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CHAPTER 1- INTRODUCTION

Introduction:

· You define customer as-

· Your paying client

· Your employee

· Your supplier or vendor

· Your partner

Examples:

1. If you are running a company, then you have paying clients. Against the payment, you provide them products and/or services.

2. You have got employees. You give them a pay check and other benefits including bonus and in return, they give you productive work.

3. You have got suppliers. They give you products and/ or services. In return, you give them money.

4. You have channel partners. They give you added value services. In return, you give them some services or money.

In short, customer is an individual or group with whom you exchange values.

Definition of CRM: 

‘Customer Relationship Management is a comprehensive approach for creating, maintaining and expanding customer relationships’.

Significance of the words used in the definition: 

a) Comprehensive: CRM does not belong to just sales or marketing. It is not the sole responsibility of customer service group or an IT team; i.e. CRM must be a way of doing business that touches all the areas.

b) Approach: An approach is broadly a way of treating or dealing with something. CRM is a way of thinking about and dealing with the customer relationship. We can also use the word ‘strategy’ because CRM involves a clear plan. In fact, CRM strategy can usually serve as a benchmark for other strategies in your organization. Because any strategy sets directions for your organization. We can also consider this from a department or area level. Just as a larger organization has strategies for shareholder management, marketing etc. Each strategy must support managing customer relationships. Thus CRM is strategic. To realize this, one can make a list of key strategies, to brief your area of responsibility. Then write down organizational approach towards customers. Compare the CRM strategies with other strategies. They should support each other.

External customers are those outside the organization who buy goods and the services the organization sells. ‘Internal customers’ is a way of defining another group in some organization whose work depends upon work of your group. Therefore, they are your customers. It is your responsibility to provide what they need so that they can do their job properly.

c) Customer relationship: Finally let us see what we mean by ‘customer relationship’. In today’s world where we do business with individuals or groups with whom we may never meet and hence much less know in person to person sense. CRM is about creating the feel of comfort in this high tech environment.

CRM technology and CRM technology components: 

There are following types of CRM technology:

a) Operational CRM

b) Collaborative CRM

c) Analytical CRM

Operational CRM: This is an ERP like segment of CRM. Typical business functions involving customer service, order management, invoice or billing or sales and marketing automation and management are the parts of operational CRM. Till now, this is the primary use of CRM. One characteristic of operational CRM is the possibility of integrating with the financial and human resources functions of ERP applications. With this integration, end-to-end functionality from lead management to order breaking can be implemented.

Analytical CRM: Analytical CRM is the capture, storage, extraction, processing, interpretation and recording customer data to the user. Companies such as Microstrategy have developed applications that can capture this customer data from multiple resources and then use hundreds of algorithms to analyze and interpret the data as needed. The value of the application is not just in algorithm and storage, but also in ability to individually personalize the response using the data.

Collaborative CRM: It is the communication center, coordination network that provides neutral paths to customer and its suppliers. It could mean a partner relationship management [PRM] application or a customer interaction center. It could mean communication channels such as web or e-mail, voice applications and even channel strategies. In other words, it is any CRM function that provides a point of interaction between customer and the channel itself.

CRM technology components: 

The following are the components, which are common to different CRM approaches. 

CRM engine: This could be the customer data repository. The data mart, the data warehouse is the one where all the data on customer is captured and stored. This could include basic stuff such as your name, address, telephone number, birth date etc. It could also include more sophisticated information like how many times you have accessed a particular web site and what you did on the web pages you accessed. It could also include the help desk support and the purchase history. Ultimately, the purpose is a single gathering point for all individual customer information so that a unified customer view can be created throughout the company departments that need to know the data stored in this CRM engine house.

Front Office Solutions: These are the unified applications that run on the top of the customer data warehouse. They could be sales force automations, marketing automation, or service and support customer interaction applications. In the client server environment (and now in the internet environment), they provide employees with the information on the basis of which the decision of ‘what is to be done?’ or ‘What next is to be done with the customer?’ is made. The more specific applications provide an element of self-service for the customer.

Enterprise Application Integration: They sit between back office and front office. They also sit between the newly installed CRM system and old systems implemented by the enterprise. They permit CRM to CRM communication. They are pieces of codes, connectors and bridges that as a body are called as EAIs. EAIs provide messaging services and data mapping services that allow one system to communicate with different other systems regardless of their formatting.

Customer life cycle:  

For any company, it is far cheaper to retain existing customers that to acquire new customers. Therefore presuming that this is the goal of most of the companies, the ext thing is to determine the value of the customer to your company. A customer who is consistently losing money for you while he has been with you for last 40 years is of course valuable to you, may be directly or indirectly.

The life cycle of the customer is the process the customer has been undergoing to be with you for all these years. This includes customer’s purchase history, how often he/she has taken advantage of special offers directed at him/her or their customer class. Depending upon what you identify as important to your return on investment (ROI), it could also include your customer’s marketing value to you, how much revenue that marketing value could be worth indirectly.
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