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Introduction 

In this report I am going to speak about the importance of quality processes and CRM efforts to the company I chose. This report will cover the company context which means I will give a brief description of the company and my experience. I will review two Models and evaluate on why I selected the Models. Afterwards I will use analytical application of the selected Models to the companies CRM problem followed by recommendations based on what I applied for the company’s issue.  The company I am going to speak about in this report will be Telemarkt and their Customer relationship Management. 


The pandemic has changed the world a lot. For some Businesses, the spread of the Covid-19 virus brought negative effects, and for some, positive ones. Almost nothing has remained the same. Many companies had to go through a very tough time, and some companies even went bankrupt.

The organisations had to use almost their entire market online. Quality assurance became even more important because customers changed their shopping behaviour during the pandemic. Organisations had to make sure that they still have good Customer Relationship because Covid-19 has affected the quality systems badly. First and foremost, businesses had to look for a plan and what strategy they will use to satisfy their customers and maintain the relationship with the customers. Here is where Customer Relationship Management comes into play. 

In summary “CRM” which stand for “Customer Relationship Management”, means that it is about the relationship between the company and the customer. On the one hand, the focus is on the customer and the establishment of a customer relationship in the first place. On the other hand, customer management is also about customer care, customer loyalty and improving the customer relationship. Both aspects pursue the goal of creating a good and positive customer relationship, which has a positive effect on the success of the company. Successful implementation of customer management requires documentation and management of relationships, for example, to ensure seamless service without information gaps when accessing customer data.

The core of CRM has already been presented in the previous explanations: The customer is the focus, and a relationship is built up between him and the company. The goal is to acquire new customers, maintain existing customers, convert customers into satisfied or loyal customers and build long-term customer relationships. These aspects directly influence the core objective of every company: generating and increasing turnover.

Trough modern communication tools, online marketplaces and e-commerce, companies can offer their products and services worldwide. However, competition in the domestic market is also increasing as trade barriers continue to fall and international competitors have largely free market access. For end users, such as corporate procurement, the ideal of almost completely transparent markets therefore presents itself in many cases.





Companies Text 

I worked in 2016 in a Telemarketing company in Germany that does different studies. Unfortunately, the company no longer exists. A few months after I started, the CRM system Salesforce was introduced. Salesforce was the ultimate hit. We no longer had to write down customer data in Excel spreadsheets. Before the new system was introduced, all the customer data was saved in folders, and we could find the customer data again. Sometimes when new people came in and made a mistake, like deleting a folder by mistake, there were big problems. It took days to months until we had all the data back. For example, some clients who participated in a study only once were written down in the folders not to be contacted again, even if they had made a clear statement. It was a horror. When you are new in a company like this 
 you are constantly afraid of doing something wrong. All the employees and supervisors had a special eye on the newcomers. Salesforce really sorted a lot of things. From customer data to customer satisfaction. Customers are the ones who make a company. So they are undoubtedly the most important part of a business. Customer satisfaction should therefore be one of the top priorities as it is the key to any business success. Unfortunately, before the CRM system was introduced, it was not the focus. Following that, everything has changed. The desire of the customers was 100 per cent in the foreground.



CRM has 5 different Models
 
1. IDIC model
2. QCi Model
3. CRM value chain
4. Payne’s five process model
5. The Gartner competency model



According to the Gartner Group, four factors exert a significant influence on customer satisfaction. The Brand is the first and represents the overall image of the company, its values and its consistency. Quality also includes the perceived quality and professionalism of the company, its products and services. Relationship with the company embodies the degree to which the company meets the customer's needs, how often the customer interacts with the company, their dependence on the company and how they are treated, compared to competing companies. Finally, performance represents service, product reliability and response time to customer requests.


Individualisation as a special influencing factor

Another factor, individualisation, is only indirectly referred to by the Gartner Group. However, individualisation is a significant factor in customer satisfaction, especially in the context of mass customisation. Because individualisation is oriented towards the personal preferences and needs of the customer, it has a clearly positive influence on customer satisfaction. This influence is further strengthened by the image gain and the enthusiasm potential resulting from the individualised service. Individualisation can take place in two ways: Through the individualisation of the core service or through the individualisation of the customer interaction. Since the aim of this paper is to discuss principles and measures for customer interaction, the focus will be on the latter in the following. REFERENCE


Importance of individual characteristics for the choice of company
For some customers, individual treatment may be even more important than product individualisation. In a survey of frequent online shoppers, more than half said they were more likely to make a purchase if the online shop's website offered personalisation features. REFERENCE
In the context of mass customisation, another factor affecting customer satisfaction is the quality of the configuration process, which usually takes place over the internet. The design of this process determines the customer's motivation and ability to implement his requirements and ideas and finally to buy the fully configured product. This factor will be referred to in the following as 'process satisfaction.
Degree of customer satisfaction is essential
Satisfied customers are a basic prerequisite for long-term customer loyalty to the company. The 'degree of satisfaction' is of essential importance for this.




Why is CRM important for companies?

A CRM system is an essential component of a CRM strategy. In many companies, an IT landscape characterised by numerous isolated applications exists before its introduction in the various company divisions. These usually work with different operational databases, which makes a uniform view of the customer data available in the company impossible and usually leads to inconsistent and thus partly outdated, incorrect, redundant or incomplete information. The requirements for a CRM system are therefore to unite the applications of the central areas of marketing, sales and service ('customer touch points' or 'front office') that come into contact with the customer in a coordinated system landscape and to support them operationally with information that is available at all times. For this purpose it is necessary to combine and evaluate all customer data and to integrate all communication channels between customer and company. Reference


Operational and analytical CRM

According to Francis Buttle, CRM systems can be divided into two central task areas: operational and analytical CRM.
The task of operative CRM is to support and automate the customer-related business processes (CRM processes) in the customer touch points by providing the necessary functionalities. The basis for this is a (logical) operational customer database that can be accessed by all company divisions. This enables a holistic, structured view of the individual customer and allows a coherent dialogue with him. REFERENCE
In addition, a 'Content Management System' (CMS) can be used to integrate unstructured information in the form of text, graphics, pictures and videos and make it available to support the CRM processes. The operative CRM system should also be connected to existing back-office solutions such as ERP or SCM systems via an interface, which makes online order entry possible. Thus, for example, statements can be made about delivery dates and availability and orders can be transferred directly to the back-office system.

Operational CRM is tailored to the direct support of CRM processes. In contrast, in analytical CRM data about individual customers and their behaviour is transferred to a 'data warehouse' and analysed and evaluated there for the continuous optimisation of CRM processes with the help of technologies such as 'Online Analytical Processing' (OLAP) and “Data Mining”.

In contrast to the operational databases, the data warehouse represents a data store physically separated from daily operations, the purpose of which is to regularly integrate new or changed data from various operational and external databases and to make it available for analysis purposes. 


Effects of a CRM implementation

The comprehensive implementation of a CRM system involves changes in the organisation and in the day-to-day operations of a company that lead to improvements in performance and competitiveness. Some of the most important of these effects are, according to BERGERO:

x Greater customer satisfaction through better service
x Increase in the number of customers through the reorganisation of customer-related business processes using ICT technologies in sales, marketing and ser- vice
x Improving and expanding customer relations
x Ability to distinguish between profitable and non-profitable customers
x Increased efficiency of customer service through complete, homogeneous information
x Lower costs




Examples for CRM Models

SALESFORCE - Market leader among CRM tools

crm-crmSalesforce is the top dog among CRM systems on the market, which has also received numerous awards. Awarded by Forbes (for three years in a row) as the most innovative company, honoured as "Leader in Sales Force Automation", market leader in CRM magazine for both medium-sized and large companies. Our verdict is unreservedly in line with the many awards. Despite the large number of functions, the system is very user-friendly, very customisable and very efficient to use. Salesforce provides an overview of all sales activities at all times, and sales opportunities are also easy to identify. Good collaboration functions, individual parts of the programme are well and efficiently linked with each other. Our absolute favourite, which leaves nothing to be desired.

Special features
highly scalable
adaptable to all needs
online-based (therefore accessible from anywhere)
social media can be used from within the system

compatibility/data exchange

data encrypted in the cloud
User security
ISO certified, open interface systems for connection to numerous systems (such as ERP system)

Trial version 
Very well-done interactive demo with own account, guided tours (also very well done, practical presentation using a live example), 30-day free trial. 


PIPEDRIVE - Your sales in the pipeline crm-pipedrive 
Pipedrive is primarily a sales pipeline tool. It relies on a predominantly visual presentation, which is good for clarity. The range of functions is kept rather simple, but it is very easy to use and requires hardly any set-up time. The interface is reminiscent of a Kanban board. With a rather simple reporting system, you can keep an eye on sales forecasts as well as on the sales deals.

Special features

Quickly set up
iOS and Android app
Very user-friendly and self-explanatory
Free support (phone/email)

Compatibility & data exchange

API available (JSON format for data output)
Data is stored online

Trial versions 
free 30-day trial


Server location
Pipedrive databases of users in Europe, Africa, India, Israel, Turkey and Kazakhstan are hosted in Frankfurt, data of users in other countries in data centres in the USA.





AkquiseManager - Attractive, efficient tool for small businesses

Customer data and sales measures can be organised, structured and managed wonderfully and efficiently in AkquiseManager. In addition, the flexible and comprehensive tool also provides excellent support in the acquisition of new customers and orders, regardless of the industry. Several data are displayed in one window and can thus be edited together clearly and practically. The CRM system is especially designed for founders, start-ups and small businesses and offers various packages at attractive prices.

Special features

Teamwork on customer transactions
Statistics and analysis tools
Rights management for multiple users
High degree of customisability
Various automations possible
Customer import and export
Web-based
Multilingualism
Plugins

Compatibility/data exchange

Cloud-based
Can also be used for Mac
Trial version and costs
Test for 30 days free of charge

Server location
Software made in Germany, German computer centre




CRM measures to build efficient learning relationships

Mass customisation and thus especially the integration of the customer does not end with the product order. During the configuration process, the customer communicates
company a lot of information about himself, both explicitly by stating his needs and implicitly by recording his behaviour. The company should use this information to build up an individual, long-term and mutually beneficial relationship with the customer, a learning relationship and thus create high barriers to switching. 

However, the establishment of learning relationships does not take care of itself with the decision for a mass customisation strategy but depends on the company's ability to identify useful information from the customer and to use it efficiently. The lack of ability to convert knowledge about customers into entrepreneurial benefits is one of the main reasons for the failure of many providers of mass customisation products. Therefore, the development of suitable tools for the transfer of acquired knowledge into new competences is one of the essential tasks in order to be able to achieve economic competitive advantages from the integration of the customer.

In the following, basic measures of a customer relationship management in the context of a mass customisation strategy are proposed, which mainly concentrate on the successful utilisation of acquired customer knowledge and whose implementation allows the development of successful learning relationships.

Use of acquired customer knowledge

Customer preferences are extremely heterogeneous, but not completely random. A company that wants to offer customers suitable individual services must recognise the customers' needs and have the appropriate solutions at its disposal. The use of customer knowledge gained through customer integration is an important prerequisite for this. First, however, the terms data, information and knowledge, which are often used differently, should be defined and classified in the context of CRM.

Data, information and knowledge in CRM

Data are characters combined for the purpose of processing, which are meaningfully related to each other, but do not yet have a purpose of use. An example of a date is, for example, a number such as 52.4, which implies a reference to a unit such as pounds, percent or centimetres. However, the mere indication of this unit (52.4%) says nothing about its intended use. REFERENCE

The data (and information) obtained from the customer during configuration, among other things, are of three types: Behavioural data, attitudinal data and demographic data:
Behavioural data includes customer data on purchase, click, consumption and interaction behaviour, the chosen communication channel and the preferred language. Attitudinal data reflects customer attitudes towards the company's services. 
This includes different levels of customer satisfaction, desired product features, unmet needs, lifestyles, brand preferences, social and personal values and opinions. Finally, demographic data describes information such as the age, gender, income, education level and marital status of the customer.



Furthermore, data can be divided into stable and unstable data when stored in the operational customer database: Persistent data only needs to be collected once, whereas impermanent data needs to be updated on an ongoing basis. For example, the customer's date of birth or gender are persistent, but their purchase intentions or political views are not. However, this type of classification cannot be understood as 'either or', since some data are more or less stable than others.
Finally, in addition to data and information, knowledge comprises the totality of knowledge acquired in the past in a field. Consequently, apart from the personal unstructured customer knowledge of the employees, the data and information compiled and collected company-wide in a logical customer database could represent the secured customer knowledge of a company.



This structured customer knowledge forms the basis for the development of profitable learning relationships. However, in order to be able to use the customer knowledge efficiently to differentiate between customers and to obtain new information, the collected data and information must first be analysed and evaluated in a data warehouse with the help of technologies such as OLAP and data mining.

The analysis in a data warehouse helps to identify individual differences between customers. The more the company integrates customer data from members of the supply chain in addition to its own data, the more valuable the new customer information gained through the analysis becomes for the planning and execution of customer-centric strategies such as mass customisation. The differences in the values and needs of the customers have the greatest significance for a company. All other data about behaviour, customer satisfaction, marital status, origin, etc. are only supporting facts that help the company to better identify customer values or needs.

Differentiating customers according to their value
The probability is very high that only a small part of the customers is responsible for the majority of the company's profit. This statistical phenomenon is known as the 'Pareto' or '80/20 principle'. 

Therefore, if a company can determine the likely value of an individual customer, it has the opportunity to use its resources more cost-effectively in building learning relationships and focus on the most valuable customers, the so-called 'Most Valuable Consumers' (MVC). This approach is more effective the further apart the individual customer values are ('steep skew'): if, for example, 2% of the customers are responsible for 50% of the profits, the company can secure 50% of its profits by conducting intensive learning relationships with the most valuable 2% of the customers. Once the company can foresee that the profits from these learning relationships exceed the costs, it can gradually expand the programme to other, less valuable customers.
The value of a customer is a function of the profit that a customer is expected to generate for the company in the future. This can be determined in two ways, by the current and the potential customer value.
The current value is the expected value of a customer under the assumption that the competitive situation will not change significantly in the future. This value is also referred to in the literature as 'customer lifetime value' (LTV) or 'net present value of future financial customer payments'. How this is composed is briefly described below:

Each customer is responsible for a certain sequence of future events that have a financial impact on the company: the purchase of a product or service, a product replacement, an upgrade, a warranty claim, a phone call to the hotline, a recommendation from a customer, etc. Each of these events will have a certain probability of being paid in the future. Each of these events will happen with a certain probability at a certain time and with a certain financial impact on the company in the future. Consequently, the present net present value can be determined for each of these possible events by applying a discount factor.

The present value or LTV is thus the sum of the net present values of all those future events related to the actions of a particular customer.
LTVs can be used for various purposes. For example, it can be used to determine how much can be spent on acquiring a new customer or even a certain type of customer, and how much it is worth to retain an existing customer.

In contrast to current value, potential value represents the value of a customer that the company could achieve by consciously applying measures that change the customer's behaviour in some way. For example, the probability of a repeat purchase or recommendation can increase if the company builds up a learning relationship with the customer, advertises or the customer is simply satisfied with the company due to good service.



Differentiating customers according to their needs

For a mass customisation company to retain the most valuable customers in the long term and additionally increase their value through customised service and products, it should know the needs of these customers. Knowing customer needs allows the company to understand how customers differ in their needs and how these differences affect current and potential customer values. Consequently, differentiating customers according to their needs is an essential prerequisite for building profitable learning relationships.

To differentiate customers, customers should be assigned to different groups based on their needs (profiling). Unlike other segmentation methods, this does not imply that all customers in a group are treated equally. Instead, profiling offers the company a decisive competitive advantage over its competitors by being able to better predict the needs, requirements and preferred treatment methods of (new) customers on the basis of related profiles and thus recommend to the customers like components that other, similar customers have also selected.
In most cases, when building learning relationships, it makes sense to distinguish customers first according to their value and then according to their needs.


However, value differentiation should only be used for cost-effective measures such as personal staff meetings, the delivery of up-to-date product catalogues or home visits. When interacting via the product configurator, on the other hand, it hardly makes a difference whether only the most valuable customers or all customers are differentiated according to their needs; the costs of the automatic interaction are close to zero.









Conclusion and outlook

It seems that CRM is often understood as a purely production management concept and not as a comprehensive competitive strategy. Most of the available literature deals almost exclusively with the production-related tasks of developing and manufacturing mass customisable products. There is no doubt that these are of decisive importance for the success of a CRM strategy, but they are not sufficient: a product can be as customisable as it is inexpensive; if the customer abandons the necessary configuration process prematurely out of frustration, neither the company nor the customer has anything to gain from it. The successful completion of the configuration is therefore of central importance for the success of a CRM company and depends strongly on the design of the preceding configuration process and the motivation and ability of the respective customer.

This thesis contributes to a more efficient customer interaction in the CRM environment. Instead of looking at the topic only from the company's side, this thesis focuses on the customer and his requirements for interaction with the company. Based on these requirements, generally applicable design principles for an uncomplicated, motivating, individually oriented, trustworthy and cost-efficient configuration process for the company are established.

In addition, CRM measures are proposed that make particular use of the customer data acquired exclusively during the configuration process in order to build up individual, long-term and mutually beneficial relationships, so-called learning relationships, with the customers. In this way, a company can create barriers to switching and benefit from more likely follow-up transactions from existing customers. 

The basic framework for building long-term customer relationships established at the end of this paper (and which can still be expanded) illustrates the positive 'chain of effects' of the principles and measures established here on the previously determined customer requirements and company goals.

Although the idea of CRM has met with high approval from many companies, it is far from being a global standard. The main reasons for this can be seen in the high complexity of implementation at existing mass producers and the conservative attitude towards existing successful strategies. Mass manufacturers with limited product choice can compete profitably with mass customisation companies today.

Even with many highly praised pioneer companies, the implementation of mass customisation has turned out to be a difficult task. Either the high initial investments have not yet been amortised or the projects have failed completely. Reasons for this can also be found in science: For example, the lack of support from top management, the lack of ability to obtain the necessary access to customer knowledge, or simply the lack of demand are criticised. 

Furthermore, CRM is not the best strategy for every company; many products will not be able to benefit from customisation in the future.
Nevertheless, the costs of CRM are constantly falling. As a result, a dominance of customised mass products can already be observed in some markets. In most markets, customers will be able to purchase more and more individually tailored services soon and a mass customisation product will complete the evolution from a novelty to a common commodity. 

The strategy of CRM is still regarded worldwide as one of the most promising competitive strategies for maintaining and expanding a company's market position in the future. Some scientists even predict a development whose effects on the economy will be equivalent to the development of mass production in the 20th century. However, this prediction is not (yet) foreseeable at this point and will only come true if enough customers value the advantages of customisation highly enough and the development of this business strategy continues to be driven by science and practice.
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