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Abstract

In terms of existing firm competition in the banking sector, where fighting for obtaining the
bigger slice from the market and attracting more clients is a constant process, establishment of
high level relationship with client, in order to achieve their lotalty is of utmost importance.
The Clients Relationship Management (CRM) gets a role of fundamental tool in achieving the
level of loyalty from customers, needed to maximize profits. The aim of this thesis is to tackle
the role of CRM in banking sector, mainly in the case of Georgian banks. As a result of this
work, we plan to highlight main reasons why CRM is profitable for bank in terms of attracting
and maintaining clients and how it coulb be used in a best way. On this basis, reccomendations
for Georgian banks on how to best use CRM to establish strong, long term and mutually

beneficial relations with clients and achieve their loyalty should be produced.
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