JISTEM Revista de Gestdo da Tecnologia e Sistema¥atenacédo
Journal of Information Systems and Technology Manant

Vol. 8, No. 1, 2011p. 87-108

ISSN online: 1807-1775

DOI: 10.4301/S1807-17752011000100005

CRM ASA SUPPORT FOR KNOWLEDGE MANAGEMENT AND
CUSTOMER RELATIONSHIP

Silvana Toriani

University of Southern Santa Catarina, Brazil
Maria Terezinha Angeloni

Pierre Mendés France University, France

ABSTRACT
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of KM, IT, and Relationship Marketing. Our surveges a descriptive approach, in
which data is gathered by means of content anatyssemi-structured interviews. The
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1. INTRODUCTION

In Brazil, the opening of borders and the procesglabalization have more
effectively happened since 1990, when the fiergapmtition and the constant changes
meant that organizations had to adopt new fornmafagement. The changes that have
contributed to the organizational development eragziea the importance of the human
element in the organization: it is the passage filmensecond to the third wave, cited by
Toffler (1980), i.e. from the industrial wave tavave of information and knowledge.

In the second wave, the competitive advantage voéaireed by means of the
location and access to cheap labor, natural reesumed the financial capital, and in the
third one, the management of information and kndgde the use of Information
Technology and the relationship with the custormer@nsidered important factors in
organizational performance and they result in olitgi a competitive advantage.

Vera and Crossan (2005), besides addressing howvlédge becomes a
sustainable competitive advantage, they study tfeeess by which it is created,
developed, stored and transferred in a constanke cgt processing of data into
information and information into knowledge accoglio Smit and Talamo (2007).

Therefore, managing knowledge and relating to ecusts seeking their loyalty
have become one of the prerogatives for the org#orrs that want to survive the
competition. It is notably observed that comparaes faced with the challenge of
competing in a world where knowledge adds valuerianizations being considered by
Wiig (1997), Hansen, Nohria and Tierney, (1999) tlas fourth factor of production,
with superior pertinence to traditional land, labad capital.

Based on the foregoing, this study seeks to exanfigerole of CRM as a
support for Knowledge Management and to develogteggies of relationship with the
customer, based on the assumption that they aeendeing factors for organizations
that wish to have quality and fast delivery of prog and services to
customers. Consequently it is necessary to know 6&M can be used to generate
knowledge and to support strategies of customatiogiship.

To achieve the proposed objective, the article igictured from this
introduction, followed by theoretical assumptionsatt underlie the study, the
methodology and data analysis. In the final consiitens, the main results and
reflections on the study are presented.

2. THEORETICAL FRAMEWORK

The study is supported on three theoretical fouadst Knowledge
Management-KM, Technologies Customer Relationsai Relationship Marketing-
RM.
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2.1 CRM as a knowledge management support

Knowledge Management (KM) is not considered as\wa pectice by authors
such as Hansen, Nohria and Tierney (1999). For tmaw is the "aware" practice of
Knowledge Management in organizations. Davenpod RBrusak (1998) also believe
that, even before this subject matter became comlaoc®, good managers already
valued the experience and the know-how of their leyges, that is, their
knowledge. According to Sveiby (1998, p. 3), "Knedde Management is no longer a
fashion of operational efficiency. It is part ofetltorporate strategy ", which leads to
think about Knowledge Management as a strategy.

The interest in KM has generated countless scierdiid practical work. They
can be classified into two approaches, the funatisnhand the interpretative. The first
approach emphasizes the explicit knowledge, trgatinas a manageable "object"
(Dhaliwal; Benbasat, 1996; Gregor, Benbasat, 19%hao; Kumar; Stohr,
2001). The authors dealing with Knowledge Managdéman the functionalist
perspective aim to create ways to disseminate apdnel the knowledge from the
support of different technologies (Easterby-Smitlyles, 2005). The second approach
emphasizes the tacit knowledge, treating it as racgss"” (George; lacono; Kling,
1995; Schultze; Boland, 2000; Stenmark, 200bn YXrogh; Ichip; Nonaka, 2001,
Alvarenga Neto, 2010; Cassapo, 2009).

The authors dealing with KM in an interpretativergpective must focus on
people and consequently in building an environnoénteraction between individuals
through the creation of "Ba", which can be intetpdeaccording to Nonaka and Konno
(1998) as space, or context, shared for new relstips.

Therefore, when speaking about Knowledge Managerttesre are the two
types, the explicit and the tacit, considered byaRg (1998) as parts of a cycle in
which the person gets explicit knowledge, incorpesaand uses it such as tacit, and
generates new explicit knowledge, which can be rdlesbby another person.

Based on the assumption that the creation of kray@eoccurs through
interaction of tacit knowledge with the explicitohaka and Takeuchi (1997) postulated
four modes of conversion of knowledge into a bussnereating what he termed as
"spiral of knowledge". The modes are: socializat{nom tacit to tacit); outsourcing
(from tacit to explicit); combination (from explidio explicit); and internalization (from
explicit to tacit).

Aiming to support the spiral of knowledge, Rodrigug Rodriguez (2002, p.
122) present some technologies related to modesmyersion of knowledge as in table
1.
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From: Socialization Externalization

Tacit Knowledge Knowledge maps Groupware

Workflow

Intelligent  bases  of
Knowledge

CRM

From: Internalization Combination
Explicit * Innovation support CRM
Knowledge tools Intranet
Electronic Management
of Documents
Business Intelligence

Table 1 — Knowledge training
Source: Rodriguez y Rodriguez (2002, p. 122)

Analyzing the frame, we can observe the presenc€RM as a technology
support to the outsourcing of knowledge, which barexemplified by the explicitation
of tacit knowledge about customers and the persba i& just in the minds of the
employees who have contact with them. As CRM is grew, knowledge becomes
explicit and may be used by other industries or leyges who require data and
information about the customer.

CRM also supports the combination of explicit knedde, because an explicit
knowledge can be used in conjunction with otherieitgknowledge such as rules or
standards of the company in dealings with custopmarmber of contacts, operations,
purchased products, etc., forming new knowledge.

Therefore, one can conclude that CRM supports twm$ of conversion of
knowledge presented by Nonaka and Takeuchi (19&Mely the outsourcing and the
combination.

All the arguments presented so far have the godétoonstrate the dynamics of
the transformation of supplied or made availablia dy the technological CRM tool in
information and knowledge that could be used byaoizations. This will become a
benefit as a whole only when the technologicaldak used to the fullest and when
knowledge is transformed from tacit into explicihda vice versa, disseminated,
transferred, shared and applied to organizatioctatifies.

2 .2 CRM-information technologiesto support customer management

Contemporary management models have been benéfitiedthe development
of Information Technology. Among the many changéered by the technological
progress is the development and improvement obdats on customers. Improvement
because you can search, in the recent past, maragenactices carried out manually,
through notebooks, binders, and request blockstukately there are a variety of
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technologies and software to manage the relatipnghih customers and Zenone
(2010) highlights that CRM is not exclusively a heology, or "just a software
application”, noting that the technology is impattéo enable the deployment of CRM
but it does not guarantee success or failure oflamentation.

In the same sense, Richers (2000, p. 105) condidar<RM extends beyond a
technology. To the author, CRM is a business gyatdesigned to increase the
profitability and the company's revenue through ithereased level of satisfaction of
those who use the goods and services marketed'by it

Gummesson (2009, p. 23) states that "CRM are theesand strategies of MR-
with special emphasis on the relationship betwelea tustomer and supplier-
transformed into practical application and depehdenhuman action and Information
Technology."

Scott (2001, p. 2) adds,

CRM is a business strategy focused on the undelisigmnd anticipating the needs of present
and future customers of a company. From a techgologrspective, it involves capturing
customer data throughout the enterprise, conselidall data captured internally and externally
in a central database, analyzes the consolidatad diatributes the results of such an analysis to
the various points of customer contact and usesifarmation by interacting with the customer
through any point of contact with the company.

The inputs to the implementation of this strateggused on the customer are the
transformation of data into information managementh a process was facilitated by
the development of Information Technologies. Undeis perspective, CRM is a
process that searches for customer data and trarstbem into relevant and up-to-date
information to support relationships, generatingwledge.

Teixeira (2003) states that the key point of edindy is the use and integration
of knowledge and relationship models (CRM, BI — iBass Intelligence, and KM —
Knowledge Management) that give companies valuialidemation and guide decision-
making and strategic settings by providing timelyd aaccurate information about
customers’ consumption habits. This is one of tkasons why CRM should be
integrated into all actions of the company, prawgithe costumer with agility and
reliability.

CRM is not a product or service, i.e. it does mindpprofits directly; it serves as
a business strategy to manage the relationship tiwéhcustomer in the search for the
maintenance and retention of the relatioship, gdimg long-term and indirect
results. For this strategy to be successful, aaogrtb Norris and Hurley (2001), the
company must take into account a set of variallesause its implementation requires
skilled people, well-defined processes, culturahrdes and new attitudes from the
employees with regard to the data supply in theesysKotler and Armstrong (2007)
add that CRM should involve the management of tetanformation about customers.
For the implementation of CRM, Peppers and Roge@®X, p. 28-31) propose four
steps. The first consists in identifying each costoby the company, as a prerequisite,
since each customer requires a different type latiomship.Thus, the acquisition of
customer knowledge to start a relationship becaomeerative. The second consists of
the differentiation of customers by value and bgdse The purpose of differentiation is
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to identify customers of most value (CMV) and witte costumers of most potential
(CMP), to develop a long-term relationship with theore profitable ones. As for

interaction, the third stage occurs after the idieation of the CMVs and the

CMPs. The fourth and last step is customizatioterAdetting the data in relation to the
needs of customers, it is up to the company toocuige the services and products
offered.

The four steps to CRM implementation demonstrageirtiportance of knowing
the customer, to distinguish them better to meetr theeds, to interact to create a
relationship with them and to customize producgsyises and the care to retain the
costumer. This model of CRM implementation is casgland enables the companies
to contemplate the customer holistically.

For Peppers and Rogers (2000, 2001), companiesisssndepending on their
needs, one or more types of CRM. Operational CRRhasapplication of Information
Technology to improve the efficiency of companytounser relationship, and it should
include the integration of back office with mobde virtual office. Collaborative CRM
covers the main forms of contact with the custowfeall areas of the company. The
forms of contact must be prepared to ensure thguade flow of data across the
organization. Analytical CRM is the source of &létprocess’ intelligence, being used
to adjust the strategies of differentiation of oumsérs, as well as for the monitoring of
their habits. It uses analysis tools, data minergl analytic reports that have as data
source the data warehouse. The concept of datahwwse arose from the need to
integrate business data spread across differertfoptes and operating system
environments to make them accessible to all detisiaking levels users (FELISONI,
2004, p. 97). For Stone, Woodcock, and Machtyngéf1, p. 228), "Data warehouse
and data mining are not purposes themselves, lidérse to support the development
of strategies and more competitive operations ".

Based on the types of CRM and the concept of ceiemodes of knowledge
in organizations, operational CRM aims to captawgt tcustomer data, which implies in
its outsourcing of the organization. Currently, dlegiven data will be analyzed by
analytical CRM, combining them with other existidgta in the organization. From this
systematization, there is the need to socializentbg the Organization, through the
Collaborative CRM.

Finally, after their socialization, this knowledigeinternalized reaching its competitive
differentiator. The primary goal of the adoptiontbfee types of CRM in an integrated
way is to streamline and optimize business prosessawever, to be aligned with
CRM it is necessary that the center of the dataahbé the customer and not the
product, as in conventional processes and until mewailing within organizations.

2.3. Relationship marketing

The companies’ relationship with their customers bained importance in the
world business. The trend in the*2dentury, according to Boone & Kurtz (1998) and
Rapp & Collins (1996), is that the company underdsathe need of its customer and
manage the relationship, what to Bretzke (2000)mséeare and caring" relationship.
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Relationship Marketing according to Dias (2003aistrategy that aims to build
a lasting relationship between customer and suppliased on trust, collaboration,
commitment, partnership, investment and mutual fisperesulting in returning
optimization to the company and its customers.

For Schultz, Tannenbaum and Lauterborn (1994)esithe companies and
customers learn more with each other through variberms of interplay and
communication systems, the integration of marketingmmunications occurs
naturally. Individualized marketing communicatianthe key factor in the relationship
between the customer and the organization, sihtigisiprocess fails, the customer will
certainly cut this link.

Contemporary organizations prioritize best managem practices and
communication to optimize the relationship with tousers. This form of desired
relationship transcends the simple relationship ketarg and aims to know the
customer fully to meet their needs, expectatiomstarestablish lasting bonds.

Kotler & Armstrong (2007) highlight the importanoé continued involvement
of members of the organization with each of its@oeers and in particular with the best
customers in order to serve them with excellenoecambining, according to Rapp and
Collins (1996), with short-term thinking.

According to the authors, years of work can betrdged in a moment by
organizations with immediate vision. Kotler and Atnong (2007) stress that building
lasting relationships is the key to the creatiosgberior values and satisfaction for the
customer, and satisfied customers are more likelyetome loyal customers. Mckenna
(1993) supports this argument and adds that cigeatihd and lasting relationships is an
arduous task, difficult to maintain in a world whadhe customer has so many options
that a personal relationship is the only way tgpkéireem loyal.

Lovelock (2005, p. 150) considers loyalty as altwtary decision of a customer
to continue supporting a specific company duringeatended period.” However, this
loyalty, according to the author, cannot be tal@rgfanted, because the customer only
remains loyal to the company while he thinks thaishgetting the best price in relation
to quality, otherwise he will be open to changeptieps; but, for Zenone (2010), if the
company creates intimacy with the customer and lsnlovw deeply, the tendency is the
unwillingness to seek new suppliers.

D'Angelo, Schneider and Laran (2006) emphasiz¢ fbia the adoption of
Relationship Marketing, the Company must be matiuie, of ideals and commitment
to certain principles that are regarded as fundamhém the business success, as part of
its plan of action, and then it will engage in cbiog and format the resources needed
for the MR implementation. The authors highlight tmportance of a customer-
focused culture, which is complemented by Zenon@l@® by highlighting the
relevance of variables, processes, people and dbxfias focused on Customer
Relationship Management, making MR a style of ddinginess.

Thus, it is up to the marketing strategist, toirefstrategies based on the
analysis of these variables, for which the expetdegets are effectively met. The ideal
situation is that companies that get support froenrelationship with the customer as a
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business strategy and that use both technologamb tsuch as CRM go without

neglecting the importance of empowering peoples®e generating knowledge and act
strategically to maintain and build lasting relasbips. Talking about relationship is the
same as talking about loyalty, which consists digachallenge for organizations, but
the biggest challenge is to succeed to apply tleeseepts and gain competitive
advantage.

3. SURVEY RESEARCH METHOD

The reasearcher needs a method as a guide to mesfoentific research, which
must indicate the steps to be followed in the pssce

This survey is characterized as a case study avitlescriptive main focus. For
Franco (1986) and Godoy (1995), a case study isatetl when you want to portray a
certain situation or unit and, subsequently, to enak analysis of this situation. In this
survey, the unit to be studied is an Informatiorchr®logy Company, located in
Floriandpolis, Brazil.

Sellitz (1987) classifies the survey research aling to the type of knowledge
that can be achieved depending on the object toinbestigated: exploratory,
descriptive, and causal. The descriptive model ursélde study provides a preliminary
knowledge base and aims to describe the chardaterns the object, seeking to list and
explain what was really found.

The sample is composed of the President, threee WHoesidents and the
subordinates of the Vice Presidency of Commerciarkdting (three directors, three
managers, and three supervisors) in a total otHiBden) respondents who account for
15 (fifteen) positions, because the President edports to a Vice President and the
Vice President of Business Marketing reports tooarl of Directors. Both occupy two
positions of different levels. The definition ofetlsample was intentional and involved
all offices that participate in strategic decisimaking within the company and the
directors, managers and supervisors who take chrtheo customer. According to
Richardson (1989), the intentional sample is onevinch participants are selected
according to certain characteristics provided by tbsearcher, as in the case of this
study.

The primary data were collected through semi stired interviews and direct
observation and secondary data through documentagcords, files, databases, and
bibliographic research. The interviews were recdrdad performed in August and
September 2008. After transcription, they passedutih content analysis, which
according to Bardin (1979) cannot be based on antexodel, following some rules of
interpretation of different directions in the acotai
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4. DATA ANALYSIS

Company characterization - the study was condudgtedan Information
Technology Company, founded in 1977. The headefficated in Floriandpolis in the
State of Santa Catarina, focuses its activities noanufacturing and developing
telecommunications solutions through 100% natidngth-tech.

It counts with the presence of 498 employees, lndrw 334 (three hundred and
thirty four) perform their activities in the haedfice and the other employees are in
regional offices located in Sdo Paulo and RibeR&eto, in the State of Sdo Paulo, Rio
de Janeiro,in the State of Rio de Janeiro, Brasifiaderal District, Recife, in the State
of Pernambuco, Curitiba, in the State of ParanatoPAlegre, in the State of Rio
Grande do Sul, and S&o José, in the State of Eatéaina.

The commercial and marketing Vice Presidency isaratterized by a
conglomerate of diverse knowledge, such as techeiqaertise, commercial, legal and
administrative, and mainly data about customersg@icerate these findings, the team
uses a variety of information provided by varioesters within the organization itself,
regional offices and affiliates, in addition to tti@tabase about customers. The database
about customers is a multifunctional system, call&dO, developed by the company.
TICO can be characterized as a large database @hegstomer information is stored.
TICO structure is composed by sub-systems, as sihoWwigure 1.

SUP - SSC - SAT - ACL

Application

Database <€————>

Costumer’s Unigue Viewpoint

cco / EMS

Application Application

Figure 1 — Presentation of TICO and Informationhrextogy Company subsystems
Source: Company documents

SUP: Technical support management.
ACL: Customer monitoring.
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SSC: Call service center support.

SAT: Technical assistance service.

CCO: Commercial contracts.

EMS: Costumer’s personal and financial data.

The system was developed to meet the needs ol#iteraer service in light of
the particularity of marketed products and servicEBe company does not sell
commodities, it sells a tailored communication solu therefore, it needs an effective
and complete database on the customer. To endiaeility and perfect functioning of
that system, all employees have passwords and toguecess subsystems in which all
daily activities related to the customer are reedrd

After the characterization of the company studaed the presentation of the
relationship with the customer, we pass on to ésealts of the goals aimed at.

The first of the specific objectives of this studyms to understand the usage of
CRM in customer relationship management.”

In order to answer it respondents were questioneoutawhat customer
relationship technological tool the company uses:

V1 - Yes, it has been 10 years of investment ia thol that is fantastic and TICO that
was built for us.

V2 — (....) we are currently upgrading the systematlapt it as business as needs
increase.

D3 - The information about the customer are in T)&s is our CRM.

G3 - The Company works with its own software callelCO developed by the
company's analysts. TICO is a melting pot of cugidsnnformation.

Based on data we can infer that the company hastadlogical tool called
TICO, developed by the company itself and that @aost all the customers’
data. Recalling everything that was substantiatgdCRM, we can affirm that the
studied company has a technology base that addrdsseustomer with the concept of
Cruz (1998) that calls CRM computerized technolsggport for cooperative work.

What was substantiated as an ideal CRM is not mnhave a technological tool
for data storage, but to have the database tofiesgiee relationship with the customer.

Respondents were asked about the use of CRM, andjaw the following
answers:

V4 - We use TICO whenever we need to have contabteustomers; in the customer
base we have all the contact with the customerbether they called or whether the
after-sales service contacted them. The after-ssdesetimes identifies new needs
solutions that end up generating new business (...)

G2 - TICO is used to meet customer demands, aslveustom solutions, our system
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has more than just the function of accumulatingamusr’s point; it is the database that
develops new solutions for the customer.

S3 - This is our system where any activity, anyordcany action to be done, | have
everything within that system (. ..)

The answers to this question demonstrate agreemwiémtconcepts of Pepper
and Rogers (2001) who claim that when focus is e dustomer, each customer is
unique and as such the customer needs to be déaltindividual and two-way
communications.

Respondents were asked aboutAs for the type oftbataare obtained by means
of the tool, we got these answers:

V4 - On TICO | got everything that happened with tustomer, from the moment they
were potential customers to the moment they be@atual customers, | have the whole
history, all contacts, financial situation, | knoiv | can offer a new solution ...
everything.

D2 - When you enter into the customers’ environnmeamrything is there, the strategic
importance for the company, the frequency valuearfcial situation, customer
satisfaction, all the history that they have hathwis, all of the contacts they have had
with us, contracts (...)

It is noticeable the importance of the system takwino the company, the type of
business suggests the personalized service toncestoTICO is the system used by the
Company in relationship with the customers and ijoless data on them, such as type,
value, length of contract, service requests, te@inassistance, etc. Ultimately, all
customer data are in the system and developertheseaccording to the activities, the
position and the type of action they perform. Tke of the system is effective while it
is accessible to employees; Bretzke (2000) says ithia strategy in the globalized
economy where individual relationships with custosrege critical to the survival of the
organizations.

Respondents were asked about how frequently thep@oynuses the customer’'s
relationship data, and the answers were:

V2 - At all times, it is very difficult to think ofdeveloping new solutions without
thinking of the customers, today we are very mueargd to anticipate customer needs
to maintain the current and conquer new ones.

G2 - Our vision is that CRM customizes customelrises, so it is used daily;
everything that is done depends on the acces® teydtem.

S3 - Everyday, in any action that you are goingniake you need to extract some
information about the customers whether it is &néal analysis for system expansion,
or seeking their whole technical history. At thea¢i to do a maintenance contract you
have to check additives, all information that isrthis used daily.

The relationship tool is used daily, as describeava, the company works with
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customized products and services that require @ gastomer database which is used
daily in all actions related to them.

The media used in relationship with customers are:

V2 - We have direct channels, such as e-mail, pls@neice, and voip. We also go to
fairs, send materials by post, and other ways ofirnanication, like MSN, and the
important thing is to maintain communication wikie tcustomer.

D3 - We use e-mail, phone, contracts go by madj,cind voip.
G3 - Miscellaneous, voip, email, phone, and dicecttact.
S3 - There are several types, | use the teleplemail, and voip.

This question sought to understand what happensotomunication with
customers to understand if there is an effective alSCRM and concluded that the
company uses various channels for direct contatt thve customer, which is something
very positive, according to the concept of Swifd@2), who suggests that the company
should have as an objective to increase the opmtds of direct access with the
customers.

Respondents were asked if the company believes ttiattool provides
competitive advantage and we got the following aarsw

V3 - We would not have different services we if did not have TICO; it helps a lot to
provide distinctive services to customers, which 8iper advantage.

D2 - No doubt, TICO is very useful for customere;aand when we take good care of
the customer it is possible to gain competitiveaadages.

G2 -The system gives us an advantage as it allene make customers become loyal
through personalized and distinctive attention.

S3 - | think so, because with the information thEEO provides we are able to do a lot,
so if well used we can get some advantages.

In relation to the use of the CRM tool for a conipet advantage in the
marketplace, most respondents stated: “Yes, tHeptovides a competitive advantage,
because it allows us to have a personalized arhatise customer who generates a
good competitive advantage in today's fierce coitipet

Seeking to meet the first objective of “undersiagdthe use of CRM in the
customer relationship management processes”, Wezedhat the studied company's
information technology uses the concept of BretZR600), where the individual
relationship with customers is a priority. The c@np has developed a system that
meets the recommendations of Kotler and Keller §200where CRM is the
management of information about each customer,crgtott (2001), who states that
CRM involves capturing customer data throughoutethierprise.

By the results of the interviews it can be saiak tihe company uses, according
to Peppers and Rogers (2001), the operational CskMe inside TICO all data about
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customers are stored (contract type, payment &viSSC or SAT) as well as

collaborative CRM, because it is used by profesd®onwho have contact with the

customer (via telephone, e-mail, fax, among othémnsyeneral, one observes the use of
TICO as a fundamental tool for customer servicethasompany develops customized
products and services, and is also being used drglyuby employees who serve

customers.

To meet the second goal of the study that conefstshecking if the CRM data
are transformed into knowledge,” we asked if theadzbtained in the CRM tool are
shared by all sectors of the company; they replied:

V4 - In TICO there is customer data; the sharinglata depends on the access to and
processing capacity to obtain knowledge from dgstesn.

G3 - TICO is used by all sectors, but by levelsaofess through login and password,
the commercial sector, for example, can see eviegjtibut production cannot see the
price of the equipment. So for each manager an@doh employee there are levels of
access.

S3 - Yes, all people have access to the systenthbutrely on the login and password
to know what type of access.

Unanimously all respondents said that developeve laacess to the system, to
different levels of access depending on the posiiad the function they perform, what
allows us to infer evidences of practice of knowlkednanagement practices in the
enterprise, which is, according to Borghoff andeBahi (1998) and Von Krogh, Ichijj
and Nonaka (2001), the transformation of infornratioto knowledge through a social
and human process.

When enquired about the main shared data:

V3 - Each employee uses a type of data, for exanqulstomer service; the SAC
(Costumer Service) has access to all customernrd@don which allows it to provide a
distincitve and personalized service because thewkhe whole history (...)

G1 - It depends, everybody shares it by accessslemed even when someone does not
have access to certain information, this will regua justification of the service
manager.

S1- All data are in the system, when you do notehidne information in the system |

will get it from the people. Or when | do not haagcess to that information or | do not
know where the information is, because today within system everything is there as
long as you know how to navigate and obviously havegin and password for access
to do so (...)

Access to the data happens in different ways acupitt the perception of the
respondents; each person has an access type defiyedthe login and
password. Supported by Ruggles (1998), for whomarkshis transferring existing
knowledge to other parts of the Organization”, vem say that the company shares
knowledge, because the financial team has accespidatity and incoming calls
recorded in SSC or SAT and this knowledge is nergder granting or not a financial
benefit in the monthly fee, for example.
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When respondents were asked if the data of the @Wis transformed into
information and knowledge:

V2 - We use many data to generate information amaiMedge for decision making;
they are very useful and necessary for the admatish.

D1 - My team does it, not as it should, but it ddes There is information that could
be better used to have knowledge.

S3 - It varies from person to person, each hasaawith TICO’s data, for example, |
need to have information, but | don't know if othdp it too.

In the enterprise, people have access to datahbutansformation of data into
information and knowledge depends on each perbanist the assertion of most of the
respondents, and this agrees with Tanaka (2000)Séemimark (2001), for whom the
knowledge always originates in people; without thiwa data is just data, without the
processing there is no information and no knowletigeas also noted that some of the
respondents know the difference between data, mdbon and knowledge, and for
some vice-presidents and directors it would beideal if all the employees could use
the tool to generate information and knowledge.

When respondents were asked about how the systeEnarck used:
D1 - Here we use the data to meet the clients needs

G2 - In my case, for example, that | take carengbartant customers, and since | am
strategic, | use a lot of data from TICO, althoudtave a lot of tacit knowledge | also
use the explicit one from the system.

G2 - | think that, in most cases, to meet the custts needs and even to analyze the
data for decision-making, because everything wel mee take from the system, but |
also think that there are a lot of things thatarky in people’s heads.

S1 - We use it for everything that you may thingareling customer service, all the data
about the customer are in the system.

About the use of data, it is clear in the respotgleanswers that each person
uses the system their own way depending on theiposind the activities they carry
out. The interviews allowed us to realize the ddeeuses; while vice presidents and
directors use data for result analysis, managets supervisors use data to serve
customers.

When respondents were asked if the company hasowlédge management
program:

V2 - Knowledge management has always existed fargye sell knowledge indirectly,
our solutions require knowledge, so we have a daumvledge management that is
normally because of the professionals who work.here

V4 - This is still new to us with that name, butwhéo sell knowledge indirectly |
believe that we have used knowledge managemenaitttain the business growth.

D2- Knowledge management is one of the toughestsgou can conceptualize. We do
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knowledge management, but tacit knowledge is atyead parts, we are trying to
improve the structure, the knowledge we have siraedtis available to all levels within
the company, i.e. it is explicit.

S3 — (...) now we're waking up to this, we havetaof information, but | don't know if
it is applied as it should, you understand, butelidve so, | believe, although the
company is very dynamic, so that part of managemmerst be very well crafted here.

To answer if the company has a knowledge managepregtam, we rescued
the Nonaka and Takeuchi (1997) concept, in whicbwdadge Management lies in the
ability to relate information and apply it by thegple in the company. According to
this concept, there is evidence that the compamkswaith Knowledge Management,
maybe not the way initiated by some contributorg, dssentially they have processes
that allow relating the information and applying wthich to Davenport and Prusak
(1998) originates in documents, routines, processesorganizational practices.

Meeting the second specific objective, to “chedkthe CRM data are
transformed into knowledge”, we can say that tHerination Technology Company
uses a model of Knowledge Management. For Lind8@R&knowledge means nothing
unless you know how to keep it, administer it ars ut on a daily basis in the
organization. Daily practices as well as data ggrand administration for the
knowledge generation have been identified in tlhuelisd company, but supported by
Wah (2000), Dhaliwal and Benbasat (1996), and Bagi®mith and Lyles (2005), we
infer that the choice was by the technological whgathering, capturing and storaging
customer's data through a system enabled to me&impany’s needs.

The third specific objective “seeks to identifythfe strategic actions developed
by the companies are based on the data from CRM.”

When respondents asked if the CRM data are usetthenconstruction of
strategic planning, the following answers were give

V1 - We use it for planning, whenever we need imfation we access the TICO
system, we have filters on the database to str#tiéy data to strategically use the
information.

V3 -They are fundamental to the definition of sraés and for performance
monitoring.

D1 - We use some data to make the planning oBbésd.
D3 - Yes, we use a lot of data to define new astion

G3 - Yes, TICO’s data are used for the preparatigeianning, we do different analyses
from those data.

S2 - | know that someone does this, but | do noinkwho or how.

The responses show that the people involved tiréctthe construction of
strategic planning use the TICO tool to definetsggir actions. On a supervisory level,
as they do not participate directly in the plannitigere are some questions about the
use. This statement regarding supervisors was po$sible after the answers were
given about the Company dynamic construction @ftegic planning.
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V1 - We do the planning annually, each year hasvaplanning.
D1 - This board makes its plan once a year.
G1 - We do it annually.

G3 - The Company does not have the culture to naakeng-term strategic planning.
We consider the fact that product that it workshwit a technological product and that
we never can predict what will happen in 4 or Srge@ur planning is annual.

When respondents were questioned about who patés in the making of the
strategic planning, these are the answers we got.

V1-First comes the planning of each Board withrtldeita, and then the Vice Presidents
make the planning for the company.

V3- First, each sector does it individually, theve finish focusing on the company
objectives.

D1-I call the managers and we do it together.
D3-Each sector makes a preview, but we are thewhedinish it.

G1-We help the Board, but the end is done by the-presidents together with
the President.

G2-Managers together with directors make the ptapthat is forwarded to the vice-
presidents and to the President.

S3-As far as | know it goes the managers and direand then it goes to the
vice-presidents.

Strategic planning involves the participation of nagers and directors.The
strategic planning is reviewed and finalized by Yhee-Presidents and directors. The
same strategic planning is implemented top-dowwelksas decisions that are taken in
the same way in the Company. It is a model usesebgral companies, but questioned
when considering that there is the participationopérational and tactical levels for
greater commitment in the implementation.

As for the manner the strategic planning is stmext, we got the following
answers.

V3-For instance, we want to grow in 2009, so weklab what happened in 2008 to
define the strategies to achieve the goals of &ae.y

V4-each sector makes a pre-strategic planning anfinish it.

D1-once we do it, we forward it to the Vice Presideho makes the planning for the
entire company along with the other vice-presidamnis the President.

G1-Each Board has to make their own strategic jphgnand then the President and the
Vice-Presidents define the strategic planning efdbmpany.

When respondents were asked about the importahabeoCRM tool for
developing strategies the answers were:

V3-I consider TICO crucial because with the inceeas competitiveness in all sectors
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there are no more products or solutions that anguen you have to do better
management of the sales force and of needs thatuk®mer may have and the
decisions they may make (...).

D1-On the basis of our type of product the customi@abase is critical to make
strategic actions.

G1l-our system has very important data about cusgnaad | think it's important to
decide the company's strategies.

The interviews show that the company has a custamlationship software
application with lots of data and information, ahdt it considers of utmost importance
the data use for the making of the strategy. Thiseen as ideal by Teixeira (2003) and
Kotler & Armstrong (2007).

When respondents were asked if CRM is used asowlkdge management
strategy in the relationship with the customer,fdil®wing answers were given:

V1-we use TICO to generate knowledge and act .eWhveryone knows that a
contract is coming in and everybody goes to thstarner and proposes the
replacement of certain equipment, we upgrade the.)TICO system e-mails and warns
the seller to talk with the customer.

D2-1 think that increasingly, now that this tendsttensify a lot, we do not explore all
the available potential (...)

G3-Actually TICO (company’s own application) is rhumore of a system to assist in
customer relationship (....) but | do not knowtifis used effectively to generate new
knowledge and act strategically in the relationshigh the customer

S1-1 think that we still do not use all the systefiormation to generate knowledge and
relate better with the customer.

Some respondents argue that CRM is used as a &dg&lmanagement
strategy, while others argue that we need to imprithe practices of TICO use to
generate knowledge and use it effectively in thelmtionship with the customer.

The third objective “seeks to identify if the ¢&gic actions developed by the
companies are based on the data from CRM” we esdtat the studied company uses
the customer’'s database to define strategies. Aouoprto Mckenna (1993), this
Company’s behavior is considered ideal in globdlisgarkets in which organizations
must act strategically and develop lasting relaops with customers. According to
the respondents, the company currently has a gaditipation in its business segment,
and it is the largest Brazilian company in its typleindustry. It has a portfolio of
customers, in which 70% of them have long-term m@ms$, continues in constant
updating to stay in the current position in Brant seeks new markets.

5. FINAL CONSIDERATIONS
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To study the use of CRM is to understand the ingyme of effective care and zeal for
the customer. Such a statement was for too lorigajlisice” speech in most companies,
but it can be perceived as something applicabléhé case study conducted in the
Information Technology Company.

The first of the specific objectives of this studynderstanding the use of CRM
in customer management processes" demonstrate@RMthelps the company to have
distinctive services for their customers, providingersonalized and interactive
relationships that can provide security and créditiybin relation to it. To support the
development of its organizational activities, tioenpany developed a technological tool
that meets its needs.

The studied company follows the teachings of Rish(2000), Gummesson
(2010), and Scott (2001), who claim that CRM shobkl regarded as a business
strategy focused on understanding and anticipdtiegneeds of current and potential
customers and should be designed to increase tbitapility and the level of
satisfaction of those who use the goods and senntarketed by the Company; and
from Peppers and Rogers (2001): when the focus ithe customer, each customer is
unique, so, all the communication is two-way andividual. In the Company, the
dialogue is developed bilaterally and customerdrawged in different ways.

The second objective of the study, to “check & tbRM data are transformed
into knowledge”, demonstrated the suitability oé tompany’s practices in relation to
the proposition made by authors Dhaliwal and BeabfE996), Gregor and Benbasat
(1999), Zhao, Kumar, and Stohr (2001), that de#h Wwhowledge management in the
functionalist perspective. Among the ideal pradjcine fact that all employees have
access to the system is found; it provides data structured and organized manner,
which facilitates the access of users, who canstoam data into information and
knowledge. The company uses tacit and explicit keadge, although it is still possible
to improve the practices with regard to the cleafion of the strategic
knowledge. Regarding the conversion of knowledgepaling to Nonaka and Takeuchi
(1997), the company works with four modes: socaian, externalization,
internalization, and combination; however, it waglent in the interviews that the most
commonly used modes are the externalization (épticit) and combination
(explicit/explicit), concurring on the assumptiarfsRodriguez y Rodriguez (2002).

The third goal, “sought to identify whether theag¢gic actions developed by the
companies are based on the data from CRM.” Thdtrebdata analysis demonstrates
that the studied company’s structure and stratptoning are based on data of
TICO. It was noticed that among its strategic otiyes maintaining existing customers
is included, which requires the effective use oftomer data for personalized service,
providing a differentiator for the company. The deds on the customer and not only
on the speech common to most companies, translayedlaily actions and by
technological and human investments that enablcesr that delight and make the
customers loyal.

About the overall objective of analyzing the roleCRM as support knowledge
management and developing strategies of custoniatioreships in an Information
Technology Company from Florianépolis, it is cort#d that the company: (1) has an
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excellent customer data management system supdoytad appropriate technological
tool and developed to meet the needs of the Comardythat ensures the use of data
daily with customer contact; (2) it works with a dab of knowledge management, it
has a technology base and resourceful personsfigdalfior the conversion of
knowledge; (3) it uses the data from TICO to desitrategies for customer relationship
and performance assessment.

We can observe in the company the change fronerthef effectiveness (focus
on result) to the era of efficiency, i.e. concesaggd not only to the satisfaction of
needs, but rather the concern focused on overcothimgexpectations of customers,
seeking to make them loyal in relations of parthgreind reciprocity. It is just not good
enough for the customer to be faithful; it requitiest the companies also be loyal to the
customers both interms of goal and sale promisas. Tpartnership” relationship is
only valid when it is good for both parties, bea@satisfied costumers are synonymous
with good results for the company. The needs angeeations of customers and
enterprises often are not common; each of thenclsdar results, growth, profitability,
and distinct solutions. The appropriation of tedbgyg coupled with the human
differential provides gains in several aspectshsag cost reduction, agility in services,
and proper data management to optimize resourakmarimize customer relationship
through interconnection.

As a general conclusion we emphasize that théiestucompany is a good
example of CRM use to support Knowledge Manageraadtto develop strategies of
relationship with the customer, but some actioesracommended to maximize the use
of the CRM tool for strategic management of the pany's organizational knowledge
of Information Technology study including (1) theptibyment of Business Intelligence
to make better use of the TICO data and facilithte generation of information and
knowledge, which could facilitate the use of theowgce that is already stored in the
system, but that is currently manhandled in the pamy; (2) conducting trainings
focused on activities geared to the generation @& rknowledge and sharing of
information and knowledge between employees otttimapany and between them and
their customers; (3) more effective involvementtadtical levels in building strategic
planning, pursuing engagement and commitment in #teategic planning
implementation.

The number of interviews made is considered aditie of the study and the
qualitative research prevents the results herededdrom extrapolating to the universe
of Brazilian companies, even those in the sectdnformation Technology. Therefore,
it is recommended that a survey in Brazilian Infatibn Technology be done on the
use of CRM to support Knowledge Management anchendevelopment of strategies
for customer relationship.
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