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M EM ORANDUM

The curriculum o f  the educational discipline "CRM-systems" is designed for 
students o f  specialty 1-25 01 12 "Economic Informatics".

The educational discipline "CRM-systems" is focused on obtaining students' 
knowledge o f  the theory o f customer relationship management, development o f  
practical skills when using CRM-class software products.

The aim o f the discipline is to provide students with a comprehensive study 
o f the theory o f  information technology and systems to ensure the implementation 
o f  concepts and basic approaches to customer relationship management and 
decision support in the implementation o f  marketing activities, as well as 
knowledge and skills to plan, organize work, accounting, monitoring and analysis 
o f processes and stages o f  interaction with clients using CRM-class information 
management systems.

The main tasks o f  studying the academic discipline:
To achieve educational goals, students need to master:

•  theoretical material, the main content o f  which includes consideration 
o f  the process o f  customer relationship management as a strategy o f  
the organization, the role and place o f  information resources and 
systems in the economic activities, trends and features o f  CRM- 
systems and solutions in the implementation o f  marketing activities.

•  practical part o f  the course in the form o f  computer workshops, the 
purpose o f  which is to teach students the skills o f  working with 
information systems CRM class.

As a result o f  studying this academic discipline, the following competences 
are formed:

- AK-9. Ability to learn, improve their skills throughout life;
- PC-29. To search, systematize and analyze information on industry 

prospects, innovative technologies, projects and solutions.
As a result o f studying the academic discipline, students should know:
Customer relationship management methodology;

• terminology used;
• features o f  information system functioning for automation o f  customer 

relationship management processes (CRM-system);
•  presentation o f  data for management analysis and management 

decision making;
• methods o f design, implementation and operation o f  corporate CRM- 

systems.
be able to:

• to apply the basic methods and techniques o f  designing processes o f  
management o f  mutual relations with clients by means o f  
methodology and means o f  automation CRM;

• to carry out the rational analysis and a choice o f  means o f  automation 
o f  processes o f  management o f  mutual relations with clients;
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•  to design, implement and organize the operation o f  corporate CRM- 
systems.

own:
•  skills o f  working with CRM-class programs to manage customer 

relationship management processes;
•  methods o f  designing, developing and implementing a technical 

solution in the field o f CRM-systems creation.
The basis for studying this academic discipline are the disciplines 

"Corporate Information Systems", "Business Office o f  the organization (enterprise) 
and Internet Marketing" studied in previous semesters.

According to the curriculum, the total number o f  hours in the academic 
discipline is 26 hours, including 26 hours o f  lectures in classrooms. The course is 
read in English.
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CONTENT

Topic 1. Introduction to CRM
Basic concepts o f  CRM (Customer Relationship Management). Strategic 

CRM (Customer Relationship Management). Operational CRM. Analytical CRM. 
Definition o f  CRM. Structure o f  CRM. Commercial and non-commercial CRM 
context. Misconceptions about CRM. Basic CRM models. History o f  CRM.

Topic 2: Company and CRM

Types o f  companies using CRM. Organizational structure o f  companies. 
Types o f users using CRM. The concept o f  Key Account Management.

Topic 3: The concept o f value in CRM .
Definition o f  "Value" for the client. Understanding o f  Value. Definition o f  

Value for the customer. Modeling the value. Sources o f  Value for Customers. 
Customization. Value creation through a marketing mix. Definition o f  the term 
"experience" (experience) o f  the client. The concept o f  "client experience". 
Management o f  "client experience". The difference between "customer experience 
management" and "customer relationship management". The impact o f  CRM on 
"customer experience".

Topic 4: Client and custom er life cycle.
Definition o f  "new client." Definition o f  Prospect, Lead. Key performance 

indicators in attracting a new client. Operational CRM tools to help you attract new 
customers. Definition o f  the concept o f  "client retention". Economic analysis o f  
client retention process. Ranking clients to determine the effectiveness o f  client 
retention. Strategies for client retention. Positive and negative strategies for 
customer retention. Key performance indicators in client retention. The role o f  
research in reducing the number o f  terminated client relationships (Chum). 
Strategies for developing relationships with clients. Strategies for terminating 
customer relationships (Chum).

Topic 5: Custom er relationships.

Customer Relationship Definition o f  the term "relationship". Quality o f  
relationships. Principles o f  building company's relations with clients. Customer 
Lifetime Value. Principles o f  building relationships between clients and 
companies. Satisfaction, customer loyalty and business results. Theories o f  
relationship management. Definition o f  "client portfolio". Basis disciplines o f  
CRM. CRM in the context o f  B2B and B2C.

Topic 6: Client Portfolio M anagement.

The concept o f  a client portfolio. Principles o f  segmentation o f  clients by 
various attributes. Client portfolio models. Additional tools for portfolio 
management. Strategically important clients. Seven basic strategies for managing 
clients.
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Theme 7: Automation o f m arketing managem ent.

Definition o f "marketing automation". Competitive advantages from 
marketing automation. Software for marketing automation.

Topic 8: Sales M anagem ent Autom ation.

Definition o f  "sales automation" CFA (Sales Force Automation). Sales 
Automation System. Functionality o f  CFA (Sales Force Automation). Introduction 
o f  CFA (Sales Force Automation). Change o f  quantity and quality o f  sales at 
implementation o f  CFA.

Theme 9: Autom ation o f service managem ent.
Definition o f  "service automation". Definition o f  the term "service for the 

client". Service quality modeling. Certification o f  service for the client. Software 
provisioning for service automation.

Topic 10. Receiving and analysing custom er data.

Analytical CRM for strategy and tactics. Analytics during a client's life 
cycle. Analytics for structured and unstructured data. Big data analytics. Three 
ways o f  generating analytic insight. Data protection issues.

Topic 11. The CRM im plem entation process.

Main phases o f  CRM implementation. Phase 1: Developing a CRM 
strategy. Phase 2: Building the Basics o f  a CRM Project. Phase 3: Creating the 
specification, terms o f  reference, and partner selection. Phase 4: System  
implementation. Phase 5: System Performance Assessment.

Topic 12. Creating and m anaging custom er databases.
Development and management o f  databases with information about clients. 

Structured and unstructured data. Data integration. Data warehouses. Date o f  
March. Using OLAP-systems and relational databases to work with information 
about clients.

Topic 13. CRM vendors. Prospects o f CRM -system s developm ent.
World CRM vendors. CRM vendors in the Republic o f  Belarus. CRM 

solutions as a standalone or leased (Saas - Software as a Service or Cloud) version. 
New technologies for the work o f  specialists using CRM. Mobile applications for 
CRM. Social CRM.
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Methodological recommendations fo r  organizing independent work o f  students 
in the academic discipline "CRM Systems ".

The independent work o f  students is an important stage in mastering the 
knowledge o f  the academic discipline. The budget o f  time for independent work is 
recommended on the average 1.5-2 hours for a 2-hour class.

The main directions o f independent work o f  the student are:

• protection o f  individual tasks performed in laboratory classes;
• conducting tests on specific topics;
• implementation and protection o f  the project;
• passing the test.
• the independent work o f students in the discipline, carried out outside the 

classroom, includes:
• preparation for classroom classes;
• performance o f  tests for self-testing;
• preparation o f thematic reports and presentations;
• solving individual tasks on the topics o f  laboratory and practical classes;
•  preparation for all types o f  current attestations.

The following software and hardware are required to study the academic 
discipline:
Microsof Office package (Word, Excel, PowerPoint) or similar, 1C platform with 
installed 1C configuration: CRM or 1C: UPP, Microsoft Internet Explorer browser, 
Mozilla Firefox, Google Chrome or similar. Internet access with the ability to 
connect to the system TrialHead from SalesForce;

Databases, reference and search engines:
Internet search engines: Yandex, Google, etc.
www.insidecrm.com/- independent CRM-portal. Articles and reviews. 
www.searchcrm.techtarget.com/ - portal o f  CRM practitioners. 
http://lcrm.ru/ - information about 1C: CRM solutions line.

http://www.insidecrm.com/-
http://www.searchcrm.techtarget.com/
http://lcrm.ru/
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