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ABSTRACT
CRM e-Business is a phrase most commonly used to describe electronic business.
It means any business that utilizes a computer and carriers out its activities through
computer and involves in selling products and services online. This enables the business to
easily attract number of customers than before. As the traditional trader has very little to
offer when compared to the online merchant for e-Business started when in order to
increase their customer base and serve customers better. The purpose of this study is to
gain a better understanding of CRM in e-Business. Our paper explores, describes and
begins to explain how CRM objectives are described, managed, measured and evaluated
and the different reasons that help the growth of CRM in e-business. This paper also
enlightens regarding how the customer as well as the organization benefits using CRM
e-Business in their knowledge economy also. For large companies, it's a saving of millions
in upfront investments in hardware, software, integration, and hiring. For growing
companies, it's the sophisticated network of a larger competitor at a fraction of the cost.
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INTRODUCTION:

While retaining customer loyalty has been a sales principle for a very long time, Customer
Relationship Management (CRM) is actually a tremendous step forward in creating a system that can
provide a means for retaining individual loyalty in a world of nearly 6 billion souls (Croteau & Li, 2001).
In order to understand CRM, user must understand the changing nature of the customer because customers
are not what they used to be (Greenberg, 2001).
Today, customers are more highly educated under higher stress, more specialized, living longer,
and more influenced by global culture than those of the 60s and 70s when our view of marketing was
formed (Wilson, Daniel, & McDonald, 2002). This as well as emergence of e-Business, organizational
dynamics and cultural change issues has dramatically shifted organizations functional units to focus on the
customer. Consequently, organizations has recognized the need to develop customer-centered
orientations (Romano, 2003). Organizations are learning more about their customers and their
preferences, needs and expectations (Jukic, Jukic, Meamber, & Nezlek, 2003). According to Schultz
(2000) the practice of planning, creating and managing customer relation ships has nowadays become the
heart of organizational strategy and the key to customer retention.
The hype surrounding CRM has only been pervasive within business, technology, media and
academic communities since early 1997 (Fayerman, 2002). According to Wilson et.al., (2002) the
influential study by Reichheld and Sasser (1990), which showed the large impact on profitability of small
increase in customer retention rates, was the start out, making the marketing community more conscious
of the need to manage customer relationships in the long term as well as prior to the first sale.
CRM may be used to create a personalized one-to-one experience that will give the individual
customer a sense of being cared for, thus opening up new marketing opportunities based on the
preferences and history of the customer (Wilson, et al., 2002). CRM is also a customer focused business
strategy that aims to increase customer satisfaction and customer loyalty by offering a more responsive
and customized service to each customer (Fayerman, 2002).
“CRM is about managing customer knowledge to better understand and serve them. It is an
umbrella concept that places the customer at the center of an organization. Customer service is an
important component of CRM, however CRM is also concerned with coordinating customer relations
across all business functions, points of interaction and audiences” (Bose & Sugamaran, 2003, p.4).
“CRM is an enterprise-wide mindset, mantra and set of business process and policies that are
designed to acquire, retain and service customers. CRM is not a technology, though Technology is a CRM
enabler” (Greenberg, 2001, p.14).
The emergence of the Internet heralded a new opportunity for customer relationship building
(Croteau & Li, 2000). For one thing, search engines made it easier for customers to find online merchants
and interact with them. Moreover, the Internet simplified bi-directional communication, for the first time
offering a better way for consumers to relay personal information to the merchant. Instead of waiting to be
mailed a form to open an account or order by phone, a prospective customer needed only to send an
application through cyberspace, resulting in shorter delivery time, improved accuracy and quite often a
higher positive perception (Strauss & Hill, 2001). In fact, the Internet is an environment of zero latency,
offering real-time information, and often on-demand product delivery (Bradshaw & Brash, 2001).
According to Ragins & Greco (2003) Internet Business-to-Business (B2B) sales will reach $11.3
trillion by the end of 2003 and by 2004, Business-to-consumer (B2C) sales will reach $100 billion. The
Gartner Group estimate that 75 percent of all e-Business ventures will fail due to lack of technological
understanding and poor business planning. Despite the risks, the Internet challenge is intriguing.
Successful e-Business today have moved beyond an arm’s length transactional view of their customers to
forging rich customer relationship (Ibid). The contact strategy includes using past purchase patterns to
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anticipate new needs and wants that can be targeted with new offers as well as two-way communication on
the Internet that offers more immediate and direct consumer feedback (Wilson et.al., 2002).
A new term for taking care of customers via the Internet, eCRM, is recently applied by some
organizational and academic communities (Ragins & Greco, 2003) refers to electronic customer
relationship management or more simply, CRM that is web-based (Dyche, 2001). There is a lot of debate
even whether eCRM is a real designation or just a marketing ploy by CRM organizations and academics
trying to distinguish themselves in the rapidly increasing morass of CRM pretenders (Greenberg, 2001).
According to Greenberg (2001) eCRM is CRM and CRM must become eCRM. The problem of the study
is how information technology will help the organization to work effectively and what is the different
measures organization has to adopt to attract the customers towards their organization. The study is also
concerned about the effect of information technology in knowledge levels of the organization.
The present study is based on the secondary data. The objective of the present study is to get the
better understanding of CRM in e-business and how CRM objectives are described, managed, measured
and evaluated in the organizations and to find out the role of CRM e-Business in Knowledge economy and
the reasons for the growth of CRM e-Business.
2.

CRM OBJECTIVES:

In this section objectives for CRM within an organization will be discussed. Objectives of CRM
will be described in order to present different views of the topic.
According to Kim et al., (2003) CRM objectives can be divided into four categories as described below:
1. Customer Knowledge:
a. Collecting appropriate customer information
b. Analyzing customer data
c. Acquiring new customers
d. Improving skills of employee
e. Improving CRM technique
f. Secure service
2. Customer Interaction:
a. Appropriate response to customer request
b. Integration of business processes
c. Improving channels management
d. Maximizing the effectiveness and efficiency of organization operations.
e. Customizing products and services.
3. Customer value:
a. Improving customer retention
b. Profits increase
c. Improving customer service and support
d. Building an attractive virtual community
4. Customer Satisfaction:
a. Improving service quality
b. Establishing relationship with customers.
To build and maintain relationships is very important to make the customers loyal and it is good to
keep the customers and prevent them from leaving the organization and instead purchase the products
from one of their competitors. It is also more cost effective to keep the customers instead of having to find
new ones all the time.
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To improve the organizations knowledge about their customers is also of important objective. By
improving the knowledge the organization can offer their customers products that are more in line with the
customer needs. This also makes the marketing efforts more effective since the organization will know
wants customers wants and searching from. By knowing customers want and will request also improve
the organizations own logistics. This makes the stocks smaller and the stock holding becomes more
effective. It is important to segment the customers into groups and learn how each group of customers
wants to interact. When it comes to issue such as channel management and product preferences.
3.

MANAGEMENT OF CUSTOMER RELATIONSHIPS:
In this section the theories that deal with the management of customer relationships within an
organization will be discussed.
3.1

The Ideal CRM Organization:
According to Bradshaw and Brash (2001) to deal with the challenges of customers relationships in
the fast-evolving Internet world, even the most customer-focused companies have to understand the three
essential insights to getting customer relationships right (Figure 3.1)
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Fig. 3.1: The “Virtuous Triangle” of CRM
Source: Bradshaw & Brash (2001), pp. 525.
Extending CRM into multiple media means integrating the front office and aspects of the back
office with different communication channels. Figure 3.2. This has to be done in a methodical way and
organizations that get this part right will have through carefully about the technical infrastructure they
need. Standards are rapidly developing in this area and many vendors are building media portals that
allow the organizations using them to deal consistently with customers across multiple media.
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Fig. 3.2 CRM and Multiple Media
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In management of Customer relationship top management involvement and staff involvement is
crucially important. All members of the staff must have a customer in mind when decisions are made and
to make this work the top management must be good role models. It is also important to have a long-term
view to retain the customers for a long time.
4.

CRM EVALUATION:

In this section theories deal with evaluation tools, which can assess both tangible and intangible
elements when organizations evaluate the effectiveness of their CRM are reviewed.
4.1 Metrics of CRM Effectiveness:
Kim, Suh & Hwang (2003) propose an application framework for evaluating CRM effectiveness.
In the framework, Figure 4.1 each perspective is evaluated by appropriate metrics. According to Kim
et.al., (2003) there are some reasons why performance measurement is so powerful in enhancing business.
First, measurement removes the ambiguity and disagreement that surround high-level strategic concepts.
Second, measurement provides the precise language for clearly communicating at all levels what the
organization wants to accomplish and how it intends to accomplish it. Third, measurement allows the
continual evaluation of organizational alignment on strategic objectives. Last, measurement not only
improves the probability but also speeds the pace at which change occurs. The four perspectives are
customer knowledge, customer interaction, customer value and customer satisfaction.
Figure 4.1 The Evaluation Process of CRM
Source: Kim, Suh & Hwang (2003), pp.14.
Customer Knowledge – In order to adopt the current customer-centric business environment,
organizations use data mining and data warehousing technology. A major problem is filtering, sorting,
manipulating, analyzing and managing this data in order to extract information relevant to CRM activities.
Data mining tasks are used to extract patterns from large data sets .With the shift from mass marketing to
one-to-one marketing.
Technology learning is also important towards understanding customers. It is required, therefore,
to assess employee skills to use customer information effectively. Security is another basic and critical
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prerequisite when dealing with customer information. Security, in particular, has been a serious issue
concerning online purchases and an impediment to the acceptance of the e-channel. Many customers are
concerned about the amount of personal information that is contained in databases and how it is being
used. Customers perceive safety of transactions and seller empathy as important. Table 4.1 shows the
metrics of customer knowledge.
Table 4.1: Measures for Customer Knowledge
Objectives
Collecting
appropriate
customer
information
Analyzing
customer data
Acquiring new
customers
Understanding
customer needs
Improving skills
of employee
Improving CRM
techniques

Secure service

5

Measures
Customer acquisitions
(No.)

Number of customers
(No.)
Web marketing
Page views per day
(No.)
Visits per day (No.)
Net sales employee (%)
Technological capacity
(No.)
Frequency of hardware
upgrade (No.)
R & D investment (Rs.)
Support R & D
Data Warehouse, Data
mart, Data mining,
Multi-dimension
analytical
Service R & D
Customer segment
personalization
Recommendation
Web service
Customer profile
research (Rs.)
Security level (%)

REASONS FOR THE GROWTH OF CRM e-BUSINESS:

As per the secondary data is concerned the following are the various reasons with which the CRM
e-business has grown drastically throughout the world. The reasons are
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1. The technology, benefits of electronic technology and the easily available software’s. Companies
find that availing of CRM e-Business facilities boosts them to a great extent. The reason
e-Business has succeeded is on account of to provide cost effective solutions that require very little
time to implement.
2. Traditional business methods have proved tiresome. Costly and very cumbersome. As a result
businesses have been looking around for a better solution. The business solutions proved to be just
the strategy that was required. Flexibility and the ability to adapt to a changing environment is
CRM e-Business finds easy to do.
3. CRM e-Business includes companies that use the Internet to acquire primary supplies for in-house
production. This is known as e-Procurement. It has actually cut down cost considerably making it
a good bet for companies achieving cost effectiveness.
4. It also has the added advantage of being able to track purchase and purchasing efforts efficiently.
It helps in the buying and selling of products the organization to use electronic chat as a means of
technical support. This helps any company to save time and effort and the same time opportunities
that the traditional system could not. What’s advantageous virtual computer system can be used
and with the download of a program relevant information about hardware and software
specifications can be downloaded to support the team directly.
5. In addition it manages to maintain a central server or email list as a meeting point to distribute
information, rather than having costly and time consuming machines. In the past few years almost
all companies have become to some level to adopt e-Business. CRM e-Business is right now
increasing the change of building increasing the sales revenue by increasing the area of operation,
reducing costs, increasing productivity and thereby hiking the efficiency of the CRM application
as well.
6. CRM e-Business solutions give companies a well-planned and easily available business strategy
that caters to both the customer needs as well as the business needs. Both these need to be
adequately catered to in order that companies to sustain in the market. The net result of
implementing CRM e-Business strategies increases the customers and overall productivity.
6.

CONCLUSIONS:

The market for e-business on demand is growing rapidly. The global opportunity is pegged at $25
billion for 2002, including hosting, managed services and IT outsourcing, escalating to $107 billion by
2005. This also includes data storage, Web hosting, and e-procurement. A wide range of e-business
services are managed, hosted, serviced, upgraded and delivered to your door without the need for you to
worry over the details. With e-business on demand, end-to-end e-business can be as accessible, affordable,
and as easy-to-use as water, gas, the telephone or electricity.
E-business on demand is a logical and complementary extension of traditional IT outsourcing.
Conventional outsourcing involves the delivery of a dedicated, customized infrastructure, with
technologies and services tailored to an organization's unique needs. This model often entails the transfer
of human and physical assets from the customer to the service provider, who in turn "leases" those
resources back to the customer.
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Traditional outsourcing is similar to e-business on demand. In that, IT is provided as a service that
leverages the provider's expertise to support a cost-effective, reliable technology platform. E-business on
demand adds a number of important innovations to this successful model: essential infrastructure
components that include business processes, bandwidth, hardware, middleware & software, managed
services and process know-how. These elements are supplied on demand to a well-guarded e-business
community whose "residents" can access capabilities as required.
IT managers can apply e-business on demand to help control costs, improve implementation and
cycle times, reduce risk and more directly correlate IT spending with business returns. Companies pay for
the IT they need. Infrastructure, processes and applications are security-enhanced, automated,
pre-qualified and pre-integrated. Systems and skills are best-of-breed. Upgrades, operation and
maintenance are furnished via the expertise of the service provider, who is responsible for supporting
optimum IT efficiency and desired performance levels. Value accrues exponentially, minus the costs and
complexities associated with owning and maintaining a dynamic e-business environment. Basic services
are mass-customized, enabling IT organizations to shift their attention to aligning e-business strategies,
gaining differentiation and forging new relationships, dynamically. IT becomes an asset, not a liability.
E-business on demand signals the coming age of computing, in which the provision of IT
resources will be autonomically administered and dispensed from huge computing grids-strings of servers
linked logically on the Internet and supported by open protocols within a security-rich, standards-based
environment. Grids can regulate demands and tasks, day and night, without the need for human
intervention. Customer needs dictate processing requirements.
E-business on demand, while simple to utilize, requires experience and know-how to deliver. The
very practical aspects of delivering this new model are hard-won.
The expertise it takes to administer complex infrastructures and remove capacity constraints is
formidable-especially considering the rate of technology innovation and business uncertainties that can
alter requirements at any given time. When turning to a service provider, companies should look at people
who have extensive experience in addressing business, industry and technological challenges.
By giving up the burden of IT ownership, a company can vastly increase its access to computing
power, expertise, and innovation.
From conducting this study some main finds have been found. Firstly, e-Business organizations’
CRM objectives exist within three categories, cost saving, revenue enhancement and strategic impact
objectives. Secondly e-Business organizations concentrate in three areas when managing their customer
relationships. These areas are implementation, initiatives and channel management even through
strategies might not be same for the different organizations and that e-Business organizations do not view
outsourcing of their CRM as an option. Thirdly, e-Business organizations evaluate the effectiveness of
their CRM in four areas, Customer knowledge, customer interaction, customer value and customer
satisfaction and that none of the organizations measure and evaluate secure service. Finally, e-Business
organizations stat that improved customer satisfaction rates and establishing relationships with customers
are of major importance but only measure and evaluate fragments of it.

ACKNOWLEDGEMENTS:

■ Internationally Indexed Journal ■ www.scholarshub.net ■ Vol–II , Issue -2 March 2011 ■

161

■ Indian Journal of Commerce & Management Studies

ISSN – 2229-5674

I am very much indebted to my guide and co-author of this paper Dr. Manjaiah D.H. for his
constant and continuous support during the course of this study. I am thankful to the Management,
Principal and staff members of our Srinivas Institute of Technology, Valachil, Mangalore for their
constant encouragement during this study.
REFERENCES:
Bose, R. & Su gu maran, V. (2003), Application of Knowledge Management Technology in Customer
Relationship Management. Knowledge and Process Management, Vol. 10, No. 1, pp. 3-17.
Bradshaw, D. & Brash, C. (2001), Managing customer relationships in the e-business world: how to
personalize computer relationships for increased profitability.International Journal of Retail &
Distribution Management , Vol. 29, No 12, pp. 520-530.
Croteau, A-M. & Li, P. (2001), Critical Success Factors of CRM Technology Initiatives. Canadian Journal
of Administrative Sciences , Vo l. 1, pp. 21-34.
Fayerman, M. (2002), Customer Relationship Management. New Directions For Institutional Research ,
Vol. 1, No. 113, pp.57-67.
Kim, J., Suh, E. & Hwan g, H. (2003 ), A Model for Evaluating the Effectiveness of CRM using the
Balanced Scorecard. Journal of Interactive Marketing. Vol. 17, No. 2, pp. 5-19
Ragins, E.D. & Greco, A.J. (2003), Customer Relationship Management and E-Business: More Than a
Software Solution. Review of Business, Vol. 1, No. 1, pp. 25-30.
Romano, Jr. N.C. (2003), Customer Relationship Management for the Web-Access Challenged:
Inaccessibility of Fortune 250 Business Web Sites. International Journal of Electronic Commerce ,
Vol. 7, No. 2, pp. 81-117.
Schultz, D.E. (2000), Learn to differentiate CRM´s two faces. Internet Research, Vol. 10, No.5,
pp.374-384.
Strauss, J. & Hill, D.J. (2001), Consumer Complaints by E- Mail: An Exploratory Investigation of
Corporate Responses and Customer Reactions. Journal of Interactive Marketing , Vol. 15, No. 1,
pp.63-73.
Wilson, H., Daniel, E. & McDonald, M. (2002), Factors for Success in CRM Systems. Journal of
Marketing Management , Vol. 18, No. 1, pp.193-219.
BIBLIOGRAPHY:
Adebanjo, D. (2003), Classifying and selecting e-CRM applications: an analysis-based proposal.
Management Decision, Vol. 41, No. 6, pp. 570-577.
Butler, S. (2000), Changin g the Game: CRM and the e-World. Journal of Business Strategy, Vol. 21, No.
1, pp. 13-14 .

■ Internationally Indexed Journal ■ www.scholarshub.net ■ Vol–II , Issue -2 March 2011 ■

162

■ Indian Journal of Commerce & Management Studies

ISSN – 2229-5674

Bayon, T., Gutsche. J. & Bauer, H. (2002), Customer Equity Marketing: Touching the Intangible.
European Management Journal . Vol. 20, pp. 213-222.
Chue, J. & Gerry, M. (2002), Customer Relationship Management: People, process and technology.
Business Process Management Journal , Vol. 7, No. 4, pp. 672-688
Fournier, S. (1998), Consumers and Their Brands. Journal of Consumer Research, Vol. 2, No. 2, pp.
350-355.
Gefen, D. & Ridings, C.M. (2002), Implementation team responsiveness and user evaluation of customer
relationship management: A quasi-experimental design study of social ex change theory. Journal of
Management Information System , Vol. 19, No. 1, pp.47-69.
Grembergen, W.V. & Amelinckx, I. (2002), Measuring and Managing E-business Projects through the
Balanced Scorecard. Proceedings of the 34th Hawaii International Conference on System Science.
.
Kaplan, S. & Sawhney, M. (2000), E-Hubs: The New B2B Mar ketplaces. Harvard Business Review,
Maj-June, pp. 97-103.
Kellen, V. (2002), CRM Measurement Frameworks. The Purpose for CRM Measurement. Vol. 1, No. 4,
pp. 2-31.
Kotzab, H. & Madlberger, M. (2001), European reatailing in e-transition?: An empirical evaluation of
Web-based retailing – indications from Austria. International Journal of Physical Distribution &
Logistic Management , Vol. 31, No. 6, pp. 440-462.
Krauss, M. (2002), At man y firms, technology obscures CRM. Marketing News, 34, March 5.
Rust, R.T. & Lemon, K.N. (2001), E-service and the customer. International Journal of Electronic
Commerce , Vol. 5, No. 3, pp. 85-101.
Ryals, L. & Knox, S. (2001), Cross-Functional Issues in the Implementation of Relationship Marketing
Through Customer Relationship Management. European Management Journal, Vol. 19, No. 5, pp.
534-5 42.
Schubert, P. & Koch, M. (2002), The power of personalization: Customer collaboration and virtual
communities. Proceedings of the Eighth Americas Conference on Information Systems,
pp.1954-1965.

Wise, R. & Morrison, D. (2000), Beyond the Exchange: The Future of B2B. Harvard Business Review ,
November-December, pp. 86-96.
Zen g, Y.E., Wen, J.H. & Yen, D.C. (2003), CRM in B2B e-commerce. Information Management &
Computer Security , Vol. 11, No. 1, pp.39-44.
BOOKS:
■ Internationally Indexed Journal ■ www.scholarshub.net ■ Vol–II , Issue -2 March 2011 ■

163

■ Indian Journal of Commerce & Management Studies

ISSN – 2229-5674

Aaker, D.A. & Day, G.S. (1990 ), Marketing Research, 4th Ed. New York: John Wiley &Sons, Inc.
Burnett, K. (2001), Handbook of Key Customer Relationship Management: The Definitive Guide to
Winning, Managing and Developing Key Account Business, New Jersey: Prentice Hall.
Chaston, I. (2001), e-Ma rketing Strategy , England: McGraw-Hill.
Dyché, J. (2001), The CRM Handbook: A Business Guide to Customer Relationship Management , 1st Ed.
London: Addison- Wesley Educational Publisher Inc.
Greenber g, P. (2001), CRM at the Speed of Light: Capturing and Keeping Customers in Internet Real
Time, Berkeley: Osborne/McGraw-Hill.
---------

■ Internationally Indexed Journal ■ www.scholarshub.net ■ Vol–II , Issue -2 March 2011 ■

164

