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[bookmark: _Toc515802834][bookmark: _Toc515802924][bookmark: _Toc515803121][bookmark: _Toc515803244]Executive Summary

Being one of the popular lifestyle chains in Bangladesh, Aarong was established in 1978 with a purpose of reducing poverty from the rural areas. Working under BRAC, a non-profitable NGO, Aarong operates its production as a part of social enterprise. Born from humblest of beginnings, Aarong is now Bangladesh’s largest lifestyle retail chain owning a total of 20 outlets all over the country. Aarong is turning 40 this year and it operates 13 AAF centres while ensuring the livelihood of over 70,000 artisans spreading throughout the country. The primary objective of this report is to get hands-on experience of CRM of Aarong and applying the theoretical knowledge in real life situation.
CRM entails all ways of interactions which a company uses to communicate with its customers whether it is sales or service related issues. Aarong is operating a Club marketing Program for maintaining CRM. Club marketing program means a company’s membership card holder by customers to get discounts or privileges from there. Aarong provides a membership card policy named “My Aarong Rewards Program” for its regular customers depending on the purchase value of Aarong products. There are three types of membership card. Starting with lifestyle card, customers are given a certain period of time to collect point through purchasing for the up-gradation procedure. A customer can upgrade his card once in two years either from lifestyle to Gold or Gold to Platinum. After reaching Platinum, the card will be left no more up-gradation. Aarong has been using different types of CRM tools to evaluate its customers’ satisfaction and to increase sales which I have mentioned in this report.
There are some very important issues and information that I have learned about during the internship period. I could not share those issues and information because of being too much confidential. However I have tried my best to work with all the important CRM activities and to provide all the valid and legal information in the report.



[bookmark: _Toc515802835][bookmark: _Toc515802925][bookmark: _Toc515803122][bookmark: _Toc515803245]List of Acronyms

1. BRAC = Bangladesh Rural Advancement committee 
2. CRM = Customer relationship management
3. VOCM = Voice of customer management
4. MARC = My Aarong reward card
5. AAF = Ayesha Abed Foundation
6. PR = Public Relations
7. NPS = Net promoter score







[bookmark: _Toc515802836][bookmark: _Toc515802926][bookmark: _Toc515803123][bookmark: _Toc515803246][bookmark: _Toc515802837][bookmark: _Toc515802927]CHAPTER 1 
Introduction


[bookmark: _Toc515802838][bookmark: _Toc515802928][bookmark: _Toc515803124][bookmark: _Toc515803247]1.1 Origin of the report
This internship report is done as the basic requirement of completing my BBA program. The selected topic ‘Analyzing overall Customer Relationship Management of Aarong’ was suggested by Md. Tahasin Alam and was supervised by Dr. Md Shariful Alam, faculty supervisor and assistant professor, School of Business and Economics, United International University.  This report is the summary of my overall experience at BRAC-Aarong. The main purpose of this report is to evaluate the activities done by Aarong CRM department and their effectiveness in increasing both sales and customer satisfaction.

[bookmark: _Toc515802839][bookmark: _Toc515802929][bookmark: _Toc515803125][bookmark: _Toc515803248]1.2 A brief introduction of Aarong 
Aarong is one of the most popular lifestyle brands of Bangladesh. The word ‘Aarong’ stands for ‘village fair’ in Bengali. Being a sister concern of the world’s largest NGO ‘BRAC’, Aarong is meant to invoke a deeper connection with people to their rural roots with a purpose of women empowerment and reducing poverty of rural people. 
AArong, the ethical brand has been founded by Ayesha Abed, the wife of Sir Fazle Hasan Abed, founder of BRAC (NGO) BRAC in 1978 with a humble project of removing poverty by creating opportunities for rural people with skills of theirs crafting work and artisans. With the goal of supporting poverty stricken rural people, Aarong has created a unique market segment that created a ray of hope for many crafters.
 Born from humblest of beginnings, Aarong is now Bangladesh’s largest lifestyle retail chain owning a total of 20 outlets all over the country. Aarong is turning 40 this year and it operates 13 AAF centres while ensuring the livelihood of over 70,000 artisans spreading throughout the country.  Serving as a social business, Aarong uses decentralized system for its manufacturing process to accomplish its goal by employing production workers in a various rural and semi-urban areas. 
Aarong boasts a product line consisting of clay pots, diamond jewelry, silk and cotton fabrics to brass and leather merchandise. And these are all backed by the marketing activities of Aarong which has turned them into a household name in Bangladesh. And it has been acknowledged internationally, when The Asian Marketing Federation (AMF) awarded Aarong with the Marketing 3.0 award promoted by renowned marketer Philip Kotler on September 23rd 2016. (Aarong, 2018) An overview of the organization structure, organogram of marketing department, SWOT analysis, some process flows and a bunch of data shown in various tables & graphical forms are outlined in the appendix part.
[bookmark: _Toc515802840][bookmark: _Toc515802930][bookmark: _Toc515803126][bookmark: _Toc515803249]1.3 Objectives of the Study
Broad objective: 
· To have an overview of customer relationship management of Aarong as one of best lifestyle brands and as retail industry of Bangladesh.
· To meet academic requirements.
· To prepare my internship report.
Specific objectives:
· To accumulate experience by applying academic knowledge and learning in corporate life. 
· To explore the unity of all departments of Aarong achieving a single goal.
· To identify the potential scopes, opportunities and possible solutions for upcoming rising problems.
· To know about the practices of Aarong CRM department for attaining higher sales volume as well as customer satisfaction.
· To bring out the indicators of successful CRM campaigns.

[bookmark: _Toc515802841][bookmark: _Toc515802931][bookmark: _Toc515803127][bookmark: _Toc515803250]1.4 Rational of the study
This study is done to know about customer relationship management tools used by Aarong, to evaluate their strengths and their effectiveness increasing higher sales volume and smoother customer experiences & satisfaction. This study will help me to learn about the CRM activities done by Aarong to meet up its business strategies and to serve its customers as a lifestyle brand. It will also enlighten how successfully CRM campaigns can differentiate Aarong from those of other existing lifestyle brands in Bangladesh. This study will be a helping hand for me as well as for everyone to match up academic knowledge with real life perspectives and to choose career paths as a marketer.
[bookmark: _Toc515802842][bookmark: _Toc515802932][bookmark: _Toc515803128][bookmark: _Toc515803251]1.5 Scopes of the study
During the whole internship program, it was a great learning to know how CRM tools are deployed across all customer-facing parts of Aarong. The study helped me to know about the indicators of customer satisfaction for lifestyle brands. I got the opportunity to learn about the effectiveness of CRM campaign and marketing campaigns while working with both CRM as well as marketing professionals. This study will help learners to explore CRM more effectively. It will also help individuals working in lifestyle brands to improve their customer satisfaction. It will generate ideas for marketers to learn about their strengths and weaknesses and how they can satisfy their customers more with the help of innovative CRM campaigns. It will also provide some evaluations which will help the professionals to take decisions choosing better CRM tools. They can focus on some additional factors such as ease of shopping and inquiries, continuously taking customer feedbacks, updating customers about information etc in their further project work.
 
[bookmark: _Toc515802843][bookmark: _Toc515802933][bookmark: _Toc515803129][bookmark: _Toc515803252]1.6 Limitations of the study
There exist some limitations that every researchers face while doing the research work. For this study, some of the limitations are given below:
· Time limitation is the main to complete this report.
· Another limitation was the unavailability of related information and data.
· Not having access to all data and information as being an intern.
· Confidentiality while using the collected data is another constraint completing this report in a broader way.











[bookmark: _Toc515802844][bookmark: _Toc515802934][bookmark: _Toc515803130][bookmark: _Toc515803253][bookmark: _Toc515802845][bookmark: _Toc515802935]CHAPTER 2 
Methodology of the Study


[bookmark: _Toc515802936][bookmark: _Toc515803131][bookmark: _Toc515803254][bookmark: _Toc515802847][bookmark: _Toc515802846]This study is descriptive in nature and contains the data which have been received from Aarong during the internship program. The reason for conducting this study is to give an overview of Aarong’s CRM department and the tools used by them to attain business strategies. It results in preferring qualitative approach mostly. The primary data used in this study are required to understand the key factors and indicators of CRM. In addition, the secondary data are presented through different tables, figures and graphs. 
[bookmark: _Toc515802937][bookmark: _Toc515803132][bookmark: _Toc515803255]2.1 Data collection process 
· [bookmark: _Toc515802848][bookmark: _Toc515802938][bookmark: _Toc515803133][bookmark: _Toc515803256]Observation
· [bookmark: _Toc515802849][bookmark: _Toc515802939][bookmark: _Toc515803134][bookmark: _Toc515803257]Secondary information

[bookmark: _Toc515802850][bookmark: _Toc515802940][bookmark: _Toc515803135][bookmark: _Toc515803258]2.2 Types of data:
Primary data:
· Face to face conversation with authorities of Aarong
· Interviews of respective seniors and manager
· Briefing of my supervisor during team meetings
· Discussions and conversations with individual in department meetings
Secondary data:
· Official website of Aarong
· Advertising journals
· Credential books
· Research paper





[bookmark: _Toc515802852][bookmark: _Toc515802942][bookmark: _Toc515803137][bookmark: _Toc515803260]

[bookmark: _Toc515802853][bookmark: _Toc515802943]CHAPTER 3 
Organizational Overview


[bookmark: _Toc515802854][bookmark: _Toc515802944][bookmark: _Toc515803138][bookmark: _Toc515803261]3.1 Background of Aarong

[bookmark: _Toc515802855][bookmark: _Toc515802945][bookmark: _Toc515803139][bookmark: _Toc515803262]3.1.1 Birth of Aarong:
Aarong, the ethical brand has started its journey under BRAC in 1978 as a humble means to empower rural artisans to rise above poverty. The purpose was dedicated to create economic opportunity for disadvantaged artisans and rural women through the revival and promotion of their traditional handicrafts. In 1970, BRAC, the world’s largest development organization was examining any and all possibilities for alternative forms of productive livelihood, especially for women, and the proper commercialization of arts and crafts turned out to be a promising option. In 1976, Ayesha Abed, the wife of Sir Fazle Hasan Abed, founder of BRAC (NGO) BRAC, initiated many of the major activities of Aarong by identifying and experimenting with various crafts that women could produce at home such as nakshi kantha, embroidered goods, baskets, mats and items made of cane, bamboo and jute. Over the past four decades, Aarong has carved out a unique market segment for handicrafts, reviving Bangladesh’s rich heritage and impacting the lives of more than 325,000 people through 850 small entrepreneurs and the Ayesha Abed Foundation. The foundation acts as Aarong’s production hub, where artisans find employment and access to BRAC’s holistic support including, maternal health care, hygiene awareness and subsidized latrines, micro-credit, legal aid, day care and education for their children. Its growing presence outside of Bangladesh – through fair-trade networks and the online shop– continues to broaden the market for Bangladeshi crafts globally, creating more opportunities for artisans to protect their age-old art and livelihoods.
[bookmark: _Toc515802856][bookmark: _Toc515802946][bookmark: _Toc515803140][bookmark: _Toc515803263][image: C:\Users\pc\Videos\aarong-logo-20E13D6AD0-seeklogo.com.png]3.1.2 Logo: 
Aarong’s logo shows an image of peacock that reflects festival look of village fair. The orange color of the peacock in the logo reflects energy. This unique logo of Aarong communicates that the products are as stunning and unequalled as a peacock. It emphasizes its natural and eco-friendly products by the logo. 
[bookmark: _Toc515802857][bookmark: _Toc515802947][bookmark: _Toc515803141][bookmark: _Toc515803264]3.1.3 Mission of Aarong
“To make Aarong the best in the world in providing a unique Bangladeshi lifestyle experience to empower people and promote Bangladesh while protecting our environment.”
[bookmark: _Toc515802858][bookmark: _Toc515802948][bookmark: _Toc515803142][bookmark: _Toc515803265]3.1.4 Vision of Aarong
Aarong’s vision is to establish itself as the market leader of Bangladesh and being world’s one of the famous fair trade fashion house throughout its business. It has a dream to develop more artisans in Bangladesh and to attract more and more foreign customers towards Bangladesh as it has expended its business in international arena.
[bookmark: _Toc515802859][bookmark: _Toc515802949][bookmark: _Toc515803143][bookmark: _Toc515803266]3.1.5 Goals & objectives of Aarong
•Empowering destitute rural women by providing opportunities for employment and income generation.
•Ensuring commercial success of the enterprise of women producers.
•Reviving traditional skills of rural artisans.
[bookmark: _Toc515802860][bookmark: _Toc515802950][bookmark: _Toc515803144][bookmark: _Toc515803267]3.1.6 Values of Aarong
Aarong’s value has remained a constant source of inspiration, encouragement and pride with over 300,000 people across the country benefiting by Aarong’s initiatives. Aarong values innovation which is reducing poverty by creating opportunities for the poor. Aarong values integrity which is the most essential elements for work ethics for them. Aarong’s commitment to inclusiveness ensures the recognition of the value and support of all members. Aarong’s value of effectiveness is constantly creating challenges for them to perform better and to improve and deepen the impact of our interventions.
[bookmark: _Toc515802861][bookmark: _Toc515802951][bookmark: _Toc515803145][bookmark: _Toc515803268]3.1.7 Growth of Aarong
Today, Aarong's reach has spread beyond Manikganj to the rest of the 64 Districts of Bangladesh districts of the country. It has grown into a thriving enterprise showcasing ethnic wear to crafts from silks, handloom cotton, endi to terracotta, bamboo, jute and much more. From a single shop, Aarong has grown into one of Bangladesh's biggest retail chains, with 18 stores spread across the major metropolitan areas of the country – in Dhaka, Chittagong, Comilla, Khulna, Sylhet, Narayanganj, Bogra and Mymensingh. The company also operates 13 AAF centres while ensuring the livelihood of over 65,000 artisans.
[bookmark: _Toc515802862][bookmark: _Toc515802952][bookmark: _Toc515803146][bookmark: _Toc515803269]3.2 Operational activities of Aarong
[bookmark: _Toc515802863][bookmark: _Toc515802953][bookmark: _Toc515803147][bookmark: _Toc515803270]3.2.1 Organization Structure & organogram of marketing department of Aarong 
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                       E-commerce

            Sustainability

Marketing Manager

Logistic & Maintenance Department
Export Department

Marketing Department

Social Compliance
Director Aarong, AAf & BDFP
Retailed Department

Finance Department

                Design Studio
HR Department

Managing Director BRAC

[bookmark: _Toc515802864][bookmark: _Toc515802954][bookmark: _Toc515803148][bookmark: _Toc515803271]3.2.2 Process flow of Aarong
[image: C:\Users\pc\Videos\Aarong_production_cycle.jpg]
[bookmark: _Toc515802865][bookmark: _Toc515802955][bookmark: _Toc515803149][bookmark: _Toc515803272]Figure 1: Process flow of Aarong

[bookmark: _Toc515802866][bookmark: _Toc515802956][bookmark: _Toc515803150][bookmark: _Toc515803273]3.2.3 Product line of Aarong
The vast range of innovative products of Aarong which are backed by a robust supply chain and distribution network has made it a household brand in Bangladesh. The products starting from clothes, accessories to home wares are unique and traditional as well as appealing to modern customers in both home and abroad. More than 3000 weavers and designers across the country are involved with the Aarong’s clothing lines’ production. The jewelry department of Aarong creates elegant jewelries using gold, silver, pearl, emerald and diamonds with a touch of contemporary yet traditional reflection. The other accessories like bag, sandals and produced using leather, jute, bamboo etc. In home ware and decorative Aarong produces pottery vases and sculpture of wood, bamboo, brass and clay etc. 
. [image: C:\Users\pc\Videos\product.PNG]
Figure 2: Product line of Aarong

[bookmark: _Toc515802867][bookmark: _Toc515802957][bookmark: _Toc515803151][bookmark: _Toc515803274]3.2.4 Promotional channels of Aarong
[image: C:\Users\pc\Videos\Capture.PNG]Figure 3: Promotional Channels of AarongAarong

[bookmark: _Toc515802868][bookmark: _Toc515802958][bookmark: _Toc515803152][bookmark: _Toc515803275]
3.2.5 Competitor analysis of Aarong
Being one of the leading lifestyle brands of Bangladesh, Aarong’s top competitors are: Le reve, Yellow, Sailor, Artisan and Ecstasy. There are some other brands who are potential competitors for Aarong in future: Richman, Cats Eye, Rang, Bibiana, Jatra, Kay Kraft, Anjan’s etc. Aarong has its own unique way of its competitive analysis as having high competitive advantages over its top competitors on almost every factors including product features, quality, supplier, technology, finance, distribution, product innovation and costing.  
[image: C:\Users\pc\Videos\competitors-analysis-aarong.jpg]
Figure 4: Competitor analysis of Aarong



[bookmark: _Toc515802869][bookmark: _Toc515802959][bookmark: _Toc515803153][bookmark: _Toc515803276]3.3 SWOT analysis of Aarong

SWOT analysis is used in almost every organization for knowing its strength, weakness, threats and opportunities to deal with its competitors in the market place. Though this powerful tool is mainly based on an imaginary situation, it’s very effective to evaluate the inner strength of successful organizations like Aarong. 
Aarong’s strengths are included strong financial foundation, legal enterprise, good brand image as well as good brand awareness, handmade & unique products, traditional, dedicated workforce, socially responsible, backward linkage, fair trade leader, good office environment and one stop shopping. Dependence on BRAC, decentralized production, lack of standardization & automation in quality, lack of inter-departmental coordination, lack of planning & implementation follow up, high production lead times and low salary structure of stuffs comparing high price product are the main weakness of Aarong. The potential opportunities of Aarong are E-commerce and m commerce, new outlets, growing craft factory, franchise venures and abundance of artisans. Besides, the threats are new competitors, economic crisis and commitment of the political parties, smuggled goods, westernization and higher price sensitivity in market. 
The SWOT analysis of Aarong is done based on three consecutive steps which are: 
· Identifying the four key elements: strength, weakness, opportunities and threats with contrast of Aarong’s resources and capacities.
· Applying the major strengths and opportunities that meet up Aarong’s mission and goals and make improvements in business situation over competitors.
· Reducing the major threats and weakness to implement action oriented activities to improve Aarong’s business strategies.



Strategy SWOT matrix of Aarong
	
SO STRATEGY: Use strength to take advantages of opportunities.

WO STRATEGY: Overcome weakness by taking advantages of opportunities.

ST STRATEGY: Use strength to reduce threats.

SO STRATEGY: Minimize weakness and reduce threats.

	
STRENGTHS:
1. Valuable physical asset.
2. Zero production damage.
3. Market advantages.
	
WEAKNESSES:
1. Inability to supply.
2. Higher price.
3. Lack of proper training.

	
OPPORTUNITIES:
1. Globally expand its business.
2. Exploring online business.
3. New distribution channel.
	
SO STRATEGY:
1. Find potential task force to expand business by setting new physical assets.
2. Take order and sell product using internet.
3. Take the advantage by using new distribution channel.
	
WO STRATEGY:
1. Improve your workforce to expand globally.
2. Reduce price starting online business.
3. Provide training for new distribution channel


	
THREATS: 
1. High price.
2. New competitors.
3. Lower quality and less uniqueness of products.
	
ST STRATEGY:
1. Develop and deliver specialized service on segmented basis

	
WT STRATEGY:
1. Form partnership and alliance to compete.




Figure 5: Strategy SWOT matrix of Aarong








[bookmark: _Toc515802870][bookmark: _Toc515802960][bookmark: _Toc515803154][bookmark: _Toc515803277][bookmark: _Toc515802871][bookmark: _Toc515802961]CHAPTER 4
 Research Findings & Analysis














Aarong’s CRM activities
Customer relationship management is the process that is used by every organization to hold existing customers and to attract potential customers. The main goal of customer relationship management tools is to integrate and automate sales, marketing, and customer support. CRM practices and technologies are used to enhance the achievement of marketing, sales, and service objectives throughout the customer life-cycle stages of customer acquisition, retention and development, whilst simultaneously supporting broader organizational goals.  It is known as the point-of-sale. 
Aarong provides “My Aarong Rewards Program” for its regular customers. T
Aarong’s CRM activities include:
· Attitude changing procedures towards customers.
· Acquiring potential customers and retaining existing customers.
· Providing better CRM campaigns than other competitors.
· Loyalty program development for better service
· Partnership alliances
· VOCM & feedback Kiosk for improving customer satisfaction
CRM campaigns 
Another CRM tool that is practiced by almost every organization to enhance marketing activities and sales is CRM campaigns. Aarong organizes seasonal CRM campaigns for its existing MARC customers and to attract new customers. The main purpose of these campaigns is to meet up marketing objectives and to increase sales. Successful CRM campaigns are the reflection of proper planning and strategies of the organization to gain customer loyalty. Aarong has higher brand image and brand awareness among its loyal customers which leads the success of these campaigns. Aarong arranges these sorts of campaigns to show gratitude towards its MARC customers. 


Loyalty program and membership card types
	Card Type 
	Purchase 
	Upgrade 
	Status keeping 

	Life Style 
	· 10000 tk purchase
· 100tk purchase=1 point( = 1tk) 
	· 3000 points for gold card
· 300000 tk shopping 
	· 250 points
· 25000 tk shopping 

	Gold 
	· N/A 
· 100tk purchase=2 points ( = 2tk) 
	· 8000 points for gold card
· 400000 tk shopping
	· 1000 points
· 50000 tk shopping 

	Platinum 
	· N/A
· 100tk purchase=3 points ( = 3tk) 
	· N/A 
	· 3000 points
· 100000 tk shopping 


Figure 6: Aarong’s loyalty program
[image: C:\Users\pc\Videos\Capture2.PNG]Figure 7: Aarong’s membership card types with up-gradation


Partnership alliances
 Aarong has done more than 30 alliances with different restaurants, service companies and hotels and resorts to serve MARC customers. Aarong’s MARC customers get discounts from these alliances yearly. During seasonal and special campaigns, these companies provide free couple meals, coupon and special offers to the winners of the campaigns.
[image: ]
[image: ] [image: ] 
Figure 8: Aarong’s partner alliances


VOCM & Feedback kiosk
There has given some feedback kiosk in every outlets to collect customer feedbacks regularly, are monitored from the headoffice to make a regular basis weekly feedback report for dealing with cusomer issues and for providing better customer service. NPS is used in feedback kiosk to know how many of Aarong customers would like to refer Aarong. The purpose of NPS is to measure customer experience and predicts business growth reflecting a better customer relationship with Aarong. The percentage of dectractors id deducted from the percentage of promoters to calculate NPS. Postive NPS is mostly accepted. After purchasing, every customers arer requested to give their feedbacks. The following steps are done throghout the feedback process. 








·  

	Figure 9: VOCM steps	
[image: C:\Users\pc\Videos\sd.PNG]
Figure 10: VOCM process flow



Customer feedback
Submit feedback
SMS/E-mail
Promoters
Detractors
Call center | Outlet Manager | CRM
Feedback database
Weekly/Monthly report published
Real time 
SMS will send to promoters & Detractors
E- mail alert received by CRM & call center, Customer & Outlet manager will get SMS


Figure 11: Feedback process flow

[image: C:\Users\pc\Videos\Capture.PNG]
Figure 12: Weekly feedback report demo


Figure 13: Weekly Customer feedback rating
Being an intern of CRM department, I got the opportunity to assist CRM activities. The success of these activities leaded a surprising increase in the sales. The findings are given below:
· Successful CRM campaigns have a positive relationship with Sales.
· Positive NPS and better customer response lead higher customer satisfaction. 
· Regular customer feedback directs positive customer experience
· The effective CRM tools and activities result in achieving higher CRM registration target. 

The following two tables are the analysis of my internship findings. 
	Month
	Campaign Name
	KPI
	Achievement

	January
	ABV Boost campaign
	· Targeted Sale:
BDT 11,534,191

· Targeted availed: 2055
	· Actual Sales: BDT 16,398,091
· Actual availed: 1706
· Sales target achievement:142.17%
· Actual availed hit rate: 1.82%


	February
	Shop & Earn campaign
	Targeted registration: 20,003
	· Actual registration: 24,598
· Target achieved: 122.97%
· CRM contribution of Total Sales: 63%


	February
	Valentine's Day Campaign
	Duration: 9th Feb to 14th Feb
Sale (2017) : BDT 1133.87 Lac
	
9th Feb to 14th Feb
Sale (2018): BDT 1357.07 Lac
Increase: 119.68%


	February
	Win back Campaign
	· Targeted Sale: BDT 4,998,560
· Target availed- 793
	· Actual Sale :BDT 7,885,316
· Actual availed: 878
· Sale target achievement: 158%
· Actual availed hit rate: 1.9%
· Sale to cost percentage: 3.6%
· Test response rate: 4.3%
· Control response rate: 1.11%
· Test availed rate: 2.05%
· Control availed rate: 0%


	March
	Women's Day Partnership Campaign with Persona (Taaga)
	Exclusive partnership (done with Persona)
	Total Reach: 1,487,491
Total Engagement: 343,321
R/E: 23%
People tagged in Taaga super heroes 139
People availed discount: 92(within 7 days)

	March
	Boishakh Preview Event
	Last year no preview event done. 

16th March Sale (2017): 
BDT 150.73 Lac

	16thMarch Sale (2018): 
BDT 289.17 Lac
Increase in sales: 91.85%

	March
	Boishakh CRM Campaign
	Sent sms to approx. 162,225 customers different time

Targeted response: 10%

	26,683 customers purchased from Aarong after getting sms.
Actual customer response: 16.45%

	March
	Free Shipping Campaign
(March 22 – 28) 
	Getting additional orders & sales
	
Total order for free shipping 88

Additional sales from free shipping: BDT 2,74,277.74


	April 
	Boishakh RFM Campaign
(April 5 -14)
	MARC members who have not purchased any product from 17th March to 3rd April 2018, though these customers were active for last one year.

· Targeted Sales:
BDT 14,145,320
· Targeted availed-  2,636
	· Actual Sales-  BDT 42,174,073 
· Actual availed- 5409
· Sale target achievement- 298%
· Actual availed hit rate -6%
· Sale to cost percentage- 3.2%
· Test response rate- 1.49%
· Control response rate- 6.44%
· Test availed rate- 6.18%
· Control availed rate- 0%


	April 
	Boishakh Shop & Fly Campaign

(April 8 – 14)
	Exclusive partnership with premium offering

Exclusive partnership campaign with Etihad Airways

Complementary round trip business class ticket to Europe along with up to 15% discount for all MARC

	Sales before campaign(April 1 - 7)
BDT 22,06,06,000

Sales during campaign(April 8-14)
BDT 303,793,000

Campaign Period CRM Sale: 123,445,617 which is 40.63% of total Sale

	April 
	Herstory Vintage Florals Campaign 

(April 5- 14)
	Exclusive partnership & impact on sales

Exclusive partnership with Pan Pacific Sonargaon Dhaka.
	HERSTORY sales before campaign:
[25th March to 4th April]
Total 23 QTY product sold 
Sales value is BDT 512,000
HERSTORY sales during campaign: [5th April to 14th April]
Total 42 QTY product sold 
Sales value is BDT 985,000
Impact on sales: 51.98% increased




Table 1: CRM campaign achievements, 2018

There is given a latest registration list in the below: 
	Aarong
Outlets
	Total 
(till May 12)
	Reg. Target (May & June, 2018)
	Achievement
(%)

	Ecommerce
	0
	65
	0.00

	Dhanmondi 1
	307
	2816
	101.66

	Gulshan
	394
	2843
	109.14

	Moghbazar
	176
	1574
	58.09

	Sholoshor
	245
	793
	480.39

	Sylhet
	120
	506
	71.86

	Khulna
	38
	335
	47.50

	Uttara
	236
	1932
	58.56

	Halishahar
	92
	439
	110.84

	Mirpur
	165
	1161
	58.51

	Comilla
	74
	459
	90.24

	Narayanganj
	59
	477
	57.28

	Rankin Street
	120
	909
	88.89

	JFP
	119
	930
	58.91

	Dhanmondi 2
	178
	1489
	64.26

	Banani
	140
	659
	93.96

	Bashabo
	71
	664
	57.26

	Bashundhara city
	223
	2162
	111.50

	Bogra
	53
	451
	155.88

	
	                 2836 
	                 20,669
	84.20



Table 2: CRM registration list, May 2018


A Cloud Cherry Report Summary, April 2018
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Figure 14: A Cloud Cherry report, April 2018
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Recommendations

· Aarong should improve its customer care service as surveys results in so many objections about Aarong customer care.
· Aarong should arrange more training programs for the sales associates for learning about proper behavior with customers.
· Aarong should focus on increasing product quality & designs.
· Decreasing price of the products is another suggestion that should be highlighted.
· Aarong should bring out new ideas for better CRM campaigns.

Conclusion

Being a fashion house, Aarong has evolved itself as one of the most successful lifestyle brand with the passing of time. From the very beginning of Aarong’s journey in Bangladesh, it leaded itself with the success of its purpose of lending a helping hand to the rural people in need. Through the selling of products, Aarong is ensuring that every needy rural artisan especially the rural women have managed to earn their own way of living. Aarong is playing a vital role in protecting and promoting Bangladeshi designs. It has been maintaining our traditions as well as trends beautifully through its products. With the growth of Aarong, it is Aarong’s marketing department tribute for which Aarong is able to maintain a good relationship with its customers. Aarong’s effective CRM tools that are planned by its CRM department contribute a lot in increasing sales. Different CRM activities and campaigns are held to maintain good customer value which results in achieving higher CRM registration target.

· 
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1 List of Aarong outlets
	Location
	Date of Inception

	Sobhanbag, Dhaka (Closed)
	1978

	Sholoshahar, Chittagong
	1983

	Moghbazar, Dhaka
	1984

	Zindabazar, Sylhet
	1985

	Lalmatia, Dhaka
	1989

	New Market, Khulna
	1995

	Gulshan, Dhaka
	1997

	Wari, Dhaka
	1998

	Uttara, Dhaka ( Flagship Outlet)
	2001

	Halishahar, Chittagong
	2008

	Mirpur, Dhaka
	2010

	Ranir Bazar, Comilla
	2012

	Ukilpara, Narayangonj
	2013

	Jamuna Future Park, Dhaka
	2014

	Dhanmondi, Dhaka
	2015

	Banani, Dhaka
	2015

	Bashabo, Dhaka
	2016

	Bashundhara City, Dhaka
	2017

	Jaleshwaritala, Bogra
	2017

	Mymensingh
	2018

	Mirpur-2, Dhaka
	2018


Table 3: List of all outlets of Aarong
2 Outlet wise Cloud Cherry response, May 2018
	Main outlets Response
	Total response
	Achievement (%)
	Avg. Response /Day
	Daily target

	JFP
	74
	5%
	15
	50

	Gulshan
	88
	6%
	18
	50

	Mirpur
	151
	10%
	30 
	50

	Uttara
	111
	7%
	22
	50

	Dhanmondi-1
	131
	9%
	26
	50



3. Loyalty program of local brand
[image: C:\Users\pc\Videos\fwe.PNG] 



4. Loyalty program of international and local brand 
[image: C:\Users\pc\Videos\sdfer.PNG]

5 Campaign BTL update, 2018
	SL
	Campaign name 
	Timeline
	Total number of SMS
	SMS cost
	Number of E-mail
	E-mail cost

	1
	Taaga Winter Campaign 
	11-Jan to 31-Jan 
	-
	-
	1400000
	52000

	2
	Aarong Falgun campaign 
	1-feb to 13-Feb
	-
	-
	-
	-

	3
	Aarong Valentine Campaign 
	9-Feb to 14 -Feb
	365457
	149365
	100000
	8500

	4
	Taaga Valentine Campaign 
	8-Feb to 14-Feb
	0
	0
	1,400,000
	52,000

	5
	Ekushy Campaign
	13-Feb to 21-Feb
	136333
	58623.19
	1,400,000
	52,000

	6
	Herstory Spring Campaign
	23-Feb to 1-Mar
	
	
	600000
	24000

	7
	Taaga Woman's Day Campaign
	7-Mar to 14-Mar
	88,778
	38,175
	
	

	8
	E-commerce Campaign Launch_Free Shipping
	22 Mar to 28 Mar
	
	
	
	

	9
	Boishakh-1425 Campaign
	16-Mar to 14-Apr
	2135965
	869114
	1,400,000
	52000

	10
	Taaga Boishakh-1425 Campaign
	29-Mar to 14- Apr
	155737
	66967
	1,400,000
	52000

	11
	Herstory campaign
	5-Apr to 14-Apr
	20276
	8719
	600000
	24000

	12
	Shop & Fly Boishakh 
	 
	157963
	67924
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