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AHOTANIA

[ranpko €.0. BnpoBamkendss CRM-cucteMu 111 akTUBIi3allii NpoJaxiB Ha
TOPTOBEIHHOMY M1ITPUEMCTBI.

¥ poboTI cioyaTky po3risiHyToO cyTHICTh Ta PpyHkii CRM-cucrem y Toprisii,
po3rsinyTo  (pynkuii CRM-cucteM y TOpriBii Ta MpoOaHaIi30BaHO MEpeBaru
BrpoBakeHHs: CRM i 6i3Hecy.

Y apyromy posnuii MPOBEAEHO aHaII3 MPOIECy MPOJa)iB Ha TOPTiBEILHOMY
nignpueMctl "TJ BECTA", Ha OCHOBI KPUTHYHOI'O aHaII3y ICHYIOUYOI CHCTEMHU
yIOpaBIiHHS TpoJakaMH BUSBJIEHI i1 mpoOjieMH Ta HEIOJIKUA SIKI BUHHUKAIOTh Yy
Hee(PEKTUBHUX JIAaHKAX JIOTICTHYHMX IPOIECIB MiIPUEMCTBA.

Y Tperbomy po3aiii 3ampomnoHoBaHO BrpoBapkeHHS CRM-cucremu Ha 0asi
BU3HAYCHHS ONTUMAJBHOTO MPOTPAMHOTO TPOAYKTY JUIS IMANPUEMCTBA, HABEICHO
eTany MOoro BOPOBA/KEHHS Ta PO3PAaXOBAHO OUYIKYBaHI Pe3yJbTaTH ISJIBHOCTI 3a
paxyHOK aKTHBI3aIlli MPOJdaxiB.

KirouoBi crmoBa: akTuBi3allisg MpOJaXiB, aHaI3 MISIILHOCTI, BIPOBAIHKCHHS,
CRM-cucremu, yJI0CKOHAJICHHS TIPOIIECIB.

SUMMARY

Shtanko E.O. Implementation of a CRM system to boost sales at a trading
company.

The paper first considers the essence and functions of CRM systems in trade,
examines the functions of CRM systems in trade and analyzes the benefits of CRM
implementation for business.

The second section analyzes the sales process at the trading enterprise “TD
VESTA”, based on a critical analysis of the existing sales management system, its
problems and shortcomings arising in the inefficient links of the enterprise's logistics
processes are identified.

The third section proposes the introduction of a CRM system on the basis of
determining the optimal software product for the enterprise, provides the stages of its
implementation and calculates the expected results of activity due to the activation of
sales.

Keywords: sales activation, analysis of activity, implementation, CRM-systems,
process improvement.
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