
OBJECTIVESANDTYPESOFCRM

 OBJECTIVESOFCRM

CRM,thetechnology,alongwithhumanresourcesofthecompany,enablesthe

companytoanalyzethebehaviourofcustomersandtheirvalue.Themainareasof

focusareasthenamesuggestscustomer,relationshipandthemanagementof

relationshipandthemainobjectivestoimplementCRM inthebusinessstrategyare:

(i)Tosimplifymarketingandsalesprocess.

(ii)Tomakecallcentre’smoreefficient.

(iii)Toprovidebettercustomerservice.

(iv)Todiscovernewcustomersandincreasecustomerrevenue.

(v)Tocrosssellproductsmoreeffectively.

 TypesofCRM

ThereareseveralvariationsinCRM.AmongthemostcommonisSalesforce,

Automation,CustomerService,MarketingAutomation,AnalyticsAutomationetc.

1.SalesForceAutomation(SFA):

Insalesforceautomationssoftwareisusedbythecompanytoimprovetheefficiency

ofthesalesprocess.Thisresultsinsalesrepresentativeshavingtospendlesstimeon

differentpartsofthesalesprocess,whichallowthem tospendmoreoftheiravailable

timepursuingclients.Itallowsthecompanytotrackorrecordeachstageofthesales

processandpayattentiontoeachclientservedbythecompany.Additionally,SFA



softwareapplicationsmayalsoprovideinformationonterritories,opportunities,work

flowautomation,salesforecastsandknowledgeofproducts.

2.CustomerService:

Incustomerservicestechnologymaybeusedbycompaniestoimprovethequalityof

servicetheycanoffercustomers,whileatthesametimeincreasingtheefficiencyand

minimizingthecostofthatservice.Comprehensivecallcentersolutionsarecommonly

appliedhere,suchascomputertelephoneintegration(CTI)andintelligentcallrouting

(ICR).

3.MarketingAutomation:

Inmarketingsystem theautomationassistthecompanyinlocatingandreachingits

bestcustomers,aswellasinfindingleadsthesalesteam canpursue.Avaluable

featureinmarketingistheabilitytonotonlytrackbutalsomeasurediversecampaigns,

includingdomainssuchassocialmedia,directmail,emailandsearching.Data

monitoredbymarketingincludedeals,responses,revenueandleads.

4.AnalyticsAutomation:

System involvinganalyticsaretypicallyintegratedwithapplicationsrelatedtoservice,

salesandmarketing.Thepurposeofsalesanalysisistoallowcompaniestodevelopa

morecomprehensiveunderstandingofwhyclientsdowhattheydoandholdthe

preferencestheydo.Webanalyticsforexample,haveincreasedincomplexityfrom their

initialfunctionsasmeanstotrackmouseclickstotheircurrentimplementationsas

methodsofpredictinglikelypurchasesandidentifyingdifficultiesofcustomersfacing

inmakingpurchases.

5.SmallBusiness:

Smallbusinesssolutionsthatassistbothindividualsandorganizationsinmonitoring

anddocumentinginteractionssuchasjobs,emails,faxes,documentsandscheduling.

Toolsforsmallbusinessesgenerallyfocusonaccountmanagement.Smallbusinesses

areincreasingturningtowardonlinesolutions,particularlyforworkerswhotraveland



telecommunicate,tosolvetheirbusinessneeds.

6.IntegratedandCollaborativePractices:

IntegratedandCollaborativepracticesreferstointeractionandcollaborationbetween

departmentinsidecompaniesandenterprises,thegoalhereistoincreaselevelsof

cooperationamongdifferentdepartmentssuchasmarketing,salesandservice.

Collaborativesystemsinvolvetheuseoftechnologytobridgedistancesbetween

departments.

7.NonProfitOrganisations:

NonProfitOrganisationsareusedtotrackconstituents,aswellastheactionstheytake

relatedtotheorgitself.Suchsystemstypicallyincludecapabilitiesfortrackingfeatures

suchasfundraisingmembershiplevels,volunteeringdemographicsand

communicationswithtargetindividuals.


