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Abstract 

 

The aim of this paper is to explain the impact of Web site characteristics on the relation 

between customer relationship management (CRM) and customer loyalty. Data is collected 

from various global consulting databases which have a significant impact on the link between 

CRM, and customer loyalty. In other words, using the Internet to support CRM allows firms 

to increase their customer loyalty in the financial sector. Generally speaking, CRM platforms 

include the following core areas and components: marketing, sales, service, analytics, 

workflow, API and configurable extensibility. However, customer loyalty has not been tested 

because the direct link between these two components of CRM and customer loyalty has not 

been significant in this study. The managerial and financial implications are discussed. This 

paper provides useful information regarding doing a market research in the field of CRM. 
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INTRODUCTION 

What is CRM? 

CRM stands for Customer Relationship Management. It is a process or methodology used to 

learn more about customers’ needs and behaviors in order to develop stronger relationships 

with them. There are many technological components to CRM, but thinking about CRM in 

primarily technological terms is a mistake. The more useful way to think about CRM is as a 

process that will help bring together lots of pieces of information about customers, sales, 

marketing effectiveness, responsiveness and market trends. 
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There are many pieces of software available that offer customer relationship management 

features, but in reality, CRM goes beyond software implementation. It's a business strategy 

that often involves using multiple pieces of software, as well as implementing policies that 

promote i.e., 

 

(1) the collection of customer information, and  

(2) the use of that information by individuals throughout the company in order to maximize 

customer service and increase sales. 

 

The customer relationship management system is an enterprise system, which means that it 

spans multiple departments. Virtually all departments within a corporation have at least some 

indirect access to customers, or customer information; the goal of CRM is to collect that 

information in a central repository, analyze it, and make it available to all departments.  

 

For example, a company's call center may have a “screen pop,” a small application that is 

connected to the phone system. This application, which is a type of CRM, automatically 

senses who is calling, and by the time the agent answers the phone, produces a screen on the 

computer that lists important information about the caller, such as what they have purchased 

in the past, what they are likely to buy in the future, and what products the company may 

have available that would go well with what the customer has already bought. This “screen 

pop” is made up of several bits of information from different databases; it may draw on 

information from the accounting department to show the agent what their current balance 

may be; it may draw on information from the sales department to show what has been 

purchased recently, and it may draw on information from the credit department to show the 

agent what terms can be offered. 

  

THE EVOLUTION OF THE CRM PLATFORM 

The  first  incarnations  of  CRM  systems  appeared  on  the  business  scene  in  the  early 

1980’s in the form of applications that ran on a number of platforms; IBM mainframes, DOS-

based standalone PC’s, and UNIX servers. The scalability, stability, and usability of the early 

incarnations of CRM left much to be desired, and the failure rates of those early projects were 

70-80%. 
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In 1994, the CRM world started to embrace client server-based architecture which  dealt with 

a number of the shortcomings of the previous generation of  systems. With  these 

improvements,  sales  grew  rapidly  as  Fortune  500  enterprises  signed  agreements   

for thousands of product licenses. 

 

The   late   90’s   saw   CRM   become   viable   for   the   Small/Medium   Business (SMB) 

marketplace  as  a  new  delivery  method  for  CRM  came  onto  the  scene  which  treated 

software as a service (SaaS). Initially referred to as Application Service Provider (ASP) - 

based CRM, SMB firms were able to access CRM functionality without the need to deal with 

a myriad of technology issues associated with maintaining systems in-house. 

 

Over the past five years, CRM users have aligned themselves into one of  two camps; those  

organizations  that  have  implemented,  administered,  and  maintained  their  CRM systems 

in-house (On-Premise) and those who have leveraged the services of a SaaS solution provider 

(On-Demand) to meet their CRM needs. 

 

In 2005-2006, as the success rates of CRM projects were tracked, a flat trend for the firms 

who implemented a CRM system was evidenced.  The  results  showed  that approximately  

25%  achieved  significant  improvements  in  performance  of  their  front office  teams,  

approximately  45%  achieved  minor  improvements,  and  the  remainder witnessed  no  

improvement  or  did  not  know   what  impact  CRM  was  having  on  their performance. 

It  was  questioned  as  to  whether  CRM  would  ever  fully  deliver  on  the  promise  of 

optimizing  sales  performance.  

 

 In  2009  study,  an  increase  in  the number  of firms achieving  significant  improvements  

was  reported  by  38.9%  of  the companies.  In the 2010 study, 43.5% of the companies 

reported significant improvements. 

 

These results led us to do a detailed analysis of the study data in the second quarter of 2010 to 

uncover trends that could be contributing to the increase in performance. When comparing 

CRM adoption by geography, vertical industry, selling approach, etc.  No consistent 

significant trends emerged. 
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Project success rates were then analyzed based on the type of CRM system that was installed. 

Initially, we were unsure what, if any, differences we would uncover, as we had found that 

the conventional wisdom of many CRM project teams today was that “all CRM systems   are   

created   equal.”  And   in fact, at first pass, the product functionality differences between 

products today can appear blurry. However, it became apparent that the experiences of CRM 

system users were quite different based on a key factor. Users of  On Demand  CRM  systems  

reported  significantly  better  results  than  On  Premise   CRM   users   across   a   variety   

of   different   metrics  results   of   which organizations implementing or expanding their 

CRM platforms should be aware. 

ON-DEMAND VERSUS ON-PREMISE CRM USER EXPERIENCE COMPARISON 

Customer Relationship Management (CRM) solutions to a variety of industries including 

Financial Services, Health Care, Communications, High Tech, Manufacturing, Retail, 

Government and Nonprofits. The consultants have helped broker/dealers, commercial banks, 

investments banks, insurance and investment management firms in multiple areas over the 

years.The business user’s right at the beginning of the implementation process. All of the 

critical implementation steps such as defining the processes, requirements and design of the 

application are executed in close collaboration with the business users. 

 

Length of T ime CRM System Has Been in Production 
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This chart offers an interesting insight into the evolution of the CRM marketplace. The 

majority of On-Demand CRM systems have been in use for less than two years.  This 

correlates  with  the  CRM  vendor  market  share  numbers  we  have  been  tracking  since 

1999,  which show that On-Demand  CRM accelerated  in popularity beginning  in 2005-

2006. 

 

The reason this point is noteworthy can be seen when the level of results companies are 

achieving  as  a  result  of  their  CRM  investments  are  compared.  As  mentioned  earlier, 

firms  seeing  significant  improvements  in  success  increased  from  25.0%  in  2005,  to 

29.0% in 2006, to 33.5% in 2007.  

  

TYPES OF CRM 

Customer relationship management (CRM) is important in running a successful business. The 

better the relationship, the easier it is to conduct business and generate revenue. Therefore 

using technology to improve CRM makes good business sense. 

CRM solutions fall into the following four broad categories. 

 

 Outsourced solutions 

 Off-the-shelf solution 

 Bespoke software 

 

1. Outsourced solutions 

Application service providers can provide web-based CRM solutions for your business. This 

approach is ideal if you need to implement a solution quickly and your company does not 

have the in-house skills necessary to tackle the job from scratch. It is also a good solution if 

you are already geared towards online e-commerce. 

 

2. Off-the-shelf solutions 

Several software companies offer CRM applications that integrate with existing packages. 

Cut-down versions of such software may be suitable for smaller businesses. This approach is 

generally the cheapest option as you are investing in standard software components. The 

downside is that the software may not always do precisely what you want and you may have 
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to trade off functionality for convenience and price. The key to success is to be flexible 

without compromising too much. 

 

3. Bespoke software 

For the ultimate in tailored CRM solutions, consultants and software engineers will 

customize or create a CRM system and integrate it with your existing software. However, this 

can be expensive and time consuming. If you choose this option, make sure you carefully 

specify exactly what you want. This will usually be the most expensive option and costs will 

vary depending on what your software designer quotes. 

          

Why CRM Is Used 

In the commercial world the importance of retaining existing customers and expanding 

business is paramount. The costs associated with finding new customers mean that every 

existing customer could be important. 

 

The more opportunities that a customer has to conduct business with your company the 

better, and one way of achieving this is by opening up channels such as direct sales, online 

sales, franchises, use of agents, etc. However, the more channels you have, the greater the 

need to manage your interaction with your customer base. 

 

Customer relationship management (CRM) helps businesses to gain an insight into the 

behavior of their customers and modify their business operations to ensure that customers are 

served in the best possible way. In essence, CRM helps a business to recognize the value of 

its customers and to capitalize on improved customer relations. The better you understand 

your customers, the more responsive you can be to their needs. 

 

CRM can be achieved by 

 

 Finding out about your customers' purchasing habits, opinions and preferences. 

 Profiling individuals and groups to market more effectively and increase sales. 

 Changing the way you operate to improve customer service and marketing. 

 



APJRBM       Volume 1, Issue 1 (October, 2010)           ISSN 2229-4104 

Sri Krishna International Research & Educational Consortium 
http://www.skirec.com 

 - 236 - 
 
 

Benefiting from CRM is not just a question of buying the right software. You must also adapt 

your business to the needs of your customers. 

Business Benefits of CRM 

 

Implementing a customer relationship management (CRM) solution might involve 

considerable time and expense. However, there are many potential benefits. 

A major benefit can be the development of better relations with your existing customers, 

which can lead to; 

 

 Increased sales through better timing due to anticipating needs based on historic 

trends 

 Identifying needs more effectively by understanding specific customer requirements 

 Cross-selling of other products by highlighting and suggesting alternatives or   

      Enhancements. 

 

Once the business starts to look after its existing customers effectively, efforts can be 

concentrated on finding new customers and expanding the market. “The more you know 

about your customers, the easier it is to identify new prospects and increase your customer 

base.” 

 

Even with years of accumulated knowledge, there's always room for improvement. Customer 

needs change over time, and technology can make it easier to find out more about customers 

and ensure that everyone in an organization can exploit this information. 

CRM Implementation 

 

The implementation of a customer relationship management (CRM) solution is best treated as 

a six-stage process, moving from collecting information about your customers and processing 

it to using that information to improve your marketing and the customer experience. 

 

Stage 1 - Collecting information 

The priority should be to capture the information you need to identify your customers and 

categorize their behavior. Those businesses with a website and online customer service have 

an advantage as customers can enter and maintain their own details when they buy. 
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Stage 2 - Storing information 

The most effective way to store and manage your customer information is in a relational 

database - a centralized customer database that will allow you to run all your systems from 

the same source, ensuring that everyone uses up-to-date information. 

 

Stage 3 - Accessing information 

With information collected and stored centrally, the next stage is to make this information 

available to staff in the most useful format. 

Stage 4 - Analyzing customer behavior 

Using data mining tools in spreadsheet programs, which analyze data to identify patterns or 

relationships, you can begin to profile customers and develop sales strategies. 

Stage 5 - Marketing more effectively. 

Many businesses find that a small percentage of their customers generate a high percentage of 

their profits. Using CRM to gain a better understanding of your customers' needs, desires and 

self-perception, you can reward and target your most valuable customers. 

Stage 6 - Enhancing the customer experience. 

Just as a small group of customers are the most profitable, a small number of complaining 

customers often take up a disproportionate amount of staff time. If their problems can be 

identified and resolved quickly, your staff will have more time for other customers. 

CRM Services 

The expertise combines the best of IT talent and domain experts into a strong practice to 

provide a compelling value proposition that helps build innovative solutions for its clients. 

The CRM services use all his knowledge and experience, together with the CRM vendor 

partnerships, to create solutions for several important areas within this sector.  

 Equity Capital Markets  

 Private Equity / Venture Capital  

 Retail Banking  

 Wealth Management  

 Mutual Funds  

 Hedge Funds  

 Asset Management 

 

 



APJRBM       Volume 1, Issue 1 (October, 2010)           ISSN 2229-4104 

Sri Krishna International Research & Educational Consortium 
http://www.skirec.com 

 - 238 - 
 
 

CRM Clients  

  

1. NYFIX 

NYFIX hired global consulting firms to redesign their various customer support and help 

desk processes globally to improve customer service  

 

2. CCMP  

The global consulting firms are implementing sales force-based Private Equity CRM solution 

for CCMP Capital to manage Fundraising & Deal flow processes.  

 

3. 2-1-1  

2-1-1 was looking to deploy a CRM solution for their national organization. The consulting 

agencies helped 2-1-1 understand their requirements as well as managed the system rollout.  

 

4. Articulate  

Articulate commissioned service providers for resolving the most complex needs of their 

Customer Support group. 

 

5. eWay  

eWay develop strategy and plan for building capacity to process funds for its customers 

internationally. eWay is one of the top providers of funds processing and distribution 

capability to support philanthropic efforts of more than 800 corporations. 

 

Thoughts about CRM 

Customer Relationship Management (CRM) is an information industry term for 

methodologies, software, and usually Internet capabilities that help an enterprise manage 

customer relationships in an organized and efficient manner. In many cases, an enterprise 

builds a database about its customers. This database describes relationships in sufficient 

detail so that management, salespeople, and customer service reps can access information; 

match customer needs with product plans and offerings; remind customers of service 

requirements; know what other products a customer had purchased; etc. 

 

 



APJRBM       Volume 1, Issue 1 (October, 2010)           ISSN 2229-4104 

Sri Krishna International Research & Educational Consortium 
http://www.skirec.com 

 - 239 - 
 
 

There are three parts of application architecture of CRM. 

 

a. Operational CRM 

 

Operational CRM means supporting the so-called "front office" business processes, which 

include customer contact (sales, marketing and service). Tasks resulting from these processes 

are forwarded to employees responsible for them, as well as the information necessary for 

carrying out the tasks and interfaces to back-end applications are being provided and 

activities with customers are being documented for further reference. 

 

b. Analytical CRM 

 

In analytical CRM, data gathered within operational CRM are analyzed to segment customers 

or to identify cross- and up-selling potential. Data collection and analysis is viewed as a 

continuing and iterative process. Ideally, business decisions are refined over time, based on 

feedback from earlier analysis and decisions. Business Intelligence offers some more 

functionality as separate application software. 

 

c. Collaborative CRM 

 

Collaborative CRM facilitates interactions with customers through all channels (personal, 

letter, fax, phone, web, e-mail) and supports co-ordination of employee teams and channels. 

It is a solution that brings people, processes and data together so companies can better serve 

and retain their customers. The data/activities can be structured, unstructured, conversational, 

and/or transactional in nature. 

 

According to industry view, CRM consists of 

 

 Helping an enterprise to enable its marketing departments to identify and target their 

best customers, manage marketing campaigns and generate quality leads for the sales 

team. 
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 Assisting the organization to improve telesales, account, and sales management by 

optimizing information shared by multiple employees, and streamlining existing 

processes (for example, taking orders using mobile devices) 

 

 Allowing the formation of individualized relationships with customers, with the aim 

of improving customer satisfaction and maximizing profits; identifying the most 

profitable customers and providing them the highest level of service. 

 

 Providing employees with the information and processes necessary to know their 

customers understand and identify customer needs and effectively build relationships 

between the company, its customer base, and distribution partners. 

 

Many organizations turn to CRM software to help them manage their customer relationships. 

CRM technology is offered on-premise, on-demand or through Software as a Service. 

(SaaS) CRM, depending on the vendor. Recently, mobile CRM and the open source CRM 

software model have also become more popular. 

 

Here's how CRM software improved the business 

 

Based in Runcorn, Cheshire, with 60 employees, Chance & Hunt specialize in supply chain 

management for the international chemical industry. Managing director Joan Traynor 

describes the benefits of Customer Relationship Management (CRM) software. 

 

What she Did? 

 

Four years ago she began looking at new ways to manage her existing databases, which were 

largely running in isolation from each other. 

 

Her key objectives in selecting a solution were to enhance customer relationships, cut costs 

and grow sales. With the help of a student working with her in a Knowledge Transfer 

Partnership she researched CRM systems and selected the right software package for the 

clients 

. 
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Her decision was partly based on the fact that the new software would work with the existing 

platform, so she wouldn't have to start completely from scratch. 

 

Implement and monitor the solution 

 

The softwares were relatively easy to install. The process involved training for all staff, since 

user buy-in is crucial. If employees aren't motivated to keep records up to date, they won't get 

anywhere. In that respect, it's important that everyone knows the project has management 

commitment too. 

 

It monitors success using key performance indicators, such as the number of customer 

complaints, and by conducting customer surveys. Complaints are down and customers report 

improved responsiveness. It's definitely had an impact on sales as well, since the team now 

has all the customer information they need at the touch of a button. It also monitor employee 

usage of the system during staff appraisals. 

 

Financial Institutions using CRM 

 

Benchmark Mutual Fund 

SBI Mutual Fund 

BOB Mutual Fund 

UTI Mutual Fund 

LIC Mutual Fund 

Benchmark Mutual Fund 

DBS Chola Mutual Fund 

Deutsche Mutual Fund 

Edelweiss Mutual Fund 

Escorts Mutual Fund 

IDFC Mutual Fund 

JM Financial Mutual Fund 

Kotak Mahindra Mutual Fund 

Quantum Mutual Fund 

Reliance Mutual Fund 
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Sahara Mutual Fund 

Tata Mutual Fund 

Taurus Mutual Fund 

AIG Global Investment Group Mutual Fund 

Fidelity Mutual Fund 

Franklin Templeton Mutual Fund 

Mirae Asset Mutual Fund 

Birla Sun Life Mutual Fund 

DSP Merrill Lynch Mutual Fund 

HDFC Mutual Fund 

ICICI Prudential Mutual Fund 

Sundaram BNP Paribas Mutual Fund 

ABN AMRO Mutual Fund 

Bharti AXA Mutual Fund 

HSBC Mutual Fund 

ING Mutual Fund 

JPMorgan Mutual Fund 

Lotus India Mutual Fund 

Morgan Stanley Mutual Fund 

 

A common platform 

 

The implementation of the CRM suite was a smooth affair. The exercise began in December 

2001 and went live six months later. Pandey explains, “Since we went in for the CRM suite 

before launching our business in India, the implementation was smooth. If an organisation is 

already in business the implementation exercise can be a prolonged affair.” 

 

To do this, Aviva decided to go in for an enterprise-wide deployment of an e-CRM suite even 

before it launched Indian operations in June 2002.  

 

A stringent assessment exercise began, during which four vendors, including Talisma, were 

evaluated by a team of 10 people. This team had representatives from its IT department and 

also from customer-facing departments such as sales, marketing and customer services.  
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The only component it hasn't used is the chat module. Today, there are 450 personnel using 

the e-CRM suite at Aviva.  

 

Conclusion  

Pandey explains, “The implementation of Talisma e-CRM has helped us share real-time 

customer information across different customer-facing departments across locations. This 

has helped departments track customer details and respond to queries at short notice.”  

The implementation has also facilitated quick analysis of Aviva's sales and marketing 

initiatives, which has, in turn, helped the company modify its products and services before 

offering them to customers. This has helped it win more customers and retain existing ones 

by offering them products and services that fit their needs.  

 

It has also helped Aviva develop multi-step marketing campaigns. Based on the type of 

response at each stage of an advertising campaign, appropriate processes can be triggered 

automatically in the e-CRM suite. Aviva's entire sales and marketing operation has been 

integrated through this deployment. The company's customer service team has successfully 

leveraged the suite to provide superior service across multiple channels.  

 

Aviva has made its mark in the Indian insurance industry in just two years. It has no doubt 

been aided in this by the deployment of Talisma's e-CRM suite that has helped it launch new 

products and services to differentiate itself from competitors. 
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