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Abstract 
 

Globalization and technology improvements have exposed companies to a situation with 
tough competition. In this new era companies are focusing on managing customer 
relationships in order to efficiently maximize revenues. Today marketing is not just 
developing, delivering and selling, it is moving towards developing and maintaining long 
term relationships with customers. Relationship marketing is becoming important in 
financial services. Managers really need to look at areas where opportunities lie, because 
industry consolidation, virtual delivery channels and the ability to move money around with 
a click of a mouse are making it easier for customers to leave one bank for another. In this 
situation CRM is an opportunity that banks can avail to rise above minor advantages by 
developing actual relationships with their customers. The purpose of this study has been to 
investigate how B2B CRM in banks can be described. Definition and benefits of CRM, 
CRM processes, CRM technology and CRM structure and people have been studied in three 
different banks. The results revealed that banks know the term CRM very well. Banks have 
implemented CRM processes which are considered necessary for a customer centric 
organization. The studied banks have integrated technology with the business process in a 
very good way and are following the CRM organizational structure.  
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1. Introduction 
 
Globalization and technology improvements have forced companies into tough competition. 
In this new era organizations are focusing on managing customer relationships, particularly 
customer satisfaction, in order to efficiently maximize revenues (Constantinos, 2003). Today 
marketing is not just developing, delivering and selling, it is moving towards developing 
and maintaining mutually long term relationships with customers ( Buttle, 1996). This new 
business philosophy is called relationship marketing (RM), which has attracted considerable 
interest both from marketing academics and practitioners (Grönroos, 1994). In practice, 
however, the ‘customer markets’, with the latest relational concept customer relationship 
management, CRM, remain the primary focus and, as such, Peck (1999, ) place them firmly 
at the centre of the six-market model of relationship marketing. 
 
Research suggests that customer satisfaction, fundamental concept of relationship marketing, 
is important in achieving and retaining competitive advantage. Organizations and research 
studies have discovered that retaining current customers is much less expensive than 
attracting new ones (Desatnick, 1988; Stone et al., 1996; Bitran and Mondschein, 1997; 
Chattopadhyay, 2001; Massey et al., 2001). The best way to retain customers is to keep 
them satisfied, a number of studies have shown that customer satisfaction can lead to brand 
loyalty, repurchase intention and repeat sales (Day, 1984; Swan and Oliver, 1989; Oliver, 
1999), in short customer retention. Customer retention, in turn, seems to be related to 
profitability (Oliver, 1999). 
 
Relationship marketing is becoming important in financial services (Zineldin, 1995). If a 
bank develops and sustains a solid relationship with its customers, its competitors cannot 
easily replace them and therefore this relationship provides for a sustained competitive 
advantage (Gilbert, 2003). Moriarty et al. (1983) has suggested relationship concept in the 
banking sector which states that banks can increase their profits by maximising the 
profitability of the total customer relationship over time, instead of seeking to get more 
profit from any single transaction. Perrien et al. (1992) Observed severe competitive 
pressures that forces financial institutions to restructure their marketing strategies by 
developing into long-term relationship with customers.  
 
The above discussion about CRM indicates the need for banks to think about establishing 
long-term relationships with their customers  
 
 

1.1 Background 
 
1.1.1 RM (Relationship Marketing) 
 
Existing research states that relationships are the foundation to the effective development 
and adaptation of new business philosophy, although businesses have taken care of 
relationships with their customers for many centuries (Grönroos, 1994). Relationships 
necessitate much more than mere transactions. Rather, they represent strategic and tactical 
issues based on a new philosophical shift that is geared towards long-term organisational 
survival (Sheth and Parvatiyar, 1995) 
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At the strategic level, organisations are encouraged to define themselves as service 
organizations, and do their business from a process-management perspective that develops 
partnerships, alliances, and networks (Grönroos, 1996) 
 
Relationship marketing got popular in 1990s but it has a long history under different names. 
In its beginning, one-to-one marketing appeared in the mid 1990s, which changed into CRM 
(Customer Relationship Management) as the No. one business buzzword at the turn of the 
millennium (Storbacka, 1994). Today, CRM is the dominant and has generally been used. 
(Reynolds, 2002) 
 
 

1.1.2 CRM (customer relationship management) 
 
At the end of 1999 many practitioners used the term RM to describe customer relationship 
management (CRM) (Egan, 2001). Customer relationship marketing (CRM) came into the 
spotlight when markets were getting more and more competitive. Today the marketing 
model is changing from product-centred approach to a more customer-centred approach 
(Gilbert, 2003). 
 
The focus of CRM helped companies to understand the customers’ current needs, what they 
have done in the past, and what they plan to do in the future to meet their own goals (Xu, 
2002). The intelligent use of information about customer needs will create long-term, two 
way relationships with customers. This will bring many advantages to organizations since 
long term customers are less costly to serve and smooth-running relationships are less 
resource demanding (Crosby, 2002). CRM projects have increased competitiveness by 
resulting higher revenues and low operational costs (Reichheld, 1996a, Jackson, 1994; 
Levine, 1993). 
 
Companies have come to realize that in order to develop long-term, successful relationships 
with their customers, they need to focus on “economically valuable” customers while 
eliminating “economically invaluable” ones (Romano, 2000; Verhoef and Donkers, 2001). 
Instead of treating all the customers equally, it is better to develop customer-oriented 
strategies. CRM enables organizations to set up such strategies by managing individual 
customer relationships. From the service oriented industry perspective, customer satisfaction 
and retention is ensured by solving customer problems quickly. The management of people 
and materials within the service oriented organizations are smoothly integrated. Customer 
satisfaction is made certain by allocating, scheduling and dispatching the right people, with 
right parts, at the right time (Xu, 2002). 
 
However survey done by META group suggests that there are different answers about the 
view of CRM (Greenberg, 2004).Shaw (quoted by Gooding, 2003) has defined CRM, as “an 
interactive process for achieving the optimum balance between corporate investments and 
the satisfaction of customer needs to generate the maximum profit. CRM involves: 
 

• Measuring both inputs across all functions including marketing, sales and service 
costs and outputs in terms of customer revenue, profit and value. 

• Acquiring and continuously updating knowledge about customer needs, motivation 
and behaviour over the lifetime of the relationship. 

• Applying customer knowledge to continuously improve performance through a 
process of learning from successes and failures. 
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• Integrating the activities of marketing, sales and service to achieve a common goal. 
• The implementation of appropriate systems to support customer knowledge 

acquisition, sharing and the measurement of CRM effectiveness. 
• Constantly flexing the balance between marketing, sales and service inputs against 

changing customer needs to maximize profits.”  
 
A lot of researchers and practitioners relate CRM with people, processes and technology, 
According to Injazz (2003): 
 
“Customer relationship management (CRM) is a combination of people, processes and 
technology that seeks to understand a company’s customers. It is an integrated approach to 
managing relationships by focusing on customer retention and relationship development”. 
 
Web-based CRM uses the internet to integrate and simplify customer-related business 
processes, reducing cost of customer-facing operations while enhancing the customer 
experience (Web Associates, 2001). 
 
 
1.1.3 eCRM (Electronic Customer relationship management) 
 
Jill Dyche (2001) considers e-CRM as a mean of selling, serving, or communicating with 
customer through the web.  Further he takes e-CRM as a subset of CRM, which means that 
e-CRM is one of the channels that a company can use to deploy its CRM strategies. Beyond 
that, e-CRM is a fast and cost-effective means of personalizing customer communications 
for the companies, on a large scale. The goal of e-CRM systems is to improve customer 
service, retain valuable customers, and provide analytical data. Further, it helps to increase 
customer value by motivating valuable customers to remain loyal (Dyche, 2001).  
 
Romano (2000) suggested that e-CRM enables to attract and keep economically valuable 
customers while excluding and eliminating economically invaluable ones.  
 
The rush to implement eCRM systems is ON! (Romano and Fjermestad, 2001-2002). 
Organizations want to increase return on investment (ROI), customer loyalty, effective 
marketing, improved customer service & support and cost reduction, with the successful 
implementation of e-CRM (Scullin et al., 2002). 
 
An eCRM system provides financial institutions with the opportunity to establish individual 
and need oriented customer relationships. eCRM enables the financial institutions to provide 
the right financial product at the right time(Sascha,2003) 
 
 
1.1.4 Banking Today 
 
Puccinelli (1999) looks the financial services industry as entering a new era where personal 
attention is decreasing because the institutions are using technology to replace human 
contact in many application areas. 
 
Over the last few decades, technical evolution has highly affected the banking industry 
(Sherif, 2002). For more than 200 years, banks were using branch-based operations, since 
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1980s things really getting changed with the advent to multiple technologies and 
applications. A different organization got affects from this revolution; banking industry is 
one of it (Sherif, 2002). In this technology revolution, technology based remote access 
delivery channels and payments systems surfaced which included automated teller machines 
(ATM) displaced cashier tellers, telephone represented by call centers replaced the bank 
branch, internet replaced the mail, credit cards and electronic cash replaced traditional cash 
transactions, and interactive television will replace face-to-face transactions (Sherif, 2002). 
 
Global changes brought new trends, directions and new ways of doing business, which also 
brought new challenges and opportunities to the financial institutions. In order to compete 
with newly increasing competitive pressures, financial institutions must recognize the need 
of balancing their performance by achieving their strategic goals and meeting continues 
volatile customer needs and requirements. Different ways must be analyzed to meet 
Customer needs (Sherif, 2002).  
 
Business to business and the move to electronic transactions is allowing corporate to gain 
efficiencies, reduce costs, streamline business processes and provide their products and 
services to a larger customer base. Business to business e-commerce migrate the traditional 
business model towards the emerging digital marketplace (Duckett, 2001). 
 
 
1.1.5 Business to Business 
 
Relationship marketing as a concept is widely embraced by industrial marketers, today its 
time for relationships, particularly in business markets (Morris, et, 1998). 
 
Dwyer (2001) explains business marketing as the marketing of products and services to 
other companies, institutions and other organizations. Business marketing also includes 
marketing of product and services that facilitate their operations. He further argues that 
business marketing is unique and has several characteristics including shorter and direct 
channel of distribution, more emphasis is on personal and direct selling, web is fully 
integrated, and buying processes are complex resulted in unique promotional strategies. 
 
 In contrast to consumer markets, there are very few industries and very close personal 
relationships between the buyer and the seller in business markets.  Since it is difficult for 
the companies to shop around when making a purchase; they want to make sure that the 
product fits their requirements and will be available when required at the right cost. There 
fore many organizations enter into long-term contracts with its suppliers by building long-
term relationships that enable buyers and sellers to plan jointly, and work closely to secure 
the future for both companies (Dwyer, 2001). 
 
Dwyer (2001) looks at business customers as organizations that buy, directly or indirectly, 
goods and services for their own use. Dwyer (2001) sorts out four types of business 
customers as firms that consume the products or services, government agencies, institutions, 
and firms that purchases and resells the products. Business customers vary in size from 
small to large are geographically scattered and are fewer in number.    
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1.2 Research Problem 
         
 
In this Internet age, when the customer is having access to a variety of products and services 
it is becoming very difficult for banks to survive. In this situation, when customer inquiries 
are not met easily or transactions are complicated, the customer will asks for new levels 
services, and only chose those institutions who are making a real effort to provide a high 
level of quality, fast and efficient service through all the bank’s touch points, call centers, 
ATMs, voice response systems, internet and branches (Puccinelli, 1999).  
 
Managers really need to look at areas where opportunities lie because industry consolidation, 
virtual delivery channels and the ability to move money around at the click of a mouse are 
making it easier for customers to pack their bags and say bye to the bank (Puccinelli, 
1999).Of course, only depending on technological capabilities can’t ensure customer service 
(Dyche, 2001) Company need to analysis the business situation and understand the real 
requirements for automation(Xu,2002). 
 
In this difficult situation CRM is an opportunity that banks can avail to rise above minor 
advantages by developing actual relationships with their customers (Bose, 2002).Company 
committed to CRM must continuously invest in its relationship with its customers, because 
it is the only competitive advantage remaining to an organization (Xu,2002).Often 
companies have to change their internal business processes, and exploit human and 
organizational resources (Xu, 2002),in order to manage good relationship with their 
customers. Institutional success lies in the secret of successfully delivering customer 
oriented product or service to every customer (Bose, 2002). 
 
Based upon this discussion we have formed the problem area as:   
 
How can B2B CRM in banks be described? 
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2. Literature Review 
 
The previous chapter provided the background and problem area for this study. In his 
chapter, we present the literature which is relevant to the problem area.  
 
 

2.1 The Benefits of CRM 
 
According to Newell (2000) the real value to a company lies in the value they create for 
their customers and in the value the customers deliver back to the company. Accordingly, it 
is important to mark that the value does not lie in more information and in more advanced 
technology. The value lies in the customer knowledge and in how the company use that 
knowledge to manage their customer relationships. Knowledge is the sole of CRM. 
 
Unfortunately, few companies are transforming the information to customer knowledge and 
therefore they miss the opportunity to provide value to their customer. However, applied in 
the right way, CRM is the tool that contributes to profit. If companies are transforming the 
customer data into knowledge and then uses that knowledge to build relationships it will 
create loyalty, followed by profits (Newell, 2000). 
 
1. Lower cost of recruiting customers: 
Customer recruitment cost will decrease and there will be savings in marketing, mailing, 
contact, follow-up, fulfilment, services, and so on (Newell, 2000) 
 
2. No need to recruit so many customers to preserve a steady volume of business: 
Increase in long-term customers’ relationship will ultimately minimise the need for new 
customer recruitment (Newell, 2000) 
 
3. Reduced Costs of sales: 
Long-term customers are more responsive than the newer ones that will decrease the selling 
cost. As well as marketing campaign cost will also decrease due to familiarity with the 
distribution channels (Newell, 2000) 
 
4. Higher customer Profitability: 
Customer profitability will increase by higher customer wallet-share, up-selling, cross-
selling and follow-up sales and satisfied customer refers more customers (Newell, 2000) 
 
5. Increased customer retention and loyalty: 
The retained or long-staying customer buys big quantities frequently. The customers 
initiatives increases bounding relationships and as a result— loyalty (Newell, 2000) 
 
6. Evaluation of customer profitability: 
The company evaluates which customers are profitable, going to be profitable in future and 
never profitable in future. The key to success in business is to discover economically 
beneficial customers, acquire them and never let them go (Newell, 2000).  
 
According to Budhwani (2002) all the customers are not beneficial; if the customers are 
taking company’s time, energy and resources without generating enough business, they are 
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dangerous customers. Newell (2000) describes that the company must use CRM where they 
can get good profitable customers.  
 
 

2.2 CRM Process 
 
According to Peck (1999), value is created for customers and consumers through “process”. 
Processes are ‘the way we do things’. It means they are linked sets of activities that enable 
market demand to be satisfied (Peck, 1999). In the following part, we present two type of 
CRM process, one describe the buyer-seller’s relationship development stages. The other is 
concerning the seller’s intention to build the long relationship with their customers. 
 
2.2.1 Buyer-seller relationship 
 
According to Egan (2001) some times it takes a lot of time and effort to develop 
relationships. Dwyer and Tanner (2001) talked about the same phenomenon and developed 
marriage metaphor using business examples to illustrate the concept from interpersonal 
relationships research. Dwyer and Tanner (2001) described buyer seller relationship in 
different relationships development stages, which are shown in figure 2.1. 
    
        Awareness          Exploration      Expansion       Commitment       Dissolution 
 
                                                                   Re-intention 

 
 
                                                                             Re-Invention    

 
                     

Figure2.1, Evolution of Relationships 
Source: Based on Dwyer et al.2001 

 
Awareness: 
At this stage buyer and seller independently consider the other part as an exchange partner. 
Seller’s advertisements and tradeshows might provide opportunity to buyer for noticing the 
seller. After this meeting both the parties may separate forever, or may move to the next 
stage of engagement for some interaction (Dwyer, 2001).  
 
Exploration:  
At this stage both the parties question and test each other, the prospective seller may make 
some sales call while buyer may attend some seminar given by supplier. The relationship is 
very weak at this stage because the parties have not significantly invested in exchanges. No 
dependency on each other. The relationships may break at this stage (Dwyer, 2001). 
 
Expansion:  
At this stage the scope of exchange is enlarged by rewards. Account development, cross 
selling, and up selling are sign of this stage. Both the parties also start increasing 
dependency on each other (Dwyer, 2001). 
 
Commitment:  
At this stage long term, valuable and important relationship is desired. At this stage both the 
parties exchange and dedicate important resources with the intention of effective 
relationship. (Dwyer, 2001) 
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Dissolution:   
There are chances of zero development in the relationships. However, reinventing 
relationships may stop dissolution (Dwyer, 2001). 
 
 
2.2.2 Seller’s CRM process cycle 
 
CRM is a process designed to collect data related to customers, to grasp features of 
customers, and to apply those qualities in specific marketing activities (Swift, 2001).Further 
Swift (2001) looks it as recursive process, changing customer information into customer 
relationship through use of and learning from the information. He further mentioned that 
CRM starts from building customer knowledge and results in high impact customer 
interactions. Business and government agencies establish, manage long-term, resource-
manageable, profitable customer relationships by using this process. Swift (2001) divides 
this process into four stages: 
 

a) Knowledge discover, 
b) Market planning, 
c) Customer interaction, 
d) Analysis & Refinement. 

 
It is illustrated in Figure 2.2. 
 
 
 

Market 
Planning

Knowledge
Discovery

Analysis& 
Refinement

Customer 
Interaction 

 
Action 

Learning

Figure 2.2 the CRM process 
Source: Swift, 2001, P.40 
 
Swift (2001) explains each process as follows. 
 
Knowledge Discovery 
At this stage the customer is analyzed to identify specific market opportunities and 
investment strategies. Customer identification, customer segmentation, and customer 
prediction is done. Marketing personnel uses knowledge discovery to analyze the detailed 
customer information including historical information and customer characteristics for 
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better decision-making. At this stage data warehouse is required to pre-understand customer 
buying behavior. Data warehouse provides detailed collected data about different customer 
interactions and transactions throughout the business locations. It transforms data into 
information and knowledge that is useful for the management and planners. Data warehouse 
helps the organization, saves time by providing right message at the right time (ibid).   
 
Market Planning (and offer planning, Marketing planning, and Communications Planning) 
This process helps organization by providing specific customer offers and distribution 
channels, which organization uses for customer interaction and channels, treatment plans, 
and products and services. This process also enables in strategic communication 
development plans and to put the knowledge into action (ibid). 
 
Customer Interaction 
At this stage customer related information and offers are managed by using a variety of 
channels and front office applications, including customer care applications, sales 
applications. Customer is reached by using different interaction channels which includes 
Sales agent, retail branch, direct mail, Kiosk, Call center, Internet, ATM. The channel(s) 
that customers prefer to utilize is important. Through advanced technologies and ongoing 
introductions of technology change in the marketplace, the information about customers will 
be collected by channels. Thus, it becomes easy to deliver marketing messages and sales 
opportunities, and to handle service issues through these channels (ibid). 
 
Analysis and Refinement 
At this stage the organization learns about customer dialogs collected by capturing and 
analyzing data from customer interactions and refining messages, communications, prices, 
volumes, locations, approaches, and timings, and understanding specific responses to 
customer stimulus (ibid).  
 
 
2.2.3 Structuring the organization for customer relationship 
management 
 
There are very few organizations who favor the change in organizational structure just for 
CRM, but the reality is that some organizations have found that reorganizing helps CRM. 
Managing customers better is always supported by a number of roles, cross functional 
working at different levels of the organization. The organization should align the basic 
structure of the CRM around the key communication process. In order to recognize the 
Right Customer, relate the Right Offer, schedule the interaction or communication of the 
offer at the Right Time, with the connection across the Right Channel(s), people will have to 
share a process and activate their skills to complete the activities and tasks required for 
success. Swift (2001) has developed a model of how companies can structure their CRM 
organization; each person’s job role would include the skills required in executing this role. 
It is illustrated in Figure 2.3  
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CRM Marketing V. P.

Marketing 
Analyst 

Campaign 
Manager 

Segment 
Manager 

Channel 
Manager 

 
The right Customer             The right Offer                    The Right time                      Using the right             
Data Mining, Analysis of    Designs offers, Strategy,    Owns all customers, has        Channel(s) 
 Knowledge Foundation,     Timing, printed matter,      ultimate say. Campaigns,       Coordinates messages 
Hypothesis Development    Product Management,        Touches, Treatments,             across channels, 
&Validation                         Advertising, PR                  Privacy 
 
Figure 2.3 the marketing organization with roles. 
 
 
 
The CRM Marketing VP 
Marketing, relationship or communications VP concentrates on resources and achieves 
ongoing results for the entire management. This function emphasizes, manages and 
coordinates all aspects of the CRM customer communication process and is measured on 
customer retention, acquisition and profitability (Swift, 2001). 
 
The CRM Marketing Analyst(s) 
These people are responsible for identifying customers having investment opportunities. 
They work closely with IT department and are intimate with the knowledge foundation via 
enterprise database or data warehouse. They ensure the data entry in accordance with 
growing business needs. They segment customers and identify different events that are 
helpful in choosing right customer (Swift, 2001). 
 
The CRM Campaign Manager 
Having identified the opportunities, the Campaign Manager then creates the right offers to 
the right customers The Campaign Managers have the responsibility to design offers and 
determine campaign strategy. In order to ensure that the campaign process is fully integrated 
with the offers, it is important to align the various campaign groups such as product 
managers, advertising managers, and public relations departments and outside firms. Except 
that, the CRM campaign manager also have the task of testing marketing of new offers and 
managing the relationships with Mail house and telemarketing firms. To fully coordinate the 
relationship optimization process, IT is involved, there will be a campaign automation tool 
that will support this creative process and establish the rules of engagement for each discrete 
or different offer within the context of the organizational marketing and communications 
process (swift, 2001). 
 
The CRM Segment Manager 
The segment manager has a vital role in the CRM process, because he owns the business 
marketing opportunities or the business problems like customer acquisition, customer 
retention and customer profitability. He has the final decision and responsibility to check 
whether communication and relationship marketing process are properly approaching the 
customer at the right time. The roles of the segment manager are listed as follows: 
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• Manages dialog between the organization and customer;  
• Determines the communication plan, touches, treatments, rules for engagement;  
• Owns privacy within the organization;  
• Interacts with others to align execution-know, relate, interact, connect.(swift,2001) 

 
The channel Manager(s) 
Channel Manager coordinates the customer, offer, and timing into the channel decisions, 
and ensures that the same offer is communicated and then reinforced across all the contact 
channels. The Channel Manager must liaison with call center, internet team, sales Force, 
Customer Services, and resellers to “coordinate” touches, treatment, and total customer 
communication (swift, 2001). 
 
 
Some of the problems of implementing CRM derive directly from the way financial services 
organizations are organized. Figure 2.4 gives a typical organizational structure. In insurance, 
a typical structure would be as in Figure 2.5. In either of these structures, the two main 
problems – from a CRM point of view – are as follows: 1) Results are provided at the 
business level – so that performance with customers is hidden. 2) Skills and competence 
areas are functionally defined – IT, finance, human resources, marketing, etc, Figure 2.6, the 
focus is by customer groups. 
 
 
 
 
 

CEO 

Marketing 
director/CEO 

Product 
director 

IT 
director/CIO

Finance 
director/CFO 

Operation 
director/COO 

 
Figure 2.4 Typical organization structure (simplified) 
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Figure2.5 Typical insurance organization structure 
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CEO 

 
Large clients 

Direct 
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HR/FIN/IT 
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Brokers& 
Agents 

 
 
Figure 2.6 Customer-focused organizations   
Source: Foss, Bryan (2002), P- 541.  
 
 
2.2.4 People  
 
According to Peck (1999) another critical thought in marketing occurred in the last two 
decades is the: “people are the brand”. Galbraith (1997) believes that the key to 
organizational effectiveness is to find capable people and get them into right place. Howlett 
(1998) believes that new ideas originate from employees, those sitting at front-line are more 
valuable because they have more knowledge about technology and market needs. Doyle 
(2002) suggests that organizational relationship with its customers is determined by how 
employees make customers feel. Highly motivated employees deliver high-quality services, 
which in turn leads to customer satisfaction, more business. While Moores & Reynoso 
(1995) found that poor teamwork is also one key factor contributing to any discrepancy 
between service quality specifications and the actual service delivered.  
 
According to Foss (2002) retaining the capable people in the organization is the most 
difficult task. There is enormous demand for them. He further talks about several ways of 
retaining people.  
 
Listen to the staff and ensure that enough resources are allocated to the training, coaching 
and measurement. Companies should consider post-implement coaching and ensure that 
people understand and use, what is told to them. Management must take feedback, and see 
why staff finds it difficult to deploy, and make changes to ensure effective program 
deployment (Foss, 2002).  
 
Achievement: Achievement/recognition is another way of retaining, often has great impact. 
It’s not all about money. Like when an organization gains key customer input on 
individual’s performance and creates monthly, quarterly and yearly communications around 
these. Based upon this feedback, individuals and teams can be provided additional 
developmental roles (Foss, 2002).  
 
Emotional aspect: objective is to change feelings in the customer and staff’s harts. There is 
distinction in motivation and emotion. If some one can create more positive customer 
emotion, and the impact of this emotional change is demonstrated to staff, this can have a 
really good and positive effect on how staff thinks and works. If some organization succeeds 
in creating this king of emotion, it is immediately obvious in the form of good tone and/or e-
mail from the customer. It is important to note that a negative customer emotion can have a 
serious effect on customer-facing staff (Foss, 2002).  
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2.3 CRM Technology 
 
Dewhurst et al (1999) says IT can facilitate and enhance customer relationships in various 
ways, but mainly enables companies to attain customization, the essence of the customer- 
centric orientation, through the deployment of sophisticated customer relationship 
management (CRM) systems. Yong (2003) says that when companies have big volume of 
customer data, they can perform customer management more easily and efficiently using 
data warehousing, data mining, and other information technologies. Greenberg (2003) takes 
CRM as a business philosophy and strategy, supported by a system and technology, 
designed to improve human interactions in a business environment. Reynolds (2002) says 
CRM technology is not a piece of software snapped into an IT ecosystem, but through 
integration within a company’s IT infrastructure, enables a business to develop, archive, and 
share customer information throughout a business to: 
  

• The Customer specific need identification ,  
• Offer personalized view of the business to customers, 
• Most profitable business customer identification, 
• Efficient and standardized customer care delivery,  
• Most risky customer identification. 

 
According to Reynolds (2002), CRM technology helps organizations to organize customer 
touch points. A properly customized and integrated IT ecosystem can make a business to 
respond to a customer’s needs instantaneously (e. g. keeping its catalog, web and sales team 
continuously updated on the changes of products and prices). For instance, a company can 
set up CRM tools to send reminders about new products, services to existing customers. 
And it can implement One-to-One marketing, sorting through online customer profiles and 
purchase history to adopt new offerings to each customer’s individual preferences.    
 
According to Reynolds (2002) Customer relationship management applications can 
commonly include: 

• Call Center Automation, 
• Campaign Management, 
• Contact Management, 
• Data Warehousing, 
• Email Management, 
• Field Service Automation, 
• Knowledge Management, 
• Marketing Automation, 
• Personalization, 
• Sales Force Automation.  

 
Rapidly improving technology has allowed organizations to make the best of each customer 
contact. New technology has made it possible to capitalize the information held in back-
office systems (accounting, purchasing material management, distribution), as compared to 
previous technology when only front-office (sales, marketing) information was available.  
 
Customers expect to speak immediately to a person, who already knows all about them. A 
website or telephone system is expected to provide complete information that meets their 
needs. CRM tools also enable customers to assist themselves through a company’s website 
from anywhere, at anytime. Customers can gather information about products, update 
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billing information (even pay bills), review account balances, and check orders on their own 
— and then immediately receive more personalized help from a call center agent, if needed, 
with a single click of a button. This capability allows businesses to improve customer 
service with reducing costs and improving productivity (Reynolds, 2002). 
 
An inevitable consequence of most CRM strategies is the need to collect more data and then 
derive additional information from that data. If a company changes to a customer centric 
strategy, it must plan for more data and greater integration of that data — from both its 
front-office (e. g. call centers and other customer-facing applications) and back-office 
(accounting, order process, logistics and fulfillment, for example). Once that is 
accomplished the system must be able to distribute this parsed data to more people 
(employees and customers). According to Reynolds (2002), the most common technology 
options are: 
 
Tactical Databases: 
These types of databases are used to support specific needs, such as a marketing campaign 
management, sales force automation, analysis of product sales and other transactional data. 
 
Data Marts:  
Data marts are specialized in specific subjects and are independent on the operational 
systems, which is separately built to store all the data to support activities, such as a sales 
and marketing CRM initiative.  
 
Data Warehouses:  
The system serves as a single repository of data. When data warehouse is up and running 
with clean data, it provides a single version of a customer or group of customers. The 
appropriate query and analysis tools and data mining software enable a business to make a 
better understanding of its customers’ needs, allowing it to plan more advanced CRM 
strategies. 
 
Integrated CRM Solutions:  
It is the system with the ability to incorporate both data warehousing and web-based 
technology. It usually requires the integration of several customer-facing systems and e-
commerce applications, with data warehouse technology. This system enables the company 
to provide its customers with personalized and coordinated service across all channels. 
Integrated CRM solutions can tightly link both front- and back-office applications. So that a 
company can gather data to: 
 

• Provide responses to sales and marketing campaigns. 
• Concern shipping and fulfillment dates. 
• Provide customer sales and purchase data including notations on increase/ decrease in 

volume and time of year most purchases are made. 
• Compile account information including payment/ credit history. 
• Integrate web registration data. 
• Provide service and support records. 
• Take into account demographic and web sales data. 
• Calculate why a customer buys from the company. 
• Determine if a customer is an advocate for the company, refers others to the company and 

even whether a customer is influential within his or her specific industry or niche. (Reynolds, 
2002) 
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Current status 
 
CRM was initially design to help solve tactical, customer-facing business problems; they 
should be designed around the customer’s perspective with the ultimate goal of improving 
the customer’s experience (Dyche, 2001). 
 
The organizations have started realizing that they have ignored their most important asset—
the customer; now the organizations are trying to remedy the situation by using technology 
that can proactively manage this important asset. But the controversy is still there (Reynolds, 
2002), how to manage them?   
 

• Data-enabling product-centric processes: technology with efficient vs. effective 
issue is used to collect information who ever needs it, for example, the focus is still 
on internal processes and people, and the customer is only secondary. Often few try 
to put it under CRM cover, but it is not more than a business management. 
(Reynolds, 2002). 

 
• Customer-centric processes: it has more focus on managing processes rather than 

managing departmental issues. Customer interactions are managed as part of well-
defined corporate processes. The emphasis is on effectiveness with efficiency taking 
the back seat; specifically, the focus is truly on the customer (Reynolds, 2002). 

 
• One-to-one philosophy, One-to-one marketing technologies are making inroads in 

areas such as email and data marketing. CRM applications that are put into place 
today should place the customer at the center of the corporate universe and, if 
feasible, coordinate multiple business functions so they focus on satisfying the needs 
of the customer (Reynolds, 2002).  

 
 

Many CRM applications, which historically looked only at the customer interaction area, 
now include all transactional data and processing along with the very important role of 
supply chain and collaborative working. Since today’s CRM technology with its analytical, 
collaboration and multi channel help complements the traditional operational processes 
involved in supporting all aspects of customer-facing interactions. Now the Meta Group 
identified three CRM segments: operational, analytical, and collaborative. See Figure 2.7. 
 

• Operational CRM: It is the automation of customer-facing processes. It handles the 
customer contact and processing. It manages and synchronizes customer interactions 
in marketing, sales, and service (Reynolds, 2002). 

 
• Analytical CRM: It uses customer data to create a mutually beneficial relationship 

between a business and its customers. This analysis, modeling and evaluation help to 
optimize information sources for a better understanding of customer behavior, so 
that make the contact to be more personalized (Reynolds, 2002). 

 
• Collaborative CRM: It makes interaction between a business, its channels and its 

customers possible. It provides the means for the customer to contact the company 
and enables collaboration between suppliers, partners, and customers. (Reynolds, 
2002). 
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According to Reynolds (2002), each component is dependent on the others. For instance, 
analytics drives the decision making in operational CRM for the deployment of marketing, 
sales and customer service processes. But without the data collected via the operational 
CRM processes, analytical CRM wouldn’t have any data to work with. And the data 
processed by the analytical CRM tools couldn’t be effectively disbursed and strategic 
decision-making wouldn’t occur, without collaborative CRM. Collectively, Operational 
CRM, Analytical CRM and Business Intelligence work at the same time to drive the 
customer life cycle, see Figure 2.7. 
 
In the past the business community concentrated on operational and collaborative tools, but 
this is rapidly changing. Businesses realize that analytical tools are necessary to drive the 
strategic and tactical decisions, related to customer acquisition, retention and enhancement. 
Analytics also allow a company to listen to its customers and to learn from an existing 
customer base (Reynolds, 2002), see Figure.2.7 
                                                                                                    

Operational CRM                      Business Intelligence                   Analytical CRM 
     

 
                    Collaborative CRM 
 
 Customer life cycle:         Engage   2 Transact       Fulfill        Service     
 
Figure 2.7 The CRM Ecosystem Courtesy of Meta Group Inc. 
Source: Reynolds, Reynolds (2002), p 94. 
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2.4 CRM in Banking  
 
 
Banks are highly focusing on CRM for the last five years that is expected to continue (Foss, 
2002). According to Foss (2002) most of the financial services industries are trying to use 
CRM techniques to achieve varieties of outcomes. These areas are: 
 

• Creating consumer-centric culture and organization; 
• Securing customer relationships; 
• Maximizing customer profitability; 
• Aligning effort and resource behind most valuable customer groups. 

 
To implement strategies these aspects must be considered: 
 

• Communications and supplier – customer interactions through channels; 
• Identifying sales prospects and opportunities; 
• Supporting cross- and up-selling initiatives; 
• Managing customer value by developing propositions aimed at different customer       

segments; 
• Supporting channel management, pricing and migration. (Ibid) 

 
It is possible to identify four stages Foss (2002), as follows: 
 
1. Building the infrastructure and systems to deliver customer knowledge and understand 

customer profitability; 
2. Aligning corporate resource behind customer value – developing segment management 

strategies to maximize customer profitability and satisfaction; 
3. Incorporating a market perspective into understanding of customer value, to avoid any 

possibly adverse effects and maintain customer relationships; 
4.  Integrating strategic planning and customer value management. 
  
Foss (2002) points out that the four stages are usually sequential, but not always so.  
 
The bank would need a complete view of its customers across the various systems that 
contain their data. If the bank could track customer behaviors, executives can have a better 
understanding a predicting future behaviors and customer preferences. The data and 
applications can help the bank manage its customer relationship continue to grow and 
evolve (Dyche, 2001). 
 
 
2.4.1 Technology in Banking  
 
Egan (2001) agrees that IT, if effectively used, has enormous potential for relation building. 
Advancements in IT allow a relationship-oriented management to store and manipulate 
information of their customers to provide those customers a better service.  
 
Foss (2002) says that a lot of factors have conspired to result in the improvement of IT and 
the business in the financial sector, such as bank system.   
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In the last few years, due to IT improvements and overcoming challenges, CRM systems 
integration programmers have put infrastructure issues on the business agenda, which 
provide effective platforms for enterprise-wide initiatives. If IT directors realize that with 
the necessary backing and funding to rationalize their systems maps and unravel the 
spaghetti, IT with more rational architecture and platform, has been able to reduce the costs 
and ensure quicker and more effective delivery. (Foss 2002) 
 
The key growth area for IT services organizations is outsourcing. Outsourcing is the process 
of finding another organization to supply the buying organization with a product or service, 
usually one that was previously created in–house. (Dwyer, 2001) Outsourcing had 
introduced a transparency of costs and a financial discipline that transformed the 
relationship between the front and back office. Front-office personnel, who had previously 
been accustomed to having their own way, whatever the cost, became aware of the 
implications of their demands and started to enjoy the prospect of IT costs reducing instead 
of rising increasingly (Foss 2002). 
 
While evaluating long-term concerns about the cost, quality and delivery of service, IT 
directors have been able to raise the profile of IT within their businesses by delivering 
necessary business information. They can also increase their status within an organization. 
In addition to unlocking information assets and delivering them to a business, IT functions 
have also collaborated at strategic levels with the product development and customer service 
and sales in the financial services and markets sector (Foss 2002). 
 
  
A lot of large banks have been adopting information-driven customer acquisition and CRM, 
but at this stage few can show clear bottom-line rewards from this effort. However, a 
number of large banks in the USA, UK, Europe and Australia have invested in data 
warehouses and data-mining tools in the past few years. They have been building models of 
consumer-segment profitability and behaviour, which help them target direct-marketing 
campaigns for the “right” groups of customers. They have been analyzing and classifying 
consumer needs, assessing the risk of loss and trying to predict demand and delivery 
methods for various types of customers. They have been leveraging information for selling 
and for enhancing the effectiveness of new-customer marketing campaigns (Foss 2002). 
 
 

2.5 Future of CRM  
 
According to Bose (2002) three trends are going to affect CRM in future. However, Bose 
emphasizes that “no one can predict the future with certainty”. The trends are presented 
below: 
 
Extend CRM to channel partners 
 
CRM is already capable of integrating companies horizontally and vertically as long as the 
chain is a single firm. However, firms can benefit from increased sharing of information 
between each other (Bose, 2002). According to Papazoglou et al. (2000, quoted by Bose, 
2002) unlike previous decades where enterprises prized independence, the next decade will 
be one of business alliances and competing, end-to-end value chains. Enterprise value 
chains comprised of powerful business alliances partners will exceedingly compete as single 
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entities for customers. According to Bose (2002) CRM can provide a substantial 
competitive advantage to most firms. However, as more and more firms implement such 
systems, the advantages will begin to decrease. The next logical step will be to extend the 
technology to business partners within the product value chain in the expectation that 
sharing the information will make all channel partners more competitive. 
 
Visual Tools 
 
Interpreting data and relationships between data can be difficult, especially while analyzing 
"soft" data such as consumer preferences and marketing effectiveness. New visual tools 
specifically for analyzing large data warehouses are now more widely available (Whiting, 
2000). Previously, database administrators had to tediously pull names from the database 
using SQL queries. Most visual tools go quite a bit further than traditional OLAP (on-line 
analytical processing) technologies (Bose, 2002). 
 
CRM Vendors Consolidation 
 
Integration of a complete CRM solution can be a difficult task given the large number of 
packages and the diverse vendors that IT managers must coordinate with. Waltz (2000, 
quoted by Bose, 2002) discusses the massive scale of vendor consolidation within the CRM 
industry. Every company is seeing the value of CRM. Companies offering "core 
technologies" such as Oracle, Lucent and Cisco, are acquiring or partnering with CRM 
specific vendors to ensure smooth integration of both hardware and software. 
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3. Research Questions and Frame of Reference 
 
In this chapter, we formulate our research questions according to our research problem. 
And our chosen theories is assessed in our frame reference, furthermore, we state the 
demarcations for this study. 
 
3.1 Research Questions 
 
At the end of chapter one, the research problem for this study was formulated as: 
 
How can B2B CRM in banks be described? 
 
In order to answer the research problem, we design four research questions which are 
discussed as follows: 
 
An understanding of how to manage customer relationships effectively has become an 
important issue for the banking industry. Banks were among the most committed CRM 
proponents (Greenberg, 2004). However survey done by META group suggests that there 
are different answers about the view of CRM (Greenberg, 2004) so the aim of our first 
question is to find out how banks’ view CRM. Moreover, few companies are transforming 
the information to customer knowledge and they miss the opportunity to provide value to 
their customer (Newell, 2000) If companies are transforming the customer data into 
knowledge and then uses that knowledge to build relationships it will create loyalty. CRM is 
the tool that contributes to profit (Newell, 2000). The first question is: How can the 
definition and benefits of CRM in banks are described? 
 
Banks are realizing that customers have different economic value to them, and they are 
subsequently adapting their customer offerings and communications strategy accordingly. 
However, more than half of all companies investing in CRM consider it a disappointment, 
according to several recent surveys (Anupam et al, 2004). Most show weaknesses in one or 
more of the following areas – market analysis, marketing strategy, distribution channel 
management, program planning, people, processes, data management, understanding the 
customer’s perspective, and measurement( Anupam et al, 2004). And also many companies 
are struggling with their CRM programs. Typically they have rushed ahead with the 
purchase of new CRM systems, and have not done the work to ensure that these systems 
will be deployed effectively. CRM must be used to retain as much personal attention as it 
can to retain customers and acquire new ones (Puccinelli, 1999). 
 
According to Swift (2001), the most significant aspect of the CRM process is the continuous 
learning and creating knowledge of customers to achieve objectives and gain higher 
profitability for the long term. For the second question we will find out: How can the CRM 
process in banks be described? 
 
CRM technology is the information technology that is utilized for the specific purpose of 
better initiating, maintaining, and/or terminating customer relationships (Werner et al, 2004). 
It plays a critical role in the CRM activities and contributes to improved organizational 
performance in the market; also, it can be a powerful tool to help banks segment clients and 
provide targeted products and services (Calvelli, 2004). Banks can better understand their 
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customers' needs and preferences by the use of custom-developed methodologies, software, 
and Internet capabilities. 
 
The technological issue can offers a natural linkage between the internal environment and 
the interaction process. Marketers and managers must be aware of new developments in 
technology and their possible effects because technologies, consumers and organizations are 
a function of a win-win interaction (Zineldin, 2000). Most marketing activity should be 
based on the technology and a desire to make a relationship work. With information 
technology developing, it is true that CRM technology is increasing updated. Thus, it is 
necessary to investigate the third question: How can the CRM technology in banks be 
described?  
 
It is clear that managing customers better is supported by a broad supporter of the issue, 
cross-functional working at different levels of the organization. So it is increasingly 
important to restructure the organization for CRM.Building, modifying, or running a CRM 
solution involves a large numbers of roles. It can include systems experts; business analysts; 
backroom operations specialists, managers, and frontline sales and service people who are 
responsible for inputting much of the data the CRM needs to create rich insights (Anupam et 
al, 2004). Practitioners believe that the key to organizational effectiveness is to find the 
good people and get them into positions of power (Galbraith.1997). All new ideas originate 
from employees. Identifying who is responsible for which results is success requires. The 
breadth and scope of these supporters create the problem: How does the organization 
structure in a bank look like? 
  
Moreover, we want to know how a bank attracts, trains and motivates employees who can 
share the values of the bank and plan those values at every point of customer and consumer 
interaction. Our fourth question is: How can the CRM organizational structure and 
people in banks be described? 
 
 

3.2 Frame of Reference 
 
Clear research questions based on the relevant literature will act as a focus for the research 
that follows. Research is theory dependent (Saunders et al, 2000). Therefore we have 
designed our research questions based on the literature reviewed in previous chapters. 
 
Question 1: How can the definition and benefits of CRM in banks are described? 
 
Since there is no consensus on what CRM is, we will use the definitions mentioned in the 
first chapter to look at CRM. Dr. Robert Shaw (1999) looks at CRM as integrating the 
activities of marketing, sales and service to achieve a common goal. Greenberg (2003) 
views it as “a business strategy, supported by a system and a technology, designed to 
improve human interactions”.Crosby (2002) views it as ‘long term customers are less costly 
to save and more profitable’ .Xu (2002) says “instead of treating all the customers equally; 
it is better to develop customer-oriented strategies”. Romano (2000) says “focus on 
ecumenically-valuable customers while eliminating ‘economically-invaluable’ customers”.  
 
According to Newell (2000) the real value to a company lies in the value they create for 
their customers and in the value the customers deliver back to the company. CRM is the tool 
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that contributes to profit. Bose (2002), Grönroos (1994), Crosby (2002) have the same 
opinion “long-term relationships are less costly and less resource demand”.  Thus, for 
research question 1 these theories will be used. 
 
Question 2: How can the CRM process in banks be described? 
 
Concerning the second question, we will compare Swift (2001) and Dwyer et al (2001)’s 
theories with bank’s CRM process. Swift’s (2001) process cycle includes four stages: 
Knowledge discovery, Market planning, Customer interaction, Analysis &Refinement. The 
first stage is the process of analyzing customer information to identify specific market 
opportunities and investment strategies. Customer Interaction stage is the key action phase 
to execute and manage customer communications with relevant information and offers using 
a variety of interaction channels and front office applications, Marketing planning defines 
specific customer offers and distribution channels. Analysis and Refinement stage is to 
continue to learn from customer dialogs that organization has received by capturing and 
analyzing data from customer interactions. 
 
Dwyer and Tanner (2001) talked about the same phenomenon and developed marriage 
metaphor using business examples to illustrate the concept from interpersonal relationships 
research. Dwyer and Tanner (2001) described buyer seller relationship in different 
relationships development stages: Awareness, Exploration, Expansion, Commitment and 
Dissolution. So, we will use these theories for the second question. 
 
Question 3: How can the CRM technology in banks be described?  
 
CRM Technology issue is also very important. We will use the technology theories from 
Reynolds (2002) and Foss (2002). Reynolds (2002) said the most common technology 
options including Tactical Databases, Data Marts, Data Warehouses and Integrated CRM 
Solutions, so how banks use this technology? Reynolds also said that CRM technology 
enables a business to develop, archive, and share customer information throughout a 
business to identify customer specific need, offer personalized view of the business to 
customers, identify most profitable and risky business customer, delivery efficient and 
standardized customer care delivery. How does bank think of it? 
 
Question 4: How can the CRM organizational structure and people in banks be 
described? 

We will also use Swift’s (2001) model of the marketing organization with roles. Since the 
model give us a clear map of CRM organization structure. In this model, Swift clearly 
illustrated person’s job role. By using this model we will find out who coordinates the 
business process in a bank? Who identifies the right customers and the investment 
opportunities? Who creates the right offer to the customers? Who decides when the offer 
shall be introduced to the customers? Who connect the customer online?  

Paid to attracting, training and motivating employees are the significant attention (Peck et al, 
1999).Foss (2002): “Listen to the staff and ensure that enough resources are allocated to the 
training, coaching and measurement”. Practitioners believe that the key to organizational 
effectiveness is to find the good people and get them into positions of power 
(Galbraith.1997). How do bank treat their people? We will compare it with the theory 
mentioned above. 
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The frame of reference of this research work is schematically shown in Figure 3.1. 
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    Figure-3.1 Emerged Frame of Reference 
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4. Methodology 
 
The previous chapter showed how the literature has been conceptualized in this study and 
provided a visual explanation of the emerged frame of reference. This chapter will cover the 
methodology used in this research. The selection of methodology is based on the research 
problem and stated research questions. Motivations and justifications for all adopted 
methodological choices will be given in each section. 
 

4.1 Research Purpose 
 
Research strategy depends upon the author’s willingness, what author wants? In other words 
research purpose is co-related with the researcher’s desire (Eriksson & Wiedersheim-Paul, 
1997, quoted by Caroline).  Zikmund (1994) takes it as, nature of the problem affects 
whether the research is going to be exploratory, descriptive or casual. 
 
Exploratory Research 
According to Zikmund (1994) this type of research is done to clarify the nature of vague 
problem. Exploratory research is not conducted to provide conclusive evidence from which 
to determine a particular course of action. Normally this type of research is followed by a 
new research to provide conclusions. Malhotra (1996) looks it as the research type with the 
primary objective of providing insight into and comprehension of the problem situation 
faced by the researcher. Exploratory research is meaningful in a situation where researcher 
does not have enough understanding to proceed with the research project.    
 
Descriptive Research 
Malhotra (1996) says that its objective is to describe market characteristics or functions. 
Zikmund (1994) views its purpose as describing population. He further adds that this type of 
research is determined to answer who, what, when, where, and how questions.   
 
Explanatory/Causal Research 
According to Zikmund (1994), its main goal is to identify cause-and-effect relationships 
between variables. Exploratory and descriptive research normally precedes cause-and-effect 
relationship studies. Before starting, the researchers have expectation about relationship to 
be explained, such as predicting the influence of price, packing, advertising etc.  Malhotra 
(1996) thinks that it is used to get evidence of cause-and-effect. 
 
Figure 4.1 A Comparison of the three forms (Malhotra, P-89) 
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Our research problem is to get better understanding of how can B2B CRM in banks be 
described? The aim of this research is clearly structured, so the purpose of research is 
descriptive. We intend to describe the area of research and try to find out the differences and 
similarities with the reviewed theories. However, this thesis is also somewhat exploratory. 
Because CRM is a rather new area of interest for Banks and also by the fact that we have 
not been able to find studies that focuses on exactly the same topic as we have chosen to do 
in this thesis. Towards the end of this thesis conclusions are presented by answering the 
research questions. In that sense, this thesis is beginning to explain the issues that have been 
described. This makes our study mainly descriptive but with exploratory and explanatory 
touches. 
 
 

4.2 Research Approach 
 
 
Qualitative vs. Quantitative Research Approach 
Qualitative Interest Group of Market Research Society (1992, quoted by chistan, 1997) says 
that qualitative research to be a ‘wide-ranging technique encompassing many different 
approaches, and can range from large, time-consuming Government/social research 
contracts to pre-testing of consumer advertising’. According to Chisnal (1997) the essence 
of qualitative research is that it is diagnostic; it seeks to discover what may account for 
certain kinds of behaviour; for example, brand loyalty. According to Malhotra (1996) 
qualitative research is an unstructured, exploratory research methodology based on small 
samples that provides insights and understanding of the problem setting.  
 
Where as Quantitative research (Malhotra, 1996) seeks to quantify the data and, typically, 
applies some form of statistical analysis.   
 
The typical differences in both the approaches can be seen below 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 4.2 Qualitative vs. Quantitative Research, Chisnal (1997, P-164) 
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While conducting our study we found Qualitative research fulfilling our requirements, since 
we are conducting research on behaviours not on figures. 
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Alvesson & Sköldbery (1994 quoted by Johan) discusses about three ways to draw 
conclusions 

a) Inductive 
b) Deductive 
c) Abductive 
 
 

Using inductive method can draw general conclusions from the empirical findings. It is 
commonly used when there are few established theories in the study field; the research 
purpose is to form a new theory. Deductive method implies the drawing of conclusion 
perceived as valid if it is logically connected. Usually in deductive studies, already 
established theories and literature is used as a foundation for the new research.  
 
In abductive approach, the researcher starts from the empirical facts, as in the inductive 
approach but do not rejects theoretical pre-conceptions. Abduction follows the way that a 
separate case is interpreted according to the theoretical overarching pattern that, if it was 
true, explains the case. The observations should then be confirmed through new 
observations (Alvesson & Skäldberg, 1994).  
 
 
Three approaches are graphed below  
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Experiment 
Malhotra (1996) views it as when the researcher manipulates one or more independent 
variables and measures their effect on one or more dependent variables, while controlling 
for the effect of extraneous or irrelevant variables. Zikmund (1994) holds that experiments 
have the greatest potential for establishing cause-and-effect relationships. Experimentation 
allows investigation of changes in one variable, such as sales, while manipulation one or 
two other variables, perhaps price or advertising, under controlled conditions. He further 
argues that experimental control provides a basis for isolating causal factors by eliminating 
outside influences.  
 
Observation 
Zikmund (1994) says that a systematic process to record the behavioural patterns of people, 
objects, and occurrences without questioning or otherwise communicating with them. He 
further tells about different observable contents: physical action, verbal behaviour, 
expressive behaviour, spatial relations and locations, temporal patterns, physical objects and 
pictorial records.  
 
Case study 
Zikmund (1994) holds that purpose of case study is to obtain information from one or a few 
situations that are similar to the research’s problem situation.  
 
Pilot study 
According to Zikmund (1994) this type of study is used for small-scale exploratory research, 
it uses sampling but does not apply rigorous standards.    
 
The discussion above holds different types of research strategies. We used case study for 
our study. As we had decided to use a qualitative approach and we got information from 
different situations, case studies are shown to be the most appropriate choice for our thesis. 
Further supporting for the choice of case studies is that the research was conducted in three 
banks, by looking on several issues and this made us unable to draw any general 
conclusions but rather generalize to theoretical propositions.  

 
4.4 Sample Selection 
 
The choice of sampling technique is depend on the feasibility and sensibility of collecting 
data to answer the research questions and to address the researchers’ objectives from the 
entire population (Saunders et al, 2000). According to Saunders et al (2000), purposive or 
judgmental sampling enables to use the judgment to select cases that will best to answer the 
research questions and meet the researchers’ objectives. Purposive sampling may also be 
used by researchers following the grounded theory approach. 
 
In order to suite our research purpose, the sample collection followed by some judgemental 
criteria. Thus, we use purposive or judgemental sampling technique for our study. Before 
collecting the data we outlined sample selection criteria. As mentioned before that B2B 
CRM in Banks, which holds the first criteria that the organization we will be dealing with 
must be a bank. Since we were working on B2B CRM that why we formed the second 
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criteria that bank must be dealing with corporate customers.  Our third criterion is that they 
must be using CRM as separate department. 
 
In this regard we collected a list of different organizations and by applying third criteria 
immediately excluded all the organizations other than bank from the list. Then we applied 
third criteria and excluded the banks that don’t have a separate or combined CRM 
department in the bank. At last we used our second criteria and excluded the entire banks 
that are not dealing with their corporate customers.  
 
After short listing we had almost 10 banks left with us. But the task was not finished here, 
we had long way to go. We started making contacts with bank by using emails and 
telephones. Finally we got succeeded in getting three banks: SEB, Handels bank and. 
Nordea bank. We checked our sample criteria again, and found that the entire tree banks are 
fit our criteria and are the best choice of us.  
 
 

4.5 Data Collection  
 
According to Chisnall (1997) efficiency of research depends upon reliable and valid data 
collection. According to Malhotra (1996) data collection or fieldwork involves staffs that 
collect data by personal interview (in-home, mall intercept, or computer-assisted personal 
interviewing), from an office (telephone, or computer-assisted telephone interviewing) or 
through mail (traditional mail or mail panel surveys with pre-recruited households).  
 
Tull (1990) talked about primary data which are collected expressly to help solve the current 
problem. Chisnal (1997) describes primary data as data that has been collected for the first 
time either by one or more by the use of observation, expérimentation and questionnaires. 
Saunders et al (2000) believe that the use of interviews can help to gather valid and reliable 
data that are relevant to the research questions and objectives. Chisnal (1997) has described 
two types of questions, as open-ended or free-answer or free-response, in which the 
interviewee can answer the question in detail using his own words.  Closed-ended questions 
in which the interviewee has to make a choice in Yes/No or Good/Bad etc.
 
Chisnal (1997) explains that Secondary data is existing information that may be useful for 
the purposes of specific surveys. This type of data can be available: Internally and 
Externally. Saunders et al (2000) considered that secondary data can provide a useful source 
for your research questions. Secondary data include both raw data and published summaries 
(Saunders et al, 2000). 
 
We used both types of data, primary data and secondary data, since our face-to-face and 
telephonic interviews were source of primary data, and web site data was our source of 
secondary data. The primary data can be considered as qualitative data since the 
correspondent’s opinions and point of view had a great importance of the outcome of this 
study. The data is also based on meanings expressed through words and not derived from 
numbers. 
 
In this research, we made three personal interviews. The personal interviews lasted between 
50 to 60 minutes and were conducted in English, which the business language worldwide. In 
the interview we followed the interview guide (see appendix) but we also asked few 
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questions which we felt were relevant to the interview. In our study we used free-response 
interview with open-ended questions. So that interviewee has the free choice of words and 
can express about the phenomenon freely.  
 
 

4.6 Data Analysis Method 
 
Qualitative data are based on meanings expressed through words. The collected data 
required classification and analyzed through the use of conceptualization (Saunders et al, 
2000). 
 
According to Miles and Huberman (1994), there are two types of analysis, within case 
analysis and cross case analysis. In a within case analysis, collected data in a single case 
will be compared with previous theory in order to identify differences and similarities. 
However, cross case analysis is to be able to compare the single cases with each other and to 
increase generalizability. At a deeper level, the aim is to see processes and outcomes across 
many cases to understand how they are qualified by local conditions and thus to develop 
more sophisticated descriptions and more powerful explanations (Miles and Huberman, 
1994)  
 
In this research, both within case analyses and cross case analysis will be conducted. First, 
each case will be analyzed separately and compared with previous theory. This analysis will 
follow the same structure as the frame of reference. Second, the three single cases will be 
compared with each other in a cross case analysis, following the same structure as the frame 
of reference. Matrices, in the form of tables and figures, will be used in order to visualize 
the collected data for a better understanding for the reader, as recommended by Miles and 
Huberman (1994). 
 
 

4.7 Methodology Problem 
 
4.7.1 Validity & Reliability 
 
In order to ensure that the results from the interview are valid, a research measures must 
also be reliable. But if it is reliable, it may or may not be valid. Hence, reliability is a 
necessary but not sufficient condition for validity.   
 
Reliability 
According to Chisnal (1997) Reliability refers to the stability and consistency of the results 
derived from research; to be probability that the same results would be obtained if the 
measure used in the research were replicated. 
Reliability can be tested by the following methods 
 

1. By repeating a given test and comparing the two measurements (test-re-test). This is 
done by calculating the correlation between the results of the replicated and original 
tests.  

2. By comparing measurements on two comparable forms of the same test (equivalent 
forms). 
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3. By the traditional method of comparing measurements on one-half of the test with 
those noted on the other half, the result being expressed as a coefficient of 
correlation (spilt-half).  

 
Validity 
Chisnal (1997) notes that validity refers to the extent to which it is free from both random 
and systematic errors, and measures what it is supposed to measure. Validity of a test 
depends upon suitable external criteria being available, and it can be determined by any or 
all of the following methods: 
 

1. Content validity: established by the personal judgments of experts in the particular 
field. 

2. Concurrent and predictive validity: involving matching test results against some 
external criterion; there appear to be few cases of this type of validation.  

3. Construct validity by testing ‘known’ groups or types of respondents who could 
reasonably be expected to hold certain attitudes that differ towards some defined 
objects.   

 
 
We collected most of the data during an interview with our correspondent at the three banks. 
In order to improve the reliability of this interview we sent the interview guide to our 
correspondent in advance. He/she had time to prepare for the interview and we offered him 
to contact us if there were any uncertainties. We all took individual notes that we later 
compiled and discussed to assure that we had understood everything correctly. We came 
across a few uncertainties and decided to contact our respondent again to clarify those issues. 
We checked our data to be reliable by keeping in view what Chisnal (1997) said, we 
compared our answers each other so that to check, is there any thing said differently or is 
the interviewee going to some other direction totally different from our research.  
 
We looked at validity by keeping in mind the ‘Content validity’. To increase the validity of 
the interview we sent our correspondent the questions in advance. By doing this the 
correspondent probably gave us more accurate answers. We also let the correspondent 
choose English when the interview was held. He/she had no problem giving it in English. 
We were very satisfied with that since both of us have small knowledge about Swedish. The 
interview confirmed that our correspondent was the right person at the bank to talk with. 
He/she was familiar with the terms used in our questions and answered them in a good way. 
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5. Empirical Findings 
 
In the previous chapter, the research methodology was discussed. In this chapter, the 
empirical data collected from our three sample banks will be presented. The three 
investigated banks are SEB, Nordea and Handels bank. The data is collected based on our 
conceptualization and frame of refrence in chapter three. Each section will start with short 
information about bank, and thereafter, the data collected from the interview will be 
presented in the way to answer the four research questions of this study. 
 
 

5.1 SEB Bank 
 
The SEB Group is a North European financial banking group for companies, institutions 
and private individuals. Bank’s main activities consist of banking services.  
 
SEB has 670 branch offices through out Sweden, Germany and the Baltic States and more 
than 4 million customers, of whom 1.6 million are e-banking customers. The Bank is 
representing in some 20 countries around the world and has a staff of about 18,000. 
 
SEB supplies financial services and products to major Nordic corporate and financial 
institutions. Around 2,000 people work at Merchant Banking, which operates in 12 
countries. 
 
With its strong international network and local establishments in both Germany and the 
Baltic region, SEB constitutes a strong international partner for companies and 
organisations. SEB has attained this position by offering the best services and products and 
thus contributing to the growth of its customers.  
 
SEB’s lasting and close business relationships with Sweden's leading multinational 
companies has involved continuous product development, with services and products at the 
cutting edge of technology, and this will also benefit the bank’s other corporate customers.  
 
Due to SEB’s operations in Germany and the dynamic Baltic region, the bank is following 
its corporate customers out into the world. This takes place with the same high service level 
and customer-oriented solutions as in the companies' domestic market. This is all to help its 
customers, the companies, to grow”. 
 
SEB’s business concept is to offer financial advice and to handle financial risks and 
transactions for companies and private individuals in a way that creates customer 
satisfaction, while giving shareholders a competitive return. It shall furthermore contribute 
to fostering the view of SEB as a good citizen of society. 
 
It is SEB’s vision to be a leading North European bank, based upon long term customer 
Relations, competence and e-technology 
 
SEB’s strategy is to keep building on the Group’s traditional factors of strength as a 
financial partner to companies and financially active, demanding private individuals and to 
consolidate its position in its present markets. The following three areas continue to be of 
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top priority: Increased customer satisfaction, Improved co-operation and cross selling within 
the Group, Increased cost efficiency (www. seb. se) 
 
 
5.1.1 CRM Definition 
 
Grunar wijkmark, the head of CRM department, defines CRM as 
 
“Marketing, sales and support system to applied from customers to customer basis.  
Offering the right service to the right customers at the right time.” 
 
The bank has a broad vision about CRM, when it came to the application of CRM; the bank 
looked at competitors, multi channel environment and the customer satisfaction, because 
these are external environment ingredients. These are the forces that motivate any 
organization to restructure the business philosophy. 
 
 
5.1.2 CRM Process 
 
The bank handles the CRM process in a technical way, by collecting the information about 
its customers from data warehouse and customer meetings, the information includes the 
market position of the customer (business), the management, what type of contracts the 
customers is signing in and how much, what type of credit the customer wants.   
 
The bank uses the collected information for analysis, which finally helps to form a strategy 
and to introduce new customer offers that will suit most of the customers. Through broad 
product offering the bank help companies release capital through efficient payment routines 
and create conditions for growth with the aid of a number of different financing solutions. 
The bank also offers the corporate customers a number of different investment options to 
create the best yield for excess liquidity. When it comes to customer offers, the bank offers 
most of the services to all the customers but there are some unique offers which the bank 
provides the selected customers according to their business needs. Branch has a major role 
in these offers because bank feels that the branch is sitting in front of customer not the head 
office, so branch has better understanding about its customer. 
 
The bank uses branch, phone, web site, email, direct mail and advertising channels to 
interact with its customers. Because the bank feels that different customers have different 
business setup and it is good to exploit different channels to bring most of the customer 
segment into the bank umbrella. 
 
One of the most important strengths of bank is the ability to meet the customers at an early 
stage of their internal and external financial processes. This has meant long-term 
relationships with customers at the very cutting edge of the market. The bank is working on 
customer-oriented strategy rather than the old push philosophy.  
 
“The basic goal to interact with customer is customer, share holders and staff satisfaction; 
we monitor the customer very closely and react when the customer needs us, whether it is a 
need for credit or any other business problem.” (Grunar wijkmark) 
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The customers can hook up the Internet and phone around the clock and can use the bank 
service. 
 
“When it comes to perform CRM, we take following steps and we feel that all the steps in the 
CRM application, are important, and no step can work without the help of the 
other”(Grunar wijkmark) 
 
 
 
                                                                                             
                      
                   
 
Figure 5.1 CRM
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“We believe that technology is very crucial to be the customer-centric in the next coming 
days” (Grunar wijkmark) 
 
 
5.1.4 CRM Organizational Structure and People 
 
SEB’s organizational structure is a combination of centralized and somewhat decentralized, 
while making the strategy the head office is independent, but it leaves some soft corner for 
the branches so that they can accommodate their local customers according to their 
circumstances. A separate department coordinates the entire CRM process, which is 
responsible for making strategies and following it up.  
 
The organisation is divided into client teams comprising client executives and account 
managers. The department's responsibilities are to co-ordinate and develop business with 
customers. Trainees will be assigned to client teams, which work closely with one or more 
client executives. The position entails analysis, contact with customers and a strong internal 
network. Local branch looks into the customer’s different needs modifies its offers and 
presents it to the desiring customers.  
 
The bank has different trainings programs to enhance its staff’s skills, the training program 
called sales and strategy, which also includes the CRM segment, is designed for the staff in 
the marketing, advertising and CRM departments. 
 
 

5.2 Nordea bank 
 
Nordea bank is the largest financial services group in the region with approximately EUR 
262 billion in total assets. It is also a world-leading Internet banking and e-commerce 
operation with 3.9 million customers. Significant positions in Nordic banking markets: 40 
per cent in Finland, 25 per cent in Denmark, 20 per cent in Sweden and 15 per cent in 
Norway. (Nordea.com) 
 
Nordea markets handles trading, research and sales of fixed income products, foreign 
exchange products, money market, commodities, corporate bonds and credit derivatives, 
equity and index-linked fixed income products, foreign exchange and fixed income 
derivatives as well as debt capital markets products. Nordea was the second-largest lead 
arranger of international corporate bonds for non-financial issuers in the Nordic market in 
2003. Nordea's market share is 12.9% against Citigroup's 18.4%. None of the other large 
Nordic banks have come even close to that. (Nordea.com) 
 
It has the largest customer base of any financial services group in the region, including 9.6 
million personal customers, 930,000 corporate customers and 1000 large corporate 
customers. And It has a leading asset manager in the Nordic financial market with EUR 126 
billion (including private banking) under management.(Nordea.com) 
 
The most comprehensive distribution network in the region including 1,209 bank branch 
offices and leading telephone banking and Internet services. The Nordea share is listed in 
Stockholm, Helsinki and Copenhagen. At present Nordea bank employs about 30,000 
financial services professionals (Nordea.com). 
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5.2.1 CRM Definition 
 
Niclas Snällfot, the corporate relationship manager views the CRM as a personal interaction 
with customers. He segments the B2B customers into three parts: small sized customers, 
middle sized customers and big sized customers. They spend a lot of energy and attention to 
their customers’ needs, especially when they do business with the middle and big sized 
customers, since they think big company can bring more profit to them. 
 
Nordea try to remove the financial barriers facing their customers. They help them meet 
their goals and realise their plans. When customers meet their goals, Nordea meet theirs, 
says Niclas Snällfot. 
 
 
5.2.2 CRM Process 
 
E-Markets are Nordea’s global Internet portal containing all electronic services offered by 
Nordea Markets. The portal comprises online trading, research material, market information, 
financial data, quantitative financial tools etc. On the research and information side, the 
portal offers access to streaming quotes, all research publications and news written by 
Nordea analysts and dealers as well as an event calendar including historical charts and 
forecasts of important key figures. 
 
In addition, the portal provides access to real-time news from Dow Jones and various 
Nordic newsvendors. Before accessing to their customers, the relationship managers of 
Nordea bank will check the bank database system to gather information and search the 
public information as well as the customer company’s homepage. 
 
Within the appropriate business context, Nordea familiarises itself with the customer's 
financial standing, experience and objectives. Nordea provides understandable information 
on the services provided. Their ambition is to always ensure that the customer knows what 
he is deciding and understands the potential consequences. 
 
After gathering the customers’ information, Nordea will decide who the right customers are 
and when to deal with them. They provide tailor-made solutions in clearing, payments, 
accounts, and other international products, focusing on the customer's needs. The products 
are offered to the banks themselves and also to their corporate and retail customers.  
 
They view their customers as their focal point. They aim to create a common mindset and 
provide knowledge and advice based on customer needs - at the operational, tactical or 
strategic level. This is the reason why specialists are often assigned to help their customers. 
Regularly contact with the Markets Relationship Manager and the connection with other 
advisers and specialists ensure that competencies constantly reflect customer needs at all 
levels.  
 
When come to the interaction, Nordea uses as many channels as they can to reach their 
customers. It includes: call centre, ATM, sales person, branch and internet. Within these 
channels, they prefer to contact heir customers face to face. They think that face to face 
discussion can gain a better understanding of their customers and easy to communicate with 
them. For the big customers, they will visit them frequently, almost once a week. For the 
small customers, the visit times will be less.  
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Conflicts of interest between Nordea and its customers are identified and prevented or 
managed so that customers are justly treated. Nordea has procedures for the processing of 
complaints, and provides instructions on how to file a complaint and responds to them 
within a reasonable time. 
 
Nordea will do survey about the customers’ satisfaction every year. They will send their 
questionnaires to their customers. By doing so, they will evaluate if they meet their 
customers’ satisfaction or not. 
 
Nordea's long-term success is based on trust and confidence. To uphold trust and confidence 
they insist that their behaviour supports the values they stand for.  
 
 
5.2.3 CRM Technology 
 
Nordea bank uses CRM technology when interacting with the B2B customers, it includes: 
Call centre Automation, Data warehousing, Email Management, Field Service Automation, 
Marketing Automation and Contact management. 
 
The largest bank in the Nordic region, Nordea has six contact centers in Sweden, four in 
Finland, and two in Denmark. They received and responded to more than 500,000 calls per 
month from 2.4 million customers via phone and online. The goal was to improve customer 
service.  
 
Nordea bank offers a wide range of concepts and Internet-based tools to support and 
enhance customer decision-making processes. Their concepts and services are constantly 
developed and refined to meet the changing needs of their customers. 
 
The data and tools on e-Markets are provided through Nordea Analytics. Analytics offers 
state-of-the-art analytical functionality in pricing, risk management, trading strategies, and 
market overview and portfolio analysis. The applications have been developed as Excel 
spreadsheets to ensure maximum flexibility and easy integration with company risk 
management and reporting systems. 
 
By using CRM technology, Nordea can provide customers more knowledge about the bank 
and also get more customer information. According to Niclas Snällfot CRM technology not 
only saves organization money but also makes work easier, as well as improves customer 
experience. 
 
 
 5.2.4 CRM Organizational Structure and People 
 
The Group's business organisation includes three business areas: Retail Banking, Corporate 
and Institutional Banking, and Asset Management & Life. Each business area is responsible 
for financial results, customer relations, distribution, products and business development 
and support.  
 
According to Niclas Snällfot, Nordea pays a lot of attention to the customer relations’ area. 
Nordea’s CRM structure includes corporate sales department and corporate relationship 
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managers. Corporate sales department is responsible for the whole CRM process and will 
guide the corporate relationship managers. Corporate relationship managers identify the 
right customers and the investment opportunities and decide when the offer shall be 
introduced to the customers. Then it is their responsibility to interact with the customers. 
 
Nordea as an employer gives all new employees a good start to their careers by offering a 
structured approach to their future career development with the New Employee Introduction 
program. Moreover, Nordea have its own unique and versatile program, the Nordea Trainee 
Program. The Nordea Trainee Program acquaints the employee with the Group's strategies, 
customs and business areas and in this way may help them to find the business area where 
their personal strengths and skills will be of best use. 
 
Nordea consider practical work to be the best way to build competence. Besides this they 
offer employees enough time to reflect on their experiences and to focus strictly on learning. 
The ability to learn and build competence necessitates access to all relevant information. 
They therefore value clarity and openness in conducting different activities across the 
organisation.  
 
When organising training and other learning processes, Nordea offers the best up-to-date 
mixed learning approaches available. People are different, hence the need for a variety of 
learning strategies. Learning tasks are different, demanding variable approaches. Therefore 
a variety of ways to learn are available including on-the-job learning, traditional classroom 
work, workshops, and work supervision and mentoring, self-studies, network based learning. 
All these approaches are used in combination according to the needs of the individual 
learner and his or her specific job.  
 
Nordea also believe that maintain a balance between work and leisure, and work can and 
should be fun. By following this code employees will strengthen Nordea's reputation and 
contribute to their goal of being the leading financial services group in the Nordic and Baltic 
Markets. 
 
 

5.3Handelsbank 
 
Handelsbanken is a Nordic, universal bank with a highly decentralized organization. The 
heart of the bank is its large network of branches. The basic concept is that the organization 
and work methods are based on the branches’ responsibility for individual customers. The 
branches have total responsibility for all customers in their respective geographic areas, 
including major corporate clients. The branches coordinate the central and regional 
resources needed to give customers the best possible service. Handelsbanken prioritizes 
high service along with the goal of having the lowest costs compared with all the other 
Nordic banks.  
 
Handelsbanken is a universal bank, i.e., it covers the entire banking area: traditional 
corporate transactions, investment banking and trading, and retail banking including 
pensions and life insurance.  
 
Handelsbanken’s business units consist of the Branch Office Operations (including finance 
company services such as leasing and factoring, and Stadshypotek Bank), Markets 
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(including Capital Markets, which conducts trading in the money and foreign exchange 
markets, corporate finance and equity trading, and Markets International, which conducts 
trade financing and banking outside the Nordic region and the U.K.), Asset Management, 
and Pensions and Insurance.    (http://www.industrivarden.net) 
  
Handelsbanken is one of the leading banks in the Nordic region with total assets in excess of 
SEK 1,300 billion and profits of SEK 11.6 billion in 2003. The Bank has around 9,000 
employees. 
 
Handelsbanken’s overall objective is to have a higher return on equity than a weighted 
average of the other listed Nordic banks. If this target is met, an amount corresponding to a 
maximum of 25% of the bank’s dividend (15% starting in 2004) is allocated to the 
Oktogonen Foundation, Handels-bank’s employee profit-sharing system. A significant 
portion of the foundation’s assets are invested in Handelsbanken stock.  
Handelsbanken’s higher profitability is intended to benefit its share- 
holders through higher dividend growth than the average for other Nordic banks.  
Profitability is always more important than volume. In the bank’s lending activities this 
means that credit quality may never be neglected in favour of a large lending volume. 
Handels bank aims to have the most satisfied customers of the Nordic banks.  
(http://www.industrivarden.net) 
 
Handelsbanken Markets has been using intelliMATCH since 2001 for the matching of cash 
accounts, securities holdings, and nostro transactions.  The bank, which processes almost 
20,000 transactions each day, has replaced its confirmations matching system and is now 
using intelliMATCH for the majority of its reconciliations.  "The consolidation of our 
reconciliation processes on a single platform helps reduce our total cost of ownership and 
improve operational efficiencies.  It is important to have accurate confirmations matching, 
and having a single solution for most of our reconciliation processing helps achieve greater 
control over transactions and helps improve operational risk, as we are able to define the 
matching requirements in line with our best practices.  Plus we are able to add more 
business volume with less staff," commented Lars Hellqvist, IT manager of trading 
services."We are pleased that our customers see benefits from our solutions.  We are 
committed to providing our customers with best-of-breed solutions that meet and exceed 
their business needs," commented Matt Mandalinci, president of SunGard eProcess 
Intelligence. (http://www.sungard.com) 
 
 
5.3.1 CRM Definition 
 
Anna Niklasson, Bankkammrer, looks CRM as the key to success and says we are following 
customer-oriented approach by treating every customer as individual. 
 
The banks is concentrating towards branches instead of centralized management, branches 
are responsible for their business, in other words for their customers. The branches treats 
every customer as individual, the branch has different set of service packs to different 
customers, according to their business needs and location.  
 
The banks sees long term relationship as a key to the success and survival in the market, 
though some of long term relationship have less income for the time being but bank sees 
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more income in the future. Bank also believes in lowering the cost and increasing the owner 
worth. 
 
 
5.3.2 CRM Process 
 
At the relationship evolution stage, bank uses official economy figures, tax figures, past 
three year figures, website, Personal relations, and news papers or journals to gather 
information about new or old corporate customer. The information includes new contracts 
by different companies, new assets, financial statements or other information which can be 
helpful to know more about the management, market and business position of a potential 
business customer. The bank believes that before making any contract with any company, it 
is good to look at the management behind that company because  
 
“A bad management can spoil a good business plan and a good management can lift up a 
very bad idea.”(Anna Niklasson) 
 
When it comes to customer offerings, bank deals it in a very tactical way.  
 
“We don’t provide every service to every customer; we have a very deep understanding of 
each customer requirements so design a very unique service for our every individual 
customer, which is according to his business needs. This makes him different from the 
others. When we introduce a new service, we plan it well and we offer it to selected 
customers who will really benefit from it. ” (Anna Niklasson)  
 
For interaction, the bank uses different channels according to requirements of its customers. 
These channels include telephone, call centre, branch, ATM, internet, field based manager. 
Branch channel is the strongest channel according to the bank resources. By using these 
channels the bank establishes relationship with its customers and helps them in plan their 
business by getting into Credit contracts at the right time or the time when they need it. 
 
Bank feels that establishing a relationship requires mutual trust because financial services 
are business of confidence. To establish this confidence the bank contacts with its and 
competitors customers and tell them what the market position and what their business needs 
at this time, some times the customers contacts and tell what they need. To maintain this 
confidence environment, the gradually introduces different services and offers to different 
customers. The bank also keep record or all the challenges which the customers are facing at 
the moment and while preparing new offers put those challenges in front of it. Some times 
the customer also contacts with the bank and tells that his business has these problems, if the 
bank don’t have the solution at that time, the bank takes some times makes the solution and 
offers the package to the business. 
 
The bank feels that in the CRM process that includes Market planning, Customer interaction, 
Knowledge discovery and Analysis& Refinement are all the four steps important. Every 
step follows the other and the whole process will collapse if we skip any one of it.   
 
The bank relies on the official figures about the quality standards, and the bank is positioned 
as number one, by the official surveys. The bank has the time challenge to maintain the 
relationship. The cope with this challenge the bank closely works with the customer and 
listens carefully what customers want. 
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 5.3.3 CRM Technology 
 
“Technology has made the industry very competitive.”  (Anna niklasson) 
 
The bank is using online banking by using which customers can pay bills, transfer money. 
The bank has also introduced electronic voucher by using which business to business 
transactions are getting very easy. All the online services are interactive and take place on 
the same time the customer wants. The bank is using data base enabled soft wares to keep 
record of all the customers. In this way the bank is keeping record of all meetings, 
discussions and results of those meetings. The bank keeps on making the notes in its 
database and after some time when needed, consults those notes. 
 
The bank is using these types of soft wares to interact with its customers: Call Centre 
Automation, Data Warehousing, Email Management, Marketing Automation, 
Personalization, and Sales Force Automation. 
 
Bank is looking towards the technology as Customer-Centric Processes. By using 
technology the customer can contact with the bank very quickly, can get better information 
and help. And by using technology organizations and the bank can have win-win situation. 
 
 
5.3.4 CRM Organizational Structure and People 
 
Handelsbanken’s organizational structure is decentralized because the management believes 
that the branch has direct interaction with the customer so branch is the only who knows 
exact situation about its customers. Further in the branch the branch manager and the 
assistant branch managers are responsible for all the activities including: Identification of 
right customers and investment opportunities, Development of right customer offer, 
Decisions about the time of new customer offerings, Customer interaction. 

 
Branch is working on customer oriented business strategy. They have put the customer at 
the first priority. The CRM organization of Handels bank is described as figure 5.2 
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The bank is looking towards the technology as the driving force of all the business process 
in the financial industry. And the bank is preparing it self for the future technology 
challenges by investing in it.  
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6. Data Analysis 
 
In the previous chapter, the data collected in this research was presented. In this chapter 
the data will be analyzed. Data will be analysed in two parts, firstly a within case analysis 
will be done where the data will be compared with the previous theories. Secondly a cross 
case analysis, where all the three cases will be compared with each other. The analysis will 
be presented in a way that addresses the four research questions of this study. 
 

6.1 Within Case Analysis of SEB 
 
In the following part we discuss the SEB’s views about CRM by comparing those theories 
present in previous chapters. 
 
6.1.1 CRM Definition and Benefits in SEB 
 
SEB looks at CRM as marketing, sales and support system supported by Dr. Robert Shaw 
(1999) looking CRM as integrating the activities of marketing, sales and service to achieve a 
common goal. SEB applies CRM from customer to customer base by offering the right 
service to the right customer at the right time. SEB looks right service that fits the 
customer’s needs and right time when customer needs that service. According to SEB, it not 
only looks into its internal environment, which includes its management goals, but also 
closely monitors its external environment, competitors, multi-channel environment (new 
technologies) and level of customer satisfaction which is theoretically explained by Sehrif 
(2002) ‘to compete with newly increasing competitive pressures, financial institutions must 
recognize the need of balancing their performance by achieving their strategic goals and 
meeting the continues volatile customer needs and requirements’.  
 
Table-6.1 How SEB define CRM 

CRM Marketing, Sales & 
Support 

Definition/ View  
Source: Author’s own construction 
 
SEB looks towards its goals by having long-term relationships and satisfying customers in 
the globally changing competitiveness supported by Sherif (2002) by saying ‘focus on 
managing customer relationships, and in particular customer satisfaction, in order to 
efficiently maximize revenues’.  
 
Table-6.2 How SEB looks towards CRM benefits 

Why/Benefits of CRM SEB 
Long-term relationship               

 
Reduced 
Handling/transaction cost 

 

Success & survival in market  
Higher customer profitability  
Customer retention & loyalty  
Customer Satisfaction  
Source: author’s own construction 
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6.1.2. CRM Process in SEB 
 
SEB has two major activities while dealing with its customer base, Firstly at the central 
level by collecting customer information, analyzing and forming new and modifying old 
strategies to enhance customer relationship and satisfaction level with customers. Secondly 
SEB gets knowledge about customers at the branch level.  
 
Knowledge Discovery 
SEB is discovering knowledge about customers by collecting the information about its 
customers from data warehouse and customer meetings. Swift (2001) has same view.  
 
Market Planning  
Following Swift (2001), on the second stage SEB uses the collected information for analysis, 
which finally helps to form a strategy and to introduce the right offer, at the right time, using 
the best channel. 
 
Customer Interaction 
At this stage customer related information and offers are managed by using different 
channels and front office applications (Swift, 2001). 
 
When it comes to customer offers, the SEB offers most of its services to all the customers 
but there are some unique offers which the bank provides only to the selected customers by 
using channels, the bank feels that different customers have different business setup and it is 
good to exploit different channels to bring most of the customer segment into the bank’s 
umbrella. The customers can hook up the Internet and phone around the clock and can use 
the bank service. 
 
Analysis and Refinement 
At the analysis stage bank not only just apply the CRM and then follow it up. Bank 
conducts telephonic surveys, gets responses from its customers and analyses and refines its 
products.  
 
Awareness 
SEB gathers information about different new customer. In the same way there are also who 
contacts with SEB to get some information. This is in accordance with Dwyer (2001) 
relationship evolution process. 
  
Exploration 
SEB collects information using customer’s website, news papers, meeting, trade shows or 
from any other source. At this stage relationship is at its early stage and is also weak Dwyer 
agrees with this (2001). 
 
Expansion 
We saw Dwyer’s (2001) this stage when SEB signs contracts with its new customers. These 
contracts can be from an account opening to some credit deal. 
 
Commitment 
In line with Dwyer’s (2001) commitment, SEB enhances its co-operation with its customers,  
offers them different communication channels according to their needs and enters into big  
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and repeating contracts. At this stage relationships are grown up and are getting strong. 
 
Dissolution 
Some customers prefer to end deals with SEB, but SEB keeps on tracking these types of 
customers and looks into their business problems and presents them new offers with the 
purpose of re-intention. It is in line with Dwyer (2001).  
 
 
Table- 6.3 Relation ship evolution process in SEB 
 Awareness  Exploration  Expansion  Commitment  Dissolution/ 

Re-intention  
Relationship 
evolution 

     

Source: author’s own construction 
 
 
6.1.3 CRM Technology in SEB 
 
By using IT, SEB is facilitating and enhancing its relationship with customers by providing 
various customized offers. By using SEB’s web site organizations can check accounts, pay 
utility bills or other payments at any day, any time that is theoretically supported by 
Reynolds (2002).  
 
SEB is using different type of computer applications at different levels, like front-end 
applications that the employees at bank uses while interacting with the customer. The higher 
management uses the analytical applications while forming the strategies. And finally, they 
use the databases to store customer information for future use.  
 
SEB is using these technologies to interact with its customers shown in table below: 
 
Table 6.4 technology usage at SEB 
CRM applications  Usage 
Call Center Automation   
Campaign Management   
Contact Management   
Data Warehousing   
Email Management   
Field Service Automation   
Knowledge Management   
Marketing Automation  
Personalization  
Sales Force Automation  
Source: author’s own construction 
 
The bank views CRM technology as customer-centric process and it helps the bank to 
automate the whole processes other wise it is impossible to handle all the information 
manually. SEB believes that without technology is very crucial to be the customer-centric.  
 
 
6.1.4 CRM Organizational Structure and People 
 
SEB’s organizational structure is a combination of centralized and decentralized. When 
making the strategy the head office is independent. When dealing with the local customers, 
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branches have somewhat authorities according to their circumstances. Local branch looks 
into the customer’s different needs modifies its offers and presents it to the customers.  
 
The CRM organization of SEB bank is described in table6.7 
 
Table 6.5 the CRM organization SEB bank  

Roles Swift’s CRM organization CRM organization of SEB bank 
(Sweden) 

Coordinates the entire CRM 
process 

The CRM Marketing VP Client team 

Identify the right customers The CRM Marketing Analyst(s) 
 

client executives and account 
managers 

Develop the right offer The CRM Campaign Manager 
 

client executives and account 
managers 

Decide the right time The CRM Segment Manager client executives and account 
managers 

Interact with customers using 
the right channel 

The channel Manager(s) 
 

client executives and account 
managers 

Source: Author’s own construction 
 
People in SEB bank share a process to complete the activities and tasks required for success 
which is in accord with Swift (2001). 
 
The bank use training programs, called sales and strategy, to enhance its staff’s skills, the 
training program includes the CRM segment designed for the staff in the marketing, 
advertising and CRM departments. Paid to attracting, training and motivating employees are 
the significant attention in SEB bank which is supported by Peck (1999).This is also in line 
with Foss (2002) “enough resources must be allocated to the training, coaching and 
measurement” and Galbraith(1997). 
 
 

6.2 Within Case Analysis of Nordea 
 
At the following stage we discuss the Nordea’s views about CRM by comparing those 
theories present in previous chapters. 
 
 
6.2.1 CRM Definition and Benefits in Nordea 
 
Nordea define CRM as personal interaction with its customers. Greenberg (2003) has the 
same view about CRM by saying ‘a business strategy, supported by a system and a 
technology, designed to improve human interactions’.  Nordea looks towards its customers 
by segmenting into sizes, small, middle and big. According to Nordea Small and big 
organizations are served by providing them standard products, but big organizations are the 
one who need extra attention therefore we have to create distinguished products for them.  
 
Table-6.6 How Nordea bank define CRM 

CRM Personal Interaction 
Definition/ View             
Source: author’s own construction 
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Nordea looks towards customer retention and loyalty, Nordea believes that a retained and 
loyal customer will decrease their handling cost and increase profitability theoretically 
Crosby (2002) supports it by saying ‘long term customers are less costly to serve and more 
profitable’.  
 
Table-6.7 How Nordea bank looks at CRM benefits 
Why/Benefits of CRM Nordea 
Long-term relationship  

Reduced 
Handling/transaction 

cost 

 

Success & survival in 
market 

 

Higher customer 
profitability 

 

Customer retention & 
loyalty 

 

Customer Satisfaction  
Source: author’s own construction 
 
 
6.2.2. CRM Process in Nordea 
 
Knowledge discovery 
Before accessing customer, Nordea checks the bank’s database system to gather information 
and search the public information as well as the customer company’s homepage to gather 
customer information. Within the appropriate business context, Nordea familiarises itself 
with the customer's financial standing, experience and objectives. Nordea provides 
understandable information on the services provided. This is in accord with what Swift 
(2001) says about Knowledge discovery “enables marketing personnel better analysis of the 
detailed customer information of historical information and customer characteristics for 
better decision-making”. 
 
Market planning 
After gathering the customers’ information the bank decides who the right customers are, 
and when to deal with them. Nordea offers their business customers tailor-made solutions, 
focusing on the customer's needs. Bank views its customers as its focal point and aims to 
provide knowledge and advice based on customer needs - at the operational, tactical or 
strategic level. Regular contacts with the Markets Relationship Manager and the connection 
with other advisers and specialists ensure that competencies constantly reflect customer 
needs at all levels. The process enables the development of strategic communications plans 
or programs and put the knowledge gained into action (Swift, 2001). Furthermore, Nordea 
emphasises on the connection between markets relationship manager and the other 
department, it is a good help for the right market planning.  
 
 
Customer interaction 
Customer interaction must map the connections to customers (Swift, 2001). According to 
the respondent, Nordea uses all the channels, according the customer’s needs. Nordea 
considers face to face distinguishing features better than other channels because in face to 
face discussion they gain a better understanding of the customers’ desires. 
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Analysis & Refinement 
This stage is continue to learn from customer dialogs (Swift, 2001). Nordea has procedures 
for the processing of complaints, and provides instructions on how to file a complaint and 
responds to them within a reasonable time. Survey about the customers’ satisfaction is done 
every year. They send their questionnaires to their customers. By doing so, they can 
evaluate if they are meeting their customers’ satisfaction level or not. 
 
Awareness 
Nordea is inline with Dwyer’s (2001) awareness stage by getting into face to face with its 
customers. At this stage Nordea just get introduce it self with the new customers  
 
Exploration 
Nordea finds awareness a good opportunity and stats collecting information about the 
prospective customers using different methods. Dwyer (2001) agrees with this. 
 
Expansion 
Dwyer (2001) says at this stage there must be some initial contracts, which we practically 
saw in Nordea. 
 
Commitment 
Until reaching this stage Nordea has gone into strong and long-term relationships with its 
customers by providing them unique offers. Communication channels are also agreed upon 
and repeating transactions are ON. Dwyer (2001) has same view. 
 
Dissolution 
In few cases a customer plans of quitting Nordea. In this case Nordea arranges meetings 
with its customer and tries to reach some offer which can let the customer stay with Nordea, 
but possibility of quitting is some times there.  
 
 
Table- 6.8 Relation ship evolution process in Nordea 

 Awareness Exploration Expansion Commitment Dissolution/ 
Re-intention 

Relationship 
evolution 

     

Source: author’s own construction 
 
 
6.2.3 CRM Technology in Nordea 
 
Nordea bank offers a wide range of concepts and Internet-based tools to support and 
enhance customer decision-making processes. Their concepts and services are constantly 
developed and refined to meet the changing needs of their customers. By using CRM 
technology, Nordea is providing customers more knowledgeable products. Nordea CRM 
technology not only save time and money, makes the job easier but improves the customer 
experience. 
 
Nordea is using is these type of technologies to interact with its customers (shown in table 
6.9).  
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Table 6.9 technology usage at nordea 

CRM applications Usage 
Call Center Automation   
Campaign Management   
Contact Management   
Data Warehousing   
Email Management   
Field Service Automation   
Knowledge Management   
Marketing Automation  
Personalization  
Sales Force Automation  
Source: author’s own construction 
 
 
6.2.4 Organizational Structure and People 
 
The CRM organization of Nordea bank includes corporate sales department and corporate 
relationship managers. Corporate sales department is responsible for the whole CRM 
process and will guide the corporate relationship managers. Corporate relationship managers 
identify the right customers and the investment opportunities and decide when the offer 
shall be introduced to the customers and interact with the customers. 
 
The comparison of Swift’s (2001) CRM organization model and CRM organization of 
Nordea regional bank is shown in Table 6.10 
 
Table 6.10 the CRM organization of Nordea Bank 

Roles Swift’s CRM organization CRM organization of Nordea bank 
Sweden 

Coordinates the entire CRM 
process 

The CRM Marketing VP corporate sales department 

Identify the right customers The CRM Marketing Analyst(s) 
 

corporate relationship managers 

Develop the right offer The CRM Campaign Manager 
 

corporate relationship managers 

Decide the right time 
 

The CRM Segment Manager corporate relationship managers 

Interact with customers using 
the right channel 

The channel Manager(s) 
 

corporate relationship managers 

Source: Author’s own construction 

Nordea has its own unique Trainee Program. The Nordea Trainee Program acquaints the 
employee with the Group's strategies, customs and business areas. Nordea offers the best 
up-to-date mixed learning approaches available. A variety of ways to learn are available 
including on-the-job learning, traditional classroom work, workshops, and work supervision 
and mentoring, self-studies, and network based learning. Nordea believe that employees will 
strengthen bank’s reputation and contribute to the goal of being the leading financial 
services group in the Nordic and Baltic Markets. Peck et al (1999), Galbraith.1997and Foss 
(2002) has same opinion. 
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6.3 With-in Case Analysis of Handels Banken 
 
In the following part we analysis the collected data of Handels bank. We will compare the 
situation with theories presented in frame of reference.  
 
6.3.1 CRM Definition & Benefits in Handels Bank 
 
Handels bank has re-structured its business philosophy by putting its customers at the 
middle and all its banking activities around it. Handels Bank has developed customer-
oriented strategy that is supported by Xu (2002) by saying instead of treating all the 
customers equally; it is better to develop customer-oriented strategies. While, being a 
customer-oriented philosophy, Handels bank looks customers as a key to success and treats 
every customer as individual.  
 
 
Table-6.11 How Handels bank define CRM 
              CRM Customer Oriented 

Approach 
Definition/ View  
Source: author’s own construction 
 
In the re-structuring process management recognized the branch importance; branch is the 
one sitting in front of the customers. Management gave branches enough to make decisions 
according to customer needs, which enhanced customer orientation approach, because while 
treating every customer branches offers different set of services to every individual 
customer according to customer’s business requirements.  
 
We observed that ‘in few cases’ the bank is not following what Romano (2000)and 
Varehoef & Donkers (2001)  said ‘focus on ecumenically-valuable’ customers while 
eliminating ‘economically-invaluable’ customers. Bank argues that long-term relationship 
will turn these customers into more profitable by reducing the handling cost and more 
transactions. Handels bank looks long-term relationships as success and survival in the 
market that is theoretically supported by Bose (2002), Grönroos (1994), Crosby (2002) by 
saying long-term relationships are less costly and less resource hungry.  
 
Table-6.12 How Handels bank looks at CRM benefits 
Why/Benefits of CRM Handels Bank 
Long-term relationship  

Reduced 
Handling/transaction 
cost 

 

Success & survival in 
market 

 

Higher customer 
profitability 

 

Customer retention & 
loyalty 

 

Customer Satisfaction  
Source: author’s own construction 
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6.3.2 CRM Process in Handels Bank 
 
Handels bank has a very strong view of branch level. Central management forms highly 
flexible strategies and delivers it to branches, branches in view of these strategies forms its 
policies according to their local external environment. Handels bank feels that branches are 
the one sitting in front of the customer and know very well about their customer 
requirements and local competition; it is good to give enough independence to branches to 
take decisions and mold strategies according to their local needs.   
 
Knowledge Discovery 
Handels bank is applying the Swift (2001) process cycle by collecting, segmenting and 
predicting new or old corporate customer’s information by using different channels.  
 
Market Planning  
Bank is following market planning by preparing customer offers in a technical way, bank 
don’t provides every service to every customer; bank deeply studies each customer’s 
requirements to design a very unique service for every individual customer’s business 
requirements. This makes him different from the others. Before introducing any new service, 
bank plans it well and offers it to selected customers who will really benefit from it. This 
stage is in accord with the Swift’s (2001) CRM process planning.   
 
Customer Interaction 
Following the Swift’s (2001) interaction stage Bank helps its customers to plan their 
business by getting into different credit or other contracts at the right time or the time when 
customer needs it. Bank uses different channels to establish relationship with its customers. 
Customer selects the most suitable channel of communication for it. From a variety of 
channels bank feels that branch is the strongest channels because the bank and the customer 
physically get together and discuss problems and opportunities. 
 
Bank feels that mutual-trust is the first step towards long term relationships, and to develop 
this mutual trust bank contacts with its and competitor’s customers and discusses about the 
market position and the customer’s business needs or requirements, in the same way some 
times customers contacts with the bank and tells them their problems and asks for the 
solution. To maintain this confidence environment, bank gradually prepares and presents 
new offers to different customers.  
 
Analysis and Refinement 
In accordance with the Swift’s (2001) analysis and refinement stage, bank keeps on tracking 
the challenges the customers are facing at the moment and while preparing new offers, 
keeps all those challenges in mind. Bank also tracks its customers and refines its offers, if it 
is required. 
 
Awareness 
Handels bank collects information about different prospective customer. On the other hand 
some also comes to Handels bank to take some information. This is in accordance with 
Dwyer (2001) relationship evolution process.  
 
Exploration 
Handels bank collects information using customer’s website, news papers, meeting or from  
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any other source. At this stage relationship is at its early stage and is also weak Dwyer 
agrees with this (2001). 
 
Expansion 
We saw Dwyer’s (2001) this stage when Handels bank enters into some contracts with its 
new customers. In Handles bank this contracts can be from an account opening or with 
some credit deal. 
 
Commitment 
In line with Dwyer’s (2001) commitment, Handels enhances its co-operation with its 
customers, offers them different communication channels according to their needs and 
enters into big and repeating contracts. At this stage relationships are grown up and are 
getting strong. 
 
Dissolution 
Some times there are few customers who prefer to quit Handels bank, but Handels banks 
keeps on tracking these type of customers and looks into their problems and presents them 
new offers with the purpose of re-intention. It is in line with Dwyer (2001).  
 
Table- 6.13 Relation ship evolution process in Handels bank 
 Awareness  Exploration  Expansion  Commitment  Dissolution/ 

Re-intention  
Relationship 
evolution 

     

Source: author’s own construction 
 
 
6.3.3 CRM Technology in Handels Bank 
 
At Handels bank customers can get assist themselves by using bank’s website from 
anywhere, any time. Customers can get information, personalized help; use online banking 
for checking accounts, paying bills, transferring money Reynolds (2002) has same words. 
The bank has also introduced electronic voucher by using which business to business 
transactions are getting very easy. All the online services are interactive and take place on 
the same time the customer wants. 
 
Handels bank is using these types of software to interact with its customers (shown is table). 
 
Table 6.14 technology at handles bank 

CRM applications Usage 
Call Center Automation   
Campaign Management   
Contact Management   
Data Warehousing   
Email Management   
Field Service Automation   
Knowledge Management   
Marketing Automation  
Personalization  
Sales Force Automation  
Source: author’s own construction 
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The bank is also using database-enabled software to keep record of all the customers 
meetings, discussions and decisions. The notes are gradually updated by keeping in touch 
with the customer. 
 
Handels Bank looks technology as Customer-Centric Processes. By using which the 
customer can contact with the bank very quickly, can get better information and help. And 
by using technology organizations and the bank can have win-win situation. 
 
 
6.3.4 CRM Organizational Structure and People 
 
Handelsbanken’s organizational structure is decentralized. The branch has direct interaction 
with the customers and working on customer oriented business strategy. The branch 
manager and the assistant branch managers are responsible for all the activities. 

 
The CRM organization of handles bank’s Sweden bank is described in table6.15 
 
Table 6.15 the organizational Structure handles bank  

Roles Swift’s CRM organization CRM organization of Handelsbank’s 
bank (Sweden) 

Coordinates the entire CRM 
process 

The CRM Marketing VP managers 

Identify the right customers The CRM Marketing Analyst(s) 
 

Assistant managers 

Develop the right offer The CRM Campaign Manager 
 

Assistant managers 

Decide the right time 
 

The CRM Segment Manager Assistant managers 

Interact with customers using 
the right channel 

The channel Manager(s) 
 

Assistant managers 

Source: Author’s own construction 
 
From the table above, we can see that the branch manager is responsible for the entire CRM 
process, and the branch managers and assistant branch managers are responsible for all the 
activities including: Identification of right customers and investment opportunities, 
Development of right customer offer, Decisions about the time of new customer offerings, 
Customer interaction. The roles in Handels bank are according with Swift’s model (2001). 
 
SEB bank arranges training programs within the branch and between the branches; practical 
experience in the branch is the main source of educating the staff. It is accordance with 
(Peck et al, 1999) 
 
 
 

6.4 Cross-Case Analysis 
 
At this part of the chapter, cross-case analysis, by using SEB, Nordea, Handels bank, will be 
done to looks at the tendencies in the banks’ working. This part will also help to form some 
possible outcomes.   
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6.4.1 CRM Definition and Benefits in Banks 
 
Table-6.16 How different bank define CRM 

CRM 
(Definition/View) 

Personal Interaction Customer Oriented 
Approach 

Marketing, Sales & 
Support 

SEB    
Nordea    

Handels Bank    
 
Table 6.17How banks look at the benefits of CRM 
Why/Benefits of CRM SEB Nordea Handels Bank 
Long-term relationship  

 
  

Reduced 
Handling/transaction 

cost 

   

Success & survival in 
market 

   

Higher customer 
profitability 

   

Customer retention & 
loyalty 

   

Customer Satisfaction    
Source: author’s own construction 
 
In the table 6.16, 6.17, we have shown the findings of each case study to show the 
similarities and differences in how the companies are defining CRM and theirs’ benefits.  
 
It is very interesting to see the definition part, and suddenly META group research (quoted 
by Greenberg, 2004) comes in mind ‘CRM as 360-degree view of the customer’. Since 
every bank is defining the same phenomenon in a very different way. Even every view is 
correct and is theoretically supported but within the same banking industry every bank has 
its different view towards the same phenomenon—the CRM.  
 
When comes to CRM benefits, it is even more interesting that banks have different views, 
even there are also some similarities, like SEB and Handels bank uses the term long-term 
relationship while Nordea used the same phenomenon by calling it customer retention and 
loyalty. But the other hand all the banks have different view about benefits. SEB looks long-
term relationships and customer satisfaction, Nordea towards higher customer profitability 
and customer retention and loyalty while Handels bank towards long-term relationships, 
reduced handling and transactional cost and also take CRM as success and survival in the 
market place. 
 
6.4.2 CRM Process in Banks 
 
Table 6.18   (Swift’s CRM process, 2002) 

Bank Knowledge 
Discovery 

Market Planning Customer 
Interaction 

Analysis & 
Refinement 

SEB     
Nordea     

Handels bank     
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Author’s own construction 
 
At the second stage we were discovering about CRM process, and we used Swift (2001) 
four stages of CRM process. We found that all the three banks are doing in accordance with 
the Swift’s process cycle. As shown in table 6.18, all the three banks are totally agreeing 
with each other on this issue. 
 
 
Table- 6.19 Relation ship evolution process in banks (Dwyer’s Relationship evolution process, 2001) 

Relationship 
evolution 

Awareness Exploration Expansion Commitment Dissolution/ 
Re-intention 

SEB      
Nordea      

Handels bank      
Source: author’s own construction 
 
While analyzing the banks with Dwyer’s (2001) relationship evolution process, we saw that 
all the banks are inline with Dwyer’s process. It is shown in figure 6.19. They are 
developing and enhancing their relationships in the same way as described by Dwyer (2001). 
 
 
6.4.3 CRM Technology in Banks 
 
At the technology side, we found that all the banks are fully utilizing the benefits of IT by 
providing interactive websites; the customers can use the respective bank’s website and can 
perform transactions.  We also found that Handels bank is offering electronic vouchers to its 
customers, by using it, customers can make quick transactions.  
 
Table 6.20 comparison of technology usage at banks 

CRM applications usage SEB Nordea Handels Bank 
Call Center Automation     
Campaign Management     
Contact Management     
Data Warehousing     
Email Management     
Field Service Automation     
Knowledge Management     
Marketing Automation    
Personalization    
Sales Force Automation    
 
As it can be seen in table 6.20, the banks are using almost same but partly different 
technologies to reach their customers. SEB is utilizing most of these technologies. We found 
in the discussion that banks are using these technologies according to their customer’s needs 
more than according to their own.  
 
 
6.4.4 CRM Organizational Structure and People 
 
After with-in analysis of the three banks, we found that all of the organizations align around 
the key communication process. People are working effective to share a process and activate 
their skills to complete the activities and tasks. The only difference with Swift (2001) is that 
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the same person may be responsible for all the communication process, including 
recognizing the right customer, relate the right offer, schedule the offer at the right time, and 
interact with customers across the right channel. The comparison of the three banks is 
shown in table 6.21. 
 
Table 6.21 

Bank 
 

Roles 

CRM organization of 
Handels bank 

CRM organization of 
SEB bank 

CRM organization of 
Nordea bank 

Coordinates the entire 
CRM process 

managers client team corporate sales department 

Identify the right 
customers 

Assistant managers client executives and 
account managers 

corporate relationship 
managers 

Develop the right offer Assistant managers client executives and 
account managers 

corporate relationship 
managers 

Decide the right time Assistant managers client executives and 
account managers 

corporate relationship 
managers 

Interact with customers 
using the right channel 

Assistant managers client executives and 
account managers 

corporate relationship 
managers 

Source: Author’s own construction 
 
 
SEB bank arranges training programs within the branch and between the branches. Practical 
experience in the branch is the main source of educating the staff. Handels bank also use 
training programs to enhance its staff’s skills, Nordea Trainee Program acquaints the 
employee with the Group's strategies, customs and business areas. Table6.22 shows the 
people’s situation in the three banks. 
 
Table 6.22 

           Bank 
 
program 

 
Handels bank 

 
SEB Bank 

 
Nordea Bank 

Training    
Listen to the staff    
Achievement:     
Emotional aspect    
Good Team work    
Source: Author’s own construction 

From above, we can see that all the three company pay attention to attract, train and 
motivate employees (Peck et al, 1999). They know that the key to organizational 
effectiveness is to find capable people and get them into right place (Galbraith 1997) 
Marketing managers in the three banks work more effectively as team players. This is in 
line with Foss (2002): Listen to the staff and ensure that enough resources are allocated to 
the training, coaching and measurement. 
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7 Conclusions and Recommendations  
 
In this chapter we will present conclusions based upon the findings and analysis derived in 
the previous chapter. Here we will try to answers four research questions posed in chapter 
three. At the last of the chapter we will give our recommendations to the banks. We will also 
give some recommendations for further research in this field.  
 

7.1 Conclusions 
 
7.1.1 The First Research Question 
 
Here we will answer our first research question, which was “How can the definition and 
benefits of CRM in banks be described?” 
 
We found that all the three banks have their different definitions of CRM; however, the 
definitions used by the banks in our study are supported by theory due to disagreements in 
theoretical definitions of the concept. While making within case analysis we found that 
CRM is a very broad term and it encompasses a lot of different dimensions and the three 
banks are following three ways, but their destination is same—keeping long term customer 
relationship. It is also interesting that banks have different views about CRM benefits, but 
they all believe that long term customer relationship will create value for them. 
 
7.1.2 The Second Research Question 
 
Here we will answer our second question, which was “How can the CRM process in banks 
be described?” 
 
While looking for the answer for the second question, we found that all the three banks are 
following the theory presented by Swift (2001)  
 

• Knowledge discovery 
• Customer interaction 
• Market planning 
• Analysis and refinement 

 
And Dwyer (2001) 
 

• Awareness 
• Exploration 
• Expansion 
• Commitment 
• Dissolution 

 
We saw that banks are applying customer oriented relationship management and struggling 
for long-term relationships. 
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We observed that ‘in few cases’ Handels bank is not inline with Romano (2000), bank is 
also dealing with some ‘economically-invaluable customers’. But we are convinced with 
bank’s arguments that long-term relationship will turn them into profitable. 
 
Clearly stating we found that all the three banks have applied the CRM process which is a 
condition for handling customers as individuals not as part of a segment. Banks are clearly 
implementing customer centric approach. 
 
7.1.3 The Third Research Question 
 
“How can the CRM technology in banks be described?” 
 
Looking at the conclusions about technology, we found that all the three banks fully 
understand the technology in the best possible way. They are using most popular and easily 
accessible channels for customer interaction. It is interesting that all the banks are following 
the technology in almost the same way by need identification, personalized offers, most 
profitable customer identification and providing them standardized customer care.  
 
Our findings say that banks are fully using the technology which Reynolds (2002) described 
as:  
 

• Integrated CRM Solutions 
 
7.1.4 The Fourth Research Question 
 
“How can the CRM organizational structure and people in banks be described?” 
 
We found that organization in all the three banks is aligning with communication process. 
People are working effective to share a process and activate their skills to complete the 
activities and tasks required for success. We also found that a same person may have the 
responsibility for all the communication process in a bank, including recognizes the right 
customer, relate the right offer, schedule the offer at the right time, and interact with 
customers across the right channel. It is the difference with Swift (2001). 
 
At the people side, we found that all the three banks are pay attention to the training of 
people, though they use different training programs. They recognize that “people are the 
brand” (Peck 1999). 
 
7.1.5 Research Problem 
 
After answering our research questions, we summarize the conclusions to our research 
problem. In our study there were four main findings. Firstly, banks know the term CRM 
very well. Secondly, banks have implemented CRM processes that are a condition of being 
a customer centric organization. Thirdly, banks have integrated technology with the 
business process in a very good way and exploiting technology for becoming true customer 
oriented. Fourthly, the banks are following the CRM organizational structure, different 
banks have given different designations but they are doing the same work.  
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7.2 Recommendations for Banks 
 

• Success factor: Banks must realize the term CRM in its broader term. No doubt 
personal interaction, marketing and sales are the right view of CRM but CRM 
includes a lot more than that. In its vital sense CRM includes persona interaction, 
marketing and sales, IT, customer knowledge, people, process and technology. There 
can also be some other dimensions of CRM. Banks not only just concentrate on one 
segment of CRM, but by using a mix of different elements they can get a real 
customer oriented services, with a long term relationships. 

 
• Continues learning process: Customer needs and requirements are very much 

volatile, it is recommended to keep one foot ahead of the customer. Banks must 
know what is going to happen in future so that they can prepare offers according to 
the changing environment. Customers also want to stay where they can find 
innovative ideas. In changing environment, it is good to look forward by anticipating 
future. 

 
• Customer information: customer is only loyal when the bank has the through 

understanding of the customer’s requirements, if banks don’t have enough 
information about customer, it is impossible to understand customer’s business 
problems. It is recommended to keep on tracing the customer and get through 
knowledge about customer’s problems. 

 
• Organizational Structure: CRM is not just a technology or some sort of equipment 

to buy and implement it, it is a total philosophy. To implement the sole of CRM it is 
recommended to make changes in each and every department and from top to 
bottom management. The whole organization organized according to CRM 
requirements. 

 
• Clear goal and objectives: Every one working in the organization must have a very 

clear goal in mind; the whole organization must be working as a single unit. It is not 
affordable that the higher management is looking CRM as marketing and sales and 
middle management looking towards personal interactions and so on. At every level 
CRM definition must be very clear, here definition does not mean by few written 
words, but it’s sole. Why we are sitting in the market? Who are our customers? Why 
to make contact with them? How to make contact? How to make it long? How to 
make customer satisfied? How these satisfied customers make to come again and 
again?  These and other questions must be very must clear in every one working in 
the bank.    

 
 

7.3 Recommendations for Further Research 
 
While conducting this research, some interesting subjects for further research popped-up in 
our minds. Firstly, it would be nice to investigate why different managers have different 
view of CRM, even it’s the same phenomenon, and it is getting so vast that at one stage we 
thought that one day organizations will be finding the original CRM instead of 
implementing CRM. 
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The other topic that needs more investigation is technology, no doubt technology there is 
lots of research on technology integration with business but there is not enough research on 
technology integration with customers. By saying so we mean that how customers are 
looking towards technology. 
 
We further recommend for a research on real CRM organizational structure, companies 
claim that they are CRM structured, but are they so? 
 
Further to our research topic, we feel that the following research areas are interesting to 
investigate: 
 

• To perform the same study with comparison to Asian and Scandinavian banks. 
 

• To perform how cultural changes effects CRM 
 

• To investigate which factors stops organizations from applying CRM? 
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Interview Guide 
 

General information 
Bank name: 
Name of the respondent: 
The respondent’s position: 
 
 
General questions: 
 
1. How many employees you have in the bank? 
2. How can you describe your business customers? 
3. How can you describe your relationship with your business customers? 
4. Are your customers active or passive?  
 
Question1CRM 
 
1. How do you define CRM? 
2. Why does your bank need to apply CRM? What’re the benefits to apply CRM? 
 
Question2 CRM process  
 
1. How do you gather customer information? 
2. What type of information are you accessing?  
3. How does your bank use the customer information?  
4. What kind of customer offering are you preparing? 
5. What are the channels/means you are using to interact with the B2B customers? 
6. What is the purpose of interacting with your B2B customers? 
7. When will be the right time to interact with your B2B customer? 
8. What is the best channel for your bank to manage customer relationship?  
9. Would you please describe what you do when it comes to CRM? 
10. What are the steps you are taking with regards to performing CRM? Is it possible to 

describe this in a process, if so how?  
12. In the CRM process, which phase do you think is most important?  
13. How do you measure customer satisfaction?  
14. What challenges you face while applying CRM?  
 
Question 3 Technology 
1. Do you use any computer application for managing relationship with B2B customers? 
2. Would you please describe if and if so what type of technologies/soft wares you are using 

when interacting with the B2B customers? 
 

A. Call Center Automation, 
B. Campaign Management, 
C. Contact Management, 
D. Data Warehousing, 
E. Email Management, 
F. Field Service Automation, 
G. Knowledge Management, 

How can B2B CRM in banks be described? 65



H. Marketing Automation, 
G. Personalization, 
K. Sales Force Automation 
 

3. How does your bank view of CRM technology? Is it a Data-enabling product-centric 
processes or a Customer-centric processes? 

4. How do you think that technology can help CRM?  
5. Do you think that technologies, consumers and organizations are a function of a win-win 

interaction? Why? 
 
Question 4 Bank structure and people 
 
1. How can you describe your CRM organizational structure?  
3. Who coordinates the entire CRM process?  
4. Who identifies the right customers and the investment opportunities? 
5. Who develops the right offer to the customers? 
6. Who decides when the offer shall be introduced to the customers? 
7. Who is interacting with the customers? 
8. Has your bank trained or educated the personnel on CRM (whom and how)? 
9. How does your bank retain people? 
10. What do you think about the future CRM in your bank?  
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