
CRM PRESENTATION – Task 1 & 2

Customer relationship management (CRM) is a method to manage an organization's interaction with present and potential customers according to Sales Force (2019).  It utilises data of a customer’s history with the organisation to enhance the business relationship and focuses on retaining the customer to drive improved profitability (Kulpa, 2017).  The CRM system helps the organisation to stay connected with customers according to Kuhn (2019) and compiles customer data using different communication channels like company website, email, telephone, live chatting and social media.  Using the CRM approach and the systems used to encourage it, organisations may recognise targeted audiences and how to best take into account the overall customer expertise (Kulpa, 2017).
 
In the retail industry customer relationship management can be a key element to increase the levels of satisfaction for customers.  A CRM software can enable the organisation to manage their relations with individual customers resulting in benefits for both the customer and the organisation according to Markgraf (2019).  By adapting a tailor-made CRM system including features suited to the organisation and fully understanding the purpose of the system, would determine the effects it has on the retail operations (Wooden, 2017).

The CRM enables organisations to collect information about individual customers looking at the preferences and demographic data which can then be used to segment the targeted market and help customise the approach the organisation takes with each group of customers suggested by Rolus Tech (2019).  For example, if the information collected indicates a large segment of customers are families, a retail environment that is family friendly would be very appropriate and may help retain those customers.  

According to Markgraf (2019) as well as segmenting the market with promotions which may be appealing to core members, the CRM allows the organisation to target individual customers and aligns with the customer requirements accordingly.  For example, if a customer has used the organisation’s website searching for specific products, the appropriate promotions can be added to the customers mailing list.  This will eliminate those promotions that are of no interest to the customer and would increase the relevance of material sent out (Ipsos Retail Performance, 2017). 

A CRM system also records product purchases and customer service calls allowing the organisation to keep track of all the products the customer has purchased and any warranties that were included and whether there were any dissatisfying issues that were raised after purchase.  According to Keap (2019), this recorded data may allow the organisation to send out appropriate special offers to the customer when the product or service comes to an end, creating a strategy to keep the product or service in front of the customer at the right time and by giving lower prices it may prompt the customer to buy again, making organisational marketing more cost effective.

The overall purpose of a CRM system is to retain those core customers that benefit the organisation by providing a service that is customer focused and at customer convenience according to Bailiff (2018).  This effect can be further established using CRM software to offer incentives such as loyalty programs and as purchases are already tracked it can be easy to provide reward points and bonuses to retain those valuable customers (Zendesk, 2019).  

Benefits of CRM system 

Improved customer satisfaction

The strategy helps dealing with customer information in an organised and systematic way, allowing an overall better service to be delivered through a thorough understanding of customer expectancies suggested by Plaksij (2018).  Data can be retrieved from previous activities related to the customer which may help find quick and appropriate solutions to any issues or queries.  Continuous feedback may be obtained throughout the interaction process and can be regularly updated to help enhance future dealings (Plaksij, 2018).       




Customer retention 

The CRM system can help customer retention rates which can mean increased revenue as the data held may help to proactively recognise at-risk accounts as well as focus on satisfied customers (Kumar, 2016). 

Improved Internal communication   

According to Holded (2019) different departments may share customer information enabling effective team work to optimise the customer experience.  Every employee would be able to answer customer queries regarding their product/service, resulting in overall efficiency within the organisation and offering better customer service.   
 
Optimizing marketing

A more targeted and cost-efficient marketing strategy can be developed by recognising customer’s needs and behaviour and understanding the right time to promote the organisations product/service (Perfect Mind, 2019).  The CRM helps to segment groups of customers separating those who are more profitable to the organisation.  This information would be relevant when setting up promotions and choosing the correct time to execute them.  Optimising marketing resources in this way can possibly help increase company revenue (Perfect Mind, 2019).        

Valuable insights  

The CRM stores information in a centralised place making it easy to analyse the organisations performance as a whole.  Reports can be easily generated for important information such as revenue generated, leads and marketing campaigns results, therefore better reporting data may help more effective business decisions and long-term increase in revenue (Mailchimp, 2019). 

Maximized Business Performance

Business performances may be increased with the use of up sell and cross sell opportunities.  Up selling can be upgrades or premium products related to previous purchases and cross selling would be complementary offers, both would be easily conducted as the CRM data would already store information about the customer’s needs, wants and purchase patterns.  The central database means promotions can be prompted when the opportunity arises or is required (Kulbyte, 2019).   

Drawbacks of CRM system

One of the potential drawbacks to implementing an effective CRM system within an organisation can be the cost implications as many software options come with many different pricing plans according to Andre (2019).  Other factors like data migration, business operations and quality may contribute to the overall increase in cost.  

Business culture 

A resistance to cultural change within an organisation may also cause difficulties when implementing a CRM system.  Unless all the employees are fully committed to operating their view from the customers perspective customer relationships may break leaving the organisation with a loss in revenue (NI Business Info, 2019).



Poor communication

According to My Business (2019) to make the CRM system work effectively all members must understand what data is required and how to use it.  In order to achieve this integration, needs must be communicated well in advance for other members to cooperate to successfully implement the system.  

Lack of leadership

A strong leader is essential for any CRM implementation plan as management need to lead and push for customer focused outcomes, if plans do not suit the customer requirements then you simply avoid it and should look for other alternatives (My Business, 2019).  Trying to target the whole CRM system as one may prove to be difficult therefore a good leader should probably look to break down the system in more manageable pieces using short term milestones to allow room for improvements and adjustments to meet customer’s expectations suggested by NI Business Info (2019).

Organisational example 

Tesco 

Tesco’s CRM system has enabled them to maintain their competitive advantage and large market share operating over 14 countries worldwide.  Their club card scheme has proven to be the most successful loyalty schemes allowing customers to earn points not just with themselves but through partner companies as well.  Within their loyalty scheme they have segmented the scheme to cater for different family members, for example Tesco kids club and baby and toddler schemes are aimed at groups of parents and the healthy living club for the health conscious and active groups (Expert Market, 2018). 

They focus on targeted communication and use four million variations quarterly, mailing to promote their discounts and offers that are tailored for the specific group of customers.  They gain a deep insight by analysing customer shopping patterns which help marketing and retail programs to boost the customers level of satisfaction and loyalty towards them according to Expert Market (2018).  They also implement a strategy which is called the comment card where twice a year 12,000 customers participate, giving Tesco the opportunity to gather more details and thoughts on products, price, quality and service.  These CRM strategies within Tesco are fulfilling the stakeholder objective of establishing a profitable organisation as Tesco is rated being the third largest retailer holding 28.4% market shares in the retail industry compared to other organisations (Downie, 2018).  
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Introduction 

· Introduce group members
· What is CRM 
· CRM in Retail
· Benefits/Drawbacks of CRM
· John Lewis and their CRM- why is it important
· Models (Mckinsey’s 7 s)
· John Lewis CRM Benefits/Drawbacks 
· SWOT Analysis
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