 

Syllabus
SME 620 Customer Relationship Management
Instructor: Robert W. Koob
Wesley J. Howe School of Technology Management
Stevens Institute of Technology
Hoboken, New Jersey 07030
Email: rkoob@stevens.edu
Catalog Description
	This course examines customer relationship management (CRM) as a key strategic process within all organizations and serves as a foundation course in the Service Management Program. CRM is defined as the overall process of building and maintaining profitable customer relationships by delivering value and satisfaction to the customer. Focusing on process, strategy and technology, this course leads students from understanding the fundamentals of CRM through the implementation of CRM systems and analysis of customer data. It discusses the CRM philosophy as well as the systems in place that incorporate and integrate information from sales, marketing and service.



Gartner’s Competency model of CRM

				Buttle, F. (2009). Customer Relationship Management: Concepts and Technologies. Burlington, MA :Elsevier
Introduction to Course
	           In today’s highly competitive business environment, managing customer relationships and effectively interacting with your customers are critical to an organization’s success. By enhancing the customer experience, organizations can develop a strong relationship between the customer and the organization. If sustained over time, organizations can strengthen their competitive position and as a result increase its profitability. The CRM course is designed to introduce students to both CRM fundamentals and the utilization of technology in managing customers.  The curriculum will introduce students to CRM concepts and functionality for professionals whose organizations utilize CRM or want to gain an understanding of the role of CRM in service management. Through lectures and presentations, scholarly whitepaper and article readings, class discussion, participants will gain a firm understanding of the key factors that impact CRM success.


	

Learning Goals
After completing the course of study, students will have;

1. Gained an understanding of key concepts, technologies and best practices of CRM  
2. A view of the organization of business and its integration with CRM.  
3. An understanding of the CRM value proposition for different vertical markets
4. Familiarization with different CRM technology solutions (Salesforce.com and Net Suite)
5. Knowledge of the lifecycle of CRM as applied to customer interactions
6. Knowledge of CRM customer data acquisition, management, research, analysis and use
7. An understanding of CRM strategies in Sales, Marketing and Customer Service contexts
8. An understanding of the impact of CRM on customer experience, satisfaction and loyalty
9. An understanding of the impact of social networking on CRM best practices
10. Developed a CRM Plan for the implementation of a personal CRM strategy.


Required Text(s)
	Buttle, Francis. (2009). Customer Relationship Management, (2nd Edition). Elsevier Publishing




Required Cases: (All cases can be purchased directly from Harvard Business Review website)
	1. Meyer, C., and Schwager, A. (2007). Understanding Customer Experience. Harvard Business Review. R0702G 
2. “Harrah’s Entertainment Inc: Real-Time CRM in a Service Supply Chain”. (2003). Stanford Graduate School of Business. Case: GS-50 [order from Harvard Business Review Store]
3. Davila, Anthony. (2003). “Salesforce.com: The Evolution of Marketing Systems”. Stanford Graduate School of Business. Case: E-145 [order from Harvard Business Review Store]
4. McAfee,Andrew. (2003).”Moore Medical Corporation”. Harvard Business Review,9-601-142






Required Article Readings: (retrieve from referenced url: below)
	
1. Band, W. (2008). “CRM Best Practices”, Forrester Research. Retrieved December 26, 2009 from http://business.bt.com/assets/pdfs/CRM-best-practices-adoption-paper.pdf

2. “Customer Relationship Management: The Winning Strategy in a Challenging Economy”. (2009). Microsoft. Retrieved December 26, 2009 from http://crm.dynamics.com/docs/CRM_Investment_in_a_Down_Economy_FINAL.pdf

3. Wardley, M. (2008). “Oracle Vertical CRM Applications: Realizing Business Benefit Through Industry Best Practices”. IDC. Retrieved December 26, 2009 from http://www.oracle.com/applications/crm/siebel/resources/industry-best-practices-white-paper.pdf

4. “Social CRM Comes of Age”. (2009). Oracle. Retrieved December 26, 2009, from http://www.oracle.com/ocom/groups/public/@ocompublic/documents/webcontent/036062.pdf

5. “CRM and Social Networking: Engaging the Social Customer”. (2009). Microsoft. Retrieved December 26, 2009 from http://crm.dynamics.com/docs/CRM_and_Social_Networks.pdf

6. “Analytical CRM”. SAP. Retrieved December 26, 2009 from http://www.sap.com/solutions/business-suite/crm/pdf/AnalyticalCRM_50046585.pdf

7. “CRM at a Glance: Salesforce.com vs. Siebel”. (2007). TSG Retrieved December 26, 2009 from
http://www.tsgonestop.com/sfdcvssiebel.pdf





Reference Textbooks  [not required, for reference only]
	1. Greenberg, Paul. (2004). CRM at the Speed of Light, (3rd Edition): Essential Customer Strategies for the 21st Century. McGraw Hill
2. Greenberg, Paul. (2010). CRM at the Speed of Light, (4th Edition): Social CRM Strategies, Tools, and Technologies for Engaging Your Customers. McGraw Hill




Pedagogy
	The class will combine textbook, whitepaper, and article readings with lectures and ad hoc “In the News” topics discussions. Student assessment will be based on the written submissions of Case Analyses, written “In the News” discussions, written answers to Buttle chapter questions and the final written CRM Plan.




Assignments
	
	Type of Assignment
	Description
	Percentage of Grade

	1
	Written Case Analysis
	This portion of the grade will be primarily based on adherence to the template outline (provided), the quality and content of the application of readings and lecture content in the written analysis. 
Written Analysis minimum requirements: 
a) Use the template outline shown in separate file included under Governance icon.
b) Prepare the document in Microsoft Word format
c) 3 - 5 pages of single-sided, single-spaced, 12 point font.
     Page count is exclusive of graphs, charts and graphics
d) Whitepaper assessment will conform to an outline provided by the instructor.
	30

	3
	“In the News” discussions
	By 12Midnight each Sunday a current article relevant to CRM from an industry source will be posted on Blackboard by the instructor. The discussion can then commence and will run throughout the module week ending at 12 midnight of Friday of the module week.
Discussion Minimum requirements:
a) Two paragraphs in initial discussion entry. In the first paragraph, summarize the content of the “In the News” article. In the second paragraph offer an opinion on the content and value of the topic to CRM. This posting is due by 12 Midnight Wednesday.
b) 500 – 1000 words in length
c) Reply to at least two other initial discussions. Length is at your discretion.
	10

	4
	Written Chapter Questions
	Answer the questions as thoroughly as possible using specific information from the relevant Buttle chapters and adding your own input.
	20

	5
	Personalized CRM Plan 
	The final individual project will be evaluated based on a demonstration of the mastery of the CRM concepts and practices presented during the course, results of personal research into 
CRM and your ability to apply those concepts to a data driven CRM application. Each student plays the role of a CRM consultant who will provide a proposal that details a CRM solution to a potential client. Your proposal must focus on a solution on all
 three key areas of focus: Sales, Marketing and Service.  In your proposal you will need to provide details on the specific 
application you have selected e.g Salesforce.com, NetSuite, Seibel or another. You will be graded on adherence to the provided outline and the quality and content of the application of readings and lecture content in the final solution.
	40

	
	Total
	
	100 points



 

Assignment Timetable:
	Item/Task
	Graded=G
Not Graded=NG
	Assignment start date
	Due - by deadline*

	Module week
	-----
	12:01AM Mondays
	12Midnight Friday of same week

	Module Textbook and article reading assignment
	
NG
	Per Syllabus
	12 Midnight, Sunday before start of assigned Module week

	“In the News” on-line Discussion summary and opinion
	G
	12:01AM Monday in Discussion folder
	12 Midnight Wednesday of assigned Module week

	“In the News” on-line commentary on 2 other student summary/opinion 
	G
	12:01 AM Monday
	12 Midnight Friday of assigned Module Week.

	Case Analyses
	G
	 Per Syllabus
	12Midnight Friday of assigned Module Week.

	Written answers to Chapter Questions
	G
	 Per Syllabus
	12 Midnight Friday of assigned Module week

	On-line lecture
	NG
	8:00PM EST Monday
	10:00 PM EST Monday

	Final Project document and presentation
	G
	Topic selection due by 12 Midnight Friday of Module week #7. Submit to Instructor

	Submitted by 12 Midnight Friday of Module week #14

	
	
	
	

	*No credit will be given for documents submitted after “due by deadline”.
	
	
	



Ethical Conduct
The following statement is printed in the Stevens Graduate Catalog and applies to all students taking Stevens courses, on and off campus.

“Cheating during in-class tests or take-home examinations or homework is, of course, illegal and immoral. A Graduate Academic Evaluation Board exists to investigate academic improprieties, conduct hearings, and determine any necessary actions. The term ‘academic impropriety’ is meant to include, but is not limited to, cheating on homework, during in-class or take home examinations 12 and plagiarism.”

Consequences of academic impropriety are severe, ranging from receiving an “F” in a course, to a warning from the Dean of the Graduate School, which becomes a part of the permanent student record, to expulsion.

Reference: The Graduate Student Handbook, Academic Year 2003-2004 Stevens
Institute of Technology, page 10.

Consistent with the above statements, all homework exercises, tests and exams that are
designated as individual assignments MUST contain the following signed statement before they can be accepted for grading.
____________________________________________________________________

I pledge on my honor that I have not given or received any unauthorized assistance on this assignment/examination. I further pledge that I have not copied any material from a book, article, the Internet or any other source except where I have expressly cited the source.

Signature ________________ 					Date: _____________

Please note that assignments in this class may be submitted to www.turnitin.com, a web-based ant plagiarism system, for an evaluation of their originality.


COURSE SCHEDULE AND TIMETABLE
	Week
	Topic and Module Number
	Text and Article Readings
	Assignments Due – Chapter Questions, Case Analyses

	1
	Module 1 -
INTRODUCTION TO CRM
	Text Readings:  Buttle Chapter 1
Article Reading: “CRM Best Practices Adoption”. Forrester
	Chapter Questions: Ch1:1


	2
	Module 2 -
CRM HISTORY AND THE EVOLUTION OF RELATIONSHIPS
	Text Readings:   Buttle Chapter  2 
Case Reading: “Understanding the Customer Experience”
[nb: Analysis due wk #4]
	Chapter Questions: Ch2:1


	
	STRATEGIC 
CRM
	
	

	3
	Module 3 -
CRM STRATEGIES AND THE ORGANIZATION
	Text Readings:   Buttle Chapter 17
Article Reading: “Customer Relationship Management: The Winning Strategy in a Challenging Economy”. (2009). Microsoft.  
	Chapter Questions: 
Ch17:1,2


	4
	Module 4 -
CRM LIFECYCLE
	Text Readings:   Buttle Chapters 8, 9
Article Reading: “Analytical CRM”. SAP
	Chapter Questions: Ch8:1
Ch9:1
Written Case Analysis Due:  “Understanding the Customer Experience”

	
	ANALYTICAL 
CRM
	
	

	5
	Module 5 -
DATA, INFORMATION, AND KNOWLEDGE MANAGEMENT
	Text Readings:   Buttle Chapter  4 
Case Reading: “Harrah’s Entertainment Inc: Real-Time CRM in a Service Supply Chain”.  [nb: Analysis due wk#7]
	Chapter Questions: Ch4:1
  

	6
	Module 6 -
VALUE BASED (VERTICAL) CRM
	Text Readings:  Buttle Chapter 7
Article Reading: Wardley, M. (2008). “Oracle Vertical CRM Applications: Realizing Business Benefit Through Industry Best Practices”. IDC.  
	Chapter Questions: Ch7:1,2  


	
	OPERATIONAL CRM
	
	

	7
	Module 7-
IMPACT ON MARKETING STRATEGY
	Text Readings:   Buttle Chapter 15
 * Submit CRM Plan Project brief description to the instructor. Description (50 words or less) naming the industry, business, product/services the CRM Project is being designed for.

	Chapter Questions:
 none
Written Case Analysis Due:  “Harrah’s Entertainment Inc: Real-Time CRM in a Service Supply Chain”.

	8
	Module 8 -
IMPACT ON SALES STRATEGY 

	Text Readings:    Buttle Chapter 14 
Case Reading: “Salesforce.com: The Evolution of Marketing Systems”.
 [nb: Analysis due wk#10]
	Chapter Questions: 
Ch14:1
Ch15:1, 2

	9
	Module 9 -
IMPACT ON CUSTOMER SERVICES STRATEGY
	Text Readings:   Buttle Chapter 16
Article Readings:
· “Social CRM Comes of Age”. (2009). Oracle.  
· “CRM and Social Networking: Engaging the Social Customer”. (2009). Microsoft
	Chapter Questions: Ch16:1


	
	COLLABORATIVE CRM
	
	

	10
	Module 10 -
NETWORK AND SOCIAL CRM
	Text Readings:  Buttle Chapter 10
  
	Chapter Questions: none
Written Case Analysis  Due: “Salesforce.com:The Evolution of Marketing Systems”

	11
	Module 11 - 
CRM CONSTITUENCY MANAGEMENT
	Text Readings:    Buttle Chapters 11,12
Case Reading: “Moore Medical Corporation”, [nb: Analysis due wk#13]
	Chapter Questions: Ch10:1,2
Ch11:1

	12
	Module 12 -
CRM TECHNOLOGY
	Text Readings:   Buttle Chapter 13
Article Reading: Review of SalesForce.com, Oracle Siebel, NetSuite
Product Websites:
· http://www.salesforce.com/
· http://www.oracle.com/siebel/index.html
· http://www.netsuite.com/portal/home.shtml
	Chapter Questions: Ch12:1
Ch13:1


	13
	Module 13 -
CRM EVALUATION, SELECTION AND IMPLEMENTATION
	Text Readings:  Buttle Chapter 3
Article Reading: “CRM Select Smart: Applying Lessons Learned in CRM Projects”. Tech Intellect.  
  
	Chapter Questions:  Ch3:1,2
Written Case Analysis Due: “Moore Medical Corporation”

	14
	Module 14 -
NEW HORIZONS IN CRM
	Text Readings:   Buttle Chapter  6
Article Reading: Criswell, C. & Martin, A. (2009). “10 Trends: A Study of Senior Executives’ Views on the Future”. CCL Research.  
	Presentations and Projects due




Module Descriptions - Customer Relationship Management Course  
	1. Introduction to CRM:
a. Defining CRM
b.  Introducing Strategic, Operational, Analytical and Collaborative CRM
c. Generic models of CRM
	This module introduces the concept of  CRM, defining CRM discussing the four major types of CRM

	2. CRM History and the Evolution of Relationships:
a. What is a relationship?
b. Attributes of successful relationships
c. Why companies and customers are sometimes motivated to establish and maintain relationships with each other, and sometimes not.
	CRM is a relatively new set of concepts, rooted in relationships, and technologies which has evolved over time to be a significant asset to business.

	3. CRM Strategies and the Organization
a. Organizational roles and CRM
b. Strategic Goals of CRM
c. Key Account Management
	       Organization is the developer, implementer and manager of CRM strategies.

	4. CRM Lifecycle:
a. What is a new customer?
b. Operational CRM  
c. Customer retention
d. Customer development
	 CRM has a lifecycle spans the acquisition of customers, development of customers to the retention of same. This is a recurring cycle.

	5. Data Information and Knowledge Management:
a. Customer-related databases, technology platforms
b. CRM Analytics
c. Data warehousing, Data Marts, Data Mining
	       CRM practices require a great deal of data that is acquired, managed, analysed and reported. In this module we will review the most popular technologies.

	6. Value-Based (Vertical) CRM:
a. Meaning of the terms ‘value’ and ‘vertical
b. Sources of CRM value in major vertical markets
c. Value from products, services, processes, people, physical evidence, customer communication and from channels 
	CRM technology is being developed to add value to key industries with industry specific particular features.



	7. Impact on Marketing Strategy:
a. Meaning of Marketing Automation (MA)
b. Marketing CRM  advantages and  benefits  
c. MA software functionality
	Marketing, as one of the three main operational business areas that use CRM, is reviewed in light of its application of CRM concepts and technology.

	8. Impact on Sales Strategy:
a. Meaning of  Sales Force Automation (SFA)
b. SFA advantages and benefits
c. SFA software functionality
	       Sales are the second of the three main operational business areas that use CRM. It is reviewed in light of its application of CRM concepts and technology. SFA (Sales Force Automation is the most popular but basic use.

	9. Impact of Customer Services Strategy:
a. What is meant by service automation (SA)
b. Meaning of customer experience and customer loyalty
c. The functionality available within SA software
	       Customer Service is the third of the three main operational business areas that use CRM, is reviewed in light of its application of CRM concepts and technology. Key areas of focus are customer loyalty and customer satisfaction. 

	10. Network and Social CRM:
a. What is a CRM network?
b. Business networks and CRM
c. Social CRM and networking
	       Social CRM is the partnering of current network capabilities and technologies with new media used for social interaction. It applies to the interaction of individual parties with business entities.

	11. CRM Constituency Relationships
a. Supplier
b. Partner
c. Investor
d. Employee
	CRM must function within a sphere of relationships with the key stakeholders of the business e.g. involves customers, suppliers, partners, investors and employees in a cooperative business exchange.

	12. CRM Technology:
a. CRM technologies,
b. CRM Architecture
c. Knowledge Management
d. The role that technology plays in  
	The implementation of a CRM strategy includes the technologies of software applications, computing hardware, storage technology and networking. There are several vendors who specialize in these solutions. The top three will be discussed.

	13. CRM Evaluation, Selection and Implementation:
a.  CRM evaluation
b. CRM selection
c.  (5) Phase Implementation Model
	This is the capstone of the course. Best practices in CRM evaluation, solution design and selection and project implementation are reviewed.


	14. New Horizons – The Future
	       Discussion of the directions that CRM is going into the future.

	15. Final Project
	       Plan for a CRM Project utilizing what has been learned from lectures, textbook readings, case and article readings, “In-the-News” discussions. This information is supplemented by research.
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1. CRM Vision:

Leadership, Social Worth, Value Proposition

2. CRM Strategy:

Objectives, Segments, Effective Interaction

8. CRM Metrics:

Cost to Serve, Satisfaction, Loyalty, Social Costs

7. CRM Technology:

Applications, Architecture, Infrastructure

6. CRM Information:

Data, Analysis, One View Across Channels

5. CRM Processes:

Customer Life Cycle, Knowledge Management

Culture and Structure

Customer Understanding

People: Skills,Competencies

Incentives and Compensation

Employee Communications

Partners and Suppliers

4. Organizational Collaboration 3. Valued Customer Experience

Understand Requirements

Monitor Expectations 

Satisfaction vs.Competition 

Collaboration and Feedback


