
 

26 
 

(E-ISSN 2745-6382)  
 

DOI: doi.org/10.37802/jamb.v3i1.246 
 

Vol. 3, No. 1, July 2022, Page. 26 - 35 

 
The Advantage Of Customer Relationship Management 

In Increasing A Company's Income And Reducing 
Expenditures 

Ristanti Akseptori1*, Inas Safina Bobsaid2  
1,2Business Management Study Program, Department of Shipbuilding Engineering, 

Shipbuilding Institute of Polytechnic Surabaya, 
e-mail: ristanti@ppns.ac.id1  

* Corresponding Author: E-mail: ristanti@ppns.ac.id 
 

 
Introduction  

Customers today have more alternatives accessible to them than at any time in 
recent history; as a result, if they are supplied with bad customer service and experience, 
they are likely to move to a rival brand. This is particularly true in the event that the 
consumers are in a situation in which they have more options available to them than at 
any other time in recent history [1]. On the other hand, brought in customers who are 
really satisfied with the services offered by the company, are willing to pay a higher 
price, and are starting to serve as advocates for the brand on social media. Moreover, 
these customers brought in customers who are really satisfied with the services offered 
by the company. 
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 It is imperative that a company's customer relationship 
management (CRM) strategy places a focus on steadily elevating 
the quality of service that is offered to the company's clientele in 
order for the business to achieve financial and operational 
success. The consumers' impressions of the company may be 
influenced by supporters, who can also inform, instruct, and 
enlighten them about the various available choices. It is not 
entirely out of the realm of possibility for a firm to profit from 
social turmoil by using a variety of different technological 
strategies. Programs that are intended to maintain consumers as 
repeat clients are variously referred to as recurrent marketing 
programs, club participation programs, and customer loyalty 
programs. All of these programs are essentially the same thing. 
When a company is able to properly manage its connections with 
its clients, they see a decrease in the number of customers who 
opt to discontinue doing business with that particular company. 
This is because the firm is better able to maintain positive 
relationships with its clientele. This is due to the fact that satisfied 
consumers are more inclined to speak positively about a certain 
firm to other people. The use of CRM paves the way for the 
company to obtain better levels of income while simultaneously 
minimizing the levels of operational expenses it incurs. 
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 They are able to provide their assistance to a large number of people all at once 
thanks to social media, which is advantageous to the group as a whole [2]. To be 
successful in today's serious and intuitive market, it is essential to pay attention to the 
feedback that one's clientele gives, to develop a close to home relationship with one's 
clientele across multiple social media, and to generate brand champions for one's own 
organization. It has been found that the formation of a financial aid program would be 
helpful to the organization in a number of different ways; as a result, it is recommended 
that the program be developed so that the organization may enjoy these advantages. 

In addition to promoting the brand and the items it offers, backers may modify 
the perceptions of consumers about the business, educate and enlighten them about the 
options accessible to them, give customer service, provide feedback and understanding, 
and urge others to buy. Backers have the ability to persuade others to contribute as well. 
Backers have the power to convince other people to donate to the cause as well [3], [4]. 

It is very vital to take advantage of online living channels as a form of 
engagement with consumers in order to establish personal relationships with those 
customers. This is done in order to provide a better experience for the customers. Instead 
of depending on anonymous transactions, a business that wishes to grow the amount of 
client commitment it has should first build a local commitment, and then continue to 
defend its potential as people. Only then can the company hope to raise the amount of 
client commitment it has. When this occurs, and only then, the firm will be in a position 
to expand the number of clients who are dedicated to the company. The task at hand can 
be completed in no other manner than this [5]. 

Every time you engage in conversation with a customer, you open up a new door 
for the possibility of influencing customer acquisition, as well as customer retention, 
dependability, and support. This is due to the fact that each encounter provides the 
opportunity to expand upon the one that came before it. Businesses need to spend 
resources in customer experience executives since the general relationships between 
customers and friends have an influence on the company's long-term success. These 
executives are accountable for ensuring that consumers are happy with the goods and 
services they have received from the company [6], [7]. 

This is because the ties that are formed between customers and friends have an 
impact. These connections have an effect. To boost customer retention, customer 
satisfaction, and the number of opportunities for cross-selling and up-selling, 
respectively, businesses have been gradually allocating more resources to the executives 
who are in charge of the customer experience. This is done in an effort to improve the 
number of opportunities for cross-selling and up-selling. The purpose of these 
enhancements is to increase the number of possibilities for cross-selling and up-selling 
products and services. 

This was done in order to maximize the number of possible opportunities for up-
selling and cross-selling other items to customers [8]. Customers are willing to voice their 
dissatisfaction with the subpar service they got on social media platforms such as Twitter 
and Facebook if they feel it is warranted. It is possible that a company's revenue would 
decrease as a direct consequence of the company's failure to address the issues that were 
voiced by its consumers. This failure to address the concerns was the cause of the failure. 
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Research Methods  

Programs that are intended to maintain consumers as repeat clients are variously 
referred to as recurrent marketing programs, club participation programs, and customer 
loyalty programs. Articles built from the customers characteristics in the competitive 
market, advancement of customer relationship management, core value for customers, 
and advantage of customer relationship Management Utilization section. 

 
Result and Discussion 

a. Customers Characteristics in the Competitive Market 
Businesses have an obligation to keep an eye on the issues that are being 

discussed by customers across social networks and to take steps to remedy the problems 
that have been brought up. In addition, businesses have an obligation to monitor the 
problems that are being discussed by customers across social networks. It is essential for 
businesses who wish to be taken seriously and increase the size of their customer 
support network that they begin using social media for client association and customer 
upkeep. In order to use social media, you are required to have this knowledge [9]. 

Getting to know your clients and developing a relationship with them via their 
involvement in online life is one of the most important things you can do to expand your 
business and should be one of your top priorities [10]. Customers of portable devices 
engage in more social activities than ever before, maintain constant connections, and rely 
on their phones more than they have ever depended on them in the past. The real world 
and the virtual world are becoming more and more intertwined as an increasing number 
of consumers continue to do an increasing part of their business transactions online. 

As mobile phone coverage continues to expand to more and more parts of the 
world, mobile phones are steadily becoming an increasingly important component of 
our day-to-day lives. Additionally, mobile phones are having an effect on the manner in 
which we acquire items in the environments that we experience on a daily basis. 
Customers are now the ones who share information about an organization's image and 
brand, while companies no longer actively promote their own information about the 
company or the brand [11]. This shift in information dissemination has resulted in a shift 
in the power dynamic. Companies need to shift their focus away from adding new 
contacts to their databases and instead concentrate on establishing stronger ties with the 
customers they already have in order to remain competitive in the growing intelligent 
economy. Only then will they be able to maintain their position as market leaders. 

In addition to this, it is required to limit the number of alternatives to the greatest 
extent that is technically possible. It is likely that supplying the client with a wide variety 
of item options in addition to the advancement would cause the client to get confused 
while they are going through the purchase procedure, which will eventually prevent the 
client from acquiring the advancement. For the firm to increase its chances of producing 
breakthroughs in the areas of cross-selling, up-selling, and deeper-selling accordingly, 
maintaining an attitude of concentration is critical [12]. It is of the utmost importance to, 
to the greatest extent feasible, steer clear of inundating clients with an excessive number 
of unconnected limited-time offers. 
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It is possible for a company to use social conflict as a technical tool in order to 
demonstrate that it values the relationships it has with its customers in order to 
demonstrate that the company recognizes these relationships [13]. This would require 
the company to demonstrate that it values the relationships it has with its customers in 
order to demonstrate that it recognizes these relationships. This is something that may 
be done in order for the firm to indicate that it places a high value on the connections it 
has with its clients. In addition, the organization must outline its customer acquisition, 
advancement, and retention targets, as well as metrics for assessing how effectively the 
strategy is being executed and advancing. In addition to this, the corporation has to 
determine its goals with regard to the acquisition, advancement, and maintenance of 
consumers. In addition, in order for the business to achieve success, it has to establish its 
objectives about the acquisition, progression, and preservation of its clientele. 
b. Advancement of Customer Relationship Management 

According to this point of view, the purpose of customer relationship 
management, which is sometimes referred to as CRM, is to increase the number of 
customers who are pleased with the service they get and devoted to the brand in order 
to enjoy the advantages of CRM [14]. Every connection you have with a client should be 
seen as a possible chance to please that consumer by catering to their requirements and 
going above and beyond what they anticipate from the transaction. This will assist you 
keep the clients you now have while also attracting new ones. Because of recent 
improvements in customer relationship management (CRM), businesses are now able to 
better understand the requirements and preferences of the clients they serve [15]. 

This transformation, which is made possible by a knowledge of the firm's existing 
clientele, is enabled by the CRM strategy that is used by the company to help customers 
in the process of being transformed into resources [16]. This transformation is made 
possible by the knowledge of the firm's existing clientele. A familiarity with the 
company's existing clients is the key to successfully completing this shift. In order for 
the business to get a bigger monetary value from its clientele, the customer relationship 
management (CRM) strategy that the firm implements has to put a focus on improving 
the quality of the customer experience. 

Before a company can take use of the benefits of customer relationship 
management, it must first collect information about its customers and conduct an 
analysis of that data (CRM). The next step for the organization is to make use of the 
information that was acquired about the customers in order to improve the quality of 
interaction with the customers, give relevant value-added services, and create an 
incredible experience for the customers. It is necessary for a company to correctly 
identify its ideal clientele in order for the company to get the most out of its customer 
relationship management (CRM) system. This may be accomplished by segmenting the 
business's client base, which involves separating the firm's target consumers from the 
company's other customers within the customer base of the company, and separating 
the target consumers from the other customers [17]. 

The length of time that customers remain loyal to a certain firm is directly 
proportional to the growth in sales the company experiences. Another advantage of 
customer relationship management is that it helps to assure that an organization will 
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keep doing business with the clients it currently has, which ultimately leads in cost 
savings for the organization (CRM) [18]. This is as a result of the fact that the expenses 
connected with keeping current consumers are a great deal cheaper than the 
expenditures that are associated with getting new ones. Customers who are satisfied 
with the service they get are more likely to promote the company to their coworkers, 
which, in the long term, results in an increase in the amount of business that is obtained 
as a result of referrals. When a firm's current customers talk to their friends and family 
about the services that the company offers, the referrals that result often do not result in 
any additional expenses for the company. 
c. Core Value for Customers 

Customers who believe they are receiving more value from one company than 
they are from other companies operating within the same industry are more likely to 
continue doing business with the same company that they did business with initially 
[19]. This is because customers are more likely to stick with a company that they have 
already done business with. Customers are more likely to continue doing business with 
the same firm if they have this view, which enhances the possibility that they will do so. 

 When a customer is informed of what to expect from a firm, the experience that 
customer has in the context of their engagement with that company is favorably 
influenced and becomes more enjoyable. They continue to display devotion to the 
relationship, and they demonstrate loyalty to the company. As a direct result of all of 
these acts, they are treated with preferential treatment. When a firm maintains long- term 
ties with its consumers, the customers are able to experience lower levels of stress and a 
rise in the levels of confidence they have in the business as a result of the relationship. 
Customer relationship management (CRM), which allows customers the opportunity to 
do so, is one of the most significant advantages that comes as a result of using CRM. 
Personalization of the experience that a customer has is one of the most important 
benefits that comes as a result of using CRM. It is essential that each and every one of 
our customers get the same high level of service that the other of our customers do. With 
the help of the enhancements that have been brought about by CRM software, customers 
will have the opportunity to acquire tailored goods and services that are catered to their 
specific preferences [3], [20]. As technology continues to improve, we will eventually be 
in a position to accomplish this goal. 

Customers have the ability to acquire superior management of both their 
accounts and their experiences thanks to a practice called customer relationship 
management (CRM) (CRM). If a company is able to keep a consumer as a client for an 
extended length of time, the company has the potential to forge more intimate and 
personal connections with that client over time. These ties, which in turn provide the 
customer social help, contribute to an improvement in the overall level of enjoyment that 
the customer feels. In the context of customer relationship management (CRM), 
customer loyalty programs offer the customer with some form of financial advantage. 
Customers who make frequent and significant purchases are rewarded by loyalty 
programs, which are also known as recurrence marketing programs and club 
participation programs, with perks such as discounts, exclusive deals, individualized 
service, and other perks. 
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Customers who take part in loyalty programs are rewarded with discounts as a 
thank-you for their continued business. Customer retention programs are also known as 
recurrent marketing programs and club participation programs, to mention just two of 
the many titles that have been given to these types of initiatives [21]. These programs are 
referred to in the business on occasion as programs that have persistence. The retention 
of customers throughout the course of an extended length of time over the course of a 
working relationship results in monetary advantages for the company. This is a direct 
consequence of the previous point. 
d. Advantages of Customer Relationship Management Utilization 

The use of CRM enables the organization to generate additional incomes and cut 
costs by converting more leads from prospect to customer, making elevated levels of 
customer fulfillment and maintenance, making progressively strategically pitching and 
up-offering to committed customers, increasing the number of customer referrals, 
achieving more significant levels of informal, and producing more deals as a result of 
marketing efforts. These outcomes can be achieved by a number of different means, 
including: increasing the number of customer referrals; increasing the number of 
customer referrals; increasing the number Growing the number of customer referrals, 
increasing the number of customer referrals, increasing the number of customer 
referrals, and increasing the number of customer recommendations are some of the ways 
in which these results may be accomplished. 

 Depending on the strategy that you choose, you may get these outcomes by any 
one of a number of distinct paths. When a company is able to effectively manage its 
connections with its customers, it is able to reduce the number of customers who choose 
to stop doing business with that specific company. This is because fewer customers will 
feel the need to go elsewhere for their business needs. It is possible to bring about a 
decrease in the rate of client turnover by using strategies pertaining to customer 
relationship management (CRM), which stands for customer relationship management. 
This enables businesses to increase their profits based on the lifetime value of the client 
and generate more income from happy consumers over a longer period of time. 
Additionally, this allows businesses to improve their earnings. In addition to this, this 
provides consumers with another motivation to continue to be loyal to the business. 

The company is able to focus its efforts on productive customers, avoid 
unnecessary consumption, and reduce the use of ineffective marketing strategies that 
are often associated with methods of mass marketing because it employs a customer 
relationship management (CRM) strategy. Customers will have a greater sense of 
contentment, a greater degree to which their requirements will be met, and a greater 
impetus to take responsibility for their own purchases if the company has a better 
understanding of the requirements of its customers and is capable of meeting or even 
exceeding those requirements. 

Support The use of customer relationship management (CRM), which makes it 
possible to accumulate information on clients, is an essential component in the 
development of CRM strategies. CRM developments make it possible for the company 
to learn more about the requirements of the customers and also make it possible for the 
company to determine which customers are the most valuable to the business. In other 
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words, CRM developments make it possible for the company to learn more about the 
requirements of the customers. 

As a direct result of this, businesses are now in a position to provide their clients 
with the best possible product and service at the best possible time. Businesses are able 
to gain a competitive advantage as a result of customer relationship management (CRM) 
systems, which enable companies to keep in close contact with their clients and the 
ability to swiftly respond to the ever-evolving requirements of those clients. 

Customer relationship management, often known as CRM, is a strategy that is 
swiftly becoming a need that is progressively becoming a fundamental need in today's 
dynamic marketplaces, which are prone to rapid variations in customer expectations. 
CRM is soon becoming a necessity. The importance of maintaining solid relationships 
with one's customers is something that has developed as a direct result of the rapid pace 
of change that is present in almost all aspects of modern businesses. This rings 
particularly true when applied to the realm of commerce. 

If a corporation does not initially collect information about its consumers, it will 
never be able to profile and categorize those customers in an acceptable manner. CRM 
technological developments allow businesses to better manage customer information, 
adapt their business models to better serve consumers, and modify their marketing and 
administrative efforts based on the information, requirements, and value of individual 
customers. These advancements are all made possible by CRM technology. The use of 
software for managing relationships with customers has made these developments 
feasible. Without the technological advancements that CRM offers, none of these 
advancements would have been possible. 

 The most recent advancements in the field of customer relationship management 
(CRM) have made it possible to effectively gather information about customers, to 
extract knowledge about customers, and to put that knowledge to use in order to aid a 
business in becoming more dynamic. 

 
Conclusion 

The most recent advancements in customer relationship management make it 
possible for the firm to better understand its customers, communicate with those 
customers, and give better service to the consumers who use the company's products 
and services. All of these are objectives that the organization has established for itself to 
pursue. One strategy for achieving this goal is to rely, as their primary source of 
information, on the data collected about specific consumers during the course of their 
contacts with those customers. This may be accomplished in a variety of various ways 
depending on the situation. Because the company has access to so much information 
about its clients and the value they provide, it is in a position to interact with those clients 
in a manner that is not just efficient but also effective. This is due to the fact that the 
company has a great deal of information about its clients and the value that they provide. 
This is because the company takes the time to learn about its customers and fulfills their 
requirements as best it can. Because the organization now has access to this information, 
it is also able to modify the way in which it interacts with its customers as a direct result 
of having this information at its disposal. This is an additional advantage of having this 
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information at the company's disposal. As a result of this, the company is now in a 
position to improve the level of client interaction that it maintains and deliver the value 
that it promises, providing it with an advantage over other businesses working in its 
area that are already in operation. Customer value may be developed, delivered, and 
recognized with the help of close collaboration with customers as well as other partners, 
such as internal business sectors, providers, and go-betweens. This is done in order to 
reap long-term advantages by ensuring that the organization's customers, partners, and 
employees are pleased with the products and services that are provided by the business. 
If a business takes the time to listen to what its customers have to say and makes an effort 
to solicit their feedback by asking them questions, it will be able to get a deeper 
understanding of the people who make up its clientele and be better equipped to serve 
them. When one has achieved this level of comprehension, they are able to put it to use 
by enhancing the value they provide to clients and by developing connections with those 
customers. 

One of the essential columns necessary for the effective execution of CRM is the 
construction of a customer relationship management (CRM) process that guides and 
approves a devotion to being customer driven. This column is needed in order to ensure 
the CRM initiative is successful. The use of the technology that make the CRM system 
possible allows for the acquisition of a knowledge of the CRM system, which is still 
another essential column. The formation of a hierarchical culture that is focused on the 
requirements of the customer is one of these essential pillars that must be accomplished. 
Because of this, putting into practice technology for customer relationship management 
(CRM) does not suddenly turn a company into an organization that is driven by the 
needs of its customers. Businesses need to first define the customer relationship 
management (CRM) strategy that will drive how they utilize the system before they can 
go on with installing customer relationship management (CRM) technology. 
  It is essential for businesses to modernize their authoritative assets in order to 
make them compatible with the strategies for managing client relationships that they 
use. In order to accomplish one's objectives, it is very necessary to rely on CRM strategy 
rather than on one's desires and ambitions. The customer relationship management 
(CRM) process itself must be backed by business processes and technology that make it 
feasible for those objectives to be fulfilled for a company to be successful in achieving its 
customer-driven goals. This is necessary for the customer relationship management 
process to function properly and effectively. 
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