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Research on the cooperation in retail shop design using CRM & PRM

x4 S
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Abstract

In the modern market economy, where the consumers are increasingly seeking pleasure rather than convenience, a
variety of retailers are making every effort to promote sales records. In order to achieve this goal, the division of work
needs to be effectively performed and the allied enterprises need to cooperate with each other
Consequently, the Customer Relationship Management(éRM) system should be established through the research and
analysis on brands and consumers. It is also necessary that the enterprises should cooperate mutually, using the PRM
system which makes it possible to share the information from the CRM system.
This report is going to propose a desirable cooperation which is reguaired in Retail Shop Design. And it will be done
by describing the relation between CRM & PRM and the marketing based on brands and consumers.
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