
The 13th INTERNATIONAL SCIENTIFIC CONFERENCE  

INFORMATION TECHNOLOGIES AND MANAGEMENT 2015 

April 16-17, 2015, Information Systems Management Institute, Riga, Latvia Bezpartochnyi M 

178 
MD18 Management and Decision Making 

Information systems in management of trade enterprises 

M Bezpartochnyi* 

University of Economics and Trade, Ukraine 

*Corresponding author’s e-mail: businesshold@mail.ru 

 
 

Abstract 

Consider the need for information systems to improve the efficiency management of trade enterprises. The attention is focused on building 
relationships with consumers trading enterprises. The proposed mechanism systems use customer relationship management (CRM). 
Disclosed the essence of each element of CRM trade enterprises (marketing, sales, customer support). Shown the results of the 
implementation of CRM on trade enterprises. Identified software CRM for trade enterprises. 
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1 Introduction 

Information systems are an important resource in the mana-
gement of trade enterprises. They allow the effectiveness of 
their operation and development, maximize profits and 
increase customer satisfaction. It should be noted that the 
main purpose of the operation of trade enterprises in a 
competitive environment is to meet the needs of consumers. 

In practice, trade enterprises are using all sorts of infor-
mation systems that allow for efficient formation of commodity 
resources, fixed assets, personnel, capital and other resources. 
When using information systems occupy an important place 
management of relationships with customers (CRM). 

2 Overview of the study area 

CRM is a business strategy, a strategy to attract customers 
and manage relationships with them, which is aimed at 
optimizing their value in the long term. It presupposes the 
existence of trade enterprises defined philosophy and cul-
ture, customer-oriented and aimed at improving efficiency 
in marketing, sales and service [1]. 

In practice, the CRM is a process of active deepening of 
knowledge about customers and use this knowledge to set 
up a business and strategies to meet the individual needs of 
customers [5]. 

CRM functional models for trade enterprises include 
three parts: marketing, sales and support. 

Block marketing includes tools that enable: 
 planning and execution of marketing campaigns and 

analyzing the results for each target group, product, 
region, and so on etc.; 

 budgeting and forecasting results of marketing 
campaigns; 

 analysis and the formation of the target audience, 
generate a list of potential customers and their 
distribution among the sales force; 

 the creation of a marketing database: collection of 
information on product lines, prices of consumer 
market, competitors; 

 the creation of marketing materials and management. 
Tools of unit sales provide an opportunity to carry out: 

control of the classification of customers, contacts, sales 
cycle; sales forecasting; automatic preparation of commer-
cial offers; management areas; monitoring of potential sales. 

Tools of the unit support the following tasks: tracking 
the needs of consumers; maintenance of databases; imple-
mentation of the warranty and post-warranty service; cont-
ract management. 

In a competitive CRM in trade solves three major prac-
tical problems: 

 development of a database of clients. Customer in-
formation collected and processed in any way, this is 
the competitive advantage of trade enterprises in the 
consumer market. With this knowledge about their 
customers retailers can move to a new level of rela-
tions, which is the basic principle of regularity and 
consistency influences – from dating to a sale and 
further service. This technology is a set of marketing 
databases and allows you to achieve excellent results 
through a point impact on your potential customers; 

 organization of interactive process with clients. Is a 
planning and monitoring results to the client. Through 
analysis of feedback trade enterprises must promptly 
determine the effect of their marketing initiatives, to 
more accurately assess the existing demand and make 
appropriate changes to its product portfolio; 

 control activity management system. As a result of the 
implementation of CRM sales management system ge-
nerates a set of specific organizational and economic 
procedures to track the activities of commercial and 
operational staff on the degree of customer satisfaction. 

More often trade enterprises use the following types of 
CRM [2]: 
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 operating – registration and on-line access to the 
primary information regarding customer needs, 
product lines, pricing, purchasing power, and other 
options for segmentation; 

 collaborative – the organization of close cooperation 
with end-users, up to the client to influence the inter-
nal processes of trade enterprise (holding polls to 
change the quality of products or services, web-site 
to track the status of their customers order, noti-
fication via SMS about events related to the shares, 
sales opportunity for the customer to configure and 
order independently in real time); 

 analytical – reporting and analysis of information in the 
various sections (analysis of the results of marketing 
activities, analysis of the effectiveness of sales by 
product, customer segments, regions and other options). 

The result of the implementation of CRM in trade is: 
 increase in sales volume, due to a more efficient sales 

system that allows sales representatives to spend 
more time at the client, as well as more effective 
control system; 

 increase in revenue and profitability, which is 
associated with understanding the client’s needs, a 
higher level of customer satisfaction and less need 
for additional purchases; 

 increase customer satisfaction. Consumers consider 
trade enterprise focused on solutions to their specific 
needs and assess attention in relation to their needs; 

 reduction of administrative costs for sales and 
marketing. To reduce costs resulting automation of 
business processes; system allows you to more 
accurately define the target customer segments, 
understand their needs and to personalize the product 
range and sales support for these segments. 

In the CRM market proved themselves information sys-
tems for trade enterprises such software developers as Micro-
soft Dynamics CRM, Oracle CRM On Demand and Oracle 
Siebel CRM, SAP CRM, Terrasoft CRM, Salesforce.com, 
NetSuite CRM. 

3 Conclusions 

CRM is customer-oriented business strategies and specific 
software technologies to automate and improve business 
processes in areas such as sales, marketing, customer service 
and support of commercial enterprises. 

Effective use of these information products allow trade 
enterprises to promptly identify the needs of consumers, to 
improve its product range and pricing policies, provide 
quality service, improve competitiveness. 
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