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Abstract 

With today's strong competition and globalization trend, 

customers are faced with countless products, brands, prices, 

suppliers, and businesses that want to survive and develop. 

Customer-oriented and customer-centric, bringing the 

highest value to customers. When customers have more 

demands on satisfying their needs, businesses need to have a 

strategy to develop close relationships with customers, which 

is also a way to maintain existing customer loyalty. and build 

relationships with potential customers. Through research, 

thoroughly understand the needs and habits of customers, 

approach and communicate with customers, manage 

customer information in the most systematic and effective 

way in order to offer the best products and services. the most 

suitable service that meets the needs and wants of the market. 

In fact, customer relationship management has been quite 

popular in the world, but it is still new in Vietnam, businesses 

are still not really aware and focused on the importance of 

customer relationship management. Therefore, in the current 

fierce competition, in order to acquire and retain customers, 

Co.opmart supermarkets must have appropriate customer 

management policies. Building a customer relationship 

management system will create and maintain sustainable 

relationships with existing customer groups as well as 

potential customer groups. demand, adding value to 

customers and increasing profits for Co.opmart 

supermarkets. From the above reasons, research on the 

formation and development of CRM system at Co.opmart has 

been carried out.
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1. Introduction 

1.1 Overview of the research problem  
In order to complete the content of the topic, the author has collected documents for his research based on theories of marketing 

and customer relationship management, research articles on the formation and development of customer relationships, 

development of CRM system at Coopmart of some previous authors, as well as articles and websites about customer relationship 

management. Here are some references. 

 Le The Gioi, “Value-oriented marketing management”. The author has clearly shown the customer-oriented values in 

modern goals. Understanding customer behavior is one of the important factors to create better service for customers and 

create customer satisfaction for businesses. In addition, the author introduces readers to the basic concepts of CRM, 

considering CRM as a general process of providing higher value and satisfaction to customers. 

 Marketing management in the 21st century has brought readers a new approach to modern marketing. The document has 

emphasized that the official operational objective of the business is to attract and retain customers, thereby creating 

economic profit, growth for the business, sorting and understanding the needs, characteristics and behavior of each of its 

customer groups. 
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2. Theoretical Basis 

2.1 Overview of the CRM system  
The CRM system is a solution to support businesses in 

storing and updating all kinds of information about customers 

from the needs of services and products from the business, 

thereby helping businesses keep track of all information and 

interactions between businesses and their 

customers. Thereby, a CRM system helps businesses to 

provide solutions to customers with the best services so that 

users can have the perfect service/product experience of the 

business. CRM system is a support tool to help you manage 

all customer information in the most detailed way. The CRM 

system helps businesses analyze important types of potential 

customers or partners. Most businesses today are customer-

oriented as the top business trend. 

In fact, CRM is a system that centralizes all information and 

links all operating departments in the business. Then, all 

interactions with customers through many forms such as: 

Email, sms messages, voice calls, appointments, data storage 

files are stored and tracked. For a CRM system built and 

deployed on a standard process to help businesses analyze, 

evaluate and classify potential, non-potential, high or low 

priority customers and through the storage and update system 

Latest information from customers helps businesses increase 

sales closing rate significantly. 

 

2.2. The role of CRM in the business strategy of retail 

supermarkets  

Trading function 

The CRM system works similarly to Microsoft's Outlook 

program. It allows you to transact e-mail within the CRM 

user network, and at the same time to transact mail with the 

outside by declaring POP3 accounts. 

 

Analysis function 

The CRM system allows the company to create and analyze 

information to manage and track what needs to be done, such 

as which customer, for how long, under which project or 

topic, by whom. Responsible. 

 

Planning function 

The CRM system helps you arrange individual and collective 

work schedules, including daily, weekly and monthly 

calendars. 

 

Function of declaration and management 

The CRM system allows to declare and manage relationships 

with customers to understand who they are on the basis of 

simple profile information about them. CRM will help 

determine which customers have regular relations with the 

company, which customers the company has working 

appointments with, which customers are partners related to 

which plans need to be prioritized. 

 

Communication management function 

The CRM system allows to manage and track phone calls in 

the company, helping you to plan at what time to call who, 

how long to call and whether you have made or forgotten. 

 

Archive and update function 

The CRM system allows you to read and write documents of 

any kind, so that users of the software system can share with 

each other about shared documents, documents needed for 

everyone to participate in. survey. Especially when the 

employee goes on a long-distance business trip, he can still 

easily use his company's common document repository, and 

at the same time can send new documents to his colleagues 

despite the geographical distance. It can be said that CRM has 

completely eliminated sending attachments via email to 

people sporadically as before. 

 

Functions to support projects 

The CRM system allows you to declare and manage the 

necessary information about the projects that your company 

needs to plan and implement. Along with the main 

information about the project, you can manage the list of 

project members, which companies they belong to, how the 

work goes, when the appointments are, c evil should contract 

signed. You can also divide a project into smaller projects and 

schedule them. 

 

Discussion function 

The CRM system creates an environment for public 

information exchange throughout the system through writing 

news, responding to news. Besides, CRM software can help 

groups of people exchange online to express their views, their 

opinion on a certain issue, whether they are sitting at the 

office or on a business trip. 

 

Contract management function 

The CRM system allows to manage a list of attached 

contracts, even if they are original contracts saved in PDF 

format. 

 

Administration functions 

The CRM system allows company administrators to define 

the roles and positions of salespeople and customer relations 

staff, thereby managing and promoting their full role. 

 

2.3. Features of CRM system at retail supermarkets  
CRM software brings high efficiency to businesses in 

managing warehouses, retail points, supermarkets, groceries, 

stationery, cosmetic stores, clothing stores, fashion, phone 

centers, electronics have small and medium models. In order 

to help business save costs, especially CRM software is easy 

to use, free support and unlimited time and features. 

 

Customer care management system  

1. Customers can access their purchase history 

2. Order status (if any) 

3. Warranty period (if any) 

4. Promotions 

5. Customers look up the accumulation of points on 

shopping cards thẻ 

6. Security management of access to the system 

 

Customer management  
1. Manage customer details and contact information 

2. Manage transaction activities related to customers: 

Quotation, sales 

3. Customer sales statistics 

4. The ability to calculate the sales of customers in the TOP 

of the highest sales 

5. Support customer care service functions 

 

Sales management  
1. Sales at the counter, sales on delivery 

2. Order Management 
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3. Order processing: Retail sales, wholesales, project sales 

4. Manage the status of orders 

5. Manage the customer return process, the price to be paid. 

 

Manage invoices, debts, payments  
1. Debt management, debt limit of customers 

2. Invoice processing 

3. Manage payments 

 

Purchasing Management  

1. Set up other pregnant goods 

2. Order analysis (analyze by inventory, sales, samples, 

etc.) 

3. Manage the process of ordering goods, approving orders, 

ordering suppliers 

4. Manage invoices and input documents 

 

Automatic reminder system  
1. Remind customer debt 

2. Remind accounts receivable, payable. 

 

In addition, the CRM system also has the following 

characteristics: Promotion management; Manage shopping 

card program, gift vouchers; Management and coordination 

of warehousing, delivery, and installation; Optimal shipping 

management; Warranty and maintenance management; 

Manage employee bonus points; Management of raw 

materials warehouse. The above is the system of information 

that retailers need to manage in sales. But to make sales 

management easier than ever, sales management software is 

now the first choice of most businesses. 

  

3. Research Methods 

3.1. Sources and methods of data collection  

Source of data information  

 Reports and research articles by specialized authors and 

organizations 

 Textbooks and specialized materials and mass 

communication 

 Libraries, statistical reports of ministries, branches and 

localities 

 Report/survey sheet of previous classmates 

 Internet, social networks such as facebook, google. 

 

Data collection methods: Are methods of collecting data 

that is available inside and outside the business, that is, 

secondary data. However, by means of modern 

telecommunications such as the web, e-mail, telephone, 

networked video recorder, researchers can indirectly 

approach the subjects to be researched to collect both primary 

and secondary data. 

 Observation method: is a method of collecting primary 

data about customers, about competitors by using people 

or machines to record the phenomena and behavior of 

customers and system staff businesses, and 

competitors. The purpose of the observation is to record 

the behavior and words of employees and customers 

when they are at places dealing with customers. 

 Interview method: is a method of collecting primary data 

by interviewing selected subjects. This is the only 

method to know the opinions and intentions of 

customers. 

 Experimental method: to create artificial conditions to 

determine the outcome when we change a certain 

variable while keeping other variables constant, that is, 

to discover the causal relationship of which two variables 

or test hypotheses. 

 

3.2. Research Methods 
Based on the theory of customer relationship management, 

marketing theory to research and analyze the actual data at 

Coop.mart supermarket. Method of description: Describe the 

current operation of Coop.mart supermarket. Methods of 

statistics, synthesis, comparison, analysis and evaluation to 

locate and provide solutions to improve customer relationship 

management at Coop.mart supermarket  

  

4. Research Results and Discussions 

4.1. Strengths and weaknesses of CRM at Coop Mart 

supermarket  

Strengths 

 Good interaction with customers  

 For customers shopping at Co.opmart supermarket 

 For individual customers who already have a customer 

card: Loyalty, Member, Vip... Co.opmart supermarket 

identifies this as the target customer. Taking good care 

to strengthen the sustainable relationship between 

supermarkets and customers is a particularly important 

requirement. Co.opmart always strives to meet the 

maximum needs of customers. 

 + For corporate customers who buy first, pay later: 

maintain the relationship between customers and 

supermarkets, and at the same time consider debts to 

avoid losses. 

 For new customers who have a relationship at Co.opmart 

supermarket: Group of customers who have not yet 

registered with the supermarket. Co.opmart's customer 

relationship point of view is to always monitor, care, and 

disseminate benefits... so that they become loyal 

customers of the supermarket. 

 For customers who have bought goods at Co.opmart 

supermarket within 6 months but have not had any more 

purchases: supermarket staff call to visit and attract them 

to shop again at the supermarket. 

 

Personalize according to customer  

 Co opmart supermarket has implemented many separate 

pricing and distribution policies for each customer 

segment, generating positive signals. 

 Enthusiastic staff and professional advice on products 

are advantages for Co opmart supermarket to make a 

difference compared to competitors. 

 

Weaknesses 

 Customer care in peak periods is still limited  

Usually, customer service staff will divide cases and handle 

customer messages manually. However, at peak periods, the 

customer service department will be easily overloaded such 

as seasonality (discount season, new product launch, 

holidays) or special events (extreme weather events, 

technical problem solving). At these times, it is not possible 

to handle cases manually. 

 

 Customer service staff's right to self-handle is not 

appropriate  

Providing the right level of self-treatment to customer service 

reps is not easy. You certainly don't want them to talk to 

customers like rigid robots, but you also can't let them say 

www.allmultidisciplinaryjournal.com


International Journal of Multidisciplinary Research and Growth Evaluation  www.allmultidisciplinaryjournal.com  

797 

whatever they want. Great customer service experiences are 

often accompanied by meaningful and highly personalized 

interactions, but still need to be consistent in the way they 

communicate and deliver quality feedback. 

 

 Unable to reach and connect with customers  

When receiving customer problems, customer service staff 

may not be able to immediately grasp the information that 

needs to be handled, causing them to wait and move to 

another department for resolution. 

 

 The system of receiving customer feedback is not 

professional  

70% of businesses rated as providing the best customer 

service are thanks to using a customer feedback collection 

system? However, the coopmart supermarket system cannot 

do that. 

 

4.2. Promoting and exploiting strengths of the CRM 

system at Coop Mart  
The foundation for building CRM at coopmart: includes 3 

basic issues: creating value for customers, seeing each 

product as an operational process and the responsibility of the 

supplier. The most important foundation is creating value for 

customers. The aim is not only to maximize the benefits of 

individual activities, but also to build sustainable 

relationships with customers, which are mutually 

beneficial. CRM creates value for customers and suppliers 

are the central factor, bridging the three areas of production, 

products and customers. CRM must see each product as a 

process of action involving supplier and customer 

exchanges. No company sells a pure product or service, but 

rather different forms of CRM. The company does not sell 

products or services, but the company only sells benefits and 

solutions to customers. In order to implement CRM well, the 

company not only satisfies the expressed needs of customers, 

but also the needs of customers that have not been 

expressed to the outside, especially the future needs of 

customers row. 

Promoting the strengths of the CRM system at coopmart. 

 

Step 1: Create a database 

This is a prerequisite for implementing CRM of every 

business. There are many methods of information collection 

such as: direct contact with customers, questionnaires, 

website, e-mail, phone, etc. Customer database is a common 

property of the business, not of the company any individual. 

 

Step 2: Analyze the data 

The analysis is not the same for each business, but the amount 

of information about current and future customers that need 

to be assessed is about the same. Analyze data to 

solve customer- centric problems. 

 

Step 3: Select target customers 

This is an important step, it is necessary to add more 

information about the market, competitors, etc. Need 

accuracy so as not to lose important customers among 

potential customers. 

 

Step 4: Targeting tools 

Building separate programs for different audiences, 

especially interested in target customers, tools must be aimed 

at target customers to entice customers to come to the 

business. 

 

Step 5: The program builds relationships with customers 

Implement the tools set out to attract target customers to the 

business. Meet the needs of target customers that the business 

sets at a higher level than competitors. 

 

Step 6: Interact 

Interact with customers through direct communication, 

phone, e-mail or web to capture customers' thoughts in order 

to understand customer needs, thereby best meeting those 

needs to satisfy customers. 

 

4.3. Overcoming the weaknesses of the CRM system at 

Coop Mart  

 Customer care in peak periods is still limited 

Usually, customer service staff will divide cases and handle 

customer messages manually. However, at peak periods, the 

customer service department will be easily overloaded such 

as seasonality (discount season, new product launch, 

holidays) or special events (extreme weather events, 

technical problem solving). At these times, it is not possible 

to handle cases manually. 

In this regard, the provision of an information technology 

system lies in dividing customer cases quickly and 

scientifically in normal time or when running event programs 

in order to reduce the load on the team customer care as well 

as helping to take care of customers in the best way. 

 

 Customer service staff's right to self-handle is not 

appropriate 

Providing the right level of self-treatment to customer service 

reps is not easy. You certainly don't want them to talk to 

customers like rigid robots, but you can't let them say 

whatever they want, either. 

Provide self-treatment for more appropriate customer service 

staff, open training classes for customer service specialists in 

the best and professional way to bring customers closer to the 

product. Great customer service experiences are often 

accompanied by meaningful and highly personalized 

interactions, but still need to be consistent in the way they 

communicate and deliver quality feedback. 

 

 Unable to reach and connect with customers 

When receiving customer problems, customer service staff 

may not be able to immediately grasp the information that 

needs to be handled, causing them to wait and move to 

another department for resolution. 

Provide customer problems in the most complete way, 

improve the handling ability of customer service staff 

 

 The system for receiving customer feedback is not 

professional 

70% of businesses rated as providing the best customer 

service are thanks to using a customer feedback collection 

system? However, the coopmart supermarket system cannot 

do that. 

Open the customer feedback system, collect and respond to 

the comments that customers have contributed. 

  

5. Conclusions and Recommendations 

5.1. Conclusions 
It can be said that customer relationship management plays 

an extremely important role in the existence and development 
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of supermarkets. Customer relationship management not 

only benefits Coop.Mart supermarkets but also benefits 

customers, from which the relationship between Coop Mart 

supermarkets and customers will become close and tied. 

closer, improving customer satisfaction and loyalty. Also 

through customer relationship management, Coop.Mart 

supermarket's data warehouse about customers is also 

updated to make data analysis results more accurate catch the 

situation of customers, listen to the needs as well as the 

feedback from customers. With the desire to contribute a part 

to the development of customer relationship of Coop.Mart, 

our group project has systematized the basic issues as well as 

activities of customer relationship management at 

Coop.mart. Based on market research, the characteristics 

of the CRM system, the discussion of the strengths and 

weaknesses of the CRM system for Coop.Mart supermarkets 

in order to draw out recommendations and propose necessary 

solutions for improvement. than a CRM system. This helps 

Coop.Mart build a better image in the minds of customers, 

through which urgent proposals and solutions Coop.Mart will 

adjust accordingly while improving business performance 

and aiming to developing a CRM system to overcome all 

future challenges at CoopMart. 

 

5.2. Recommendations and suggestions  

For Coop Mart leader 
Always ensure the quality and safety of the food input of the 

product 

 Building trust with customers to be a place to trade in 

clean and hygienic food by quickly setting up a quality 

inspection center, regularly checking the quality of 

goods, ensuring guarantee to consumers that the goods 

are fresh and clean. 

 Building a stable supply of goods, building many brands 

under the Coopmart brand, with quality control, 

especially fresh goods, vegetables and fruits. 

 

Building a competitive and accumulative pricing strategy for 

reinvestment is vital for Coopmart in the upcoming 

competitive period. Because consumers have a lot of choices 

in deciding to buy a product. They do not hesitate to take the 

time to consult the prices of many places before deciding to 

buy, and when they have chosen a place they like, they are 

often faithful to that point of sale. 

The price policy determines the regular promotions, more 

flexible. To do this, the leader must find the source with the 

most competitive price. The implementation measure is to 

quickly set up centers to collect agricultural products with 

direct prices, link with farms and farmers, reduce 

intermediaries in order to bring goods to consumer’s at the 

most competitive prices. . 

Today, shopping in supermarkets has become familiar to 

everyone, not only for high-income people but for 

everyone. It is a modern, spacious and airy place, which is the 

weekend choice of families for shopping as well as 

entertainment. Therefore, it is necessary to invest in a place 

to play and entertain after a tiring working day. These 

services include amusement parks for children, cinemas, food 

courts, and bookstores. 

Improved loyalty and loyalty programs. This program creates 

a close relationship between customers and supermarkets, 

helping to share benefits with customers. However, further 

improvement is needed to make it easier for 

customers. Currently, customers who want to accumulate 

points have to bring a membership card, causing 

inconvenience. Therefore, it is necessary to be more flexible 

in managing customer information, can use identity cards, 

phone numbers, or just manage by name. 

 

For marketing, sales, customer service departments, at 

Coop Mart  
Promote promotional activities, to boost brand popularity. 

In order for the quality of sales service of Coop mart to be 

improved quickly and effectively, solutions must be 

implemented synchronously and drastically at the same time 

from the government, the State and the efforts of the whole 

employees of Coop Mart. 

Creating a better service style, supermarket business, like any 

other business, needs to be refreshed and upgraded regularly 

to create a new, attractive feeling and avoid boredom. 

Respect for customers: Effective customer care is to make 

customers feel their value and importance to each 

business. Anyone, when using the product/service of each 

business, wants to be respected. 

Each individual customer service worker must always 

maintain and constantly hone his or her listening skills. Keep 

your eyes on the speaker and focus on what they are 

saying. Never interrupt a customer's words even if what they 

say is not reasonable, or not true at the time. 

 

For customers of Coop Mart  
Give suggestions to the supermarket through the suggestion 

box, if the customer is not satisfied during the shopping 

process or in the customer care service. 

Customers should keep their personal belongings such as 

keys, parking cards because the supermarket is large, so it is 

best to send personal belongings to the storage counter to 

better secure their items. 

Customers can ask staff about the use and price of the product 

to get answers about the product more easily. 

On weekends and holidays, customers should queue without 

jostling so that the sales department can work as quickly as 

possible. 

When traveling with children, you should pay attention to 

observe the baby to avoid incidents when the baby plays, 

affecting everyone around. 

Do not open water bottles or tear off products without paying. 

Limit the product mess, can contact the staff so they can help 

arrange. 

 

5.3. CRM development solution to face challenges and 

opportunities at Coop Mart  
In today's business environment, tracking, processing and 

retaining customers is very difficult, and considering future 

business growth also encounters many dilemmas. The 

application of a CRM system will help businesses improve 

their business situation and overcome challenges to find a 

new path in marketing or their business. With the current 

times and new trends, businesses should: 

 Have a complete, professional CRM system to be able to 

respond quickly to all business needs, to manage CRM 

customer relationships effectively.  

 Take into account the amount of data to be collected and 

ensure that the system allows for expansion as needed.  

 Give due consideration to the data collected and 

stored. Collecting all kinds of data the company has is 

quite heavy, but only the necessary data. Storing unused 

data is a waste of time and money.  
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 A CRM system should have a flexible product pricing 

function suitable for specific customers. The customer's 

individual characteristics must be recognized and reacted 

accordingly.  

 Manage and own all information and data working with 

customers  

 

Manage contacts, transactions, invoices ith customers  

History of chats, calls, videos  

Integration with customer care switchboard  

 

Stay connected with all customers  

 Having its own communication channel with customers: 

call, chat, video  

 Integrate email, call, chat, schedule, etc channels inside 

CRM  

 Customers quickly contact through many channels: 

facebook, website, gmail  

 

Manage sales team effectively, support sales staff better  

 Decentralization management, assigning jobs, assigning 

customers to sales staff  

 Help staff manage appointments, calls, communication 

history with customers  

 Full tools to help sales management and customer care 

better  

 

Integrate all channels facebook, zalo, website, google 

 Interact, chat with customers 24/7  

 Ensure customer data, advertising data is centralized on 

one system  

 Easily track and evaluate the effectiveness of marketing 

and promotional campaigns  

 

Full, accurate, and up-to-date reports on the system  

 Full report of sales, revenue, sales 

 Self-create report templates according to flexible 

information fields, easy to edit  

 Export report data to different file formats  

 

Organize effective care and marketing campaigns  

 Organize customer care campaigns with diverse and 

flexible email marketing  

 Connect with many google channels, facebook, website 

to make marketing reports  

 You can create your own websites for free to use CRM 

effectively  

 

Get more done in less time  

 Schedule appointments, calls, work schedules with 

customers  

 Create a reminder schedule for each customer  

 Get all information about customers on 1 Lead  
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