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1.
Case Study (Compulsory):


Email Marketing: Cleansing 50,000 email addresses increases email-to-website traffic by 90% 

SUMMARY: Facing major issues with its email campaigns, all of Metropolis International’s brands were affected as its email servers were blacklisted for two months. With no email marketing activity or online revenue coming through the channel, the team knew a major transformation was vital. 

Using a six-step process, the email team at Metropolis was able to cleanse nearly 50,000 invalid email addresses and improve Sender Score levels 94%.

THE CUSTOMER

Metropolis International is a fast-growing group that was established in 1994 and currently employs around 350 people, with offices in West London, Croydon, Bolton, Frome, Plymouth, Dublin, Chester and New York.  Metropolis specializes in business and consumer media, discount and loyalty programs and business software. 

"Metropolis is a kind of federation of businesses. So what we do is we have a list of B2B and consumer media brands as well. Our customers are … mainly [a] B2B audience [who] specialize into … electronics and audiovisual industry, real estate, travel retail, finance and mortgage, medical science and so on," Laz Tyrekidis, Digital Marketing and Audience Director, Metropolis International, said. 

Across the 31 brands, a majority of 24 cover B2B with a small percentage reaching out to the B2C audience, he added. 

CHALLENGE

Tyrekidis' journey at Metropolis started in May 2014 when he was enlisted by the company to address the company's struggling email marketing strategy. All of Metropolis International's brands were affected because its email servers were blacklisted earlier that year, causing no email marketing activity or online revenue to occur in this channel for two months. 
"When I joined the team, when I joined Metropolis, the first [thing] that I had to do was to overcome this barrier, make sure that we're going to resolve all of the issues and we continue with a new strategy that is going to guarantee that we're not going to have any problems moving forward," he said. 

CAMPAIGN

Tyrekidis set out to ensure email deliverability, optimize the email database and enhance online performance across all 24 B2B brands. He set up a plan featuring six action points that would help Metropolis achieve a healthy email marketing strategy: 

· Cleanse invalid contacts

· Re-engage inactive contacts

· Segment lists

· Redevelop email templates

· Optimize for mobile and tablet devices

· Review email campaign content and scheduling
[P.T.O.]

"From getting blacklisted, we managed to increase our email opens by 60%. We managed to increase the traffic coming from the email campaigns into the brand website by 90%, and we managed to increase the online revenue by 8% in 10 months, from May 2014 when we started this journey until March 2015," Tyrekidis said. 

This is only the end of his first phase for improving the Metropolis email program, he added. The team is currently in phase two.  "So what we are covering in phase two is we do more … optimization and A/B testing. What we are working on at the moment, knowing that we had this big increase on mobile opens as well, is we're working [on] optimizing the subject lines and optimizing the content and templates and the structure of the email campaigns," he said.

For example, the team has begun testing not only email subject lines but also the pre-header snippet seen on mobile devices as well.  "We're working on this kind of optimization, and our plan is to have a stable email marketing strategy, stable online performance and online revenue, organic growth and, o the other side, to do the optimization to increase email opens and email clicks," he concluded.

Question:

The company management did a massive study and achieved the results mentioned in the case.  To achieve this result what would have been the imperious strategy and steps followed by   them.  
2.
a.
What are the metrics under which market segmentation analysis is performed by the 
Marketing organizations? 













  (10)

b.
Explain the merits and demerits of Response Modeling.  






  (10)
(OR)
3.
a.
Describe the FIVE steps involved in choosing right customers. 




  (10)

b.
Explain with example the Customer Development Process. 





  (10)
4.
a.
As a marketer how do you create and analyse your customer value? 



  (10)

b.
Discuss the salient features of Distribution Mix. 








  (10)
(OR)
5.
Explain the value delivery process and value chain deliver sequence under:

a.
Traditional Physical process sequence. 










  (10)

b.
Value creation and delivery sequence. 










  (10)
6.
With suitable examples, explain “Customer Development”.
(OR)

7.
a.
Why positioning is a crucial phenomenon in brand creation? 





  (10)

b.
What are the FOUR major positioning errors committed by the marketers? 


  (10)
8.
How positioning strategy is developed and communicated?
(OR)

9.
Consider Tata Sky DTH services and create a Portfolio Analysis using BCD Matrix.






