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PodioHoe C. 0. [ocnidxceHHA meopemuyHUX acnekmie po3eumky cucmem
ynpaeniHHA 8IOHOCUHAMU 3i CMOXUBAYAMU AK GNbMEPHAMUBHO20
HanpAmMy po3gumky MapKemuH2oeoi dianbHocmi nidnpuemcme
MmawuHobydieHoi 2any3i

Cmamma npuces4eHa MeopemuyHoMy GHAI3y CUCMEM YrpPaeAiHHA 8i0HO-
CUHAMU 3i CIOXUBAYAMU, AKI BUCMYNAIOMb GA6MEPHAMUBHUM HAMPAMOM
po38UMKY MapKemuH2080i disibHocmi  nidnpuemcme  MawiuHobydieHoi
2071y3i. BusHa4eHo, wo 049 MawuHobydigHo20 MiONPUEMCMBA 8 HANPAMKY
ynpaeniHHA ma nobydosu BIOHOCUH 3i croxcusa4yamu Halibinbw akmyans-
HUMU M@ NepcrekmMusHUMU iHCMpyMeHmamu eucmynarome iHGopmayitiHi
cucmemu knacy CRM. Po3enaHymo ma y3azanbHeHo esontoyiliHuli acnekm
iHgopmayiliHux mexHonoeiti ma ix enaue Ha 8upobHUYi npoyecu mionpu-
EMCMBQ, 30KPema Ha MapKemuHao8y OisinbHicmb. [PoaHani308aHoO MioXodu
w000 8uU3HaYeHHA cymHocmi noHAMmaA «CRM» i 30mponoHo8aHo Ceoe 8u-
3HAYEHHA Yb020 MOHAMMA. [ocnidxeHo, cucmemamu308aHo ma knacucgi-
KOBAHO BIOMiHHI 0CO6UBOCMI MA CMiNbHI 03HAKU IHEGOPMAYiliHUX cucmem
YNpasiHHA 8IOHOCUHAMU 3i CIOXCUBAYAMU. ABMOPOM 3aNPOMOHOBAHO 00-
nosHUMu npedcmasseHy Kaacuegikayito.
Kntouosi cnosa: po3sumok mapkemuHzo80i disnbHocmi, MawuHobydieHe
nionpuemcmso, CRM-cucmema, cucmemu ynpaeniHHa 8iOHOCUHAMU 3i cro-
Husa4yamu, IHmepHem-mexHonoaii.
Puc.: 1. Taba.: 2. bi6n.: 24.

PodioHoe Cepeili OneKkcaHOposuy — acnipaHm, Kaghedpa eKoHOMIKU | MapKe-
muHey, XapKiecbKuli HauioHanbHul ekoHomidHul yHieepcumem im. C. Ky3He-
s (np. fleniHa, 9a, Xapkie, 61166, YkpaiHa)
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PoduoHos C. A. UccnedosaHue meopemuyecKux acnekmos paseumus
cucmem ynpasneHus omHowieHuaMU ¢ nompebumenamu
KaK aabmepHamueHo20 HanpaeneHus paseumus MapKemuH2oeoli
desmensHocmu npednpusmuli MawuHocmpoumensHoii ompacau

CmameA noceAweHa meopemuyeckomy aHanU3y cucmem ynpaeaeHus om-
HOWEHUAMU C Tompebumenamu, Komopble 8bICMynaom anebmepHAMUBHLIM
HanpasneHuem passumua MapkemuHaoeol deamensHocmu npednpuamudl
MawuHocmpoumensHol ompacau. OnpedeneHo, Ymo 09 MAWUHOCMPOU-
menbHo20 NPednpuAMUS 8 chepe ynpasaeHus u noCMpoeHus OmHoweHul
¢ nompebumenamu Haubosee akMyanbHbLIMU U NepCrnekmueHbIMU UHCMPY-
MeHMamu 8bIcmynaom UHPOPMAyUOHHsle cucmemsl Knacca CRM. Paccmo-
mpeH U 0606WeH 380/MOUUOHHbIL acrmeKkm UHPOPMAYUOHHbIX mexHono2ul
U UX 8/IUSHUE HA MPOU3800CMEEHHbIe MPOYECCh! MPeodnpuamus, 8 YacmHo-
CMU Ha MapKemuHzo8yl 0esmenbHocmb. [1POAHANU3UPOBAHbI M0OX00b!
omHocumesnbHo onpedenerus cywHocmu noHamus «CRM» u npednoxceHo
cgoe onpedesneHue 3Mo20 NOHAMUA. MccnedosaHbl, cucmemMamu3uposaHsl
U Knaccughuyuposarsl omauyumenbHole 0cobeHHOCMU U 0bujue Npu3HaKU
UHOPMAYUOHHbIX CUCMEM YNpas/eHus 0OmHOWeHUAMU C mompebumenamu.
Asmopom npednoxeHo 00nonHUMb npedcmasnerHyro KAacCUGUKayuio.
Kntouesele cnosa: passumue mapkemuH2080( deamensHOCMU, MAWUHO-
cmpoumensHoe npednpusmue, CRM -cucmema, cucmemsl ynpaseHus om-
HoweHuAMU ¢ nompebumensmu, HmepHem-mexHoso2uu.
Puc.: 1. Taba.: 2. buba.: 24.
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only on its capabilities in manufacturing and sales, but
primarily on innovation, knowledge, on availability of in-
formation resources and on the ability to correctly use these
resources to enhance competitive advantage of an enterprise.

Today’s conditions for management of domestic en-
terprises of machine building industry are characterized
by complex levels of technological and economic develop-
ment of enterprises; by increased competition on the mar-
ket of machine building products; by difficult situation in
the country. Moreover, the crisis leads to the fact that from
a macroeconomic point of view enterprises are at a very
low level. Optimization of costs serve as the direction of
improving the marketing activities in these conditions for
machine building enterprises, i. e. enterprise’s budget on the
development of Internet technology should be distributed
in a way that significantly optimizes costs on information
and communication technology. That is why it is important
to attempt exploring the theoretical aspects of the develop-
ment of customer relationship management systems, which
serve as Internet-based information and communication
technology. In turn, the use of Internet technology today is
one of the most promising and attractive areas for market-
ing activity of the machine building enterprises. These are
the reasons explaining the relevance of the research topic.

Review of theoretical aspects of customer relationship
management systems has already been reflected in the works
of local and foreign authors to some extent: I. Kryvovya-
ziuk, V. Roshkevich, R. Strilchuk [16], M. Vasilevski [6],
M. Vysotska [7], D. Doroshkevich [10], S. Safronova[21],
S. Kartyshov, 1. Kulchitska, N. Potashnikov [14], L. Martyni-
uk [17], Yu. Merezhka [18] (nature of customer relationship
management and their influence on enterprise’s marketing
activity), V. Gevko [8], A. Karminskiy, B. Chernikov [13],
A. Payne [19], M. Kadikov [12], ]. Dyche [9], L. Ushakova,
S. Panasenko [24], T. Dubovik [11], N. Bulava [5] (classifica-
tion features, types of customer relationship management
on individual characteristics), I. Sincheskul, M. Larka [22]
(customer relationship management on machine building
enterprises) and others. Works of these authors cover basic
theoretical concepts on research problems of the theoreti-
cal aspects of customer relationship management and only
some of the factors of their influence on machine building
enterprises. However, the researchers reasonably indicate
that this is only the beginning of systematic studies that re-
quire further development.

The paper is to analyze the existing theoretical aspects
of information and communication technology and ground-
ing for directions of marketing activity of machine building
enterprises. According to the specified objective there are
following tasks:

+ review and generalization of the evolutionary as-
pect of information technology and its impact on
enterprise manufacturing processes, particularly
on the marketing activities;

+ defining the essence of the notion of «Customer
Relationship Management» (CRM);

+ generalization and systematization of the existing
classifications of customer relationship manage-
ment information systems.

In today's world the success of an enterprise depends not
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Today one of the most prospective directions of mar-
keting activity of the machine building enterprises is the use
of Internet technology. This is reflected in the use of Inter-
net communication possibilities, tools for competitor study,
analysis of customer preferences, behavior of potential cus-
tomers, allowing enterprises, using modern technology to
conduct their business, to increase competitiveness and
develop new outlet markets, expand the range of goods and
services according to market needs [23].

For a long time the role of complex influence on cus-
tomers for success in the industrial market (B2B) was under-
estimated by domestic machine building enterprises. How-
ever, intensifying competition required enterprises to spend
money on creating new products, but as you may know, ma-
chine building manufacturing is a complex, knowledge-in-
tensive and long process. And the struggle for clients forced
the enterprises to think about the possibility of maintaining
long-term relationships with customers [22].

For machine building enterprises the most relevant
and promising tools towards management and formation of
relationships with customers are the CRM (Customer Rela-
tionship Management) information systems.

ystems of customer relationship management have un-

dergone many development stages and evolved a lot.

The first generation of CRM-systems technology at
the beginning of the development came down to the notion
of MRP (Manufacturing Resource Planning) and acted only
as an automation method for planning the requirements in
materials and manufacturing resources of an enterprise.

The present generation of technology focused on the
Internet. Internet serves as not only a tool of information
exchange with customers, but also as an additional platform
for sales, marketing, promotion and customer service. At
the same time it increases the quality of interaction of cus-
tomers with the enterprise. Thus, CRM-systems for many
enterprises are the key factor of success.

In general, the CRM-system can be considered as an
Internet-based information technology, so it is reasonable
to review and summarize the evolutionary aspect of infor-
mation technologies and their impact on enterprise manu-
facturing processes, particularly on the marketing activities
(Table 1).

Of course, the development of information technolo-
gies in enterprise management did not stop after 2008, each
of the presented systems continues to increase functional-
ity to this date. Development companies have to make great
effort in the competition to win a leading position in the
market. However, if we talk about global changes — there
were none. Most of the changes can be expressed in uniting
of some aspects of enterprise management, the specifics of
the enterprise, as well as more detailed emphasize on the
qualitative characteristics of a particular product.

Today, more and more leading experts in the field of
information technology and managers convince to expand
the notion of «CRM-system». There was lots of evidence
found for that CRM-system has long gone beyond bring
just a program product. Instead, this notion developed into
a concept aimed at building a stable business relationship
with clients and, moreover — a business strategy aimed at
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Table 1
Evolution of information and Internet technologies and their impact on enterprise management
. . . Im f information
Development of information technology Development of marketing pac.t of informatio .
Year . . . technologies on manufacturing
in enterprise management communication processes
processes
MRP (Manufacturing Resource Planning) -
1960 | management of planning of material - - . .
requirements of an enterprise Combining all the major functional
- - areas of an enterprise at the
MRP Il - plannm.g of manufacturmg operational level
1970 | resources ensuring operational and -
financial planning of an enterprise
Formation of sales plans and Automation of enterprise manage-
1980 | ERP - Enterprise Resource Planning manufacturing plans based on ment information system for
marketing information resource planning
1986 AST (Automated System of Testing) - the Marketing targets individual
first application for contact management customers Simplifying of business processes
1990 SFA (Sales Force Automation) - sales Contact base and contractor base | management
management; contact management management
iSnu?hio;;;c;;re:)ffetcrtlglivr;;;ketmg, Acts as business strategy, increases
1995 | CRM - Customer Relationship Management ) s the effectiveness of individual and
philosophy - a customer with his
N teamwork
individual preferences
eCRM (electronicCRM) - this is CRM using Qégegijg:,?ﬁtgfxgtlﬁg:;:;sn.d
information technology, including extranet, y . 9 . .
1999 intranet and the Internet: often used in used throughout the interaction Acts as a self-service function
e-commerce ’ between an enterprise and a
customer
mCRM (mobileCRM) - customer relation- . .
) . Sales managing and marketing . Lo
ship management designed for perfor- manaaing via mobile applications The interface is similar to the
mance, operation and access via mobile aging pp stationary CRM
platforms requiring frequent remote access
SaaSCRM (Software-as-a-ServiceCRM) -
customer relationship management under Absence of costs associated with in-
which the supplier develops and manages - stalling, upgrading and support
the program on his own, providing access of hardware and software
to software online
eBRM (electronicBusinessRelationship . )
Management) - relationship management M?;I:;t;?i%:\arlfsz (l)r:‘tlo 2;?&”;“5_
2000 | notonly with customers but also with y Transferring of f i -
tomers but also about partners, ransterring of manufacturing pro
partners and employees based on Internet employees cesses to external entities; reducing
communications costs through management of elec-
eXRM (eXtendedRM) -advanced relation- tronic busingss transactions; reduc-
5001 | Ship management (classic CRM + service Marketing is more detailed, as it ing costs for information transfer
management + project management + includes additional information
resource management)
CEM (CustomerExperienceManagement) - Marketing focuses on customers' | Mutually beneficial interaction be-
2003 | management of customer preferences and past experience tween a customer and enterprise,
past orders product, brand or service leads to
5004 | CRM 2.0 - customer acts as corporate optimization of manufacturing pro-
strategy Marketing aimed at creating cesses
product value or service value, the | Creation of a unified global society
5008 | SRM (SocialCRM) -the use of social net- customer s involved in creating leads to simplifying and optimiza-
works and instant messaging the product or service tion of certain aspects of an enter-
prise activity
the use of advanced management and information technolo- So defining the essence of the notion of customer re-
gies, with the help of which the enterprise collects informa-  lationship management (CRM) is one of the most impor-
tion about its customers at all stages of its life cycle (attrac-  tant tasks for grounding the relevance of the introduction of
tion, retention) and uses it for the benefit of its businesses by  information and communication technologies in a machine
building mutually beneficial relationships [18]. building enterprise.
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Literature review showed that all definitions of CRM
have several features in common, in particular, focusing on
getting significant positive effects in the long term, satisfying
the needs of customers and providing the collection, saving
and analysis of internal and external information on market
participants and the relationships with them (Fig. I).

Thus, it is appropriate to define the essence of the no-
tion ‘CRM’ as any strategy for managing relationship with
customers.

The author gives his definition for «CRM-system» —
it is an information system of relationship with customers
aimed at ensuring the coordination of actions of various
departments of the enterprise, whose aim is to optimize
revenues, profitability and customer satisfaction based on a
common information platform.

A distinctive feature of the current stage of develop-
ment of information systems of interaction with customers
through the Internet is assuring the access to strategic en-
terprise resources for all users, maximally maintaining their
mobility and values. Internet system of interaction with
customers allows a machine building enterprise to reduce
transaction costs by creating a common information space,

which, together with the finance, manufacturing, logistics
and human resources are the most important strategic re-
sources of an enterprise [20].

Many authors, scientists and leading experts have
made a significant contribution to the theoretical study of
distinctive features, common features, systematization and
formation of classification for information systems of cus-
tomer relationship management. But, despite this, there was
no generalized and extended classification presented.

odern information systems managing relationship

with customers form the knowledge base and can

create new and improve existing products and

services and thus improve the market position of the ma-

chine building enterprise and thus its financial results. The

evolution and development of CRM program products led

to the emergence of a variety of species, however, different

sources present different signs and different types of clas-
sification for individual characteristics [8].

The purpose of classification of existing CRM-systems

is not so much their comparative analysis, but rather a de-

tailed study and selection of the defining criteria. In order to

The system of customer relationship management, which is an automated program product;
it is a business tool making it possible to receive, collect, store, distribute and correct information
on contractors for effective planning and further development of an enterprise [16]

Type of a strategy that allows
companies willing to invest in
future relations with clients to hold
out [6]

Customer — oriented strategy based
on the use of modern management
and information technologies, with
which the company builds mutually
beneficial relationship with
customers [4]

The strategy based on understanding
customer needs and behavior, and the
main task is to attract new and retain
existing customers, increasing their
satisfaction with the commitment

and cooperation [21]

Sl

The strategy ofimproving the
quality ofcustomer service, the use
of which allows increasing the share
of the company on the market [17]

Information system the function of which
is to automate business processes

of an enterprise that ensure the interaction
of all its units with customers at the level
determined by CRM-ideology [7]

A set of technologies or a set of applications
that are connected by the sole business
logic and integrated into the corporate
information environment of the company
on a single database [10]

The model of interaction determining

,— the client as a "center" of the whole
business philosophy and measures

N_ to support effective marketing, sales and

customer service are considered the main

activities [14]

The study of system of concepts, basic
principles, methods, ways and means

of their implementation in order to identify
and meet the needs and expectations

of the client/customer [15]

Complex business strategy, implemented throughout the organization, designed to optimize profits
andrevenues, and customer satisfaction, realizes this goal by organizing the company around
separate customer groups, promoting behaviors that increase customer satisfaction in the company
and integration of all processes, which occuron the way from suppliers to customers [1]

Fig. 1. Views on the essence of the notion of «<CRM»
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enable implementation of concepts of customer relationship
management in practice, CRM program product must meet
these criteria.

Thus, it would be rational to classify information sys-
tems of customer relationship management basing on sys-

tematizing the existing features and supplementing by fea-
tures offered by the author (Table 2).

Systems of customer relationship management are
aimed to minimize the human factor in the process of work-
ing with customers. They act as a key tool for winning and

Extended classification of Information systems of customer relationship management

Table2

Classification

Types of CRM

Source

By functions performed

- operational;
- analytical;
- combined (collaborative)

By scope

- financial;

- commercial;

- manufacturing;

- for service industry

[12,13,19]

By implementation level

- unifunctional;

- multifunctional;
- system;

- integrated

By the way of using information technologies

- mobile (M-CRM);
- electronic (E-CRM)

By location and ownership

- stationary (owned server);
- rented (on the basis of Saa$ (Software-as-a-Service)

(2,3]

By the process of cooperation with the client

- Front-office (sales management, service and marketing tasks
formalized);

- Back-office (order processing, logistics, settlements; activity
control)

[24]

By mechanism integration

- functional - controls certain mechanisms;
- instrumental - combines mechanisms to strengthen each other

01l

By the nature of service

—internal;
- outsource;
- combined

By the degree of integration with existing
information system of an enterprise

- separate CRM-modules;
- autonomous;
—full

By type of access to database

- open;
- closed;

- onrequest;

- remote;

- differentiated

By formation

- CIF-systems (collection of reference information about
customers from diverse sources);

- SFA-systems(automation of Sales and Marketing operational
processes);

- Service Desk (providing support for operational processes

of customer service);

- Contact-center (handlingcontactswithrealandpotentialcustomer
sforsalesandserviceviaanyelectronicinteractionchannels);

- Analytical CRM (for accumulation, storage, aggregation and
mental processing of technology indicators collected on the basis
of transaction systems)

By payment method

- single use (unlimited);
- partial (for the period);
— for every user

By basic capabilities

- interaction with clients;

- sales coordination;

- marketing activities management;
- service and Call-centers

By the way of segmenting customers

- the level of emotions, impressions;
- participation in product design;
- creating customer value

Author's
classification
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retaining customers and allow qualitatively increase the ef-
fectiveness of marketing activities in the machine building
enterprise, sales and customer service.

As it was discovered earlier, systems of customer rela-
tionship management have existed in the information tech-
nology market long ago. They evolved, developed and changed
under the influence of innovative components of Internet
technologies. But the main scope of CRM-systems is still mar-
keting activity. CRM-system has more functional components
than any other information system for marketing activities, as
it is designed for complex management of relations with cus-
tomers, which is a part of the marketing activities.

If we consider the CRM-system to be an information
system that aims to manage marketing activities, it is able to
analyze simultaneously many business processes, to instantly
respond to changing information about customers and con-
tractors, to optimize strategic and operational planning, to
propose, based on the situation, different marketing strate-
gies, to monitor and analyse the activity of machine building
enterprise and to report on a wide variety of settings.

CONCLUSIONS

Thus, systems of customer relationship management
act as strategic tools and the most promising means of in-
creasing the efficiency of management of marketing activity
of a machine building enterprise based on Internet tech-
nology. Given the global trend towards CRM systems and
taking into account the fact that the human resource is not
a trusted and reliable way of storing and processing infor-
mation of customer relationship management, these are the
most important driving elements of the growth of market-
ing potential, which in turn, promotes the growth of com-
petitiveness of domestic machine building enterprises.

Further research in this field should be directed to
the specific program systems managing relationships with
customers for certain enterprises taking into account the
conditions of their management and studies on the effect of
their implementation in machine building enterprises. H
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