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PREFACE

This book is aimed at bridging the gap between the availability of theoretical knowledge in Customer
Relationship Management (CRM) and application of CRM principles. Also, an effort has been made
to cover all aspects of CRM and provide a quality resource and guide for both the management pro-
fessionals and students of management courses.

In present-day competitive scenario, when products are perceived by the customers as value-
delivery vehicle and extensions of their personality, the companies are forced to look beyond just
product innovation and price leadership to retain their strategic advantage in the market. The market-
ers have realized that only customer orientation can help them in inculcating enduring relations
which can be sustained as strategic advantage over the competitors; provided it is nurtured and man-
aged well. Customer Relationship Management initiatives are implemented with the objective of
fulfilling the customer expectations and building, maintaining and strengthening long-term relation-
ship with them. The benefits of retaining the customers and reducing the defection rate are beyond
pure business, leading to emotional bonding with the customers, which becomes the most potent
weapon for success. But achieving this milestone of consumer advocacy needs clear understanding of
customer behaviour, their needs and expectations during all the phases of customer life cycle.

As the interaction of the customer with the organization may happen through any one of the mul-
tiple touch points, there is need to integrate all touch points with a single source of customer informa-
tion. Information technology here comes to the rescue of managing a large volume of customer data
and making it available at all touch points of the organization so that customer-related transactions,
including sales, marketing and service provisioning, can be efficiently executed in the organization.
The eCRM systems capture the customer data and this information is used to facilitate future interac-
tions with the customers. Though there are a number of eCRM solutions available in the market,
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implementation of CRM for an organization is not just planning and execution of a software system;
rather it is the change in culture and philosophy of the organization. This change in culture requires
orientation of people, reengineering of processes and appropriate use of the technology. This right
mix of people, processes and culture is prerequisite for CRM implementation.

ABout THE Book

This book is designed to offer understanding of the concept of Customer Relationship Management
systems and issues involved in planning and implementation of eCRM. To create the most intuitive,
learning-focussed CRM reference, a lot of research work has been incorporated into the writing pro-
cess to encompass the current trends. Although each chapter builds on the previous one to a certain
extent, each chapter can be used as an independent reference for understanding and implementing
specific concepts and issues. As the material presented follows a logical learning curve, the book can
be used to have a solid foundation in basic and some advanced concepts in CRM. Further, the book
can also be used as a citation by practicing management professionals for creating customer-orienta-
tion culture, envisaging and implementing CRM systems for their organizations. The readers have
been exposed to a variety of corporate examples and relevant case studies in each chapter to facilitate
learning of current trends and present-day issues. The book may be a preferred reading because of its
illustrative style, extensive coverage of topics in their breadth and depth and self-assessment tools at
the end of each chapter. We have included Further Readings at the end of each chapter to enable the
readers to explore the subject matter further.

ORGANIZATION OF THE Book

In order to have the natural progression of learning process, the book has been divided into three
parts. Here is a quick look at what the readers can expect to explore in each chapter.

Part I: Prerequisites to CRM

Part I (Chapters 1 to 3) sets the stage for understanding theoretical concepts of CRM. Chapter 1
introduces the concepts and philosophy that are essential to understand CRM. The discussion on
changing face of Indian market, customer-focus, voice of customer, customer ownership and customer
value, customer care, touch points, moments of truth, customer loyalty and customer advocacy sets
the tone to understand relationship management. This foundation for understanding CRM continues
in Chapters 2 and 3. These chapters provide the detailed discussion on Value Creation, Customer Life
Cycle (CLC), Customer Lifetime Value (CLV) and Relationship Marketing, which are the key facets
for achieving customer focus and building, maintaining and strengthening the relationships.

Part II: Understanding CRM

Part Il (Chapters 4 to 7) is geared towards offering the insights into CRM and associated concepts of
customer-driven quality and loyalty management. Chapter 4 presents CRM as the system that inte-
grates Sales, Marketing and Service functionalities of an organization and helps in implementation of
the concept of Relationship Marketing. In Chapter 5, the concepts of loyalty, loyalty management and
loyalty programmes have been introduced. The steps involved in planning and implementing loyalty
programmes, benefits and types of loyalty programmes have been explained.



Preface iii

Chapter 6 presents the learning for service quality, the importance and methods of service capacity
planning for an organization and service delivery systems to achieve quality parameters and stan-
dards. Chapter 7 explains in detail the concept of quality, quality management, Quality Management
System (QMS), customer focus, leadership, involvement of people, process approach, system approach
to management, continual improvement, fact-based approach to decision-making and mutually ben-
eficial supplier relationship; which are the core principles and philosophy of QMS.

Part III: Planning and Implementation of CRM

Part III (Chapters 8 to 13) focuses on how to go about actually while planning and implementing
CRM in an organization. It extensively focuses on the applied knowledge required for successful
implementation of CRM application. Chapter 8 covers introduction and objectives of Sales Force
Automation (SFA) and its features. With the help of the corporate examples, the strategic advantages
and critical factors for successful SFA are also described. Chapter 9 is designed to explain the mean-
ing, importance, scope and significance of eCRM. With insight into two commercial applications, the
features and specifications of eCRM solution are explained.

In Chapters 10 to 12, the subject matter related to implementation and adoption of CRM in an
organization has been explored. The issues like selection of the right application, carrying out
Business Process Reengineering (BPR), and the alignment of all functional and operational areas
within the organization are discussed comprehensively. These chapters will be of special significance
to CRM project management team and top management desiring to bring customer orientation
within the organization. In Chapter 13, while discussing the future of CRM, the essential concepts of
two emerging technologies—Software as a Service (SaaS) and cloud computing—and their impact on
CRM deployment are discussed. Saa$S has been fast emerging as a technically sound and cost-effective
medium of doing business. This paradigm shift in the business scenario has been enabled by a wide
range of factors like increasing broadband penetration, superiority of web technologies and tools,
lower cost of hardware installation, growing number of small to medium businesses and changing
customer mindset. Besides these, new customer access technologies and the way these can be used by
the companies to enhance the value to customers have been studied with the help of a range of
examples in Chapter 13.

In the end, we close the text with seven corporate case studies, which can provide the realistic
learning in the practical issues while implementing CRM. These cases can enhance the conceptual
knowledge gained in the chapters and can prepare the readers for actual implementation of the CRM
concept and philosophy.

We, who happen to partner our lives too, as a team of two authors—one from academics in
management stream and other from IT profession—have tried our very best to draw from a wide vari-
ety of subject matter, sources, and personal experiences to make the text relevant and contemporary.
This book has helped both of us not only to add learning in our life but also to evolve as the individuals
who now value relationships more. We hope that this text remains on the cutting edge of topical cover-
age and updated via both current corporate examples and recent cases, to expose the readers to a
broad array of important current topics. Our acknowledgements go to many researchers, practitioners
and experts who have contributed to the development of this fast-growing field of CRM.

This goes without saying that we alue the readers’ feedback immensely and in case you would like
to get in touch with us, we can be reached at urvashimakkar@gmail.com and harindermakkar@
gmail.com.

Urvashi Makkar
Harinder Kumar Makkar
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PREREQUISITES TO CRM

Chapter 1  Customer Care
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CUSTOMER CARE

Learning Objectives

1.1 INTRODUCTION

The concept of having sustainable interactions with customers is not new. Companies, for ages, have
been trying to establish interface with customers. However, earlier the focus was always on selling the



