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ABSTRACT: In this paper, we'll look at the research on customer relationship management (CRM),
specifically at how this strategy has been shown to boost satisfaction and loyalty among existing clients.
Managing and growing a company's clientele is the goal of customer relationship management strategies.
Prospective growth channels can be found by analyzing client data stored in a customer relationship
management system. Analytical customer relationship management analyzes client information and
interactions using a variety of data mining techniques. CRM optimism has long piqued the interest of
academics and IT experts. New insights into how the banking business might become extremely competitive
are presented in this research on CRM. Competition from other businesses for customers is tough enough
without having to face off against a sea of financial products that all look and feel the same.
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1. INTRODUCTION
"Customer relationship management" describes a
method that "maximizes relationships with
customers through the integration of people,
processes, and technology.” One definition of
Goldenberg customer relationship management
describes it as "a management philosophy that is a
complete orientation of the company toward
existing and potential customer relationships.”
Since customer relationship management is a
rapidly evolving industry, this essay argues that
businesses should take the initiative in introducing
the necessary programs and initiatives. The
authors (Sinkovics and Ghauri) claim that the
rising popularity of customer relationship
management can be attributed to the high cost of
direct sales, the intensity of competition around
the world, and the need for data regarding many
aspects of business and consumer behavior in
order to increase sales. According to Peppers and
Rogers, there is currently a global movement
away from the transactional paradigm in CRM
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toward the relational one. Simply completing
transactions on time, according to Peppers and
Rogers, isn't enough to ensure a business's long-
term viability.

Instead, firms should focus on building trusting
relationships with their audience so they can
readily meet their evolving wants. Peppers and
Rogers argue that if companies don't respond to
this shift in customer behavior, they'll lose ground
in the marketplace and miss out on future growth
opportunities. The book "Relationship Marketing
and Customer Relationship Management” [6] by
Brink and Berndt serves as an important source
for this research. Understanding the Customer
Touch Map and the role of technology in
streamlining CRM operations is the focus of this
in-depth read. The work that Mathur has done is a
significant contribution to the discipline, and it
will help our investigation immensely. The author
outlines a wide range of CRM strategies and
principles used by multinational corporations.
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Mathur's findings might be compared to the initial
data to broaden the focus of the research.

Khurana, on the other hand, defines CRM and
analyzes the strengths and weaknesses of
numerous popular CRM tools. Pradan's "Retailing
Management,” third edition, will also play a
significant role in the study. In particular, Pradan
emphasizes the need of customer relationship
management as a novel aspect of retail marketing
for ensuring the long-term growth of retail
enterprises. Raab et al. (2008) take a global view
on CRM in their work titled "Customer
relationship management: a global perspective.”
The significance of this work is highlighted
through a comparison of the proposed research's
concepts of customer relationship management to
those of other multinational merchants working in
a global economy.

Given its importance to the field, Bhatia's "Retail
Management,” published in 2008, will also be
incorporated into the proposed study. Bhatia
provides a thorough examination of secondary
data on the topic, and he goes into great detail
about the ways in which stores employ loyalty
cards. This view is shared by Cox (2011). The
author's fresh perspective on these issues gives
"Retail Analytics: The Secret Weapon" a leg up
on the competition. The article's strength is in the
abundance of practical advice it gives to
businesses of all sizes who want to increase their
profits by adopting CRM best practices.

We will take a look at numerous scholarly models
and articles that are relevant to our investigation
both directly and indirectly. The Gap Model of
Service Quality plays an important role here. "The
gap model™ identifies five areas where services
could be improved, all of which could have an
impact on how satisfied a client is in the end.
Here's a rundown of the five gaps: The gaps
between a) what customers want and what
managers think they want, b) what managers think
customers want and what service specifications
are developed, ¢) what managers think customers
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want and what customers actually get, d) what
customers are promised and what customers
actually get, and e) what customers expect and
what they actually get. The Relationship Model of
Customer Relationship Management proposed by
Peppers and Rogers will also be assessed in this
research. The concept recommends a proactive
approach to client retention and provides a
framework for doing so.

2. LITERATURE REVIEW
Customer relationship management solutions have
been one of the most interesting IT breakthroughs
this decade. Despite its age, Chen and Popovich
(2003) argue that information and corporate
software technology has given CRM fresh
practical value. Relationship marketing, from
which CRM emerged, emphasizes connections
above products to increase clients' long-term
profitability. Customer relationship management
was created because customers have different
preferences (Bose, 2002). If all customers were
standard, CRM wouldn't be needed. Thus,
organizations can raise their customer portfolio
value by tailoring their offerings to their most
profitable consumers (Chen and Popovich).
Companies are focusing more on customer
relationship management (CRM) due to the
increasingly competitive marketing landscape
(Chou et al., 2002).

Greenberg (2004) suggests that customer
relationship management (CRM) should be a
company-wide endeavor. He adds that CRM
includes customer service, production, quality
assurance, assembly, billing, human resources,
marketing, sales, and engineering. Chen and
Popovich (2003) describe CRM as a complicated
application that mines customer data from all
touch points to give an enterprise a 360-degree
view of each customer. Thus, firms may target the
best clients and predict their expenditure.
Customer relationship  management (CRM)
integrates sales, customer service, marketing, field
support, and other customer-facing divisions
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(Chou et al., 2002). They explained that customer
relationship management involves maintaining a
company's most profitable customers, lowering
costs, and improving interaction values to boost
profits. Overall quality management
(Gummesson) and new technology paradigms
(Zineldin, 2000) influenced customer relationship
management.

Most definitions of customer relationship
management agree on the core concepts of
customer relationships, customer management,
marketing strategy, customer retention, and
personalization (Zineldin, 2000), although the
phrase is often misunderstood. While researchers
debate definition subheadings, practitioners have
written several articles on the real challenges and
potential benefits of implementing these systems
(Bacuvier et al., 2001). Some companies use
internal databases, sales force automation, and
marketing and sales operations to focus on
customer relationship management (CRM).
According to Peppers and Rogers (1999), some
firms utilize CRM for personal customer contacts
in sales, call centers, or marketing. Frow and
Payne (2004) stressed the importance of client-
provider communication in customer relationship
management. Internet developments have greatly
eased two-way communication.

This study examines organizational performance.
"Performance” is a company's financial and
market goals (Li et al., 2006). Indicators criterion
(Chong & Rundus, 2004; Li et al., 2006; Sin,
2005) and CRM activities (Ryals, 2005) have
been utilized to measure marketing and financial
performance in previous research. We'll evaluate
an organization's performance using marketing
and financial measures.

CRM increases customer satisfaction, loyalty,
and retention (Jarad et al., 2011). Other studies try
to understand how customer loyalty, satisfaction,
and retention affect an organization's success
(Mithas et al., 2005; Aspara, 2011). Chuchuen and
Chanvarasuth (2011) found that many firms are
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using CRM solutions to better understand
customer behavior, quantify customer value, and
change their strategies. However, technical and
organizational factors influence CRM adoption
more than environmental factors. Thus, firms can
get a competitive edge, test CRM in a controlled
setting, gain upper management buy-in, and be
better equipped to implement CRM. Ramdani and
Kawalek (2008) found that larger companies use
CRM more. According to study (Keramati et al.,
2010), financial-only performance measures are
misleading. Traditional financial accounting
metrics like return on investment may give
contradictory messages about innovation and
development in today's competitive market
(Kaplan & Norton, 1992). CRM's cross-
functionality =~ makes standard performance
assessment tools unsuitable, according to Payne
and Frow (2005). All subjective performance
criteria have been employed depending on data
availability and respondents’ willingness to
provide  secret information  about the
organization's major competitors.

Service marketing pioneer Leonard Berry coined
"relationship marketing™ in 1983. Hellas (2005)
claims relationship marketing has supplanted the
traditional mix. Relationship marketing allows
organizations to build long-term, engaging
consumer  relationships  (Webster,  1992).
Relationship marketing's purpose is to strengthen
relationships with existing customers and recruit
new ones, according to Gronroos (1991). Internal
marketing strengthens relationship marketing
(lvarez et al.,, 2011). Relationship marketing
builds consumer loyalty by constantly offering
better value at a cheaper price. Collaboration with
vendors and competitors can help. Consumer
market share and profitability indicate success
(Parvatiyar & Sheth, 2002). Relationship
marketing ~ improves  service  organization
performance in financial, customer, internal
process, and learning and growth, according to
Wu and Lu (2012). Evans and Laskin (1994) and
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Christy et al. (1996) show that relationship
marketing improves organizational effectiveness.
"Key customer focus,” as described by Drienhart
and Gregoire (1993), refers to employees who
prioritize customer service. Payne and Frow
(2006) say a company's capacity to focus on
customers depends on the value it delivers.
Scholars have claimed that customer focus is the
most crucial component of a customer
relationship, and marketing encourages putting
consumers first. Customer-centric firms focus
growth above short-term advantages since the
marketing idea emphasizes looking forward
(Heiens, 2000). Due to increased competition and
decreasing customer loyalty, customer
relationship concepts have emerged (Gebert et al.,
2002). CRM and efficient targeting and enquiry
handling systems can boost new business growth,
according to Stone (2000). Peppers and Rogers
(1993) found that new customers cost six times
more than current ones. A proven marketing and
client retention strategy will get you there.
Customer focus involves linking customer
demands, satisfaction, retention, and loyalty
(Donaldson & O'Toole, 2002; Sousa, 2003). This
will boost the firm's long-term value by
maintaining clients and getting them to buy more.
Drienhart and Gregoire (1993) found that worker
happiness, engagement, and confidence increase
customer focus. However, good customer
connections are crucial to success (Gebert et al.,
2002).

3. MODELS OF CRM

CRM models are complete. These four.

THE IDIC MODEL

The IDIC concept, used in various Peppers &
Rogers Group works, was created by Don Peppers
and Martha Rogers.20 IDIC suggests four steps to
improve one-on-one client relationships: Know
your customers. Identify your most valuable
customers. Ask customers about their brand
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preferences and expectations.  Clients want
tailored offers and communications.

THE CRM VALUE CHAIN

Figure 1 displays Francis Buttle's five-stage, four-
supporting strategy to boost client profitability.
Customer portfolio analysis, customer intimacy,
network  development, value  proposition
development, and customer lifecycle management
are sequenced to ensure that a company, with its
network of suppliers, partners, and employees,
creates and delivers value propositions that
acquire and retain  profitable  customers.
Leadership, culture, data, IT, people, and
processes make CRM function.

Customer Network Value Manage
Primary _ | Customer A v
X Portfolic Deveiopment | Proposition | The

stages Intimacy
Analysis : (SCOPE} | Development| Customer

Lifecycle

Leadership and culture

Data and information technology
Supporting
condttions

People

Processes /

Figure 1 The CRM Value Chain

PAYNE AND FROW’S 5-PROCESS MODEL
Adrian Payne and Pennie Frow developed the 5-
process CRM model.22 Figure 2 illustrates five
CRM processes: strategy development, value
creation, multi-channel integration, performance
assessment, and information management.
Strategic CRM s the first two; operational CRM
is multi-channel integration; and analytical CRM
is information management.
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Figure: 2 Payne’s model of CRM

THE GARTNER COMPETENCY MODEL
Last CRM model from Gartner Inc. CRM
researcher Gartner Inc. has 1,450 analysts and
consultants in 85 countries. Figure 3 depicts
Gartner’s CRM competency model. The method
outlines eight CRM competencies. These include
building a CRM vision, strategies, designing
valued customer experiences, intra- and extra-
organizational collaboration, managing customer
lifecycle activities, information management,
technology implementation, and monitoring CRM
success or failure.

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

2. CRM Strategy: Objectives, Segments, Effective Interaction

Figure 3 Gartner’s CRM model
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4. SYSTEM ANALYSIS

We wanted to get a sense of the state of CRM
across local firms, so we asked respondents to
place their organization on a scale from "using" to
"implementing” to "deciding when" to “watching
and waiting" to "ignoring.” This is what we found
out:

Number of Organizations in Each Phase of CRM

5
1“4
13

"
10

Number of Organzations Reporing
Uene <@

SNS NS

%
We observed that 51 percent or more of those who
responded actively use or implement some form
of CRM. Another 16% are still on the fence about

whether or not to adopt CRM. Therefore, it's safe
to assume that the wvast majority of our
respondents have already adopted CRM. Rapid
adoption has taken place in the five years since
CRM was first mentioned in the IS executive
literature (in 1996).

On a scale from 0 to 10, how would you grade
your company's customer relationship
management efforts? that's the question we posed
to business owners and managers in our study. We
wanted to hear from company owners and
managers who have already used CRM how they
felt about the results, whether they were
overwhelmingly favorable, negative, or neutral.
We wanted to know how people working for firms
that have implemented CRM have rated its
success so far on a scale from zero to ten. We
surveyed you because we care about how you feel
about the business case for customer relationship
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management at your firm. Because many
businesses are still on the fence about adopting
CRM, we wanted to get the respondent's take on
the topic's relevance in their industry.
Organizations using CRM

We polled companies using CRM and inquired,
"How would you evaluate the benefits you've
achieved?" A result of 1 implies very little
increase, whereas a result of 10 shows very large
profits. The chart below displays the breakdown
of these 14 responses (representing 25% of the
whole).

15
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1
10

©

Number of Organizations Reporting
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1.0 20 3.0 40 50 6.0 7.0 8.0 9.0 10.0

Low High
Benefits Achieved For Organizations Using CRM

According to our findings, firms who adopt CRM
enjoy a rise in productivity. The median score is
7.0. In addition, the data we gathered indicated
that the majority of CRM implementations were in
their early stages. According to several of our
responders, this indicates insufficient training for
end users, which in turn prevents the technology
from being utilized to its fullest extent. At this
point, businesses are looking to user training as a
strategy to enhance their CRM implementation.
Organizations implementing CRM

With this in mind, we presented the question,
"how would you evaluate your progress?" to
organizations that are actively implementing
CRM. If advancement is given a 1, it is considered
to be very poor, whereas a 10 denotes remarkable
development. The chart below displays the
breakdown of these 14 responses (representing
25% of the whole). Responses from our
respondents span the spectrum from “poor" to
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"great,” with the average falling somewhere in the
middle. Although issues with new system rollouts
are not uncommon, it is discouraging that this
figure is not larger.3 It's obvious that progress in
implementing CRM is difficult. One respondent in
the midst of an implementation noted that
managing the expectations of the system's future
users is one of the most difficult aspects of this
type of project.

Number of Organizabons Reporting

‘ L 0 1

Poot Progress of implamaentation Exceliont

Organizations deciding on whether and when
to do CRM

We asked organizations deciding whether or not
to use CRM, "how would you evaluate your
business case for CRM?" Confidence in the
business case ranges from 1 (no confidence) to 10
(complete confidence). There were nine responses
in this subset, or 16% of the total.
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1
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i

Number of Organizations Reporting
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Business Case for Deciding on Whether and When 1o do CRM
Even though our data is limited, the large amount
of variation in the outcomes suggests a
bifurcation. Four of the respondents imply that the
business case is strong. However, a score of five

indicates a weak case and casts doubt on potential
621



Industrial Engineering Journal
ISSN: 0970-2555

Volume : 52, Issue 7, July : 2023

adoptions. The respondents who perceive a good
business case come from a wide range of
professions, which is noteworthy, given that three
of the five respondents who see a weak business
case are employed in the IT sector. One
respondent provided a request for proposal (RFP)
to show that employees from marketing, sales,
field sales, customer service, billing, accounts
receivable, logistics, distribution, technical
support, planning, product development, and
dispatch were all involved. All departments and
teams that deal with this company's customers fall
under this broad umbrella.

Meanwhile, firms who have yet to implement
CRM

Organizations who are watching and waiting
with regard to CRM

We asked organizations debating whether or not
to implement CRM, "how would you evaluate the
importance of CRM to your industry?" The
relevance of customer relationship management in
business can range from 1 (very little) to 10 (very
critical). The ten responses in this section
represent 18% of the total and are distributed as
shown.
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- Importance of CRM to Your Industry High

Despite the low response rate, the results show
significant differences in how different sectors see
the importance of customer relationship
management (CRM). Among those keeping tabs,
local government officials routinely rank last,
despite coming from a wide range of industries.

UGC CARE Group-1,

However, one government respondent did say his
organization was exploring the future possibilities
of CRM. Sooner or later, customer relationship
management (CRM) firms may begin to take
notice of this market.

Organizations who are ignoring CRM

We didn't ask the businesses that don't use CRM
why they don't, but we got a lot of answers
nevertheless. Of the eight responders, three work
in local government and all indicated their
organizations ignore CRM. As we've established,
government employees don't deal with customers
in the traditional sense, so the idea of customer
relationship management doesn't make a whole lot
of sense to them. One responder opined that a
rebranded version of CRM might one day find a
home in government.

According to one specialist in the healthcare
sector, the financial aspect of a partnership isn't
always the most important factor. Sick people and
their loved ones need care and comfort more than
anything else. There may not be a significant need
for conventional CRM strategies in the healthcare
sector. Last but not least, we have a respondent
whose business isn't large enough to justify the
cost of CRM but which has found other ways to
cope with the issue.

The technology supporting CRM

Of those that responded, 28 (or 51%) provided
details about the CRM technology in use at their
company. Siebel software, created by Siebel
Systems, Inc., was used by 8 of the 20
respondents (40%) as summarized below. The
other eight respondents, or 40% of the total, used
non-Siebel items. The ideal option, according to
four (20%) of our respondents across industries, is
to create your own CRM system.
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The Technology Used by those either Implementing or Using CRM

In-house Siebel

4/ 20% 8/40%

Other

8/40%

5. CONCLUSION
Almost half of the local businesses we surveyed
are committed to CRM already, despite the
concept's short history. It is hypothesized that
increased awareness of the value of customer
relationship management (CRM) and a stronger
connection with the clients these businesses hope
to service is attributable to the enhanced
interorganizational communication made available
by the Internet. Those of our respondents that are
already utilizing CRM had nothing but praise for
it. Despite the fact that the majority of respondents
admitted they were only beginning to implement
the change, this was the outcome. They could
hope for additional benefits in the future. Those
that have started using CRM should feel
encouraged by this. However, they have claimed
only moderate success from their efforts to
implement. When an organization's
implementation efforts fail, a lack of management
buy-in is a common factor (Swanson, 1988,
2000). This may point to an issue with rising costs
and lower returns than anticipated. New CRM
software may lead to lowered expectations, right?
It's hard to say how these issues will be fixed for
our respondents or how they'll affect CRM
adoption more generally. Those who are on the
fence about CRM implementation are similarly
waiting for the dust to settle before making a final
decision. An intriguing statistic is that around half
of those seriously considering adoption right now
admit they lack a good business case for CRM.
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Again, this suggests caution in generalizing about
CRM's future adoption rates in corporate settings.
Finally, some of our responders are not even
bothering to use CRM. Perhaps this says less
about customer relationship management than the
debate that has surrounded it. The client is at the
center of the CRM system's current organizing
vision, as the development's trendy name
suggests. The municipal and county respondents,
as well as the medical practices (who do not see
themselves as primarily serving corporate
consumers), all agreed that customer relationship
management was not the best fit for their
organizations. Customers in the traditional sense
or receivers of services like roads, transportation,
or medical help all fall under the purview of
customer relationship management, which is
primarily ~ concerned with managing the
connection with those whom you serve.
Therefore, as CRM evolves, perhaps its
organizational vision will broaden its focus to
include and adequately depict relationship
management, hence increasing CRM's appeal to
those who are currently ignoring it.
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