
  
 
 
 

135 Neha Sharma 

 

International Journal of Engineering Technology Science and Research 

IJETSR 

www.ijetsr.com 

ISSN 2394 – 3386 

Volume 3, Issue 3 

March 2016       

CRM-A Tool of Competitive Advantage in Modern 

Management 
 

Neha Sharma 

Assistant Professor 

Department of Management, SGI, Sikar (Raj) 

 

OBJECTIVE OF THE STUDY 

The objective of this study is to evaluate and analyze the importance of CRM driven strategies for companies 

to find out their major strengths that can be used to get a competitive edge over other counterparts in the 

market. Now-a-days companies are spending major part of their investment on Research and development 

activities to reach out potential customers and prospects to gain maximum market share. 

 This study reviews the information regarding various advantages that firms use to get from CRM practices. 

Increasing numbers of e businesses view customer relationships as a basis for5 achieving increased efficiency 

and leveraging a competitive advantage.  

The main objective of this study is to assess the CRM driven strategies that firms have adopted in pursuit of 

competitive advantage and argues that only en integrated system that includes the whole enterprise is likely to 

maximize the potential of information technology in this context. 

 

RESEARCH METHODOLOGY 

The project methodology includes primary as well as secondary sources of data. The primary sources of data 

conducted by personal interviews of management and staff of the company. 

The secondary data sources include records, published materials, manuals of the company, collection of data 

from the intranet and internet. In the preparation of report conventional methodology is used, which is as 

follows: 

                                                         Collection of data 

 

                                                       Organization of data 

 

                                                        Presentation of data 

 

                                                          Analysis of data 

 

                                                       Interpretation of data 

 

AN INTRODUCTION TO CUSTOMER RELATIONSHIP MANAGEMENT 

Customer relationship management (CRM) is an approach to managing a company‘s interaction with 

current and future customers. The CRM approach tries to analyze data about customers' history with a 

company, in order to better improve business relationships with customers, specifically focusing on retaining 

customers, in order to drive sales growth.
 
One important aspect of the CRM approach is the systems of CRM 
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that compile information from a range of different channels, including a company‘s website, telephone, email, 

live chat, marketing materials, social media, and more. Through the CRM approach and the systems used to 

facilitate CRM, businesses learn more about their target audiences and how to best cater to their needs. 

However, the adoption of the CRM approach may also occasionally lead to favoritism within an audience of 

consumers, leading to dissatisfaction among customers and defeating the purpose of CRM. 

CRM (Customer/Client Relationship Management) is software that is used to record, track, and report on all 

prospect, customer, and vendor activities and transactions. CRM allows businesses to have information that is 

immediately available, complete and up-to-date, enabling them to respond appropriately to any request, to 

increase effectiveness and success. Firms used to consider this type of centralized and comprehensive 

information resource a desirable option. Now it's a business necessity. As the speed of business has increased 

and competition grown, good CRM software has become a critical component for success and will help you 

and your clients survive the current economic crisis. 

A CRM system is a business tool that allows you to manage all your customers, partners and prospects 

information all in one place. The Sales Cloud is a secure cloud based CRM system that can help every part of 

your business get a 360 degree view of your customer. 

 

A BRIEF HISTORY OF CUSTOMER RELATIONSHIP MANAGEMENT 

CRM hasn‘t always been the robust, stand-alone software that so many businesses rely on today. Over the past 

four decades, it has evolved out of a variety of other business programs. During that time, the CRM industry 

has undergone sea-changes and shakeups that could have derailed the entire concept. 

The 1980s: Digital Rolodexes and Database Marketing 

Pioneered by Robert and Kate Kestn baum, database marketing collected and analyzed customer information. 

Using statistical modeling, that data was then used to help customize communications with other potential 

customers. 

In 1986, ACT introduced the business world to contact management software. Essentially a digital rolodex, 

ACT allowed for the efficient storage and organization of customer contact information. Goldmine and other 

vendors also released CMS programs throughout the 80s. 

Near the close of the decade, the proliferation of personal computers and the advent of server/client 

architecture paved the way for an explosive growth in software development. 

The 1990s: Birth of an Acronym and Growth of an Industry 

The beginning of the 90s brought the first major step toward true CRM software. Early innovators like Brock 

Control Systems helped push the evolution of contact management software toward sales force automation 

(SFA). SFA took many of the features of database marketing, automated them, and combined them with 

contact management. This provided businesses with much more useful customer information. It also 

automated business tasks like inventory control, and sales tasks like customer interaction tracking. 

In 1993, Tom Siebel left Oracle to create Siebel Systems. While at Oracle, Siebel tried unsuccessfully to 

convince CEO Larry Ellison to package and sell their internal sales application as a standalone product. Siebel 

Systems quickly became the leading SFA provider on the market. 

By 1995, SFA and contact management had evolved to closely resemble modern CRM software. However, 

this emerging product still didn‘t have a proper name. A number of terms like enterprise customer 

management (ECM) and customer information system (CIS) were in use. By the end of 1995, CRM won out. 

Some attribute this to the technology research company Gartner, while Tom Siebel is also named as a possible 

source. Either way, the CRM industry finally had a name. 

The last half of the decade brought huge changes to the CRM industry. Enterprise resource management 

(ERP) vendors like Oracle and Baan entered the CRM market, hoping to use their size and ERP in-roads to 

dominate the industry. Unlike other software companies that were transitioning to CRM, SAP entered the 

market with the sole purpose of capitalizing on emerging applications. All of this competition pushed CRM 
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vendors to provide a broader suite of services. More marketing, sales, and service applications were added to 

CRM on a near-constant basis. 

1999 was a busy year for the CRM industry. A number of notable, high-value acquisitions consolidated the 

overall market, while emerging e-CRM vendors provided fierce competition. Using intranet, extranet, and 

internet, e-CRM vendors offered a level of intra-organizational collaboration that hadn‘t previously been 

available in the CRM industry. CRM also made its first foray into the mobile market, with the introduction of 

Siebel Handheld. 

The 90s came to an end with the debut of the first major Software as a Service (SaaS) vendor. Geared toward 

smaller businesses, Sales force was initially ignored by larger vendors. Under the leadership of Mark Beni off, 

Sales force eventually grew to rival CRM industry giants like Siebel Systems. 

The 2000s: From near death to Floating on Clouds 

Like most software industries, the CRM industry was hit hard by the bursting of the dot-com bubble. The 

entire industry retracted, with giants like Oracle reporting license losses of more than twenty-five percent. Due 

to a reluctance to use ―dot-com‖ technologies, e-CRM vendors were hit the hardest. 

In the early years of the 00‘s, Paul Greenberg‘s book ―CRM at the Speed of Light‖ suggested a more 

comprehensive CRM system that manages all business relationships. By the end of the decade, this became 

the common thinking across the CRM industry. 

Through the middle of the decade, interoperability with legacy software became more important. Software 

giant Microsoft entered the CRM market with Dynamics CRM, and Oracle acquired Siebel and numerous 

other enterprise application vendors. 

In 2007, sales force created the next big change in the CRM industry. Force.com introduced the world to 

cloud-based CRM. Force.com addressed the criticism that cloud-based applications weren‘t customizable. 

Social CRM exploded onto the market with the introduction of Comcast Cares—an application that focused 

more on interaction than transaction. Most large corporations quickly followed Comcast‘s example, 

solidifying the place of social CRM. 

Through the end of the first decade, and up to the present day, cloud-based and SAAS CRM solutions 

continue to integrate more features like customer service and social CRM. Cloud-based and SAAS CRM 

solutions continue to gain popularity, largely due to their lower initial cost and easy integration with mobile 

devices. 

 

THE THREE BASIC PILLARS OF COMPETITIVE ADVANTAGE 

Customer Relationship Management serves many valuable purposes but is often dumped-down to just being 

an IT tool or a contact management app. CRM is so much more than that. CRM is a strategy that 

fundamentally changes how a company operates and, more importantly, how they gain a significant 

competitive advantage. 

In all sectors, there are three basic strategies through which companies can compete with each other: 

operational excellence (the best performance), product leadership (the best product) or customer intimacy (the 

best total solution). 

Operational Excellence is about delivering or providing the most reliable solution for the lowest possible 

cost without causing too much trouble for the client (think Ryan Air). Through excellent operational 

processes, a company can distinguish itself from others. 

Product Leadership is, simply put, having the best possible product on the market. Through constant 

innovation, short go-to-market times and a very strong brand image, an organization can establish leadership 

in a certain category. Think Apple or Phillips. 

Customer Intimacy is about delivering the best service where you constantly adapt your business based on 

the wants and needs of your customer. Knowledge about individual clients are key to utilizing this competitive 

strategy. 
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IMPORTANCE OF CUSTOMER RELATIONSHIP MANAGEMENT (CRM) 

Customer Relationship management is the strongest and the most efficient approach in maintaining and 

creating relationships with customers. Customer relationship management is not only pure business but also 

ideate strong personal bonding within people. Development of this type of bonding drives the business to new 

levels of success. 

Once this personal and emotional linkage is built, it is very easy for any organization to identify the actual 

needs of customer and help them to serve them in a better way. It is a belief that more the sophisticated 

strategies involved in implementing the customer relationship management, the more strong and fruitful is the 

business. Most of the organizations have dedicated world class tools for maintaining CRM systems into their 

workplace. Some of the efficient tools used in most of the renowned organization are Batch Book, Sales force, 

Buzz stream, Sugar CRM etc. 

Looking at some broader perspectives given as below we can easily determine why a CRM System is 

always important for an organization. 

1. A CRM system consists of a historical view and analysis of all the acquired or to be acquired customers. 

This helps in reduced searching and correlating customers and to foresee customer needs effectively and 

increase business. 

2. CRM contains each and every bit of details of a customer, hence it is very easy for track a customer 

accordingly and can be used to determine which customer can be profitable and which not. 

3. In CRM system, customers are grouped according to different aspects according to the type of business 

they do or according to physical location and are allocated to different customer managers often called as 

account managers. This helps in focusing and concentrating on each and every customer separately. 

4. A CRM system is not only used to deal with the existing customers but is also useful in acquiring new 

customers. The process first starts with identifying a customer and maintaining all the corresponding 

details into the CRM system which is also called an ‗Opportunity of Business‘. The Sales and Field 

representatives then try getting business out of these customers by sophistically following up with them 

and converting them into a winning deal. All this is very easily and efficiently done by an integrated CRM 

system. 

5. The strongest aspect of Customer Relationship Management is that it is very cost-effective. The advantage 

of decently implemented CRM system is that there is very less need of paper and manual work which 

requires lesser staff to manage and lesser resources to deal with. The technologies used in implementing a 

CRM system are also very cheap and smooth as compared to the traditional way of business. 

6. All the details in CRM system is kept centralized which is available anytime on fingertips. This reduces 

the process time and increases productivity. 

7. Efficiently dealing with all the customers and providing them what they actually need increases the 

customer satisfaction. This increases the chance of getting more business which ultimately enhances 

turnover and profit. 

8. If the customer is satisfied they will always be loyal to you and will remain in business forever resulting 

in increasing customer base and ultimately enhancing net growth of business. 

In today‘s commercial world, practice of dealing with existing customers and thriving business by getting 

more customers into loop is predominant and is mere a dilemma. Installing a CRM system can definitely 

improve the situation and help in challenging the new ways of marketing and business in an efficient manner. 

Hence in the era of business every organization should be recommended to have a full-fledged CRM system 

to cope up with all the business needs. 

 

4 REASONS WHY YOUR CRM SYSTEM IS YOUR MOST VALUABLE ASSET 

1. It allows you to register your leads and contacts. You never know when a lead is ready to buy from you. 

Probably not today, anyway, Keep them warm. It is never too late to start organizing your customers and 

http://www.superoffice.com/blog/three-ways-to-nurture-leads-and-get-the-best-out-of-your-prospects/
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contacts. You need some basic categories to make your data efficient so that you can implement your CRM 

strategy to fulfill their needs. You need categories like Customers, Lost Customers, Prospects, Suppliers, 

Partners, Potential Partners, Influencers and Inactive Customers. You could also consider dividing customers 

into A-, B- and C-customers depending on different customer programs for each segment. So you might get 

rid of your complex spreadsheets once and for all. 

2. You can track all customer interaction – from everyone in your company. Next time you talk to a 

customer or prospect, you get the upper hand when you know what that company is talking about. You can get 

the person to feel seen and important. And this history builds a long-time relationship. Emails should be in 

your system, and not in each person‘s mailbox. 

3. It reveals possibilities. How many prospects have you ―not sold to‖ yet? Most likely a lot. I usually tell my 

sales team that a ―no‖ most likely means ―not today‖. Most companies keep their current supplier until they 

are ignored. That‘s why keeping them alive and kicking in your CRM database is so important. And if you 

have an opt-in newsletter or a great seminar plan, their business might be yours for the next quarter. 

4. It makes your most valuable asset – the customer data – remain. People change jobs. Have you ever 

experienced someone leaving you, and nothing is left behind? The pipeline wasn‘t up to date. The contacts 

were not updated. The important contacts were not registered – because all relevant information was stored 

locally. Don‘t let it happen to you. 

 

HOW TO GAIN A COMPETITIVE ADVANTAGE WITH CRM 

What differentiates you from your competition?  Is it your customer service, close business relationships, 

price, or quality product?  No matter what your differentiator is today, our changing world forces business 

owners to always be looking for ways to further improve on what sets them apart. One way to boost your 

competitive advantage is through introducing a CRM that will allow you to streamline the order process, 

better manage your prospecting and new client on-boarding process, and better handle your scheduling and 

projects. 

A CRM (Customer Relationship Management) solution is the answer for most organizations that are looking 

for a way to do what they do even better.  CRM provides an efficient and convenient way to centralize 

operations across an organization, while providing efficient and quality service. CRM is used to record, track, 

and report on all prospect, client, and vendor activities and transactions.  It allows businesses to have 

information that is immediately available, complete and up-to-date and enables them to respond appropriately 

and quickly to any requests to empower them to work at peak efficiency.  

Introducing a CRM system within your organization can provide you with the following competitive 

advantages: 

1. Give your Sales Team the Tools Needed to Succeed: With the right CRM in place, you‘ll be able to 

streamline workflow and ensure every detail from the sales process is preserved.  Sales teams will be able 

to convert sales from quotes, to orders, to invoices all from within the CRM.  These simple CRM features 

streamline communication and eliminate errors as well as double data entry.  When the Sales Managers 

can view all planned sales activity within your CRM, your Sales team can spend more time selling and 

less time reporting.  

2. Provide Personal Service:  Exceed your customer‘s expectations when everyone knows what was 

promised, what was ordered, what projects are under way, and what is scheduled for the future.  No matter 

which department takes the call from a prospect, they will know exactly what is going on with that 

account by viewing the past interactions. Full-featured CRMs, like Results CRM, tie all departments 

together, becoming your ―one-stop-shop‖ for accessing all the information you need to build and maintain 

amazing relationships.  

3. Streamline and Automate Your Processes: Improve customer satisfaction by ensuring consistent 

service delivery and making sure that nothing falls through the cracks!  The proper CRM will automate 

your business processes, allowing you to deliver consistent results each and every time.  For example, in 



  
 
 
 

140 Neha Sharma 

 

International Journal of Engineering Technology Science and Research 

IJETSR 

www.ijetsr.com 

ISSN 2394 – 3386 

Volume 3, Issue 3 

March 2016       

Results CRM, you can create a library of customized process templates to automatically assign tasks to 

the right person at the right time.  

4. Centralized Information: Mature CRM products go beyond Contact Management to truly manage the 

entire business.  Your CRM should unite your Sales, Service, Billing and Finance departments. CRM 

should be your central location for company-wide contacts from QuickBooks, Outlook, Constant Contact, 

and even Excel spreadsheets. When CRM becomes the central location for all vital company information 

across your organization, you will significantly reduce double-entry with two-way communication 

between these products.  Be confident that you‘re always viewing the most current and accurate 

information available! 

5. Provide Service Anytime, Anywhere – In our instant-access world, clients expect quick responses. Gone 

are the days where employees are at their desk from 9 to 5…and your clients are aware of this!  It doesn‘t 

matter if you‘re working from home, in the office or on the road – you‘re CRM should provide access to 

the real-time company information needed to be productive from anywhere.  

Small and large businesses alike use CRM to stay competitive, become more productive and respond to 

requests and opportunities with great speed and efficiency.  If you are not currently using a CRM system, 

chances are you are giving up an opportunity to further differentiate yourself among your competition.  Now 

may be a good time to consider the many ways your organization would benefit by implementing a CRM 

solution. 

 

STRATEGIES FOR COMPETITIVE ADVANTAGE USING CRM 

All CRM applications incur a risk. However, it is possible to minimize these risks by adopting pragmatic 

strategies that release the potential of using CRM. Firstly, e-businesses need to set clear and achievable 

business goals around a CRM driven project. The requirement should be exactly defined and not too 

ambitious. The CRM technology market offers a wide range of applications including e-mail response, 

business intelligence, data-management and customer profiling. Firms need to focus on those applications that 

most benefit their needs. A CRM solution should also be cost effective and not too time consuming in its 

implementation. Here, it is essential that managers understand the value that the solution provides.  Firms 

must determine the annual direct benefits expected from a CRM solution. Placing a value on some of the 

benefits may prove problematic. Nevertheless, firms who aim to achieve returns on investment should ensure 

that the initial cost of software and consulting does not exceed 70% of calculated annual benefits. Deployment 

of the solution should be carried out within four months such that returns on investment can materialize within 

six months of the decision to adopt CRM. This may take slightly longer where customization is required. 

Good IT support system should smooth the transition to becoming a CRM enabled organization.  

These constitute pragmatic guidelines for introducing CRM but, of course, they are meaningless unless 

measures are taken to ensure that the data is used effectively. Management need to use the data in a cost-

effective way to meet customers‘ expectations and, simultaneously, minimize the cost of managing 

relationships. Here, the capability of the CRM solution leveraging a competitive advantage depends on five 

key criteria against which firms should review their CRM strategy on a regular basis. These criteria are: 

 Breadth. The return on investment of a CRM solution is closely correlated to the number of people or 

groups involved in using the system. 

 Repeatability. The potential returns of the CRM solution depend on the frequency of the activity or 

transaction that the application supports. 

 Cost. The cost of the solution must be lower than the cost of the system it replaces. 

 Collaboration. CRM applications that support collaboration across organisations increase efficiency, 

lower costs and help leverage a competitive advantage. 

 Knowledge. CRM applications that support knowledge sharing can create a competitive advantage. 

It is also important that management have a consensus on the objectives that the CRM solution is designed to 

help achieve. Conflicting objectives leads to confusion, duplication of effort, inefficiency and, ultimately, a 



  
 
 
 

141 Neha Sharma 

 

International Journal of Engineering Technology Science and Research 

IJETSR 

www.ijetsr.com 

ISSN 2394 – 3386 

Volume 3, Issue 3 

March 2016       

waste of resources as the lack of focus and coherence in the rollout of the CRM strategy results in failure. 

Alternatively, there are managers who argue that they assiduously follow these guidelines and yet competitive 

advantage remains elusive. There may be a number of reasons for this. There may be hidden problems in 

usability where staff members require additional training to glean maximum potential from the solution. There 

may be conflicting ideas about how best to use the data that leads to inefficiency. However, the most likely 

reason is that most firms adopt a stand-alone CRM solution without the sort of add-ins that make the 

difference between creating a competitive advantage and not.  

Most CRM solutions are ideal for collecting and managing customer data. However, they lack features for 

problem solving or handling complex questions. CRM solutions lack knowledge management capability and, 

therefore, additional software (Primus being one example) is required to plug the gap. This allows employees 

to access the knowledge database, ask questions and get quick replies. They can also add information to the 

knowledge bank for others to use. Xerox is just one company who have adopted CRM solutions with a range 

of add-ins to build a modern knowledge-based organization. Managers sometimes need to look beyond the 

basic CRM solution to leverage a competitive advantage. Those organizations that have knowledge 

management at the heart of their strategy are now looking beyond the basic CRM solution to one that includes 

suppliers and employees as well as customers. Broadening the number of people and groups who utilize and 

benefit from a centralized database of information brings increasing economies of scale and the attendant 

relationship management efficiencies that stem from that. 

Increasingly, firms are realizing that a stand-alone CRM solution is unable to leverage a competitive 

advantage. Integration of the whole organization has emerged as a critical issue for firms in all business 

sectors who seek competitive advantage. Vendors have recognized this need in e-business by offering CRM 

solutions within an Enterprise Resource Planning (ERP) package. ERP is a business operating system that is 

essential for supporting an effective e-business. Buying a CRM solution as part of an ERP vendor‘s package 

can significantly lower implementation costs and help deliver the desired return on investment that, in turn, 

helps create a competitive advantage. Where CRM integrates and automates many of the customer serving 

processes in sales, marketing and product services, e-businesses use ERP to increase efficiency, agility and 

responsiveness to customer needs. The combined applications of CRM and ERP packages integrate cross-

functional enterprise systems that help firms break free of the boundaries of traditional business functions. In 

many modern organizations it is the creation, sharing and management of knowledge that is a key to 

competitive advantage. 

 

SUMMARY & FINDINGS 

Managers of e-business have to strive for competitive advantage in a dynamic environment. To succeed 

requires leadership skills in driving forward a customer-centric culture within the e-business. Managers need 

to marry the technology applications with the human resource skills available to them. They also need to 

understand what CRM solutions can offer their business and set clear and achievable goals. Placing a value on 

a CRM solution helps to determine acceptable returns on investment. However, a standalone CRM solution is 

unlikely to bring a competitive advantage. Most e-business managers now integrate CRM with other packages 

such as enterprise resource planning (ERP) as part of a drive towards cross-functional enterprise system. It is 

the effectiveness of this integration that is most likely to determine if a firm can create a competitive 

advantage in the e-business environment. 
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