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Abstract 
This paper investigates the benefits of customer relationship management system to a company in the context of customer centric age, using a case study of CRM implementation in a local telecom service company in Vietnam. The findings suggest that after a long time leading the telecom market, at the moment, the company was facing stiff competition from new service providers. This competition would be even stiffer after Vietnam joined WTO and the Vietnamese telecom market will be open to competition in 2012. In such circumstance, CRM played a very important role in offering many potential benefits to the company. The findings confirm the existing literature in depicting the benefits of CRM system: ameliorating the quality of sales, marketing and customer service. In addition, the findings emphasise the important values of CRM towards strategy planning at strategic level and the implementation of this strategy at both tactical level and management level. Moreover, the research findings also explore the opportunities for the establishment and development of organisational customer culture from the implementation of a CRM system.
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1 Introduction
Since the end of the 20th century, the development of Information Technology (IT) has changed many aspects of the existing business environment and generated new business opportunities. Technological advances have opened up a new business environment where customers are better informed, more demanding and likely to be less loyal as expectation. To adapt with the business environment, many companies have changed their business model following a new orientation: customer centric (Xu et al, 2002). In such an environment, companies pay more attention on establishing, maintaining and enhancing a long-term relationship with customers and Customer Relationship Management (CRM) can be a firm root for this strategy (Kenedy et al, 2006). For that reason, CRM is an important research field especially regarding to marketing, business and information systems engineering (Gneiser, 2010).

In Vietnam, CRM is considered as a potentially valuable market. However, at the present, the growth of CRM market is not as high as it was expected. According to the most updated report of Vietnam Ministry of Industry and Trade (Vietnam MIT, 2009), only 27% of Vietnamese companies implement CRM solution, running behind the implementation of HRM (Human resource management) and SCM (Supply chain management). Meanwhile, Vietnamese companies are aware of the importance of CRM in the competitive business environment, but literature so far has not explored the potential of CRM in such a context. Therefore, this paper aims to address the following question: ‘In customer centric age, what are the potential benefits of the implementation of CRM system in a Vietnamese context?’
This research differs from the already existing literature in that it focuses on the case of a telecom company in Vietnam. This company has been transforming from a monopolist company to a player in a competitive open market. At the present, improving the quality of the long-term relationships with customers is the key to survival. The findings of this research may stimulate other research in the area and can also be referred by the managers at the company when planning and developing the customer- centric strategy in general, and in the scope of a CRM project in particular.
The research used a qualitative case study (Guba and Lincoln, 1994; Silverman, 2001) to address the aforementioned question. Semi-structured interviews with management in the Vietnamese company were conducted and were transcribed ad verbatim. The analysis followed the approach by Miles and Huberman (1994).  The structure of the paper is as follows: after a brief introduction to customer centric strategy and CRM, the methodology of the research is presented. It follows the discussion of the findings, and the last section concludes the paper. 
2 A brief introduction to customer centric strategy and CRM
Business environment always changes and competition is one of the most important changing force. During the last 150 years, business orientation changed at least three times (Bose, 2002). Since 1850s with the focus on production, business orientation changed to sales orientation in the early of 1900s because of creeping up competition. At that time, companies tried to convince customers to buy their products. By 1950s, companies recognised that pushing products which they had to customers was not effective enough. Instead of that, they should make what their customers want. Hence a new business orientation was built with the focus on the market’s demands called marketing orientation. It could be seen as the start of customer centric orientation (Bose, 2002).
The essence of a customer centric company is the capability to treat customers individually and even uniquely, based on customer’s preference (Bose, 2002). Dyche (2002) suggests that the vision of this marketing strategy relies heavily on information technology when companies have to track individual customers, analyse them, differentiate them and serve them differently. Following this strategy, an organisation may have to change the culture, the structure and even, the core business processes. To support customer centric strategy, many companies consider Customer Relationship Management (CRM) as an effective solution (Reynold 2002, Bose 2002, and Kim et al 2004).
2.1 Business Strategy, IS/IT Strategy, and CRM
In a competitive business environment, strategy has become the most influential factor in all major organisations. The term ‘strategy’ refers to a ‘long term policy and plan of action designed to achieve overall goals’ (Ward and Peppard, 2002, p.66) and an appropriate strategy can help organisations to gain competitive advantages quicker than their competitors (Peppard, 1993). There are several definitions of business strategy but in the context of CRM, the definition provided by Richard Norman and Rafael Ramirez is more complete. Following that, business strategy ‘is the way a company defines its business and links together the only two resources that really matter in today’s economic: knowledge and relationship of an organisation’s competencies and customers.’ (Richard and Rafael, cited in Payne, 2008, p.40). The alignment of IS/IT strategy to the business strategy takes an important role to contribute to the organisation (Ward and Peppard, 2002).

From a CRM perspective IS/IT strategy enables the transformation of customer data into usable knowledge and support to apply this knowledge effectively and subsequently create customer value (Payne and Frow, 2005). It includes the processes of capturing, storing and disseminating data; Utilisation by analysing, interpreting and controlling information. These activities are completed with the support of information technology infrastructure such as data warehouse system, network system and a set of appropriated software. It aims to the biggest goal: managing better relationship between organisations with customers to successfully compete in the market.
It is very important to distinguish between two terms: ‘CRM’ and ‘CRM system’ or ‘CRM solution’ because these terms are used interchangeably in many articles in Information System field. Many authors use the term ‘CRM’ when mentioning CRM information system (Bull, 2003, Buttle, 2004, and Nguyen, 2007). Basically, CRM can be understood as a strategy which places customer in the centre of business, focusing on managing customer’s information, analysing customer’s data to understand customers thus can increase existing customer value, maximise existing customer loyalty and acquire new customers (Dyche, 2002, Kotler and Keller, 2009). Pepper and Roger (2004, p.6) have a same point of view when defining that CRM ‘is an enterprise wide business strategy for achieving customer-specific objectives by taking customer-specific action’. Paying attention to strategic perspective of CRM concept, Chen and Popovic (2003, p.682) define CRM as ‘a cross-functional, customer-driven, technology-integrated business process management strategy that maximises relationships and encompasses the entire organisation’. With the consideration about all elements that make up the CRM, Kincaid (2003, p.41) define ‘CRM is the strategic use of information, processes, technology and people to manage the customer’s relationship with your company (marketing, sales, services and support) across the whole customer life time’. Generally, when mentioning CRM definition, all writers emphasise on the strategic aspect of CRM rather than other aspects. For that reason, Rigby and Ledingham (2007) suggest that the first question which a company should answer before thinking about CRM is whether it is considered as a strategy.

Meanwhile, ‘CRM system’ or ‘CRM solution’ refers to an information system which companies and organisations implement to support and carry out their CRM strategy. As defined by Foss et al (2008), CRM system is ‘a technology-based business management tool for developing and leveraging customer knowledge to maintain and strengthen profitable relationships with customers’. CRM system uses information about customers to gain insights into their needs, wants and behaviours in order to serve them better, treat them differently based on their different demands (Haag, 2005, and Turban, 2010).

The divergence of CRM definition may come from different objectives of CRM. Different companies in different industries may set different goals with CRM. Focusing on customers, Reynolds (2002) states that the main goals of CRM include customer acquisition, customer retention and customer enhancement. Reynolds also mentions that by improving customer relationship, revenue objective can be achieved from cross-selling and up-selling. In another expression, Nguyen (2007) summarises three CRM’s objectives such as increasing customers’ loyalty, personalising services and enhancing the use of information over organisation. Having the same opinion about the objectives of CRM such as strengthening customer relationship and increasing customer loyalty, Greenberg (2004) adds a new approach of CRM when suggesting that CRM can improve organisation’s forecast capability.

It is needed to emphasise that CRM is a business strategy. Kumar and Reinartz (2006) compare the implementation of CRM in an organisation with the adoption of a corporate strategy and recommend that it should be a balance between profitability and customer satisfaction. Obviously, CRM implementation is much more than a standalone project and can affect at a large scale (Dyche, 2002). Bull (2003) when analysing the same idea also suggests a holistic approach which places CRM at the centre of an organisation to help co-ordinating and maintaining the disparate communication channels. Therefore, CRM needs to be considered at corporate level rather than departmental level, with the conceptualisation as a strategy rather than a solution (Kotorov, 2003) and the main reason, which leads to the failure of many CRM projects is not the technology itself but due to the lack of understanding of the scale, the scope and the complexity of the project.
2.1.1 The benefits of CRM

There is a debate about the different benefits of CRM among different industries. Many researchers argue that the benefits of a CRM system may vary by industry because of the differences from business processes and associated technologies with CRM (Rust and Verhoef, 2005, Goodhue, 2002). However, Reinartz et al (2004), in a cross-cultural, multi-industry study, discuss that the desired benefits of CRM do not vary greatly. Although different companies may aim to different targets with the implementation of CRM, there are still many common objectives and the most common one is improving the relationship with individual customers and supporting customers better.

Richards and Jones (2008) review relevant literature of CRM studies and summarise the benefits of a CRM project in seven key points. Firstly, the implementation of CRM enables companies to target profitable customers effectively. Several previous researchers have mentioned this value of CRM. Chen and Popovic (2003) discuss that with CRM application, an organisation can measure repeat purchases and money spent so it can identify profitable customers to serve them better. Jayachandran et al (2004), in a research about the roles of customer relationship, find that many firms believe that when investing on CRM application, they can discriminate between profitable and unprofitable customers. With the same opinion, Hendrisk et al (2006) when discussing about the impacts of enterprise system, also emphasise the role of CRM system which enables firms to focus on target customers and to facilitate long-term relationship between firms and their customers as well.

Secondly, CRM enhances the quality of communication across multi selling channels by allowing multi-channel integration (Winson et al, 2002), sharing customer data throughout the organisation and implementing innovative technology (Chen and Popovic, 2003). Organisations can use CRM as a bridge to narrow the gap between distribution channels and customers. CRM also offers well integrated access to products thus will improve customer’s perceptions of convenience so can directly improve customer retention rate.

The third core benefit of CRM is that CRM improves sale force efficiency and effectiveness. CRM helps to boost customer satisfaction and retention rate (Chen and Popovic, 2003) so it improves both cross-selling and up-selling. With CRM, salespeople can access customer data immediately so they can have more positive impact on customers and can manage the relationship with customers more effectively (Richards and Jones, 2008). According to Ryal (2005), implementing several straightforward CRM measures is able to help achieving a 270% increase in business unit profits.

The other benefit of CRM is the ability to individualise marketing messages. A typical change from product centric age to customer centric age is that marketing department and marketing efforts need to be designed toward individual customers (Richards and Jones, 2008). Supporting that goal, CRM enables marketers to individualise marketing message by understanding individual customer behaviour. With individual marketing messages, CRM helps to build brand awareness so it leads to a higher level of brand equity as well (Richards and Jones, 2008)

The fifth benefit of CRM is the customisation of products and services. With CRM, firms may gain competitive advantages by leveraging their customer data to identify correctly customer needs so can customise more suitable offers (Mithas et al, 2005). With some kinds of service, buyers and sellers even can co-create the product together (Richards and Jones, 2008)

The sixth core benefit is that CRM helps to improve the quality of customer services. A primary motivation of CRM for an organisation is to help understand more about its customers by gaining insights into customer’s taste and involving need (Mithas et al, 2005). With CRM, customer service personnel are supported better with necessary data thus can reduce the required time to resolve customer’s disputes (Chen and Popovic, 2004, Richards and Jones, 2008). Srinivasan and Moorman (2005, cited in Bouding, 2005) use cross-sectional database and also find that in most cases, more spending on CRM may lead to more customer satisfaction.

The last benefit of CRM is to improve pricing strategy. An important factor of pricing strategy is cost determination. The price of the product and service must cover all the costs, including the costs associated with serving customers (Richards and Jones, 2008). By classifying and even allocating of costs to individual customers, CRM supports better pricing decision making and in many cases, companies can sustain a dynamic pricing based on a sophisticated customer database offered by a CRM system.

More generally, Goodhue (2002) summarises the benefits of CRM implementation into three main benefits. Following that, a CRM system should help the firm to hit three targets: implementing strategically beneficial applications; improving data infrastructure and changing business run way. Goodhue also argues that the benefit which is offered by CRM system depends strongly on the pre-set target of this system and in this context, firms may gain significant benefits just by implementing few well-designed individual applications.

The summary of Richards and Jones provides a very detailed discussion about the benefits of CRM implementation in an organisation but it is not clear about where these benefits come from. By linking with four basic required tasks to achieve business goals such as customer identification, customer differentiation, customer interaction and personalisation (Peppers et al, 1999), Gray and Byun (2001) group the benefits of CRM system as in the table below:
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Table 1: The benefits of CRM

(Source: Gray and Byun, 2001, p.27)

To sum up, CRM is more than another IS project. It is a complex process which is driven by the organisation’s requirements and customer’s needs (Boon et al, 2002). The essence of CRM is to change an organisation from product centric to customer centric and for many organisations, the investment on application and hardware of CRM project will bring both tangible and intangible benefits to the enterprise (Kim et al, 2003). The aim of CRM implementation is to deliver better firm performance through the measurement and management of customer relationship. Understanding thoroughly about the core benefits of CRM is essential to evaluate the level of success of a CRM project.

2.1.2 The role of CRM in the telecommunications industry

Telecommunication is one of two sectors (the other is banking) which apply CRM very early. The main reason is that telecom may be one of the most competitive markets where customers may have many options to choose a service provider (Kumar and Reinartz, 2006). When deciding to choose a telecommunication service provider, customers often take into account the service quality, service price and customer service provider. While the first two factors can be controlled by the telecom company, the last factor seems to be the most influential and the hardest to get right as well. 

Deregulation and increasing competition is forcing telecom service providers to move from traditional product-centric operations to customer-centric operations (Normile, 2008). Telecom companies now also have to increase their efficiency to response to market demand and reduce cost. They also change competition strategy from short-term strategy to long-term strategy (Wu, 2007) and CRM is required for the survival, not just a competitive advantage (Turban, 2010). Slightly differ from the other industry, the competition of market compels telecommunication service providers to pay attention on direct link with the customer (Fallat and Ancarali, 2008). Telecom company’s leaders understand that the cost to acquire a new customer typically five times higher than the cost to retain a current customer Thus, aligned with the increase of the market saturation and the decrease of ‘available customer pool’, telecommunication market tends to shift from acquisition strategy to retention strategy. 

Typically, a telecommunication company offers a variety of products to a huge number of customers. To interact with customers and design suitable offerings effectively, the CRM system has to leverage the vast amount of data residing in existing system in each step of CRM process as figure below. 
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Figure 1: CRM process for a Telecom company

(Source: Normile, 2008, p.8)

The first step of the process focuses on identifying the most profitable or potentially profitable customers for future interaction. Based on that, the second step tries to understand their need and purchasing behaviour. In the last step, with targeted marketing campaign, a company needs to interact with its customers to meet all of their expectations. 

Considering about the uses of CRM in this area, Kumar and Reinartz (2006) state that CRM can be used to solve ordering, billing and service challenges such as customers’ inability to order services online; customers who subscribe to multiple services receiving a separate bill for each service instead of an integrated bill. They also provide a model of CRM in Telecom which is adapted from Forrester Research (Figure 2).
Nevertheless, CRM enables companies to eliminate unprofitable customers from targeting programs so they can save a large amount of marketing campaign expenses. In addition, with the dependence on network infrastructure, Telecom companies can use analytical CRM to increase the network utilisation and the profitability as well (Sharp, 2003) thus can invest more effectively on infrastructure in high profit areas, improve the ratio of return on investment and increase their profit.
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Figure 2: Operation of CRM in a Telecom company

(Source: Kumar and Renairtz, 2006, pp.29).

Literature has shown that the implementation of CRM can offer many advantages to firms in most industries. CRM plays an increasingly important role in business: the stiffer the competition, the higher demand of CRM results. However, the implementation of CRM and the benefits which CRM offers may differ from industry to industry, from country to country because of different business culture and customer characteristics. This review points out the importance of understanding the role and benefits of a CRM system as well as the success of CRM project and gave us the impetus for this paper. The methodology of the research that focuses on understanding this role is discussed in the next section.
3 Research methodology
This paper chooses to study a real-life case of a Vietnamese company. The aim of this research is to explore potential values of CRM in the context of a specific organisation (Silverman, 2001). To collect data, this research uses the interview method. This research focuses on specific topics and themes as summarised in the table below (Table 2).
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Table 2: Summary of research topics and themes
To select the samples, this research use non-probability sampling method (Saunders et al., 2009). Fifteen interviews were conducted. The interviewees were working at different departments, at different positions but all of them were relevant to the implementation of CRM system.

The profiles of participants of this research are summarised as followed:
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Table 3: Research participant’s profiles
Interviews were audio-recorded and subsequently transcribed ad verbatim. After data were collected, they were explored and discussed to trace themes or issues (Miles and Huberman, 2004; Saunders et al, 2009). In particular, qualitative data was classified into meaningful categories, and also summarised. The chunks of data were linked to each category and the relationships between all categories were revealed. Data was analysed by theme to draw conclusions.
4 implementing crm in vietnamese company a: findinds and discussion
4.1 Company A
Company A belongs to the biggest telecom service provider and 100% state-owned in Vietnam. It is based in Haiphong City, the fourth biggest city of Vietnam. The key business responsibilities are to provide telecom services and telecom equipments to customers and also design, consult and maintain telecom infrastructure. 
Together with the development of Vietnam telecom market, in recent years, the number of customers who use telecom services of Company A has increased consistently and quickly. From 2007 to 2009, the number of land line subscribers has increased from 258,118 to 317,428. Internet broadband subscribers has risen from 24,267 to 80,287 and the amount of mobile phone subscribers has increased from 28,631 to 69,695 (Company A, 2010). This development is summarised in the table below.
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Figure 3: The number of subscribers by service in 2007, 2008, 2009

(Source: Internal Reports, Company A 2010)
At the present, Company A is leading landline service and broadband internet service with approximately 92% and 88% of market share respectively in Haiphong territory (Company A, 2010). However, Company A has lost a considered amount of mobile phone market share because of the competition from other rivals, especially Viettel mobile. Mobile phone market share has been decreased from 78% in 2007 to 51% at the end of 2009 (Company A, 2010)

4.1.1 Company structure
Regarding the structure of Company A, at the highest is the board of the company, who take responsibility to establish company strategy, policy and to manage company’s operation. There are six functional departments, including Marketing, Sales and Business, HRM, Administrative Office, Networks Services and Accounting. Within specialist areas, these departments consult and support the board to determine and develop company’s strategies.

Based on the delegated responsibility, Company A has five productive centres. Telecommunication centre 1, 2 and 3 play the roles to manage telecom infrastructure and technology systems such as transmission system, exchanges and stations. Customer Service Centre involves in the implementation of sales activities, marketing activities and customer supports. The last unit is IT centre which manages IT infrastructure such as data centre, IT network, software applications. This centre takes responsibility to deliver IT services all over the company. The figure below displays the structure of Company A:
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Figure 4: The organisation structure of Company A

In the context of this research, the researcher selected to interview the representatives of each department and centre which are relevant to the implementation of CRM strategy and CRM system, covering company executive leader, sales and marketing department, customer service centre and information technology centre.
4.2 The implementation of CRM in Company A

In this section the results from the case study are presented and discussed. It is split into themes, following the thematic analysis conducted. 
4.2.1 CRM and Customer centric strategy 

The competition in Vietnamese telecommunication market becomes more and more competitive. Unless focussing on maintaining and rising of the competitive advantage, it is not only difficult to acquire new customers but also hard for the companies to retain its current customers. Company A needs to pay attention on establishing, managing and always improving a long-term relationship with customers. The results of the in-depth interviews with both the Vice President (VP) and the Chief Information Officer of Company A show that the board of the company completely understand the importance of a good relationship with customers as stated in business strategy: ‘become a customer oriented company'. They confirm that Company A considers CRM as a strategy towards customers. It shows that Company A has a right start with a right understanding about the scope of CRM. The VP also mentioned the impact of CRM on all operational areas of the company such as sales, marketing and customer services. 

The deeper investigation on IS/IT strategy with the CIO of Company A also explores that there is a close alignment between IS/IT strategy and business strategy, especially from the perspective of customer relationship management. This alignment is very important as suggested by Ward and Peppard (2002) that IS/IT strategy should identify in more details the demand of business strategy and priority of these demands in relation to information system. 

According to the CIO, the implementation of CRM system is a basic goal of IS/IT strategy in the stage from 2010 to 2012. Evaluating this goal, he shares the concern that Company A has recognised the importance of a complete and standardised customer database. The answers from the semi-structured interviews with the staff of Company A also confirm this concern when almost interviewees state that the separated and non-standardised database have negative impact on their works. Findings from the CIO of the company emphasise that standardising the customer database is the highest priority and it is the first step towards the implementation of data warehouse. 
4.2.2 CRM system may effectively support the sales force 

Sales system is a very important part of any company. The sales representatives frequently interact with the customers thus they need to understand how CRM system can support their daily works (Kincaid, 2003). For that reason, improving efficiency and effectiveness of the sales force is often considered as a focused objective of a CRM system. Sales Force Automation functions also exist in the first generation of CRM systems (Kumar and Reinartz, 2006). 

Research results also indicate that most respondents mention this factor when being asked about the potential benefits of a CRM system. It seems that they are not satisfied with the current system. The answer of sales staff was that it was hard for them to manage the current customers. They expect that a new system may support them better by providing necessary information about customers such as contact information, customer habit and purchasing history. They believe that if they understand customer better, they may persuade customers to register to more additional services and therefore they can improve cross-selling volumes. However, they do not strongly expect to improve up-selling volume because they think that with a customer, the monthly consumption of telecommunication services is often stable. This result supports the argument of Gray and Byun (2001) that CRM improves cross-selling but it seems to slightly conflict with the argument of Chen and Popovic (2003) of increasing up-selling. It may be a particular characteristic of telecommunication market. 

Not only directly supporting the sales person, CRM may enable new sales channels such as telesales or e-business. With the development of internet technology, the distance from customer to company is only ‘one mouse click’ (Chaffey, 2009). Customers are also better informed about the products and services and as stated by an interviewee, diversifying selling systems is one benefit which Company A expects from the implementation of CRM. 
4.2.3 CRM system may improve quality of marketing activities 

Marketing is ‘the most often associated function with CRM’ (Kincaid 2003, p.52). Morman and Rust (1999, cited in Verhoef and Leeflang 2009) discuss that an important role of marketing is to enhance the value of financial profit and improve the customer relationship. Many aspects of marketing are relevant to the implementation of a CRM system within a company and can get benefit from a CRM successful deployment. The contents of both the in-depth interview with the VP and the semi-structured interviews with the staff of marketing department point out that the company are having problems at both managerial level and operational level in marketing activities. 

At managerial level, there are both strategic issues and tactical issues. The managers of the company are concerned that the current system cannot provide them with useful and necessary information during the decision making process. Hence, it is really difficult for them to plan and to follow a marketing strategy or a marketing campaign. Moreover, at the end, it is also hard to evaluate whether a marketing activity is successful or not. 

At the operational level, marketing staff complain about the lack of functions at the current system so they often have to collect data, analyse and present manually. Hence, it is time consuming. Additionally, the reliability of the result may be low and thus leading to poor quality of marketing proposals. As an explanation for these issues, the IT department staff mention the limitations of current system with the strongest impact comes from a separated database. Because of that, data is heterogeneous and the reliability of the information is limited. It is also difficult for the IT department to apply some data analysing tools. 

In the context of Company A, a successful implementation of the CRM system can offer many great benefits from marketing perspective. Firstly, the outcome of a CRM system can improve the quality of marketing strategy. According to the VP, having a suitable marketing strategy towards customers is the key to survive of Company A and it cannot be achieved without the support of CRM system. It supports the ideas that under the pressure of competitive economy, telecommunication firms have a tendency to change marketing strategy from short-term to long-term (Wu et al, 2007) by focusing on direct link to customers (Yeigh, 2008). 

In more details, the result shows that Company A expects the CRM system will help to target profitable customers. According to Pareto’s principle, it assumes that 20% of customers contribute to 80% of the sales volume. These customers are very important to the company and the competitors always try to acquire them. Because of that, they obviously must be treated differently. Therefore, the marketing department needs to know who they are, what they want to customise marketing activities better. Both managers and employees at marketing department admit that in the past a number of marketing campaigns could not achieve the targets because these campaigns did not target to the right customers and thus did not meet their demand. They expect that CRM may help them to individualise marketing messages towards individual customers. This finding of CRM benefit supports Richards and Jones (2008). 

In addition, the research results identify the role of CRM in the company’s marketing campaign. To answer the question of the expected benefits from a new CRM system, most of respondents mention about a better campaign management. In fact, campaign management is a functional module of the CRM system and it seems that the respondents are confused between function and benefit of CRM in terms of campaign management. However, there are reasons to believe that with a better tool, the company can manage marketing campaign more effectively. 

The research also points out that CRM may help Company A cut down the operational and marketing costs. Staff of the marketing department thinks that email marketing function of CRM system may offer more productivity with a less spending comparing with traditional mail advertising. They also consider about the cost saving from electronic payment function. This result supports the argument of Kumar and Reinartz (2006) that the implementation of CRM at the telecom company may help to cut down costs while delivering better and cheaper services. 
4.2.4 CRM system may improve quality of customer services 

Customer service is a combination of after sales activities to satisfy customers (Gray and Byun, 2001). It takes an important role to retain company’s customers. Moreover, the satisfaction of current customers has great impacts on the company’s prestige on the market. Literature review shows that improving quality of customer services is mentioned by many authors as an outstanding benefit of a CRM system (Chen and Popovic 2004, Mithas et al 2005, Richards and Jones, 2008). In the context of this research, the interviews point out many detail benefits of CRM in terms of customer services. 

Firstly, the respondents believe that CRM will improve the operation of customers’ contact channels. Interviewees discuss that the demand of information exchange between customers and the company is increasing and it is conducted by various means of communication. Therefore, company needs to create more convenient channels, not only traditional channels such as sales person, kiosks but also modern channels such as website and email. 

Secondly, the results of the interview suggest that CRM can enhance the quality of the company’s call centre system. Call centre is one of the essential elements of CRM and to be more and more important, especially with a telecommunication company because of a huge amount of customers. As provided by Company A staff, at the moment, Company A maintains simultaneously two call centre systems, one for technical support and the other is for telesales and customers’ complain resolving. This separation may lead to customer confusion. In addition, call centre staff complain about the link between call centre system and customer database. In many cases, they cannot access straight away to necessary customers’ data and therefore it takes them more time to response to customers’ requests. Obviously, it negatively impacts on customers’ satisfaction. Moreover, call centre manager also concern about the capability of call centre system when the numbers of inbound calls is increasing. They complain that they cannot control and manage their staff effectively because of the poor functions of current call centre system. Therefore, they believe that with the implementation of CRM, a new call centre system which can be well integrated to customer database will help to serve customer better and therefore improving quality of customer service. 
4.2.5 CRM system may contribute to build organisational culture 

The interviewees at managerial level in Company A consider the role of CRM with the development of organisational culture, especially customer-centred culture. They expect that CRM will help to develop customer centric culture within the company. It seems to go against the argument of Kincaid (2003) that company should build a customer centred culture before they implement a CRM project. This contradiction is explained by the VP that Company A has been changing from a long time of monopoly. The VP also admits that the company had a bureaucratic structure and a part of employee lacks of awareness about competition. Therefore, their working attitude towards customers is not as good and professional as needed. In the contrast, the new rivals are well trained and often better. The consequence is that company loses many customers, even important customers. Customers decide to cancel their service contracts because they dissatisfy with the behaviour of company’s staff. The middle mangers of all relevant departments also have same point of view and they hope that CRM can help them to change working behaviours of their staff through training, education and by creating new metrics and rewards. 

From an employee perspective, the majority of interviewees think that CRM can help them to collaborate more effectively. They provided evidence about the limitations of the current system and internal communication process, and they expect that the situation will change with the new CRM system improving for instance internal information sharing and customer data exchange. This finding supports the argument of Wilson et al (2002) that CRM may enhance the quality of communication across multi selling channels.
The findings of the case study are summarised in Table 4. 
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Table 4.
The results of the case study

Our results support and extend the CRM process (Normile, 2008) in which CRM is presented in 3 steps, i.e. identify, understand, and interact. The interviewees highlighted the importance of identifying the most profitable customers for future interaction, as well as the understanding of their needs. They stated the need for effective and efficient IT solutions as supported by customer interaction so as to meet all of their expectations. Targeted marketing (ibid) was referred as the key strategy to meet the customer demands. 
Therefore, the results show that customer centric strategy is an essential part of the business strategy of Company A and CRM system plays an important role to help Company A to achieve business objectives. Many parts of the company expect to get benefit from the implementation of the CRM system and it seems that the company needs to implement a CRM solution with full functions to support all relevant departments. However, the CRM system is not simply software which just only needs to be installed and used. It is a combination of many factors such as information, processes, technologies and people in an excellent way in a customer-oriented direction (Kincaid, 2003). It often requires significant changes in the company, time consuming with a huge resources. Therefore, the recommendation for Company A is that the company should set a right priority for all the demands and focusing company’s resources on the basic requirements, such as standardising customer database, re-defining business structure and processes or training employees.
5 conclusion
This paper aimed to explore the potential benefits by introduction a CRM system in the telecom industry. As shown in the first chapter of the thesis, the question of this research is: ‘What potential benefits CRM system may offer in the context of a Vietnamese telecommunication company ’.
It is a fact that on the road to join the worldwide economy Vietnamese companies need to apply modern managerial models and technologies to improve business competency and gain competitive advantage. However, the cover of existing literature in this area is sparse, especially about the application of CRM. By selecting a case study of a local telecommunication company in Vietnam, the research explores the potential benefits which a CRM system may offer. The findings of this research may stimulate future research in this area. 
From managerial practice perspective, this research also offers many practical values. The findings help managers of a Vietnamese telecom company in general and in Company A in particular to understand the importance of CRM during customer centric age. By linking the expectation of the company with the technical function of a CRM system, the IT department can also find out what types of CRM are suitable with the context of the company and may set priority to implement. Although the research objective is to explore the potential benefits of a CRM system, the findings from the interviews also reveal the limitations of the current system. Therefore, the company may implement urgent solutions to enhance the working productivity as well.

To become a customer centred company is a long-term objective of the Company A. On the way to achieve this objective, implementing successfully CRM systems is one of many tasks the company must accomplish. By providing the potential benefits which a CRM system may offer, this research may be a premise for future works. A focus could be placed on other aspects of CRM implementation such as critical success factors of CRM successful metrics. The scope of this research can also be expanded to inform the theory on the benefits of CRM from the perspective of telecommunication industry.
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