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Abstract 

Nowadays Customer Relationship Management (CRM) has become very important factor in 

defining the enterprise growth because of economic globalization and rapid development in 

e-commerce. Data mining is important in creating a great experience at e-business. Data 

mining is the systematic way of extracting information from data. Many of the companies are 

developing an online internet presence to sell or promote their products and services. Most of 

the internet users are aware of on-line shopping concepts and techniques to own a product. 

The e-commerce landscape is the relation between customer relationship management (sales, 

marketing & support), internet and suppliers. The purpose of this article is to introduce and 

to study the Literature Review for identifying appropriate data mining techniques for various 

CRM activities. 
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Introduction 

Value Creation for the customer is the key determinant of a successful business. Customer 

satisfaction ensures profitability for businesses in the long run. Customer bases built over a 

period of time proved to be of immense help in increasing the reach of a particular business's 

product or service. However, the recent increase in the operating costs of business made it 

more compelling for businesses to increase loyalty among existing customers while trying to 

attract new ones. The processes by which an organization creates value for the customer, is 

often referred to as Customer Relationship Management (CRM). According to Microsoft, 

CRM is “a customer-focused business strategy designed to optimize revenue, profitability, 

and customer loyalty. By implementing a CRM strategy, an organization can improve the 

business processes and technology solutions around selling, marketing, and servicing 
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functions across all customer touch points (for example: Web, e-mail, phone, fax, in-

person)”. The overall objective of CRM applications is to attract, retain and manage a firm‟s 

profitable (“right”) customers. Electronic support for such activities is provided by the firm‟s 

business intelligence system (Anonymous 2001). 

A new business culture is developing today. Within it, the economics of customer 

relationships are changing in fundamental ways, and companies are facing the need to 

implement new solutions and strategies that address these changes. The concepts of mass 

production and mass marketing, first created during the Industrial Revolution, are being 

supplanted by new ideas in which customer relationships are the central business issue. Firms 

today are concerned with increasing customer value through analysis of the customer 

lifecycle. The tools and technologies of data warehousing, data mining, and other customer 

relationship management (CRM) techniques afford new opportunities for businesses to act on 

the concepts of relationship marketing. 

Customer Relationship Management (CRM) : The emergence of Information Technology 

and use of computer in every field of activities has created a new buzz in the field of 

marketing and that is the concept of Consumer Relationship Management (CRM). The 

concept of CRM defined as “the process of acquiring, retaining and growing profitable 

customer which requires a clear focus on service attributes that represent value to the 

customer and creates loyalty”. The CRM is a term applied to processes implemented by 

company to handle their contact with their customers. 

Data mining: Data mining is "a decision support process in which we search for patterns in 

data so as to glean previously unknown information" (Parsaye 1997), (Thearling 1999). Such 

actionable information becomes instrumental in facilitating intelligent decisions to maximize 

an organization‟s ability to create value for its customers. In this light, customer data 

becomes a valuable corporate asset. In the recent years, we have made incredible strides in 

data warehousing technologies - thus making data assets available to managers for critical 

decision-making activities. Realizing such value from a firm‟s data resources will require an 

effective utilization of data mining techniques. Data mining is the process for finding 

knowledge and knowledge is represented through certain patterns or trends through large 
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amount of data. For simplicity Data mining is the process of extracting interesting pattern 

(previously unknown) and correlation from huge data.  

Literature Review  

Rao, 2000 : The paper proposed that online retailers and their contemporaries will have to 

compete with new technological developments that will modernize retailing. New business 

and marketing models need to be rethought by the retailers to cope with new developments. 

A framework was purposed by using skills in the areas of data mining, knowledge 

management, data warehousing, real-time customization and personalization for the retailers 

to successfully transition to this new model of competition. 

Rygielski et al., 2002 :  The paper contributed to the importance of data warehousing, data 

mining, and campaign management software to the firms to gain competitive advantage for 

making customer relationships. Organizations can use data mining to identify valuable 

customers, predict future behaviours, and enable firms to make proactive, knowledge- driven 

decisions. As business and customer interact more frequently, businesses will have to 

influence on CRM and related technologies to confine and analyze enormous amount of 

customer information. 

Brown and Kros, 2003: The paper addressed the impact of missing data on data mining 

process. Organizations faced pervasive problem with missing or inconsistent data for data 

analysis. Missing data must be addressed as it may include bias in the model and lead to 

inaccurate conclusion of data mining. 

E.W.T. Ngai : in their paper indicates that the research area of customer retention received 

most research attention. Of these, most are related to one-to-one marketing and loyalty 

programs respectively. On the other hand, classification and association models are the two 

commonly used models for data mining in CRM.  

Yong Wang :  expounds the composition and major function of the bank‟s CRM, and 

constructs decision tree to analyze the kind of the bank‟s customers by applying the ID3 

algorithm. This will attain the intellectual need in the CRM interactive process, help the bank 

understand the behaviour of the customers to a fuller extent, and improve the service level of 

the bank.  
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Joseph Vella :  in their article identifies perceived usefulness and perceived ease of use as 

key elements that are critical in encouraging service providers‟ intention to use CRM 

systems.  

Babita Chopra :  throw light on the underlying technology and the perspective applications 

of data mining in CRM. She suggests as organization cannot extract valuable information 

from huge data bases solution lies in the use of Data Mining tools for customer segmentation 

and profitability, marketing and customer relationship management.  

Arun Kumar Agariya : provides a conceptually validated CRM scale catering to Indian 

banking sector, which can help the managers in implementing the CRM in an effective 

manner and also can be used as a tool to identify the major areas requiring attention.  

V. THANUJA : referred data mining as analytical intelligence. He suggested that in building 

CRM application, Data Modelling is a small yet critical part of the final solution.  

Chris Rygielski:  look closer at two data mining techniques: Chi-square Automatic 

Interaction Detection (CHAID) and Neural Networks. Based on those case studies, CHAID 

and neural Networks are compared and contrasted on the basis of their strengths and 

weaknesses. He also suggested that Businesses also have a duty to execute their privacy 

policy so as to establish and maintain good customer relationships.  

I Kirshna Murthy: concluded that for successful knowledge discovery we need the 

coordination among the disciplines statistics-data mining, computer science and domain 

knowledge, if this coordination comes into reality then definitely we see wider applications of 

data mining in almost all the areas of research.  

XindongWu:  pointed out that k-means can be paired with another algorithm to describe non-

convex clusters. He also suggested that the algorithm is quite simple and easy to implement  

ZHEXUE HUANG: derived that Although K-Means has large efficiency in clustering large 

data sets it only works on numeric data and thus limits its use in many data mining 

applications because of the involvement of categorical data. 

 K.Saravana Kumar: concluded that the conventional algorithm of association rules 

discovery proceeds in two steps. All frequent item sets are found in the first step and the 

association rules with the confidence at least minimum confident are generated in the second 

step. 
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Research Gaps 

As the growth of Internet usage is increasing rapidly, the way goods are bought and sold by 

customer and seller needs to be changed. Customer needs are changing day by day and he is 

looking for better product at discounted rates. Research is needed in order to analyse the 

changing customers‟ requirements and building effective model so as to increase the level of 

satisfaction among customers and developing long term relationships. 

Following are the reasons for the study: - 

 Consumerist society culture is not directly applicable in Indian markets yet and 

according to customer‟s perception they are getting goods at higher rates. 

 The potential of data mining tools has been largely untapped. 

 In urban areas although e-shopping and e-commerce has been popular but the sale of 

related goods are still not very well planned, largely neglected and unexplored 

research areas. 

 Tastes of the people are fast changing and they are moving rapidly towards 

consumerism. Therefore the potential of the research is manifolds. 

 To acquiring new customers and retaining the existing customers an important 

consideration for the e-shopping providers. 

Conclusion  

In this paper is the part of the extensive survey has been presented. It describes the work done 

by other researchers in the field of retail, e-shopping, CRM and Data Mining. Various 

research gaps has been highlighted. 
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