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ABSTRACT
Customer relationship management (CRM) has the potential for achieving success and growth for organizations in the nowadays environment of extensive competition and rapid technological development. CRM enables organizations to know their customers better and to build sustainable relationships with them. However, CRM is considered as buzzword and it is not understood well. The main components of CRM are people, technology, and processes. This paper provides an extensive review of the literature regarding the CRM processes. This review aims to increase the understanding of the different perspectives and the various types and levels of CRM processes. This paper reveals that there are four major perspectives of CRM processes which are customer facing level processes, customer oriented processes, cross functional CRM processes, and CRM macro-level processes. This paper recommends that for ensuring the successful adoption and implementation of any CRM initiative, organization should understand the different levels of CRM process and the integrated activities among the CRM processes at each level. In addition, for organizations to be successful adopters and implementers of CRM programs/systems, they should understand the need for business process reengineering and effective anticipation and management of the change that may accompany any CRM initiative. This paper suggests a pre-implementation plan for CRM programs/systems. Such a plan aims to initiate and communicate a customer-oriented culture within the organization. This step emphasizes on increasing the understanding of CRM concept and communicating and spreading the knowledge of the promising benefits of CRM programs/systems to all parties in the organization. All that will contribute in increasing the success rate of CRM programs/systems implementation.



        	







                            
                          CHAPTER 2
2. SYSTEM ANALYSIS
2.1 EXISTING SYSTEM

· The organization's customer strategy entails the identification of the existing and potential customer base and recognition of the most appropriate form of customer segmentation.
· The existing academic literature and practical applications of CRM do not provide a clear indication of what specifically constitutes the implementation of CRM processes. 
· It should be noted that though all three subsections of the hypothesis are in the same direction, the possibility exists that the magnitude of the effect across the three stages varies.
· To strengthen the insight and veracity of our analysis, we also collected objective performance measures for the existing set of firms. 
2.1.1 DRAWBACKS OF EXISTING SYSTEM  : 
· Customer process encompasses the customer activities performed to satisfy a need or to solve a problem.
· The process of relationship evolution can be subject to termination at any point through customer causes (ceasing of category consumption), competitive causes, or internally unintended (attrition through service problems) or internally intended (customer firing) causes.
· The determinate nature of the PLS approach avoids parameter identification problems that can occur under covariance-based analysis.
· When dependent and independent variable data are collected from a single informant, common-method bias can be a problem. 
2.2. PROPOSED SYSTEM 
· In addition, this paper intends to propose an enhancement of the CRM process model by suggesting a pre-implementation plan for CRM programs/systems.
· The purpose of this step is to be as a pre-implementation plan for CRM programs/systems in which, a better understanding of the concept of CRM and the sense and awareness of the CRM program/system are created within the organization. 
· Therefore, we followed the guidelines for constructing indexes based on formative indicators, as proposed by Diamantopoulos and Winklhofer (2001).
· In this context, CRM technology is the information technology that is deployed for the specific purpose of better initiating, maintaining, and/or terminating customer relationships.


2.2.1. ADVANTAGES OF PROPOSED SYSTEM
· The performance assessment process in which the assuring of achieving an organization's strategic aims in terms of CRM to a satisfactory standard is covered and the basis for future improvement is established.
· Its components are shareholder results and performance monitoring.
· The understanding of the expected benefits of the CRM program and the enabling of the organization to measure the influence and implication on the organizational performance of the CRM program are other two important dimensions of the benefits of understanding CRM processes. 
· The information management process in which customer data and information is gathered from customer contact points and used to create proper marketing responses. 
2.3 FEASIBILITY STUDY
The feasibility Analysis is an analytical program through project manager determines the project success ratio and through feasibility study project manager able to see either project. The key considerations involved in the feasibility analysis are:
· Economic Feasibility
· Technical Feasibility
· Operational Feasibility
· Environmental Feasibility

2.3.1 ECONOMICAL FEASIBILITY
Hence this project is economically feasible there is no need to involve any cost for this project. 
2.3.2 TECHNICAL FEASIBILITY
Software Technologies used are PHP and MySql. In the educational institutions, it is possible to update the system in future. No special hardware is required for the purpose of using this system. Hence it is declared that this project is technically feasible.
2.3.3 OPERATIONAL FEASIBILITY
As the admin work mainly to maintain the Patient and Doctor .Doctor will predict patient cancer disease. Hence it is easy to operate with training. Therefore it is operationally feasible for implementation.
2.3.4 ENVIRONMENTAL FEASIBILITY
This project environment is correct as a admin has developed this system and no expenditure is involved under any head and this process is part of admin document management, this project environment is accessible.   
2.4 SYSTEM REQUIREMENTS
· System	:  Pentium IV 2.4 GHz.
· Hard Disk	: 40 GB.
· Monitor	: 15 inch VGA Color.
· Mouse	: Logitech Mouse.
· Ram		: 512 MB
· Keyboard	: Standard Keyboard
2.4.1 HARDWARE REQUIREMENTS
             The Hardware of the computer consists of physical component such as Input Devices, Storage Devices, Processing & Control units and Output Devices.  Computer includes external storage unit to store data in programs.
           The Hardware Configuration involved in this project
· System	:  Pentium IV 2.4 GHz.
· Hard Disk	: 40 GB.
· Monitor	: 15 inch VGA Color.
· Mouse 		: Logitech Mouse.
· Ram		: 512 MB
· Keyboard	: Standard Keyboard
2.4.2 SOFTWARE REQUIREMENTS 
 	Software is a group of programs that computers need to do a particular task.  It is an essential requirement of Computer System. The Software used to develop the project is
· Operating System	: Windows XP.
· Platform		: DOT NET TECHNOLOGY
· Front End		: ASP.Net 3.5
· Back End		: SQL SERVER 2005

CHAPTER 3
  SYSTEM DESIGN AND DEVELOPEMENT
SYSTEM ARCHICTURE
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CHAPTER 4
TESTING AND IMPLEMENTATION

0. TESTING
 Implementation is the stage of the project when the theoretical design is turned into a working system. This is the final and important phase in the system life cycle It is actually the process of converting the new system into a operational one.

 4.1.1Unit Testing
	Unit testing comprises the set of tests performed by an individual programmer prior to integration of the unit into a larger system. The module interface is tested to ensure that information properly flows into and out of the program unit. The local data structure is examined to ensure that data stored temporarily maintains its integrity during all steps in an algorithm’s execution. Boundary conditions are tested to ensure that the module operates properly at boundaries established to limit or restrict processing. All independent paths through the control structure are tested. All error-handling paths are tested.

4.1.2 Block Box Testing
Black-box testing is a method of software testing that examines the functionality of an application without peering into its internal structures or workings. This method of test can be applied virtually to every level of software testing: unit, integration, system and acceptance. It is sometimes referred to as specification-based testing.




4.2 SYSTEM IMPLEMENTATION
Implementation is the stage of the project when the theoretical design is turned into a working system. This is the final and important phase in the system life cycle It is actually the process of converting the new system into a operational one. 

















                               CHAPTER 5
CONCLUSION:
    It becomes a matter of fact that the implementation of CRM initiatives and programs have faced with failure over different industries and businesses. In addition, the understanding of CRM and its different aspects like definition, scope, processes, and technology is still limited and shallow. The previous discussion of the fundamental theory of the CRM processes is very important to strengthen the understanding of CRM, before planning for the adoption and implementation of CRM initiative. The understanding of the main components of any CRM initiative is very essential for its success. People, technology, and process are the three main components of CRM. This paper provides an extensive review of the literature for the CRM processes. In essence, there are three CRM types or forms that extend in organizations which are strategic CRM, operational CRM, and analytical CRM. From the critical analysis of the literature there are four main perspectives of CRM processes which are customer facing level processes, customer oriented processes, cross functional CRM processes, and CRM macro-level processes. They are different, integrated, and play complementary roles for achieving the goals of any CRM initiative. The understanding of the CRM processes as one of the main elements of any CRM program is important for understanding the amount of change and for identifying the required integration with other business processes for ensuring the successful CRM implementation. 
                                             CHAPTER-6
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