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“Still engineering and operations focused many senior manufacturing executives are strongly resistant

and visibly uncomfortable in approaching lean CRM".

August, 2006 — Wiﬂh up to ten years of continued process improvements on the plant floor, back
ution of , manufactures have finally arrived at front door of Customer Relationship

Sill angmaeﬁnﬂmﬁﬂpar&ﬂnm focused, many senior manufacturing executives are strongly resistant
and visibly uncomfortable in approaching lean CRM. Applying a kaizen blitz approach to sales and
marketing quickly results in the obvious for most manufacturing firms: an area of neglect.

Enterprise Resource Planning (ERP) vendors are capitalizing their long-established client relationship
with manufacturers and distributor by attempting to extend their reach. Some ERP vendors offer
industry specific CRM solutions; many do not. Bolt-on generic CRM solutions are frequently sold by
ERP vendors assisting only the bottom-line of the software firm.

Larry Caretsky, President of New Jersey-based Commence, (www.commence.com/mfg) developers of
a stand alone industrial CRM solution, suggested that most ERP companies offering CRM have shortfalls.

According to Caretsky, “Managing the sales cycle and sales representative performance, marketing
campaign management and integration with customer support are not provided by ERP tools.”

One project-based ERP vendor acknowledged that CRM was neither their strength nor focus. “CRM
is not within our strength or even portfolio of modules at the moment. We do not have a complete
CRM product offering. Our older ERP product had an add-on module, but it is not a full CRM madule
by any means. Furthermore, none of our European customers have purchased it. For customers who
may require CRM near term, we are recommending third party products or services.”

While many ERP vendors do fall short on the industry CRM front; some have proactively addressed
this critical lean aspect of the manufacturing enterprise. Toledo-based Technology Group International
(www.tgiltd.com) is an ERP vendor that has developed a customized industrial CRM solution. Rebecca
Gill, vice-president of TGI nmeﬁw key reasons for purchase an integrated ERP/CRM solution.
Full integration allows:

1. Access to data in manufacturing, distribution, and accounting.

2. Instant notification of credit issues.

3. Instant capability to promise data for both manufactured and distributed products.

4. Direct tie between anticipated sales and related costs.

5. Instant access to historical information like sales, returns, on-time payments, margins, and
other data.

6. Integrated dashboards that go beyond the typical sales funnel; show true margin comparisons.

7. No nead to reshuffle sales data, or re-evaluate, or re-key. Data is all available to dice and slice as

(. dM:t:g time betwesn data syncing or replicating. Management staff has live, real-time sales

9. True 360 degree view of the customer for the organization and not just the sales representatives.

Indeed stand alone industrial CRM solutions may also provide effective lean CRM processes as long
' as the vendor truly understands the nuances and idiosyncrasies of the manufacturing sector; most
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The concept of Industrial Marketing has started gaining prominence in India since the last decade.
This book deals with this vast subject in a very lucid manner. The objective of this textbook is to

develop an interest among the students for the subject.

The book contains eighteen chapters that ideally cover a semester for an introductory course in
Industrial Marketing. The salient features of this book are:

Mind power: These are articles, case studies and write ups which have been taken from the

leading practitioners across the globe, and specialists of the particular areas. Each chapter of

this book contains 'mind power' at the beginning and at the end.

The chapters of this textbook are highly comprehensive. The language has been kept as simple
as possible with the least use of technical words or jargons.

There are case studies at the end of the book, covering the entire text, which can be used by
the teachers to help the students in putting the theory to practice.

Contents Include:

Introduction to Industrial Marketing < The Industrial Markets < Industrial Marketing
Environment < Industrial Buying and Buying Behaviour < Managing Customer
Relationship ++  Strategic Planning Process «* Industrial Marketing Research and Demand
Forecasting %+  Segmenting, Targeting and Positioning **  Industrial Products, New Product
Developmentand Services <  Marketing Channels <%  Marketing Logistics and Supply Chain
Management «* Industrial Salesforce: Developing and Managing Them < Industrial
Salesforce: Planning, Organizingand Controlling <+  E-commerce < Industrial Marketing
Communication: Advertising, Sales Promotion and Publicity < Industrial Pricing
Industrial Marketing for Global Markets +#*  Business Ethics and Corporate Social Responsibility
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