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What is CRM?

CRM 8911310 Customer Relationship Management
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What is CRM?

® CRM is “the development and maintenance of mutually beneficial

long-term relationships with strategically significant customers”

(Buttle, 2000)

¢® CRMis “an IT enhanced value process, which identifies, develops,

integrates and focuses the various competencies of the firm to the

‘voice’ of the customer in order to deliver long-term superior

customer value, at a profit to well identified existing and potential

MsNveiPadsanuzanugniusivandle 1sdeserdunisdaunanginssuves customers”.
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It usually requires less effort and cost to generate additional
revenue from existing, rather than new, customers

Which is the best road fo the
future?
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CRM impact : Sales
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CRM impact : Service
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How CRM fits in with your Online Strategy
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Key to CRM Success
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