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Abstract- So far, technology has been a major driver of
change. Technology has redefined every aspect of the
business. What we are seeing today is the final shift of power
from the organization to the hands of the customer. Today's
enterprises have no choice but to change and evolve. Changes
are relevant to all aspects of the business and are not limited
to one aspect of the business. Those who can't see the trends
and change themselves will perish. Customer Relationship
Management (CRM) packages and technologies are becoming
enablers to make this possible. Service providers such as
banks, transports, traders, firm, airlines, food industries,
insurance companies, online shopping providers and e-traders
etc., have developed effective means of recognizing and
communicating with individual customers, thereby building
emotional bonds with them. It is a part of development of the
organization and customer as well.

This study identifies effective mechanisms that
influence the development of customer relationship
management research strategy concepts, reviews scientific
literature, and introduces customer relationship management
competence around the globe. Provides an overview of CRM
research and identifies gaps in previous CRM literature
reviews. To achieve this, this study is based on the 2010-2022
period. Data are collected from 537 research papers on CRM
for the 2010-2022 period sourced from major online
databases. Then capture the article keywords and analyze the
data to determine different perspectives on CRM research.
Next, the CRM components are categorized. The resulting
schema is used to screen the literature. The results show the
latest technologies in this period (2010-2022) on CRM
research, understanding of CRM components, their categories
and methods.

Keywords- CRM, Organization, Customer, Relationship and
Management

I. INTRODUCTION

The expression, Customer Relationship Management
(CRM), has been in use since the early 1990s. Customer
Relationship Management hotly contested by various
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information technology (IT) vendors, consultants and
academics, a clear consensus has not yet emerged. Even the
meaning of the three-letter acronym CRM is contested. For
example, although most people would understand that CRM
means Customer Relationship Management, others have used
the acronym to mean Customer Relationship Marketing.
Information technology companies have tended to use the
term CRM to describe the software applications that are used
to support the marketing, selling and service functions of
businesses. This equates CRM with technology. Although the
market for CRM software is now populated with many
players, its commercialization was greatly boosted in 1993
when Tom Siebel founded Siebel Systems Inc. (now part of
Oracle).

Use of the term CRM can be traced back to that
period. Gartner Inc., the information technology research and
advisory firm, estimated that annual spending on CRM
technology was $14 billion in 2013, and predicted that it
would top $18.4 billion in 2016. Others, with a managerial
instead of technological emphasis, declare that CRM is a
disciplined technique to growing and preserving worthwhile
client relationships, and that generation might also
additionally or might not have a role. CRM is tough to
conceive of a big company coping with tens of thousands and
thousands of clients throughout more than one channel which
can put into effect a client method cost-efficiently without
using Information Systems generation and thoroughly
designed commercial enterprise progression. We can resolve
the debate between managerial and technological schools by
conceiving of CRM as taking three main forms: 1. Strategic 2.
Operational and 3. Analytical

Table.1 shows that various types of Customer Relationship

Management

Types of Costomer Relationship Management
:H Strategic ‘Operational Amalytical
g Strategic CFM iz acom= Crperational CEM focuze: | Anslytical CEM iz the procas
2 customar-cantric buzines: | on the sutomation of throweh which orzanizations
§ straragy that sims at customar-facing procazzas | teamaform cestomer-gslared
g winning and kesping such a: salling, marketing | datainto actionable insight for
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STRATEGIC CRM:

Strategic CRM is centered upon the improvement of
a purchaser-centric enterprise subculture committed to
prevailing and maintaining clients through developing and
handing over cost higher than competitors. The subculture is
pondered in management behaviors, the layout of formal
structures of the business enterprise, and the myths and
testimonies which might be created in the firm. In a purchaser
centric subculture you'll count on assets to be allotted in which
they might pleasant decorate purchaser cost, praise structures
to sell worker behaviors that decorate purchaser delight and
retention, and purchaser facts to be collected, shared and
carried out throughout the enterprise. The heroes of purchaser-
centric companies supply extremely good cost or carrier to
clients. Many companies declare to be purchaser-centric,
purchaser-led, purchaser centered or purchaser-orientated
however few are. Indeed there may be only a few agencies of
any length that don't declare that they may be on a assignment
to meet purchaser necessities profitably. Customer-centricity
competes with different enterprise logics. Kotler identifies 3
different main enterprise orientations: product, manufacturing
and promoting.

Product-orientated:

Product-orientated companies consider that clients
select merchandise with the pleasant quality, performance,
layout or features. These are regularly fairly modern and
entrepreneurial corporations. Many new enterprise start-ups
are product-orientated. In those corporations it's far not
unusual place for the purchaser’s voice to be lacking while
crucial marketing, promoting or carrier selections are made.
Little or no purchaser studies is conducted. Management
makes assumptions approximately what clients need and/or
presents visionary management for the market. Perhaps the
maximum iconic instance of product-orientation is Apple.
Apple has created massive call for merchandise that clients did
now no longer recognize they needed, as an instance the iPad.
Leading style homes have a tendency to be product-orientated
and attempt to set up new style traits instead of reply to
customer studies approximately what must be subsequent
year’s look. However, those are exceptional. Product-
orientated agencies regularly over-specify or over-engineer for
the necessities of the market, and consequently are too
steeply-priced for plenty clients. The subset of especially
price-insensitive clients entrepreneurs dub ‘innovators’,
who're possibly to reply definitely to business enterprise
claims approximately product excellence, is a especially small
segment, possibly 2.5 in keeping with cent of the ability
market.
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Production-orientated:

Production-orientated  groups  cognizance  on
operational excellence. They are searching for to provide the
clients the excellent price for money, time and/or effort.
Consequently, they try to preserve running expenses low, and
expand standardized gives and routes to marketplace.
Complexity, customization and innovation are very pricey and
unappealing to manufacturing-orientated groups. Production-
orientated companies hardly ever are first to marketplace with
the excellent new provide. They cognizance their innovation
on deliver chain optimization and simplification. They have a
tendency to serve clients who want ‘good-sufficient’, less
costly merchandise and services. Production-orientated groups
pick now no longer to consider that clients have particular
desires or desires. It is viable to be especially worthwhile with
the aid of using being the bottom fee enterprise player, as an
example Wal-Mart. There is a fee and comfort section in
maximum markets however the majority of clients produce
other necessities. Moreover, an immoderate cognizance on
operational performance would possibly make you ignorant of
disruptive modifications simply over the horizon; making
reasonably-priced merchandise that nobody desires to shop for
isn't always a sustainable strategy.

Sales-orientated:

Sales-orientated groups make the idea that in the
event that they make investments sufficient in advertising,
selling, Public Relations (PR) and income promotion, clients
can be persuaded to shop for. Very often, a income orientation
follows a manufacturing orientation. The organisation
produces low-fee merchandise after which has to sell them
closely to shift inventory — a ‘make and sell” method. The
deal-maker and persuader is king in such companies. In
markets which are developing rapidly, such an method can sell
sturdy marketplace proportion increase and attendant
economies of scale. Many massive generation companies have
promoted an emphasis on selling. The dangers of this
orientation are twofold: (1) triumphing massive contracts isn't
always the equal aspect as earning profits from them and (2)
cognizance at the instant sale hardly ever permits sufficient
slack assets to test and innovate to serve rising want and
desires now no longer but articulated with the aid of using
clients.

Customer or marketplace-orientated:

A patron or marketplace-orientated organisation
stocks a fixed of ideals approximately setting the patron first.
It collects, disseminates and makes use of patron and
aggressive facts to expand better-price propositions for clients.
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A patron-centric organization is a studying organization that
continuously adapts to patron necessities and aggressive
conditions. There is proof that patron-centricity correlates
strongly to enterprise performance.

OPERATIONAL CRM

Operational CRM  automates customer-facing
business processes. CRM software applications enable the
marketing, selling and service functions to be automated and
integrated.

Table.2 shows that various automation applications of
CRM
Operational CEM - some applications
Sales force automation

Markating sutomation ‘Servica automation

Caza {incidant or izsus)

Campsign managemant
hIanasemant

Acoount manassmant

Event-basad (triggsn) Customer communications

Lzad manassment

marksting manassmant
Crpportunity manassmsant Cre=ming and routing
Pipsline manazsmant
Nlarksting optimization Contact manassmant

Servics level manazemant

Quotation and proposal genaeration

Product configuration

Marketing automation

Marketing automation (MA) applies technology to
marketing processes. Campaign management modules allow
marketers to use customer-related data in order to develop,
execute and evaluate targeted communications and offers.
Customer segmentation for campaigning purposes is, in some
cases, possible at the level of the individual customer,
enabling unique communications to be designed.

In multi-channel environments, campaign
management is particularly challenging. Some fashion
retailers, for example, have multiple transactional channels
including freestanding stores, department store concessions, e-
tail websites, home shopping catalogues, catalogue stores and
perhaps even a television shopping channel. Some customers
may be unique to a single channel, but most will be multi-
channel prospects, if not already customers of several
channels. Integration of communication and offer strategies,
and evaluation of performance, requires a substantial amount
of technology-aided coordination across these channels.

Event-based, or trigger, marketing is the term used to
describe messaging and offer development to customers at
particular points in time. An event triggers the communication
and offer. Event-based campaigns can be initiated by customer
behaviors, or contextual conditions. A call to a contact centre
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is an example of a customer-initiated event. When a credit-
card customer calls a contact centre to enquire about the
current rate of interest, this can be taken as indication that the
customer is comparing alternatives, and may switch to a
different provider. This event may trigger an offer designed to
retain the customer. Examples of contextual events are the
birth of a child or a public holiday. Both of these indicate
potential changes in buyer behaviour, initiating a marketing
response. Event-based marketing also occurs in the business-
to-business context. The event may be a change of personnel
on the customer-side, the approaching expiry of a contract or a
request for information (RFI).

Real-time marketing (automation), combining
predictive modeling and work-flow automation, enables
companies to make relevant offers to customers as they
interact with company technologies at different touch points
such as website and retail outlet. As consumers share more
data with companies, and as the company’s ability to analyze
those data improves, online marketing increasingly occurs in
real time. The choices the customer makes as she navigates
through the Web, the enquiries she makes and her profile
enable firms to predict which products and services will be
most appealing to her: the so-called Next Best Offer or NBO.
This offer can be refreshed in real time as a result of customer
behavior online. E-retailers such as Amazon continually
refresh their recommendations as a result of customer
searches, and Google changes the advertising it pushes to you
as a function of your location and search behaviors.

Sales force automation

Sales force automation (SFA) was the original form
of operational CRM. SFA systems are now widely adopted in
business-to-business environments and are seen as ‘a
competitive imperative’ that offers ‘competitive parity’. SFA
applies technology to the management of a company’s selling
activities. The selling process can be decomposed into a
number of stages such as lead generation, lead qualification,
lead nurturing, needs identification, development of
specifications, proposal generation, proposal presentation,
handling objections and closing the sale. SFA software can be
configured so that it is modelled on the selling process of any
industry or organization.

Automation of selling activities is often linked to
efforts to improve and standardize the selling process. This
involves the implementation of a sales methodology. Sales
methodologies allow sales team members and management to
adopt a standardized view of the sales cycle, and a common
language for discussion of sales issues.
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SFA software enables companies to assign leads
automatically and track opportunities as they progress through
the sales pipeline towards closure. Opportunity management
lets users identify and progress opportunities-to-sell from lead
status through to closure and beyond, into after-sales support.
Opportunity management software usually contains lead
management and sales forecasting applications. Lead
management applications enable users to qualify leads and
assign them to the appropriate salesperson. Sales forecasting
applications generally use transactional histories and
salesperson estimates to produce estimates of future sales.
Contact management lets users manage their communications
programme with customers. Digital customer records contain
customer contact histories. Contact management applications
often have features such as automated customer dialling, the
salesperson’s personal calendar and email functionality.
Quotation and proposal generation allow the salesperson to
automate the production of prices and proposals for customers.
The salesperson enters details such as product codes, volumes,
customer name and delivery requirements, and the software
automatically generates a priced quotation.

Product configuration applications enable
salespeople, or customers themselves, automatically to design
and price customized products, services or solutions.
Configurators are useful when the product is particularly
complex, such as IT solutions. Configurators are typically
based on an “if . . . then’ rules structure. The general case of
this rule is ‘If X is chosen, then Y is required or prohibited or
legitimated or unaffected’. For example, if the customer
chooses a particular feature (say, a particular hard drive for a
computer), then this rules out certain other choices or related
features that are technologically incompatible or too costly or
complex to manufacture.

Service automation:

Service automation involves the application of
technology to customer service operations. Service automation
helps companies to manage their service operations, whether
delivered through a call centre, contact centre, field service,
the Web or face-to-face, with high levels of efficiency,
reliability and effectiveness. Service automation software
enables companies to handle inbound and outbound
communications across all channels. Software vendors claim
that this enables users to become more efficient and effective,
by reducing service costs, improving service quality, lifting
productivity, enhancing customer experience and lifting
customer satisfaction.

Service automation differs significantly depending
upon the product being serviced. The first point of contact for
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service of consumer products is usually the retail outlet, or a
call centre. People working at these touch points often use
online diagnostic tools that help identify and resolve the
problem. A number of technologies are common in service
automation. Call routing software can be used to direct
inbound calls to the most appropriate handler. Technologies
such as Interactive Voice Response (IVR) enable customers to
interact with company computers. Customers can input to an
IVR system after listening to menu instructions either by
telephone keypad (key 1 for option A, key 2 for option B), or
by voice. If first contact problem resolution is not possible, the
service process may then involve authorizing a return of
goods, or a repair cycle involving a third-party service
provider.

Companies are beginning to learn to respond to
customer complaints in social media such as Facebook and
Twitter in close to real time. Social media have greatly
increased the risks of consumer complaints remaining
unanswered. Real-time engagement in the social conversation
enables companies to intervene immediately and resolve an
issue before a social media storm erupts. A case can be made
that companies consider employing people and/or
technologies to monitor and respond to tweets and other social
media content. However, other participants in the
conversation, for example other users of Twitter, might also be
able to contribute to the resolution of a consumer’s problem,
through what is known as crowd sourced customer service.
Service automation for large capital equipment is quite
different. This normally involves diagnostic and corrective
action taken in the field, at the location of the equipment.
Examples of this type of service include industrial air
conditioning and refrigeration. In these cases, service
automation may involve providing the service technician with
diagnostics, repair manuals, inventory management and job
information on a laptop or mobile device. This information is
then synchronized at regular intervals to update the central
CRM system. An alternative strategy for providing service for
capital equipment is for diagnostics to be built into the
equipment, and back-to-base issue reporting to be automated.
Rolls-Royce aero engines, for example, are offered with a
service contract that involves Rolls-Royce engineers
monitoring engines in flight to help airlines maximize
efficiencies, reduce service cost and, most importantly, reduce
downtime of the airplane through preventive service
interventions. Rolls-Royce calls this ‘Power-by-Hour’. GE, its
chief competitor in aircraft engines, offers a similar service.
Turning products into services, or developing combined
‘product-service systems’, is known as ‘servitization’. This is
not a new strategy; indeed, IBM famously made a transition
from selling computers to providing solutions and systems. In
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all such cases, the nature of the customer relationship may
changes.

Modern operational CRM systems permit the
delivery of such solutions in a cost-effective manner. Many
companies use a combination of direct and indirect channels
especially for sales and service functions. When indirect
channels are employed, operational CRM supports this
function through partner relationship management (PRM).
This technology allows partners to communicate with the
supplier through a portal, to manage leads, sales orders,
product information and incentives.

ANALYTICAL CRM:

Analytical CRM, also called analytic CRM, is
concerned with capturing, storing, extracting, integrating,
processing, interpreting, distributing, using and reporting
customer-related data to enhance both customer and company
value. Analytical CRM builds on the foundation of customer-
related information. Customer related data may be found in
enterprise-wide repositories: sales data (purchase history),
financial data (payment history, credit score), marketing data
(campaign response, loyalty scheme data) and service data. To
these internal data can be added data from external sources:
geo-demographic and lifestyle data from business intelligence
organizations, for example. These are typically structured
datasets held in relational databases. A relational database is
like an Excel spreadsheet where all the data in any row is
about a particular customer, and the columns report a
particular variable such as name, postcode and so on. With the
application of data mining tools, a company can then
interrogate these data. Intelligent interrogation provides
answers to questions such as: Who are our most valuable
customers? Which customers have the highest propensity to
switch to competitors? Which customers would be most likely
to respond to a particular offer?

In recent years, we have seen the emergence of ‘big
data’. Although the expression ‘big data’ has been around
since 2000, it is only since 2010 that businesses have become
seriously interested in these huge datasets. According to IBM,
Big data comes from everywhere: from sensors used to gather
climate information, posts to social media sites, digital
pictures and videos posted online, transaction records of
online purchases, and from cell phone GPS signals to name a
few’. Big data extends beyond structured data, including
unstructured data of all varieties: text, audio, video, click
streams, log files and more. The tools for searching, making
sense of, and acting on unstructured data differ from those
available for data-mining structured datasets.
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Analytical CRM has become an essential part of
many CRM implementations. Operational CRM struggles to
reach full effectiveness without analytical information about
customers. For example, an understanding of customer value
or propensities to buy underpins many operational CRM
decisions, such as: 1. which customers shall we target with
this offer?

2. What is the relative priority of customers waiting on the
line, and what level of service should be offered? 3. Where
should | focus my sales effort?

Analytical CRM can lead companies to decide that
selling approaches should differ between customer groups.
Higher potential value customers may be offered face-to-face
selling; lower value customers may experience telesales. From
the customer’s point of view, analytical CRM can deliver
timely, customized solutions to the customer’s problems,
thereby enhancing customer satisfaction. From the company’s
point of view, analytical CRM offers the prospect of more
powerful cross-selling and up-selling programmes, and more
effective customer retention and customer acquisition
programmes.

Il. MODELS OF CRM

A number of comprehensive CRM models have been
developed. The present study introduces four of them here.

1.1. The IDIC model

The IDIC model was developed by Don Peppers and
Martha Rogers, of the Peppers & Rogers Group, and has
featured in a number of their books. The IDIC model suggests
that companies should take four actions in order to build
closer one-to-one relationships with customers:

» ldentify who your customers are and build a deep
understanding of them.

» Differentiate your customers to identify which customers
have most value now and which offer most for the future.

* Interact with customers to ensure that you understand
customer expectations and their relationships with other
suppliers or brands.

»  Customize the offer and communications to ensure that
the expectations of customers are met.

1.2. The CRM Value Chain

Francis Buttle’s model consists of five primary stages
and four supporting conditions leading towards the end goal of
enhanced customer profitability. The primary stages of
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customer portfolio analysis, customer intimacy, network
development, value proposition development and managing
the customer lifecycle are sequenced to ensure that a
company, with the support of its network of suppliers, partners
and employees, creates and delivers value propositions that
acquire and retain profitable customers. The supporting
conditions of leadership and culture, data and IT, people and
processes enable the CRM strategy to function effectively and
efficiently.

Customar
Portfolio
Analysis

Metwork Value Manage
Development | Proposition | The

(SCOPE) | Davelopment | Customer
Lifecycle

Customer
Intimacy

Primary
stages

5

Leadership and culture

N Data and information technology
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Processes / J
“ =

Figure 1 shows the CRM value chain

1.3. Payne and Frow’s 5-Process model

Adrian Payne and Pennie Frow developed the 5-
process model of CRM. This model clearly identifies five core
processes in CRM: the strategy development process, the
value creation process, the multi-channel integration process,
the performance assessment process and the information
management process. The first two represent strategic CRM;
the multi-channel integration process represents operational
CRM; the information management process is analytical
CRM.
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Figure 2 shows the Payne and Frow’s 5-process model of
CRM

1.4. The Gartner competency model
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The final comprehensive CRM model comes from
Gartner Inc. Gartner Inc. is a leading IT research and advisory
company that employs some 1,450 research analysts and
consultants in 85 countries, and has a significant place in
CRM research. The model suggests that companies need
competencies in eight areas for CRM to be successful. These
include building a CRM vision, developing CRM strategies,
designing valued customer experiences, intra- and extra-
organizational collaboration, managing customer lifecycle
processes, information management, technology
implementation and developing measures indicative of CRM
success or failure.

1. CRM Vision: Leadership, Social Worth, Value Proposition

2. CRM Strategy: Objectives, Segments, Effective Interaction

3. Valued Customer Experience

Understand Requirements
Monitor Expectations.
Satisfaction vs Competition
Collaboration and Feedback

5. CRM Processes: Customer Lifecycle, Knowledge Management

7. GRM Technology: Applications, Architecture, Infrastructure

Figure 3 shows the Gartner competency model of CRM

SOCIAL CRM: A SET OF CONNECTIONS

Another expression that has recently found
widespread traction is ‘social CRM’. This expression is widely
used by technology firms with solutions to sell, but we do not
regard it as a fundamental type of CRM, equivalent to
strategic, operational and analytical. Social CRM technologies
essentially enable users to exploit social network data for
customer management purposes. Interactions between
individuals within social networks have produced a colossal
amount of data, often unstructured, which some businesses are
now trying to collect, interpret and use to create and maintain
long-term beneficial relationships with their customers. CRM
as a management practice was popularized by the advances in
database technology that allowed a single view of the
customer for most firms and the analytical tools and
operational systems (e.g. call centres) that enabled firms to
exploit those data. The data that fuelled CRM were largely
generated and held within organizations’ operational systems:
sales, call centres, service requests, etc. Now, data about
customers are as likely to be found in their Facebook or
Twitter activities and user-generated content posted to
YouTube. There is, therefore, a desire to integrate
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organization ‘owned’ data with that generated socially to
create a more comprehensive view of the customer.

When social media generate customer-related data
that are used by companies to manage customer relationships,
social media support and enhance analytical CRM. Where
consumers use social media (e.g. Facebook) to make
purchases, social media become part of operational CRM.
Social media also feature heavily in crowd-sourced customer
service. At a strategic level, we believe that only a limited
number of firms are currently poised to replace an overall
relationship strategy with one purely activated through social
media, but interesting new business models will develop
undoubtedly.

I11. REVIEW OF LITERATURE

Peppers and Rogers (2011), there is global tendency in
customer relationship management that relates to the shift
from transactional model towards the relationship model. In
other words, Peppers and Rogers argue that satisfying
customer needs as a result of on-time transaction is not
sufficient today in order to ensure the long-term growth of the
businesses. Instead, businesses have to strive to maintain long-
term relationships with their customers in order to maintain
flexibility to adopt their increasing expectations and thus
achieving their life-long loyalty. Peppers and Rogers further
stress that, businesses that refuses to acknowledge this
tendency in the global marketplace would be risking their
market share and growth prospects in the future. Another
relevant model to be tested during the study constitutes
Relationship Model of customer relationship management
proposed by Peppers and Rogers. Specifically, the model
advocates adopting a pro-active approach in sustaining
customer relationships and proposes a set of specific
principles that would assist to accomplish this task.

Lamb et al, (2011, p.189) pointed out that a range of
academic models and writings relate to this research in direct
and indirect ways and some of the most relevant models are
going to be explored in the study. One of the most models to
be used in the study is The Gap Model of Service Quality. “A
model of service quality called the gap model identifies five
gaps that can cause problems in service delivery and influence
customer evaluations of service quality”. These five gaps are
a) the gap between customer wants and the management
perceptions about customer wants; b) the gap between the
management perceptions about customer wants and the
specifications of service developed; c) the gap between the
service specifications and the actual service provided; d) the
gap between the quality of service promised and the quality of
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service provided, and e) the gap between expected service and
perceived service on behalf of customer.

Moreover, Cox’s (2011) “Retail Analytics: The Secret
Weapon” deserves also to be mentioned in here thanks to the
most modern and fresh perspective the author adopts in order
to approach the research issues. The most valuable part of this
specific article is that it provides highly practical
recommendations to retailers of various sizes in terms of
increasing the levels of revenues through adopting a range of
customer relationship management principles.

Mathur (2010), represents another significant contribution to
the research area to be used in the study. Namely, the author
provides a wide range of specific customer relationship
management techniques and principles that are used by
multinational businesses. The findings of Mathur can be
compared to the primary data findings in the proposed
research, thus enhancing the scope of the study.

Khurana (2010), on the other hand, discusses the concept of
customer relationship management in a great detail, and also
addresses advantages and disadvantages associated with a
range of relevant software applications.

Mueller  (2010), characterizes customer relationship
management aspect of the business as a highly dynamic, and
convincingly argues that businesses have to adopt a proactive
approach in devising relevant programs and initiatives in order
to remain competitive in their industries.

Sinkovics and Ghauri (2009), relate the necessity for
engaging in customer relationship management to high cost of
direct sales, highly intensifying level of competition in the
global level, and need for information about various aspects of
the business in general, and consumer behavior in particular,
that can be used to increase the levels of sales.

Pradan’s (2009) “Retailing Management” is another
noteworthy source that is going to be used in the study.
Specifically, Pradan identifies customer relationship
management as an emerging aspect of marketing in retail and
discusses its importance for ensuring long-term growth for
retail businesses.

Brink and Berndt (2009), one of the most critical sources for
the research is the book “Relationship Marketing and
Customer Relationship Management”. The book offers an in-
depth discussion of the concept of Customer Touch Map and
discusses the role of information technology in facilitating
customer relationship management.
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Raab et al, (2008, p.6), has been stated that customer
relationship management “characterizes a management
philosophy that is a complete orientation of the company
toward existing and potential customer relationships” A global
approach towards the issues of customer relationship
management is adopted by Raab et al in “Customer
relationship management: a global perspective”. The value of
this specific work to the proposed research can be explained in
a way that it will allow the comparison of customer
relationship management principles to the similar principles
exercised by other multinational retailers in a global
marketplace.

Goldenberg (2008, p.3), Customer relationship management
has been defined as “a business approach that integrates
people, processes, and technology to maximize relationships
with customers”.

Bhatia’s (2008) work, “Retail Management” is also going to
be used in the proposed study due to the significance of the
contribution of the work to the research area. Bhatia offers in-
depth discussions related to the use of loyalty cards by
retailers, and this represents a comprehensive analysis of the
issue in the secondary data.

IV.SIGNIFICANCE OF THE STUDY

CRM have effectively tailored to the idea of internal
and external Relationship Marketing and feature benefited
immensely from it. Internally the idea of inner patron has
yielded outstanding high-quality and taken approximately
efficiencies in operations. TQM, JIT, Six Sigma philosophies
were effectively applied way to the essential idea of internal
customer and customer satisfaction. Apart from advertising
and income capabilities which might be uncovered to the
Customers and markets and therefore want to be sensitized
and orientated toward dating management, the Organizations
have found out they want to sensitize the alternative
departments which include Finance, HR, Technical Service,
Customer Service in addition to the Product Development and
prison departments toward dating Management with their
customers. This orientation has benefited the Organizations
immensely except converting the carrier dynamics for the
customers.

In this contemporary time, we take place to be
dwelling in a quick paced excessive tech society. Use of era
has come to be the spine of our day by day life. You are
capable of be within side the snug environments of your
private home or workplace and control all your home chores
including banking, reserving an airline price tag or shopping
for coverage online. You are handling a selected financial

Page | 272

ISSN [ONLINE]: 2395-1052

institution, Credit Card Company or an airline understand their
system with the aid of using yourself who prefer to apply them
and face up to any try and financial institution with a brand
new financial institution or transfer the airline. Haven’t you
been glad whilst the patron care government which you
referred to as on the credit score card organization waived the
past due rate in view of your longstanding relationship?. You
additionally word that they are attempting to name you and
make impossible to resist gives to preserve you glad. If you're
thinking as to how they control to get to understand you higher
amidst heaps of customers, that is CRM supporting the
Companies control to get in the direction of every character
patron whilst serving such massive patron base. Marketing as
a characteristic is not what it was once a decade ago.
Marketing Managers have needed to study new methods and
strategies to construct techniques and attain out to the
customers. Customers aren't passive however are properly
informed, informed and are in a function to call for what they
need. The patron profiles and traits have modified over the
latest times.

Technologies have redefined the technique of verbal
exchange and deliver chain to attain throughout to the
customer. The advertising and marketing fulfillment these
days lies in constructing the Customer relationship. Getting to
understand the Customer, constructing courting with the
Customer and Managing Customer Relationships has grown to
be a vital a part of the Marketing functions. Marketing
techniques with admire to Relationship Management aren't
constructed in isolation however contain company philosophy
and control imaginative and prescient too.

V. SCOPE OF THE STUDY

CRM consists of IT Hardware infrastructure,
Software, Communication community in addition to
customization relying upon the Organization, its commercial
enterprise and the client. For CRM to be a success, the
customization needs to be primarily based totally at the
Relationship Marketing techniques and guidelines drawn up
through the Company. Before customizing the CRM, there
needs to be an attempt made to get beneathneath the pores and
skin of the client and study transactions and the wishes of the
client via his eyes. Only whilst the client wishes are predicted
and addressed can the CRM turn out to be a success. When it
involves Relationship marketing, Organizations have realized
that an automatic CRM manner isn't favored through every
one and that human interplay may be very a whole lot the
unsaid want in each unmarried transaction. Call centres have
controlled to emerge and develop as a commercial enterprise
answer in reality due to the human detail that mixes with the
technological advantage. In the short paced and aggressive
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market, Organizations want to have their ears and eyes open to
the Customers. Only the ones organizations which have
invested in gaining knowledge of the client on persistent basis,
constructed an on-going relationship, understood the wishes
and predicted the client wishes had been a success within side
the long run.

Technology has given manner to the improvement of
CRM software program and methods which have made it
feasible for Companies to reap more than one objective. In
truth CRM s the device utilized by CRM practitioners. CRM
similarly enables decorate the patron interplay through
presenting standardized manner in addition to clean reduce
tips for the customer redressal. When an Organization
develops a focal point in handling its courting with the
Customer and listens to the Customer that Organization is
capable of be in enterprise tomorrow. A success advertising
and marketing supervisor or a enterprise supervisor in no way
stops paying attention to the Customer.

RESEARCH METHODOLOGY

Objectives of the Study

1. To study the concept of Customer Relationship
Management globally.

2. To know the technology that has been able to make
this relationship work and enhance the value of
relationship  between the customer and the
organization.

VI.METHODS OF DATA COLLECTION
Primary Data

Primary data has been collected from Interviews,
surveys, and fieldwork, Internet communications on email,
blogs, Books, magazine and newspaper articles and ads
published at the time, Public opinion polls, and scientific
journal articles reporting experimental research results,
Technical report, and Research data, such as census statistics.

Secondary Data

Bibliographies, Biographical works, Reference
books, including dictionaries, encyclopedias, and atlases,
Articles from magazines, journals, and newspapers after the
event, Literature reviews and review articles and other popular

or scholarly books.

DATA ANALYSIS
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Using statistical tools the data collected may be used
for extrapolation to assume customer relationship management
conduct and the marketplace trends. In case of personalized
provider agencies like banking, industry and service sector,
this form of records at the customer enables the companies
personalize the provider shipping to the person. Customer
retention and customer loyalty are the high quality
consequences of hit relationship marketing in CRM process.
Organizations these days have universal the truth that
customer courting are one location that they have to
cognizance upon and make investments into. Technology has
been capable of make this courting paintings and beautify the
cost of courting among the customer.

Therefore it need to be very simply understood that
Customer Relationship Management is a commercial
enterprise and now no longer an advertising approach. Of path
Marketing approach and plans are constructed round this
Organizational philosophy and cost of Relationship
Marketing. CRM is beneficial device for the Marketing
specialists to get in the direction of their customer. Using
CRM correctly they may be capable of provide custom
designed advertising to person or customer and to a totally big
customer base. Companies can use the records warehousing
and records mining strategies to get to recognize all
approximately the customer such as his private info like
birthdays, anniversaries in addition to save info of his beyond
transactions, his likes and dislikes in addition to his choices
etc.

VII. CONCLUSION

Organizations have understood the value of customer
relationship management were capable of evolve techniques to
boom the Customer’s dependence on the goods and offerings
with the aid of using customizing and making an investment
into constructing precise answers that meet the desires of the
consumer. Such state of affairs requires engagement and
management from the management in addition to technical
and advertising and marketing capabilities as a group in
enticing with the consumer. The end result may be a brand
new enterprise or product line paving manner for brand
spanking new markets.

Investing into the Customer dating in such state of
affairs requires making an investment the high-quality brains
and intelligence in phrases of product or answer development.
For a consumer to interact with a dealer in constructing
answers, it takes a sturdy dating constructed over a protracted
duration and demonstrated functionality in addition to control
participation. In the quit the funding can pay off in phrases of
long time enterprise boom in addition to new product and
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answers. When a Marketing Strategy is drawn up with
Customer Relationship Management approach as the
important thing focus, it's miles critical as a way to perceive
and quantify or degree the outcome. The expectation out of
Customer Relationship Management may be measured and the
blessings to the Organization may be effortlessly identified.
Such an workout facilitates the Marketing Managers to attract
up their budgets and enforce techniques efficiently Sales and
Marketing specialists who apprehend the fee in their
Customers have a tendency to spend greater time at Customer
web page in preference to in office. By gaining knowledge of
the consumer closely, one receives to end up part of the
Customer’s group and in a roundabout way affect the
shopping for selection on the Customer’s quit. In a B to B
state of affairs, a sturdy dating with the Customer can yield
quantifiable effects in phrases of consumer loyalty, extended
revenue, and financial savings on advertising and marketing
costs, progressed margins in addition to possibilities for
growing and imparting customized and new services or
products to the consumer to fulfill his new requirements.
When one is capable of pre-empt such requirement and offer
answer, it's miles less complicated to kill opposition or hold
them at bay.

The present study revel that the expression CRM has
a variety of meanings. Three major types of CRM have been
identified: strategic, operational and analytical. There are
many misunderstandings about CRM. For example, some
people wrongly equate CRM with loyalty programmes,
whereas others think of CRM as an IT issue. Although CRM
is generally thought of as a business practice it is also applied
in the not-for-profit context. A number of different
constituencies have an interest in CRM, including CRM
consultancies, CRM software vendors, CRM cloud solutions
providers, CRM hardware and infrastructure vendors,
companies that are implementing CRM and their customers.
The study shows that CRM as the core business strategy that
integrates internal processes and functions, and external
networks, to create and deliver value to targeted customers at a
profit. It is grounded on high-quality customer-related data
and enabled by information technology.
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