































































































































































































































































































. In the case of an appointment, the
advantage for the contact of the company is that the
client or the prospect is inclined to receive him and
thus supply and demand meet.

Purpose of CRM

CRM enables the company to create or keep in
contact with the customer. The prospect of CRM is
customer loyalty. With the increasingly stiff
competition, to retain customers gets very
complicated. In addition, the customer is free to
select partner companies, products and services in
addition, a loyal customer may also recommend the
brand name and the company. CRM allows the
company to be always present with the customer, to
meet his needs, if possible to anticipate these needs
and to propose offers .Furthermore, customers who
feel that they are given special treatment by a
company are more likely to deal again with this
company for the services delivered to them.
Customer relationship management is a tool that can
also serve as quality service. Following the sale of
the product or service, it may be a good idea to turn to
the customer in order to realize his satisfaction with
his product expectation and with what has been
delivered to him. This approach enables the
company to review its technical practice, marketing
or selling techniques in order to better correspond to
the customer's expectations, In present generation
new means of communication such as social media
are good tools to discuss, to nurture the relationship
with the customer and to measure his satisfaction.

Advantages of CRM

The advantages of carrying out a proper business
CRM are many and varied:

- Firstofall, itis a good way to expand the customer's
portfolio. By contacting prospects, it is most likely
that many of them are interested in the company
activity, in its products and services. It is obvious
that if the company does not initiate a process to go
towards the customer, then the customer will not
come to the company, unless he experiments a
specific and urgent need.

* Naturally, CRM offers the advantage of
gaining customer loyalty. As stated above, loyalty is
less costly for a company and the loyal customer
becomes a professional recommendation of the

company and its services. Furthermore, the
company can promote the work it has done for its
customers in order to approach prospects. It is
always more convincing to present a work carried
out rather than to rely on our own theoretical
expertise.

* A good CRM associated with a good tool
ensures companies to have a good view over the list
of customers and prospects, to know where it stands
with relationship management, when to contact
them again, etc. Furthermore, an improved customer
and prospect insight ensures a better and more
targeted communication.

* CRM also ensures enhanced productivity.
By fostering customer's loyalty, the company spends
less time acquiring new customers and saves then
time on other projects.

Disadvantages of CRM

However, despite the significant advantages of
CRM, there are several disadvantages:

»  First, amistaken tool choice may make CRM
more complicated. This is why one needs to consider
in advance what kind of tools would be appropriate
to structure in order to follow its relationship with its
customers and prospects.

* CRM is not easy to put in place, attention
must be given to the choice of tools, but also to the
effective implementation of CRM process that will
be undertaken by the company.

CRM, the technology, along with human resources
of the company, enables the company to analyze the
behavior of customers and their value. The main
areas of focus are as the name suggests: customer
,relationship , and the management of relationship
and the main objectives to implement CRM in the
business strategy are:

»  Tosimplify marketing and sales process

*  Tomake call centers more efficient

*  Toprovide better customer service

*  Todiscover new customers and increase

customer revenue
*  Tocrosssell products more effectively

The CRM processes should fully support the basic
steps of customer life cycle . The basic steps are:
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* Attracting present and new customers
*  Acquiring new customers

*  Serving the customers

*  Finally, retaining the customers

Selection of the Right CRM Technology

The point here is one size doesn't fit all . There is no
single CRM software or formula which will give
instant success to all companies. For small or
medium enterprises, the requirement is different
from that of big firms. Most CRM packages provide
excellent sales force automation, but not equally
good integration with computer telephony, or with
web. These are adequate for small and medium firms
but not for large firms. A mix of different software to
link the databases, data warehousing software,
contact management software, and a CRM package
will go a long way in helping to upgrade the small
companies.

Other internet enabled applications available are
enterprise resource planning packages, e-commerce
applications, relationship management packages,
enterprise portal applications etc. One can adopt the
best practices to slash costs, introduce efficiencies
into supply chain and internal operations. Today t he
global market for CRM services and solutions is
currently worth $148 billion. This proves to show the
numerous choices available in this field.

Benefits of CRM

The following are the benefits of adopting CRM
processes:
»  Develop better communication channels
*  Collect customer related data
*  Create detailed profiles of individual
customers
* Increased customer satisfaction
*  Accessto customer account history, order
information, and customer information at all
touch points
*  Identify new selling opportunities
* Increased market share and profit margin
* Increased revenues
*  More effective reach and marketing
* Improved customer service and support
* Improvedresponse time to customer
requests for information
*  Enhanced customer loyalty
* Improved ability to meet customer

requirements

*  Improved quality communication and
networking

*  Reduced costs of buying and using product
and services

*  Betterstand against global competition
Types of CRM:

There are three types of CRM.They are
1. Operational CRM
2. Analytical CRM

The operational application of CRM enables
effective interaction with customers. For this
purpose various tools are used. These contact
management tools aim to reduce costs by improved
process efficiency and use of media based
communication channels. These are also aimed to
provide customers with a consistent interface across
all communication channels. To achieve this
relevant customer data is collected and also
displayed at all customer touch points. This is the
customer master data. Another set of data where
employees' contact with customers is also logged.
This has information like topics discussed, customer
requirements, soft customer data like hobbies,
preferences, interests, details about children and
other minor stuffs.

Banks are an exemplary implementation of CRM as
customer contact management. Channel
management tools aim to understand how customer
interacts with the company. It aims to deliver
products and services across multiple channels in
effective, efficient, and consistent manner. Content
management tools enables the company to manage
what is visible to the customers i.e. what the
customers are able to see when they interact with the
company. The various processes undertaken are:
campaign management, sales management, service
management, and complaint management the data
collected in operational management is analyzed to
segment customers. The valuable information thus
obtained is used to satisfy customers. Analytical
CRM is composed of:

Pattern discovery component

Product and customer analysis component
Multitude component

Sorting and customer fractionation

L=
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component
5. Customer value evaluation component

Analytical solutions provided for most companies
are integrated view of customer across all channels
and applications, campaign performance analysis,
customer profitability analysis, cross-selling and up
selling. The analytical solutions help answer
questions like:

1. Whoare their best customers?
Whom they are likely to loose?
How to retain them?
How to attract new customers?
How to improve profitability of customers?

SNk w

Examples are data warehousing, online analytical
processing (OLAP), and data mining systems.

Analytical CRM:

The various departments of company like the sales,
technical support, and marketing, share the
information they collect about customers. The
objective is to improve the quality of customer
service and increase customer loyalty.

It allows the company to synchronize and manage
efficient, productive interaction with customers,
prospects, partners, and internal associates across all
communication channels. The customers' viewpoint
is taken care of at every transaction level thus
enabling better service to the customer.
Collaborative CRM also reduces web service costs
by enabling web collaboration.

Conclusion

Therefore, effective CRM implementation requires
a front-line information system that shares relevant
customer information across all interface units.
Relational databases, data warehousing, and data
mining tools are thus veryalue bonding, reputation
bonding, and structural bonding.

References

Derson, J. C. & Narus,J. A. (1991, Spring) "Partnering as a Focused Market Strategy.”
California Management Review, pp. 95-113. Baker, M. J. (1998, Autumn) “Relationship
Marketing in Three Dimensions.” Journal of Interactive Marketing, pp. 47-62.

Berry, L. L. (1995, Fall) “Relationship Marketing of Services--Growing Interest,
Emerging Perspectives.” Journal of the Academy of Marketing Science, pp. 236-245.

Berry, L. L. & Parsuraman, A. (1991) Marketing Services — Competing Through Quality,
New York: Free Press.

Bharadwaj, S. G. (1994) “The Value of Intangible Firm Assets: An Empirical
Examination.” In J. N. Sheth & A. Parvatiyar (Eds.), Relationship Marketing: Theory,
Methods and Applications). Atlanta, GA: Emory University Center for Relationship
Marketing.

Bickert, J. (1992, May) “The Database Revolution.” Target Marketing, pp.14-18.

Biong, H., Parvatiyar, A., & Wathne, K. (1996) “Are Customer Satisfaction Measures
Appropriate to Measure Relationship Satisfaction?”

Parvatiyar & J. N. Sheth (Eds.),Contemporary Knowledge of Relationship Marketing (pp.
258-275). Atlanta, GA: Emory University Center for Relationship Marketing.

Bitner, M. J. (1995, Fall) “Building Service Relationships: It’s All About Promises.”
Journal of the Academy of Marketing Science, pp. 246-251.

Borys, B. & Jemison, D. B. (1989, April) “Hybrid Arrangements as Strategic Alliances:
Theoretical Issues in Organizational Combinations.” Academy of Management Review,
pp. 234-249.

Cannie, J. K. & Caplin, D (1991) Keeping Customers for Life. Chicago: American
Marketing Association.

Crosby, L. A. & Stephens, N (1987, November) “Effects of Relationship Marketing and
Satisfaction, Retention, and Prices in the Life Insurance Industry.” Journal of Marketing
Research, pp. 404-411.

Customer Relationship Management Relationship Marketing of The New Millenium




v ™
bal D
D/
R
Rajasthani Sammelan
Educational Trust

Institutions

V ™

LR
Kudilal Govindram Seksaria

sarvodaya school
INSPIRE, INVENT, INITIATE

X‘}ATM
=0
Durgadevi Saraf

junior college
IN PURSUIT OF EXCELLENCE

L
X

Deviprasad Goenka

llege of media

INDIA’S PREMIER MEDIA SCHOOL

AKX

Draupadidevi Sanwarmal
women’s hostel

o

0u

Kudilal Govindram Seksaria
english school
INSPIRE, INVENT, INITIATE

I{V ™
XX
Ghanshyamdas Saraf

college of arts & commerce
EDUCATION EMPOWERS

VA ™

XX

Ladhidevi Ramdhar Maheshwari
night college of commerce
ENLIGHTENING FUTURE

SO
XX

Pravinchandra D. Shah

sports academy

N
ba

Ramniwas Bajaj
english high school

™

P e

Mainadevi Bajaj
international school

}I{}A ™
X

Kirandevi Saraf
institute of complete learning

GIVING WINGS TO YOUR DREAMS

O

K¢

Durgadevi Saraf
institute of di

'WIDENING HORIZONS

O
X

Ramdhar Maheshwari
career counseling centre

LOCAL EXPERIENCE. GLOBAL IMPACT

e
(N

Kunjbihari S. Goyal

online academy

STEERING TO SUCCESS

PN
1 4

RS CA

study centre

LEARNING BEYOND BOUNDARIES

N B
A AN
N7
X
Rajasthani Sammelan
internati playschool @ MBIS

HEAVENLY DOMICILE FITNESS REGIME INTELLECTION HUB YOUNG EVOLVING MINDS
Endowment Funds & Research Chair
\NAD/ A D 4 N/
2} a4 4 a0a
7 NZIN\/ \NAD /
Da alla Palhad P4
Remsons Group IRB BKT Rajasthani Sammelan
management research centre scholarship endowment fund freeship endeavour fund media research centre
MANAGEMENT RESEARCH HONOURING EXCELLENCE FOSTERING KNOWLEDGE MEDIA RESEARCH
Facilities

Dhurmal Bajaj
bhavan
COMMUNITY PARADISE

Vijay Pal Singh
health centre
WEALTH OF WELLBEING

Durgadevi Saraf
hall
TREASURING MEMORIES

Kirandevi Saraf
library and reading room
WORLD OF KNOWLEDGE

Trivenidevi Deora
chikitsa sahayata kosh

HELPING TO HEAL

v

Rajasthani Sammelan
LT. hub
TINKING GLOBALLY

Ramnarayan Saraf
educational outlet
ONE STOP EDU-SHOP.

Rajasthani Sammelan
food court

FOOD FOR THOUGHT

Venue: 6" floor, DSIMS, R S Campus, S V Road, Malad (W) Mumbai — 400 064

Concept & Design by PV. Advertiser



	1.pdf
	2.pdf
	3.pdf
	4.pdf
	5.pdf
	6.pdf
	7.pdf

