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1. CRM stands for:

(A) Customer Retail Management

(B) Customer Relationship

Management

(C) Customer Retention Mechanism

(D) Corporate Resource Management

2. The primary focus of CRM is:

(A) Reducing product costs

(B) Building and maintaining customer

relationships

(C) Increasing employee satisfaction

(D) Enhancing supply chain

management

3. Which of the following best describes a

customer as a stranger ?

(A) Loyal and long-term buyer

(B) No prior interaction with the

company

(C) Regular acquaintance of the

company

(D) Partner in co-creation of value

4. The concept of CRM evolved mainly from:

(A) Human Resource Management

(B) Supply Chain Management

(C) Relationship Marketing

(D) Transactional Selling

5. Customers who occasionally interact with the

company but lack strong loyalty are

considered:

(A) Acquaintances

(B) Friends

(C) Partners

(D) Strangers

1. CRM dk vFkZ gS %

(A) xzkgd [kqnjk izca/ku

(B) xzkgd lEcU/k izca/ku

(C) xzkgd izfr/kkj.k ra=

(D) dkWiksZjsV lalk/ku izca/ku

2. CRM  dk izkFkfed Qksdl gS %

(A) mRikn ykxr de djuk

(B) xzkgd lEcU/k cukuk vkSj cuk, j[kuk

(C) deZpkjh larqf"V c<+kuk

(D) vkiwfrZ Ük̀a[kyk izca/ku dks csgrj cukuk

3. fuEufyf[kr esa ls dkSu&lk ,d vtuch ds
:i esa xzkgd dk lcls vPNk o.kZu djrk gS\

(A) oQknku vkSj nh?kZdkfyd [kjhnkj

(B) daiuh ds lkFk dksbZ iwoZ laidZ ugha

(C) daiuh dk fu;fer ifjp;

(D) ewY; ds lg&fuekZ.k esa Hkkxhnkj

4. CRM  dh vo/kkj.kk eq[;r% fuEufyf[kr ls
fodflr gqbZ gS %
(A) ekuo lalk/ku izca/ku
(B) vkiwfrZ Ük̀a[kyk izca/ku
(C) lEcU/k foi.ku
(D) ysu&nsu lEcU/kh fcØh

5. tks xzkgd dHkh&dHkkj daiuh ds lkFk ckrphr
djrs gSa] ysfdu muesa xgjh oQknkjh dh deh
gksrh gS] mUgsa ekuk tkrk gS %

(A) ifjfpr

(B) fe=

(C) Hkkxhnkj

(D) vtuch

[P.T.O.]



C011003T-A/36 (  4  )

6. The stage where customers show trust and

loyalty toward the company is :

(A) Stranger

(B) Acquaintance

(C) Friend

(D) Partner

7. When customers and companies engage

in joint value creation, the relationship stage

is called:

(A) Stranger

(B) Partner

(C) Acquaintance

(D) Friend

8. Which of the following is NOT an objective

of CRM?

(A) Increase customer satisfaction

(B) Enhance long-term profitability

(C) 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
(C) Higher prices
(D) Reduced product variety

10. A benefit of CRM for organizations is:
(A) Lower customer loyalty
(B) Decreased employee efficiency
(C) Improved customer retention and

profitability
(D) Reduced customer insights

11. Customers who are highly profitable but low
in loyalty belong to which segment?
(A) Butterflies
(B) True Friends

(C) Strangers

(D) Barnacles

6. og pj.k tgk¡ xzkgd daiuh ds izfr fo'okl
vkSj oQknkjh fn[kkrs gSa %
(A) vtuch
(B) ifjfpr
(C) fe=
(D) Hkkxhnkj

7. tc xzkgd vkSj daifu;ksa la;qDr ewY; l`tu esa
layXu gksrs gSa] rks lEcU/k pj.k dks dgk
tkrk gS %
(A) vtuch
(B) lk>snkj
(C) ifjfpr
(D) fe=

8. fuEufyf[kr esa ls dkSu&lk CRM dk mn~ns';
ugha gS\
(A) nh?kZdkfyd larqf"V esa o`f)
(B) nh?kZdkfyd ykHkiznrk esa o`f)
(C) xzkgd iyk;u dks vf/kdre djuk
(D) xzkgd izfr/kkj.k esa lq/kkj

9. xzkgdksa ds fy, CRM dk ,d izeq[k ykHk gS %

(A) foi.ku ykxr esa of̀)

(B) O;fDrxr lsok,¡ vkSj csgrj larqf"V

(C) Å¡ph dhersa

(D) mRikn fofo/krk esa deh
10. laxBukas ds fy, CRM dk ,d ykHk gS %

(A) de xzkgd fu"Bk
(B) de deZpkjh n{krk
(C) csgrj xzkgd izfr/kkj.k vkSj ykHkiznrk
(D) de xzkgd varn`Zf"V

11. tks xzkgd vR;f/kd ykHknk;d gSa ysfdu de
fu"Bk j[krs gSa] os fdl oxZ ls lEcfU/kr gSa\
(A) frrfy;k¡
(B) lPps nksLr
(C) vtuch
(D) ckuZdYl
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12. Loyal and profitable customers are termed

as:

(A) Barnacles

(B) True Friends

(C) Strangers

(D) Acquaintances

13. Low-profit and low-loyalty customers are:

(A) Strangers

(B) Partners

(C) Friends

(D) Barnacles

14. Customers with high loyalty but low

profitability are known as:

(A) True Friends

(B) Butterflies

(C) Barnacles

(D) Strangers

15. Which of the following is NOT a component

of CRM?

(A) Information

(B) Technology

(C) People

(D) Manufacturing

16. The CRM component that focuses on

capturing and analyzing customer data is:

(A) People

(B) Technology

(C) Information

(D) Process

17. The CRM component that emphasizes using

software and tools is:

(A) Process

(B) Technology

(C) People

(D) Communication

12. oQknkj vkSj ykHknk; xzkgdksa dks dgk tkrk
gS %
(A) ckuZdYl
(B) lPps nksLr
(C) vtuch
(D) ifjfpr

13. de ykHk vkSj de oQknkjh okys xzkgd gSa %
(A) vtuch
(B) lk>snkjh
(C) nksLr
(D) ckuZdYl

14. mPp oQknkjh ysfdu de ykHkiznrk okys
xzgdksa dks dgk tkrk gS %
(A) lPps nksLr
(B) frrfy;k¡
(C) ckuZdYl
(D) vtuch

15. fuEufyf[kr esa ls dkSu&lk CRM dk ?kVd
ugha gS\
(A) lwpuk
(B) izkS|ksfxdh
(C) yksx
(D) fofuekZ.k

16. xzkgd MsVk dks dSIpj vkSj fo'ys"k.k djus ij
dsafnzr CRM ?kVd gS %
(A) yksx
(B) izkS|ksfxdh
(C) lwpuk
(D) izfØ;k

17. CRM dk og ?kVd tks lkW¶+Vos;j vkSj midj.kksa
ds mi;ksx ij t+ksj nsrk gS] og gS %
(A) izfØ;k
(B) rduhd
(C) yksx
(D) lapkj

[P.T.O.]
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18. The CRM component that ensures

workflows, strategies, and methods are

aligned is:

(A) Process

(B) People

(C) Technology

(D) Information

19. The component of CRM that involves training,

motivation, and cultural alignment is:

(A) People

(B) Technology

(C) Process

(D) Information

20. A major barrier to successful CRM

implementation is:

(A) Top management support

(B) Employee resistance to change

(C) Proper training programs

(D) Adequate customer data

21. Lack of data integration across departments

is an example of:

(A) CRM opportunity

(B) CRM barrier

(C) 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

(C) Resistance from employees

(D) Lack of top management

commitment

18. CRM  dk og ?kVd tks dk;Zizokg] j.kuhfr;ksa
vkSj fof/k;ksa dk lajs[k.k lqfuf'pr djrk gS]
og gS %

(A) izfØ;k

(B) yksx

(C) rduhd

(D) lwpuk

19. CRM dk og ?kVd ftlesa izf'k{k.k] izsj.kk
vkSj lkaLÑfrd lajs[k.k 'kkfey gS] og gS %

(A) yksx

(B) rduhd

(C) izfØ;k

(D) lwpuk

20. CRM  ds lQy dk;kZUo;u esa ,d izeq[k
ckèkk gS %

(A) 'kh"kZ izca/ku dk leFkZu

(B) deZpkfj;ksa dk ifjorZu ds izfr izfrjksèk

(C) mfpr izf'k{k.k dk;ZØe

(D) i;kZIr xzkgd MsVk

21. foHkkxksa esa MsVk ,dhdj.k dk vHkko bldk
,d mnkgj.k gS %

(A) CRM volj

(B) CRM ck/kk

(C) CRM ?kVd

(D) xzkgd ykHkiznrk [kaM

22. fuEufyf[kr esa ls dkSu CRM ds fy, ,d
rduhdh ck/kk gS\

(A) [kjkc MsVk xq.koÙkk

(B) xzkgd&dsafnzr laLÑfr dk vHkko

(C) deZpkfj;ksa dk izfrjks/k

(D) 'kh"kZ izca/ku dh izfrc)rk dk vHkko
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23. Which of the following CRM barriers relates

to organizational culture?

(A) Lack of customer data

(B) Lack of customer-oriented mindset

(C) 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

(C) Technology usage

(D) Salesforce automation

25. Successful CRM requires alignment

between:

(A) Product, price, promotion, and

place

(B) Information, process, technology,

and people

(C) Cost, quality, time, and resources

(D) Finance, HR, marketing, and IT

26 Which of the following best defines cross-

selling in CRM?

(A) Sell ing new products to new

customers

(B) Selling complementary products to

existing customers

(C) Increasing the price of existing

products

(D) Selling the same product

repeatedly

23. fuEufyf[kr esa ls dkSu&lh CRM ck/kk,¡
laxBukRed laLÑfr ls lEcfU/kr gSa\

(A) xzkgd MsVk dk vHkko

(B) xzkgd&mUeq[k ekufldrk dk vHkko

(C) mi;qDr rduhd dk vHkko

(D) ykHkiznrk fo'ys"k.k dk vHkko

24. ykHkiznrk vkSj xSj&ykHknk; xzgdksa dh igpku
djus esa foQy jgus okys laxBu dks
fuEufyf[kr esa ck/kkvksa dk lkeuk djuk
iM+rk gS %

(A) lwpuk izca/ku

(B) xzkgd foHkktu

(C) rduhd dk mi;ksx

(D) Salesforce Lopkyu

25. lQy CRM ds fy, fuEufyf[kr ds chp
lajs[k.k vko';d gS %

(A) mRikn] ewY; vkSj LFkku

(B) lwpuk] izfØ;k] rduhd vkSj yksx

(C) ykxr] xq.koÙkk] le; vkSj lalk/ku

(D) foÙk] ekuo lalk/ku] foi.ku vkSj
vkbZVh

26. fuEufyf[kr esa ls dkSu CRM esa ØkWl&lsfyax
dks lcls vPNh rjg ifjHkkf"kr djrk gS\

(A) u, xzkgdksa dks u, mRikn cspuk

(B) ekStwnk xzkgdksa dks iwjd mRikn cspuk

(C) ekStwnk mRiknksa dh dher c<+kuk

(D) ,d gh mRikn dks ckj&ckj cspuk

[P.T.O.]
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27. Up-selling refers to:

(A) Encouraging customers to buy

cheaper alternatives

(B) Persuading customers to buy more

expensive products or upgrades

(C) Sell ing 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

(C) 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

(C) Reducing employee turnover

(D) Expanding production capacity

30. Customer Profitability and Value Modelling

primarily helps organizations in:

(A) Developing new technologies

(B) Identifying and focusing on high-

value customers

(C) Reducing supply chain costs

(D) Expanding international presence

31. Channel Optimization in CRM refers to:

(A) Reducing the number of distribution

channels

(B) Identifying the most effective and

cost-efficient communication

(C) Expanding physical retail stores

(D) Automating customer complaints

27. vi&lsfyax dk vFkZ gS %

(A) xzkgdksa dks lLrs fodYi [kjhnus ds
fy, izksRlkfgr djuk

(B) xzkgdksa dks vf/kd egaxs mRikn ;k
vixzsM [kjhnus ds fy, izsfjr djuk

(C) xzkgdksa dks vlEcU/kr mRikn cspuk

(D) mRikn jsat de djuk
28. xzkgd izfr/kkj.k dk izkFkfed mn~ns'; gS %

(A) u, xzgdksa dks vkdf"kZr djuk

(B) foi.ku ykxr de djuk vkSj oQknkjh
cukuk

(C) mRikn fofo/krk c<+kuk

(D) u, cktkjksa esa foLrkj djuk
29. CRM esa O;ogkj iwokZuqeku dk fuEufyf[kr esa

ls dkSu&lk ykHk gS\
(A) csgrj ewY; fu/kkZj.k
(B) Hkfo"; dh xzkgd vko';drkvksa vkSj

izkFkfedrkvksa dks vuqeku yxkuk
(C) deZpkjh VuZ vksoj de djuk
(D) mRiknu {kerk dk foLrkj djuk

30. xzkgd ykHkiznrk vkSj ewY; ekWMfyax eq[; :i
ls laxBuksa dh fuEufyf[kr esa enn djrk gS %
(A) ubZ rduhdksa dk fodkl
(B) mPp&ewY; okys xzgdksa dh igpku

djuk vkSj mu ij /;ku dsafnzr djuk
(C) vkiwfrZ Ükà[kyk ykxr de djuk
(D) varjkZ"Vªh; mifLFkfr dk foLrkj djuk

31. CRM esa pSuy vuqdwyu dk vFkZ gS %

(A) forj.k pSuyksa dh la[;k de djuk

(B) lcls izHkkoh vkSj ykxr&dq'ky lapkj
pSuyksa dh igpku djuk

(C) HkkSfrd [kqnjk LVksjksa dk foLrkj djuk

(D) xzkgd f'kdk;rksa dk Lopkyu
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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

(C) 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

(C) 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

(C) 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

(C) Long-term market forecasting

(D) Employee engagement strategies

32. CRM esa oS;fDrdj.k fuEu }kjk izkIr fd;k
tkrk gS %
(A) mRiknksa dk cM+s iSekus ij mRiknu
(B) xzkgd MsVk ds vk/kkj ij lapkj vkSj

vkWQ+j dks vuqdwfyr djuk
(C) ekudhÑr foi.ku lans'k
(D) lHkh xzgdksa dks ,d gh mRikn iznku djuk

33. ?kVuk&vk/kkfjr foi.ku dk vFkZ gS %

(A) dsoy R;ksgkjksa vkSj esyksa ds nkSjku
mRiknksa dk foi.ku

(B) fof'k"V xzkgd fØ;kvksa ;k ?kVukvksa
ls izsfjr foi.ku lans'k igq¡pkuk

(C) izpkj dk;ZØe vk;ksftr djuk

(D) izn'kZudkfj;ksa esa NwV iznku djuk
34. bZ&lhvkj,e eq[; :i ls xzkgd laidZ ds fy,

fdl ek/;e dk mi;ksx djrk gS\
(A) Mk;jsDV esy
(B) osc] bZesy vkSj eksckby tSls bysDVªkWfud

vkSj fMftVy pSuy
(C) dsoy vkeus&lkeus dh cSBdsa
(D) dsoy VsyhekdsZfVax

35. fuEufyf[kr esa ls dkSu&lk bZ&lhvkj,e dk
Lrj ugha gS\
(A) ifjpkyu bZ&lhvkj,e
(B) fo'ys"k.kkRed bZ&lhvkj,e
(C) lg;ksxkRed bZ&lhvkj,e
(D) lajpukRd bZ&lhvkj,e

36. dk;kZRed bZ&lhvkj,e eq[; :i ls fuEu ls
lEcfU/kr gS %
(A) xzkgd MsVk fo'ys"k.k
(B) Lopkyu midj.kksa ds ek/;e ls xzkgdksa

ds lkFk izR;{k ckrphr
(C) nh?kZdkfyd ckt+kj iwokZuqeku
(D) deZpkjh tqM+ko j.kuhfr;k¡

[P.T.O.]
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37. Analytical E-CRM focuses on:

(A) Conducting advertising campaigns

(B) Understanding customer data and

behavior patterns

(C) 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

(C) 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

(C) 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

(C) Employee training

(D) High taxation

41. Personalization in E-CRM is commonly

achieved through:

(A) Artificial Intell igence and data

analytics

(B) Mass media advertisements

(C) Government regulations

(D) Standardized packaging

37. fo'ys"k.kkRed bZ&lhvkj,e fuEu ij dsafnzr
gS %
(A) foKkiu vfHk;ku pykuk
(B) xzkgd MsVk vkSj O;ogkj iSVuZ dks

le>uk
(C) forj.k pSuyksa dk foLrkj
(D) osclkbV fMt+kbu djuk

38. lg;ksxh bZ&lhvkj,e dk mi;ksx fuEu ds
fy, fd;k tkrk gS %
(A) fofHkUu foHkkxksa esa xzkgd lg;ksx esa

lq/kkj
(B) xzkgd MsVk ds HkkSfrd fjdkWMZ cuk,

j[kuk
(C) dsoy vkWQ+ykbu xzkgd tqM+ko
(D) cM+s iSekus ij mRiknu

39. bZ&lhvkj,e esa xksiuh;rk egRoiw.kZ gS D;ksafd %
(A) xzkgd ekudhÑr mRiknksa dh ekax

djrs gSa
(B) xzkgd MsVk vR;f/kd laosnu'khy vkSj

O;fDrxr gksrk gS
(C) ;g ekdsZfVax dh ykxr c<+krk gS
(D) ;g lsok dh xq.koÙkk dks de djrk

gS
40. bZ&lhvkj,e esa fuEufyf[kr esa ls dkSu&lh

,d izeq[k pqukSrh gS\
(A) mRikn fMt+kbu
(B) MsVk lqj{kk vkSj xksiuh;rk lEcU/kh fpark,¡
(C) deZpkjh izf'k{k.k
(D) mPp djk/kku

41. bZ&lhvkj,e esa oS;fDrdj.k vkerkSj ij
fuEufyf[kr ds ek/;e ls izkIr fd;k tkrk gS %

(A) Ñf=e cqf)eÙkk vkSj MsVk fo'ys"k.k

(B) tulapkj ek/;eksa esa foKkiu

(C) ljdkjh fu;e

(D) ekudhÑr iSdsftax
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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

(C) Employee transfers

(D) Stock market updates

43. Which metric is often used in customer

retention analysis?

(A) ROI

(B) Customer Lifetime Value (CLV)

(C) 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

(C) 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

(C) 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

(C) Long-term customer relationships

(D) Reducing operational costs

42. bZ&lhvkj,e esa bZosaV&vk/kkfjr ekdsZfVax
fuEufyf[kr }kjk fVªxj dh tk ldrh gS %
(A) xzkgd dk tUefnu ;k o"kZxkaB
(B) ;knf̀PNd mRikn ykWUp
(C) deZpkjh LFkkukarj.k
(D) 'ks;j cktkj viMsV

43. xzkgd izfr/kkj.k fo'ys"k.k esa vDlj fdl
ehfVªd dk mi;ksx fd;k gS\
(A) ROI

(B) xzkgd thoudky ewY; (CLV)

(C) ldy ?kjsyw mRikn (GDP)

(D) ykHk&gkfu fcanq
44. fiNyh [kjhnkjh ds vk/kkj ij mRikn lq>ko

nsus okyh daiuh fuEu dk;Z dj jgh gS %

(A) pSuy vuqdwyu

(B) oS;fDrdj.k vkSj O;ogkj iwokZuqeku

(C) dsoy bosaV&vk/kkfjr ekdsZfVax

(D) ykxr&dVkSrh j.kuhfr
45. CRM ekdsZfVax dk eq[; y{; gS %

(A) ykxr ykHk ds fy, mRikn dh xq.koÙkk
de djuk

(B) et+cwr xzkgd lEcU/k cukuk vkSj
ewY; dks vf/kdre djuk

(C) xzkgd lapkj dks lhfer djuk

(D) dsoy u, xzkgd vf/kxzg.k ij /;ku
dsafnzr djuk

46. lEcU/k ekdsZfVax eq[; :i ls fuEu ij dsafnzr
gS
(A) vYidkfyd fcØh y{;
(B) ,deq'r ysunsu
(C) nh?kZdkfyd xzkgd lEcU/k
(D) ifjpkyu ykxr esa deh

[P.T.O.]
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47. Which of the following is a core strategy in

relationship development?

(A) Mass advertising

(B) Personalization and customization

(C) 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

(C) 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

(C) 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

(C) Increased trust and loyalty

(D) Reduced emotional connection

47. lEcU/k fodkl esa fuEufyf[kr esa ls dkSu&lh
eq[; j.kuhfr gS\

(A) O;kid foKkiu

(B) futhdj.k vkSj vuqdwyu

(C) ewY; esa dVkSrh

(D) dsoy ckt+kj esa iSB

48. lEcU/k foi.ku esa laxBukRed n`f"Vdks.k bl
ckr ij t+ksj nsrk gS %

(A) CRM esa dsoy fcØh foHkkx dks 'kkfey
djuk

(B) lHkh foHkkxksa esa lEcU/kksa ij /;ku
dsafnzr djuk

(C) xzkgd lsok dks dsoy vfxze iafDr ds
deZpkfj;ksa rd lhfer j[kuk

(D) lEcU/k izca/ku dks vkmVlkslZ djuk

49. xzkgdksa dh Hkkoukvksa dk izca/ku egRoiw.kZ gS
D;ksafd %

(A) xzkgd dsoy rdZ ds vk/kkj ij fu.kZ;
ysrs gSa

(B) Hkkouk,¡ oQ+knkjh vkSj [kjhnkjh ds
fu.kZ;ksa dks izHkkfor djrh gSa

(C) O;kolkf;d ysu&nsu esa Hkkouk,¡
vizklafxd gksrh gSa

(D) Hkkouk,¡ dsoy deZpkfj;ksa dks izHkkfor
djrh gSa] xzkgdksa dks ugha

50. lEcU/k foi.ku ds ek/;e ls fufeZr ,d
et+cwr czkaM vkerkSj ij fuEufyf[kr ifj.kke
nsrk gS %
(A) xzkgdksa ds chp fLop djus dh mPp

nj
(B) xzkgdksa dks cuk, j[kus esa deh
(C) fo'okl vkSj oQ+knkjh esa of̀)
(D) HkkoukRed tqM+ko esa deh
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51. Which element is NOT part of brand building

through relationship marketing?

(A) Consistency in communication

(B) Customer engagement

(C) 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

(C) Government regulations on

services

(D) Strategies for brand promotions

53. A major challenge in relationship marketing is:

(A) Customer retention

(B) Competitor imitation

(C) 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
(C) Market segmentation
(D) Loyalty programs

55. CRM helps in brand building mainly through:
(A) Technology replacement
(B) Standardized, one-size-fits-all

communication
(C) 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

(C) Personalized offers

(D) Ignoring customer history

51. lEcU/k foi.ku ds ek/;e ls czkaM fuekZ.k esa
dkSu&lk rRo 'kkfey ugha gS\
(A) lapkj esa fujUrjrk
(B) xzkgd tqM+ko
(C) izfrfØ;k dh vuns[kh
(D) fo'okl fuekZ.k

52. CRM esa lsok Lrj le>kSrs (SLA) ifjHkkf"kr
djrs gSa %
(A) U;wure deZpkjh osru
(B) iznkrk vkSj xzkgd ds chp lsok izn'kZu

'krsZa
(C) lsokvksa ij ljdkjh fu;e
(D) czkaM izpkj dh j.kuhfr;k¡

53. fjys'kuf'ki ekdsZfVax esa ,d cM+h pquksrh gS %
(A) xzkgd izfr/kkj.k
(B) izfrLi/khZ udy
(C) MsVk xksiuh;rk lEcU/k eqn~ns
(D) mijksDr lHkh

54. dkSu&lh CRM igy xzkgd [kjhnkjh dh vko`fÙk
vkSj uohurk dks le>us ij dsafnr gS\
(A) xzkgd thoudky ewY; fo'ys"k.k
(B) RFM fo'ys"k.k
(C) ckt+kj fo'ys"k.k
(D) ykW;YVh izksxzke

55. CRM eq[;r% fuEufyf[kr ds ek/;e ls czkaM
fuekZ.k esa enn djrk gS %
(A) izkS|ksfxdh izfrLFkkiu
(B) ekudhÑr] lHkh ds fy, ,d tSlk

lapkj
(C) O;fDrxr xzkgd tqM+ko vkSj lsok
(D) mRiknu dh xq.koÙkk esa deh

56. fuEufyf[kr esa ls dkSu&lh CRM ekdsZfVax igy
ugha gS\
(A) ykW;YVh izksxzke
(B) MsVk&lapkfyr vfHk;ku
(C) O;fDrxr vkWQ+j
(D) xzkgd bfrgkl dh vuns[kh

[P.T.O.]
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57. Customer data management in CRM

primarily helps in:

(A) Reducing advertising budgets

(B) Predicting customer behavior and

needs

(C) 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

(C) 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

(C) 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

(C) 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

(C) Customer feedback systems

(D) Personalized email marketing

57. CRM esa xzkgd MsVk izca/ku eq[;r% fuEu esa
dnn djrk gS %
(A) foKkiu ctV de djuk
(B) xzkgd O;ogkj vkSj t+:jrksa dk vuqeku

yxkuk
(C) fcØh izpkj dks lhfer djuk
(D) yphysiu ds fcuk xzkgd vuqHkoksa dk

ekudhdj.k
58. fuEufyf[kr esa ls dkSu xzkgd Hkkoukvksa ds

izca/ku dk ,d mnkgj.k gS\
(A) dsoy Lopkfyr dkWy esuw
(B) lgkuqHkwfriw.kZ f'kdk;r fuokj.k
(C) iz'uksa ds foyafcr mÙkj
(D) yphysiu ds fcuk l[r uhfr;k¡

59. Salesforce, Zoho ;k HubSpot tSls CRM

lkW¶Vos;j eq[; :i ls fuEufyf[kr dk leFkZu
djrs gSa %
(A) MsVk izca/ku vkSj xzkgd tqM+ko
(B) dsoy ys[kkadu vkSj foÙk
(C) fofuekZ.k n{krk
(D) ljdkjh fu;e

60. lEcU/k foi.ku dk nh?kZdkfyd ifj.kke gS %

(A) mPp xzkgd vf/kxzg.k ykxr

(B) et+cwr xzkgd fu"Bk vkSj leFkZu

(C) de czkaM ewY;

(D) ,d eq'r fcØh esa o`f)
61. fMftVy CRM esa fuEufyf[kr esa ls dkSu&lh

pqukSrh gS\
(A) loZ&pSuy lapkj
(B) MsVk lqj{kk vkSj xksiuh;rk lEcU/kh

fpark,¡
(C) xzkgd izfrfØ;k iz.kkyh
(D) oS;fDrÑr bZesy ekdsZfVax
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62. Which type of CRM focuses on analyzing

customer data for insights?

(A) Operational CRM

(B) Analytical CRM

(C) 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

(C) 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

(C) 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

(C) 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

(C) Increase sales automatically

(D) Avoid customer interaction

62. fdl izdkj dk CRM varǹf"V ds fy, xzkgd
MsVk dk fo'ys"k.k djus ij dsafnzr gS\
(A) ifjpkyukRed CRM

(B) fo'ys"k.kkRed CRM

(C) lg;ksxkRed CRM

(D) ikjaifjd CRM

63. lg;ksxkRed CRM dks lcls vPNs <ax ls bl
izdkj of.kZr fd;k tk ldrk gS %
(A) vkarfjd ykxr&dVkSrh ds midj.k
(B) ,slh iz.kkfy;k¡ tks daiuh vkSj xzkgdksa

ds chp dbZ ek/;e ls lapkj dks
l{ke cukrh gSa

(C) dsoy cSad&,aM MsVk izkslsflax
(D) lk>snkj lEcU/kksa dh vuns[kh

64. xzkgd f'kdk;rksa dk ;fn izHkkoh <+ax ls izca/ku
fd;k tk,] rks fuEu ifj.kke gks ldrs gSa %
(A) lk[k dk gzkl
(B) fo'okl vkSj izfr/kkj.k esa of̀)
(C) udkjkRed izpkj esa o`f)
(D) mPp fLofpax njsa

65. xzkgd lsok esa lEcU/k dh eq[; Hkwfedk gS %
(A) dsoy vYidkfyd larqf"V mRiUu djuk
(B) fujarj ldkjkRed vuqHkoksa ds ekè;e

ls fu"Bk dk fuekZ.k djuk
(C) lsok baVjSD'ku dks lhfer djuk
(D) dsoy mRikn lqfo/kkvksa ij /;ku dsafnzr

djuk
66. dkWy lsaVj esa] dkWy :fVax dk eq[; mn~ns';

gksrk gS %
(A) dkWy dh la[;k de djuk
(B) dkWy dks lcls mi;qDr ,tsaV ds ikl

Hkstuk
(C) fcØh esa Lor% of̀)
(D) xzkgd laidZ ls cpuk

[P.T.O.]
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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

(C) 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

(C) 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

(C) 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)

(C) Workforce management

(D) Call routing

71. Call scripting in customer service ensures:

(A) Agents have complete freedom in

conversation

(B) Consistency and accuracy in

responses

(C) Customers never interact with

agents

(D) Automation replaces all human roles

67. ,d laidZ dsanz] dkWy lsaVj ls eq[;r% blfy,
fHkUu gksrk gS D;ksafd ;g %
(A) dsoy Q+ksu dkWy laHkkyrk gS
(B) dsoy ekuo ,tsaVksa dk mi;ksx djrk gS
(C) bZesy] pSV vkSj lks'ky ehfM;k tSls

dbZ pSuyksa dks ,dhÑr djrk gS
(D) dsoy vkmVckmaM lsokvksa ds fy,

mi;ksx fd;k tkrk gS
68. osc&vk/kkfjr Lo;a&lsok dk fuEufyf[kr esa ls

dkSu&lk ykHk gS\
(A) xzkgd l'kfDrdj.k dks de djrk gS
(B) xzkgd izrh{kk le; c<+krk gS
(C) xzkgdksa dks Lora= :i ls leL;kvksa

dk lek/kku djus esa l{ke cukrk gS
(D) vf/kd ekuo ,tsaVksa dh vko';drk

gksrh gS
69. xzkgd larqf"V ekiu egRoiw.kZ gS] D;ksafd %

(A) ;g dkWy gSaMfyax le; c<+krk gS

(B) ;g vis{kk vkSj iznku dh xbZ lsok ds
chp varj dks igpkuus esa enn
djrk gS

(C) ;g CRM  lkW¶+Vos;j dk LFkku ysrk gS

(D) ;g dkWy lsaVjksa dh vko';drk dks
lekIr djrk gS

70. xzkgd larqf"V ekius ds fy, vkerkSj ij fdl
fof/k dk mi;ksx fd;k tkrk gS\
(A) dkWy fLØfIVax
(B) usV izeksVj Ldksj (NPS)

(C) dk;Zcy izca/ku
(D) dkWy :fVax

71. xzkged lsok esa dkWy fLØfIVax lqfuf'pr djrh
gS %
(A) ,tsaVksa dks ckrphr esa iwjh vkt+knh gks
(B) izfrfØ;kvksa esa ,d:irk vkSj lVhdrk gks
(C) xzkgd dHkh Hkh ,tsaVksa ls ckrphr

ugha djrs
(D) Lopkyu lHkh ekuoh; Hkwfedkvksa dk

LFkku ys ysrk gS
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72. CRM esa ,d lkbcj ,tsaV dk vFkZ gS %
(A) AI }kjk lapkfyr ,d opqZvy vflLVsaV

;k pSVckWV
(B) ,d xzkgd ykW;YVh izksxzke
(C) ,d HkkSfrd dkWy lsaVj deZpkjh
(D) ,d ekdsZfVax lykgdkj

73. dkWy lsaVjksa esa dk;Zcy izca/ku eq[; :i ls
fuEu ls lEcfU/kr gS %

(A) dsoy lkbcj ,tsaVksa dh fu;qfDr

(B) ,tsaV ds izn'kZu dk le; fu/kkZj.k]
iwokZuqeku vkSj fuxjkuh

(C) xzkgd larqf"V Ldksj de djuk

(D) xzkgd ykW;YVh izksxzke izcaf/kr djuk
74. laidZ dsanz fcØh lgk;rk dk izkFkfed y{; gS %

(A) dk;Zcy dks de djuk

(B) xzkgdksa dks [kjhnkjh ds fu.kZ; ysus esa
lgk;rk djuk

(C) xzkgdksa ds iz'uksa ls cpuk

(D) vkWuykbu fcØh jksduk
75. dkWy lsaVjksa esa CRM dk dkSu&lk dk;Z ugha gS\

(A) xzkgd baVjsD'ku fjdkWMZ djuk

(B) xzkgd lsok esa lq/kkj

(C) fcØh yhM~l ij ut+j j[kuk

(D) HkkSfrd mRiknksa dk fuekZ.k
76. vkbZohvkj ¼baVjSfDVo okW;l fjLikal½ dk lcls

djhch lEcU/k fuEu ls gS %
(A) dkWy :fVax vkSj Lo;a&lsok fodYi
(B) dsoy xzkgd larqf"V losZ{k.k
(C) dk;Zcy 'ksM~;wfyax
(D) lkbcj ,tsaV HkrhZ

72. A cyber agent in CRM refers to:

(A) A virtual assistant or chatbot

powered by AI

(B) A customer loyalty program

(C) 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

(C) 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

(C) 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

(C) 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

(C) Workforce scheduling

(D) Cyber agent recruitment
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77. Which of the following is a challenge of web-

based self-service ?

(A) 24/7 availability

(B) Reduced agent dependency

(C) 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

(C) Employee job satisfaction

(D) Frequency of call routing

79. One disadvantage of call scripting is:

(A) Reduces training costs

(B) Makes conversations sound robotic

(C) Provides consistent responses

(D) Improves first call resolution

80. Cyber agents are particularly effective for:

(A) Handling repetitive customer

queries

(B) Complex legal disputes

(C) Manufacturing physical products

(D) Workforce hiring

81. Workforce management uses forecasting to:

(A) Predict future call volumes and

staffing needs

(B) Replace agents with AI

(C) Increase call handling time

(D) Eliminate self-service portals

77. osc&vk/kkfjr Lo;a&lsok dh fuEufyf[kr esa ls
dkSu&lh pqukSrh gS\
(A) 24/7 miyC/krk
(B) ,tsaV ij fuHkZjrk esa deh
(C) tfVy iz'uksa ds fy, O;fDrxr laidZ

dk vHkko
(D) vDlj iwNs tkus okys iz'uksa rd vklku

igq¡p
78. xzkgd iz;kl Ldksj ¼lhbZ,l½ ekirk gS %

(A) xzkgdksa ls fcØh jktLo
(B) fdlh leL;k dks gy djus esa xzkgd

dks vklkuh
(C) deZpkjh dh ukSdjh dh larqf"V
(D) dkWy :fVax dh vkof̀Ùk

79. dkWy fLØfIVax dk ,d uqdlku ;g gS %
(A) izf'k{k.k dks jkscksV tSlk cukrk gS
(B) ckrphr dks jskcksV tSlk cukrk gS
(C) lqlaxr izfrfØ;k,¡ iznku djrk gS
(D) izFke dkWy lek/kku esa lq/kkj djrk

gS
80. lkbcj ,tsaV fo'ks"k :i ls fuEu ds fy,

izHkkoh gksrs gSa %
(A) ckj&ckj vkus okys xzkgd iz'uksa dks

laHkkyuk
(B) tfVy dkuwuh fookn
(C) HkkSfrd mRiknksa dk fuekZ.k
(D) dk;Zcy dh HkrhZ

81. dk;Zcy izca/ku iwokZuqeku dk mi;ksx fuEu ds
fy, djrk gS %
(A) Hkfo"; esa dkWy dh la[;k vkSj LVkfQax

vko';drkvksa dk vuqeku yxkuk
(B) ,tsaVksa dks AI ls cnyuk
(C) dkWy gSaMfyax le; c<+kuk
(D) Lo;a&lsok iksVZy dks gVkuk
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82. A key benefit of CRM in customer service

is:

(A) Higher customer churn

(B) Personalized customer interaction

(C) Increased operational silos

(D) Reduced customer data collection

83. Contact centre sales support commonly uses:

(A) Cross-sell ing and upsell ing

techniques

(B) Employee satisfaction surveys

(C) Manufacturing reports

(D) Workforce training manuals only

84. Which technology helps integrate call

centres with digital channels?

(A) ERP

(B) Omnichannel CRM

(C) Cybersecurity only

(D) Manufacturing Execution Systems

85. An example of customer satisfaction

measurement tool is:

(A) IVR system

(B) Net Promoter Score (NPS) survey

(C) 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

(C) Sales transactions

(D) Customer complaints

87. Transactional data primarily includes:

(A) Metadata about products

(B) Individual customer interactions and

sales

(C) Industry benchmarks

(D) Data definitions

82. xzkgd lsok esa CRM  dk ,d izeq[k ykHk ;g
gS %
(A) mPp xzkgd ifjorZu
(B) O;fDrxr xzkgd laidZ
(C) ifjpkyu lkbyksa esa o`f)
(D) xzkgd MsVk laxzg esa deh

83. laidZ dsanz fcØh lgk;rk vkerkSj ij fuEu
dk mi;ksx djrh gS %
(A) ØkWl&lsfyax vkSj vilsfyax rduhdsa
(B) deZpkjh larqf"V losZ{k.k
(C) fofuekZ.k fjiksVZ
(D) dsoy dk;Zcy izf'k{k.k eSuqvy

84. dkSu&lh rduhd dkWy lsaVkjksa dks fMftVy pSuyksa
ds lkFk ,dhÑr djus esa enn djrh gS\
(A) ERP

(B) vkseuhpSuy CRM

(C) dsoy lkbcj lqj{kk
(D) fofuekZ.k fu"iknu iz.kkfy;k¡

85. xzkgd larqf"V ekiu midj.k dk ,d mnkgj.k
gS %
(A) gkbZohvkj iz.kkyh
(B) usV izeksVj Ldksj ¼luih,l½ los{k.k
(C) dkWy :fVax lkW¶+Vos;j
(D) dk;Zcy 'ksM~;wfyax lkW¶+Vos;j

86. fuEufyf[kr esa ls fdl lhvkj,e esa lanHkZ
MsVk ekuk tkrk gS\
(A) xzkgd [kjhn bfrgkl
(B) mRikn Jsf.k;k¡
(C) fcØh ysunsu
(D) xzkgd f'kdk;rsa

87. ysunsu lEcU/kh MsVk esa eq[; :i ls 'kkfey
gSa %
(A) mRiknksa ds ckjs esa esVkMsVk
(B) O;fDrxr xzkgd baVjSD'ku vkSj fcØh
(C) m|ksx ekud
(D) MsVk ifjHkk"kk,¡
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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

(C) 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

(C) 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

(C) 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

(C) 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

(C) Data entry automation

(D) Sending personalized emails

88. os;jgkml MsVk dk mi;ksx eq[; :i ls fuEu
ds fy, fd;k tkrk gS %
(A) nSfud ysunsu
(B) fo'ys"k.k ds fy, cM+h ek=k esa

,sfrgkfld MsVk laxzghr djuk
(C) deZpkjh mifLFkfr fjdkWMZ djuk
(D) mRikn forj.k ij ut+j j[kuk

89. lhvkj,e esa O;kolkf;d n`'; MsVk fuEu dks
lanfHkZr djrk gS %
(A) dPpk ysu&nsu lEcU/kh MsVk
(B) fu.kZ; ysus ds fy, ,df=r vkSj

Lo:fir MsVk
(C) mRikn lwph fooj.k
(D) vkiwfrZdrkZ tkudkjh

90. fuEufyf[kr esa ls dkSu&lh lhvkj,e esa ,d
lkekU; MsVk xq.koÙkk leL;k ugha gS\
(A) MqfIydsV fjdkWMZ
(B) viw.kZ xzkgd izksQ+kby
(C) iqjkuh laidZ tkudkjh
(D) DykmM LVksjst fodYi

91. CRM MsVk dks izcaf/kr vkSj lkQ+ djus ds
fy, vkerkSj ij fdl Vwy dk mi;ksx fd;k
tkrk gS\
(A) OLAP D;wCl
(B) MsVk Dyhfuax Vwy
(C) fDydLVªhe Vsfdax
(D) lg;ksxkRed fQ+YVfjax

92. vkWuykbu ,ukfyfVdy izkslsflax (OLAP) dk
mi;ksx eq[;r% fuEu ds fy, fd;k tkrk gS %
(A) jh;y&Vkbe xzkgd baVjSD'ku
(B) fu.kZ; leFkZu ds fy, cgqvk;keh

MsVk fo'ys"k.k
(C) MsVk izfof"V Lopkyu
(D) os;fDrÑfr bZesy Hkstuk
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93. Clickstream analysis in CRM helps

organizations:

(A) Track customer website behavior

(B) Analyze warehouse inventory

(C) Monitor employee attendance

(D) Evaluate supplier performance

94. Personalization in CRM is achieved through:

(A) Tailoring customer experiences

based on individual preferences

(B) Standardizing all communications

(C) Recording reference data

(D) Aggregating transactional data

95. Collaborative filtering is commonly used for:

(A) Cleaning data

(B) Recommending products based

on similar user behavior

(C) Generating warehouse reports

(D) Identifying duplicate records

96. Data reporting in CRM primarily provides:

(A) Raw transactional data

(B) Insights and summaries for

decision-making

(C) Product catalog updates

(D) Customer complaints

93. CRM esa fDydLVªhe fo'ys"k.k laxBuksa dh
enn djrk gS %

(A) xzkgd osclkbV O;ogkj dks VªSd djsa

(B) os;jgkml bUosaVªh dk fo'ys"k.k djsa

(C) deZpkjh mifLFkfr dh fuxjkuh djsa

(D) vkiwfrZdrkZ ds izn'kZu dk ewY;kadu
djsa

94. CRM esa oS;fDrdj.k fuEu ds ek/;e ls izkIr
fd;k tkrk gS %

(A) O;fDrxr izkFkfedrkvksa ds vk/kkj
ij xzkgd vuqHko dks vuqdwfyr djuk

(B) lHkh lapkjksa dk ekudhdj.k

(C) lanHkZ MsVk fjdkMZ djuk

(D) ysu&nsu lEcU/kh MsVk ,d= djuk

95. lg;ksxh fQ+YVfjax dk mi;ksx vkerkSj ij
fuEu ds fy, fd;k tkrk gS %

(A) MsVk lkQ+ djuk

(B) leku mi;ksxdrkZ O;ogkj ds vk/kkj
ij mRiknksa dh vuq'kalk djuk

(C) os;jgkml fjiksVZ rS;kj djuk

(D) MqfIydsV fjdkWMZ dh igpku djuk

96. CRM esa MsVk fjiksfVZax eq[;r% iznku djrh
gS %

(A) dPpk ysu&nsu lEcU/kh MsVk

(B) fu.kZ; ysus ds fy, varǹf"V vkSj
lkjka'k

(C) mRikn dSVykWd viMsV

(D) xzkgd f'kdk;rsa
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97. CRM esa fuEufyf[kr esa ls dkSu&lk ,d
uSfrd eqn~nk gS\

(A) os;jgkml MsVk laxzghr djuk

(B) fcuk lgefr ds xzkgd MsVk ,d=
djuk

(C) ysu&nsu lEcU/kh MsVk ,d= djuk

(D) fo'ys"k.k ds fy, OLAP dk mi;ksx
djuk

98. MS'kcksMZ vkSj O;kolkf;d baVsfytsal fjiksVZ cukus
ds fy, fdl izdkj ds CRM MsVk dk vfèkdrj
mi;ksx fd;k tkrk gS\

(A) ysu&nsu lEcU/kh MsVk

(B) O;kolkf;d n`'; MsVk

(C) lanHkZ MsVk

(D) fDydLVªhe MsVk

99. CRM esa MqfIydsV ;k vlaxr xzkgd fjdkWMZ ds
dkj.k ;s gks ldrs gSa %

(A) csgrj oS;fDrÑr vkWQ+j

(B) xyr O;kolkf;d fu.kZ;

(C) mUur fDydLVªhe fo'ys"k.k

(D) vf/kd OLAP vk;ke

100. CRM esa MsVk dk ft+Eesnkjh ls mi;ksx vkSj
xksiuh;rk dk lEeku djus ls fuEufyf[kr
dk vuqikru lqfuf'pr gksrk gS %

(A) mRikn dSVykWx ekud

(B) MsVk lqj{kk dkuwu vkSj uSfrd
fn'kkfunsZ'k

(C) os;jgkml laxzg.k lhek,¡

(D) OLAP D;wc lajpuk,¡

97. Which of the following is an ethical issue in

CRM?

(A) Storing warehouse data

(B) Collecting customer data without

consent

(C) 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

(C) Reference data

(D) Clickstream data

99. Duplicate or inconsistent customer records

in CRM can lead to:

(A) Better personalized offers

(B) Incorrect business decisions

(C) 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

(C) Warehouse storage limits

(D) OLAP cube structures
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Rough Work @ jQ dk;Z



Example :

Question :

Q.1

Q.2

Q.3

5. Each question carries equal marks.
Marks will be awarded according to the
number of correct answers you have.

6. All answers are to be given on OMR
Answer Sheet only. Answers given
anywhere other than the place specified
in the answer sheet will not be
considered valid.

7. Before writing anything on the OMR
Answer Sheet, all the instructions given
in it should be read carefully.

8. After the completion of the examination,
candidates should leave the examination
hall only after providing their OMR
Answer Sheet to the invigi lator.
Candidate can carry their Question
Booklet.

9. There will be no negative marking.

10. Rough work, if any, should be done on
the blank pages provided for the purpose
in the booklet.

11. To bring and use of log-book, calculator,
pager & cellular phone in examination
hall is prohibited.

12. In case of any difference found in English
and Hindi version of the question, the
English version of the question will be
held authentic.

Impt. On opening the question booklet,
first check that all the pages of the question
booklet are printed properly. If there is any
discrepancy in the question Booklet, then
after showing it to the invigilator, get another
question Booklet of the same series.

mnkgj.k %

iz'u %

iz'u 1

iz'u 2

iz'u 3

5. izR;sd iz'u ds vad leku gSaA vkids ftrus mÙkj
lgh gksaxs] mUgha ds vuqlkj vad iznku fd;s tk;saxsA

6. lHkh mÙkj dsoy vks0,e0vkj0 mÙkj&i=d
(OMR Answer Sheet) ij gh fn;s tkus gSaA
mÙkj&i=d esa fu/kkZfjr LFkku ds vykok vU;=
dgha ij fn;k x;k mÙkj ekU; ugha gksxkA

7. vks0,e0vkj0 mÙkj&i=d (OMR Answer

Sheet) ij dqN Hkh fy[kus ls iwoZ mlesa fn;s x;s
lHkh vuqns'kksa dks lko/kkuhiwoZd i<+ fy;k tk;sA

8. ijh{kk lekfIr ds mijkUr ijh{kkFkhZ d{k fujh{kd

dks viuh OMR Answer Sheet miyC/k djkus

ds ckn gh ijh{kk d{k ls izLFkku djsaA ijh{kkFkhZ

vius lkFk iz'u&iqfLrdk ys tk ldrs gSaA

9. fuxsfVo ekfdZax ugha gSA

10. dksbZ Hkh jQ dk;Z] iz'u&iqfLrdk esa] jQ&dk;Z ds
fy, fn, [kkyh ist ij gh fd;k tkuk pkfg,A

11. ijh{kk&d{k esa ykWx&cqd] dSYdqysVj] istj rFkk lsY;qyj
Qksu ys tkuk rFkk mldk mi;ksx djuk oftZr gSA

12. iz'u ds fgUnh ,oa vaxzsth :ikUrj.k esa fHkUurk gksus

dh n'kk esa iz'u dk vaxzsth :ikUrj.k gh ekU;

gksxkA
egRoiw.kZ% iz'uiqfLrdk [kksyus ij izFker% tk¡p dj
ns[k ysa fd iz'uiqfLrdk ds lHkh i`"B HkyhHkk¡fr Nis
gq, gS aA ;fn iz'uiq fLrdk es a dk sbZ deh gk s ] rk s
d{kfujh{kd dk s fn[kkdj mlh fljht dh nwljh
iz'uiqfLrdk izkIr dj ysaA

A C D

A D

A C D

B

A C D

A D

A C D

B


