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The business world is poised for another era of
unparalleled dynamics inspite of the general
slowdown of the global economy. The ever-growing
proliferation of the internet, both wired and
wireless, has made life easier for the competition;
markets are becoming increasingly transparent,
with shorter time-to-market cycles, product and
offerings increasingly homog and signs of
saturation are appearing in many market segments.
Gone are the days where you had a technological
edge over your archrival. Locational advantages,
too, are becoming less and less of a factor. Because
it is just as easy for customers to buy from a supplier
on the other side of the world as it is for them to
deal with you. So what key differentiating factor do
you have? The secret to continued success lies in
Customer Relationship Management (CRM) by
winning new customers and ensuring their long-
term relationship.

CRM is a fancy term for an age-old practice, and
something we used to take for granted. In the past,
salespeople responsible for selling large-ticket items
have always managed the customer relationship by
monitoring their customer’s specific requirements,
shipment dates and after sales service. Often they

have done so by making frantic calls to the
warehouse, demanding information stored in
standalone systems. Today, CRM retrieves customer
data from the central enterprise database, which
creates technical efficiency. But more than that, CRM
can bring employees from different divisions
together as a team to better serve the customers.
CRM combines many of the traditional marketing
and sales techniques that have been in the past, used
well by themselves; for example database
marketing, telemarketing, sales force automation,
web personalisation and call center support.

In today's cyber age, to truly prosper, enterprises
must develop an integrated digital nervous system
of relationships encompassing customers, partners,
suppliers and their internal systems and become an
extended enterprise. This integrated network
should be globally accessible, virtual, secure,
scalable, inter-operable, and efficient and will
determine the success and failure of the enterprise.
The nucleus of this integrated digital nervous

system is CRM.

IT applications have rapidly evolved and CRM is one
of the latest, although the earlier phases are still with

us. According to Karen Voghel of

destinationCRM.com,

worldwide CRM revenues are

expected to grow from 5$34.4

billion in 1999 to $$125.2 billion

in 2004 - double the expected

increase in the overall IT services

market. According to International

Data Corp (IDC) reports, the CRM

segment is expected to grow at an

annual growth rate of 29%

through 2004. As IT evolved to

be generally available, relatively

affordable and  broadly

deployed, these factors had

largely levelled the strategic

advantage that were created by

merely acquiring and deploying

applications. This led to the need

for enterprises to focus on the

quality of integrating business

processes. Enterprise resource
planning (ERP), focuses on
optimising the performance of
an enterprise by synchronising
the supply and demand, input
and output. While leading ERP
applications turned out to be
standard, ERP systems did have
major payoffs for enterprises in
transforming the legendary IT
infrastructure and on cleansing
the software incompatibilities and
data “mis-matches”, which made
the Y2K transition smoother than anyone ever
envisioned,

But today, ERP is nothing but a standard in most of
the organizations. Since it didn‘t include a customer
management aspect, CRM was the next logical step.
This logical progression is now being driven by
CRM applications that enable extended enterprises
to focus on customer partnerships. A primary
objective of CRM is to provide enterprises with a
complete 360-degree view of the consumer and to
enable 1:1 marketing. CRM involves improved and
increased communication between an enterprise
and its customers, as well as within the enterprise
itself. CRM requires a fundamental shift in the
information flow within an organization from
quantitative data to qualitative daja. If you could
sum up in one word the benefits of CRM, that one
word would be “smart-relationships”. The web has
shifted the balance of market power decisively
towards the consumer.

The Enterprise Resource Planning systems (ERP)
were crucial in linking up the myriad of internal
networks in an enterprise but were primarily inward
looking. However, CRM is an amalgam of data
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