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COMPANY CRM SYSTEM STRATEGY IMPLEMENTATION

The paper presents the research findings on implementing the company CRM system
strategies as the most effective and widely used tools to enhance its competitive position, thus
allowing to collect, organize and analyze data about customers and potential customers, as well as
identify their preferences. This study provides a rationale for using the CRM system which enables
a better focus on specific markets and consumers, meeting their needs, and converting casual
customers into loyal ones which is the key objective of any company in the market.
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Jlwamuiaa M. I'anymak-€dimenko, Bagaepis I'. lllepoak, Ounena /I. I'yaina
Kuiscokuil nayionanvHuil ynigepcumem mexHo102ii ma ou3aiiny
HAITPSIMHM PEAJII3AIIT CTPATETTA CRM-CUCTEMHU HA IIAITPUEMCTBI

Y cmammi euxnadeno pezynomamu 0ocnioxcens wooo Hanpamie peanizayii cmpameziil
CRM-cucmemu Ha nionpuemcmei sk HAUOINbW eeKmusHUxX ma po3no8Cro0NCeHUX THCMPYMEHMIE
niosuujenHs KOHKYPeHmHOI no3uyii, wo Haoae 3mozy 30upamu, cucmemamuzyeamu ma
ananizyeamu Oaui npo KIIEHMI8 Mma NOMEHYIUHUX KIIEHMI8 KOMNAHIl, a MaKoxdc 6uAeIamu ix
6nodobannsa. QOOIPYHMOBAHO O0COOAUBOCMI BUKOPUCMANHA Yi€i cucmemu, KA O0AE 3MO2Y
goxycysamucs Ha KOHKPEeMHUX PUHKAX MA CHONCUBAYAX, 00380JIA€ NOBHOW MIpoio 3abe3neuumu
3a00601eHHA X nompeb ma nepemeopumu 8UNAOKOB020 KIIEHMA HA NOANbHO20, WO € OOHUM 3
20JI06HUX 3A80AHb 0)0b-5KOI KOMNAHII HA PUHKY.

Knrouoei cnoea: CRM-cucmema, nosnvHicmy KiieHma, cmpameeis 0Oi3Hecy, cucmema
VAPAGNIHHA — KIIEHMAMU, MApKemuHe Nociye, pemMapKemuHe, CMUMYII08AHHA  NPOOAiCis,
NepCOHANbHI NPOOAKCI.

Jlronmuna M. I'anymak-Edumenko, Banepus I'. lllepdax, Enena /. I'yinna
Kueeckuii nayuonanovuvlilt yHugepcumem mexHo102uii U OUu3aiina
HAITPABJIEHUSA PEAJIM3AIIMU CTPATETMA CRM-CUCTEMBI HA ITPEJINTPUSTHA

B cmamve uznooicenvr pesynrbmamuvl UCCIE008AHUL NO HANPABIEHUAM pPeanu3ayuu
cmpamezuii CRM-cucmemvl Ha npednpusmuu Kaxk Hauboaee 3¢Hekmuenvlx u pacnpocmpaHeHHbIx
UHCMPYMEHMO8 NOGbLULeHUs KOHKVPEHMHOU NO3UYuU, Ymo Odem B03MONCHOCMb CcoOUupamo,
CUCMeMamu3uposams U aHAIUUPOBAMb OAHHble O KIUeHMAX U NOMEHYUAIbHbIX KIUEHMAX
KOMNAHUU, a makxoice 6ulasisims ux npeonoumenusi. OOOCHOBAHbI 0COOEHHOCMU UCHOIb308AHUS
OaHHOU  cucmemvl, KOMOPAs NO380aAem  QOKYCUPOBAMbCA HA  KOHKPEMMHbIX PbIHKAX U
nompebumensax, no3eonsem 0Oonee NONHO oObecneuums Y0081emeopeHue ux nompedHocmel u
npespamumy CAy4aHo2o KIUeHmMA 8 JONbHO20, YMO AGNAemcsi 00HOU U3 21A6HbIX 3a0ay 000U
KOMNAHUU HA PbIHKE.

Knwuesvie cnosa: CRM-cucmema, noaneHocmy Kiuenma, cmpamezus Ouzmeca, cucmemd
Vnpagnenus — KIUeHmMamu, MApKemuHe YCiye, peMapKemune, CMUMYIUposaHue npooaxic,
NEePCOHANbHBIE NPOOAICU.

Problem formulation and its connection with important scientific and practical tasks.
CRM is a certain business ideology in terms of building the customer relationships. Pragmatically,
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it is a software automating the process of collecting the customer information for further analysis.
CRM use is effective only if the business strategy is customer-oriented.

Analysis of the recent publications on the problem. Within the sales promotion strategy,
which is one of the main components in terms of marketing, the customer relationship management
(CRM) systems have the highest value for marketing activities. In contrast to the interpretation of
the concept of marketing services, the definition of the essence of this strategy is the same in almost
all writings. CRM is the business strategy of selecting and managing the customer relationships to
optimize the company value in the long term. According to M. Liantsevych, a classic marketing
theory failed to describe many types of marketing practices, which was a prerequisite of the
relationship-marketing emergence at the beginning of the last decade. The catalyst of dissemination
of the automated marketing activities management current was the information technology. Not by
chance, the software name, i.e. CustomerRelationshipManagement, is synonymous to the
implementation of a relationship marketing at the enterprise. As was noted by A. Mardanov and
R. Munasypov, CRM concept is not entirely new, since many enterprises have used it in business
when building close relationships with customers to achieve their loyalty. This approach has always
been particularly characteristic of small trade in goods and services, when the customer and the
company have almost developed a friendship. The industrial era has replaced this approach with a
standardized one, allowing to optimize the customer service costs and to increase the quantity of
goods and amount of services produced. This situation has existed while the market was not
saturated with standard goods and services and continually expanded, in particular because of the
lack of serious competition. Now, when market structure has changed and the number of
competitors has increased, the supply of goods in the market is no longer a guarantee of its sales
even if there is a base of solvent customers [2, 11, 13]. None of the traditional methods of sales
promotion guarantees sales of goods at the planned level. This situation has made the companies to
switch to the old method of dealing with customers, namely personalized sales. Currently, the
companies compete for the consumer’s attention and money, since at this stage the consumer is in
the heart of the marketing communications and sets the market trends. Thus, the clear and the
wideset possible meeting of the consumer needs is the main task of the company seeking to
maintain a competitive or leading position in the market.

Research gaps. CRM-strategy implementation involves identification, differentiation and
personalization of the customers. This allows approaching each customer as a unique individual
with his/her own set of needs and opportunities to address the same. Based on this, it should be
noted that according to the value areas, each product should embody a certain level of quality,
innovation, and its price should correspond to two parameters. Besides, the products should be
available to the target consumers in terms of both finance and logistics.

The goal of this article is to research the directions of implementing the CRM-system
strategies in the enterprise.

Presentation of key findings and their substantiation. CRM-system toolkit, in particular
Terrasoft package, allows the company to supplement and strengthen its marketing strategy,
primarily due to the possibility of clustering the customers in its customer base, monitoring and
analyzing their behavior and offering the services, which are the most relevant for the customers.
Only those marketing campaigns ae effective, which are built and designed on the basis of the
relevant customer data. Such campaigns are called closed-loop campaigns [13].

The use of the CRM-system to implement the strategy is crucial for an effective operation of
tools such as:

- Remarketing of potential customers from competitors’ websites and after visits to the
company's website.

- Planning of effective targeted mailing lists.

39



ISSN 2413-0117 CYYACHI TEHJIEHIIII TA
BICHUK KHYTJ Ne 6 (117), 2017 ITPOBJIEMM YIIPABJIIHHA

- Company participation in exhibitions relevant for potential customers.

- Stimulation of the word of mouth effect.

First, one should focus on the CRM-system role in remarketing. Due to the integration of
CRM system and GoogleAnalytics, the service of the same name company, allowing to analyze the
website visiting figures and purchasing behavior at landing pages. Upon integration of these two
services, GoogleAnalytics remembers every customer from the customer base, who visited the
website, automatically indicating this fact in the customer data management system [12]. This
allows not only to customize the media remarketing for these customers, i.e. to encourage the
customer to return to the website in order to make a purchase, but also, to hold a more efficient
telemarketing, i.e. direct heat sales by phone. The effectiveness of calls made based on the data on
visits to various landing pages is increased because the sales manager:

- possessing information that a potential customer is interested in purchasing a service;

- can offer to the potential customer a turnkey solution of its problems, not wasting
his/her time.

Thus, the chances of the sales managers to solicit a real order are increased significantly as
compared to the option. Thus, the company receives two significant advantages; first, it can
optimize its spending on the media advertising, since it will be shown only to the potentially
interested Internet users, and second, it can optimize the cost of direct telephone sales in the same
manner.

Following a similar principle, the CRM-system allows optimizing the direct mailing. Due to
the indication of products reviewed by a potential or current customer in the CRM-System, the
efficiency of direct mailing by e-mail can be enhanced not only by personalizing the letter, but also
due to the formation of mailing segments, taking into account the interest of the customer in a
particular product. According to the research conducted by Intelligent Emails [10], the triggering
(motivating to action) personalized letters are opened three times more frequently than standard
mass mailing using a simple email. Meanwhile the rate of following the link from the mail is half as
high, indicating a good efficiency of the automatic targeted mailing. Besides, a bilateral system
integration with automatic mailing service allows the company managers to not only track the
delivery status of letters, but also to analyze the ratings and frequency of their opening, following
the links etc. This allows allocating the messages and products of interest to a particular user, and
working at them in greater detail to eventually solicit an order. Besides, linking the CRM system to
mailing and retargeting, the company is able to determine the most successful communication
channel for a particular user and not to duplicate messages using two communications channels at a
time.

In addition to improving the overall targeting of the direct mail, which is an obvious
advantage in terms of the client relation management, the company managers also benefit from the
CRM-system integration with direct mailing, since:

- The manager can get a complete picture of customer communication.

- S/he can be sure that no letter will be lost.

- The manager will control and distribute correspondence with clients among all
employees, depending on the manager’s function.

- This integration does not change the mechanism of the manager’s dealing with a
convenient mail client interface, but only brings convenience to the correspondence management,
since each letter is automatically assigned to a particular counterparty in the system.

The key role is played by the CRM-system in achievement of the strategic goal such as the
company participation in specialized exhibitions and conferences visited by potential or existing
customers. CRM-system allows segmenting the target audience to identify the events, which are the
most strategically interesting for performance, and topics of interest to potential consumers. The
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company enjoys this possibility due to the data array, which is contained or may be added to the
customer relationship management system. These data include, primarily:

- Information about the industry in which the company operates.

- Information on the interest of potential customers in various products offered by the
company.

- Data on the history of company visits to various exhibitions and conferences.

- Data on direct participation in exhibitions.

- Information about the problems faced by the customer in business tourism.

A quarter of these data are filled in by default and are contained in each counterparty’s
profile available in the system. The answer to the question from the last item can be obtained after
formation of certain "pool" of target consumers who are interested, or 100% confident in their
participation in any event [9].

Conclusions and prospects for further research. Thus, using the CRM-system, the
companies are able to hold an initial consumer segmentation by sector of business, to identify
potential consumers who intend to attend the event, and to conduct a basic economic evaluation of
their participation in the event, based on the interest of the target consumer in the company product.
Referring to these data, the companies are able to choose the most appropriate events to be attended,
making their decisions in view of the target audience quantity.

The last, but the most interesting way of using the CRM-systems in terms of motivating the
consumer loyalty is providing discounts based on the customer purchase history. Using
CRMTerrasoftbpm, the companies are able to automate the process of providing discounts to their
customers, having included the rules of providing discounts into the system algorithm according to
the frequency or value of services provided to the customer.

In addition to the above methods of including the CRM-system into the company marketing
strategy, this tool also plays a key role in operation of the consumer's account on the website. It is
through CRM-system that the company will be able to ensure the uploading of documents to the

customer’s account and to process the requests for services in the shortest time possible.
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