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ABSTRACT

Customer relationship management is the combinaifqractices, strategies and technologies whiahweed by modern
companies to develop mutually beneficial rappotiveen the organization and customers. Customerstitote the most
important stakeholder group from business managémeimt of view. Customers are the backbone of eropbrary
business management. Modern corporate houses hewadogped the customer relationship managementsyste the
basis of certain norms, guidelines, strategies,|stend technologies in the competitive businessr@amwent. These
houses have national and international businessigaations and collaborative networks. They dependeffective
customer relationship management, which encompatisss interactions with customers who matter mnghe present
business world. The customer relations managememoidern corporate houses is primarily focusechin article based

on conceptual analysis methodology.
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INTRODUCTION: CORPORATE COMMUNICATION

Corporate communication has become a prominenthrahorganizational management in the modern catpcsector. It
is concerned with communication management in gatpdiouses to share knowledge and decisions @frifeeprise with
investors, employees, suppliers, dealers, custgnm@dia professionals, government officials, memslméithe community

and other stakeholders of the organization.

Corporate communication has assumed great significan the 2% century as a result of expansion and
development of corporate sector in the age of dipdit#on. It is practiced all over the world in gstematic manner by the
fraternity of corporate communicators. Corporatadas have realized the significance of corporatentonication, which
is an autonomous and constant function within treaization (Balmer, 1997:02). The corporate comigaiors make
use of interpersonal channels, group discussiomgtew communication, electronic communication, nevedia of

communication and social media on day-to-day b@sisstablish and maintain mutually beneficial bassirelationship.
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Corporate communication is consciously used forfnsternal and external communication which arentamized in a
proper way to create a favourable basis for ratatigps with several constituencies (Argentini, 2003 The major types
of corporate communication include — employee @&t investor relations, supplier relations, cemsu relations,

distributor relations, media relations, governmetations, community relations, and internatiordhtions.

A surge in corporate communication interest is dgpy attributed to the strong relationship betweé@e
corporate communication and business managemest.flithre agenda for corporate communication managérim
corporate houses must deal with the process ofcatg social responsibility and adoption of soutidcal practices. The
corporate communication services have to be reddeiéh due respect to professional ethics and aatposocial
responsibility (lhole, 2020:11). The top managemenbrdination committee, professionals and otlpercklists should
redesign the system of corporate communicationranialize the practice of corporate communicatiorconsultation

with seasoned professionals and specialists.
CUSTOMER RELATIONS

Customers are the major stakeholders of businesageaent in modern corporate houses. Customerstngntfor the
progress and prosperity of modern business orgamiza(Buttle, 2002:05). Modern business institnsiare required to
develop a successful customer relationship stratagythe basis of market survey and consultatiorh weixperts in
Customer Relations Management. High level of custoemgagement with modern business organizatioreqgisred to

achieve success in the present competitive envieatm

Salient features of customer relations include amstr acquisition, customer retention, customer Itgya
customer satisfaction and customer participatiohe Bervice providers are required to develop custoprofile,
understand the requirements of customers, fukildhanging needs of the customers and live upet@tbectations of the
customers in order to maintain positive customéatiens in modern times (Mandina, 2014:15). Modeusinesses can

survive the challenging times if they bring the imeslue when they build an entire relationship vifte customers.

The relationship between supplier and customercisndinuous series of synergistic episode of imtiima many a
times. Relationship with customers can change ftione to time because it is evolved under distinigeds situations
(Santos, 2017:23). Service providers should take ttustomers into confidence and deliver custofmendly services in

order to expand the base of customer relationshipagement which is always mutual or reciprocal.

Customer relations have always been at the heasuofessful businesses (Wellington, 2020:28). Effec
relationships with business owners and their emg#syinspire the buying decisions of the customEraotional
connections, subtle preferences and loyalties maitest from customer relationship management pointiew. Long-
lasting and fruitful customer relationships are tleed of the hour in the new corporate environnierdctically, a strong

customer relations strategy underpins sustainablety of the business organizations.
CUSTOMER RELATIONS MANAGEMENT IN CORPORATE HOUSES

Customer relationship management has attracte@xpanded attention of practitioners and scholaresacthe globe.
Modern organizations adopt customer-centric stiagggprograms, tools, and technology for efficiemtd effective
customer relationship management. Customers areattidoone of modern business organizations. Cussoare also the
most important stakeholders of business managemgatdless of the nature of goods and servicesdiGdrad called

upon the service providers to satisfy the needeetustomers by providing customer-friendly andliqyoriented goods
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and services. Customer relationship managemenéasme an important branch of business managementaoperiod
of time. Modern organizations are required to depetustomer profiles in order to produce the goad services in

accordance with the needs and expectations ofustemers.

Customer relationship management refers to theystfitieeds and expectations of the customers amdding
them the right solution. The art of managing thgamization’s relationship with the customers andspective clients
refers to customer relationship management. Custostegions management has several dimensionsineiw economic
environment. It was confined to maintaining effeeticustomer relations in the past. In the presiem¢d, customer

relations management is related to the entire bgsistrategy.

Customer relationship management has become a nsimess strategy to deal with the most profitable
customers and prospects in modern corporate ho@estomer relationship management is carried outnadern
companies to build and sustained relationships witd customers through individualized marketingsprieing,
discretionary decision-making and delivery of casited services. The corporate sector can proteech@rket share and
boost growth on the basis of systematic custoriatioaship management. The intensification of cotitipa, decline in
market share, deregulations, smarter and demanclistopmers and competition among banks has led tanah

competitive advantage in the corporate houses gfirgustomer relationship management.

The corporate houses need a complete profile of thestomers in order to deliver services with au® on
customer satisfaction (Sugandhi, 2003:26). Custorekationship management has become even more tampcior
modern corporate houses since marketing environtmesitrastically changed over a period of time t@usrs have also
become more demanding under the changed businessnstances. These factors have made it necessiamaddern

corporate houses to intensify the relationship wigir customers and retain their customers throwgd-based services.

Customer relationship management has become & tes of management of corporate houses in theofige
corporatization. The establishment and functiomfigew generation technologies has driven the gatpdouses to excel
in their services and render customer friendly ises/(Bhaskar, 2004:03). Customers are considesgdeafundamental
non-core financial asset by modern corporate hoasesss the globe in the present times. The copdrauses are
compelled to adopt novel strategies of custometticeiship management in order to increase thefitabdlity. Corporate
houses are also responsible for fulfilling the sjiedemands of customers by offering customizexrises in modern

times.

Customer relationship management is very imporfanthe company to accomplish its long-term godlse
success of the organizations in achieving theitggdapends largely on the efficiency of manageroéits relations with
customers (Nguyen, 2007:19). Modern organizatioagehbecome aware of the relevance of customeriaedhip

management since customers are the foundatioremfréputation and success.

The customer relationship management strategy dhmdlude eight aspects: vision, strategy, customer
experience, organizational collaboration, processestomer information, technology, and metricsdidiel and Linoff,
2008:16). The service providers are required tolwesthe customers in the business, and deliveptbducts and services
which are customer friendly. Customer relationshkigstomer satisfaction and customer loyalty areptteeious assets of

the business organizations.
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Customer relationship management is a strategystaim the organization's reputation and businesspgcts by
enlisting the active participation of customers camsumers and promoters (Zamil, 2011:29). The alémgoal of
customer relationship management is to win over cestomers, retain old customers and enlist cussrepport for the
development of business enterprise. Customer oakttip management denotes a companywide [sssirstrategy

embracing all client-facing departments and ebeyond in a competitive business environment.

Modern organizations attain success on the bassystématic customer relationship management. deegnd
on customer goodwill and support to enhance théitability. Customer retention would become feasibly satisfying
their needs on a regular basis. Customer satisfaigithe guarantor and strong supporter of theesscof organizations in
the era of competitive business management (ChR2@12:06). CRM strategy should be aligned to thganization’s
mission and purpose in order to bring about a medaachievement of business objectives and phiditaustomer

relationships.

The greater utilization of technology in managingd anaximizing value of information has also ledthe
advanced practice of customer relationship manage&ivastava, 2012:25). Customer relationship ageament has
gained great significance in the new millennium abhihas unfolded new business rules. Customer aakttip
management is the pre-requisite to create a cotiyeetidvantage in modern institutions. It has emdrgs one of the

largest management buzzword.

Customer relationship management became an impdntanch of organizational management in the nesvaig
economic liberalization (Tinnsten, 2013:27). Custesnmake the destiny of business organizationsdmguming the
goods and services and sustaining cordial relatiitis the service providers. The customer relatigmananagement
services have enabled the customers to improve threlerstanding about the corporate houses, gasmisices and

contributions.

New media application has boosted the practiceR¥IGnd facilitated active interaction between toeporate
houses and customers (Ghanbari, 2013:09). A sargastomer relationship management interest ic@lyi attributed to

the strong relationship between customer relatipnstanagement and organizational development.

The service providers have gained in-depth andjiated customer knowledge in order to build closaperative
and partnering relationships with their customé&ugstomer relationship management represents arpeasteapproach to
developing full-knowledge about customer behavimud preferences in order to develop programs aategies for the
enhancement of business relationships. It hasdtenpial to emerge as the predominant perspecfimeaoketing of goods
and services (Sheth, 2013:24).

Customer relationship management contributes sagmfly towards customer loyalty in the business
organizations (Mandina, 2014:15). It is practicégbwously to create a sense of belonging to custemo are the prime
movers of business managememodern corporate houses can achieve success througtomer relationship

management which is a crucial factor in businessagament.

In the present global economic scenario, social iane@shd technological advances have changed the way
businesses interact with their clientele. Modermpanies use innovative customer relationship manage practices for
maintaining their consumer loyalty (Nasir, 2015:18ustomer relationship management has become txdimaknsional

management function in the new corporate envirotmen
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The corporate sector is a customer-oriented seiviogality. The customers have more options duentincrease
in the number of corporate houses. Subsequentycdimpetition has also increased. The corporatedsobave to focus
their marketing on the basis of effective customedationship management. The marketing activitiess @esigned to
establish and sustain beneficial relationship wiehtarget customers in the intensively competitiogoorate environment
(Renuga and Durga, 2016:22). Customer relationshimagement serves as a critical success factoibusiness

performance in modern corporate houses.

Customer relationship management is a means afasorg the customers’ loyalty and retention forktbeefit of
enterprise and customers (Dibeesh, 2016:08). Cestoare the makers of the destiny of modern comganhich are
responsible for providing better servicand maintaimg a good customer relationshim the age of globalization,
customers have a variety of options available wit#hm for procuring the goods and services in a atitiye environment.

Hence, customer-focused business management hamédice topmost strategy of corporate houses.

The customers have become the deciding force iméle corporate environment. Modern institutionseisivin
exhaustive market research before launching théyate and services to understand the attitudedehavioural patterns
of the customers (Santos, 2017:23). The corporatisds implement customer relationship managemeategies which

are intended to build a reservoir of goodwill otamers.

The corporate houses face certain challenges instieessful implementation of customer relationship
management due to several factors. The practicustomer relationship management enables the agptiouses to
achieve success in the business. The corporatefibase serious limitations in customer relatignshanagement due to
underestimation of the magnitude of customer @fatiip management and complexity of meeting clgsdurity and
privacy requirements (Munaiah and Krishnamohan,7202). Corporate houses have realized the impagtahcustomers

for the enhancement of the profitability of theezptise.

Customer relationship management has become assfickenarketing strategy (Rahimi and Kozak, 201).:21
Modern customers have become highly assertive anthdding since they have several options. Theaenised to align

management and customer perspectives on custolagomship management in modern corporate houses.

Corporate houses remain at the receiving end icahgpetitive business environment. Customers hacerbe a
driving force in the successful conduction of besi& in modern corporate houses. The public seotbpévate sector
corporate houses face tough competition from i@tional corporate houses (Jindal, 2017:12). Custarelationship
management is necessary to retain the customersnea customers, build image and achieve succeticorporate

sector.

Corporate houses are struggling to win larger ntaskare and attract the largest possible numbeustomers
due to certain constraints and challenges. Adequattmer relationship management is a fundameshfor achieving
better business results in modern corporate holdes. information and communication technologies ehdacilitated
segmentation of customers in accordance with diffecriteria to achieve the goal of customizatidnpooducts and
services (Cvijovic et. al, 2017:07). Customer iielaghip management provides the possibility to tereative relationship

with customers, earn their loyalty to corporatedesuand secure revenues in the long term.

The biggest key aspect to the success of a busisessatisfied customer. A fully functional CRMsgsm is

considered a competitive advantage. The serviceigers are responsible for producing customer-éigmproducts and
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services in order to improve customer relationghignagement (Pohludka and Stverkova, 2019:20). Catpdiouses
make use of advanced information technologies andviative approaches to relationship marketingttengthen the

system of customer relationship management.

Modern companies provide customized services totaiai better relations with their customers (Kanipard
Jhamb, 2020:13). The customer relationship manageimetrengthened on the basis of applicationesf technologies.
Customer relationship management practically impsothe relationship between the organization astboers through

adoption of deliberate strategies and techniques.

The customer relationship management systems csenarset of tools that capture customer informdtiom all
customer touch points. Customer relationship mamage is a proven approach which facilitates atima¢tretention and
maximization of the value of customers throughdblection, assimilation and application of custorkeowledge (Gudat
(2020:10). The development of information and comitation technologies has added a new dimensiocustomer

relationship management in the new millennium.

Customer relationship management has become a mpeombrganizational function in the new millennium
(Blokdyk, 2020:04). Customer relationship managensrables the companies to retain the existingoousts and gain
new customers, by understanding customer needsfudfiting their demands (Lund, 2020:14). The newsiness
environment demands marketing efforts to be mofernmative, and more customer and service orien@astomer
relationship management has emerged as a new nmeagapproach which creates, develops and enhancislly
beneficial relationships between the organizatems customers.

CONCLUSIONS

Modern corporate houses can achieve remarkablerge®df they adopt meaningful customer relationspglicy
formulated by experts in customer relationship nganaent. They are required to develop customer ioakttip
management system in accordance with the sucamsssand case studies. They should also recradialsts in CRM,
corporate communication, corporate advertising, tirmiédia, selection of media, strategy making, rtayimg and
evaluation in order to enrich the process of customelationship management. They should implembet €RM
programmes by using precise and perfect methdtey should select customer friendly media and hremuat to the
customers through advanced means including viragsdertisements and infomercials. The CRM servidesulsl be
managed on the basis of legal and ethical normsgandklines. The policy makers and professionasukshuse the
insights and research methods of psychology andrdtiehavioural sciences in order to make use ofenmefined,
sophisticated, subtle and crafty methods of CRMe Tdp management, coordination committee, profaassoand other
personnel have to work in close collaboration tavdesigning socially accountable and economicalgble CRM

approaches which matter most in the new businegso@ament.
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