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Faculty Information

Faculty Name: 

Campus:

Contact Information:

Office Hours:

Short Faculty Bio:

Course description: 

This course introduces the student to various types, models, brands, strategies and uses of Customer Relationship Management (CRM) systems and practices.  The course also evaluates CRM strategies for improving services provided to customers and utilizing customer contact information for target marketing.  Students will also learn to evaluate leading CRM systems.

Course Pre-requisites:  MS6516 The Value Proposition for Customers

Required Textbook/Readings: 

IMPORTANT:  You are required to purchase the textbook for this course.  Please go to MBS to purchase a print version.

Berry, M.J. & Linoff, G.S. (2004). Data-mining techniques: For marketing, sales, and 
       customer relationship management (2nd ed.). Wiley & Sons. 

Sutton, D. , Klein, T. & Zymen, S. (2006).  Enterprise marketing management: The new 
       science of marketing. Wiley & Sons.  

Course length:  7.5 Weeks

Contact Hours: 45 Hours

Credit Value: 3.0

Program Outcomes:

1. Evaluate management practices in Service Sector Companies and industries in terms of human impact and financial impact over the short and medium term.

2. Apply ethical principles to the routine functions of the service sector to include multicultural settings.

3. Counsel stakeholders regarding basic business regulation and management practices to specific situations.

4. Implement and revise motivational practices and systems that meet the strategies and constraints of the work environment.

5. Design and execute employee communication plans toward expressed organizational goals.

6. Evaluate the skills and capabilities of individuals relative to specific organizational settings and goals.

7. Demonstrate the value-added contribution of leadership actions, practices and communication to the organization.

Course Objectives:

1. Evaluate the advantages and effectiveness of a leading CRM system for service sector industries. (Program Outcomes 1,3 and 7)
2. Evaluate CRM strategies/goals for a particular industry and recommend the best CRM system and practices to support those goals. (Program Outcomes 1 and 7)
3. Analyze generally accepted CRM practices to support primary business objectives and outcomes for the service industry. (Programs Outcomes 1,3 and 7)

4. Analyze the Comparative and Competitive advantages of developing an in-house proprietary CRM system v purchasing a packaged, leading brand off the shelf. (Program Outcomes 1,3 and 7)
5. Analyze market share of leading CRM systems compared to implementation challenges. (Program Outcomes 1 and 3)

Activities/Assignments/Assessments Table

	Unit
	Topics
	Academic Resources
	Learning Assessment System Assignment(LASA)/Weekly Assignments

	1
	Customer Relationship Management Systems and Practices
· 
Overview and definition of CRM systems
· 
Types, models, brands and uses of CRM systems

	· 
Reading Resources 
Berry  Data-Mining Techniques: for Marketing, Sales, and Customer Relationship Management –  Chapters 1 & 2

· 
Lecturette 1 CRM




	· Discussion/Participation Topic 
 Discuss the 6 major types of CRM systems and outline the different features, goals and focus of each system in a 2-3 page summary and comparison. 


	2
	 Leading CRM Systems

· Oracle and SAP CRM systems 

· Market Share of leading CRM systems
· Implementation processes of SAP and Oracle
	· Reading Resources
Berry  Data-Mining Techniques: for Marketing, Sales, and Customer Relationship Management –  Chapters 3 & 4

· 
Lecturette 2 (SAP and Oracle)
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	· 
Discussion/Participation Topic
Evaluate an implementation strategy of one of the leading CRM systems; SAP or Oracle, and analyze its possible effect on market share.


	3
	Elements of the CRM Process
· Customer service
· CRM strategies
· Data-mining

	· 
Reading Resources
Berry  Data-Mining Techniques: for Marketing, Sales, and Customer Relationship Management –  Chapters 5 & 6

· 
Lecturette  3 (CRM Process)
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	·      LASA 1 (20%) (CO 1,2 &3)
Outline the elements of the CRM process and analyze the importance and role of each element of the CRM system for a particular service sector business.   Based on your analysis, propose an appropriate CRM strategy to support specific business goals.


	4
	Features, Advantages & Benefits (FAB) of CRM Systems
· 
Customer profiling techniques
·     Analyzing buying habits
·     Web profiles

	· 
Reading Resources
Sutton, Dave 2003.  Enterprise Marketing Management: The New Science of Marketing – Chapters 1 and 2

· 
Lecturette 4 (CRM Strategy)
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	5
	Cost Benefit Analysis (CBA) of CRM Systems
· 
Name brand v proprietary development
·    Implementation costs of CRM systems
· 
CBA Best Practices in identifying real value of leading CRM systems

	· 
Reading Resources
Sutton, Dave 2003.  Enterprise Marketing Management: The New Science of Marketing – Chapters 3 and 4

· 
Lecturette 5 (CRM Implementation)
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	· LASA 2 (20%)(CO 1) Develop a CBA sales presentation for a leading CRM system for a particular service sector business. Present your information in the standard Cost Benefit Analysis format.  



	6
	Comparative v Competitive Advantage Strategies of CRM Systems

	· 
Reading Resources
Sutton, Dave 2003.  Enterprise Marketing Management: The New Science of Marketing – Chapter 5 and 6

· 
Lecturette 6-CRM Vendor Comparison
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	7
	Evaluating CRM Systems, Leading CRM Brands and Web Profiling Accessories
· 
Identifying customer perceptions of CRM value
· 
Establishing perceived and real value of web profiling
·     Using Comparative and Competitive Advantage strategies to crate value of a particular CRM system
· Leveraging FAB and CBA to support the CRM brand

	· 
Lecturette 7- CRM and CBA
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	·      LASA 3 (35%)(CO 1-5)
Drawing on the cost benefit analysis submitted in Module 3; develop a detailed features and benefits analysis for your selected leading CRM system. Your analysis should include an evaluation of advantages and effectiveness of the selected CRM system, a comparative and competitive analysis of developing an in-house CRM system vs. the leading CRM system selected for your analysis, and a market share analysis of the selected CRM system compared to implementation challenges. 



	7.5
	Review
	Summary and recap


	


Grading Criteria


Grading Scale


                             Grading requirements









	A
	100 – 93 %

	A-
	92 – 90 %

	B+
	89 – 88 %

	B
	87 – 83 %

	B-
	82 – 80 %

	C+
	79 – 78 %

	C
	77 – 73 %

	C-
	72 – 70 %

	F
	69 and below


	Participation
	25%

	LASA 1
	20%

	LASA 2
	20%

	LASA 3
	35%

	
	100%


Library
All resources in Argosy University’s online collection are available through the Internet.  The campus librarian will provide students with links, user IDs, and passwords. 
Library Resources:  Argosy University’s core online collection features nearly 21,000 full-text journals and 23,000 electronic books and other content covering all academic subject areas including Business & Economics, Career & General Education, Computers, Engineering & Applied Science, Humanities, Science, Medicine & Allied Health, and Social & Behavior Sciences.  Many titles are directly accessible through the Online Public Access Catalog at http://library.argosy.edu.  Detailed descriptions of online resources are located at http://library.argosy.edu/libweb/resources/
In addition to online resources, Argosy University’s onsite collections contain a wealth of subject-specific research materials searchable in the Online Public Access Catalog.  Catalog searching is easily limited to individual campus collections.  Alternatively, students can search combined collections of all Argosy University Libraries.  Students are encouraged to seek research and reference assistance from campus librarians.

Information Literacy: Argosy University’s Information Literacy Tutorial was developed to teach students fundamental and transferable research skills. The tutorial consists of five modules where students learn to select sources appropriate for academic-level research, search periodical indexes and search engines, and evaluate and cite information. In the tutorial, students study concepts and practice them through interactions. At the conclusion of each module, they can test their comprehension and receive immediate feedback. Each module takes less than 20 minutes to complete.  Please view the tutorial at http://library.argosy.edu/infolit/ 

Academic Policies

Academic Dishonesty/Plagiarism:  In an effort to foster a spirit of honesty and integrity during the learning process, Argosy University requires that the submission of all course assignments represent the original work produced by that student.  All sources must be documented through normal scholarly references/citations and all work must be submitted using the current edition of the Publication Manual of the American Psychological Association. Students are encouraged to purchase this manual and become familiar with its content as well as consult the Argosy University catalog for further information regarding academic dishonesty and plagiarism.

Scholarly writing:  The faculty at Argosy University is dedicated to providing a learning environment that supports scholarly and ethical writing, free from academic dishonesty and plagiarism.  This includes the proper and appropriate referencing of all sources. You may be asked to submit your course assignments through “Turnitin,” (www.turnitin.com), an online resource established to help educators develop writing/research skills and detect potential cases of academic dishonesty.  Turnitin compares submitted papers to billions of pages of content and provides a comparison report to your instructor. This comparison detects papers that share common information and duplicative language. 

Americans with Disabilities Act Policy TC \l1 "
It is the policy of Argosy University to make reasonable accommodations for qualified students with disabilities, in accordance with the Americans with Disabilities Act (ADA).  If a student with disabilities needs accommodations, the student must notify the Director of Student Services.  Procedures for documenting student disability and the development of reasonable accommodations will be provided to the student upon request.  

Students will be notified by the Director of Student Services when each request for accommodation is approved or denied in writing via a designated form.  To receive accommodation in class, it is the student’s responsibility to present the form (at his or her discretion) to the instructor.  In an effort to protect student privacy, the Department of Student Services will not discuss the accommodation needs of any student with instructors. Faculty may not make accommodations for individuals who have not been approved in this manner.

The Argosy University Statement Regarding Diversity

Argosy University prepares students to serve populations with diverse social, ethnic, economic, and educational experiences. Both the academic and training curricula are designed to provide an environment in which students can develop the skills and attitudes essential to working with people from a wide range of backgrounds
�
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Relationship Management Systems (& Practices)


Elements of CRM


Lecturette – Module 3




CRM includes many aspects which relate directly to one another:


· Front office operations; face to face meetings, phone calls, e-mail, online services etc. 


· Back office operations; operations that ultimately affect the activities of the front office (e.g., billing, maintenance, planning, marketing, advertising, finance, manufacturing, etc.) 


· Business relationships; interaction with other companies and partners, such as suppliers/vendors and retail outlets/distributors, industry networks (lobbying groups, trade associations). This external network supports front and back office activities. 


· Analysis; Key CRM data can be analyzed in order to plan target-marketing campaigns, conceive business strategies, and judge the success of CRM activities (e.g., market share, number and types of customers, revenue, profitability). 


There are several different approaches to CRM, with different software packages focusing on different aspects. In general, Customer Service, Campaign Management and Sales Force Automation (SFA) form the core of the system.


Operational CRM provides support to "front office" business processes, e.g. to sales, marketing and service staff. Interactions with customers are generally stored in customers' contact histories, and staff can retrieve customer information as necessary.


The contact history provides staff members with immediate access to important information on the customer (products owned, prior support calls etc.), eliminating the need to individually obtain this information directly from the customer. Reaching to the customer at right time at right place is preferable.


Operational CRM processes customer data for a variety of purposes:


· Managing campaigns 


· Enterprise Marketing Automation 


· Sales Force Automation 


· Sales Management System 


Analytical CRM analyzes customer data for a variety of purposes:


· Designing and executing targeted marketing campaigns 


· Designing and executing campaigns, e.g. customer acquisition, cross-selling, up-selling, add-on selling 


· Analyzing customer behavior in order to make decisions relating to products and services (e.g. pricing, product development) 


· Management information system (e.g. financial forecasting and customer profitability analysis) 


Analytical CRM generally makes heavy use of data mining and other techniques to produce useful results for decision-making


Sales Intelligence CRM is similar to Analytical CRM, but is intended as a more direct sales tool. Features include alerts sent to sales staff regarding:


· Cross-selling/Up-selling/Switch-selling opportunities 


· Customer drift 


· Sales performance 


· Customer trends 


· Customer margins 


· Customer alignment 


Campaign management combines elements of Operational and Analytical CRM. Campaign management functions include:


· Target groups formed from the client base according to selected criteria 


· Sending campaign-related material (e.g. on special offers) to selected recipients using various channels (e.g. e-mail, telephone, SMS, post) 


· Tracking, storing, and analyzing campaign statistics, including tracking responses and analyzing trends 


Collaborative CRM covers aspects of a company's dealings with customers that are handled by various departments within a company, such as sales, technical support and marketing. Staff members from different departments can share information collected when interacting with customers. For example, feedback received by customer support agents can provide other staff members with information on the services and features requested by customers. Collaborative CRM's ultimate goal is to use information collected by all departments to improve the quality of services provided by the company. 


Consumer Relationship System (CRS) covers aspects of a company's dealing with customers handled by the Consumer Affairs and Customer Relations contact centers within a company. Representatives handle in-bound contact from anonymous consumers and customers. Early warnings can be issued regarding product issues (e.g. item recalls) and current consumer sentiment can be tracked (voice of the customer).
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Relationship Management Systems (& Practices)


CRM Strategy

Lecturette – Module 4

Several CRM software packages are available, and they vary in their approach to CRM. However, CRM is not just a technology but rather a comprehensive, customer-centric approach to an organization's philosophy of dealing with its customers. This includes policies and processes, front-of-house customer service, employee training, marketing, systems and information management. Hence, it is important that any CRM implementation considerations stretch beyond technology toward the broader organizational requirements.


The objectives of a CRM strategy must consider a company’s specific situation and its customers' needs and expectations. Information gained through CRM initiatives can support the development of marketing strategy by developing the organization's knowledge in areas such as identifying customer segments, improving customer retention, improving product offerings (by better understanding customer needs), and by identifying the organization's most profitable customers. 


CRM strategies can vary in size, complexity, and scope. Some companies consider a CRM strategy only to focus on the management of a team of salespeople. However, other CRM strategies can cover customer interaction across the entire organization. Many commercial CRM software packages provide features that serve the sales, marketing, event management, project management, and finance industries.


From this perspective, CRM has for some time been seen to play an important role in many sales process engineering efforts.
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Relationship Management Systems (& Practices)


CRM Implementation


Lecturette – Module 5


Many CRM project "failures" are related to data quality and availability. Data cleaning is a major issue. If a company's CRM strategy is to track life-cycle revenues, costs, margins, and interactions between individual customers, this must be reflected in all business processes. Data must be extracted from multiple sources (e.g., departmental/divisional databases such as sales, manufacturing, supply chain, logistics, finance, service etc.), which requires an integrated, comprehensive system in place with well-defined structures and high data quality. Data from other systems can be transferred to CRM systems using appropriate interfaces.


Because of the company-wide size and scope of many CRM implementations, significant pre-planning is essential for smooth roll-out. This pre-planning involves a technical evaluation of the data available and the technology employed in existing systems. This evaluation is critical to determine the level of effort needed to integrate this data.


Equally critical is the human aspect of the implementation. A successful implementation requires an understanding of the expectations and needs of the stakeholders involved. An executive sponsor should also be obtained to provide high-level management representation of the CRM project.


An effective tool for identifying technical and human factors before beginning a CRM project is a pre-implementation checklist. A checklist can help ensure any potential problems are identified early in the process.
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Relationship Management Systems (& Practices)


CRM and CBA


Lecturette – Module 7


During cost–benefit analysis, monetary values may also be assigned to less tangible effects such as the various risks that could contribute to partial or total project failure, such as loss of reputation, market penetration, or long-term enterprise strategy alignments. This is especially true when governments use the technique, for instance to decide whether to introduce business regulation, build a new road, or offer a new drug through the state healthcare system. In this case, a value must be put on human life or the environment, often causing great controversy. For example, the cost–benefit principle says that we should install a guardrail on a dangerous stretch of mountain road if the dollar cost of doing so is less than the implicit dollar value of the injuries, deaths, and property damage thus prevented.

Cost–benefit calculations typically involve using time value of money formulas. This is usually done by converting the future expected streams of costs and benefits with a present value amount.


Cost–benefit analysis is used mainly to assess the monetary value of very large private and public sector projects. This is because such projects tend to include costs and benefits that are less amenable to being expressed in financial or monetary terms (e.g., environmental damage), as well as those that can be expressed in monetary terms. Private sector organizations tend to make much more use of other project appraisal techniques, such as rate of return, where feasible.


The practice of cost–benefit analysis differs between countries and between sectors (e.g., transport, health) within countries. Some of the main differences include the types of impacts that are included as costs and benefits within appraisals, the extent to which impacts are expressed in monetary terms, and differences in the discount rate between countries. Agencies across the world rely on a basic set of key cost–benefit indicators, including the following:


· PVB (present value of benefits) 


· PVC (present value of costs) 


· NPV (PVB less PVC) 


· NPV/k (where k is the level of funds available) 


· BCR (benefit cost ratio, PVB divided by PVC) 
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Relationship Management Systems (& Practices)

Lecturette – Module 1


Customer relationship management (CRM) consists of the processes a company uses 

to track and organize its contacts with its current and prospective customers. CRM software is 

used to support these processes; information about customers and customer interactions can be 

entered, stored and accessed by employees in different company departments. Typical CRM 

goals are to improve services provided to customers, and to use customer contact information for 

targeted marketing.


While the term CRM generally refers to a software-based approach to handling customer relationships, most CRM software vendors stress that a successful CRM effort requires a holistic approach.  CRM initiatives often fail because implementation was limited to software installation, without providing the context, support and understanding for employees to learn, and take full advantage of the information systems. CRM tools should be implemented only after a well-devised strategy and operational plan are put in place. CRM can be implemented without major investments in software, but software is often necessary to explore the full benefits of a CRM strategy.


Other problems occur when failing to think of sales as the output of a process that itself needs to be studied and taken into account when planning automation.



_1310740434.doc
B****


Relationship Management Systems (& Practices)


CRM Vendors


Lecturette – Module 6


The following table lists the top CRM software vendors in 2006-2007 (figures in millions of US dollars) published in a Gartner study. 


		Vendor  


		2007 Revenue  


		2007 Share (%)  


		2006 Revenue  


		2006 Share (%)  


		'06-'07 Growth (%)  


		'06-'07 Change in share (%)  




		Oracle

		1,319.8

		16.3

		1,016.8

		15.5

		29.8

		+0.8



		SAP

		2,050.8

		25.3

		1,681.7

		26.6

		22.0

		-1.3



		Salesforce.com

		676.5

		8.3

		451.7

		6.9

		49.8

		+1.4



		Amdocs

		421.0

		5.2

		365.9

		5.6

		15.1

		-0.4



		Microsoft

		332.1

		4.1

		176.1

		2.7

		88.6

		+1.4



		Others

		3,289.1

		40.6

		2,881.6

		43.7

		14.1

		-3.1



		Total

		8,089.3

		100

		6,573.8

		100

		23.1

		0





The following table lists the top software vendors for CRM projects completed in 2006 using external consultants and system integrators, according to a 2007 Gartner study. 


		Vendor  


		Percentage of implementations  




		Siebel (Oracle)

		41%



		SAP

		8%



		Epiphany (Infor)

		3%



		Oracle

		3%



		PeopleSoft (Oracle)

		2%



		salesforce.com

		2%



		Amdocs

		1%



		Chordiant

		1%



		Microsoft

		1%



		Metus Technology

		1%



		SAS

		1%



		Others

		15%



		None

		22%





A 2007 Datamonitor report  lists Oracle (including Siebel) and SAP as the top CRM vendors, with Chordiant, Infor, and SalesForce.com as significant, smaller vendors.
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Relationship Management Systems (& Practices)


Lecturette – Module 2

Oracle and SAP CRM Systems




Information Drives Successful Customer Relationships
Oracle's integrated Customer Relationship Management (CRM) solution is a set of applications that give businesses information-driven sales, service, and marketing. Oracle CRM is built on an open, standards-based architecture that streamlines business processes, improves data quality, and allows all your key divisions to draw from the same source of data. With Oracle CRM, the company owns the single best tool for customer success—accurate information. 


From precisely measuring marketing campaigns to automatically dispatching field technicians to remote locations, Oracle has more than 50 CRM-specific applications that help address every phase of the CRM cycle. 

The Oracle CRM On Demand Integration to Siebel CRM creates a single customer view across on premise and on demand CRM deployments by synchronizing key data between Siebel CRM and Oracle CRM On Demand. Leveraging Oracle's Application Integration Architecture and Oracle Fusion Middleware, this pre-built solution combines the a transformational and complete on premise CRM solution with the ease of use and rapid deployment capabilities of Oracle CRM On Demand (summarized from Oracle web site).


SAP CRM enables businesses to align marketing resources to support organizational objectives, understand the returns on marketing dollars spent and accelerate marketing processes with increased visibility and control.  SAP CRM can help drive customer demand with targeted marketing messages, identify and retain high-value customers with customer loyalty programs, and establish a standard, streamlined marketing process with a central marketing platform. 


SAP CRM supports critical marketing processes, including marketing resource and brand management.  It allows businesses to manage and optimize the use of marketing resources including budgets, people, time, and assets and facilitate collaboration among team members and coordinate marketing activities across the enterprise. Businesses can manage enterprise customer and prospect data without the need for IT support, define accurate segments with a consolidated view of all relevant enterprise customer data, gain insights into customer segments with data visualization features. SAP offers ability to easily perform segmentation using an interactive, drag-and-drop interface. Make relevant and personalized real-time offers through inbound marketing channels. 


Execute marketing activities through all inbound and outbound interaction channels: direct mail, e-mail, phone, web, fax, and SMS. Leverage online marketing channels to plan, develop, and execute e-mail marketing campaigns. Create specific loyalty programs by defining customer tier levels, points management, and partner management capabilities. Define loyalty rewards program rules, conditions, and offers using the flexible CRM rules builder (summarized from SAP web site). 



