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ABSTRACT: The effectiveness of CRM in boosting customer happiness and loyalty will be 

the main focus of this essay's review of CRM studies. Customer relationship management 

systems can assist a business draw in new clients and keep existing ones. By using a 

customer relationship management system to analyze client data, you can find ways to grow. 

Analytical CRM uses a variety of data mining techniques to analyze customer information 

and interactions. CRM optimism has long piqued the curiosity of IT specialists and CRM 

academics. This CRM research provides new recommendations to increase the 

competitiveness of the banking industry. Attracting customers away from rival businesses can 

be especially difficult when multiple financial indicators seem to be comparable. 

Keywords: customer relationship management practices, organizational performance, small 

and medium enterprises, food manufacturing industry 

1. INTRODUCTION 

Customer relationship management (CRM) aims to strengthen relationships with customers 

by incorporating people, processes, and technology into the company. The definition of 

"customer relationship management" is "a management philosophy that completely aligns the 

company's strategy with both existing and potential customer relationships."  

This essay argues that, given the speed of change in the customer relationship management 

industry, businesses need to put enough effort into implementing critical programs and 

initiatives. According to Sinkovics and Ghauri, the rising popularity of customer relationship 

management (CRM) systems is due to three factors: the high expense of direct sales, the 

global nature of competition, and the need for extensive data on consumer and company 

habits by businesses seeking to boost revenue. According to Peppers and Rogers, among 

CRM practitioners worldwide, the relationship paradigm is slowly but surely replacing the 

transactional approach. According to Peppers and Rogers, a company's viability in the long 

run is unrelated to how quickly its transactions are finalized.  

Businesses should prioritize developing a relationship based on trust and reliability if they 

want to meet the rising expectations of their audience. According to Peppers and Rogers, 

businesses risk losing customers and missing out on growth opportunities if they don't adapt 

to this shift in consumer behavior. An important source for this research is Brink and Berndt's 

"Relationship Marketing and Customer Relationship Management" . The overarching goal of 

this research project is to understand the Customer Touch Map and find out how CRM 
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processes may be enhanced with the use of technology. Mathur has had a substantial effect in 

the field with his research, and it will be incredibly helpful for our examination. International 

firms use customer relationship management (CRM) practices and principles that the author 

enumerates. If Mathur's findings are to be considered part of the research's 

comprehensiveness, they may be filed with the original data.  

Customer Relationship Management (CRM) is defined by Khurana, who then goes on to 

weigh the pros and cons of many popular CRM platforms. This research will heavily rely on 

Pradan's "Retailing Management" in its third edition. To ensure that stores will continue to 

grow and flourish, Pradan elaborates extensively on the need of customer relationship 

management as an advanced component of retail marketing. "Customer Relationship 

Management: A Global Perspective" by Raab et al. (2008) is an extensive resource for 

information on CRM from throughout the globe. Because it compares and contrasts the 

suggested research's customer connection management techniques with those of other 

multinational merchants operating in the worldwide market, this research is enormously 

important.  

This research will make use of Bhatia's 2008 article "Retail Management" since it is relevant 

to the subject. A large body of research backs up Bhatia's assertion that there is a wealth of 

information available about the ways in which retail enterprises use reward cards. Cox (2011) 

articulates this viewpoint verbally. "Retail Analytics: The Secret Weapon" stands out from 

the crowd thanks to the author's unique takes on these topics. This post's most important 

feature is the abundance of helpful information it gives to companies of all sizes regarding 

effective customer relationship management (CRM) strategies that can increase sales.  

A large number of scholarly models and articles are either directly or indirectly related to our 

work, and we shall analyze them thoroughly. The Gap Model for Service Quality is very 

important right now. The five factors that are believed to significantly affect customers' 

overall happiness are identified by the "Gap Model." By focusing on these factors, service 

quality can be enhanced. As shown in the following diagram, there are five blank spots: (a) 

the gap between what customers want and what managers think they want, (b) how managers 

decide to satisfy customers' desires compared to what they actually want, (c) what managers 

think customers want compared to what customers actually want, (d) what managers promise 

customers compared to what they actually get, and (e) what customers expect compared to 

what they actually get. Peppers and Rogers' customer relationship management concept is 

going to be the focus of this research. One way to use this idea is to create a plan to keep 

clients by anticipating their needs.  

 

2. LITERATURE REVIEW 

Chen and Popovich (2003) Present evidence demonstrating CRM has been increasingly 

valuable over the years as a result of technological advancements in company software and 

data. In order to help clients make more money over time, customer relationship management 

(CRM) is based on the principle of relationship marketing, which values people above 

products. Customers have different wants and requirements, which led to the creation of 
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customer relationship management (Bose, 2002). Customer Relationship Management 

(CRM) wouldn't be necessary if all of your users were identical. The worth of a company's 

client base can be enhanced by catering to the needs of their most valued consumers, say 

Popovich and Chen. Customer relationship management (CRM) is getting a lot of attention 

from businesses because of how competitive the business world is getting (Chou et al., 2002). 

 Greenberg (2004) stresses that CRM is everyone's responsibility in the company. To add to 

that, he says that all these departments and more are part of customer relationship 

management: engineering, sales, marketing, customer service, production, quality assurance, 

billing, assembly, and human resources. Using data collected from all lines of contact, CRM 

allows businesses to view each consumer from every angle (Chen and Popovich, 2003). 

Companies can use this information to better plan for the future financially and identify their 

most valuable employees. The acronym "CRM" stands for "customer relationship 

management." This encompasses many different fields that deal with communicating with 

clients, including sales, customer service, marketing, field support, and many more.  

 (Chou et al., 2002).  Keeping a company's most valued clients, cutting costs, and improving 

connections with those customers to increase income is what "customer relationship 

management" is all about, according to their definition. Numerous quality management 

approaches (Gummesson) and new technological paradigms (Zineldin, 2000) have had an 

impact on customer relationship management.  

Concerning the basics of customer relationships, marketing strategy, personalization, client 

retention, and customer management, most CRM definitions agree (Zineldin, 2000). A 

handful of cases, nonetheless, deviate from the rule. While academics have raised concerns 

about the concepts' organization (Bacuvier et al., 2001), practitioners have written extensively 

about the problems and possible benefits of using these systems. Internal technology, sales 

force automation, and the division of marketing and sales are some of the tactics that many 

companies employ to focus on customer relationship management (CRM). Some companies 

use customer relationship management (CRM) systems to facilitate direct communication 

with clients through channels like sales, marketing, or customer service hotlines, according to 

2009 research by Peppers and Rogers. In 2004, Frow and Payne brought attention to the 

importance of provider-client communication in customer relationship management. The 

proliferation of the internet has greatly enhanced two-way communication.  

The degree to which teams are effective is the focus of this research. According to Li et al. 

(2006), a company's "performance" is measured by how well it achieves its financial and 

business goals. Prior research on marketing and finance strategy performance has made use 

of indicator criteria (Chong & Rundus, 2004; Li et al., 2006; Sin, 2005) and customer 

relationship management (CRM) activities (Ryals,  

2005). In order to find out how successful a company is, we will use marketing and financial 

metrics.  

Customer relationship management (CRM) is a system that helps businesses keep customers 

by making sure they're happy and loyal, as stated by Jarad et al. (2011). According to Mithas 

et al. (2005) and Aspara (2011), additional research is needed to establish the relationship 

http://www.jme-journal.com/
https://creativecommons.org/licenses/by-nc-nd/4.0/


              Journal of Management Excellence 
                                         ISSN: Applied   |   Volume 1 Issue 1 October 2025  | Inaugural Edition 

                                             www.jme-journal.com     JME-05 

__________________________________________________________________________________ 

 

__________________________________________________________________________________ 
 

 
 
This is an open access article under the creative commons license https://creativecommons.org/licenses/by-nc-nd/4.0/ 

Page | 37  

between a company's performance and customer happiness, loyalty, and retention. Based on 

what Chuchuen and Chanvarasuth (2011) found, most businesses use CRM systems to learn 

how valuable each client is, how they behave, and where they can make improvements to 

their strategy.  

Customer relationship management adoption is more affected by organizational and 

technology aspects than by environmental ones. This helps companies gain an edge in the 

market, test CRM in a risk-free setting, gain buy-in from upper management, and improve 

their CRM implementation skills. Many forms of customer relationship management (CRM) 

are more commonly used by larger firms, according to Ramdani and Kawalek (2008). 

Financial metrics alone might not be a reliable sign of performance, according to research by 

Keramati et al. (2010). For example, given today's cutthroat business climate, traditional 

financial accounting metrics like return on investment might not paint an accurate image of 

innovation and expansion (Kaplan & Norton, 1992). Since customer relationship 

management (CRM) incorporates so many different fields, traditional performance indicators 

are inappropriate, according to Payne and Frow (2005). Assuming the data was available and 

people were willing to share sensitive information about the company's main rivals, all 

subjective performance factors were considered.  

The interconnectedness of customer expectations, satisfaction, loyalty, and retention is an 

essential component of customer-centricity, according to Donaldson and O'Toole (2002) and 

Sousa (2003). The company's future worth is directly proportional to its customer retention 

rate and its ability to increase revenue through the sale of more expensive goods. When 

employees are happy, invested, and sure of themselves in their job, Drienhart and Gregoire 

(1993) argue, they are more likely to focus on the client. But getting to know customers on a 

personal level is key to succeeding (Gebert et al., 2002) 

 

3. MODELS OF CRM 

All models for CRM, or customer relationship management, are finished. All told, these four 

items 

THE IDIC MODEL  

The Peppers & Rogers Group has utilized the IDIC concept, which was created by Martha 

Rogers and Don Peppers, in numerous publications. Twenty, please. A better understanding 

of the people who buy your products or services is the first of four steps that the IDIC 

suggests for strengthening its interactions with individual clients. Figure out which of your 

clients are the most important to you. Look into what people want and anticipate from a 

specific brand. Advertising and marketing that is customized to each customer's unique needs 

is well-received by those customers.  

THE CRM VALUE CHAIN  

Figure 1 shows Francis Buttle's structure, which consists of five stages and four auxiliary 

components. Maximizing profits for clients is the fundamental aim of this system. An 

organization can increase its chances of attracting and retaining profitable customers by 

following these steps: analyzing the customer portfolio, getting to know the customer, 
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building the network, developing the value proposition, and managing the customer lifecycle. 

Many things contribute to customer relationship management's performance, such as 

management of data, leadership, corporate culture, IT, staff, and standards. 

 
Figure 1 The CRM Value Chain 

PAYNE AND FROW’S 5-PROCESS MODEL 

The five-step CRM approach was developed by Pennie Frow and Adrian Payne. Two dozen. 

In Figure 2 we can see the five steps that make up customer relationship management: 

managing information, integrating channels, developing a plan, creating value, and evaluating 

performance. Managing information is an aspect of operational CRM, which in turn is related 

to strategic CRM, and multi-channel integration is also associated with operational CRM. 

 
Figure: 2 Payne’s model of CRM 
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THE GARTNER COMPETENCY MODEL 

Gartner Inc., a customer relationship management research company with 1,450 analysts and 

consultants and operations in 85 countries worldwide, is the company behind the CRM 

framework that was most recently established. Figure 3 displays the CRM skill model 

described by Gartner. There are eight core competences that are outlined in the approach for 

customer relationship management. Developing a CRM vision and strategies, creating 

valuable customer experiences, fostering internal and external collaboration, overseeing 

customer lifecycle activities, managing information, deploying technology, and evaluating 

CRM initiatives' success or failure are all part of these activities. 

 
Figure 3 Gartner’s CRM model 

 

4. SYSTEM ANALYSIS 

In order to assess the present situation, we had participants rate the degree of CRM use 

among nearby companies. We concluded as follows after asking participants to rank their 

organization on a scale from "utilizing" to "implementing," "determining timing," 

"monitoring and awaiting," and finally, "disregarding." 
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We have verified that 51 percent of the respondents are now using or implementing the CRM 

in some way. About 16% of the population is unclear on how to apply customer relationship 

management (CRM). Consequently, it is safe to assume that most individuals taking part in 

our survey have already implemented CRM. In the five years after CRM first appeared in 

literature for IS managers in 1996, it has seen extensive deployment.  

In our quest to ascertain the preponderance of good, negative, or neutral consequences, we 

went out to consult with owners and managers of companies that have previously deployed 

customer relationship management (CRM). According on the views of employees from 

companies that had implemented CRM, our research aimed to ascertain the efficacy of the 

system on a scale from 0 to 10. Your insight into your company's rationale for customer 

relationship management is highly appreciated. Keeping this in mind, we respectfully ask that 

you complete our survey. We sought to understand how respondents felt about the 

significance of this issue in their specific fields, as many businesses are unsure about how to 

implement customer relationship management (CRM). 

Organizations using CRM  

"How would you evaluate the benefits you have acquired?" was asked of companies currently 

using customer relationship management (CRM). A score of 1 indicates no significant 

increase in revenues, while a score of 10 indicates an exceptionally high increase. The 

distribution of the 14 responses across the categories is illustrated in the figure that follows. A 

fifth of the total comes from these replies. 

 
Our research shows that businesses who use CRM (customer relationship management) are 

more productive overall. In the center of the range of results is the value 7.0. Furthermore, 

our data showed that most CRM rollouts are still in the first phases. According to many 

survey takers, this is a sign that end users are not adequately trained. They are unable to fully 

utilize the available technology due to their inadequate training. Companies are currently 

putting out significant effort to improve their CRM implementation by offering users 

extensive training. 

Organizations implementing CRM  
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For this reason, we polled companies using CRM by asking, "How would you evaluate your 

progress?" A score of one indicates the smallest improvement, while a score of 10 indicates 

the largest. The distribution of the fourteen responses (representing 25% of the total) is 

shown in the figure below. Depending on the evaluations of the respondents, the scores 

varied from "poor" to "excellent," with the mean score positioned midway through the range. 

When you examine how many barriers there are to embracing new technology, you'll see that 

this percentage is not nearly as high as it could be. There is no denying the fact that 

implementing CRM systems is not without its fair share of difficulties. According to one of 

the executioners, managing future customers' expectations is a major challenge for projects of 

this kind. 

 
Organizations deciding on whether and when to do CRM  

Businesses considering implementing CRM software were asked, "How do you evaluate your 

business case for CRM?" for their responses. From 1 (the least confident level) to 10 (the 

most confident level), the confidence level in the business case can take on every possible 

value. Of the total number of responses, nine fell into this division, making up sixteen 

percent. 
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Despite the limitations of our data, there is a divergence indicated by the large range of 

probable outcomes. Four people who took the survey thought the business case seems to have 

been validated. Conversely, a score of 5 suggests that things are in a perilous state and raises 

concerns about possible adoptions. Notably, three of the five individuals who point out a 

lackluster business case are employed by the IT sector. This data reveals that there is a wide 

variety of professions represented among those able to identify a solid business case. To 

show that they involved people from many different departments, including marketing, sales, 

field sales, customer service, billing, accounts receivable, logistics, distribution, technical 

support, planning, product development, and dispatch, an organization put out a request for 

bids (RFP). This comprehensive categorization includes every department and team that 

interacts with the company's customers.  

Some businesses, however, have yet to implement customer relationship management 

strategies.  

Organizations who are watching and waiting with regard to CRM  

We asked businesses thinking about implementing CRM, "How do you evaluate the 

importance of CRM in your industry?" CRM is a crucial part of business, and its significance 

can be ranked from one to ten, with ten being the most important one. With 10 replies, or 

18% of the total, this section certainly gets some attention. Below is a breakdown of the 

responses. 

 
Although the response rate was low, the results show that different industries have 

significantly varied views on the relevance of customer relationship management (CRM). No 

matter how many factors are included, local government officials always end up with the 

lowest possible ratings from the individuals conducting the evaluations. An official in the 

government has said that his company is looking at CRM's potential future deployments. 

Perhaps CRM-focused companies will begin to prioritize this industry in the not-too-distant 

future.  

Organizations who are ignoring CRM  

While we did not delve into the reasons behind the firms' decision not to adopt CRM, we did 

receive a substantial amount of feedback nonetheless. Of the eight persons who filled out the 
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poll, three are government employees, and all three of them have said that CRM is not a 

priority at their workplace. Government workers do not interact with customers in the 

conventional sense, hence the concept of customer relationship management is not well 

suited to their duties. One of the attendees brought up the prospect that the government may 

eventually implement a tweaked CRM program, although with a new moniker.  

A healthcare industry expert claims that money isn't everything when it comes to 

relationships. Showing sympathy and providing meticulous treatment are the most important 

things for sick people and their families. The healthcare industry may not always require 

traditional customer relationship management (CRM) strategies. Finally, a solution has been 

provided that effectively addresses the issue by utilizing other approaches. Nevertheless, a 

customer relationship management (CRM) system would not be justified in spending so 

much money on such a massive answer. 

The technology supporting CRM  

Fifty-one percent of those who took the survey—that is, twenty-eight people—did so by 

providing detailed information about the CRM system their company uses. For the record, 

twenty of the respondents (or 40% of the total) made use of Siebel software, developed by 

Siebel Systems, Inc. The other eight respondents (or 40% of the total) opted for alternatives 

to Siebel. Create a custom customer relationship management (CRM) system is the best 

course of action, according to twenty percent (4%) of respondents from various industries. 

 

 
 

5. CONCLUSION 

CRM is still in its infancy as an idea, a poll of local companies found that 50% of those 

companies have started using it. The increased communication made possible by the Internet 

is seen as the driving force behind the increasing recognition of the importance of customer 

relationship management (CRM) and the establishment of stronger relationships with the 

clients that these businesses aim to serve.  
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Present users of the customer relationship management system who took the survey all had 

nothing but good things to say about it. It was nevertheless possible to get this result since 

most survey takers were honest about being in the beginning phases of the change. Perhaps 

there are further advantages waiting for them in the future. This should serve as motivation 

for those that have already begun utilizing customer relationship management to continue 

doing so. Nevertheless, they have said that their performance in applying the method is 

moderate at best. One of the most prevalent reasons for implementation problems in the 

business sector, according to Swanson (1988, 2000), is a lack of backing from senior 

management. This can indicate that there is a problem with rising expenses and subpar 

outcomes. Both the ways in which these obstacles may affect CRM's broad adoption and the 

ways in which our research's participants will deal with them are unclear.  

Similar to how those with ambivalent views on CRM are holding off on making a final call 

until more information is available. Fascinatingly, more than half of those contemplating 

adoption are aware that CRM does not have a strong business case. Caution must be 

exercised when making predictions about the rates of future corporate CRM adoption. Not all 

of our respondents are utilizing the CRM system at the moment. Maybe this isn't the most 

fascinating topic, but the one about managing client connections is.  

Customer relationship management (CRM) was not deemed the best fit for each company's 

needs by the medical practitioners, as well as the municipal and county responses. These 

doctors and nurses don't see corporations as their principal clients, thus they came to this 

conclusion. Traditional consumers and users of services including infrastructure, 

transportation, and healthcare support are all part of customer relationship management, 

which focuses on sustaining ties with individuals who have been serviced. Perhaps CRM's 

organizational vision may broaden to encompass and fairly represent relationship 

management as it develops further, making it more attractive to those who presently disregard 

it. 
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