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ACHIEVING OPERATIONAL EXCELLENCE AND CUSTOMER INTIMACY:
ENTERPRISE APPLICATIONS

1.  Kemampuan Akhir Yang Diharapkan

After reading this session, you will be able to answer the following questions:

1. How do enterprise systems help businesses achieve operational excellence?

2. How do supply chain management systems coordinate planning, production,
and logistics with suppliers?

3. How do customer relationship management systems help firms achieve
customer intimacy?

4. What are the challenges posed b

5. How are enterprise applicati

plications?
f new technologies?

2. Uraian dan Contoh

2.1. ENTERPRISE SY

Around the globe,
internally and with
react instantaneous rder or when a shipment from
a supplier is delaye
part of the business
if you’re running a la
this possible. Let’s loo

ow the business is performing at any point in time, especially
pany. Enterprise systems provide the integration to make
w they workrand what-they can do for the firm.

A. WHAT ARE ENTERPRISE SYSTEMS?
b 5ss based on information fromgtens or even

Imagine that AdvtoerLrnSaI

hundreds of es , iche could speak to one
another? Ima ay ﬂg [ ach produced
in separate f ch V r i s of systems
controlling production, warehousing, and distribut

At the very least, your decision making would often be based on manual hard- copy
reports, often out of date, and it would be difficult to really understand what is
happening in the business as a whole. Sales personnel might not be able to tell at the
time they place an order whether the ordered items are in inventory, and manufacturing
could not easily use sales data to plan for new production. You now have a good idea
of why firms need a special enterprise system to integrate information.

Chapter 2 introduced enterprise systems, also known as enterprise resource planning
(ERP) systems, which are based on a suite of integrated software modules and a
common central database. The database collects data from many different divisions
and departments in a firm, and from a large number of key business processes in
manufacturing and production, finance and account- ing, sales and marketing, and
human resources, making the data available for applications that support nearly all of
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an organization’s internal business activities. When new information is entered by one
process, the information is made immediately available to other business processes
(see Figure 9.1).

If a sales representative places an order for tire rims, for example, the system verifies
the customer’s credit limit, schedules the shipment, identifies the best shipping route,
and reserves the necessary items from inventory. If inventory stock were insufficient to
fill the order, the system schedules the manufacture of more rims, ordering the needed
materials and components from suppliers. Sales and production forecasts are
immediately updated. General ledger and corporate cash levels are automatically
updated with the revenue and cost infor- mation from the order. Users could tap into
the system and find out where that particular order was at any minute. Management
could obtain information at any point in time about how the business was operating.
The system could also generate enterprise-wide data for management analyses of

product cost and profitability.
P N

FIGURE 9.1 HOW ENTERPRISE SYSTEMS WORK
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* Production capacity

* Purchases
Enterprise systems feature a set of integrated software modules and a central database that enables
data to be shared by many different business processes and functional areas throughout the
enterprise.

B. ENTERPRISE SOFTWARE
Enterprise software is built around thousands of predefined business pro- cesses that

reflect best practices. Table 9.1 describes some of the major business processes
supported by enterprise software.
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Companies implementing this software would have to first select the functions of the
system they wished to use and then map their business processes to the predefined
business processes in the software. (One of our Learning Tracks shows how SAP
enterprise software handles the procure- ment process for a new piece of equipment.)
A firm would use configuration tables provided by the software manufacturer to tailor a
particular aspect of the system to the way it does business. For example, the firm could
use these tables to select whether it wants to track revenue by product line,
geographical unit, or distribution channel.

If the enterprise software does not support the way the organization does business,
companies can rewrite some of the software to support the way their business
processes work. However, enterprise software is unusually complex, and extensive
customization may degrade system performance, compromis- ing the information and
process integration that are the main benefits of the system. If companies want to reap
the maximum benefits from enterprise software, they must change the way they work

to conform to the business processes defi tware.

TABLE 9.1 BUSINESS PROCESSES SUPPORTED BY ENTERPRISE SYSTEMS

Financial and accounting processes, including general ledger, accounts payable, accounts receivable, fixed assets, cash management and
forecasting, product-cost accounting, cost-center accounting, asset accounting, tax accounting, credit management, and financial reporting

Human resources processes, including personnel administration, time accounting, payroll, personnel planning and development, benefits
accounting, applicant tracking, time management, compensation, workforce planning, performance management, and travel expense reporting

Manufacturing and production processes, including procurement, inventory management, purchasing, shipping, production planning,
production scheduling, material requirements planning, quality control, distribution, transportation execution, and plant and equipment
maintenance

Sales and marketing processes, including order processing, quotations, contracts, product configuration, pricing, billing, credit checking,
incentive and commission management, and sales planning

To implement a new ise system; Tasty Baking'Company identified its existing
business processes an ranslated them into the business processes built into
the SAP ERP software it had sétected. To ensure it obtained the maximum benefits

from the enterprise softwar '[f Baking Company deliberately planned for
customizing |£§Eill1 yopérc?eg of stem and made very few changes to the SAP

software itself ed as y togls and f res that were already built into the SAP
software as it LSAP m t I
software.

its enterprise
Leading enterprise software vendors include SAP, Oracle, IBM, Infor Global Solutions,
and Microsoft. There are versions of enterprise software packages designed for small
and medium-sized businesses and on-demand versions, including software services
running in the cloud (see Section 9.4).

C. BUSINESS VALUE OF ENTERPRISE SYSTEMS

Enterprise systems provide value both by increasing operational efficiency and by
providing firmwide information to help managers make better decisions. Large
companies with many operating units in different locations have used enterprise
systems to enforce standard practices and data so that everyone does business the
same way worldwide.
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Coca-Cola, for instance, implemented a SAP enterprise system to standardize and
coordinate important business processes in 200 countries. Lack of standard, company-
wide business processes prevented the company from leveraging its worldwide buying
power to obtain lower prices for raw materials and from reacting rapidly to market
changes.

Enterprise systems help firms respond rapidly to customer requests for information or
products. Because the system integrates order, manufacturing, and delivery data,
manufacturing is better informed about producing only what Financial and accounting
processes, including general ledger, accounts payable, accounts receivable, fixed
assets, cash management and forecasting, product-cost accounting, cost-center
accounting, asset accounting, tax accounting, credit management, and financial
reporting

Manufacturing and production processes, including procurement, inventory
management, purchasing, shipping ing, production scheduling,
material requirements planning, transportation execution,
and plant and equipment maint ed, procuring exactly the
right amount of component [ [ ers, staging production,
and minimizing the time ini are in inventory.

Alcoa, the world’s |
operations spanning
around lines of busi
of these systems
requisition-to-pay a
longer than those
elapsed time from t
operate as a single w

uminum products with
d initially been organized
nformation systems. Many
Icoa’s costs for executing
higher and its cycle times were
r.companies in its inddstry. (Cycle time refers to the total
|nn|ng to the end of a process.) The company could not

After implementing enterprise s are from Oracle, Alcoa eliminated many redundant
processes and systems. The ente rise system helped Alcoa reduce requisition-to-pay
cycle time by\efifyiny fecéift b gdofls and automatically generating receipts for
payment. Alc ccounts paya nsactlon process- ing drop[r 89 percent.

Alcoa was ab |na h helped the
company red
n for improving management

Enterprise systems provide much valuable informatio
decision making. Corporate headquarters has access to up-to- the-minute data on
sales, inventory, and production, and uses this informa- tion to create more accurate
sales and production forecasts. Enterprise soft- ware includes analytical tools for using
data captured by the system to evaluate overall organizational performance. Enterprise
system data have common standardized definitions and formats that are accepted by
the entire organiza- tion. Performance figures mean the same thing across the
company. Enterprise systems allow senior management to easily find out at any
moment how a particular organizational unit is performing, determine which products
are most or least profitable, and calculate costs for the company as a whole.

For example, Alcoa’s enterprise system includes functionality for global human
resources management that shows correlations between investment in employee
training and quality, measures the company-wide costs of deliv- ering services to
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employees, and measures the effectiveness of employee recruitment, compensation,
and training.

2.2. SUPPLY CHAIN MANAGEMENT SYSTEMS

If you manage a small firm that makes a few products or sells a few services, chances
are you will have a small number of suppliers. You could coordinate your supplier
orders and deliveries using a telephone and fax machine. But if you manage a firm that
produces more complex products and services, then you will have hundreds of
suppliers, and your suppliers will each have their own set of suppliers. Suddenly, you
are in a situation where you will need to coordinate the activities of hundreds or even
thousands of other firms in order to produce your products and services. Supply chain
management (SCM) systems, which we introduced in Chapter 2, are an answer to the
problems of supply chain complexity and scale.

A. THE SUPPLY CHAIN

A firm’s supply chain is a ne business processes for
[ ermediate and finished
ers. It links suppliers,
custom- ers to supply

erials, information, and

products, and distributi
manufacturing plants,
goods and services
payments flow throu

rs, retail outlets
h consumption

Goods start out as i rough the supply chain, are
transformed into int: i 0 as components or parts), and
finally, into finished cts. The finished products are shipped to distribution centers
and from there to ret and customers. Returned itemsflow in the reverse direction
from the buyer back t

Let’s look at the supply chain for'Njke sneakers as an example. Nike designs, markets,
and sells sneakers, socks, athletic clothing, and accessories through- out the world. Its
primary suppli rsnaPchﬁwrrétl %aauﬁacturers with factories in China, Thailand,
Indonesia, B and other co These companies fashlon ike’s finished
products. Esa n

Nike’s contract suppliers do not manufacture scratc They obtain
components for the sneakers—the laces, eyelets, uppers and soles—from other
suppliers and then assemble them into finished sneakers. These suppli- ers in turn
have their own suppliers. For example, the suppliers of soles have suppliers for
synthetic rubber, suppliers for chemicals used to melt the rubber for molding, and

suppliers for the molds into which to pour the rubber. Suppliers of laces have suppliers
for their thread, for dyes, and for the plastic lace tips.

Figure 9.2 provides a simplified illustration of Nike's supply chain for sneak- ers; it
shows the flow of information and materials among suppliers, Nike, Nike's distributors,
retailers, and customers. Nike’s contract manufacturers are its primary suppliers. The
suppliers of soles, eyelets, uppers, and laces are the secondary (Tier 2) suppliers.
Suppliers to these suppliers are the tertiary (Tier 3) suppliers.
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The upstream portion of the supply chain includes the company’s suppliers, the
suppliers’ suppliers, and the processes for managing relationships with them. The
downstream portion consists of the organizations and processes for distributing and
delivering products to the final customers. Companies doing manufacturing, such as
Nike’s contract suppliers of sneakers, also manage their own internal supply chain
processes for transforming materials, components, and services furnished by their
suppliers into finished products or intermediate products (components or parts) for their
customers and for managing materials and inventory.

FIGURE 9.2 NIKE’S SUPPLY CHAIN

Upstream

Y Y

E \ P — .
- apacity, inventory level, delivery schedule, payment terms
| Contract pacity Y Y Py

Supplier

Nike ~¢—p Distributor <€ Retailer |4 Customer

Contract
Supplier
Orders, return requests, repair and service requests, payments

} }

Downstream

Tier 3 Tier 2 Tier |
Suppliers  Suppliers  Suppliers

This figure illustrates the major entities in Nike's supply chain and the flow of information upstream and downstream to
coordinate the activities involved in buying, making, and moving a product. Shown here is a simplified supply chain, with the

upstream portion focusing only on the suppliers for sneakers and sneaker soles.
ly shows two
n for sneaker
ed sneakers,

The supply
znsating
soles. Nike h ontr
t sup— ers. The upstream portion

socks, and athletic clothing, each with its own se
of Nike’s supply chain would actually comprise thousands of entities. Nike also has
numerous distributors and many thousands of retail stores where its shoes are sold,
so the downstream portion of its supply chain is also large and complex.

B. INFORMATION SYSTEMS AND SUPPLY CHAIN MANAGEMENT

Inefficiencies in the supply chain, such as parts shortages, underutilized plant capacity,
excessive finished goods inventory, or high transportation costs, are caused by
inaccurate or untimely information. For example, manufactur- ers may keep too many
parts in inventory because they do not know exactly when they will receive their next
shipments from their suppliers. Suppliers may order too few raw materials because
they do not have precise information on demand. These supply chain inefficiencies
waste as much as 25 percent of a company’s operating costs.
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If a manufacturer had perfect information about exactly how many units of product
customers wanted, when they wanted them, and when they could be produced, it
would be possible to implement a highly efficient just-in-time strategy. Components
would arrive exactly at the moment they were needed and finished goods would be
shipped as they left the assembly line.

In a supply chain, however, uncertainties arise because many events cannot be
foreseen—uncertain product demand, late shipments from sup- pliers, defective parts
or raw materials, or production process breakdowns. To satisfy customers,
manufacturers often deal with such uncertainties and unforeseen events by keeping
more material or products in inventory than what they think they may actually need.
The safety stock acts as a buffer for the lack of flexibility in the supply chain. Although
excess inventory is expensive, low fill rates are also costly because business may be
lost from canceled orders.

the bullwhip effect, in which
s it passes from one entity
for an item might cause
nufacturers, suppliers,
rs (suppliers’ suppliers’
case.” These changes
as'a small change from
rehousing, and shipping

One recurring problem in supply chai
information about the demand for

different members in th
secondary suppliers (sup
suppliers)—to stockpil
ripple throughout the
planned orders, cre
costs (see Figure 9.

chain—distributo
iers), and ter- tiary

Universitas

Esa Ungqul
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FIGURE 9.3 THE BULLWHIP EFFECT

Upstream

Downstream

MM M m om

Tier 3 Tier 2 Tier 1
Suppliers Suppliers Suppliers

Inaccurate information can cause minor fluctuations in demand for a product to be amplified as one moves further back in the supply
chain. Minor fluctuations in retail sales for a product can create excess inventory for distributors, manufacturers, and suppliers.

ble (P&G) found it had excessively high inven- tories of
its Pampers disposabl rs at various points along its supply chain because of
such distorted information. A h customer purchases in stores were fairly stable,
orders from distributors would spike when P&G offered aggressive price promotions.

Pampers andwampbiv @ofhponents d&ccumulated in warehouses along the supply
chain to mee and that did ally exist. To eliminate this@problem, P&G

revised its m i Saand p n

demand forec

n ggud ore accurate
The bullwhip is tamed by reducing uncertainties ut and and supply when all

members of the supply chain have accurate and up-to-date informa- tion. If all supply
chain members share dynamic information about inventory levels, schedules,
forecasts, and shipments, they have more precise knowl- edge about how to adjust
their sourcing, manufacturing, and distribution plans. Supply chain management
systems provide the kind of information that helps members of the supply chain make
better purchasing and scheduling decisions.

For example, Procter

C. SUPPLY CHAIN MANAGEMENT SOFTWARE

Supply chain software is classified as either software to help businesses plan their
supply chains (supply chain planning) or software to help them execute the supply
chain steps (supply chain execution). Supply chain planning systems enable the firm
to model its existing supply chain, generate demand forecasts for products, and
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develop optimal sourcing and manufacturing plans. Such systems help companies
make better decisions such as determining how much of a specific product to
manufacture in a given time period; establishing inventory levels for raw materials,
intermediate products, and finished goods; determining where to store finished goods;
and identifying the transportation mode to use for product delivery.

For example, if a large customer places a larger order than usual or changes that order
on short notice, it can have a widespread impact throughout the supply chain.
Additional raw materials or a different mix of raw materials may need to be ordered
from suppliers. Manufacturing may have to change job scheduling. A transportation
carrier may have to reschedule deliveries. Supply chain planning software makes the
necessary adjustments to produc- tion and distribution plans. Information about
changes is shared among the relevant supply chain members so that their work can
be coordinated. One of the most important—and complex—supply chain planning
functions is demand planning, which determines how much product a business needs
to make to satisfy all of its customers oftware, SAP, and Oracle all
offer supply chain management s

cts through distribution
to the right locations in
oods, the management
d financial information
nt System used by Land
t System (WMS) used by
acturer and designer of office
furniture, with distri s. The WMS tracks and controls
the flow of finished from Haworth’s distribdtion centers to its customers. Acting
on shipping plans for mer orders, the WMS directs the movement of goods based
on immedi- ate condit r'space, equipment, inventory, and personnel.

roducts are del
e physical statu
ation opera- tio

the most efficient man
of materials, wareho
involving all parties.
O'Lakes is an exa
Haworth Incorporat

The Interactive Session on o izations describes how DP World is using RFID
technology to jn rease the efﬁmency of its customers’ supply chains. Through the use
of RFID-enab E&ethe%tﬁtlla kingStechnology, DP World is enhancing customer
ain flow, which is enabling sIother faster,

satisfaction th optlmlzed supply
and more effe n u
D. GLOBAL

Before the Internet, supply chain coordination was hampered by the difficulties of
making information flow smoothly among disparate internal supply chain systems for
purchasing, materials management, manufacturing, and distri- bution. It was also
difficult to share information with external supply chain partners because the systems
of suppliers, distributors, or logistics providers were based on incompatible technology
platforms and standards. Enterprise and supply chain management systems enhanced
with Internet technology supply some of this integration.

A manager uses a Web interface to tap into suppliers’ systems to determine whether
inventory and production capabilities match demand for the firm’s products. Business
partners use Web-based supply chain management tools to collaborate online on
forecasts. Sales representatives access suppliers’ produc- tion schedules and logistics
information to monitor customers’ order status.
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Global Supply Chain Issues

More and more companies are entering international markets, outsourcing
manufacturing operations, and obtaining supplies from other countries as well as
selling abroad. Their supply chains extend across multiple countries and regions.
There are additional complexities and challenges to managing a global supply chain.

Global supply chains typically span greater geographic distances and time differences
than domestic supply chains and have participants from a number of different
countries. Performance standards may vary from region to region or from nation to
nation. Supply chain management may need to reflect foreign government regulations
and cultural differences.

The Internet helps companies manage many aspects of their global supply chains,
including sourcing, transportation, communications, and international finance. Today’s
apparel industry, for example, relies ing to contract manufacturers
in China and other low-wage cou re starting to use the Web
to manage their global supply c eview the discussion of
Li & Fung in Chapter 3.)

In addition to contrac
warehouse manage
third-party logistics
Logistics Services.
customers a better
secure Web site to
supply chains more

ouraged outsourc- ing
related opera- tions to
olutions and Schneider
sed software to give their
stomers are able to check a
, helping them run their global

management,

Demand-Driven Sup
Customer Response

ains: From,_Push to Pull® Manufacturing and Efficient

In addition to reducing costs, suppvlé)chain management systems facilitate efficient
customer respon&d, | edaBlifgStHel wdrkings of the business to be driven more by
customer de (We introduce nt customer response systemslin Chapter 3.)

ffi
Earlier supply i ﬁaent n u d model (also
known as build-to-stock). In a push-based mod master schedules are

based on forecasts or best guesses of demand for products, and products are “pushed”
to customers. With new flows of information made possible by Web-based tools, supply
chain management more easily follows a pull-based model. In a pull-based model, also
known as a demand-driven or build-to-order model, actual customer orders or
purchases trigger events in the supply chain. Transactions to produce and deliver only
what customers have ordered move up the supply chain from retailers to distributors
to manufac- turers and eventually to suppliers. Only products to fulfill these orders
move back down the supply chain to the retailer. Manufacturers use only actual order
demand information to drive their production schedules and the procurement of
components or raw materials, as illustrated in Figure 9.4. Walmart’s con- tinuous
replenishment system described in Chapter 3 is an example of the pull-based model.

The Internet and Internet technology make it possible to move from sequen- tial supply
chains, where information and materials flow sequentially from company to company,
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to concurrent supply chains, where information flows in many directions simultaneously
among members of a supply chain network. Complex supply networks of
manufacturers, logistics suppliers, outsourced manufacturers, retailers, and
distributors are able to adjust immediately to changes in schedules or orders.
Ultimately, the Internet could create a “digital logistics nervous system” throughout the
supply chain (see Figure 9.5).

E. BUSINESS VALUE OF SUPPLY CHAIN MANAGEMENT SYSTEMS

You have just seen how supply chain management systems enable firms to streamline
both their internal and external supply chain processes and provide management with
more accurate information about what to produce, store, and move. By implementing
a networked and integrated supply chain management system, companies match
supply to demand, reduce inventory levels, improve delivery service, speed product
time to market, and use assets more effectively.

Total supply chain costs repres ating expenses for many

e total operating budget.

In addition to reducing
If a product is not avai
it from someone els
ability to have the ri

s help increase sales.
rs/often try to purchase
ain enhances the firm’s
ases at the right time.

n management
er wants it, cu

FIGURE 9.4 PUSH-VERSUS PULL-BASED SUPPLY CHAIN MODELS

Push-Based Model

Supply to Production based Inventory based Stock based Purchase what
forecast on forecasts on forecasts on forecasts is on shelves

Pull-Based Model

‘Supp‘lih_er-|< 'Manufa_qgurei« lDistribg\tpilc’ ‘ Retauif‘ ¢ ‘Custoﬂ"

Supply to Produce to Automatically Automatically Customer
order order replenish replenish stock orders
warehouse

The difference between push- and pull-based models is summarized by the slogan “Make what we
sell, not sell what we make.”
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FIGURE 9.5 THE EMERGING INTERNET-DRIVEN SUPPLY CHAIN
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The emerging Internet-driven supply chain operates like a digital logistics nervous system. It provides
multidirectional communication among firms, networks of firms, and e-marketplaces so that entire
networks of supply chain partners can immediately adjust inventories, orders, and capacities.

r

2.3. CUSTOMEJQ RELATIONSHIP MANAGEMENT SYSTEMS

niversitas
aglfthe customer is always right”
t

You’ve proba rd phrases su “the customer
comes first.” e Sr ve advantage
basedonani i du i ompanies are
realizing that their most enduring competi- tive str e their relationships with

their customers. Some say that the basis of competition has switched from who sells
the most products and services to who “owns” the customer, and that customer
relationships represent a firm’s most valuable asset.

A. WHAT IS CUSTOMER RELATIONSHIP MANAGEMENT?

What kinds of information would you need to build and nurture strong, long-lasting
relationships with customers? You’d want to know exactly who your customers are,
how to contact them, whether they are costly to service and sell to, what kinds of
products and services they are interested in, and how much money they spend on your
company. If you could, you’'d want to make sure you knew each of your customers well,
as if you were running a small- town store. And you'd want to make your good
customers feel special.
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FIGURE 9.6 CUSTOMER RELATIONSHIP MANAGEMENT (CRM)
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CRM systems examine customers from a multifaceted perspective. These systems use a set of
integrated applications to address all aspects of the customer relationship, including customer service,

sales, and marketing.
tingdna r' sible for business owners and
their custom pegsonal, face-to-face basis. But in a
on a metropolitan, regional, national, or even global basis, it
customer’ in this intimate way.dn these kinds of businesses
rs and too,many different ways that customers interact

he phone, e-mail, blogs, and in person). It becomes
r- mation from all theses sources and to deal with

In a small business
managers to really
large business oper
is impossible to “kno
there are too many c
with the firm (over the
especially difficult to integrate |
the large numtjrs of.customers..
A large busi

Ilversitas
compartment

processes fo aI serV|ce and marketmg tend to be highly
tial customer
information. S nd organized
in terms of that person’s account W|th the compa ces of information about
the same customer might be organized by products that were purchased. There is no
way to consolidate all of this information to provide a unified view of a customer across

the company.

This is where customer relationship management systems help. Customer relationship
management (CRM) systems, which we introduced in Chapter 2, capture and integrate
customer data from all over the organization, consoli- date the data, analyze the data,
and then distribute the results to various sys- tems and customer touch points across
the enterprise. A touch point (also known as a contact point) is a method of interaction
with the customer, such as telephone, e-mail, customer service desk, conventional
mail, Facebook, Twitter, Web site, wireless device, or retail store. Well-designed CRM
systems provide a single enterprise view of customers that is useful for improving both
sales and customer service (see Figure 9.6.)
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Good CRM systems provide data and analytical tools for answering questions such as
these: What is the value of a particular customer to the firm over his or her lifetime?
Who are our most loyal customers? It can cost six times more to sell to a new customer
than to an existing customer. Who are our most profitable customers? What do these
profitable customers want to buy? Firms use the answers to these questions to acquire
new customers, provide better service and support to existing customers, customize
their offerings more precisely to customer preferences, and provide ongoing value to
retain profitable customers.

B. CUSTOMER RELATIONSHIP MANAGEMENT SOFTWARE

Commercial CRM software packages range from niche tools that perform limited
functions, such as personalizing Web sites for specific custom- ers, to large-scale
enterprise applications that capture myriad interactions with customers, analyze them
with sophisticated reporting tools, and I|nk to other major enterprise applications, such
as supply chain management and ent e more comprehensive CRM
packages contain modules for par; ent (PRM) and employee
relationship management (ER

PRM uses many of the
management to enhan
a company does not
retailers, PRM helps
and its selling partn
data about custo
configurations, and
performances so it
close more business

ustomer relation- ship
d its selling partners. If
s through distributors or
y.At provides a company
and distribute leads and
pricing, promotions, order
ith tools to assess its partners’
rs receive/the support they need to

bility. It also
ake sure its best part

ERM software deals w loyee issues that are closely related to CRM, such as
setting objectives, employeéx performance management, performance-based
compensatlo nd .employee training. Major CRM application software vendors
include Oracl N’JMI%fSr&:lcaina dmd Microsoft Dynamics CRM.

e and online
ome of these

Sales Force Automation (SFA)

Customer rel
tools for sale
capabilities.

Sales force automation modules in CRM systems help sales staff increase their
productivity by focusing sales efforts on the most profitable customers, those who are
good candidates for sales and services. CRM systems provide sales prospect and
contact information, product information, product configuration capabilities, and sales
quote generation capabilities. Such software can assemble information about a
particular customer’s past purchases to help the salesperson make personalized
recommendations. CRM software enables sales, marketing, and delivery departments
to easily share customer and prospect information. It increases each salesperson’s
efficiency in reducing the cost per sale as well as the cost of acquiring new customers
and retaining old ones. CRM software also has capabilities for sales forecasting,
territory management, and team selling.
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Customer Service

Customer service modules in CRM systems provide information and tools to increase
the efficiency of call centers, help desks, and customer support staff. They have
capabilities for assigning and managing customer service requests.

One such capability is an appointment or advice telephone line: When a customer calls
a standard phone number, the system routes the call to the correct service person,
who inputs information about that customer into the system only once. Once the
customer’s data are in the system, any service representative can handle the customer
relationship. Improved access to consistent and accurate customer information helps
call centers handle more calls per day and decrease the duration of each call. Thus,
call centers and customer service groups achieve greater productivity, reduced
transaction time, and higher quality of service at lower cost. The customer is happier
because he or she spends less time on the phone restating his or her problem to
customer service representatives.

as well as the option phone for additional
assistance.

Marketing

CRM systems su direct-ma y providing capabilities for
capturing prospect ustomer data; i
for qualifying leads rgeted marketing, and”for scheduling and tracking direct-
marketing mailings o il (see Figure 9.7). Marketing modules also include tools for
analyzing marketing ustomer data, identify-_ing profitable and unprofitable
customers, designing and services to satisfy specific customer needs and
interests, and identifying opporttmijties for cross-selling.

Cross-selling iulﬂnla\k@nb 6f Edmplémentary products to customers. (For example,
in financial se , a customer withl a cking account might be sold oney market
t

accountorah yg:u and execute
i

marketing ca e of success
for each campaign.

Figure 9.8 illustrates the most important capabilities for sales, service, and marketing
processes that would be found in major CRM software products. Like enterprise
software, this software is business-process driven, incorporating hundreds of business
processes thought to represent best practices in each of these areas. To achieve
maximum benefit, companies need to revise and model their business processes to
conform to the best-practice business processes in the CRM software.

Figure 9.9 illustrates how a best practice for increasing customer loy- alty through
customer service might be modeled by CRM software. Directly servicing customers
provides firms with opportunities to increase customer retention by singling out
profitable long-term customers for preferential treatment. CRM software can assign
each customer a score based on that person’s value and loyalty to the company and
provide that information to help call centers route each customer’s service request to
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agents who can best handle that customer’s needs. The system would automatically
provide the service agent with a detailed profile of that customer that includes his or
her score for value and loyalty. The service agent would use this information to present
special offers or additional service to the customer to encourage the customer to keep
transacting business with the company. You will find more information on other best-
practice business processes in CRM systems in our Learning Tracks.

3. Latihan dan Jawaban

1) How do enterprise systems help businesses achieve operational excellence?

Enterprise software is based on a suite of integrated software modules and a
common central database. The database collects data from and feeds the
data into numerous applications that can support nearly all of an
organization’s internal business acti n new information is entered by
one process, the information i ediately to other business
processes.

Enterprise systems by enforcing uniform
data standards a company and a single
unified technol d by enterprise

systems helps izati r- mance.

2) How do supp i ate planning, production,

Supply chain gement (SCM) systems automate the flow of information
among memb he supply.chain so they canuse it to make better
decisions abou and how much.to purchase, produce, or ship. More

uncertainty and the impac of the buIIwhip effect.

IVETSI| t

Supply managemen re mcludes software for suppfgchain

plannin itates the
manag [

organi g ion.
Improved communlcatlon among supply c rs also facilitates

efficient customer response and movement toward a demand-driven model.

3) How do customer relationship management systems help firms achieve
customer intimacy?

Customer relationship management (CRM) systems integrate and automate
customer-facing processes in sales, marketing, and customer service,
providing an enterprise-wide view of customers. Companies can use this
customer knowledge when they interact with customers to provide them with
better service or to sell new products and services. These systems also
identify profitable or nonprofitable customers or opportunities to reduce the
churn rate.
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The major customer relationship management software packages provide
capabilities for both operational CRM and analytical CRM. They often include
modules for managing relationships with selling partners (partner relationship
management) and for employee relationship management.

4) What are the challenges posed by enterprise applications?

Enterprise applications are difficult to implement. They require extensive
organizational change, large new software investments, and careful
assessment of how these systems will enhance organizational performance.
Enterprise applications cannot provide value if they are implemented atop
flawed processes or if firms do not know how to use these systems to
measure performance improvements. Employees require training to prepare
for new procedures and roles. Attention to data management is essential.

5) How are enterprise application of new technologies?

Enterprise applications a i abled, and capable of
integration with othe [ [ service-oriented

e open source -demand versions and
are able torun i ures or on mobil forms. CRM software
has added soci i bilities to enhan ernal collaboration,

om social networking
me of these products are

sites. Open s
becoming av
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