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[pt] Marketing de relacionamento e CRM - Customer Relationship

Management.

Resumo(s): [pt] No universo de marketing, um dos fundamentos da estrutura é a relacdo

entre clientes e produto. A origem desse processo pode ser comprovada
através da relagdo entre cliente e fornecedor e a partir dessa interacdo
surge a acao do marketing denominada Marketing de Relacionamento.
Assim, criou-se uma seqliéncia de estudos que envolvem um
embasamento tedrico do Marketing de Relacionamento abordando seus
pontos de apoio as acdes de marketing das empresas, independentemente
dos recursos de automacgdo. Na seqléncia, este trabalho abordara a
viabilidade da utilizacdo do Marketing de Relacionamento por empresas de
qualquer porte para um gerenciamento eficaz das relagbes com seus
clientes, tendo como referéncia algumas ferramentas baseadas na
tecnologia da informagcdo como o CRM (Customer Relationship
Management). O CRM é abordado, entdo, quanto as suas caracteristicas
fundamentais e como instrumento de operacdo dos recursos do Marketing
de Relacionamento. O conjunto de informacOes apresentadas neste
trabalho permitird compreender e ter acesso a um grande numero de
situacdes que tém gerado mudancas no comportamento das empresas,
resultando na criagcdo de novos valores e diferenciais para seus produtos.

[en] The customer and products relationship is one of the most important

fundaments concerned to the marketing universe structure The origin of
this process can be proved through the client and supplier relationship and
from this interaction comes the marketing action which we nominate
relationship Marketing. Thus, a sequence of studies that involve a
theoretical basis about this kind of marketing was created, whose
approach focuses on its support points to the companies marketing
actions, independent of automation resources. This work presents the
viability of the relationship marketing usage by companies of any level in
order to develop an accurate management concerned to its customer
relationship, having as reference tools based on information technology
such as CRM (Customer Relationship Management). CRM is described as
far its characteristics are concerned and also as an operational instrument
to the relationship marketing resources. The information group presented
in this work will permit us to understand and access a great number of
situations that has created changes within the companies’ behavior,
resulting in development of new value and differential to their products.



