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CRM stands for:
(A) Customer Retail Management

(B) Customer
Management

Relationship

€ Customer Retention Mechanism
D) Corporate Resource Management
The primary focus of CRM is:

(A) Reducing product costs

(B) Building and maintaining customer
relationships

€ Increasing employee satisfaction
D) Enhancing  supply  chain
management

Which of the following best describes a
customer as a stranger ?

(A) Loyal and long-term buyer

(B) No prior interaction with the
company

) Regular acquaintance of the
company

D) Partner in co-creation of value

The concept of CRM evolved mainly from:

(A) Human Resource Management

(B) Supply Chain Management

C) Relationship Marketing

D) Transactional Selling

Customers who occasionally interact with the
company but lack strong loyalty are
considered:

(A
B
C
D

Acquaintances

)

) Friends
) Partners
)

Strangers
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6. The stage where customers show trust and
loyalty toward the company is :
(A) Stranger
(B) Acquaintance
(®) Friend
D) Partner
7. When customers and companies engage
in joint value creation, the relationship stage
is called:
(A) Stranger
(B) Partner
(®) Acquaintance
(D) Friend
8. Which of the following is NOT an objective
of CRM?
(A) Increase customer satisfaction
(B) Enhance long-term profitability
(®) Maximize customer defection
D) Improve customer retention
9. A key benefit of CRM for customers is:
(A) Increased marketing costs
(B) Personalized services and better
satisfaction
(®) Higher prices
D) Reduced product variety
10. A benefit of CRM for organizations is:
(A) Lower customer loyalty
(B) Decreased employee efficiency
(®) Improved customer retention and
profitability
D) Reduced customer insights
1. Customers who are highly profitable but low
in loyalty belong to which segment?
(A) Butterflies
(B) True Friends
(®) Strangers
(D) Barnacles
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12. Loyal and profitable customers are termed
as:
(A) Barnacles
(B) True Friends
(®) Strangers
D) Acquaintances
13. Low-profit and low-loyalty customers are:
(A) Strangers
(B) Partners
(®) Friends
(D) Barnacles
14. Customers with high loyalty but low
profitability are known as:
(A) True Friends
(B) Butterflies
(®) Barnacles
(D) Strangers
15. Which of the following is NOT a component
of CRM?
(A) Information
(B) Technology
(®) People
D) Manufacturing
16. The CRM component that focuses on
capturing and analyzing customer data is:
(A) People
(B) Technology
(®) Information
D) Process
17. The CRM component that emphasizes using
software and tools is:
(A) Process
(B) Technology
(®) People
D) Communication
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18. The CRM component that ensures
workflows, strategies, and methods are
aligned is:

(A) Process
(B) People
(®) Technology
D) Information

19. The component of CRM that involves training,
motivation, and cultural alignment is:
(A) People
(B) Technology
(®) Process
(D) Information

20. A major barrier to successful CRM
implementation is:

(A) Top management support
B) Employee resistance to change
© Proper training programs
D) Adequate customer data

21. Lack of data integration across departments

is an example of:

(A) CRM opportunity

(B) CRM barrier

(®) CRM component

(D) Customer profitability segment

22. Which of the following is a technological

barrier to CRM?

(A) Poor data quality

(B) Lack of customer-centric culture

(@) Resistance from employees

D) Lack of top management
commitment

CO011003T-A/36

(6)

18.

19.

20.

21.

22.

CRM & I8 Heh S HEYdIE, il

AR fafeEt & der gRREd = ¢,
G

(A) Sk

B) @

(C) T

0) g

CRM & d8 ¥e& fore™ Hfdwrr, SRem
AR TikHiod T@er M €, J8 §
A) @

B)  dFE
(C)  Hfkam
O g

CRM & %d FE<aT H Uh T9@
qE T

A Y e @ A

(B)  HEAIRAN T URACH o ST S
)  Sfer uiwET PR

D) A< TEH s
ferlt & ST IOl B SN IHHB
T IS R

(A)  CRMamEER
(B)  CRMaTET
(C)  CRM &%

(D)  7EH AR ©S
frfafaa & @ #9 CRM & o us
bl ST 37

A) TS 3 o

(B)  UEH-FiRd TP H TG

(C)  FHH=IRAl & iR

D) 9 g @t Sicasdr B T



23. Which of the following CRM barriers relates
to organizational culture?
(A) Lack of customer data
(B) Lack of customer-oriented mindset
(®) Lack of suitable technology
D) Lack of profitability analysis
24. An organization failing to identify profitable
and non-profitable customers faces a barrier
in:
(A) Information management
(B) Customer segmentation
(®) Technology usage
(D) Salesforce automation
25. Successful CRM requires alignment
between:
(A) Product, price, promotion, and
place
(B) Information, process, technology,
and people
(®) Cost, quality, time, and resources
D) Finance, HR, marketing, and IT
26 Which of the following best defines cross-
selling in CRM?
(A) Selling new products to new
customers
(B) Selling complementary products to
existing customers
(®) Increasing the price of existing
products
(D) Selling the same product
repeatedly
C011003T-A/36

(7)

23.

24.

25.

26.

fFrefefed & & @E-8 CRM ramd
TS HEplT o e &7

(A)  TEH ScT B AT

(B)  IEH-IYE HFGHAT H HAG
(C)  IUYH Tebrilch bl A9

D)  STvEAT fASayeT @ ST9d

AR IR R-TTar Jeht $ Jeam
®H § Ood WA g Ged @l
g § el & 9nel &

U ®

(A I e

B) e fHe

(C)  T&rilh & ST
D) Salesforce T

%4 CRM & e fr=ifaifed & &9
W FATF 8

(A)  EE, T@ AR &M

(B) =, HiRAI, i AR AN
(C) R, TeE, T AR e
0) R, 9Ma dEmEd, feM R

SIS

frr=ifoiad & ¥ @9 CRM & sig-afeir
B GEY ST qYE TRAMNT Pl 87

(A) T IEH B T IR T

(B)  HET IMEH B TXH G Sl

C) AR IR B HAT TE

D) TH & IME B IR-IX Jo=T

[P.T.0.]



27. Up-selling refers to:
(A) Encouraging customers to buy
cheaper alternatives
(B) Persuading customers to buy more
expensive products or upgrades
(®) Selling unrelated products to
customers
(D) Reducing the product range
28. The primary objective of customer retention
is to:
(A) Attract new customers
(B) Reduce marketing costs and build
loyalty
(®) Increase product variety
(D) Expand into new markets
29. Which of the following is a benefit of
behavior prediction in CRM?
(A) Better price determination
(B) Anticipating future customer needs
and preferences
(®) Reducing employee turnover
(D) Expanding production capacity
30. Customer Profitability and Value Modelling
primarily helps organizations in:
(A) Developing new technologies
(B) |dentifying and focusing on high-
value customers
(®) Reducing supply chain costs
D) Expanding international presence
31. Channel Optimization in CRM refers to:
(A) Reducing the number of distribution
channels
(B) |dentifying the most effective and
cost-efficient communication
(9] Expanding physical retail stores
D) Automating customer complaints
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32. Personalization in CRM is achieved by:
(A) Mass production of products
(B) Customizing communication and
offers based on customer data
€ Standardized marketing messages
D) Offering the same product to all
customers
33. Event-based marketing means:
(A) Marketing products during festivals
and fairs only
(B) Delivering marketing messages
triggered by specific customer
actions or events
€ Organizing promotional events
D) Offering discounts at exhibitions
34. E-CRM primarily uses which medium for
customer interaction?
(A) Direct mail
(B) Electronic and digital channels like
web, email, and mobile
C) Face-to-face meetings only
D) Telemarketing exclusively
35. Which of the following is NOT a level of E-
CRM?
(A) Operational E-CRM
(B) Analytical E-CRM
©) Collaborative E-CRM
D) Structural E-CRM
36. Operational E-CRM mainly deals with:
(A) Customer data analysis
(B) Direct interactions with customers
through automation tools
) Long-term market forecasting
D) Employee engagement strategies
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37. Analytical E-CRM focuses on:
(A) Conducting advertising campaigns
(B) Understanding customer data and
behavior patterns
(®) Expanding distribution channels
(D) Designing websites
38. Collaborative E-CRM is used for:
(A) Improving customer collaboration
across different departments
(B) Maintaining physical records of
customer data
(9] Offline customer engagement only
(D) Mass production
39. Privacy in E-CRM is crucial because:
(A) Customers demand standardized
products
(B) Customer data is highly sensitive
and personal
(®) It increases the cost of marketing
(D) It reduces service quality
40. Which of the following is a key challenge in
E-CRM?
(A) Product design
(B) Data security and privacy concerns
(®) Employee training
D) High taxation
41. Personalization in E-CRM is commonly
achieved through:
(A) Artificial Intelligence and data
analytics
(B) Mass media advertisements
(®) Government regulations
(D) Standardized packaging
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42. Event-based marketing in E-CRM can be
triggered by:
(A) Customer’s birthday or anniversary
(B) Random product launches
(®) Employee transfers
(D) Stock market updates
43. Which metric is often used in customer
retention analysis?
(A) ROI
(B) Customer Lifetime Value (CLV)
(®) Gross Domestic Product (GDP)
D) Break-even point
44, A company offering product suggestions
based on past purchases is practicing:
(A) Channel optimization
(B) Personalization and behavior
prediction
(9] Event-based marketing only
(D) Cost-cutting strategy
45. The main goal of CRM marketing drives is
to:
(A) Reduce product quality for cost
benefits
(B) Build stronger  customer
relationships and maximize value
(®) Limit customer communication
D) Focus only on new customer
acquisition
46. Relationship marketing primarily focuses
on:
(A) Short-term sales goals
(B) One-time transactions
(9] Long-term customer relationships
(D) Reducing operational costs
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47. Which of the following is a core strategy in
relationship development?
(A) Mass advertising
(B) Personalization and customization
(9] Price cutting
(D) Market penetration only
48. The Organizational Pervasive Approach in
relationship marketing emphasizes:
(A) Involving only sales department in
CRM
(B) Extending relationship focus across
all departments
(®) Restricting customer service to
frontline staff
(D) Outsourcing relationship
management
49. Managing customer emotions is crucial
because:
(A) Customers make decisions based
only on logic
(B) Emotions influence loyalty and
purchase decisions
(®) Emotions are irrelevant in business
transactions
D) Emotions only affect employees,
not customers
50. A strong brand built through relationship
marketing usually results in :
(A) Higher customer switching rates
(B) Lower customer retention
(9] Increased trust and loyalty
D) Reduced emotional connection
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51. Which element is NOT part of brand building
through relationship marketing?
(A) Consistency in communication
(B) Customer engagement
(®) Ignoring feedback
(D) Trust creation
52. Service Level Agreements (SLAs) in CRM define:
(A) Minimum employee salaries
(B) Terms of service performance
between provider and customer
(®) Government regulations on
services
D) Strategies for brand promotions
53. A major challenge in relationship marketing is:
(A) Customer retention
B) Competitor imitation
(®) Data privacy issues
D) All of the above
54. Which  CRM initiative focuses on
understanding customer purchasing
frequency and recency?
(A) Customer Lifetime Value analysis
(B) RFM analysis
(®) Market segmentation
D) Loyalty programs
95. CRM helps in brand building mainly through:
(A) Technology replacement
(B) Standardized, one-size-fits-all
communication
(®) Personalized customer
engagement and service
(D) Reducing product quality
56. Which of the following is NOT a CRM
marketing initiative?
(A) Loyalty programs
(B) Data-driven campaigns
© Personalized offers
D) Ignoring customer history
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57. Customer data management in CRM
primarily helps in:
(A) Reducing advertising budgets
(B) Predicting customer behavior and
needs
(®) Limiting sales promotions
(D) Standardizing customer
experiences without flexibility
58. Which of the following is an example of
managing customer emotions?
(A) Automated call menus only
(B) Empathetic complaint handling
© Delayed responses to queries
D) Strict policies without flexibility
59. CRM software like Salesforce, Zoho, or
HubSpot primarily supports :
(A) Data management and customer
engagement
B) Only accounting and finance
(®) Manufacturing efficiency
D Government regulations
60. A long-term result of relationship marketing
is:
(A) Higher customer acquisition cost
(B) Strong customer loyalty and
advocacy
(®) Decreased brand value
D) Increased one-time sales
61. Which of the following is a relationship
challenge in digital CRM?
(A) Omnichannel communication
(B) Data security and privacy concerns
(®) Customer feedback systems
(D) Personalized email marketing
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62. Which type of CRM focuses on analyzing
customer data for insights?
(A) Operational CRM
(B) Analytical CRM
(@) Collaborative CRM
D) Traditional CRM
63. Collaborative CRM is best described as:
(A) Tools for internal cost-cutting
(B) Systems that enable
communication between company
and customers across multiple
channels
(®) Only back-end data processing
D) Ignoring partner relationships
64. Customer complaints, if managed
effectively, can lead to:
(A) Loss of goodwill
(B) Strengthened trust and retention
(®) Increased negative publicity
D) Higher switching rates
65. The main role of relationship marketing in
customer service is to:
(A) Create short-term satisfaction only
(B) Build loyalty through continuous
positive experiences
(®) Limit service interactions
D) Focus solely on product features
66. In a call centre, call routing primarily aims
to:
(A) Reduce call volume
(B) Direct calls to the most appropriate
agent
(®) Increase sales automatically
D) Avoid customer interaction
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67. A contact centre differs from a call centre
mainly because it:
(A) Handles only phone calls
(B) Uses only human agents
(®) Integrates multiple channels like
email, chat, and social media
(D) Is only used for outbound services
68. Which of the following is an advantage of
web-based self-service ?
(A) Reduces customer empowerment
(B) Increases customer waiting time
(®) Enables customers to solve issues
independently
(D) Requires more human agents
69. Customer Satisfaction Measurement is
important because:
(A) It increases call handling time
(B) It helps identify gaps between
expectation and service delivered
(®) It replaces CRM software
(D) It eliminates the need for call
centres
70. Which method is commonly used to
measure customer satisfaction?
(A) Call scripting
(B) Net Promoter Score (NPS)
(®) Workforce management
D) Call routing
1. Call scripting in customer service ensures:
(A) Agents have complete freedom in
conversation
(B) Consistency and accuracy in
responses
(®) Customers never interact with
agents
D) Automation replaces all human roles
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72. A cyber agent in CRM refers to:
(A) A virtual assistant or chatbot
powered by Al
(B) A customer loyalty program
(®) A physical call centre employee
D) A marketing consultant
73. Workforce management in call centres
mainly deals with:
(A) Hiring cyber agents only
(B) Scheduling, forecasting, and
monitoring agent performance
(®) Reducing customer satisfaction
scores
(D) Managing customer loyalty
programs
74. The primary goal of contact centre sales
support is:
(A) To reduce the workforce
(B) To assist customers in purchasing
decisions
(®) To avoid customer queries
D) To stop online sales
75. Which is NOT a function of CRM in call
centres?
(A) Recording customer interactions
(B) Improving customer service
(®) Tracking sales leads
(D) Manufacturing physical products
76. IVR (Interactive Voice Response) is most
closely associated with:
(A) Call routing and self-service options
(B) Customer satisfaction surveys only
(®) Workforce scheduling
D) Cyber agent recruitment
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7. Which of the following is a challenge of web-
based self-service ?
(A)  24/7 availability
(B) Reduced agent dependency
(®) Lack of personal touch for complex
queries
(D)  Easy access to FAQs
78. Customer effort score (CES) measures:
(A) Sales revenue from customers
(B) Customer’s ease of resolving an
issue
(®) Employee job satisfaction
(D) Frequency of call routing
79. One disadvantage of call scripting is:
(A) Reduces training costs
(B) Makes conversations sound robotic
(®) Provides consistent responses
D) Improves first call resolution
80. Cyber agents are particularly effective for:
(A) Handling repetitive customer
queries
(B) Complex legal disputes
(®) Manufacturing physical products
(D) Workforce hiring
81. Workforce management uses forecasting to:
(A) Predict future call volumes and
staffing needs
(B) Replace agents with Al
(®) Increase call handling time
(D) Eliminate self-service portals
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82. A key benefit of CRM in customer service
is:
(A) Higher customer churn
(B) Personalized customer interaction
(®) Increased operational silos
(D) Reduced customer data collection
83. Contact centre sales support commonly uses:
(A) Cross-selling and upselling
techniques
(B) Employee satisfaction surveys
(®) Manufacturing reports
D) Workforce training manuals only
84. Which technology helps integrate call
centres with digital channels?
(A) ERP
B) Omnichannel CRM
(9] Cybersecurity only
D) Manufacturing Execution Systems
85. An example of customer satisfaction
measurement tool is:
(A) IVR system
(B) Net Promoter Score (NPS) survey
(®) Call routing software
D) Workforce scheduling software
86. Which of the following is considered
reference data in CRM?
(A) Customer purchase history
(B) Product categories
(®) Sales transactions
(D) Customer complaints
87. Transactional data primarily includes:
(A) Metadata about products
(B) Individual customer interactions and
sales
(®) Industry benchmarks
(D) Data definitions
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88. Warehouse data is primarily used for:
(A) Day-to-day transactions
(B) Storing large volumes of historical
data for analysis
(®) Recording employee attendance
D) Tracking product delivery
89. Business view data in CRM refers to:
(A) Raw transactional data
(B) Data aggregated and formatted for
decision-making
(®) Product inventory details
D) Supplier information
90. Which of the following is NOT a common
data quality issue in CRM?
(A) Duplicate records
(B) Incomplete customer profiles
(®) Outdated contact information
(D) Cloud storage options
91. Which tool is typically used to manage and
clean CRM data?
(A) OLAP cubes
(B) Data cleansing tools
(®) Clickstream tracking
D) Collaborative filtering
92. Online Analytical Processing (OLAP) is
primarily used for:
(A) Real-time customer interactions
(B) Multidimensional data analysis for
decision support
(®) Data entry automation
D) Sending personalized emails
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93. Clickstream analysis in CRM helps 93
organizations:
(A) Track customer website behavior
(B) Analyze warehouse inventory
(®) Monitor employee attendance
(D) Evaluate supplier performance
94. Personalization in CRM is achieved through:  94.
(A) Tailoring customer experiences
based on individual preferences
(B) Standardizing all communications
(®) Recording reference data
(D) Aggregating transactional data
95. Collaborative filtering is commonly used for: g5
(A) Cleaning data
(B) Recommending products based
on similar user behavior
(®) Generating warehouse reports
D) ldentifying duplicate records
96. Data reporting in CRM primarily provides: 96.
(A) Raw transactional data
(B) Insights and summaries for
decision-making
(®) Product catalog updates
D) Customer complaints
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97. Which of the following is an ethical issue in
CRM?
(A) Storing warehouse data
(B) Collecting customer data without
consent
(®) Aggregating transactional data
(D) Using OLAP for analysis
98. Which type of CRM data is mostly used for
generating dashboards and business
intelligence reports?
(A) Transactional data
(B) Business view data
(®) Reference data
(D) Clickstream data
99. Duplicate or inconsistent customer records
in CRM can lead to:
(A) Better personalized offers
(B) Incorrect business decisions
(®) Enhanced clickstream analysis
(D) More OLAP dimensions
100.  Using data responsibly and respecting
privacy in CRM ensures compliance with:
(A) Product catalog standards
(B) Data protection laws and ethical
guidelines
(®) Warehouse storage limits
(D) OLAP cube structures
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