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ABSTRACT 
As the world is growing more and more competitive, the 
customer experience is becoming more important to 
businesses. At the same time the customer himself 
grows more sophisticated, more demanding, and less 
loyal. CRM is a crucial way in today’s marketing, using 
customer knowledge to sustain business growth. Data 
mining (DM) methodology has a tremendous contribution 
for researchers to extract the hidden knowledge and 
information which have been inherited in the data used 
by researchers. Data Mining plays an important part in 
getting the detail information from a large number of 
customer databases. Retailers have worked through the 
stages of shock, denial, anger, grief, and acceptance in 
coping with the Internet, and are now rushing to identify 
and secure ways to protect their customer relationship 
franchise. CRM aims to put your customers at the centre 
of the information flow of your company. 
 
Keywords - CRM, Marketing, Relationship, Data 
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1 INTRODUCTION TO CRM 

CRM means Customer Relationship Management 
is growing in importance due to the challenging 
business environment faced by organizations 
throughout the world. There are many definitions of 
CRM but it is mainly used identify Continuous 
Relationship Marketing, Customer Relationship 
Marketing and Customer Relationship Management. It 
is a process that maximizes customer value through on-
going marketing activities. CRM is about perfecting 
relationships to maximize a customer’s value over time. 
It is part of an evolution in corporate thinking that began 
with Enterprise Resource Planning (ERP). CRM and E-
Commerce programs were developed that made the 
centralization of customer records. Organizations 
released that they could better serve customers as they 
better understand them.  

The company or organization is very rich in 
information about customers. It knows a lot about them. 
But the information is not shared. It’s only available to 
specific job functions. If a sales person wants to know 
about what issues are outstanding with customer 
service for a particular customer, then they have to 
make contact with the holders of that information and 
wait for a response. If the salesperson is chasing the 
information in response to a question from the 

customer, then the customer also has to wait. So, 
although many companies are information rich, the 
information is compartmentalized.  

CRM is an application that enables companies to 
make the move towards being a customer centered 
organization by putting the customer at the centre of all 
the information (as shown in Figure-1) that relates to 
them and allowing authorized people within the 
organization to access the information. In a customer 
centered organization, salespeople would have access 
to all the information that affects their relationship with 
their customer. Customers of a customer centered 
organization feel more valued. Their requests are dealt 
with more rapidly and accurately because all the 
information required to service the request is in one 
place. Customer centered organizations may have a 
higher customer retention rates than competitors 
organized along traditional lines because of this. 

 
 
 
 

 
 

 
 

 
 

 
 
 
 

 
Figure 1-1Customer centered organizations 
For businesses, the world is growing more and 

more competitive, at a relentless pace. Technological 
innovation lowers barriers to entry, once specialized 
products and services become commodities, every 
market is suddenly crowded. The customer experience 
is becoming more important to businesses as a 
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differentiator; at the same time the customer himself 
grows more sophisticated, more demanding, and less 
loyal. To succeed, businesses need to run more 
efficiently than their competition, their people must be 
more productive and effective, and their products and 
services must be more closely aligned to their 
customer’s needs. They must make more “right” 
decisions, and they must make them more quickly.  

To address these trends, businesses have 
increased their focus on their customers – examining 
the customer perspective more often in their decision-
making, adjusting business processes and their 
organizations to provide a better customer experience, 
and generally managing customer information and 
relationships more thoughtfully and deliberately. 
Software tools have emerged to support businesses in 
this new focus on customers and customer 
management. Both the business strategy of increased 
customer focus and the class of business applications 
that emerged to support it are referred to as “Customer 
Relationship Management” or “CRM”. “CRM program” 
refers to describe the people, processes, and 
technologies a business deploys to increase their 
customer focus, and the “CRM application” to describe 
the technology element, typically centered on a CRM 
software package.  
 
2 COMPONENTS FOR SUCCESSFUL CRM 

A successful CRM program provides the platform 
that helps your organization continually improve and 
refine the way it acquires and services customers. The 
increasing competitiveness of the business world 
rewards organizations that understand their customers 
and that can react quickly to seize opportunities and 
address challenges. The heart of a CRM program is the 
continual examination and evolution of your customer 
interactions in order to provide better customer 
experiences and help your organization achieve its 
customer-related goals. The CRM application itself is 
simply the tool used to deliver great customer 
experiences, streamline your customer-facing 
operations, and gain insight into your customers and 
business. Success with a CRM program is built on four 
pillars:  

 
 having the right people in the organization 

engaged in the right roles in the CRM program,  
 implementing well designed internal and 

customer-facing processes, 
 implementing the right supporting technology, 
 setting reasonable expectations for what 

success looks like and what kind of effort and 
cost are required to achieve it.  

 
2.1 People 

Your CRM program will require a number of people 
from different parts of the organization playing different 
roles. Job titles and requirements will depend on the 

organization, but for most organizations, the following 
roles should be assigned for a successful CRM 
implementation. 
 

2.1.1 Executive Sponsor 
The executive sponsor is the senior executive who 

is ultimately accountable for the success of the CRM 
program within your organization and is responsible for 
the following: 

• Securing necessary funding for the CRM 
program. 

• Guiding the ongoing CRM roadmap 
development process to ensure that the 
roadmap is well aligned with the 
organization’s strategic goals. 

• Ensuring engagement at the executive 
level from the different groups within the 
organization that need to contribute to the 
CRM program. 

• Setting goals for the CRM program and 
holding individuals and teams accountable. 

• Being the ultimate decision maker for CRM 
questions within the organization. 

Employees follow their leaders; the executive 
sponsor’s frequent, vocal, enthusiastic focus on CRM 
will communicate to the entire organization that CRM is 
part of its “DNA” and that each employee needs to 
make sure it is given priority. In addition, executives 
also need to hold each layer of management 
accountable for the success of CRM in their 
departments. 
 

2.1.2 Steering Committee 
The steering committee is the critical body for 

guiding the CRM program within your organization. It 
should be chaired by your executive sponsor and 
include representatives from all the key CRM 
constituent groups (for example, inside sales, field 
sales, customer service, and marketing) as well as from 
IT and from the CRM administration team (described in 
a moment). The committee should meet regularly. The 
steering committee’s responsibilities include the 
following: 

• Managing the ongoing change control 
process for production CRM applications.  

• Developing and maintaining the CRM 
roadmap for the organization.  

• Planning budget requirements for CRM, 
based on the roadmap. 

The IT representative can help inform the 
committee of planned IT initiatives that may impact the 
CRM program, as well as coordinate the support 
provided by the IT organization for the CRM application. 
This role is less critical for software-as-a-service 
applications, because the IT department’s responsibility 
for these applications is typically small or nonexistent, 
and it is more critical for on-premises CRM applications. 
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The CRM administration team manages the execution 
of the CRM roadmap, the enhancement of the CRM 
application, and the training and support of users. They 
are typically the application experts and can help 
identify how the application can be used to help achieve 
a business goal identified by the steering committee. 
 

2.1.3 Implementation Team 
The composition of the implementation team, 

charged with the initial rollout of your CRM program, will 
vary according to the complexity of your organization 
and the initial implementation project. 
 

2.1.4 Executive Sponsor 
The role of the sponsor was described earlier, and 

as for the overall CRM program, this person is also 
responsible for the success of the initial implementation. 
Typically the sponsor will want to stay current on the 
status and progress of the project and assist the 
implementation team by clearing bureaucratic obstacles 
and encouraging engagement across the company to 
help support the success of the implementation. 
 

2.1.5 Project Manager 
The initial CRM implementation is a complex 

undertaking, requiring input from numerous 
departments and potentially changing behaviors and 
processes for all of the organization’s customer-facing 
employees. A dedicated project manager is key to plan 
the project, keep it on schedule, and maintain 
communication throughout. 
 

2.1.6 Subject-Matter Experts 
The subject-matter experts (SMEs) are the 

individuals on the team with a deep understanding of 
the business areas that will be impacted by CRM and 
will help guide the process design and CRM application 
design to meet the project goals.  

 
2.1.7 IT Representative 

Typically the rollout of a CRM program includes a 
significant technology component: a new CRM 
application, a set of modifications to an existing CRM 
application, new application integrations to streamline 
operations, or new reporting and analytics tools. For 
this reason, it’s important to include the IT department 
on the project team. Their responsibility on the project 
may be to procure and maintain server hardware, 
update client machines, assist the consulting team with 
network and server access, and potentially do some 
development and testing work.  
 

2.1.8 User Trainers 
A significant component of the initial CRM 

implementation project is user training. Trainers on the 
project team need to communicate to users how their 
work processes are changing as part of the project and 

how the new technology tools should be used to 
support these new processes. 

2.1.9 Departmental Champions 
“Champions” are the point people within each 

group of employees impacted by CRM. Typically they 
have received additional training and potentially been 
involved in the design process and are charged with 
helping drive the success and adoption of the CRM 
processes and tools in their groups.  
 

2.1.10 Consulting Partner Team 
If you have engaged a consulting partner to assist 

you, their project lead and project consultants will have 
key roles to play during the implementation. Typically 
the partner project lead and your organization’s project 
manager will work hand in hand to manage the project. 

 
2.1.11 CRM Program Lead 

The CRM program lead is the overall project 
manager for the CRM program. This individual 
manages both the regular maintenance of CRM, as well 
as the enhancement processes. 

 
2.1.12 CRM Business Analyst 

The role of the CRM business analyst is to 
combine three strands of understanding to help define a 
future state in which the organization is more effective 
and achieving its business goals. The first 
understanding is how employees work today, the 
second is what the organization’s CRM goals are, and 
the third is a deep understanding of how the CRM 
application can be configured and customized. 
Combining these, the business analyst can outline how 
a given work process and the supporting CRM 
application can be modified to make the organization 
more successful. 

 
2.1.13 CRM Administrator 

The CRM administrator is the central figure in 
maintaining and modifying the CRM application and, 
with the exception of the CRM developer, is typically the 
most technical member of the CRM administration 
team. This individual handles user support issues, 
maintains the application health, handles user 
management, and makes configuration changes as 
needed. In addition, this person typically manages data 
imports and the installation of any product add-ons. 
 

2.1.14 CRM Developer 
Most CRM applications can be modified in limited 

ways via a set of configuration tools that do not require 
deep technical skills. However, in most cases, 
implementing custom business logic to support your 
organization’s specific business processes, building 
integrations to other applications, or developing highly 
customized reports all require programming. For this 
reason, organizations with significant complexity should 
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consider having a software developer on the CRM 
administration team. 
 

2.1.15 CRM Trainer 
Training is an ongoing process within your CRM 

program. New employees join the organization, and 
enhancements to both CRM processes and applications 
necessitate ongoing training for existing employees. 
Typically this training is handled within the department, 
often by the departmental champions described earlier. 
However, larger organizations may include a trainer as 
part of the CRM administration team. These dedicated 
trainers collaborate with the departmental champions to 
develop training materials and curriculum.  
 

2.2 Process 
CRM processes are divided into two parts. The 

first part will discuss the operational processes that your 
organization has implemented within your customer-
facing departments. The second part will review the 
new processes to be put into place to manage the CRM 
program itself, specifically, ongoing maintenance and 
enhancement processes. 

 
2.2.1 Operational Processes 

Every organization and its processes are unique, 
which prevents us from offering specific templates or 
guidance for what your own operational processes 
should look like or what changes should be made. 
These processes provide the following objectives: - 

• Provide Metrics and Visibility to Customer 
Operations 

• Improve Customer “Handoffs” Between 
Departments 

• Implement and Enforce Structured Sales 
Methodology 

• Focus Marketing Spending 
• Target Marketing Touches 
• Enable Customer Self-Service 
• Manage Service Escalations 

 
2.2.2 Maintenance Processes 

It introduces the processes that are needed to 
maintain and evolve your CRM program. These CRM 
maintenance processes provide the following 
objectives: - 

• Support 
• Training 
• Technology Maintenance and Disaster 

Recovery 
 

2.2.3 Enhancement Processes 
For the evolution and enhancement of your CRM 

program there is need to execute two or more 
processes in parallel. The first is an ongoing change 
control process, which addresses minor and ad hoc 
changes and enhancements to either the CRM 

processes or technology. The second is a more 
involved roadmap development and execution process, 
which ensures that the CRM program continues to 
support the strategic objectives of the organization and 
is used to plan and manage major program changes.  
 

2.3 Technology 
CRM is a technology which is just like one piece of 

the puzzle. It is the tool that must be developed in 
concert with your organizational model and business 
processes to be successful. It provides a framework that 
will help you understand and evaluate different 
applications more quickly and effectively. Today CRM 
technology is used in almost every field like customer 
record, marketing, sales, service, security, reporting, 
social media etc. 
 

2.4 Expectations 
Both the initial launch of a CRM program and its 

ongoing stewardship require significant time and energy 
from a spectrum of individuals within your organization. 
At the same time that you are increasing your 
expectations around the effort involved, it’s equally 
important to restrain your expectations about outcomes, 
especially as you launch your program. CRM can be a 
big change for organizations, and change can be slow 
and yield modest early benefits. Successfully launching 
a CRM program and then maintaining and growing are 
very significant.  

The initial project will represent a significant 
investment of capital and of time and energy from a set 
of individuals across your business, technology, and 
executive teams. These individuals will need to come 
together, collaborate, and make decisions swiftly to 
support the CRM launch. They will need to work as 
tireless cheerleaders and role models to help the CRM 
seed take root and grow into a source of significant and 
lasting value for the organization. The ongoing 
maintenance and enhancement of CRM requires that 
the steering committee and CRM administration team 
faithfully execute a set of processes to regularly 
identify, prioritize, and execute minor needs and 
improvements, as well as to plan larger initiatives to 
align the CRM program with the goals of the 
organization and to expand its reach and value. If we 
make the process of launching and managing a CRM 
program sound like a siege, this is only to make a small 
contribution toward reigning in the rampant marketing of 
the CRM vendors, who consistently send the dangerous 
message that if only you will purchase their application 
and install it, all will be right with your organization, and 
you will begin to reap the benefit of a business that is in 
tune with itself and its customers. CRM applications can 
have an amazing positive impact on your business, and 
they can help you transform into a nimble organization 
that delivers outstanding customer experiences and can 
turn on a dime to capitalize on new opportunities. But 
the application can’t do it for you—you have to “own” 
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your CRM program and understand that you are 
responsible for its success. This is why we consider 
“reasonable expectations” a critical component of a 
successful CRM program—reasonable expectations 
around the effort required, the costs, the short term 
outcomes, and the longer-term ones. 
 
3 INTRODUCTION TO DATA MINING 

Data mining refers to the process of discovering 
interesting business information and knowledge from 
large databases. Such information and knowledge 
come in different forms, such as, a set of rules, which 
can show among other things, associations of products 
frequently bought at the same time by customers at a 
supermarket; classification model that replicates the 
classification scheme hidden in a classified dataset. It 
could be shown as a cluster of data, which represents 
significant difference from the rest of the data. It could 
also be shown as a graph, which shows a strong 
correlation between selected fields in data. A data 
mining process consists of the entire set of steps, 
including problem definition, data selection, data 
preprocessing, model building, model validation and 
verification, and model deployment. The actual data 
mining part involves running an algorithm to build a 
model. 
 
4 COMPONENTS OF DATA MINING 

The technique of data mining in CRM includes: 
Correlation Analysis, Sequence Mode, Classification 
Analysis, Cluster Analysis, Decision Tree, Neural 
network, Regression Analysis and so on. Using the data 
mining technology, analytical CRM bears the task of the 
correlation, analysis and description of customer 
behavior characteristics and attributes. The results of 
data mining, with operating CRM and collaborative 
CRM can achieve new customer acquisition, customer 
segmentation, and customer behavior discovery and so 
on. Data mining can be applied to almost all the 
different areas of CRM and phases. 

A variety of activities is involved in Data Mining a 
project and requires the following components to be 
executed correctly 
 

4.1 Define a Problem 
Initially data mining begins with the definition of a 

business problem. A well-defined business problem 
sets up a clear goal, which helps in the selection of data 
sources and data mining techniques to be used. A clear 
goal also helps identify persons who better understand 
the business and data and can contribute to the project. 
 

4.2 Data Source Collection 
Reliable and accessible data sources make up the 

precondition for a successful data mining project. Data 
sources have to be identified in the planning stage of a 
data mining project. Data for solving a particular data 
mining problem may also come from multiple sources. 

Data selection, exploration and preprocessing are 
important steps in the data mining process. 
 

4.3 Data Mining Tool 
Data mining tools are crucial to conduct a data 

mining project smoothly and get the best out of data. A 
generic data mining tool with a wide range of 
functionality will benefit large organizations with many 
data mining tasks requiring different functions to 
accomplish.  
 

4.4 Creating Data Mining Team 
Data mining relies on teamwork, requiring people 

to play active roles in conducting a data mining project. 
A competent data miner should have a good 
understanding of the business problem, the data, and 
data mining principles, and should be capable of using 
the data mining tools to perform the various steps of the 
data mining process. 
 

4.5 Adopting Data Mining Methodology 
Data methodology is an important element to the 

success of a data mining project. A sound methodology 
can guide the data mining work smoothly and quickly 
toward the best outcome. A bad methodology, however, 
results in unsatisfactory outcome and frequent 
repetition of the same steps. 
 
5 REASONS FOR USING DATA MINING 

Following are the reasons for using data mining 
technology in business: - 
 

5.1 Competitive Business Environment 
The business environment has become ever more 

competitive with the easy access to information and 
increasing globalization of the world economy. There is 
almost no isolated market, which allows a company to 
operate without competition. Indeed, some previously 
highly regulated industries, such as health, insurance 
and telecommunications have become hot battlefields 
for competition in recent years. In such a competitive 
environment, many companies operate with a marginal 
profit and some are continuously struggling with their 
competitors for survival. To survive and prosper, a 
business has to maintain a sound business practice, 
reduce operating costs and find new business 
opportunities. Data mining, together with data 
warehousing and OLAP, forms the core technology in 
business intelligence. It can help a company to improve 
its marketing performance, detect business fraud and 
maintain good management of customer relations. 
 

5.2 Bulk of Data Unexplored 
The volume of data has always been a big issue 

for data analysis in business. Almost every big 
company or government organization maintains one or 
more large databases. These large databases are 
bulging at a tremendous speed each day. The 
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traditional analysis techniques cannot cope with the 
volumes of data. However, information and knowledge 
being dug out from the data can be transformed to 
money. Data mining provides powerful machinery to 
mine the data. 
 

5.3 Better Data Accessibility 
Business data in large companies are usually 

stored in different databases and information systems 
distributed in different divisions and departments, which 
can be located in different cities. Such a distributed 
information environment used to be a big barrier for 
data access to different sources within an organization. 
Under the new intranet and internet infrastructure and 
with the client/server technology, business analysts can 
query any remote databases in the network and transfer 
a big volume of data quickly between two systems 
which are located in different places. The centralized 
data warehouses provide integrated data sources for 
comprehensive data analysis and mining. The new 
security measures can guarantee the safe access to the 
confidential business data.  
 

5.4 Propagation of Data Mining Tools 
In the past few years, data mining tool vendors 

have put a lot of effort on improving the usability of their 
data mining products. The improvement includes 
graphical user interfaces, consolidation of functionality, 
integration of various data mining algorithms, easy 
access to different data sources, and representation of 
mining results through visualization. The fruit of the 
effort has made data mining techniques no longer only 
accessible to academics, Ph.D. students and skillful 
data mining consultants, but a useful weapon for 
business analysts. 
 
6 CONCLUSION 
As customers and businesses interact more frequently, 
businesses will have to control on CRM and related 
technologies to capture and analyze massive amounts 
of customer information. Different technologies vary in 
terms of effectiveness and ease of use. It is businesses 
and managers who determine how to exploit collected 
data, in other words, more of a policy issue than a 
technology issue. Current CRM solutions focus primarily 
on analyzing consumer information for economic 
benefits, and very little touches on ensuring privacy. 
Data mining technology, by integrating customer 
information and other relevant information, along with 
the expert system, neural network and genetic algorithm 
technology will help enterprises to rapidly work out high-
quality solutions to business problems to reach business 
intelligence. Beside the monitory benefits to the 
company, it will understand the customer's problem and 
will enhance the customer satisfaction which results in 
more and more interaction of customers to the 
company. 
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