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INTRODUCTION

Customer relationship management (CRM) has becocmrgonent part of business strategy and is
considered only as a marketing t(Ueno 2006) The strategy supports management decision malihte
using the existing information in the organisatand, more importantly, the use of information temlbgy for
the marketing programmes of the organisation. Tégative opinions raised on the cept were very low
percentages all over the world, and if so, it was tb a mi-interpretation of the concept. The understandin
CRM was solely on profit generation, and therefeteyuld not be the objective, but will help orgatisns to
retain thei existing customers longer. It is recommendedhtoiiporate the same in the l-term strategic plan

The relationship between organisation and custamarsubject that emerges with market genesis.e!
the end of the 90’s a new “buzzword”, or phr related to this topic has been present in orgéaorsst
Customer Relationship Management (CRM). This phiaselosely connected to Relational Marketing
Enterprise Information Systems. CRM results frora thcrease in competitiveness amongst coms, the
advent of the information age, higher product qyatihanging life styles, globalisation, amongstestfactors
Today, CRM is an item in the organisation’s ageadd a relevant subject to study in the academic@mwent
(Strandvik, Holmlund & Grénroos 201

Marketing will always be the most wanted and masful practice to prove the value that it bringshe
organisation(Dibb, Simées & Wensley 201. There are two significant outc@® of the scope and reach of
practice of marketing in the modern day contexe tkalue of the marketing to the organisation ahd
potential to facilitate mutual learning about magmgnt practices and a wider dissemination an
practitioners”. Theeonsumer has become the focal point of every attianthe company takes to sell more
gain higher profitability. "Customer fus" is the most prominent ‘buzprd’ that all the modern day market:
preach and practice: to be competitive in the nt in selling what the company makes or off(Liyanage
2010).

Open Access Journal

Published BY AENSI Publication

© 2016 AENSI Publisher All rights reserver

This work is licensed under the Creative Commons Attribution International License (CC
BY).http://creativecommons.org/licenses/by/4.0/

ToCite ThisArticle:Chandrani Nanda KumariAdikaram, Ali Khatibi and MShukriAbYajid., Customer Relationship Managem
Theoretical Frameworks (2003-2018ust. J.Basic & Appl. Sci.,10(8): 6-15, 2016




7 Chandrani Nanda KumariAdikaram et al, 2016

Australian Journal of Basic and Applied Sciences,d(8) April 2016, Pages: 6-15

Organisations have marketing as a function, tagettith all other business functions. There are ynan
different aspects of the function that have beemoiigd, and that do not address the concerns of top
management, has less relevance to managerial ateasaking, has difficulties in terms of practiciag
customer-centric approach and accountability in ketémg activities, and are different from each othe
Therefore, it is suggested that the “...significantehe managerial relevance of marketing, espsciallthe
boardrooms” be looked into in a more focused aridildel manner (Strandvik, Holmlund & Gronroos 2Q14)

This paper documented knowledge base through aesardies on CRM that can be of great use to
researchers and practitioners in providing a dimacbn how to discover and adapt the existing CRcepts
with the fast changing world scenario, which ishdtsrom conventional personalised services terinet based
services. It is paramount importance to gatherrmédion on market demands and exchange it between
organisations to gain competitive advantage. Rebess and managers thrive for learning details abou
components of service quality in their organizatmhobvious reasons of customer satisfaction, mwed
profitability etc. In this context model gains sifiecimportance as it not only help in learning tfactors
associated with it but also will provide a direatimr improvements.

Many scholars have completed research on CRM ansidered different definitions for their studighe
Internationally accepted definition for CRM has definitively published and scholars have usuabgatibed
the concept as a working definition for their owesearch work. CRM is “A comprehensive strategy and
process that enables an organisation to identifyyige, retain and nurture profitable customerd®biyding and
maintaining long-term relationships with them,” fSiTse & Yim 2005). The CRM definition follows from
relationship marketing and is elicited as “CRM lie tvalues and strategies of relationship marketingith
particular emphasis on customer relationships retliinto a practical application” (Gummesson, 20QR&3,
cited in (Gummesson 2004)). CRM is an enterpriger@gch that makes the link with the organisatiod an
customers to enhance relationships. “Customer Rekttip Management is a comprehensive strategy and
process of acquiring, retaining, and partnerindh\sitlective customers to create superior valu¢hfocompany
and the customer. It involves the integration ofrketing, sales, customer service, and the suppdynch
functions of the organisation to achieve greatéiciehcies and effectiveness in delivering customalue,”
(Parvatiyar & Sheth 2002).

All the different definitions revolve around CRMd relationship marketing perspectives, which discu
supplier / buyer-seller relationships, and the fiemthat organisations accrue, as well as custemezeive as a
result of those relationships. Therefore, CRM wdbédone of the essential concepts necessary ttcateun
organisational culture/ value system as core obtiganisational strategy.Moreover, information tedbgy(IT)
and information systems (IS) considered as a stigpdntegrate the CRMprocess to satisfy the neddbe
customer.

1. Methodology:

CRM s difficult to confine to specific disciplings the nature of the concept and therelevant raktere
scattered across various journals. Marketing, BassinandManagement, and IT and IS are some common
academic disciplines for CRM research(ParvatiyaSBeth 2002). Therefore, Emerald, Science Direct and
EBSCOonline journaldatabases were searched tonoktai references of the academicliterature on CRM.
Masters and doctoral dissertations, conference rpapmpublished working papers and textbooks anglwer
excluded, as academics and practitioners oftem jadenals to acquire information and publish nedfihgs.

A theoretical framework is a simplified descriptiof the actual situations, which explore the ietathips
among the different variables relevant to the cphaéscussed in the research (Sekaran & Bougie )2009
envisaged that theoretical frameworks in CRM enabdaagement toidentify the issues and then to faan
improvements for organisational efficiency, prdfitidy and overallperformance.

This paper makes an effort to study various CRMdef® covering theaspects of service quality and
customer satisfaction. The objective of thesemoidets enable the management to understand andheallae
quality of theorganisation and its offering. Thetetheoretical models described during the perfo o years
(2003-2013) are reviewed in this paper. Each ahtierepresentativeof a different point of view abGRM.

This literature review is organised in main fowgctions: the need forthe study, general view, brief
discussion about each model and areas for futgeareh.

2. Need for the study:

Marketing has become the most demanding disciptingae world due to its fast changing, diverse and
challenging environment. Marketers have to widenthrizons of the practice of marketing in the modday
context: the “value of the marketing to the orgatian and the potential to facilitate mutual leagiabout
management practices and a wider dissemination gmactitioners” (Dibb, Simbes & Wensley 2014). fidhe
are no geographical barriers to carry out busimeske world due to the globalization and it wiffect the
economies of the countries. Customer satisfactiobaised on the “critical service attributes” esglgcion
service organisations pre-, during and post-serd@e/ery these attributes are encountered by meste and
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conclude the satisfaction levels of the serviceaimled. It is important to understand and practiceekent
service strategically for customer satisfactiond #ris contributes the ‘bottom line’ of the orgatien (Lonial
& Raju 2015). Today, the organisations focus iseximise profits through increased customer satigfacThe
organisations are forced to re-visit at their pescéo deliver excellent services to satisfy thetauers and
retain them.

During past few years business scenario haschatogetket the needs of customers. Organisations are
changing from horizontal (top down) approach totiecaf functional approaches, sharing informationhvall
stakeholders, improving processes, training emgsye improve service delivery, internet basedsiations,
adding value through product/ service customisaiot so on to be competitive in the market. In tustext,
the subject of customer relationships needs a svenderstanding in the current business scergris.study
can help to identify the research gaps and consglgusttempts to provide new direction to managersvell as
researchers.

3. General view:

Customer relationship management (CRM) is a reeiktlay many authors as a must concept to be prectice
by every organisation. There are many definitionmdels andmeasurement issues explored by several
researchers with varyingperspectives and usingraifft methodologies.

Organisations are making an effort to build andntaén long term relationships with the customers
considering following comparative evaluations basedhe published literature on the subject matter:
= Identify the needs and wants of customers
= Develop customer databases
= Maximum use of IT to serve customers better
= Collect customer feedback
= Improve after service quality through CRM
= Improve customer satisfaction
= Share organisational information with customers
= Modify the organisational processes/ conditionsimment upon request by customers
= Strengthen relationships with customers throughicoaus dialogue
= Change organisation culture to be customer centric

CRM theoretical models explore with the above éssarediscussed in this study to understand the il
CRM to an organisation to be competitive while emguhigher customer satisfaction.

4. CRM models:
The present study is an attempt to review thirt€&M theoretical models. The models are presentdd w
the brief discussion and the major observationhermodels.

CRM1: The CRM Evaluation Model:

CRM is explained as being “...managing businessracte®ons with customers”. The strategies and
objectives of CRM can be categorised into four pecsives: namely, customer value, customer knoveedg
customer interaction and customer satisfaction. Welel for evaluating CRM effectiveness by using a
Balanced Score Card system (Figure 1) reveals ubtmer-centric perspective of the above four aates.
The focus of the four perspectives is to enhanstoouer loyalty and profits, achieve business valpssmote
effective channels and pursue operational excedleand all the time, understand the customer aiadysa
customer information. The objectives of custometistection include improving service quality and
establishing relationships with customers. Custosagisfaction is measured through the SERVQUAL iserv
quality dimensions of reliability, assurance, tdohgs, assurance and responsiveness. These fivieesgnality
dimensions are considered as distinct componerERkd (Kim, Suh & Hwang 2003).

CRM2: The IDICModel:

A CRM strategy should have four actions: namelgntify, differentiate, customise, and interactI@Pin
order to build, maintain and retain customer retahips (Figure 2). Identifying customers meang #ra
organisation shall have all the information abdet tustomers in order to understand and serve iedter than
before. Differentiation is twofold; values as wels needs: the value that the customer brings ithéo
organisation and differentiates customers accorttintheir needs. Interaction with customers is mtssleto
make customers understand the care that the oagimmihas for them and make personalised effortetoe
them. When the organisation understands the neetsvants of their customers, the product or sergae be
customised accordingly. The four steps in the IEi@del are repeatedly used to make sure that thternass
are delighted with the service (Pepper & Rogerst200
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Fig. 1: The CRM Evaluation Model. (Source: A Model for Eating the Effectiveness of CRM using the
Balanced Scorecard, Jonghyeok Kim, EuihoSuh andsek Hwang, 2003).
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Fig. 2: IDIC model. (Source: The IDIC Methodology, D Peppad M Rogers, 2004).

CRM3: The CRM Continuum:

The CRM continuum (Figure 3) illustrates thatpae extreme, CRM is defined as a particular teamol
solution, whilst at the other extreme, CRM is vievas a holistic approach to managing customerioekttips
in order to create shareholder value (that isotfganisation becomes more customer-centric). CRitefore,
emphasises the fact that managing customer regdijps1is a complex and on-going process, and @nsspo -
and reflection of - a rapidly changing marketingZiesnment. Therefore, it is advocated in order tsifion
CRM in any organisation in a broad strategic contexthe extreme right of the continuum (Payne &wr
2005).

CRM Defined CRM Defined
Narrowly Broadly and
and Tactically Strategically
CRM is about the CRM s the CRM is a holistic
implementation of a implementation of an approach to managing
specific technology integrated series of customer relationships
solution project. customer-oriented 1o create shareholder
technology solutions. value.

Fig. 3: The CRM Continuum. (Source: A Strategic FrameworkCustomer Relationship Management, Adrian
Payne and PennieFrow, 2005).

CRM4: A Cross-functional, process-based CRM stratdgamework:

There are five CRM generic processes importanbrganisation, namely; “the strategy development
process, the value creation process, the multigtantegration process, the information managerpentess,
and the performance assessment process”, as abedtrin Figure 4. These processes are important to
organisations in terms of business developmentegfies for the improvement of business and, finaihe
increase in the share value of the organisatiopdyformance improvement. Creating value for custsrél|
result in a better competitive advantage for thsifess. CRM activities in the organisation invobadlecting
customer data to use the resource intelligentimaintain relationships (Payne & Frow 2005).
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CRMS5: The Four dimensions of CRM:

The CRM measurement scale consists of four dimessiFigure 5), which are broad behavioural
components; namely, Key customer focus, CRM orgdinis, Knowledge management and Technology-based
CRM. The CRM scale developed for the financial stdy with the abovementioned four main criterian de
generalised for any industry, ranging from manufdng to services. The authors believe that “...ibithe first
study to provide a comprehensive, psychometricaiiynd, and operationally valid measure of a fir@RM”,
and the findings reveal that there are signifiqaoditive relationships amongst the variables, wiiake a high
degree of reliability and validity. The findingsrther validate that “...the long-held belief that I@Rs a
critical success factor for business performan¢®ifi, Tse & Yim 2005).
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Development Value Creation Multichannel Integration Parformance
Process Process Process A;nescmem
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Information Management Process

Fig. 4: A Cross-functional, process-based CRM strategyénaork. (Source: A Strategic Framework for
Customer Relationship Management, Adrian PaynePamhieFrow, 2005).

CRM
Organization

Knowledge
Management

Technology
-based CRM

Fig. 5: The Four dimensions of CRM. (Source: CRM: concalitation and scale development, Leo Y M Sin,
Alan C B Tse and Frederick H K Yim, 2005)

CRM®6: A CRM strategy and implementation model:

The CRM strategy and implementation model (Fighireeonsists of two main components, “...four key
CRM implementation elements and five cross-fun@io@RM processes”. Implementation elements will
support the organisation in developing CRM straegin “CRM project management, CRM change
management, CRM readiness assessment, and emm@agegement. The main purpose of “...CRM is to
efficiently and effectively increase the acquisitigrowth and retention of profitable customerssbiectively
initiating, building and maintaining appropriatéat@nships with them,” (Payne & Frow 2006).

CRMT7: Integrated model for CRM scorecard:

A CRM scorecard (Figure 7) was developed in otderdentify and measure an organisation's CRM
practices. A CRM scorecard comprises of “antecédenbsequent and objective/perceptual” assessment
elements to measure corporate readiness and capatlite implementation of CRM practices in fouffelient
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perspectives: on infrastructure, process, orgdaisat performance and customer performance, sintdaa
conventional balanced scorecard (Kim & Kim 2008).
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Fig. 6: A CRM strategy and implementation model. (SourCeistomer Relationship Management: From
Strategy to Implementation, Adrian Payne and Pénnig, 2006)
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Fig. 7: Integrated model for CRM scorecard. (Source: A CR&tformance measurement framework: Its
development process and application, Hyung-Su Kith¥oung-Gul Kim, 2008)

CRM8: The Quality Competitiveness Index Model (Q@odel) on Customer Management:

The Quality Competitiveness Index Model (QCi mddgla customer management model. The QCi model
represents the different activities that organisetishould perform to acquire and retain custonaerg|ustrated
in Figure 8. This model describes the technologggesin the assisting process performed by people.
TheQCimodel discuss on the customer relationshipsgss without the external environment, and thatgss
affects the organisation’s planning activities. ©user experience has an impact on customer praposit
measurement and customer management activity. dhes fof the QCi model should be the customer, mt t
CRM process itself. Customer management has thigea factors; namely, acquisition, retention and
penetration, in order to be successful in the CRidlémentation strategy (Buttle 2009).

CRM9: CRM value chain model:

The CRM value-chain model (Figure 9) elaborates thlationships with the customers, and more
importantly, “...strategically significant customergh order to ensure profitability. There are fipemary
stages and four supporting conditions to achiev&orner profitability. The primary stages are the ke
success of CRM implementation and supporting candit are there to ensure an effective and efficient
functional CRM strategy (Buttle 2009).

CRM10: Gartner's CRM competency model:

Gartner's CRM competency model (Figure 10) suggiett organisations should concentrate in eigidsar
to ensure a successful CRM model. The model fivgiuates building CRM vision, developing strategy,
consistent valued-customer experience, organisatiosllaboration, managing customer processes, giaga
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information, implementing technology and developimgetrics. The model facilitates the process of
understanding the organisations’ current statusfanue position, where that aims to satisfy thetomer, and
also, to maintain a lead in the industry (Buttl®20

© Managing oo iOsen,
g = PN managament
E i ik activity
=l b Valve
e : /
é' g !mmna Delivering.
= aciity 4 hebascs
Pecpla and organisation

Fig. 8: The Quality Competitiveness Index Model (QCi Mgdah Customer Management. (Source: Customer
Relationship Management: Concepts and Technolo§&sond edition, Francis Buttle, 2009)

Customer | Customer | Metwork Valua Manage
Primary portiolin | intimacy | devalopment | propsition tha L)
siiiges analysi (SCOPE) development | customer %%L
lifecytle

Leadership and calture /

Data and information technalogy {§¢

Peaple /;;\
Proesses /

Fig. 9: CRM value chain model. (Source: Customer Relatiim$lanagement: Concepts and Technologies,
Second edition, Francis Buttle, 2009).

Supporting
conditions

1. CRM vision: Leadership, Social worth, Value proposition
2. CRM strategy: Objectives, Segments, Effective interaction

3. Valued customer experience 4, Organizational collaboration
Culture and Structure
Understand Requirements / Customer Understanding
Monitor Expectations & People: Skills, Competencies
Satisfaction vs. Competition } Incentives and Compensation
Collzboration and Feedback Employee Communications
Parmers and Suppliers

Fig. 10: Gartner's CRM competency model. (Source: CustoRelationship Management: Concepts and
Technologies, Second edition, Francis Buttle, 2009)
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CRM11: The CRM strategy mix:

There is a significant difference between CRM egidtionship marketing. CRM strategy mixes discussi
about the strategic implication on CRM implememtatfor organisations, which are relevant to theustdy
context, market position in relation to the comjoesi and the use of CRM as the business developstraegy.
There are four different alternative approaches dihganisations have to consider in building relaships with
customers, based on the availability of customéorination and the degree of customer individualsat
required, as illustrated in Figure 11(Frow & Pa0®9).

Customer -

based Individuallsed

CRM

Hgh

Marketing

Managed
Scrviee &
Support

Preduct -
based Selling

Low

Completeness of customer information

Low High
Degree of customer individualisation

Fig. 11: The CRM strategy mix. (Source: Customer Relatignbtanagement: A Strategic Perspective,
PennieFrow and Adrian Payne, 2009).

CRM12: CRM process model:

Customer segments have to be identified, and ttlewelop differentiated strategies in order to dgve
customer strategies for the target market. Setim¢he objectives in order to implement customeatsgy has
always been based on the customer values, custtopelty and customer satisfaction. Corporate CRM
strategies are developed with the support and ctmeni of top management, making the organisatienso
towards the customer, not the product or serviceffar (from “product-centric to customer-centricThis may
be included in the organisational culture. The nhade Figure 12 clarifies the essential desires loé t
implementation of CRM process (Ahmadi et al. 2012).

Assess organizational readiness
Set customer objectives ® Customer centricity

® Satisfaction ® Management buy in

® Loyalty * Data

® Customer value ® Technology

Develop customer strategy
® Target market
® Segmentation

® Differentiated strategies

I

Measure programme Execute CRM programmes U
effectiveness « Strategy based A]ig.n organization
* Attainment of customer * Focused on customer objectives behind goals
objective * Build customer data capability (:: * Change management
# Contribution to customer strategy programmes
strategy

» Enhancement of data
capability

# Potential to improve future
programs

Fig. 12: CRM process model. (Source: Customer Relationstapagement Model for UTM Alumni Liaison
Unit, HosseinAhmadi, Mohammad Osmani, Othman Ibnaéind MehrbakhshNilashi, 2012)

CRM13: The impact of CRM factors on Customer satisfion:

There is a significant relationship and contribatito the behaviour of the employees towards custom
satisfaction. CRM can be considered as the mostiezif business strategy that can be used to crerade
maintain long-lasting relationships with customesrvice quality is not a significant contributor tustomer
satisfaction. Figure 13 illustrates the conceptismhework developed and tested to understand thgamships
among the critical elements of CRM for customeis$adtion and loyalty (Long et al. 2013).

5. Discussion and conclusion:
All the CRM theoretical models discussed aboveisoon building, maintaining and retaining long ilagt
relationships with customers for ultimate custoseisfaction and in turn enhance organisationabpmance.
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The subject areas discussed and reviewed in thelsodnsist of: customer centric approach, valeatn to
customers, technology solution to enhance relatipss strategy perspective, knowledge managemesté sy
employee engagement in quality improvements andrisgtional performance.

a) Behavior of the employees . .
) prey Customer satisfaction

h 4

by Quality services -
) Eelati onship developmment , T
d) Interaction management M
Customer loyalty

Y

Fig. 13: Impact of CRM factors on Customer satisfactiorout@e: Impact of CRM Factors on Customer
Satisfaction and Loyalty; Choi Sang Long, RahaKfiaégzhad, Wan Khairuzzaman Wan Ismail and
SitizalehaAbdRasid, 2013).

It is evident that CRM concept has attracted amitvegpractitioners as well as academics. Reseanch o
CRM has increased during the period of last temsye2003 to 2013. Therefore, it can be concluded tihe
need for excellent CRM practices are expected filmencustomers for them to retain with the prodeettice
on offer. Organisations have to strengthen the CpRisictices to be competitive and gain advantage with
excellent relationships with customers. Employefeghe organisations should understand the value GiRiM
brings in to the organisation and in return theeéntental benefits on organisational performance.

Managerial conclusions comprise from the CRM meditcuss is about better organisational perforeanc
towards a service-oriented culture. Service quality customer satisfaction have to be the coreeobtisiness
practices in order to satisfy customers. Custorakationship management acts as key performanceaitadiin
the organisation’s strategic direction.

6. Future research:

There is a need to review empirical literature tbe concept of CRM to complement the theoretical
frameworks discussed in this article. Secondlyteats of the CRM models have to classified on bra#gect
areas and analyse the literature to understanéwblaition of the concept since 1990. One anothgmoitant
area for research is to evaluate the CRM practecesss different geographical boundaries. Lastotiieast
the future research opportunities arise from titésdture review is to carryout research on CRM aseffect
on customer satisfaction.
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