships without eroding profit margins.

Evaluate the effectiveness of CRM systems in managing relationships with low- spending customer segments.

How should organizations balance the need for personalization with cost- efficiency, and what improvements would you suggest to maximize value from these segments?  (10 Marks) 
Ans 2.
Introduction 
Customer Relationship Management (CRM) systems have become crucial tools for retail giants like Costco to collect, analyse, and act upon customer data. Traditionally, businesses prioritize high-value customers, assuming that low-spending segments contribute minimally to profits. However, with CRM technology, retailers can now identify and interact with a broader customer base, including low-spending shoppers who were previously overlook
Q3 (A) Neeman’s is a DTC footwear startup. The company sells shoes made from natural fibers, a material that makes the shoes “breathable, moisture-wicking, flexible, lightweight and odor resistant.” The $26M-valued startup recently reported a 47% YOY increase in FY23 revenue. Neeman’s    is now automating many customer contact processes to handle increasing volumes efficiently. However, some customers feel the experience is becoming impersonal, leading to lower satisfaction and loyalty. The management wants a solution that leverages automation for efficiency but preserves meaningful, individualized customer relationships.

Design an innovative approach for balancing automation and personal interaction in CRM processes, ensuring operational efficiency without sacrificing the depth of customer relationships. (5 Marks) 
Ans 3a.
Introduction 
With rapid growth and increasing customer volumes, Neeman’s has turned to automation to improve efficiency and streamline customer interactions. While automation enhances speed and cost-effectiveness, it can risk making the experience feel robotic and impersonal. In an industry where brand loyalty is built on personal connections and trust, striking the right balance between 
Q3 (B) The Saudi Telecom Company, trading as STC Group provides ICT services in the Kingdom of Saudi Arabia, across the Middle East and Europe. The group offers landline and fixed infrastructure, mobile and data services, and broadband & cloud computing services.    STC Group serves millions of customers, ranging from large corporate accounts to individual consumers with minimal monthly spend. The current CRM approach treats all customers similarly, resulting in inefficiencies and dissatisfaction. Management wants to redesign the segmentation and relationship management process to optimize resource allocation and customer satisfaction.

Propose a new model for segmenting and managing customer relationships in a service organization, ensuring that both high-value and low-value customers receive appropriate attention and customized communication strategies. (5 Marks)
Ans 3b.
Introduction 
As a major telecom provider, STC Group serves a wide range of customers with varying needs and contributions to revenue. Treating all customers similarly leads to resource inefficiencies and dissatisfaction, particularly when high-value clients expect premium service while low-value customers require cost-effective solutions. A redesigned CRM model with advanced segmentation and tailored communication strategies is necessary to optimize resource 











