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PART A: COURSE-SPECIFIC INFORMATION 
 
1 STAFF CONTACT DETAILS 
 
Lecturer-in-charge: Professor Adrian Payne  
 
Office: Quadrangle Building, 3rd Floor, Room 3048  
 
Phone: 02-9385 3390  Email: a.payne@unsw.edu.au 
 
Consultation times: By appointment via email 
I am generally available to answer questions by email or telephone. If you’re planning 
to come to my office please email me first.  
 
Contact outside of class times: 
If you have any questions about the course, please email me at the address 
above. I will endeavour to respond to enquiries promptly. However, keep in mind I 
may be teaching other classes or working on research projects when you make an 
enquiry, and therefore there may be a delay in getting back to you. Please note 
that email correspondence will be dealt with periodically – once every couple of 
days, not 24/7 
 
 
2 COURSE DETAILS 

2.1 Teaching Times and Locations 
Lectures start on Tuesday 24 April 2012 and then are held on Wednesday evenings 
and finish on 6 June 2012. There is no class on 23 May 2012 (see Course Overview at 
end of Part A):  
 
The Time and Location are: First Class on Tuesday 24 April 2012, all other classes on 
Wednesday: Evenings 6.00 – 9.00 pm – see Course Overview.  
 
Venue: Australian School of Business – Room ASB115 
 

2.2 Units of Credit 
The course is worth 3 units of credit. 
There is no parallel teaching in this course.  
 

2.3 Summary of Course  
 
Customer Relationship Management topic is an exciting and challenging topic. 
Unfortunately many of the proponents of CRM to the topic through the narrow lens 
information technology - this is not so exciting! 
 
The approach to this topic is underpinned by the view that the purpose of CRM is to 
build superior experiences for customers and, as a result, to build lasting relationships 
with them. The content of this course should enable you to have a clear idea about the 
constituent elements of CRM and the part they play in building customer relationships.   
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2.4 Course Aims and Relationship to Other Courses 
 
Course Aims 
The aim of this course is for students to fully understand how a Customer Relationship 
Management programme should be formulated and implemented.  The course will 
emphasise developing the knowledge and skills needed to create a successful CRM 
programme. 
 
Organisations are now discovering that the cost of gaining new customers requires a 
substantial investment that can only be justified by long-term retention of those 
customers and maximising their lifetime value.  There is also a growing appreciation 
that not all customers are profitable ones; organisations need to assess which ones 
are, and discover how to keep them.  
Consolidation and testing of lessons and principles learned will be achieved through a 
major group project on CRM which will be completed during and after the classroom 
sessions. 
 
Students should note: 

• In order to allow optimal opportunity for guided discussion and interaction 
significant student preparation is required in advance of each classroom 
session and you are advised to make appropriate allowance for this in your 
personal timetable.   

• When in class, you are encouraged and expected to comment on the topic under 
discussion.  Those students with marketing and relevant business experience 
are particularly encouraged to share their learning with the class.  Students 
and/or teams may be asked to make an informal or formal presentation.     

• There is a case study element within the course. Learning is enhanced by 
attention to the case questions assigned in preparation and by participation in 
class.   

 
Relationship of this course to other course offerings 
 
This course will build on other more general marketing courses. In particular, It will 
emphasise a pan-company, or cross-functional, approach to marketing.  

2.5 Student Learning Outcomes  
 
By the end of this course students will: 

 
1. Gain an understanding of the key role of CRM in delivery of value and the pivotal 

role of the value proposition 
2. Learn how to analyse, develop and audit the five key strategic processes 

necessary for effective CRM 
3. Understand how best to introduce or improve CRM in an organisation 
4. Become fully aware of the marketing, operations, IT and HR capabilities required 

for effective CRM 
5. Gain experience in analysing and communicating key elements of CRM 

implementation for a large organisation. 
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ASB Graduate Attributes 
 
This course contributes to your development of the following Australian School of 
Business Graduate Attributes, which are the qualities, skills and understandings we 
want you to have by the completion of your degree:  
 

Learning 
Outcomes 

ASB Graduate Attributes ASB GA 
No. 

1, 2, 3, 5 Critical thinking and problem solving 1 
2, 3, 4, 5 Communication 2 
1, 2, 3, 4 Teamwork and leadership 3 
1, 5 Social, ethical and global perspectives 4 
1, 2, 3, 4, 5 In-depth engagement with relevant disciplinary 

knowledge 
5 

2, 3, 4, 5 Professional skills 6 
 
To see how the ASB Graduate Attributes relate to the UNSW Graduate Attributes, refer 
to the ASB website (Learning and Teaching >Graduate Attributes). 
 
Quality Assurance 
The ASB is actively monitoring student learning and quality of the student experience in all its 
programs. A random selection of completed assessment tasks may be used for quality 
assurance, such as to determine the extent to which program learning goals are being 
achieved. The information is required for accreditation purposes, and aggregated findings will 
be used to inform changes aimed at improving the quality of ASB programs. All material used 
for such processes will be treated as confidential and will not be related to course grades. 
 
 
3 LEARNING AND TEACHING ACTIVITIES 
 

3.1 Approach to Learning and Teaching in the Course 
This course will utilise a range of learning and teaching approaches including lectures, 
case studies, reading material, visiting speakers and video material.  The experience of 
both students and teaching staff will be utilised to explore aspects of CRM in a range of 
industry settings.  Active student participation and preparation to the classes will form 
an important element of the course. 
 
The lectures and readings will equip you with a basic understanding of the key 
elements of CRM.  However, you will gain the most from this subject by further 
selective independent reading, from the project work for the course and from an 
exploration of the topic on the Internet. I will provide you with an additional reading list 
covering a large number of topics which constitute the core of CRM.  In addition to this 
I would like you to actively explore the topic online.  There is a vast amount of material 
in yperspace on this topic.  
 
We expect you come to and be prepared for every lecture.  This means you should 
come with a one page  typed summary of any pre-reading, together with your 
views on them.  You'll be expected to comment on the readings to other class 
members, if called upon in class. 
 

http://www.asb.unsw.edu.au/learningandteaching/aboutlearningandteaching/graduateattributes/Pages/default.aspx�
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You should be prepared to actively participate in class discussions, group work and 
assignments.  I expect every student to pull their weight in the class assignments.  In 
the event that members of the group in for me that some people have not contributed in 
a balanced way, I reserve the right to use peer evaluation of group members to allocate 
marks dependent on each individual member’s contribution.  
 

3.2 Learning Activities and Teaching Strategies 
This course will primarily utilise a lecture /discussion approach supplemented by 
selected case studies. Importantly it will draw upon the experience of students, the 
course leader and visiting speakers to provide relevant real world examples of CRM 
activities.  In our lecture/discussions, we will place emphasis on learning from case 
studies of leading global organisations that are highly regarded in terms of their CRM 
best-in-class marketing practices 
 
Computers and mobile devices are not allowed to be used in class – surfing 
and texting emerges as an inevitable and regrettable result, and is highly 
distracting for everyone. 
 
 
4 ASSESSMENT 

4.1 Formal Requirements 
In order to pass this course, you must: 

 perform satisfactorily in all assessment tasks 
 achieve an average mark of at least 50%  
 and gain at least 50% of the allocated marks in the individual assignment. 

 
These assessments are collectively designed to test your: 

• understanding of how to develop and implement CRM; 
• ability to relate to real organisational issues and problems; 
• ability to develop or critique an organisation’s CRM strategy or a major 

component of a CRM strategy; and 
• written and oral presentation skills. 

 

4.2 Assessment Details 
 
 
Assessment 
Task 

Weighting Learning 
Outcomes 
assessed 

ASB Graduate 
Attributes 
assessed 

Length Due Date 

1. Individual 
Assignment 

40% 1,3,4 1,2,3,4,5 1,500 -2,000 
words + 
accompanying 
slides 

 
8 June 2012 at 
4.00 pm 

2. Reflection and 
Participation 

10% 1,2,3,4,5 1,2,4,5 2 page summary  
Ongoing- 
summary due 
8 June 2012 at 
4.00 pm 

3. Group 
Assignment 

50% 1,2,3,4,5 1,2,3,4,5 4.000 words 
+slides & 
appendices. 

 
17  June 2012 
at 4.00 pm 
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Please note:  
Both assignments are due in after the completion of classes. You are encouraged to 
submit your assignments before the due date, if you have finished them. The longer 
completion time for the Group Assignment is aimed at assisting part-time students who 
have full-time work commitments. If you are going to be away at any time before the 
assignment is due you must make suitable arrangements with your team to arrange 
satisfactory completion at the start of classes. 
 

4.3 Assessment Format 
Assessment Components:  
 
1. Individual CRM Assignment (40%) 
 
Individual CRM Assignment - due 8 June 2012  by 4.00 pm.  This must be deposited by 
hand in Essay Box No 1 on third floor of the Quadrangle Building, University of NSW. 
(This is located on left hand side of the lift opposite the School of Marketing main 
office.) 
 
An electronic copy must also be emailed to a.payne@unsw.edu.au by this date. 
 
This assignment will be marked within two weeks of submission date. Students should 
collect a copy of the assignment cover sheet with marks and comments from the 
School of Marketing Office on 3rd floor Quadrangle Building. 
 
CRM Audit of an Organisation 
This individual assignment involves exploring and auditing the five key CRM processes 
in the context of a specific organisation. The objective of the assignment is to assess 
the current stage of development of the organisation's approach to CRM and make 
appropriate recommendations to management, as a result of your analysis.  (This will 
give you some practice for the more substantial group assignment.)  You should utilise 
the generic ‘CRM audit’ to identify the organisation’s current stage of development.  A 
set of materials will been posted on Blackboard by the end of the first week on classes 
in a file called “individual assignment materials”. 
 
You should commence with selection of a suitable organisation - preferably one who 
you have worked for in the past, or are working for currently.  However, you may select 
any other substantial organisation for this assignment.  It is expected you will undertake 
this assignment using your own and secondary resources.  Thus for the items in the 
CRM audit you will need to make some subjective judgments on those where you don't 
have detailed knowledge or information.  (You will not be penalised in your assessment 
for making such judgments, as opposed to having detailed company access, provided 
they make good business sense.) 
 
You should commence by reviewing the CRM audit and modifying it to reflect the 
circumstances of the organisation.  This audit is supplied as a Word document in the 
file referred to above. For example, the audit may need fairly significant changes in the 
wording if you are applying it to a not-for-profit organisation or a professional service 
firm.  I suggest you submit the modified version of the CRM audit as an appendix to 
your report and highlight those items you change in another colour.   
 

mailto:a.payne@unsw.edu.au�
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You should then show the results of your analysis on a separate diagram for each of 
the five processes. Having done your analysis you should then produce an interesting 
and animated report presenting your recommendations to the management of the 
organisation. (You will not, of course, be presenting this to the class or the 
management! However, you should put together a visually interesting and persuasive 
story about what needs to be addressed in terms of future CRM development.)   
 
You should pay particular attention in your report presentation to imaginative graphical 
ways of depicting the findings to help “sell” your findings.  Typical report length is 
around 10-15 slides and up to a 1500 - 2000 (approx..) word summary (excluding any 
appendices).  
 
If anybody, given their past personal business experience, has particular problems with 
undertaking this assignment they should discuss this with me by the class on 2 May 
2012 at the latest. 
 
2. Reflection and participation  (10%) 
 
Active reflection and participation is an important component of this course. All 
students are expected to take the initiative to participate in class discussions. A critical 
component of the skills of both post-graduate students and effective managers is their 
ability to reflect and synthesise information over time.  Therefore this element of 
assessment is designed to assess your ability to not only discuss issues intelligently 
and contribute to class discussion, but to reflect on the nature of class discussions and 
activities, the insights gained from undertaking readings and from observation of 
relevant marketing issues that emerge in the popular or business media. This will also 
include your ability to discuss intelligently and contribute to class discussion of case 
studies, designated readings and questions from the course lecturer. 
 
Each student is required to submit a brief 2 page memo to the course lecturer 
detailing both your reflections and learning from the course and your individual 
class participation in the course (i.e. the contribution to the discussion and case 
studies, not just being there!) by 8 June 2012  by 4.00 pm. You should therefore 
keep a brief class-by class log of your involvement each week. This must be deposited 
by hand in Essay Box No 1 on third floor of the Quadrangle Building, University of 
NSW.  (This is located on left hand side of the lift opposite the School of Marketing 
main office.) 
 
Part of your participation involves you bringing and using a name card in every session. 
This is especially important as we will have a number of visiting guests speaking on the 
course. In the event you do not have your usual name card with you for a particular 
class, please make up a temporary one for that class. 
 
3. Final Group Assignment  (50%) 
 
Final Group Assignment  - due 17 June  2012  by 4.00 pm. You should work with your 
team and agree a mutually acceptable date to complete this, based on the team’s 
commitments including those in other courses.   It will be marked within two weeks of 
submission date. Students should collect a copy of the assignment marks and 
comments from the School of Marketing Office on 3rd floor Quadrangle Building. This 
must be deposited by hand in Essay Box No 1 on third floor of the Quadrangle 
Building, University of NSW. (This is located on left hand side of the lift opposite the 
School of Marketing main office.) 
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An electronic copy must also be emailed to a.payne@unsw.edu.au by this date. 
 
This assignment involves applying the concept of CRM.  The objective of the 
assignment is to provide a consultant's report on how CRM approaches can be applied 
to a specific company. The report should be submitted on a group basis. Groups 
should be a maximum of 5 people.  Larger groups are not permitted.  Typical report 
length is up to a 4,000  words (excluding any slides and appendices) and  a max . of 25 
slides, diagrams, or exhibits. 
 
 
A substantial organisation should be chosen so that complex relationships 
(internal and external) can be addressed.   
 
 
 
Your group should choose from either option A or option B below 
 
OPTION A: IMPLEMENTING A CRM STRATEGY 
 
Your task is to prepare a consultant's "business presentation" to the Board of Directors 
of your chosen company regarding the benefits of and how to adopt a new, or further 
develop an existing, CRM strategy. 
 
Marks will be allocated to your project generally as follows: 
 
1. Explanation of how CRM is relevant specifically to the firm under 

consideration and its potential benefits. 
  - 15 marks. 
 
2. Development of a CRM plan for your chosen Market.  You may develop your 

own (rigorous) structure. For example you could address: 
 

 1. Mission/vision statements  
 2. Key relationship objectives - quantified 
 3. Relationship audit including: customer attractiveness, strength of 

relationship, causes of retention/defections  
 4. Relationship marketing strategy 
 5. Marketing programme (marketing mix) 
 6. Implementation action plan 
 7. Business results and control system  
  - total 70 marks. 
 
3. Recommendations and Action Plans.  You should quantify the levels of 

financial expenditure (including human resources, managerial time, and 
overall budget) that is devoted to the 'relationships' you have selected and 
how you would revise this.  In particular you should attempt some level of cost 
justification for doing this. 

  - 15 marks. 
 
 
 
 
 

mailto:a.payne@unsw.edu.au�
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OR 
 

OPTION B: APPLYING THE CRM 'ACURA' MODEL TO A LARGE ORGANISATION  
 
 Your task is to prepare a consultant's "business presentation" to the Board of Directors 
of your chosen company regarding the benefits of and how to adopt a CRM 'ACURA' 
strategy which will significantly increase profitability. 
 
Marks will be allocated generally as shown below: 
 
The following broad approach should be followed: 
1. Identify key segments and analyse their characteristics.   Select 2 - 4 segments with   

the greatest long-term profit potential. (20%) 
2. Determine generic ACURA strategies - identify where appropriate specific segment 

strategies.  (15%) 
3. Decide which ACURA strategies relate to which segments and rough estimate of 

profit potential.  (20%) 
4. Estimate key metrics for each segment and overall profit potential  

(Note this should be done in detail).  (25%) 
5. Recommendations and Action Plans including: Determine critical factors for success 

in CRM implementation, investment required and strategy for selling internally (20%) 
 
 
SOME GENERAL COMMENTS ON THIS ASSESSMENT 
 
 
1. The "consultant's business presentation" should include specific 

recommendations, giving appropriate quantification where appropriate.   
 
A consultant’s business presentation consists of: 

 (a) a series of interlinked slides and 
 (b) a report linking the slides and summarising appropriate recommendations.   
 
2. The aim of this assessment is to give you experience in applying CRM 

approaches to a specific organisation with a large customer base. 
 
3 Note that some firms may not be familiar with the term ‘CRM’.  Thus you 

should use language familiar to the firm.  
 
4. Make certain you include a bibliography of articles, books consulted and a list 

of individuals contacted in your study.  If any material is given to you on the 
basis of it being confidential, a letter of confidentiality can be provided by the 
lecturer 

 
 
Any review of assessment will be conducted in accordance with the School’s 
assessment policies that can be found on the School website. 
 
 
Good Luck!  I hope you enjoy the assignments and find them useful and 
interesting learning experiences 
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4.4 Assignment Submission Procedure 
See section 4.3 above 

Assignments will generally be marked and be made available for student collection two 
weeks after the due date.  

Marked assignments that are due after the completion of the course can be collected 
during office hours Monday to Thursday from the School of Marketing Office on the 3rd 
Floor Quadrangle Building. It is student’s responsibility to collect them. In the case of 
group assignments, students should nominate one group member to collect their 
marked group assignment. If you are making a special trip to the UNSW you should 
first check with School of Marketing Office to confirm assignments are available for 
collection at the time you are coming to the School. 

Note: The Lecturer may require all assignments to be submitter through 
Turnitin 
 
Master of Marketing Grade and Mark ranges 
The progressive assessment during the session (either by assignments, participation and/or a 
mid-session examination), grades will be provided to students in a form of a letter grade (not as 
a mark) as follows.  
 
Grade Mark Explanation 
A 75 - 100 A superior to outstanding performance 

B 60 - 74 A good performance  

C 50 - 59 An acceptable level of performance 

Fail 0–49 Performance below minimum level of competence 
 
Course results are released to students and are available via MyUNSW as a mark following a 
ASB Faculty sub-committee meeting to approve distribution of marks. 
 
5 COURSE RESOURCES 
There is no prescribed text for the course but should you wish to own or access some 
texts to use as resources, then the following texts would be useful: 

1. Payne, A F T, The Handbook of CRM, Elsevier Butterworth Heinemann, 2006.  

2. Buttle, F, Customer Relationship Management – Concepts and Tools, Elsevier 
Butterworth Heinemann, second edition, 2008. 

Articles, readings and case studies  

These are listed in the detailed class session schedule. 
Journals 
Journals are a rich source of material on CRM. The following are recommended:  
• California Management Review 
• Harvard Business Review 
• Journal of Marketing 
• Journal of Relationship Marketing 
• McKinsey Quarterly 
• Sloan Management Review 
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6 COURSE EVALUATION AND DEVELOPMENT 
 
Each year feedback is sought from students about the courses offered in the School 
and continual improvements are made based on this feedback. In this course, we will 
seek your feedback through CATEI, and any informal feedback.  
 
Previous student feedback requested that the Group CRM assignment, which was 
previously handed out towards the end of the course, be made available earlier.  This 
will now be made available at the start of the course.  
 
Some students have asked for more discussion time.  There is a lot of content to cover 
in the lecture sessions.  However, this does not absolve you from jumping in and 
making comments and asking questions. This is a Masters program at the University of 
New South Wales and, as such, we expect students to state their views and raise 
questions and not sit back and say nothing!  
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7 COURSE SCHEDULE 

COURSE OVERVIEW SUMMARY – SESSION 1, 2012 
 

 
Class No Date 

 
Time 

 
Tutor 

 
Topics 

 
CRM 1 

 
Tuesday  

24 April 2012 
(NB change in 
day as Wed 28 

April is holiday) 

 
6.00 – 9.00 pm 

 

 
AFP 

 
The CRM Strategy Framework 
CRM Process 1: The Strategy 
Development Process 

 
CRM 2 

 
   Wednesday  
2 May 2012 

 
6.00 – 9.00 pm 

 
AFP 

 
CRM Process 2: The Value 
Creation Process 
Visiting Speaker: Philip Henry, 
Marketing Director ANZ, 
Salesforce.com 

 
CRM 3 

 
Wednesday  
9 May 2012 

 

 
6.00 – 9.00 pm 

 
AFP 

 

 
CRM Process 3: The Multi-
Channel Integration Process 
 

 
CRM 4 

 
Wednesday  
16 May 2012 

 
6.00 – 9.00 pm 

 
AFP  

 

 
CRM Process 4: The Information 
Management Process 
Visiting Speaker: Frank Wilson,   
St. George CRM Implementation 

 
NO CLASS 
 

 
Wednesday  
21 May 2012 

 

   

 
CRM 5 

 
Wednesday  
29 May 2012 

 
6.00 – 9.00 pm 

 
AFP 

 
CRM Process 5: The 
Performance Assessment 
Process 
 

 
CRM 6 

 
Wednesday  
6 June 2012 

 
6.00 – 9.00 pm 

 
AFP 

 
Organising for CRM 
Implementation 
Visiting Speaker: A/Prof. Pennie 
Frow,  University of Sydney 
 

 
Note: CHANGES TO THIS OUTLINE, IF REQUIRED, WILL BE DISCUSSED IN CLASS 
AND/OR ANNOUNCED ON BLACKBOARD 
Lecturer-In-Charge: Professor Adrian Payne   
Adrian joined the University of New South Wales as a Professor of Marketing in 2006. Prior to 
this he was Professor of Services and Relationship Marketing, Academic Leader of the 
Marketing Group and Director of the Centre for Customer Relationship Management at the 
Cranfield School of Management, Cranfield University, UK. Earlier he worked at the Melbourne 
Business School, at the University of Melbourne. His previous appointments include positions 
as chief executive for a manufacturing company and he has also held senior appointments in 
corporate planning and marketing. He has practical experience in marketing, market research, 
corporate planning and general management.  He is an authority on Relationship Marketing and 
Customer Relationship Management and is an author of eight books and numerous journal 
articles on these topics. His new book Strategic Customer Management will be published by 
Cambridge University Press in late 2012.  
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DETAILS OF CLASS SESSIONS 2012 

 
 
 
Class No. 1 Tuesday 24 April 2012, 6.00 – 9.00 pm  
 
The CRM Strategy Framework 

CRM Process 1: The Strategy Development Process  

 
Introduction: 
The first module in the CRM course first explains the different definitions and interpretations of 
customer relationship management. It then proceeds to identify five key cross-functional 
processes that are essential to effective CRM. A strategic framework is presented that 
commences with the identification of business and customer strategy and concludes with 
shareholder value creation 
 
Session outline: 

• Defining the role of CRM 
• Key processes in CRM 
• The CRM Strategy Framework 

 
 
Readings: 
Read before class the following materials in Blackboard.  
(Hard copies of other materials will be handed out in first class session.) 

 
1. Adrian Payne, and Pennie Frow, “A Strategic Framework for Customer Relationship 

Management”, Journal of Marketing, 2005 
2. Adrian Payne, and Pennie Frow, Chapter 6, Strategic Customer Management. 

Cambridge University Press, forthcoming late 2012 
3. Read CRM Audit full – read this and give some initial thought as to how your current or 

past organisation addressed these issues (this will also be put in folder on Blackboard 
marked ‘Individual Assignment Materials’). 
 
 
 

Preparation before class: 
 
Each course member should identify at least one potential company to discuss informally as a 
potential Group Assignment in their Group Meeting around 8 PM.  
 
 
Groups will be formed during the earlier break.  
 
 



MARK6006 CRM   15 

Class No.  2: Wednesday 2 May 2012, 6.00 – 9.00 pm 
 

CRM Process 2: The Value Creation Process 

 
 
Introduction 
 
In the previous class an overview was provided of the five key processes in CRM and we 
explored the first key process in CRM – the Strategy Development Process. In this module we 
explore the value creation process in greater detail.  
 
 
Visiting Speaker: 
Philip Henry, Marketing Director ANZ, Salesforce.com 
 
Session outline: 
 
 The nature of customer value 
 Creating value for the customer 
 Creating value for the organisation 
 Maximising customer lifetime value 
 The pivotal role of value propositions 
 
Readings:  
 

1. Lynette Ryals, “Determining the Indirect Value of a Customer”, Journal of Marketing 
Management, Vol. 24 No.7, 2008, pp. 847-864. 
 

2. A. Agarwal, W.E Pietraszek and M. Singer , “Connecting CRM Systems for better 
Customer Service, McKinsey on IT, Fall 2006 , pp. 1-6. 

 
3. Case Study: Zurich Financial Services by Adrian Payne and Pennie Frow 

 
 
 
 
Video Case Study: MBNA America 
 
 
 
 

  



MARK6006 CRM   16 

Class No. 3: Wednesday 9 May 2012, 6.00 – 9.00 pm 

 

CRM Process 3: The Multi-Channel Integration Process 
 
 
 
 
Introduction: 
 
In this class we explore the third process in the CRM Strategy Framework – the  Multi-Channel 
Integration Process.  
 
 
Session outline: 
 
 Multi channel integration 
 Understanding channel options 
  Channel economics 
 Planning channel emphasis 
 
 
Readings:  
 

 
 

 
1. Hugh Wilson and Elizabeth Daniel, “The multi-channel challenge: A dynamic capability 

Approach”, Industrial Marketing Management, Vol. 36, 2007, pp. 10-20. 
 

2. Joseph B. Myers, Andrew D. Pickersgill, and Evan S. Van Metre, “Steering Customers 
to the Right Channels, The McKinsey Quarterly, Number 4,  2004, pp. 37-47. 
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Class No.  4: Wednesday 16 May 2012, 6.00 – 9.00 pm 
 
 
CRM Process 4: The Information Management Process 
 
 
 
Introduction: 
 
In this class we examine the fourth process in the CRM Strategy Framework – the Information 
Management Process. Here emphasis will be placed on managerial rather than technological 
aspects. 
 
Visiting Speaker: Mr Frank Wilson – former Head of CRM Deployment, St. George Bank   
 
 
 
Session outline: 
 
 Multi channel integration – further discussion 
 The key elements of the Information Management Process 
 The CRM Strategy Matrix 
 Individual’s CRM technology experiences 
 Video case study: Vail Associates 
 
Readings:  
 

1. Adrian Payne, and Pennie Frow, Chapter 9, Strategic Customer Management. 
Cambridge University Press, forthcoming late 2012 
 

2. Bryan Foss, Merlin Stone and Yuksel Ekinci. “What Makes for CRM Success or 
Failure”, Database Marketing & Customer Strategy Management, Vol. 15, No. 2, 2008, 
pp.68-78 

 
 
 
Come to class prepared to talk about your experience with IT systems and CRM and where 
your organisation (current or previous) fits in the CRM strategy matrix. 
 
 
 
 
 
 
 
 
 
 
 
 
 
NOTE: THERE IS NO CLASS ON WEDNESDAY 23 MAY 2012
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Class No.  5: Wednesday 30 May 2012, 6.00 – 9.00 pm 

 
CRM Process 5: The Performance Assessment Process 
 
 
 
 
Introduction: 
 
In this class we examine the fifth process in the CRM Strategy Framework – the Performance 
Assessment Process. We will examine on of the world’s most advanced companies in terms of 
CRM measurement systems 
 
 
Session outline: 
 
 The integrated value process - customer value,  employee value and shareholder value 
 Towards the enterprise performance model 
 Developing a CRM dashboard 
 Case study: Performance assessment at Sears Roebuck 
 
 
 
Readings:  
 

1. Hyung-Su Kim and Young-Gul Kim. “A CRM Performance Measurement 
Framework: Its development process and application”, Industrial Marketing 
Management, Vol. 38, Issue 4, 2009, pp. 477-489. 
 

2. Ed Peelen, Kees van Montfort, Rob Beltman and Arnoud Klerkx, “An Empirical 
Study into the Foundations of CRM success”, Journal of Strategic Marketing,  Vol. 
17, No. 6, December 2009, pp. 453-471 . 

 
3. Case Study: Sears - The Service Profit Chain and the Kmart Merger, by Adrian 

Payne and Pennie Frow  
  

 
 

 
Read the following short case thoroughly – for discussion in class 
 

http://www.sciencedirect.com/science/journal/00198501�
http://www.sciencedirect.com/science/journal/00198501�
http://www.sciencedirect.com/science?_ob=PublicationURL&_tockey=%23TOC%235809%232009%23999619995%231178057%23FLA%23&_cdi=5809&_pubType=J&view=c&_auth=y&_acct=C000004218&_version=1&_urlVersion=0&_userid=37161&md5=693cbf2041a08f2331ab627c9499f3d5�
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Class No.  6: Wednesday 6 June 2012, 6.00 – 9.00 pm 
 
 
Organising for CRM Implementation 
 
 
Introduction: 
 
This final session provides a strategic overview for CRM implementation.  It explores the 
necessary conditions that need to be present for successful CRM implementation  
 
 
Visiting Speaker: A/Prof. Pennie Frow, University of Sydney  
 
 
 
Session Outline: 
 
• Key elements in organising for CRM implementation 
• CRM readiness 
• Project management 
• Change management 
• Employee engagement 
 

Readings:  
 
Read these articles prior to this session. 
 

1. Case Study : Mercedes-Benz - Building Strategic Customer Management Capability, by 
Pennie Frow and Adrian Payne 
 
2. Finnegan DJ and Currie WL “A Multi-Layered Approach to CRM implementation: An 
integration perspective”, European Management Journal, Vol. 28, 2010, pp. 153-167. 
 
3. Rigby, Darrell K. and Ledingham, Dianne. “CRM Done Right”, Harvard Business Review, 
Vol. 82 No. 11, 2004, pp. 118-129. 
 

 
 
 
Come to class prepared to discuss your thoughts on CRM implementation and your 
evaluation of Mercedes approach to CRM implementation 
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PART B: KEY POLICIES, STUDENT RESPONSIBILITIES AND 
SUPPORT 
 
1 ACADEMIC HONESTY AND PLAGIARISM 
 
The University regards plagiarism as a form of academic misconduct, and has very 
strict rules regarding plagiarism. For UNSW policies, penalties, and information to help 
you avoid plagiarism see: http://www.lc.unsw.edu.au/plagiarism/index.html as well as 
the guidelines in the online ELISE and ELISE Plus tutorials for all new UNSW students: 
http://info.library.unsw.edu.au/skills/tutorials/InfoSkills/index.htm. 
 
To see if you understand plagiarism, do this short quiz: 
http://www.lc.unsw.edu.au/plagiarism/plagquiz.html 
For information on how to acknowledge your sources and reference correctly, see: 
http://www.lc.unsw.edu.au/onlib/ref.html 
 

For the ASB Harvard Referencing Guide, see ASB Referencing and Plagiarism 
webpage (ASB >Learning and Teaching>Student services>Referencing and 
plagiarism)   
 
2 STUDENT RESPONSIBILITIES AND CONDUCT 
Students are expected to be familiar with and adhere to university policies in relation to 
class attendance and general conduct and behaviour, including maintaining a safe, 
respectful environment; and to understand their obligations in relation to workload, 
assessment and keeping informed.  
 
Information and policies on these topics can be found in the ‘A-Z Student Guide’: 
https://my.unsw.edu.au/student/atoz/A.html. See, especially, information on 
‘Attendance and Absence’, ‘Academic Misconduct’, ‘Assessment Information’, 
‘Examinations’, ‘Student Responsibilities’, ‘Workload’ and policies such as 
‘Occupational Health and Safety’. 
. 

2.1 Workload for Master of Marketing Courses 
 
 
For a Master of Marketing elective course (3UOC) it is expected that you will spend at least 
ten hours per week studying including 3 hours in class sessions 
 
Over-commitment has been a cause of failure for many students. You should take the 
required workload into account when planning how to balance study with employment 
and other activities.  

2.2 Attendance 
 
Your regular and punctual attendance at lectures and seminars is expected in this 
course. University regulations indicate that if students attend less than 80% of 
scheduled classes they may be refused final assessment.  
 

http://www.lc.unsw.edu.au/plagiarism/index.html�
http://info.library.unsw.edu.au/skills/tutorials/InfoSkills/index.htm�
http://www.lc.unsw.edu.au/plagiarism/plagquiz.html�
http://www.lc.unsw.edu.au/onlib/ref.html�
http://www.asb.unsw.edu.au/learningandteaching/studentservices/resources/Pages/referencingandplagiarism.aspx�
http://www.asb.unsw.edu.au/learningandteaching/studentservices/resources/Pages/referencingandplagiarism.aspx�
https://my.unsw.edu.au/student/atoz/A.html�
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2.3 General Conduct and Behaviour 
 
You are expected to conduct yourself with consideration and respect for the needs of 
your fellow students and teaching staff.  Conduct which unduly disrupts or interferes 
with a class, such as ringing or talking on mobile phones, is not acceptable and 
students may be asked to leave the class. More information on student conduct is 
available at: https://my.unsw.edu.au/student/atoz/BehaviourOfStudents.html 
 

2.4 Occupational Health and Safety 
 
UNSW Policy requires each person to work safely and responsibly, in order to avoid 
personal injury and to protect the safety of others. For more information, see 
http://www.ohs.unsw.edu.au/. 
 

2.5 Keeping Informed 
 
You should take note of all announcements made in lectures, tutorials or on the course 
web site.  From time to time, the University will send important announcements to your 
university e-mail address without providing you with a paper copy.  You will be deemed 
to have received this information. It is also your responsibility to keep the University 
informed of all changes to your contact details. 
 
 
3 SPECIAL CONSIDERATION AND SUPPLEMENTARY 

EXAMINATIONS 
 
You must submit all assignments and attend all examinations scheduled for your 
course. You should seek assistance early if you suffer illness or misadventure which 
affects your course progress.  
 
 
General Information on Special Consideration: 

1. All applications for special consideration must be lodged online through 
myUNSW within 3 working days of the assessment (Log into myUNSW and 
go to My Student Profile tab > My Student Services channel > Online Services 
> Special Consideration). Then submit the originals or certified copies of your 
completed Professional Authority form (pdf - download here) and other 
supporting documentation to Student Central. For more information, please 
study carefully the instructions and conditions at: 
https://my.unsw.edu.au/student/academiclife/StudentCentralKensington.html. 

2. Please note that documentation may be checked for authenticity and the 
submission of false documentation will be treated as academic misconduct. The 
School may ask to see the original or certified copy.  

3. Applications will not be accepted by teaching staff. The lecturer-in-charge will 
be automatically notified when you lodged an online application for special 
consideration. 

https://my.unsw.edu.au/student/atoz/BehaviourOfStudents.html�
https://my.unsw.edu.au/student/atoz/BehaviourOfStudents.html�
http://www.ohs.unsw.edu.au/�
https://my.unsw.edu.au/student/academiclife/ProfessionalAuthority.pdf�
https://my.unsw.edu.au/student/atoz/SpecialConsideration.html#Supportingdocumentation�
https://my.unsw.edu.au/student/academiclife/StudentCentralKensington.html�
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4. Decisions and recommendations are only made by lecturers-in-charge, not by 
tutors. 

5. Applying for special consideration does not automatically mean that you will be 
granted a supplementary exam or other concession. 

6. Special consideration requests do not allow lecturers-in-charge to award 
students additional marks. 

 
 
4 STUDENT RESOURCES AND SUPPORT  
 
The University and the ASB provide a wide range of support services for students, 
including: 

• ASB Education Development Unit  (EDU) (www.business.unsw.edu.au/edu) 
Academic writing, study skills and maths support specifically for ASB students. 
Services include workshops, online and printed resources, and individual 
consultations. EDU Office: Room GO7, Ground Floor, ASB Building (opposite 
Student Centre); Ph: 9385 5584; Email: edu@unsw.edu.au   

• Blackboard eLearning Support: For online help using Blackboard, follow the 
links from www.elearning.unsw.edu.au to UNSW Blackboard Support / Support 
for Students. For technical support, email: itservicecentre@unsw.edu.au; ph: 
9385 1333 

• UNSW Learning Centre (www.lc.unsw.edu.au ) 
Academic skills support services, including workshops and resources, for all 
UNSW students.  See website for details. 

• Library training and search support services:   
http://info.library.unsw.edu.au/web/services/services.html  

• IT Service Centre: Technical support for problems logging in to websites, 
downloading documents etc. https://www.it.unsw.edu.au/students/index.html 
UNSW Library Annexe (Ground floor) 

• UNSW Counselling and Psychological Services  
(http://www.counselling.unsw.edu.au) 
Free, confidential service for problems of a personal or academic nature; and 
workshops on study issues such as ‘Coping With Stress’ and ‘Procrastination’.  
Office:  Level 2, Quadrangle East Wing; Ph: 9385 5418 

• Student Equity & Disabilities Unit (http://www.studentequity.unsw.edu.au) 
Advice regarding equity and diversity issues, and support for students who have 
a disability or disadvantage that interferes with their learning.  Office: Ground 
Floor, John Goodsell Building; Ph: 9385 4734   

 
 
 

http://www.business.unsw.edu.au/edu�
mailto:edu@unsw.edu.au�
http://www.elearning.unsw.edu.au/�
mailto:itservicecentre@unsw.edu.au�
http://www.lc.unsw.edu.au/�
http://info.library.unsw.edu.au/web/services/services.html�
https://www.it.unsw.edu.au/students/index.html�
http://www.counselling.unsw.edu.au/�
http://www.studentequity.unsw.edu.au/�
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