ADM2372 CHAPTER 9 – Customer Relationship Management:

Introduction:
· Customer Relationship Management: Involves managing all aspects of a customer’s relationship with an organization to increase customer loyalty and retention, and an organization’s profitability
· CRM is one of the most valuable assets a company can acquire
· Flexibility is key
· CRM allows organizations to gain insights into customers’ shopping and buying behaviors
· CRM systems track every communication between customer and the organization and provides access to CRM data across different organizations 
· Fundamentals of CRM:
· CRM as a business strategy
· Business benefits of CRM
· Evolution of CRM
· Operational and analytical CRM
· CRM is a strategy that an organization must embrace on an enterprise level
· CRM is a business philosophy based on the premise that organizations that understand the needs of individual customers are best positioned to achieve sustainable competitive advantage in the future
· Benefits of a CRM Strategy:
· Better customer service
· Improved call centre efficiency
· Ability to cross-sell products
· Simplification of marketing and sales processes
· Organizations can find valuable customers through RFM:
· Recency
· Frequency
· Monetary value
· Three phases in the evolution of CRM
· Reporting
· Analyzing
· Predicting
· CRM Reporting Systems: Help organizations identify their customers across other applications
· CRM Analysis Systems: Help organizations segment their customers into categories such as best and worst
· CRM Predicting Systems: Help organizations make predictions regarding customer behavior, such as which customers are at risk of leaving
· Operational CRM: supports traditional transactional processing for daily front-office operations or systems that deal directly with customers 
· Analytical CRM: Supports back office operations and strategic analysis
· Includes all systems that don’t deal directly with customers
Using Information to Drive Operational CRM:
· Marketing departments can adapt to doing business in new ways through using CRM to gather and analyze customer data
· Three primary operational CRM systems a marketing department can implement:
· List generators: Compile customer data from a variety of sources and segment the data for different marketing campaigns
· Campaign management systems: Guide users through marketing campaigns performing such tasks as campaign definition, planning, scheduling, segmentation, and success analysis
· Cross-selling and upselling strategies
· Cross-selling: Selling additional products/services
· Upselling: increasing value of a sale
· Sales departments were the first to use CRM
· Sales Force Automation (SFA): A system that automatically tracks all the steps of the sales process
· Focus on increasing customer satisfaction, building customer relationships, and improving product sales by tracking all sales data
· Three primary operational CRM technologies a sales department can implement to increase customer satisfaction:
· Sales management CRM systems
· Contact management CRM systems
· Opportunity management CRM systems
· Sales management CRM Systems: Automate each phase of the sales process, helping sales reps coordinate and organize all of their accounts
· Contact management CRM System: Maintains customer contact information and identifies prospective customers for future sales
· Opportunity management CRM systems: target sales opportunities by finding new customers or companies for future sales
· Determine potential customers and competitors and define selling efforts 
· Three primary CRM systems a customer service dept. can use to increase customer satisfaction:
· Contact centres: where CSRs answer customer inquiries and respond to problems through a number of different customer touch points
· Track customer call history
· Maintains high level of customer support
· Web-based Self Service Systems: allow customers to use the web to find answers to their questions/solutions to their problems
· Call Scripting Systems: Access organizational databases that track similar issues or questions and automatically generate the details for the CSR

Using Information To Drive analytical CRM:
· Analytical CRM is primarily used to enhance and support decision making
· Personalization: Occurs when a website knows enough about a person’s likes and dislikes that it can fashion offers more likely to appeal to that person
· Information produced by analytical CRM solutions helps companies make decisions about how to handle customers based on the value of each one 
· Analytical CRM can reveal information about which customers are worth investing in
· Analytical CRM relies heavily on data warehousing and BI to gain insights into customer behavior

Implementing CRM:
· Organizations should follow best practices
· Clearly communicating CRM strategy, defining data needs and flows, building an integrated view of the customer, implementing in iterations, and achieving scalability for organizational growth 
· CRM Manager: ensures that somebody in the company is held accountable and is responsible for the continued successful rollout of CRM
· Operational management
· Change management
· Strategic partnership

CRM Metrics: 
· Track and monitor performance
· Sales metrics
· Service metrics
· Marketing metrics

CRM Applications and Vendors:
· Consolidation of the CRM application vendor market is expected to continue
· Focus on delivering CRM applications to small and medium-sized businesses


Managing Other Relationships:
· Building healthy relationships with stakeholders is healthy and profitable
· Good relationships exist where there is a reciprocal exchange of value between the two parties
· Information systems can be useful in improving relationships 
· Supplier Relationship Management (SRM): Focuses on keeping suppliers satisfied by evaluating and categorizing suppliers for different projects, which optimizes supplier selection
· SRM is a management activity
· SRM applications help companies analyze vendors based on a number of key variables
· SRM systems help organizations communicate with suppliers by providing seamless communication channels where data can be shared
· Good supplier relationships translate into better supply chain efficiency and effectiveness
· Alliance Partners: Competitor organizations who cooperate with one another because doing so allows them to compete more successfully 
· Dealers: Agents who sell products or services on behalf of a company or organization, particular in the automobile industry
· Retailers: stores or shops operating at the end of the supply chain that acquire goods or products from manufacturers or importers, then sell smaller quantities of those goods to consumers at higher prices to cover expenses and make profit
· Resellers: Companies or individuals who purchase goods and products in bulk with the intention of reselling them at a profit
· Partner Relationship Management (PRM): Focuses on keeping vendors satisfied by managing alliance partner, deal, retailer, and reseller relationships that provide customers with an optimal sales channel
· IS can help foster food partner relationships by facilitating better communication with partners
· Employee Relationship Management (ERM): A management activity that focuses on managing an organization’s relationships with its employees
· Good business strategy
· ERM systems are IS applications that support RM practice
· ERM systems provide employees with a subset of CRM applications available through a Web Browser

Future CRM Trends:
· CRM applications will continue to evolve and be used with a wide variety of partners
· Goal will be to provide a consistent view of customers across the enterprise and to deliver timely/accurate customer data to all departments
· CRM suites will provide SRM, PRM, and ERM 
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