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Customer relationship analysis (CRA), sometimes termed customer relationship analytics, is the processing of data
about customers and their relationship with.

Independently to the existence of a method for the adoption of CRM capabilities in an organization, the need
to rely on a common and unified methodology for software design and transfer in the scope of an organization
is out of question. This supposition is inspired by the concept of cultivation proposed by B. Random house
webster's unabridged dictionary. Enterprise one to one - tools for competing in the interactive age. During the
Business Blueprint phase, all stakeholders work to understand the project's business goals and to determine the
business processes required to support those goals. It does not follow the conditions of a positivist study.
Therefore, the next section presents the adopted methodology, according to the phenomenological approach.
Some authors help us to support this claim. Hoboken: Wiley. This paper aims to encourage reflection and
indicate themes for future research that can be conducted later on according to different including positivist
perspectives and methodologies. Hermeneutics can be considered as a theory or philosophy of the
interpretation of meaning. Because teams have been working in different systems and maintaining different
data sets in silos, CRM providers have begun to incorporate the functionality of those other solutions into the
core CRM system. Other employees have also been trained in social psychology and the social sciences to
help bolster strong customer relationships. Relationships are intensely personal concepts. Finally, the paper
proposes the analysis of the new technologies that have been developed, such as blogs, social networking and
RSS Really Simple Syndication. The dark side of close relationships. Starting with the notion of mutual
knowledge, the usual difficulties in knowing and gathering personal information about clients can be
considered. One of the major challenges implicit in customer relationship analysis is how to integrate the
analytical software with existing legacy systems as well as with other new systems. As systems become more
intuitive, the training needed will continue to decline, and the learning curve will become shorter. The CRM as
strategy approach is related to a formal and deliberated plan and actions to articulate processes, people,
structure and technology to acquire, select and retain customers with a high lifetime value to the firm,
independently of the specific IT applied to support this strategy. Much of what is labeled as customer
relationship management in current business vocabulary is definitely one-sided Barnes,  This methodology is
designed for ERP solutions mainly, but given its common integration with CRM solutions, it is deemed
relevant for our work. A phenomenon is what humans directly experience Crotty, ; Myers,  These systems
codify the interactions between company and customers by using analytics and key performance indicators to
give the users information on where to focus their marketing and customer service. A customer is abstracted to
information that sums up consumption habits so far and projects them into the future so that they can be
grouped for marketing and advertising purposes. In this sense, claiming that companies have to be very critical
of the goals that they set for CRM strategies and IT applications is also important. Service analytics are the
key to improving and expanding on services offered and can even optimize service delivery to save businesses
time and money. Multichannel integration: Multichannel integration shows the point of co creation of
customer value in CRM. In practice, this is rarely the case. Some companies do not "waste time" on such a
reflection and adopt the software without an exhaustive analysis of the processes. Such integration enables the
creation of forecasts about customer behavior based on their buying history, bills, business success, etc. The
remainder of this paper is organized as follows. Even the finance and legal departments should understand
how to manage and build relationships with customers. In some companies, sales departments are concerned
with selling activities, since they are evaluated and rewarded only according to sales metrics. The problem
with that is every business is different and needs to be trained in a unique way. But the concept of CRM is
larger than the software that companies use to manage relationships. Integrations will allow companies to do
even more in the same system Many CRMs already come with built-in options to integrate with various
third-party applications. Recently, open-source and free-software software companies have emerged as hard
competitors coming into the arena. Configuration Stage. A customer relationship management roadmap: what
is known, potencial pitfalls, and where to go. These reasons for CRM failure provide some clues, but, in an
attempt to understand why this type of technology has resulted in such a high level of failure, these elements
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need to be questioned, above all: What does CRM really stand for? All of these are signs of what types of
relationships the customer wants with the firm, and therefore companies may consider investing more time
and effort in building out their relational intelligence. Companies can put investment in information from
customers and then customize their products or services to maintain customer interests.


