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CRM as a competitive advantage
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In order to increase their own competitiveness, copanies have to adapt to market conditions and facts that
directly affect them - suppliers, competitors, cusimers. In particular, at present - in a society oéxcess, the issue
of competitiveness is growing. Enterprises have onh limited amount of resources to serve them as@mpetitive
advantage, and it is essential that they invest &dficiently as possible. The companies can implemethis only if
there is a full understanding of customer needs anthe environment in which they carry out their bushess. Prod-
ucts are converging by their quality and characterstics, and no one can achieve a competitive advagtonly by
the physical characteristics of products and pricesTo have a successful business, it is vital to béle to identify
valuable customers, and build a mutually beneficiatelationship with them based on customer satisfaiin, loyalty
and trust. In this respect, the strategy for Custorar Relationship Management (CRM) is being conductie. The
strategy is based on individual customer care, iddifying their needs and creating mutually benefici& relation-

ships between enterprise and customer and creatinglue for customers.

Keywords: Customer relationship management, differentiafgat@ach to customers, customer value, competits®ne
of companies.
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