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Figure 1. Steps in the CRM consortium benchmarking
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Figure 2. Entities and Departments involved in CRM implementation projects
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Figure 3. Process design at the benchmarked companies
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Figure 4. CRM systems used by benchmarking participants
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Figure 5.Questionnaire results on system architecture
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Figure 6. Potentials of CRM projects
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Figure 7.Organizational units responsible for CRM

















































































































































