
SEMESTER-V 

COURSE 13:  CUSTOMER RELATIONSHIP MANAGEMENT 

Theory                                                        Credits: 4                                                 4 hrs/week 

Learning objectives:  

The course focuses on helping in recognizing the key elements need to be addressed and reflects 

the need to create an integrated cross-functional focus - one that emphasizes retaining as well as 

winning customers Course Outcomes:  

 

Learning Outcomes: 

On successful completion of this course, the students will be able:  

To be aware of the nuances of customer relationship and to analyze the CRM link with the other 

aspects of marketing.  To impart the basic knowledge of the Role of CRM in increasing the sales 

of the company and to make the students aware of the different CRM models in service 

industry.To make the students aware and analyze the different issues in CRM. 

 

Unit1: Introduction to CRM and eCRM: Definition, Factors responsible for CRM growth, 

CRM process, framework of CRM, Benefits of CRM, Types of CRM, CRM technology 

components, Difference between CRM and eCRM, features of eCRM.  

 

Unit 2: Sales Force Automations (SFA): Definition and need of SFA, barriers to successful 

SFA functionality, technological aspect of SFA, data synchronization, flexibility and 

performance, reporting tools.  

 

Unit 3: Enterprise Marketing Automation (EMA): Components of EMA, marketing 

campaign, campaign planning and management, business analytic tools, EMA components 

(promotions, events loyalty and retention programs), response management.  

 

Unit 4: Call center: Meaning, customer interaction, the functionality, technological 

implementation, what is ACD (Automatic Call Distribution), IVR (Interactive Voice Response), 

CTI (Computer Telephony Integration), web enabling the call center, automated intelligent call 

routing, logging & monitoring.  

 

Unit 5: Implementing CRM: Pre implementation, kick off meeting, requirements gathering, 

prototyping and detailed proposal generation, development of customization, Power use beta test 

and data import, training, roll out and system hand off, ongoing support, system optimization, 

and follow up.  

 

 



Activities: 

 Training of students by a related field expert.  

 Assignments including technical assignments like ERP – SAP CRM.   

 Seminars, Conferences, Discussions by inviting concerned institutions  

 Field Visit to nearby firms to study the CRM. 

 Invited lectures and presentations on related topics, each student has to visit at least one 

firm dealt with CRM and present a report.  

 Show how to integrate the internet customer self-service for B2B and B2C channels. 

  Show how to run CRM analytics through embedded competitors’ analysis in 

opportunity management. 

 Quiz and Class seminars 

 Case studies 

 Group discussions 

 Debates  
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