V manazerské praxi stale pfetrvavaji pro-
blémy koordinace dilCich oblasti podnikové-
pak patfi nizka uroven koordinace marketin-
govych a logistickych aktivit pfesto, ze sama
podstata marketingové a logistické teorie
uzkou spolupraci vyzaduje. Pfipomerime na
Uvod jen velmi pragmatickou formulaci hlav-
ni funkce téchto dvou nejvyznamnéjsich sou-
Casti managementu:

B |ogistika je zaméfena na efektivni zabez-
peceni vSéech pozadavkl a prani zakaz-
nikl na konkurenceschopné urovni, tedy
nakup surovin, fizeni vyroby polotovart,
dilt a hotovych vyrobkd a jejich distribuci
zakaznikdm prostrednictvim efektivniho
fizeni materialovych tokd v uplném do-
davatelském fetézci implementaci mo-
dernich logistickych technologii.
Marketing je koncentrovan na identifikaci
a ziskani poptavky ve stejném dodava-
telském Fetézci prostrednictvim analyzy
trhu, efektivni komunikace se zakazni-
ky, realizace prodejnich aktivit, ucinné
cenové politiky a finanénich pobidek,
vybéru a realizace Gc¢innych nastrojd pro
podporu prodeje aj.

Pric¢inam jistého oddéleni marketingu a lo-
gistiky na teoretické Urovni a zejména v ma-
nazerské praxi a jejiho vlivu na podnikani

B  Charakteristika CRM

firem jsme vénovali pozornost napf. v (2). Ci-
lem stati je ukazat na pfikladu moderniho
marketingového konceptu fizeni vztahu se
zakazniky CRM (Customer Relationship Ma-
nagement) nezbytnost integrace marketingo-
vych a logistickych aktivit pro jeji uspéch
v prostiedi dodavatelskych fetézcli. Absen-
ce ucinnych logistickych metod fizeni je pod-
le studii nékterych analyz jednou z pficin
neuspéchu aplikace CRM. Pro podporu CRM
je nabizena fada nakladnych softwarovych
produktt. Reklamni slogany dodavatel( sli-
bujici, Ze implementace nabizenych CRM
produktl ,,zbavi organizaci nelukrativnich za-
kaznik( a ziska ty, ktefi pfinesou spole¢nos-
ti vysokeé zisky“ je pro potencialni uzivatele
velmi lakava, uvazime-li, jak je obtizné nové
zakazniky ziskat. Bohuzel se ukazuje, ze im-
plementace téchto systém mlze byt nebez-
pecna a mnohdy nepfinese oCekavané
efekty. Gartner Group USA uvedla na zakla-
dé rozsahlého Setfeni, ze 55 % CRM reali-
zovanych projektd nepfineslo ocekavané
vysledky, ze mezi 25 manazerskymi nastroji
zaujal CRM posledni mista v hodnotici Ska-
le a ,,ze 451 manazer( kazdy ¢tvrty uved|, ze
aplikace SW CRM produktu nejenze nepfi-
nesla rlst zisku, ale dokonce vazné narusila
dlouhodobé vztahy se zakazniky” (1).

Pric¢iny takovych vysledki
Jjsou v soucasné dobé dobre
znamy a miZeme je struc¢né
rozdélit do ¢tyr oblasti:

B [mplementujeme CRM software bez vy-
tvofeni U¢inné zakaznické strategie. Mohli
bychom takovou situaci pfirovnat k po-
stupu, kdy bychom zagali stavét dim bez
planu.

B Zavedeni CRM bez realizace potfebnych
zmén procesU a pripadné restrukturaliza-
ce dodavatelského fetézce. Analyza pfi-
¢in selhani u netuspésnych projektl uka-
zala, ze 87 % z nich bylo zpUsobeno
uvedenymi davody, 4 % zavinily softwa-
rové chyby a jen 1 % Spatné doporuceni
— stejna chyba jako snaha vymalovat zed,
ktera jesté nestoji.

B Presvédceni, Ze aplikace CRM software
je jedinou cestou, jak zlepsit vztahy se
zakazniky. Jde o stejny nesmysl, jako tvr-
dit, ze z Prahy do Brna Ize uspésné dojet
jen po silnici.

B Vyuzivani CRM software pouze pro mo-
nitorovani zakaznik( a ne k jejich aktiv-
nimu ovliviiovani — stejné nedspésné
pravdépodobné dopadne muz, ktery si
mysli, ze ziska objekt své lasky pouhymi
touzebnymi pohledy na svou vyvolenou.

Identifikace pro spole¢nost efektivnich zakaznik

Analyza postaveni spolecnosti u zakaznika napf. pomoci
podilu spole¢nosti na vydajich zakaznika

Kvantifikace nakladd spojenych s obsluhovanim zakaznikd,
zejména na podporu prodeje, nakladd na distribuci aj.

Ziskej nejlepsi zakazniky

On-line nakladova a vynosova analyza soucasnych
zakazniku
Predvidani a vyhledavani lukrativnich zakaznik(

Navrh a vytvoreni
nejlepsich procesu
a systému jejich fizeni

Trvaly monitoring
zakaznikl

Analyza pficin

Navrh nejlepsich distribuénich cest vyrobkl a sluzeb
Vybér nejlepsich partnerd v dodavatelském retézci
Vytvofeni win-win alianci v dodavatelském fetézci
Vyvoj zdatnosti v poskytovani kvalitnich sluzeb

m Pro¢ ztraci organizace zakazniky
m Co délaji konkurenti, aby ziskali zakazniky organizace

Implementace adekvatnich a efektivnéjsich
logistickych technologii v fizeni materialovych tok
v dodavatelském fetézci

Rychlejsi vyjednavani a odezva na zmény

pozadavki v fetézci

On-line informacni toky v fetézci, implementace EDI'
Vyuziti 3PL, 4PL partneru pfi koordinaci aktivit

v dodavatelském retézci

Implementace metod sledovani konkurenceschopné

m Jak ziskavame zakazniky zpét
Vytvoreni identifikatord pro monitorovani ztraty zakaznika

" EDI Electronic Data Interchange

urovné sluzeb
Monitoring ztrat zakaznikd



narketingu a

Druha skupina pficin neuspéchu imple-
mentace CRM software bude predmétem
naseho z4jmu, protoze jednoznacné& doku-
mentuje nezbytnost integrace moderni logis-
tiky v tomto novém marketingovém konceptu.

Koncepce CRM

V literatufe Ize najit velké mnozstvi charak-
teristik, definici CRM, z posledni doby napf.
[Peppers, Rogers 2004], [Best 2005] apod.
Vzhledem k zaméreni nasi stati na vztah mezi
CRM a logistickymi technologiemi, pfesnéji
mezi CRM a systémy fizeni dodavatelskych
fetézcl, protoze podle moderniho pojeti je
logistika strategické fizeni Uplného dodava-
telského fetézce, jsou vSak dostupné formu-
lace v pfili§ obecné poloze. V tabulce jsme
se proto pokusili o velmi pragmatickou cha-
rakteristiku CRM:

Uvedeny prehled zakladnich cild CRM,
aktivit, které je tfeba pro Uspésné fizeni vzta-
hu se zakazniky realizovat, a dostupnych
metod pouzitelnych pro podporu CRM nas
utvrzuje v presvédceni, ze bez vybéru nej-
lepSich metod, technologii, pfipadného rein-
geneeringu a navrhu novych procesu v fizeni
materialovych tok( a tokl informaci v doda-
vatelském fetézci nemlze byt implementa-
ce managementu vztahl se zakazniky
Uspésna!

logistiky (1)

V pfistim Cisle pfineseme dokonceni ¢lan-
ku, které se zaméfuje na fizeni dodavatel-
skych fetézcl a koncept fizeni vztahl se
zakazniky, zejména pak obecné filosofii
a systému Fizeni firmy JiT (Just in Time),
KANBAN systému fizeni materidlovych toku
a dal$im metodam.
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H CRM Environment -
Space for

Integration of
Logistics and

Marketing (1)

Introduction

The managerial practice continues to tuss-
le with problems of co-ordination of enterpri-
se management sub-areas. The most
substantial is the low level of co-ordination
of marketing and logistic activities, despite
the fact that close co-operation is required
by the mere essence of marketing and logis-
tic theory. To start, let us mention just a very
pragmatic formulation of the main function
of these two basic parts of management:

W Logistics is concerned with effective satis-
faction of all customer needs and require-
ments on the competitive level, which me-
ans purchasing of materials, management
of production of semi-finished products,
parts and finished products and their sub-
sequent distribution to customers by me-
ans of efficient material flow management
along the entire supply chain and applicati-
on of modern logistic technologies.

B Marketing activities focus on demand identi-
fication and obtaining in the same supply chain
by means of market analysis, effective custo-
mer communication, sales promotion, effecti-
ve pricing policy and financing incentives,
selection and implementation of effective sa-
les support tools etc.

The reasons behind a certain detachment
of marketing and logistics on the theoretical
level and especially in managerial practice,
and its influence on the business practice
have been discussed for instance in (2). The
goal of this paper is to show — on the exam-
ple of a modern marketing concept of custo-
mer relationship management (CRM) — the
necessity of marketing and logistics integra-
tion for its success in the supply chain envi-
ronment. According to certain studies,
absence of effective logistic managerial me-
thods is one of reasons for a failure of a CRM
application. Many costly CRM support soft-
ware products are offered on the market. The
advertising claims of suppliers promise that
implementation of the offered CMR produ-
cts ,will rid organisations of customers that
do not bring profit and attract those who bring
high profits“ are quite seductive to potential
users if we remember how difficult it is to win
new customers. Unfortunately, it has turned
out that implementation of those systems can
be risky and unsuccessful. A complex sur-
vey of Gartner Group USA has shown that
55 % implemented CRM projects have not
produced the expected results, that CMR has
been rated as the worst out of 25 manage-
rial tools and ,every fourth out of 451 mana-
gers said that that application of a CRM
software product not only failed to deliver in-
creased profit, but even impaired long-term
customer relationships.” (1). The reasons for



the results are well-known at present and we
can briefly divide them into four areas:

B CRM software is implemented without an
effective customer strategy being develo-
ped. We could compare the situation with
building a house without a design.

CRM implementation without necessary re-
engineering of processes and potential re-
structuring of the supply chain. An analysis
of unsuccessful projects has shown that
87 % of them failed for the above mentio-
ned reasons and only 4 % failures were cau-
sed by software errors and 1 % by bad re-
commendation — the same mistake as trying
to paint a wall before it is constructed.
Belief that application of CRM SW is the only
way of customer relationship improvement.
It is the same nonsense as saying that you
can get from Prague to Brno only by car.
Using of CRM only for monitoring of custo-
mers and not for active influencing of cus-
tomers — you will fail similarly to a man who
thinks he will win his beloved woman only
by longing looks.

We will focus on the second group of rea-
sons standing behind failures of CRM software
implementation, because it clearly documents
the necessity of integration of modern logistics
into this modern marketing concept.

CRM concept

In the literature we may find many characte-
ristics and definitions of CRM, recently for in-
stance in [Peppers, Rogers 2004], [Best 20095],
etc. Considering the focus of our paper on the
relationship between CRM and logistic techno-
logy, more specifically between CMR and sup-
ply chain management systems because in the
modern concept logistics is strategic manage-

B CRM Characteristics

ment of the entire supply chain, the available formulations are too general. For that reason we have
attempted to provide very pragmatic characteristics of CMR:

The above mentioned overview of the basis CRM goals and activities that need to be perfor-
med to manage customer relationships successfully, and available methods applicable to CRM
support confirms our belief that implementation of a customer relationship management sys-
tem cannot succeed unless the best methods and technologies are chosen, respectively new
material flow management and information management processes are reengineered in the
supply chain!

We will finish the article in the next issue. The next part will deal with supply chain management
and the concept of customer relationship management, particularly the general philosophy and the
JiT management system, the KANBAN system of material flow management and other methods.
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Win the best customers

Identification of customers effective for the company
Analysis of the company's position from
the customer's point of view, e.g. based on

On-line cost and revenues analysis of current
customers
Forecasting and targeting of profitable customers

the company's share in customer's expenses
Quantification of customer services related
costs, mainly sales support, distribution costs, etc.

Design and
development of
best processes and
their management

Continuous
customers monitoring

Design of best distribution channels for products
and services
Selection of best partners in the supply chain
Creation of win-win alliances in the supply chain
possibilities in terms of provision of products
Improvement of quality service provision skills

Analysis of reasons
= why the organisation loses customers
= what do your competitors do to win your customers

Implementation of better and more effective logistic
technologies in supply chain material flow management
Faster negotiations and reaction to changes in demands
in the supply chain

On-line information flows in the supply chain,
implementation of EDI'

Use of 3PL, 4PL partners for co-ordination

of activities in the supply chain

Implementation of competitive service level
monitoring methods
Monitoring of customer loss

= how you win customers back

Creation of identifiers for customer loss monitoring

" EDI Electronic Data Interchange



