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ABSTRACT 
India in recent years has gained good exponential growth in the Tourism Industry. Today India is the preferred destination for both overseas and domestic 

travelers. India provides the facility to Tourists of international origin to understand and experience cultural diversity of the country. According to Indian official 

estimates the tourism in India has out performed the global tourism industry in accordance with the growth, volume of foreign tourists & even the revenue. 

Tremendous growth in the Indian economy is the main reason for the growth in tourism in India. Though the infrastructure is still a constraint it sustains the 

current growth and that the government should invest in infrastructure like transport, accommodation, better roads, health and hygiene, etc. For the growth the 

industry has invested in new technology like CRM tools and state of the art security systems.India's tourism industry is experienced a strong period of growth 

which is derived by the burgeoning Indian middle class and high spending foreign tourists with coordinated government campaigns to promote 'Incredible India'. 

 

KEYWORDS 
CRM, tourism. 

 

INTRODUCTION 
ourism is an information-intensive industry with a quite long value chain. Seeking information about booking, transport, accommodation and destination 

is a process where traditionally suppliers, intermediaries and consumers had their own role using their own specific information systems (Henriksson 

2005). However, the entire tourism industry structure is changing (Werthner and Ricci 2004), and this may be easily understood if we focus on the 

distribution factor: e-commerce is incredibly appropriate to the tourism industry because the consumers are not usually close to the places where production 

essentially occurs. This also stands for all the intermediaries between suppliers and end users (Scavarda et al. 2001). 

Tourism is the world's largest civilian industry whose growth, economic significance and potential are phenomenal across the globe. Online tourism is rapidly 

becoming a growing topic of research and its importance as future mode of acquiring information and purchase of tourism products and services is growing day 

by day. The present paper has been written with the extensive research on contemporaneous data, websites and conference proceedings on tourism related 

aspects. Web survey, focused interviews have been used to elicit specific information for such qualitative analysis. The domain of Internet is increasing day by 

day. Tourism products, in particular, have yet to realize its complete advantage. Still, Internet has significantly benefited the bottom line of tourism organizations 

in terms of cost of converting as well as losing customers with pluses and minuses respectively. Keeping this in view, online tourism is all set to reengineer most 

of the processes supporting travel and tours as a whole. Organizational information systems and the Internet have resulted in new ways and methods of 

conducting business. Airlines, Travel Intermediaries and Hotel Industry as functional stakeholders in the tourism process are expected to gain in the process. 

There are certain challenges, reservations and hiccups concerning the access, adoption, growth, and implementation of the online technology in tourism. 

However, it’s very much in our hands to overcome the weaknesses by making optimum use of the technology. 

Managers know that it is easier to get business from existing customers than to attract entirely new customers. Many firms therefore aim to form deeper and 

stronger relationships with their customers in order to increase loyalty and repeat purchases. A central concept in this regard is customer relationship 

management (CRM). However, while previous research shows there are benefits attached to forging closer ties with customers, there are also some costs 

involved. Yet, very little research has investigated the central question of whether CRM endeavours are an efficient use of a firm's resources. In this paper, the 

authors address this gap and investigate the effect of CRM implementation on the cost and technical efficiency of hotels. They find support for the hypothesis 

that while CRM increases technical efficiency, it decreases cost efficiency. The authors discuss the managerial implications of their findings and provide 

directions for future research. 

 

BENEFITS OF CRM 
Early researchers had hypothesized that CRM benefits  varied by industry as the process and technologies associated with CRM were tailored to specific industry 

structures (Lemon and Zeithaml, 2001). However, findings in cross cultural, multi-industry study of CRM done by Thomas and Kumar (2004) supports the notion 

that desired CRM benefits do not vary across industries or cultures as stipulated by earlier thoughts. The latest findings were associated to three components 

including relationship, value and brand equity (Richard and Jones, 2008). The list of desired benefits will be used as the critical link between CRM initiatives and 

the development of customer equity. These core benefits of CRM will be linked theoretically to the three types of equity (relationship, value and brand) and 

ultimately to customer equity. Seven core benefits were identified to serve as value drivers in the model: 

1. Improved ability to target profitable customers; 

2. Integrated offerings across channels; 

3. Improved sales force efficiency and effectiveness; 

4. Individualized marketing messages; 

5. Customized products and services; 

6. Improved customer service efficiency and effectiveness and  Improved pricing. 

 

KEY FACTORS FOR SUCCESSFUL IMPLEMENTATION OF CRM 
Setting goals that are measurable, achievable, and guided solely with company's business strategy, confirmation of strategic management in setting and 

achieving goals in which the executive managers are major providers and responsible persons in the project implementation of CRM, members who participate 

in the project implementation, and resulting from all company business processes in order to participate in the organization, creating and collecting all useful 

information on creating new business processes, clearly defined limits with clear partial and measurable indicators and targets, based on which we can clearly 

conclude the phase in the project implementation, provide training and professional development for all staff involved in implementing the new processes and 

programs. No single project or business process of CRM will not be successfully derived and Implemented  if they do not define goals and strategies of CRM. The 

T 
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success or failure of CRM systems depends on the objectives and strategies which must be clearlyposted. In order to set realistic goals and strategies of CRM, it 

must consider the following questions on which a company must have clear answers: 

• why we need the implementation of CRM system, 

• what are the causes of poor functioning or not functioning of the current system or process, 

• what are the most critical point (s) in the process or system, 

• where is possible to save time, money and other resources, 

• what are the specific tasks that we want to automate sectors within the firm will first feel the strength and success of the implemented system, 

• which existing processes and sectors will be integrated into the CRM system and strategy, and 

• which external processes and sectors will be involved in the development of CRM systems and strategies 

 

CUSTOMER RELATIONSHIP MANAGEMENT FOR TOURISM DESTINATIONS 
The need to attract, acquire, influence, and maintain customers is one of the primary concerns to most businesses. Customer acquisition and retention remains 

a major determinant for revenue growth and for winning the strong competition struggle. A number of studies show that the average company loses half its 

customers every five years and that it costs five to ten times as much to obtain a new customer as to keep an existing one (Kalakota et al, 2001). 

One of the key goals in marketing is enhancing brand loyalty. The relatively recent shift in thinking towards destinations as brands, particularly since the 1990s, 

requires a brand management approach focusing on developing relationships with visitors rather than simply focusing on generating sales . Customer 

Relationship Management (CRM) has emerged in the fields of marketing, management, and information technology as a managerial philosophy that enables an 

organization to improve the relationship with its customers, by a better understanding of their needs. It is a  customer-oriented and IT-based management 

concept with the objective of establishing long-term and profitable customer relationships. 

Travel and tourism sector has witnessed the introduction of many CRM practices. In fact, travel and tourism firms and organizations have been among the 

innovators and early adopters of CRM. Airline frequent flyer programs, hotel frequent guest programs and loyalty clubs, car rental company customer 

preference schemes have all contributed to tourism being at the forefront of industries adopting CRM . In the case of destinations, CRM evolves as an important 

area of research given the inherent advantages of repeat visit (s) to the destination. Relationship-building can be achieved by allowing interactive 

communication between customers and the organization, allowing transactions to be completed, and providing personalization/customization capabilities and 

customer loyalty or retention programs. DMOs should strive to implement CRM functions to create long term relationships with customers, provide a better 

customer experience and create greater customer satisfaction to build long lasting relationships. 

CRM implementation requires the creation of a database of customer’s information, which in the case of destinations concern visitors’ demographics, 

preferences, lifestyle, attitudes  and beliefs about the destination, purchase behavior, reactions  to marketing messages and promotions, frequency and volume 

of visits, spending patterns, probability of future visit (s) etc. The core challenge inhibiting CRM adoption by most DMOs is that the destination marketer rarely 

comes into contact with actual visitors. Most visitor records are held by service providers and  there is a difficult for DMOs in obtaining these customer data  . So, 

how is it possible for DMOs, who have no direct contact with visitors, to engage in meaningful dialogue to stimulate repeat visit (s) and destination loyalty? ICT 

may be the answer to the problem. 

 

CONCLUSION 
The travel industry does not understand fully the importance and the potential of advanced contemporary ICTs, mainly as far as customer relationship 

management methodologies and techniques are concerned. As some recent survey show (Anite, 2002), CRM is generally believed to be just a form of targeted 

selling or a new name for database marketing. Most of the organizations not already practicing CRM are least likely to do so. On the other hand, tourism 

organizations believe that technology is important, and some of the most advanced exhibit a wider view, thinking that CRM technology can indeed assist, but 

only with a clear strategic vision of ideal customer communication suited to the particular business These advanced companies, creating a seamless 

technological experience are already realizing the wide CRM benefits, including: 

• Improved product offering and customer care; 

• Enhanced customer loyalty; 

• Reinforced organization brand and image; 

• Better sales from first time and repeat customers; 

• Employee retention and satisfaction; 

• Emproved access to information across the enterprise; 

• Reduced effort and significant cost savings; 

• Better decision-making power. 
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