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MKT 6xx—Customer Relationship Management Strategies

Background and Format

Customer Relationship Management (CRM) is one of three core marketing processes—
supply  chain  management,  product  development  and  management,  and  customer
relationship management (Srivastava et al., Journal of Marketing, 19990.  In spite of the
importance  of  CRM,  however,  there  is  no  text  geared  to  classroom  teaching  of  the
subject.  This course will be based on early chapters and reference material for a text to be
published by McGraw-Hill  in 2007 by Raymond R. Liu and Mary Lou Roberts.   We
define CRM as

Customer Relationship Management (CRM) is an ongoing process of developing
relationships by identifying customer needs and delivering superior customer value
and satisfaction  while  achieving the  organizational  goal  of  maximum return  on
customer  investment.   CRM  uses  customer  data,  information  technology,  and
analytical  tools  to  create  strong relationships  with  individual  customers.   CRM
requires  an  organization-wide  commitment  to  development  and  execution  of
marketing strategies that build and strengthen customer relationships.

This importance of the CRM sub-discipline burst onto the consciousness of marketing
practitioners with the publication of Frederick Reichheld’s  The Loyalty Effect in 1996.
The stream of trade books continues unabated.  A recent search at Amazon.com revealed
2,907 books on the subject of CRM.  A cursory examination reveals none that could be
considered a textbook, but many contain useful concepts and accounts of experiences in
implementing CRM strategies.

A British firm estimated the global market for CRM, including both software and
services, at $8.8 billion in 2003 even though the year could be described as “disastrous for
many IT companies, as investment by end users has been seriously curtailed.  CRM
companies have been particularly affected by a backlash from over-investment in 1999-
2001 and a well-hyped concern about the Return-on-Investment that CRM provides.
Paradoxically, over these two years, consumer demand for better customer service has
never been stronger or more vocal and the fact that many companies fall short of the
required standard is well documented.”  (www.Hewson.co.uk ) 

Numerous market surveys over the past few years suggest that one half to just over three-
quarters of companies who invested in CRM found that is yielded disappointing results.
Despite the overall dissatisfaction, companies are still investing in CRM with growth
projections ranging from 8.9% annually through 2008 to 11.5% through 2007 to (Morphy,
2004 and Harding, Cheifetz, Scott, and Ziegler, 2003:1).
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The cost of implementing CRM programs is extremely high.  Industry expert Arthur
Middleton Hughes estimates that the annual cost of a CRM program that includes an
enterprise data warehouse is $9.5 million (www.dbmarketing.com ).  CIO magazine
surveyed more than 1,600 IT professionals in 2001 and found that about half had
implemented CRM projects for less than $500,000.  It also showed “a handful of
respondents” who had CRM budgets of over $10 million. (www.cio.com/research/crm )
Accenture, the integration services supplier for UMass Boston’s Enterprise Resource
Planning initiative, acknowledges that many firms have not been satisfied with the ROI
from their CRM initiatives.  They suggest, however, that a good solution can increase
revenues by as much and 20% while decreasing costs by as much as 30%.  (“The
Accenture Customer Contact Transformation Solution,”2003, www.accenture.com ).

Both the opportunities and risks inherent in the adoption of a CRM strategy provide
ample reason for rigorous and detailed study of the subject.  This course will approach
CRM from a strategy and implementation standpoint.  It’s sister course, MKT 676
Computer Assisted Marketing Analysis and Planning, does an excellent job of covering
analytics that are essential to CRM strategy planning and execution.

The course will consist of assigned readings, classroom presentations, a limited number
of cases, and in-and out-of class exercises that provide practical experience in tools and
techniques that are essential to successful development and execution of CRM strategies.

Content and Skills Objectives

The specific objectives of this course are to:

1. Provide a solid grounding in concepts and frameworks that underlie the
formulation of CRM strategies.

2. Develop an understanding of implementation issues as experienced by firms in a
variety of industry sectors.

3. Obtain experience with some of the tools and techniques necessary to the
functioning of a CRM system.

4. Provide an opportunity to develop a CRM plan, or module of, for an organization
of your choice.

Course Evaluation:

Course blog 10%
3 Exercises 60%
CRM Project 20%
Class Participation 10%

                                                                       100%

Roberts Summer 2005         2



Schedule of Assignments
(Exact assignments will depend on how many draft chapters of the text are available.
Draft chapters will be supplemented by CRM resources available on the Web and the

Healy Library Databases.)

Week 1 CRM Processes and Frameworks
   Project:  Your CRM blog

Week2 Organizational Issues in CRM Planning and Implementation

Week 3 Identification of Customer Needs
   Exercise:  Persona and Scenario Development

Week 4 CRM Strategy Development

Week 5 CRM Strategy Implementation
   Exercise:  Developing In-Market Tests based on Experimental    
   Design  Principles

Week 6 Metrics for CRM Success
   Exercise:  Developing and Monitoring an Email Marketing 
    Program

Week 7 Presentation of Student CRM Project

Roberts Summer 2005         3



References

Alt, Ranier and Thomas Puschmann, 2004.  “Successful Practices in Customer
Relationship Management,” Proceedings of the 37th Hawaii International
Conference on System Sciences, 1 – 9.

Bolton, Karen, & Steffens, Jeffery. 2004. Analytical CRM: A Marketing-Driven
Organizational Transformation. eLoyalty, February 25. Retrieved on November
18, 2004 from
http://whitepapers.informationweek.com/detail/RES/1088013917_171.html

Brenner, Michael, Fontana, Courtney, & Godbout, Nathalie. 2003. Change Management:
Positioning Your Organization for CRM Success.  Destination CRM, December
15. Retrieved on November 18, 2004 from
http://www.destinationcrm.com/print/default.asp?ArticleID=3656

Brobst, Stephen, & Rarey, Joe. 2003. The Five Stages of an Analytic CRM Evolution.
Teradata Magazine, Q2. Retrieved on December 4, 2004 from
http://www.teradata.com/t/page/114900/index.html

Buttle, Francis.  nd.  “The S.C.O.P.E of Customer Relationship Management,”  Working
Paper, Macquarie Graduate School of Management, Sydney, Australia, 1-14.  

Day, George A. and Christophe Van den Blute, 2002.  “Superiority in Customer
Relationship Management:  Consequences for Competitive Advantage and
Performance,” Working Paper, The Wharton School, University of Pennsylvania,
1 – 49.

Destination CRM. 2003. How Can I Align a CRM Initiative Within My Organization?
Destination CRM, June 30. Retrieved on November 18, 2004 from
http://www.destinationcrm.com/articles/default.asp?ArticleID=3284

Harding, David, Agarwal, Anupam, Schumacher, Jeff. 2004. Organizing for CRM. The
McKinsey Quarterly, July. Retrieved on November 18, 2004 from
http://www.mckinsey.com/practices/marketing/ourknowledge/pdf/McKinsey_on_
Marketing-Organizing_for_CRM.pdf

Harding, David, Cheifetz, DeAngelo, Scott, & Zeigler, Elizabeth. 2003. Unlock the
Hidden Potential in Your CRM Investments. McKinsey & Company. Retrieved on
November 18, 2004 from
http://www.mckinsey.com/clientservice/marketing/pdf/Solutions_Unlocking_CR
M_potential.pdf

Roberts Summer 2005         4



Harding, David, David Cheifetz, Scott Deangelo, and Elizabeth Zeigler. March/April
2004.  
”CRMs Silver Lining,” Marketing Management, 27-32.

Kale, Sudhir H., September/October 2004. “CRM Failure and the Seven Deadly Sins,”
Marketing Management,  42-46.

Kiger, Patrick, 2002. Why Customer Satisfaction Starts with HR.  Workforce Magazine,
May. Retrieved on November 9, 2004 from
http://www.stakeholderpower.com/story.cfm?article_id=273

Mello, Adrian, 2002. CRM Failures:  Don’t Blame the Tools. Tech Update, December 18.
Retrieved on November 29, 2004 from
http://techupdate.zdnet.com/techupdate/stories/main/0,14179,2902068,00_print.ht
ml

Meltzer, Michael. 2004. CRM Projects Mean Change: Getting the People Part Right. BI
Report, May. Retrieved on November 18, 2004 from
http://www.dmreview.com/article_sub.cfm?articleId=1003086

Melymuka, Kathleen. 2002. You Can Avoid CRM’s Pitfalls. Computer World, February
11.  Retrieved on November 18, 2004 from
http://www.computerworld.com/printthis/2002/0,4814,68124,00.html

Middlewood, Martin, 2004.  Study: Most Companies Get CRM Wrong, CRM Buyer,
May 3. Retrieved on November 18, 2004 from
http://www.crmbuyer.com/story/33617.html

Morphy, Erika, 2004.  Global CRM Market to Surpass $11 Billion by 2008. CRM Daily,
August 2.  Retrieved on November 29, 2004 from 
http://crm-daily.newsfactor.com/story.xhtml?story_id=26128

Nelson, Scott, 2003. The Eight Building Blocks of CRM, CIO.com, June 19. Retrieved on
November 29, 2004 from http://www2.cio.com/analyst/report1483.html

Peppers & Rogers Group, 2001. How toTurn Around Your Stalled CRM Implementation.
Retrieved on November 29, 2004 from
http://teradata.intelliworks.com/CustomerFiles_teradata/upload/upload/PDFs/whit
e_papers/stalledimplementation.pdf

Powers, Vicki. 2004. CRM Claims the Corner Office. Destination CRM, October 18.
Retrieved on November 18, 2004 from
http://www.destinationcrm.com/print/default.asp?ArticleID=3656

Roberts Summer 2005         5



Reinartz, Werner, Manfred Krafft and Wayne D. Hoyer, August 2004, “The Customer
Relationship Management Process:  Its Measurement and Impact on
Performance,”  Journal of Marketing Research, Vol. XLI, 293-305.

Rigby, Darrell K. n.d. Management Tools. Retrieved on November 18, 2004
http://www.bain.com/management_tools/tools_customer_relationship.asp?groupC
ode=2

Rigby, Darrell K., Reicheld and Ledingham, Diane. 2004. CRM Done Right, Harvard
Business Review, November. 

Rigby, Darrell K., Reicheld, Frederick, & Dawson, Chris. 2003. Winning Customer
Loyalty is the Key to a Winning CRM Strategy. Ivey Business Journal.
March/April. Retrieved on November 18, 2004 from
http://www.bain.com/bainweb/PDFs/cms/Marketing/11290.pdf

Rigby, Darrell K., Reicheld, Reicheld, Frederick, and Schefter, Phil. 2002. Avoid the
Four Perils of CRM, Harvard Business Review, February.

Sarkar, Vishal. 2003. How Can I Align a CRM Initiative Within My Organization?
Destination CRM, June 30. Retrieved on November 18, 2004 from
http://www.destinationcrm.com/articles/default.asp?ArticleID=3284

Sawhney, Mohanbir, & Brobst, Stephen. 2002. Getting in Sync with Your Customers.
Teradata Magazine, 2Q. Retrieved on November 18, 2004 from
http://www.teradata.com/t/page/115342

Surmacz, Jon. 2004. Financial Services Companies Would Increase Loyalty by Adjusting
Their CRM Strategies, CXO Media, March 11. Retrieved on November 29, 2004
from http://www2.cio.com/metrics/2004/metric671.html

Swift, Ron. 2003. Six Sure-Fire Ways to Ensure CRM Success. Relationship
Management Report; A Teradata Publication, May, 5 (2). Retrieved on November
18, 2004 from http://www.teradata.com/t/page/44296/

Teradata Center for Customer Relationship Management. n.d. Retrieved on November 9,
2004 from
http://teradata.intelliworks.com/ApplicationFiles/web/WebFrame.cfm?web_id=27

Thomas, Alice. 2004. Top 10 CRM Best Practices, CIO.com, June 24. Retrieved on
November 29, 2004 from http://www2.cio.com/consultant/report2625.html

Turk, Doug, 2004. Turning CRM Failure into CRM Success, CIO.com, April 26.
Retrieved on November 29, 2004 from
http://www2.cio.com/consultant/report2444.html

Roberts Summer 2005         6



Wikstrom, Carl-Erik. 2004. A Case Study of Emergent and Intentional Organizational
Change: Some Implications for Customer Relationship Management Success.
Retrieved on November 18, 2004 from
http://csdl.computer.org/comp/proceedings/hicss/2004/2056/07/205670172c.pdf

Wikstrom, Carl-Erik. n.d. Organizational Change and Customer Relationship
Management Success. Retrieved on November 18, 2004 from
http://crm.ittoolbox.com/browse.asp?c=CRMPeerPublishing&r=http%3A%2F%
2Fwww%2Ecs%2Euta%2Efi%2Fis%2Fjulkaisut%2F2003%2F2003%
5Fwikstrom%5F1%2Epdf

Winer, Russell S. 2001.  “A Framework for Customer Relationship Management,”
California Management Review.

Wyner, Gordon A., November/December 2004.  “Overcoming Organizational Barriers,”
Marketing Management, 8 – 10.

Roberts Summer 2005         7


