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Abstract: The customer relationship management system provides all types of facilities. Firstly, users have to sign up for using crm facilities they have to fulfill their all details through the sign-up form these help to check the status of a user or customer related through the admin.Customer Relationship Management (CRM) has established itself as one of the fastest growing business management technology solutions in recent years, which makes it a key tool for companies that seek sustainable commercial success over time. The three CRM modules (sales, marketing, and services) are a definitive tool to obtain better business results through the customer-centred approach of modern marketing theories.
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[bookmark: _Int_DRu4qgY0]                                                          I. INTRODUCTION
[bookmark: _Int_ckg3hBXC] This paper proposes a research model to analyse how customer relationship management (CRM) brings small and medium enterprises (SMEs) a dual benefit, in terms of both customer knowledge management (CKM) and innovation. This confluence of interests and benefits is a key point to consider CRM a critical tool for business model innovation, driving SME efforts toward economic, social and environmental sustainability. Traditionally, SMEs have been the cornerstone of the European economy, comprising over 99% of all European companies, and two thirds of the private-sector jobs (European Commission, Citation2013). Thus the impact of CRM on SMEs is of special interest given the social and economic relevance of this sector.Customer knowledge management and innovation are the two key modern-firm drivers for a set of successful survival, growth, and development strategies, enhancing business efficiency, performance, and sustainable competitive advantage (Pil & Holwelg, Citation2003). Indeed, knowledge has been defined as the most important strategic resource for (Eisenhardt & Martin, Citation2000), and even the core element of (Lusch, Vargo, & O’Brien, Citation2007), sustainable competitive advantage. Nonaka and Takeuchi , argue that both innovation and competitiveness require knowledge further state that knowledge and innovation are inalienable and inseparable. In this sense, operating Customer Knowledge Management through collaborative innovation shows an efficient path for knowledge-sharing, and therefore, successful innovation practices  ,understand customer collaboration as a modern anchor of customer knowledge management and innovation, as well as a system enabling successful organisations to learn from their customers’ needs how to meet their demands and improve performance. This call to consolidating and integrating customer collaboration and customer-need knowledge is what CRM seeks to respond to as both a strategic tool and business philosophy for leading firm1.

 Current Management System
 Most company bussiness face several challenges with customer relationship Management System because some of them are still using manual processes, while the ones that use the computerized method are also faced with the challenge of adjusting to it. 
Such problems include:
 · By using software development, deployment and improvement happens. 
· Difficulty in migrating from manual processes, because both staff and patients are used to the manual.    
· Unclear goals/objectives – As already established, CRM is a strategic focus which requires the contribution of    all organization members. To gain optimum participation from everyone, clear objectives need to be set at every level. This includes departmental goals and overall objectives which the business aims at achieving by the end of a given timeframe.
· Appointing the right core team – The next problem that most businesses experience during the course of CRM is core team appointment. The initiative is often mistaken for an IT project as opposed to organizational approach. Customer relationship management requires a core team to guide, monitor, evaluate and adjust implementations accordingly.
· This is supposed to be backed by the participation of senior executives, top management, sales and marketing team, IT, customer service as well as end users. After all the requirements from each individual has been established, the initiative to develop suitable interfaces should then be handed over to the IT team. The core team needs to be trained on how strategies will be implemented and which key quality evaluation points will be evaluated. This is however just as difficult as setting clear objectives.


     
 
Customer Relationship Management System: 
 Customer relationship management (CRM) is the combination of practices, strategies and technologies that companies use to manage and analyze customer interactions and data throughout the customer lifecycle. The goal is to improve customer service relationships and assist in customer retention and drive sales growth. CRM systems compile customer data across different channels, or points of contact, between the customer and the company, which could include the company's website, telephone, live chat, direct mail, marketing materials and social networks. CRM systems can also give customer-facing staff members detailed information on customers' personal information, purchase history, buying preferences and concerns.
  These include: 
· Lead Management , 
· Services invoice  management
· investment, 
·  Customer service

CRM stands for customer relationship management. As the name suggests, CRM software is a system for managing your relationships with customers.You can use CRM software to keep track of interactions, data, and notes about customers or potential. The data is stored in a central database and is accessible to multiple people within an organization.A CRM helps streamline sales, marketing efforts, customer service, accounting, and management for growing companies. Multiple people can access and edit the information about a particular client’s customer journey. A customer might first enter your CRM by filling out a contact information or demo form on your website. After a few follow-up emails with a sales rep, you can update the customer’s information to reflect what you’ve learned about their organization. Marketing can then quickly determine how to best appeal to their customer needs. Some of these steps are tracked automatically, while other data may be entered manually. Having everything accessible in one system reduces unnecessary clutter and paperwork, speeds up communication, and improves customer satisfaction We’ll expand on what CRM is and why companies use these tools in more detail below.


                                                                                                             
             

 Objectives of proposed system: 
a CRM project is an initiative aimed at implementing a CRM system to improve the interactions between an organization and its customers. The project involves selecting the appropriate CRM solution, configuring the system to meet the organization's requirements, providing adequate training to users, and providing ongoing support. The goal of the project is to improve customer satisfaction, increase customer retention, and streamline business processes.Once the CRM solution has been selected, the project team needs to configure the system to meet the organization's requirements. This involves defining data privacy regulation designing workflows, and integrating the CRM system with other business applications. The team also needs to ensure that the CRM system is secure and complies with data privacy regulations. The project team needs to provide adequate training to users to ensure they can effectively utilize the CRM system. This includes training on data entry, reporting, and analysis, and customer service best practices. The team also needs to develop user manuals and provide ongoing support to ensure that the CRM system continues to meet the organization's needs.

.




II. LITERATURE REVIEW
 
a) Mujitaba A. Tangaza et al. [2018](2) expanding the CRM literature by criticizing current research on CRM from 2010 to 2014 with a view to macro-environment perspectives (3), theories or methods commonly used it to analyze CRM at organizational level are discussed in a review by major analytical groups in this paper (1). In addition, the paper aims to uncover environment, problems & conceptual frameworks often or not commonly used, and significantly applied methodology under-utilized research methods in CRM. The paper uses a literature review systematically for 2010-14 published CRM literature. The research argues that additional empiric studies were required to examine the part played in the adoption and implementation of CRM by low-tech capital or consumer enthusiasm for technology acceptance in emerging nations (Sub-Saharan Africa). The literature provides a comprehensive review and coherent description of specific customer relationships.
b) C. Doi et al.[2018]This paper aims to forecast the interest of consumers by concentrating on purchasing behavior. In each period between the value of the customer and the purchase history, a relevant model is generated using a consumer panel survey. The authors follow the RFM to develop the prediction model. The proposed method encourages smart customer management by standard, such as the recommendation of products or services for each customer.
c)  S. Kumar Deb et al.[2018] Today AI powers virtually every business unit, and CRM is one area where better customer experience (CX) can be harnessed most. In this research paper, researchers studied multiple AI tools that allowed users to study customer responsiveness, efficiency, and loyalty and finalized five AI tools. The research methodology based on the survey was used and primary data was collected through Google. Researchers have discovered that consumers know the instruments and the devices under research that are AI-enabled and are loyal to the instruments.
d)  D. Prabha and R. S. Subramanian [2017]This study provides a panorama of CRM as well as its new results. CRM is a mechanism that creates and keeps productive customers with a company and is aimed at improving business relations with customers. Through customer data analysis in the CRM database, a new approach to business strategies can be developed. CRM analysis allows analyzing client data or interactions using various techniques for data mining. The hype of CRM has taken the main interest of scientists or practitioners to information systems.
e)  B. Bavarsadet al.[2015] This research clarifies certain quality of service criteria, the overall efficiency of e-banking services or the satisfaction of clients in the banking industry in Ahwaz, Iran. The present document. A quantitative survey was included in this document and a hypothesis testing method was generally established. The data were analyzed with statistical route analysis by the Lisrel software program. The findings show how a significant link exists between online customer service quality, online system quality, the quality of bank service items, overall e-banking and client satisfaction. 
f) SX. Lishanet al.[2014]While a lot of research has been done into the brand experience, brand relationship efficiency or consumer citizenship, the relationship between brands is not given sufficient attention. The report discusses the brand experience and consumer citizenship behavior in a changing economy by examining the mediating role of brand engagement in the airline industry. 316 MB basic students from the Sun Yat-sen Business School at Guangzhou Baiyun International Airport have been examined. The findings suggest that the four dimensions of the brand (sense, affective experience, action or intellectual knowledge) have explicitly yet substantial consequences for brand quality. And brand quality mediated the connection between product experience and customer behavior, but the brand quality is not relevant to mediate between branded sensory experience and consumer democracy activity.

III. SCOPE OF THE PROJECT 
CRM for sales management
A good mobile enabled CRM will allow sales reps to manage their tasks, activities and meetings from wherever they are, reducing unwanted administration time and building in best practice into prospect management.                    Sales managers who need real time transparency in reviewing their team’s sales pipeline and KPIs can do so with the use of configurable CRM dashboards.
When reviewing CRM choices the sales functionality should cover the basics of:
· Salesforce and pipeline management
· Lead, contact and prospect management
CRM for marketing
CRM can provide both marketing and sales functionality within their own operational requirements; but should also enable better collaboration and transparency between teams; putting the lead, prospect and customer at the heart of the CRM strategy.Marketing teams can be supported in lead generation efforts, planning and executing multi-channel marketing campaigns, segment audiences, deliver targeted messaging at the right time, analyse marketing spend ROI and carry out best practice testing efficiently. Marketing functionality within a CRM system review should include:
· Database management
· Social media engagement
CRM for customer service
Customer service teams need to be able to deliver a positive customer experience and to do this they need to be supported by a CRM system that gives them a good record of past customer contacts, support enquiries, technical incidents and product history.Customer service operators need to handle calls, emails and social/web enquiries quickly and to the satisfaction of the customer; but also keeping to service KPIs such as response times, resolution percentages and SLA adherence. A CRM system should provide a 360 degree view of the customer and support operatives with information they need at their fingertips so they can resolve issues and handle queries efficiently.When considering CRM functionality for customer service, organisations should review:
· Customer service and contact management
· Knowledge sharing and document management
· Computer Telephony Integration (CTI)
· SLA and contract management
· Social listening integration
What is xRM?
In addition to those three core customer contact functions, CRM functionality is evolving to encompass other lines of business or simply extending its reach across teams to drive productivity and efficiency. Some examples of this additional CRM functionality includes:
· Products, pricing and catalogue management
· Project and contract management for professional services
· Human resource management
· Service and field engineer management
CRM for business intelligence
A CRM dashboard provides managers with an "at a glance" snapshot of company performance and the various functions in one place.  Because of the reach of CRM, it can illustrate business intelligence in the areas of individual and team performance against KPIs, customer engagement and retention, support levels, audience profiling, sales pipeline, profitability, customer trends and product analysis. By bringing data collected together, a CRM will help in swift and informed decision making and surface information easily via alerts or traffic light systems so that management can identify issues or bottlenecks and more importantly resolve them in order to drive the business forward.When reviewing the business intelligence (BI) functionality within your CRM shortlist, you will need to cover the above CRM reporting capabilities and also ask about the future capabilities of BI for CRM, such as predictive analytics, big data or embedded BI.


VI. Discussion
 The system is very simple in design and to implement. The system requires Very low system resources and the system will work in almost all Configurations.
[bookmark: _Int_NTDaTzS2]Customer Relationship Management (CRM) in a very broad way can be defined as the efforts made towards creating, developing, and maintaining a healthy and long-lasting relationship with the customers using technology. This tutorial is an introductory guide to CRM that touches upon various topics such as understanding 21st century customers and managing them, building value for them, CRM software, and future trends in CRM.
 Security of data. 
Ensure data accuracies. 
Administrator controls the entire system. 
Reduce the damages of the machines.
 Minimize manual data entry. Greater efficiency. 
User friendly and interactive. 
Minimum time require.                                           
V. Conclusion
The latest study has tested the scope of CRM by defining the key indicators that impact customer satisfaction and loyalty relationships. The company's overall aim is to please consumers with the products and services delivered. Organizations will make use of CRM and related technology to collect and analyze large numbers of customer information with more engaging customers and businesses. The benefit of b is a company that successfully uses customer data and personal information services. Yet businesses must also take note that CRM is a multifaceted and dynamic trend that is powered by various factors and has to be technologically proactive to find the right balance between privacy rights or economic consequences. Customers depend on every business's success and the pulse of every company must be identified. CRM solutions in the banking industry are required for the changes in the financial market, consumer expectations, and actions and for the greater implementation of modern technologies.CRM thus constitutes a key factor in the achievement of business success for industry sustainability when it comes to traditional banking in a contemporary context.
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