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ABSTRACT

Marketing in medium and small-scale enterprises (SMEs) is altogether very different
to marketing as proposed theoretically for large organizations. This chapter is
dedicated to the gathered research on the effect and impact of IBTs on the customer
relationship management (CRM) activities (i.e., e-CRM) of SMEs in Gurgaon. A
cocktail method approach including online in-depthinterviews, online questionnaires,
and projective techniques was followed. Of 286 respondents, factor analysis was
carried out leading to communication with customers and management of customer
information being processed as the main area within the e-CRM in SMEs. In order
to provide better communication and information management abilities to varying
customers, SMEs are following relatively simple IBTs. It is harder to consolidate
customer information into decision making than just the communication side of it.
In SMEs, e-CRM tries to be adhoc rather than strategic.
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Entrepreneurial Marketing of E-CRM in SMEs
INTRODUCTION

As the term CRM (customer relationship management) is self-explanatory, it is
basically, managing relationships with customers. The main reason behind the
managing and maintaining the relationship with the customers is to gain customer
loyalty and therefore retention (Gummesson, 1994; Hunt and Morgan, 1994; Reichheld
and Sasser, 1990; Webster, 1992). CRM encompasses a wide range of marketing,
but the two main components are particularly important. The first one to focus on,
is the customer communication that facilitates the relationship building. Secondly
by creating the valuable customer insight that drives effective CRM strategies and
can be acquired by management and analysis of customer information.

Evenif, SMEs being a major contributor to a developed economy, it is not equally
represented in academic literature. According to O’Dwyer et al., 2009, SMEs must
innovate around their own processes of business to survive. This chapter focuses on
how SMEs may use technology to establish their marketing activities. Furthermore,
this chapter explores the strategic and tactical issues immanent in electronic -CRM(e-
CRM) in SMES.

BACKGROUND

According to Gummesson, 1994; Reinartz et al., 2004; Harker and Egan, 2006; it
is asserted that CRM is philosophically in line with relationship marketing, where
the only difference lies in its sole focus on the firm -customer dyad.

CRM in SMEs

Carson and Gilmore, 2000; O’Dwyer et al., 2009 says that the approaches taken
to marketing by SMEs are pragmatic adaptations of marketing theory in order to
render it relevant to the way they do business. Being small in many ways can be an
advantage such as employee loyalty, customer interface, flexibility, response speed
and ease of access to market information.

E-CRM in SMEs

CRM with the use of technology is e-CRM. In addition technology here is specified
as IBTs, where the unique needs of the SMEs are likely not captured by the some
more complex software packages. This chapter is focused on the belief that, for SMEs
the relationship with their customers is the key competitive advantage against their
competitors, the opportunities imparted by using e-CRM is particularly important.
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