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Abstract 
C ustomer Relati nship Management (CRM) have been adopting 

various tools to provide best customer service. This paper aims to 

understand the similarities and differences between traditional 

and Big-data driven CRM tools. An attempt has been made to 

under tand benefits and challenges of adopting the new tools in 

CRM. It is very clear from the given survey that Big Data 

technologies bring in significant improvement in C RM with 

respect to communicatio n with customers, res ponse time, 

visibility and hence avai lability of product. Volume handling, 

Convenience, quick com munication and ignifica nrly faster 

analytic are o me of the major analytical benefits of using Big 

Data CRM. Among the important challenges addressed by Big 

Data techno logies are understanding the unstructured data, data 

integration and use of real time data. 
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Introduction 
1.1 C usto mer Relationship Management (C RM) has been an 

integral part o f Marketing Communication and Brand 

Management tools across the globe. The approaches to C RM 

have always evolved over a period and has been ever changing 

with times. C ustomer feedba ck is considered and treated with 

utmost impo rtance, not o nly ince it is a need o f the hour, but a 

matter of surviva l for most businesses. Uber, a radi o taxi firm for 

example take feedback fro m customer after every trip and 

deci les the frequ ency of allocation to the taxi driver fo r his next 

trip. Flipkart and Amazo n treat the last mile delivery and 

sati faction as the most important key factor for their business 

and are quick in reacting to custo mer queries. Coffee Days and 

Airline ope rato r cannot ustain without a proper RM 

mechanism. 

1.2 Today the cu comer is techno logy savvy and is always 

co nn ected t the net through various devices like Smart pho nes, 

tablets, laptops, etc. The customer is closer ro the marketer than 

ever before. MA - Social networking, Mobility, Analytics and 

C lo ud Computing have become integral part of a co nsumer life 

d irectly o r indirectly. Hence it becomes even more interesting to 

under rand the 21st century C RM approaches and more so 

Mobile based approaches which have penetrated in rece nt times. 

No longer are the traditional mailers and feedback fo rm and Tele 

calls making an impact in customer's life. A rea l time data driven 

C RM ba ed olutio ns are becoming popular among all se rvice 

based industrie . 

Literature rcviC\.\ 
According to the literature review developed by Ngai eral. (2009), 

fo r custo mer id enti fica ti o n purposes, classification and 

clustering techniques are the most often used. If the objective is to 

attract cu comers, class ifi ca ti o n techniques are th e most 

frequently used, while if the objective is to retain custo mers, 

associatio n and classificatio n are the most frequently used. 

Concerning customers' development, as ociatio n techniques are 
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the most frequent . Despite this, it is known that a combinatio n o f 

data mining techniques is often required co support each C RM 

analytical d imensio n (Nga i ecal. , 2009). 

According to Berson et al. (1 999), the in ability to find 

valuable in fo rmatio n in the data has prevented compa nies from 

converting these data into va luable and useful knowledge. 

Particularly wi thin the analytical C RM di mension, data mining 

techn iques are beco ming popular ways of analyz ing customer 

data . In fact, the employment of data mining to support C R.M 

analytical d imensio n is seen as a n emerging tendency (Nga i et al. , 

2009) 

Re earch Methodology 

• Problem statement 
This paper aims to un derstand the simi larities and d iffe rence 

between traditio n al and Big data d riven C R.M cools. An attempt 

ha been made co understand be nefi ts and challenges of adopting 

the new tools in C RM. 

• Objectives 
I. Key simila rities and differences in using Big Data C RM 

vs T raditio nal C RM 

2. Analytical benefi ts driving C RM with the use of Big 

Data Technologies 

3. Th e d a t a c h a ll e n ges add r esse d b y B ig D a t a 

Technologies 

Re ults and Findings 

• Demographic Profile of the respondents: A 

survey was adm in istered to about 50 reta ilers. Among them about 

28% of the retailers had adopted Big Data C R.M technologies, 

16% were in the process of adopting C RM technologies and 

about 46% of the retailers were fo llowing traditio nal C RM 

techniques. About 10% of the retailers were not adopting the 

C R.M methodologies as mo t of chem were local retailers with 

significant turnover (above Rs 10 Crore). 

4.2 Key similarities and differences in using Big 

Data CRM vs Traditional CRM w.r.t retailers: 

Table 4.2.1 depicting similarities between Traditional CRM and 
B ig DataCRM 

Key Similariti~s Traditional Big Data 
CRM CRM 

You avoid irri tatio n o r annoyance when 
95% 95% 

dealing with custom ers 

You use your custo m er's reactions in a 
positive sense as a m eans to enhance your 92% 93% 
effi ciency 

You fo llow in novative ideas to satisfy 
94% 96% 

customer requireme nts 

You measure custo m er sat isfaction 1 

customer retention , custo mer complaints, 93% 96% 
etc. 

• With a significance level of .05 at 95% confidence interval 
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Interpreta tion: le is observed that reta ilers who use either 

tradi tio nal or Big Data C RM have certai n commo nalities. 95% o f 

the respo ndents amo ng both trad it io nal and Big Data C RM 

agreed that they would avoid irritatio n or annoya nce when 

dealing with customers. T hey take custo mer reactio ns in a 

positive sense as a mea ns to enhance th eir efficiency and fo llow 

in novat ive ideas to satisfy their customer. They also mea u re their 

custome r sa t isfact io n , custo me r re tent io n a nd custo m e r 

complain t . 

Table 4.2.2 depicting differences between Traditional CRM and 
Big Data CRM 

Parameters with Key differences Traditional Big Data 
CRM CRM 

You keep constant communication with 
40% 85% 

customers 

You respo nd as q ui ckly as poss ible fo r all 
enquiries received however unimportant 

35% 90% 
those enq uiries are from the orga nization's 
viewpoin t 

You never hesitate to render advice to 
62% 89% 

custo mers 

You make your prod uct ava ilable 
66% 88% 

everywhere, every t ime 

You develop oppo rtu nities to in teract with 
52% 96% 

lost customers 

You are visible always and pa rt icipate in 
all those events that would draw the 6 1% 79% 
attention of you r target market 

You ado pt special strategies to draw the 
5 1% 94% 

attentio n of your custo mers. 

Do you analyze customer feed back 55% 89% 

'with a s ign ificance leve l o f .05 at 95% confidence in te rva 

Interpretation: It is interesting co note the key parameter 

and areas where retailers who use Big Data C RM score over 

retailers using trad itional C RM at 95% confidence interva l. 85% 

of Big Data C RM users keep in constant touch with their 

cu comer compa red co 40% of the tradi tio nal C RM . 90% of Big 

Data C RM retailers respond as qu ickly as poss ib le fo r a ll 

enquir ies received however unimportant those enqu iries are 

fro m th e o rga ni za ti o n's viewpoi nt co mpa red to 35 % of 

trad itio nal C RM users. 89% Big data retailers never hes itate to 

render advice to custo mers and make sure their products are 

available everywhere and anytime. Also the Big data C RM 

retailers analyze the customer feedback, develo p opportunities to 

interact with lost custo mers, adopt strategies to draw the 

attentio n of the customers by participating in various events. 

4.3 Analytical benefits driving CRM with the use of Big D ata 
Technologies 

Analytical Benefi ts (5 most 
important and 1 least 5 4 3 2 1 Total 
imoortant 
Volume 50% 44% 6% 0% 0% 100% 
Variety 44% 36% 14% 6% 0% 100% 
Velocity 48% 44% 8% 0% 0% 100% 
Veracity 42% 48% 10% 0% 0% 100% 
Customer Experience 48% 36% 10% 4% 2% 100% 
Cost 42% 28% 10% 14% 6% 100% 
Convenience 54% 30% 6% 6% 4% 100% 
Communication 52% 42% 4% 2% 0% 100% 
Significantly fas ter analytics 58% 40% 2% 0% 0% 100% 
Accurate models and insights 40% 44% 14% 2% 0% 100% 



In terpretatio n: It is o bserved that most of the analytical benefits • The d ata challenges addressed by Big Data Technologies 

provided by Big Data C RM are recogni zed by mo re than 75% of 

th e res po nd e nts. Vo lume hand lin g, Conve ni ence, q uick 

co mmunica t io n a nd signi fica n tly fa ste r ana lytic received 

maximum impo rta nce a mo ng the re po nd e nts. Cost and 

custo mer experience were recogni zed as least important by 6% 

and 20% o f the re po ndents respect ively. 

Amo ng the challenge addressed by Big Data fo llowing are 

that 94% agreed t hat Big-d ata techn o logies addressed the 

understand ing unstructured data, and a vast majori ty agreed on 

Data Integratio n and using rea l t ime data. However leansing 

data, and using mo re gra nular d ata were co nsidered least 

impo rtant challenges add re ed by the e technologies. 

Conclu ion and Recommendations 
It is very clear fro m the given survey that Big Data technologie 

bring in signifi ca nt improvement in C RM with res pect to 

communicatio n with custo mer , respo nse time, visibili ty and 

hence availabi li ty of product. Volume handling, onvenience, 

qu ick communi catio n and ignificantly fas ter analytics a re so me 

of the majo r analytical benefi ts of using Big Data RM. Amo ng 

the important challenges add ressed by Big Data technologies are 

Reference 

Challenges add ressed by Big Data 
(5 most impo rtant and I least 5 4 3 2 1 Total 
important) 

Data lntegrnting 54% 44% 2% 0% 0% 100% 
Variety o f data 44% 36% 14% 4 % 2% 100% 
C leansing data 30% 14% 6% 20% 30% 100% 
Using more cu rrent data 36% 30% 20% 4% 10% 100% 
Scoring mo re historica l data 54% 36% 10% 0% 0% 100% 
U nderstand ing uns tructu red data 60% 34% 2% 2% 2% 100% 
Using real• tim e data 56% 28% 8% 6% 2% 100% 
Using mo re granular data 32% 26% 20% 10% 12% 100% 
Using higher quality data 50% 30% 20% 0% 0% 100% 
Streaming data 52% 28% 12% 4 % 4% 100% 

under randing the un trucrured data, data integration and u e of 

real t i me data. 

In futur e re ea rch , th e impact of us ing b ig data 

technologies on customers can be stud ied . Due to the increa ed 

use o f smart pho nes, customers are close to the reta ilers and real 

t ime data integrati n and customer service is becoming the o rder 

of the day. Use o f social media to promote C RM can also be 

studied in futu re re ea rch. It is interesting to note that going 

fo rwa rd m a rkete rs cann o t neg lect th e use o f Big d ata 

Techn ologies in their CRM framewo rk . 

l. Huang, J., Tzeng, G ., and Ong, C. (2007). Marketi ng segmentatio n using support vector clustering. Expert ystems with 

Applicat io ns, 32(2):313-317 

2. Kim, S., Jung, T. , Suh, E., and Hwang, H. (2006). u co mer egmentatio n and strategy development based on customer 

lifetime value: A casesrudy, Expert Systems with Applicatio ns, 31(1): 101 - 107. 

3. Ktacklauer, A., Passenheim, 0., and Seifert, 0 . (2001). Mutu al custo mer approach: how industry and trade are executing 

collabora tive customer relati o n hi p management. Intern atio nal Journ al of Retail & Distributio n Manage ment, 

29(12):515- 519. 

4. Kracklauer, A. H. , Mi lls, 0 . Q ., and Sci~ rt, D. (2004). C usto mer ma nagement as the o rigin of o llabo rative custom r 

relationsh ip management. In Collabo rative customer relationsh ip management: taking C RM to the next level. Springer. 

6. Lawson-Body, A. and Limayem, M. (2004). The impact of customer relationship management on custo mer loyalty: The 

moderating role of web site characte ris tics.Jo urnal of Computer Med iated Communi cation, 9(4). 

IFIM International Journal of Management I FO US October 2015 . March 2016 I 73 


