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Enterprise establishment make use of CRM
Chul-Jung Kim*
Abstract

Customers expect to make a long-term relationship- with customers more efficiently, marketing
developed gradually.

With the help of Internet of Telecommunication, communication with customers and the
frequency and speed of the problem solving has improved greatly. Recently customers expect more
and more personal contact with companies. CRM system called personal marketing and
personalization can be a powerful tool for customer acquisition and support. This paper studied a
brief introduction to the CRM system and go into the problems.that shoq]d be considered which

phase to emphasize what Enterprise Establishment evolvement.

+ Dept. of Enterprise Establishment & Management, Gachongil College



