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	This briefing paper will be discussed on the Toyota’s concept of knowledge management and its role in the relationship marketing. Besides, it’s also explaining the ways how ICT can support the customer relationship management process in Toyota Motor Corporation. This briefing paper describes the benefits of customer relationship management of Toyota Motor Corporation and the recommendations for the improvement in customer’s relationship management of Toyota Motor Corporation.
[bookmark: _Toc489609087][bookmark: _Toc30190796]Toyota Motor Corporation
Ever since its founding, Toyota has sought to contribute to a more prosperous society through the manufacture of automobiles, operating its business with a focus on vehicle production and sales. (toyota, 1995-2017)
To celebrate its 75th anniversary, the company has compiled 75 Years of Toyota. Have a look at the company's progress over the last three-quarter century.
Regardless of the decade and technological innovation, Toyota remains true to the principles set forth by its key leaders. (toyota, 1995-2017)
Since its foundation, Toyota has been using its Guiding Principles to produce reliable vehicles and sustainable development of society by employing innovative and high quality products and services. (toyota, 1995-2017)
Since our inception, we have always aspired to enrich society through the Toyota Way. Our DNA is deeply embedded with Kaizen. The Japanese term for "improvement" signifies our never-ending pursuit of excellence. Through this philosophy, we strive to deliver what our customers value most the quality, durability and reliability of a Toyota vehicle.
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Knowledge management is the systematic management of an organization's knowledge assets for the purpose of creating value and meeting tactical & strategic requirements; it consists of the initiatives, processes, strategies, and systems that sustain and enhance the storage, assessment, sharing, refinement, and creation of knowledge. (Alan Frost , 2010)

From this knowledge management definition we can see that it depends upon the management of the organization's knowledge creation and conversion mechanisms, organizational memory and retrieval facilities, organizational learning and organizational culture. Knowledge management therefore implies a strong tie to organizational goals and strategy, and it involves the management of knowledge that is useful for some purpose and which creates value for the organization.

Toyota's success in both the local and global markets was based on its gaining a competitive advantage through implementation of innovative and path-breaking ideas on its production floors.

Toyota Production System (TPS) worked on the basic idea of maintaining a continuous flow of products in factories in order to adapt flexibly to changes in demand. TPS linked all production activities to real dealer demand through implementation of Kaizen, JIT (Just- In-Time) and Jidoka.




The practical expression of Toyota's people and customer-oriented philosophy is known as the Toyota Production System (TPS). This is not a rigid company-imposed procedure but a set of principles that have been proven in day-to-day practice over many years. Many of these ideas have been adopted and imitated all over the world.
TPS has three desired outcomes which are to provide the customer with the highest quality vehicles, at lowest possible cost, in a timely manner with the shortest possible lead times. TPS also provide members with work satisfaction, job security and fair treatment. It also gives the company flexibility to respond to the market, achieve profit through cost reduction activities and long-term prosperity.
Kaizen is the heart of the Toyota Production System. Like all mass-production systems, the Toyota process requires that all tasks, both human and mechanical, be very precisely defined and standardised to ensure maximum quality, eliminate waste and improve efficiency. Toyota Members have a responsibility not only to follow closely these standardised work guidelines but also to seek their continual improvement. 
This is simply common sense since it is clear that inherent inefficiencies or problems in any procedure will always be most apparent to those closest to the process. The day-to-day improvements that Members and their Team Leaders make to their working practices and equipment are known as kaizen. But the term also has a wider meeting: it means a continual striving for improvement in every sphere of the Company's activities from the most basic manufacturing process to serving the customer and the wider community beyond. 
It is perhaps not widely known that the 'just in time' approach to production that has now gained almost universal acceptance in world manufacturing was actually pioneered by Toyota. In fact, a Toyota engineer coined the term itself. This, too, is a simple but inspired application of common sense. 
Essentially, 'just in time' manufacturing consists of allowing the entire production process to be regulated by the natural laws of supply and demand. Customer demand stimulates production of a vehicle. In turn the production of the vehicle stimulates production and delivery of the necessary parts and so on. 

In Japanese 'jidoka' simply means automation. At Toyota it means 'automation with a human touch'. In 1902 Sakichi Toyoda invented the world's first automatic loom that would stop automatically if any of the threads snapped. This principal, jidoka, of designing equipment and processes to stop and call attention to problems immediately when they sense a problem is a central concept of TPS. 
The most visible manifestation of 'automation with a human touch' at the Altona plant is the Andon cord situated above the line. The presence of the Andon cord permits any Team Member to intervene and bring production to a halt if abnormalities occur. The Toyota Production System has inherited the principle originated by Henry Ford of breaking down work into simple steps and distributing those steps amongst employees on the line. But employees in the Toyota system are in charge of their own jobs. Through their teams, they run their own worksites. They identify opportunities for making improvements and take the initiative in implementing those improvements in co-operation with management. 
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CRM (customer relationship management) is all aspects of interactions that a company has with its customers, whether it is sales or service-related. While the phrase customer relationship management is most commonly used to describe a business-customer relationship (B2C), CRM is also used to manage business to business (B2B) relationships. Information tracked in a CRM system includes contacts, clients, contract wins and sales leads. (Vangie Beal, 2017)
Customer Relationship Management concerns the relationship between the organization and its customers. Customers are the lifeblood of any organization be it a global corporation with thousands of employees and a multi-billion turnover, or a sole trader with a handful of regular customers.
The ultimate purpose of CRM, like any organizational initiative, is to increase profit. In the case of CRM this is achieved mainly by providing a better service to your customers than your competitors. A good CRM capability will also reduce costs, wastage, and complaints.
CRM software consolidates customer information and documents into a single CRM database so business users can more easily access and manage it. The other main functions of this software include recording various customer interactions (over email, phone calls, social media or other channels, depending on system capabilities), automating various workflow processes such as tasks, calendars and alerts, and giving managers the ability to track performance and productivity based on information logged within the system.
CRM tools with marketing automation capabilities can automate repetitive tasks to enhance marketing efforts to customers at different points in the lifecycle. For example, as Toyota sales prospects come into the system, the system might automatically send those marketing materials, typically via email or social media, with the goal of turning a sales lead into a full-fledged customer.

Sales force automation is meant to prevent duplicate efforts between a Toyota salesperson and a customer. A CRM system can help achieve this by automatically tracking all Toyota contact and follow-ups between both sides.
IT advancements have changed different field of Toyota marketing and business environment. One of the newest CRM application software which is related to real value of electronic business is E-CRM. It helps Toyota improve the effectiveness of their interaction with customers while at the same time making the interaction intimate through individualization. Also new kind of CRM which works with wireless device called customer relationship management based on mobile or M-CRM. Customer analysis in analytical E-CRM includes two major procedures which are pre-processing data, and building customer profiles from this and other data. This is considered as a tool which empowers CRM with utilizing advanced wireless communication tools. This new technology can even allow Toyota call centre’s to contact their customers more frequently to offer new services and improve the relationship between Toyota and their customer.
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The focus on customer relationship management has become increasingly core to all organisations. Toyota have increasingly recognised the significant costs related to the loss of customers and are trying to better understand, measure, manage and improve customer retention. CRM helps Toyota Motor Corporation examine how to measure and improve long-term customer lifetime value.
CRM software systems combine sales, marketing and customer service functions, with benefits including better understanding of buying habits, better identification of prospective customers, and increased customer satisfaction.
Increasingly, they are integrated with e-commerce systems, allowing Toyota to build a detailed image of their customer or membership base. This leads to improvements in marketing, sales processes, customer services, analysis and reporting.
A more recent development has seen Toyota harnessing the power of social media. By monitoring what customers and target markets are saying about their products or services on their own or generic sites such as Twitter and Facebook, Toyota can identify opportunities and areas for improvement. It is essential for Toyota to consider the global impact of customer feedback.
CRM can Enhanced Toyota Communication. CRM makes it possible for any employee to provide the same high level of service, by having access to the same customer data. After all, even Toyota customers have a single, main point of contact, there’s a good chance that at some point that contact may not be available, and the client will be forced to have to work with someone new. When that happens, many customers face the unhappy prospect of having to ‘start fresh’ with someone who doesn’t understand their own unique preferences and issues. CRM does away with this concern, by making detailed customer information communicable to whomever might need it. As such, it won’t matter who it is that is currently assisting the client, because they’ll be working from the same information. And given that CRM is cloud-based and accessible from any device with an internet connection, the communication benefits of mobile CRM are not limited to Toyota office.
CRM can Improves Toyota Customer Service. With CRM, as soon as a customer contacts Toyota company, their representatives will be able to retrieve all available activity concerning past purchases, preferences, and anything else that might assist them in finding a solution. In many cases, Toyota will be more experienced representatives, armed with past information and history, will be able to locate a solution within the first few minutes, thanks to an accessible database of potential issues. And, should a solution not be readily apparent, then bringing in other representatives, or even crowdsourcing for answers through customer portals, is a simple matter. With CRM, customer support becomes a walk in the park.
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Recommendation for the improvement in customer relationship management for Toyota Motor Corporation is by using the social customer relationship management. Toyota can upgrade their offerings to include new features that cater to customers who use these technologies.
Social CRM refers to businesses engaging customers directly through social media platforms such as Instagram, Facebook, Twitter and LinkedIn. Social media presents an open forum for customers to share experiences with a brand, whether they're airing grievances or promoting products.
[bookmark: _GoBack]To add value to customer interactions on social media, businesses use various tools that monitor social conversations, from specific mentions of a brand to the frequency of keywords used, to determine their target audience and which platforms they use. Other tools are designed to analyze social media feedback and address customer queries and issues. Companies are interested in capturing sentiments such as a customer's likelihood of recommending their products and the customer's overall satisfaction in order to develop marketing and service strategies. Companies try to integrate social CRM data with other customer data obtained from sales or marketing departments in order to get a single view of the customer.
Mobile CRM or the CRM applications built for smartphones and tablets is becoming a must have for sales representatives and marketing professionals who want to access customer information and perform tasks when they are not physically in their offices. Mobile CRM apps take advantage of features that are unique to mobile devices, such as GPS and voice-recognition capabilities, in order to better serve customers by giving employees access to this information on the go.
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