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Customer relationship management ( CRM ) is one of today's hoffesf

fopics in strategic marketing and branding worldwide. Some

campanies have demonstrated the most innovative CRM techniques

developed at transnational corporafions challenged with maintaining

relationship with an ethnicatty very diverse customer base. Ihese

companies include Mercedes-Be nz, Nestle, Sony, Pan Pacific Hotel,

Barclays Bank and Ford.
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Some of us may recall the "Production Era" where we think, " A good

product wil l  sell i tself." Then, the "Sale Era" which believed that
"Creative advertising and sell ing wil l  overcome consumer resistance

and convince them to buy". All of these eras have disappeared. Today,

we can't compete with these beliefs anymore. Today, we are in the
"Market ing Era",Whereby,"The consumer is k ing! Find a need and f i l l

i t " .  Relat ionship is the crucial  factor to maintain in this era.
The basic pr inciple of  relat ionship market ing and customer

relationship management is that f irms benefit more from maintaining
long - te rm cus tomer  re la t i onsh ips  than  sho r t - t e rm cus tomer
relat ionships (Tempraol,  Paul & Mart in,  2001 ) .  The business i tsel f

is becoming more customer-centered every day and trend shows

that customers demand highly personalized services and immediate

delivery.

CRM, regardless the fuzzy jargon, is the seamless coordinat ion
between sales, marketing, customer service, f ield support and other

functions that touch your customer. The righ CRM strategy integrates
people,process and technology to maximize al l  re lat ionships -  wi th
your day-to-day customers, distribution channel partners, internal

customers and suppl iers.  Barnes, James (2001) 65 percent of  the

average company'S business comes from i ts present sat isf ied

customers. lt also reveals that it costs a company six t imes more to

sel l  a product to a new customer than i t  does to an exist ing one. A

business that, each day for one years loses one customer, who

customari ly spends $SOiweek, wi l l  suf fer a sales decl ine of  $
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1,000,000 the next year. In addition, Reichheld (as cited in Swift, 2001)
found out that companies could boost profit by 100 percent by retaining
just 5 percent more of their customers.

To tackle losing the existing customer in Marketing Era, leading
companies implement relat ionship market ing, which involves lon-
term,value-added relat ionship,  developed over t ime with customers
and suppliers. Relationship marketing refers to all marketing activit ies
directed toward establishing, developing, and maintaining successful
relationship exchanges Mc. Kenzie, Ray ( 20A1 ) theorized that
successful  relat ionshi  p market ing req uires relat ionship com mitment
and trust .

Technology We also recognize, as the result of improved technology, that the
lmprovement development of database marketing has a tremendous effect on the

And The improvement of marketing strategy. Init ial ly, catalogues, record clubs,
Changing and credit card companies uti l ized the database to manage customer

Role Of informat ion. The growth in database market ing together with the
Relat ionship switch from mass market ing to one-to-one market ing has changed

Market ing the face of relat ionship market ing.
Tecnology has assisted relationship marketing and has grown

to represent a new form of competit ive advantage. Both marketing
researche rs  and  bus iness  p rac t i t i one rs  have  i den t i f i ed  the
imp lemen ta t i on  o f  t echono logy  as  an  essen t i a l  componen t  o f
relat ionship market ing.

According to Halberg, Garth (  1995 ) ,  customer relat ionship
managemen t  (CRM)  i s  a  s t ra tegy  used  to  l ea rn  more  abou t
customers '  needs and behav iors  in  order  to  deve lop s t ronger
relat ionships with them. l t  can be thought of  as a process that wi l l
br ing together bi ts of  informat ion about customers, sales, market ing
effect iveness, and responstveness and market t rends. Customer
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relationship management is an attempt to modify customer behavior
over t ime and strengthen the bond between the customer and the
company. The key to CRM is identifying what creates value for the
customer and then del iver ing i t  (Newel l ,2000).

The task of  implement ing and maintaining a CRM solut ion seems
ovenruhelming. But when the goal of cheaper, faster, better customer
sevice is considered, the resul ts far outweigh the chal lenges. CRM,
at no t ime, has been more crucial  than i t  is today with heightened
attention to cost-cutting, revenue generation and customer retention.

CRM is not just a software solution, but also a set of skil l  and
competencies that wil l  enable a company to better understand and
profit from each and every customer relationship. ln a tough economy,
compet i t ion is more evident than at any othert ime, and the abi l i ty to
compete on the basis of  customer relat ionships is more important
than ever.-:

Domination of software vendors promoting CRM in lndonesia creates
two sides of effects. First, the CRM has a right definit ion since we
also bel ieve that "  No lT,  No CRM". The CRM needs a back up of
good and applicable software to mining database and then analyze
i t .  The other s ide of  coin is that,  s ince the vendor is pushing for their
software, the perception of corporation of company to CRM is merely
a software or technology; they miss "people and process".  The
strategy to create seamless coordination between sales, marketing,
customer service, f ie ld support  and other funct ions that touch your
customer  is  miss ing.

Contact  Management  is  h igh ly  u t i l i zed in  lndones ia  and
somehow, some companies believe they have implemented the CRM
by ins ta l l ing  and u t i l i z ing the contact  management  sof tware.
Nevertheless, we obserye some of the big retailers have highly
invested in CRM software and strategy trying to create loyalty among
customers by using Customer Loyal ty Program coupled with their
on-going marketing efforts. We identif ied that their loyalty programs
are geared towards merely generating more sales by giving up more
discount and points. There is no extensive effort to either analyze
the purchase behavior and grouping or create more personal sevice
to the customer.

In the banking sector, differentiation and focus to "up market
segment" have been implemented. Several  banks have launched
preferred customer programs to cater the up market segment. The
brand loyalty is expected to occur in the long run.
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C R M
Strategy

Blue Pr int

The retailer, car dealership, tourism, transportation, f inancial,
including banking and insurance, are among the ident i f ied industr ies
which need up close and personal approach. CRM implementat ion
in their  market ing program wi l l  be benef ic ial  to answer the demand
and to increase their  revenue"

In this ful l  part ic ipat ion, we wi l l  provide cl ients with CRM blue pr int
that contains the r ight solut ion tc acquire,  create relat ionship and
loyal ty.  The blue pr int  wi l l  a lso purpose CRM software, which wi l l  be
tai lored to c l ients 'need and capaci ty.

In l imited part ic ipat ion, we assume the customer database exist  but
there is no further analysis. Therefore, we provide an analysis that
wi l l  resul t  in the company's pyramid of  prof i tabi l i ty.  We help to
company determine who their  customer are. We assist  our c l ients
by ana lyz ing and segment ing the i r  customers  through spending,
demographic and prof i tabi l i ty niches and div iding them into several
categories such as top, big,  mediLtm, smal l  and prospect After we
understand the group of customer,  we assist  cur c l ients in formulat ing
strategies to ful f i l l  their  speci f ic needs on product and services to
move upward and become a profitable one.

Final ly,  in l ine, wi th our value preposi t ion that we would l ike to
be the cl ient 's Trusted Advisor,  PB &Co. assures that we, together
wi th  the c l ient ,  t rans!a te  prcp lsed s t ra teg ies  and act ions in to
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economic  per formance.  l t  i s  in rpor tant  that  c l ien ts  can obta in

measured success in terms of "dol lars" af ter they engage our

professional services.

CRM, regardless the fuzzyjargon, is the seamless coordinat ion GONCLUSION

between sales, marketing, customer Service, f ield support and

other functions that touch your customer.
Customer relationship management (CRM) is a strategy used

to learn more about customers' needs and behaviors in order to

develop stronger relat ionships with them.
The key to CRM is identifying vuhat creates value for the customer

and then del iver ing i t
Contact Management is highly uti l lzed in lndonesia and somehow,

some companies bel ieve they have implemented the CRM by

instal l ing and ut i l iz ing the contact management software.
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