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Abstract 
 

In an increasingly competitive and globalized market, customer-centric strategies in companies are 

becoming more and more important. Many companies are suffering decreasing revenues due to 

disconnected views of customers in the organization. In order to avoid disparities in an organization 

created by system and organization boundaries, it requires unified a 360°-view of customers from the 

perspectives of operations, analytics and collaboration along the entire CRM value chain.  The bigger the 

company the more complex is its environment and customer base. In order to accomplish the integration 

of a unified CRM IS companies should rely on competent IT professionals. Oracle, as one of the world 

leaders in organizational informatics systems recommends multichannel systems for different types of 

business. By installing Oracle individual CRM-solutions companies shall be able to increase sales 

effectiveness, improve forecasting accuracy, engender customer loyalty, drive impactful marketing results 

and increase customer service flexibility while reducing costs. The more comprehensive the knowledge 

about customers is the more important becomes the empathic treatment of sensible data. In the interlude 

between employees and customers, there are several influential factors. Differences between their 

expectations and perceptions of CRM have the potential risks for discomfort and misunderstandings.  

The aim of this article is to show an overview of the CRM concept and its application, assuming its 

benefits and failures. In this article there will be also dedicated the evolution and trends of today´s CRM 

IS of leading companies.  Moreover, to understand the concept, the article applies the CRM model on a 

case study, combining CRM with Knowledge Management. 
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1. Introduction 

 

“The true business of every company is to make and keep customer.” 

           Peter Drucker 

 

“Customer relationship management, short-CRM means that a company's consistent focus on customers 

and the systematic design of the customer relationship processes. The related documentation and 

management of customer relationships is a key component and allows deeper relationship marketing. In 

many industries (eg telecommunications or mail order) relationships between companies and customers 

are long-term. CRM means that customer relationships are maintained, which can have a significant 

impact on the company's success.”(McCalla, Ezingeard, Money 2003) 
 

The origin of CRM began in the early 1970’s, when companies recognized that in such a competitive 

market it would be better for companies to be “customer-centric” instead of “product-centric”. (Chain 

2005)Moreover the fact that it is cheaper and more profitable to retain customers than to find new ones 

had reinforced the evolution of CRM. Although the concept has its origin in the early 1970s, it became 

very popular during the 1990s as companies began to improve on Customer Relationship Management by 

making it more of a two-way street. Instead of simply gathering data for their own use, they began giving 

back to their customers not only in terms of the obvious goal of improved customer service, but in 

incentives, gifts and other perks for customer loyalty. CRM was now being used as a way to increase 

sales passively as well as through active improvement of customer service. 

 

There can be found many different roots in different areas that have been influenced the development of 

CRM before. It will be mentioned just five of the potential roots that could be seen as having influenced 

CRM (Baran, Strunk 2008). 

 

1. Relationship Marketing: 

Relationship Marketing and CRM focus on maintain a continuous and long-term relationship 

between customers and partners and they extend beyond functional borders 

2. Marketing Research:  

There exit opinions that CRM has its origin in marketing research customer’s satisfaction studies 

of the late 1970s and its relationship with total quality management in the late 1980s.  

Although Marketing Research and CRM have the same approach, Marketing Research has little 

to do with the informational technologies of CRM. 

3. B2B-Relationship:  

Many people claims that B2B interactions between companies and their suppliers are the origin 

of the B2C CRM models. 

4. MRP, SAP and ERP: Some see CRM as an exercise in technology implementation due to the 

high dependence upon IT. In the 1980s MRP was introduced and allowed companies to construct 

customer databases. In the early 1990s SAP integrated the traditional MRP functions with 

accounting, consequently customer warehouses were established. Due to this, companies have 

all the data necessary for CRM. 

5. Customer Contact Center: the domain of CRM is marketing. In the late 1980s telemarketing 

technology was built in Customer Call Center. In 1990s also customer service and support 

application were introduced. In the early 1990s the first CRM applications were introduced in 

order to improve Customer Call Center (J.G. Freeland).   

 
CRM supports a broad set of functions, some are simple and others are very complex.   

To show how CRM supports the relationship between a business and its customers, generally CRM has 

three main functions: 

1) CRM can help a business acquire new customers through contact management, selling, and 

fulfillment 

2) web-enabled CRM combined with customer service tools offer customers service from a team 

of sales and service specialists, which offers customers the convenience of one-stop shopping. 
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3) CRM software and databases enable a business to identify and reward its loyal customers and 

further develop its targeted marketing and relationship marketing initiatives.  

 

Figure 1.1 illustrates an overview of CRM`s functions.  

 

 

Figure 1.1: Complete Customer Lifecycle Management 

Source: http://www.litrade.net/crmplus.asp (last call 10/11/10 15:11) 
 

There are a few modules common to most of packaged CRM software. 

 Direct Marketing Module 

 CRM Sales Module 

 Call Center Module center  

 Help desk Module  

In the market there exist a high number of companies providing CRM systems. According to a 

investigation of i2s (Computerworld, 2009), that has studied the company-awareness, the most 

knwon companies for CRM are   

 SAP 

 Microsoft CRM 

 Oracle 

 Update.com 

 Salesforce 

 Sage 

 CAS 

http://www.litrade.net/crmplus.asp
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Figure 1.2: Awareness of CRM Providers 

Source: http://www.computerworld.ch/aktuell/news/49373/index.html (last call: 12.11.2010 11:33) 

 

 

 

. 

 

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

http://www.computerworld.ch/aktuell/news/49373/index.html


    

 

 7 

2. Practical cases of implantation of CRM 

 
In the last few years several approaches of CRM have been developed, that are focusing on different 

frameworks. This article will have its main emphasis on the approach of an unification of the Customer 

Relationship Management`s view using an enterprise model framework. Moreover it will focus on a 

behavioral approach of CRM by analyzing how customers and employers are affected of CRM. To 

represent one company offering CRM system and its view, the article will highlight Oracle. Finally an 

application of CRM in the hostility industry combining CRM with Knowledge Management will be 

presented.  

  

2.1 “Toward a Unified View of Customer Relationship 
Management” 

 
The introduction of Customer Relationship Management was based on the increasing awareness of the 

importance of customer relationship. New requirements were introduced to integrate and optimize the 

value chains between the customer, the firm and the enterprise. The product-centric strategies, that had 

been used, were replaced by customer-centric strategies. Nevertheless according to Chan (2005), with the 

increasing importance of customer relationship, disparities between business processes and systems can 

create disconnected views of customers, which will negatively affect customer experience. The 

implementation failure rate of CRM technologies these days are very high, according to the Meta Group 

the rate is about 55 – 75 % (Johnson 2004). The key reasons are that many companies fail to create an 

enterprise-wide CRM strategy, to integrate legacy systems and that they do not have approach to analytics 

(McKenzie 2001, Greenberg 2002, and Bannan 2004). 

The disparities, which create a disconnected view, can be divided into the followings: 

 

Functional and Process Disparity      

Information of customers is not shared through the functional areas in sales, marketing, distribution and 

production. Each department acts separately. (Chan 2005) 

  

Channel Disparity 

Interacting with customers include a transit through different channels, including direct marketing, direct 

sales, retail and wholesale outlets, customer service, call center, Websites and alliance partners. Chan et.al 

(2005) points out that channel disparity is the failure of leverage customer information collected at 

different touch points due to the lack of integration and coordination. 

 

Operational and Analytical Disparity 

Operational and analytical disparity happens when business insights got buried in silos and are not 

leveraged in analytical process across the enterprise. As a result it will hamper effective customer 

operations and will create critical customer intelligence. 

 

In order to avoid these disparities a unified view of CRM is needed, that means an enterprise´s view that 

looks at customer from the customer´s value chain´s perspective, including many touch points (Chan 

2005). The unified view of CRM is given by an integrated CRM architecture.  

Figure 2.1.1 illustrates the CRM Enterprise Model Framework. 
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Figure 2.1.1 The Enterprise Model Framework for CRM 
Source: Chan 2005 

 
Conceptual CRM view consists of the conceptual definition of data and business functions for CRM. 

At the external level, the Operational CRM model describes the business processes, events, people 

and organizations that implement the day-to-day business operations. The analytical CRM consists of 

different types of analytical structures supporting various processes in decision support, predictions, 

forecasts and estimations. There exists a feedback loop between OCRM, that captures critical data 

required for CRM analytic processes, and ACRM, that creates customer intelligence. 

At the internal level, the Technical CRM shows physical implementations by describing the technical 

“how”, “where” and ”when”. 

The key concept of the enterprise model is the physical separation of the conceptual external and 

internal view, but preserves their logical connections.  

Moreover the model allows the consolidation and coordination of data and events across different 

processes through various customers touch points and channels (Chan 2005) 

 

The CRM enterprise model is used to develop customer-centric warehouses. As illustrated in Figure 

2.1.2 customer data warehouses are assigned to their data source that are connected to the conceptual 

CRM model. 

 
Figure 2.1.2 Building Customer-Centric Data Warehouses via the Enterprise Model 

Source: Chan (2005) 

 

Todmann (2001) pointed out that it is important “to know who our customers are and what it is that they 

need from us.” Customer data warehouses offer the data feeds for analytical processes that in turn create 
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valuable customer intelligence that can optimize customer interactions. By customer intelligence an 

organization can “better profile and classify customers, predict customer behavior, conduct target 

marketing, cross and up sell into existing customer base.” (Chan 2005) . Critical customer information 

will be put in analytical processes that create the customer insight to enhance future operations. All in all, 

customer intelligence can lead to customer loyalty, resulting into a stable amount of profits, the most 

important aspect for a company.  

 

According to Chan (2005) in the last two decades the focus of CRM was on automation, functional 

enhancements and some cross-activity integration. In order to optimize CRM, reduce CRM failures and 

as a result increase customer satisfaction and benefits, CRM strategies have to move to the integration and 

real-time optimization of the CRM value chain to create a unified view of customers and the integration 

of operational, analytical and collaborative CRM across different processes and technologies in the CRM 

value chain. 

 

2.2 “Maximizing CRM Effectiveness During Lean Times“ 

 
Oracle is the world leader in enterprise software and databases. It offers the most comprehensive, most 

open and most integrated business software and hardware systems of the world - with more than 370,000 

customers (including 100 of the Fortune 100) of all sizes and from different industries in more than 145 

countries around the globe (Oracle 2010). 

The Article is dealing mainly with 6 areas of consumer relationship management which can be improved 

by the appropriate Oracle products. It is more of a promotional brochure as a scientific text but still gives 

a rough idea of the possibilities that can open CRM IS. Mostly Web 2.0 - applications create a new 

generation of sales programs to help vendors optimizing their workflow and results. Customer behavior is 

just registered, stored and analyzed as used to form hypotheses about what the relevant customer could 

eventually purchase now or in the near future. On the basis of an integrated data warehousing, the 

accuracy of financial forecasts can be increased significantly. The technique of 'triangle forecasting” is 

based on 1. field assessment, 2. real time pipeline assessment and 3. historical trend analysis and 

development forecasts of  long periods. The calculated correlations help to predict much closer to the 

truth than simple time series analysis. Thus, almost in real time and responds to developments made 

provisions (Oracle 2010). 

According to Bergmann (1998) the relationships to the existing customer are of increasing higher priority, 

since the acquisition of new customers is up to five times more expensive than managing customers` 

loyalty. 

Although this finding is not new, many companies do not realize a single existing customer management 

due to fragmented data and isolated solutions in the system. By only one integrated CRM IS, this problem 

can be solved by a complete database as all data is aggregated and updated in real time to be accessible 

for all authorized employees. 

In order to be able to treat clients according their volume for the company and recognize possible key 

accounts, these systems need to have various applications. They shall include managing member 

enrollment and communications but also rich analytic capabilities for extracting extensive member 

information. 

Programs with the goal of effective marketing results are yet another step in Oracle's complete CRM IS. 

Contrary to the approach “marketing is more art than science”, Oracle today provides a wide range of 

programs that deliver, once feeded with sufficient actual customer and market information, strong results 

for a perfectly customized marketing campaign. Customized offers and information can be sent 

automatically to every client by the computer-driven program that measures impacts of every action and 

uses it for proposing next marketing steps. Part of a perfect sales approach as Oracle considers is a high 

standard and flexible customer service. Oracle predicts this performance and flexibility of its ´programs 

meanwhile reducing costs by using online customer-facing applications.  Forrester Research says, while 

average call center costs are $5.50 per call, the average cost per Web self-service transaction is just $0.10 

(Burns 2008). As long as there are multiple types of clients Oracle recommends a single multichannel 

solution to answer the different kinds of service expectations. That means there shall be an enhanced site 

management, registration and user management but also a classical telephone line according to clients` 

special needs. This including the real time actualization is even more necessary when regarding to e-

commerce and online-shopping. 
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2.3 “A Behavioral Approach to CRM Systems Evaluation“ 

 

There is no profound doubt about the power and possibilities, CRM IS can bring to the implementing 

companies in general. Firms like SAP and Oracle try to convince as many clients as possible to operate 

with their products. The CRM-market still is growing but under the surface there is an increasing 

disenchantment with the different systems. Investigation still focuses on the impacts of CRM-applications 

to the individual user and sales results. There is no doubt about CRM advantages are versatile as it´s 

about the applications itself. But there has been few investigations about the impacts on the relationship 

base. Reason for the not matching of anticipated results and reality is the ignorance of impacts on the 

relational level. There is nearly no investigation nor a model which explains the interchanging of 

expectations and receptions of customers encountering employees or sales managers CRM-operating 

companies. A missing of strategic integration of new systems is as well criticized as the lack of 

knowledge about the influence to the interaction between company and client. As business results are 

derived by internal and external factors CRM informational systems require a complete consideration of 

pros and cons. There are different CRM evaluation frameworks that try to explain impacts on work and 

it´s results in the application firms. CRM is defined as an important organizational capability to develop 

and maintain. As you can only develop and better something you can measure there is a need to identify 

indicators and measure them to initiate the improvement of performance. Different models have been 

developed to measure interaction and its results in general as the TRA called theory of reasoned action 

(Fishbein, Aizen, 1975). Further there is TAM elaborated by Davis (1986). The Technology Acceptance 

Model is obviously dedicated to measuring the acceptance and impacts of new technologies and systems 

in companies. It was not criticized for being easy to use or because of that being cheap but for superficial 

results that only explain about 40% of real reasons of technology acceptance. While there are plenty other 

models focusing on the internal impacts of new systems, McCalla et al. (2003) explain their enhanced 

evaluation framework which relies to the basic model of Rafaeli and Sutton (1989). It expands the 

viewing angle from the stakeholders with the service encounter to the full complement of stakeholders. It 

examines the CRM-view of the users, the customers and the management. Furthermore it explains the gap 

between intended and interpretated emotion during encountering phases. 

 

 
 

Figure 2.3.1: Proposed Evaluation Framework by McCalla 

Source: McCalla et al. (2003) 
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The new approach claims to examine norms about which emotions employees should display, 

characteristics of employees and customers. It focuses on discretion about displayed emotion and 

dimensions of emotional behavior. Furthermore it studies customer service quality perceptions. 

 

Behavioral research in general is a wide field. An evaluation framework still needs to be as complex as it 

can be to integrate as many indicators as possible and meanwhile has to be applicable. Even though the 

article of McCalla (2008) is especially dedicated to emotions and there still is a wide range of parameters 

influencing results of daily business as of inquiry. In this case especially emotional dynamics seem to be 

the key to understand and over bridge the gap between a fruitful CRM IS and those which lag behind 

expectations. As internal factors and processes can lead to external benefits the conclusion is to integrate 

a new CRM IS in all over the company. A detailed investigation needs to be done before start working.  

A missing informational link, a lack in the key account information or the error in informing customers 

about the companies next steps may harm the companies benefits. The more profound way of examine the 

application of CRM IS can help organizations to implement new sistems more efficient and usefully to all 

the levels and departments of a company. 

 

 

 

2.4 “Knowledge Oriented Customer Relationship Management: 
An Application Model for Hotels Management” 

 
According to Gholami et al. (2006) Knowledge Management can be seen as a prerequisite for CRM, 

helping businesses collect customer information and therefore influence customer maintenance. The link 

between Knowledge Management and Customer Relationship Management will be demonstrated using an 

application model for Hotels Management.    
 
The Hospitality industry is very diverse and complex. This is the reason why it is difficult to identify 

common issues and future trends.  

As it was mentioned before, the marketing model now is changing from product-centered stage to 

customer-centered stage. For the hospitality industry this provokes that two of the most crucial 

opportunities and risks are the customer relationship management as well as knowledge management can 

have a positive impact on reducing cost and increasing revenue (Gholami and Sanayei 2006). 

Nevertheless it also could provoke problems by an inefficient implementation. 

Studies of Dev and Olsen (2000) have shown that although hotels capture a high amount of customer 

data, those data are rarely creating useful knowledge about customers. Moreover Cline and Warner 

(1999) pointed out that the collection and use of customer information are intermittent, delayed and 

fragmented. Hotels have problems with data duplication, inconsistencies, incompleteness and 

inaccuracies.  

 

In order to stay competitive in such a dynamic environment of the hospitality industry, managers will 

need to make proactive changes which focus more in customer preferences. Gholami and Sanayei (2006) 

emphasize the following challenges that the industry is facing: 

1. The market is flooded by many similar service offerings 

2. The hospitality industry is rapidly changing because of acceleration in information technology 

3. Customers have no brand loyal behavior 

 

To be competitive in such an overloaded market managers have to understand customer´s preferences and 

then prioritize those preferences which add the greatest value to the hotel´s existing service offering.  

Moreover one of the most important issues for hotels is to keep customers due to the limited sources and 

channels for reaching new customers. As mentioned before due to the failure of CRM implementation in 

hotels, Gholami and Sanayei(2006) recommend a requirement of Knowledge Management and Customer 

Relationship Management simultaneously, in order to collect information and analyzing it to enable and 

leverage strategic action. In this context KM has a strong impact on CRM. To combine CRM and KM, 

Gholami and Sanayei(2006) created the model of knowledge orientated customer relationship 

management (KCRM) (see figure 2.4.2) 

 

The first step is the KM process that can be divided into three micro processes: 
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Figure 2.4.1 The KM Process 

Source: Own Creation 

 

 

After creating knowledge, there is the need for CRM. Combining KM and CRM, Gholami`s and 

Sanayei`s (2006) model finds application (figure 2.4.2) 

 

 
Figure 2.4.2: KCRM model 

Source: Gholami and Sanayei 2006 

 
 

DATA 
COLLECTION 

•collecting information about customers and markets 

INTELLIGENCE 
GENERATION 

 

•converting data that has been amassed into actionable intelligence 

• traditional analysis techniques, data mining, modeling methods to identify trends 
and patterns related to consumers´ behavior 

 

INTELLIGENCE 
DISSEMINATION 

•dissemitaion of intelligence to all members of the organization, who have direct 
contact to the customers or influence over the marketing mix elements 
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According to Gholami and Sanayei (2006) after collecting the information of customers and the 

market in the KM process, the organization has to pass through the CRM process, that is subdivided 

into: (1) customer identity, (2) customer evaluation, (3) customer priorization, (4) customer 

acquisition, (5) differentiate, (6) customer enhancement, (7) interact, (8) customize through the 7Ps 

of the marketing mix, and (9) customer retention. 

 

To conclude KCRM caracterizes “managing customer knowledge to generate value-creating lock-in 

and channel knowldege to strenghten relationships and collaborative effectiveness. (Gholami and 

Sanayei 2006) 
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Conclusions 
 
Once clear about what CRM itself is and which are the capabilities of advanced CRM IS, it is obvious 

that competitive companies in a fast moving and dynamic market environment need to face the challenge 

of implementing an enterprise wide integrated CRM IS. Different frameworks measure the effects and 

impacts of informational applications on the encounting of employee and customer. In order to avoid 

failures of forerunning companies learning from negative examples as well as an extensive process of 

optimization and integration in the applicating company is needed. The future trend of an increasing 

number of companies implementing CRM IS is obvious. The question is if the failure rates will decrease. 

Exciting remains to be seen if software companies, the using companies or, as in US or Germany more 

and more agency will address their selves on the process of optimizing CRM-systems.  
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