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This document repeats the learning objectives that appear at the top of each chapter.

CHAPTER 1: INTRODUCTION TO CRM

By the end of the chapter, you will be aware of:

1. four major perspectives on CRM: strategic, operational, analytical and collaborative.

2. several common misunderstandings about CRM

3. a definition of CRM,

4. the six constituencies having an interest in CRM, 

5. how important CRM issues vary across industries, and

6. five generic models of CRM.

CHAPTER 2: UNDERSTANDING RELATIONSHIPS

By the end of the chapter, you will understand:

1. How to recognise a relationship

2. Attributes of successful relationships

3. The importance of trust and commitment within a relationship

4. Why companies and customers are sometimes motivated to establish and maintain relationships with each other, and sometimes not.

5. The meaning and importance of customer life-time value

6. The five different schools of thought that contribute to our understanding of relationships and relationship management.

CHAPTER 3: PLANNING AND IMPLEMENTING CRM PROJECTS
By the end of the chapter, you will be aware of:

1. Five major phases in a CRM implementation.

2. A number of tools and processes that can be applied in each phase of an implementation.

3. The importance of project management and change management throughout the implementation process.

CHAPTER 4: DEVELOPING, MANAGING AND USING CUSTOMER-RELATED DATABASES

By the end of the chapter, you will understand:

1. the central role of customer-related databases to the successful delivery of CRM outcomes 

2. the importance of  high quality data to CRM performance

3. the issues that need to be considered in developing a customer-related database

4. what data integration contributes to CRM performance

5. the purpose of a data warehouse and data mart

6. how data access can be obtained by CRM users

7. the data protection and privacy issues that concern public policy makers.

CHAPTER 5: CUSTOMER PORTFOLIO MANAGEMENT

By the end of this chapter , you will understand:

1. The benefits that flow from managing customers as a portfolio 

2. A number of disciplines that contribute to customer portfolio management: market segmentation, sales forecasting, activity-based costing, life-time value estimation and data-mining. 

3. How customer portfolio management differs between business-to-consumer and business-to-business contexts. 

4. How to use a number of business-to-business portfolio analysis tools

5. The range of customer management strategies that can be deployed across a customer portfolio

CHAPTER 6: CRM AND CUSTOMER EXPERIENCE

By the end of the chapter, you will be aware of:

1. A definition of customer experience.

2. The emergence and importance of the experience economy.

3. The differences between goods, services and experiences.

4. Three key concepts in customer experience management – touch-point, moment of truth and engagement.

5. A number of methods for better understanding customer experience.

6. A battery of experiential marketing strategies and tools.

7. How customer experience is changed by CRM, sometimes for the better and sometimes for the worse.

8. Four features of CRM applications that have an impact on customer experience.

CHAPTER 7: CREATING VALUE FOR CUSTOMERS

By the end of the chapter, you will understand:
1. the meaning of the term ‘value’

2. how customers weigh up ‘benefits’ and ‘sacrifices’ in the value equation

3. three major forms of value delivery strategy adopted by successful companies

4. what is meant by the term ‘value proposition’

5. how marketers create customer value by mixing together a number of variables known as the 7Ps. 

6. the importance of customization in creating value

7. how the Internet is changing the way that customers receive value from communication and distribution. 

CHAPTER 8: MANAGING THE CUSTOMER LIFE CYCLE: CUSTOMER ACQUISITION

By the end of this chapter, you will understand:
1. the meaning of the terms ‘customer life cycle’ and  ‘new customer’

2. the strategies that can be used to recruit new customers

3. how companies can decide which potential customers to target

4. how to communicate with potential customers

5. what offers can be made to attract new customers

CHAPTER 9: MANAGING THE CUSTOMER LIFE CYCLE: CUSTOMER RETENTION AND DEVELOPMENT

By the end of this chapter, you will understand:

1. what is meant by the term ‘customer retention’,

2. the economics of customer retention

3. how to select which customers to target for retention

4. the distinction between positive and negative customer retention

5. several strategies for improving customer retention performance

6. several strategies for growing customer value 

7. why and how customers are ‘sacked’.

CHAPTER 10: MANAGING NETWORKS FOR CRM PERFORMANCE

By the end of the chapter, you will understand:
1. The meaning and composition of a business network

2. How networks contribute to the achievement of CRM objectives 

3. The meaning of network position and network competence

4. The SCOPE network model of CRM

5. That network management is about both managing in networks, and management of networks. 

CHAPTER 11: MANAGING SUPPLIER AND PARTNER RELATIONSHIPS

By the end of the chapter, you will understand:
1. the role that suppliers and partners play in the achievement of CRM outcomes

2. the many types of supplier and partner

3. trends in supplier relationship management

CHAPTER 12: MANAGING INVESTOR AND EMPLOYEE RELATIONSHIPS

By the end of the chapter, you will understand:
1. Why investors should understand what is involved in a CRM implementation

2. That the return from an investment in CRM can vary from immediate to long-term.

3. How to respond to high levels of investor churn

4. The importance of people to the successful roll-out and operation of CRM technology

5. The concepts of internal marketing, empowerment and service profit chain.

CHAPTER 13: INFORMATION TECHNOLOGY FOR CRM
By the end of this chapter, you will understand:
1. The range of CRM technologies,

2. The role that technology plays in the achievement of CRM outcomes,

3. The structure of the CRM ecosystem,

4. The main application areas of CRM
5. The role that analytics play in CRM technology

6. The importance of integration, knowledge management and workflow to CRM outcomes

CHAPTER 14: SALES FORCE AUTOMATION

By the end of this chapter, you will understand:
1. What is meant by sales force automation (SFA)

2. The members of the SFA eco-system

3. The benefits derived from SFA

4. The functionality that is available in SFA software applications

5. What needs to be done to encourage salespeople to adopt SFA
CHAPTER 15: MARKETING AUTOMATION

By the end of this chapter, you will understand:
1. What is meant by marketing automation(MA)

2. The benefits that MA can deliver to organizations

3. The functionality available within MA software

CHAPTER 16: SERVICE AUTOMATION

By the end of this chapter, you will understand:
1. What is meant by customer service

2. What is meant by service automation (SA)

3. The benefits that SA can deliver to organizations

4. The functionality available within SA software

CHAPTER SEVENTEEN: ORGANIZATIONAL ISSUES AND  CRM

By the end of this chapter, you will understand:
1. How various organizational roles use CRM tools.

2. Several ways of organising the customer interface to achieve CRM objectives, including functional, geographic, brand or product, market or customer, and matrix-organisations.

3. How IT acts as a proxy for structure in the networked or virtual organisation

4. The role of key account management structures in CRM.

1

