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INTROPUVGTION




Customer Relationship
Management

Customer relationship management (CRM) is
a business process in which client
relationships, customer loyalty and brand
value are built through marketing strategies
and activities. CRM allows businesses to
develop long-term relationships with
established and new customers while helping
streamline corporate performance.



Objectives Ot CRM

- To provide better customer service

- To simplify marketing and sales process

- To make call centers more efficient

- To discover new customers and increase customer
revenue

The main objectives of CRM implementations

Integrating customer information 83%
Cross-selling and up-selling

Inareasing service quality

Implementing better targeted marketing ampaigns
Inarease customer satisfaction

Ingease aistomer loyalty

Collecting data on customer behavior

Improve complaints management

Collecting information about customers
Customiang services and produds

Developing sales campaigns

Proactive dient portfolio management

Inaeasing product-to-client ratio
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Benefits of CRM

- Develop better communication channels

ncreased customer satisfaction
dentify new selling opportunities
ncreased market share and profit margin

- More effective reach and marketing

- Improved customer service and support
- Enhanced customer loyalty

- Improved ability to meet customer
requirements



E-CRM

Electronic CRM concerns all forms of managing
relationships with customers making use of information
technology.

The three different levels can be distinguished:

- Foundational services: This includes the minimum
necessary services such as web site effectiveness and
responsiveness as well as order fulfillment.

- Customer-centered services: These services include
order tracking, product configuration and customization as
well as security/trust.

- Value-added services: Self-services are becoming
increasingly important in CRM activities. The rise of the
Internet and E-CRM has boosted the options for self-
service activities



