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Abstract. As the market gradually plays a decisive role in social and economic
development, seizing customer resources has become the top priority for enter-
prise development, and customer data is the information foundation for seizing
customer resources, retaining customers, and improving customer satisfaction.We
are now in the era of big data, and the role of data in the development of enter-
prises has become increasingly prominent. Mastering data has become a symbol
of mastering wealth, and enterprises’ data quality construction has become an
important way for sustainable development. This article analyses and summarizes
several practical methods of editing customer data, hoping to provide some help
to Chinese enterprises and governments in maintaining customer relationships.
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1 Introduction

The theory of customer relationship management is developed based on the theory
of relationship marketing [1]. Its core lies in taking the customer as the centre, fully
doing a good job in the collection, exploration, utilization of customer information,
implementing customer service and obtaining customer satisfaction [2]. In the actual
application process, the most important link is to collect customer information and
perform data processing [3]. When performing data processing, customer information
data can be classified from different perspectives [4].

2 Edit Data According to Customer Value

Customer value refers to the total benefits that the customer’s entire life cycle can bring to
the company. It includes two major parts: potential value and current value. On the basis
of fully collecting customer information, companies can conduct customer development
analysis based on customer business indicators and then determine Value customers.
Potential value customers and other customer types provide corresponding levels of
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service based on value to achieve customer satisfaction, customer loyalty and customer
retention, and optimize the input and output efficiency [5, 6].

The evaluation of customer value can be analysed and considered through current
value and potential value, and the current value evaluation and potential value evaluation
of customers can be decomposed into corresponding indicators, and the category of
customer value can be obtained by coordinated analysis [7]. This model is shown as
Fig. 1:

Fig. 1. Customer value evaluation mode diagram 1.

Generally speaking, customers with low contribution to the company also have less
expectation of service demand. The higher the value, the higher the demand for service.
Therefore, the company can combine customer value evaluation and provide correspond-
ing services referring to high, medium, low and potential distribution, so as to improve
the comprehensive satisfaction of all levels of value customers and achieve continuous
optimization of customer relationships with limited resources.

3 Edit Data According to Customer Satisfaction Evaluation

Customer satisfaction is the basis of keeping customers and realizing customer loyalty,
and it is also one of the purposes of customer relationship management and customer
service. Grasping customer satisfaction, improving customer satisfaction in a targeted
manner, and developing customer service are key tasks for customer relationshipmainte-
nance. Customer satisfaction evaluationmodel is a more effective satisfaction evaluation
tool [8]. This model is shown as Fig. 2:
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The customer satisfaction evaluation model is developed from the five aspects of
reliability, security, tangibility, responsiveness, and personalised care. Based on the
actual situation, corresponding indicators are designed and scored, to evaluate the cus-
tomer’s satisfaction with the service and follow the satisfaction degree to edit customer
information.

Fig. 2. Customer value evaluation mode diagram 2.

4 Edit Data Information According to the Service Blueprint

Kahneman [9], winner of the Nobel Prize in Economics in 2002, after a long period of
in-depth research, he proposed the famous peak-end law, that is, people’s evaluation of
experience mainly depends on the memory of the peak and the end. Comparing with
the peak-end law, it can be concluded that doing a good service must pay attention to
the customer needs at the peak moment and the end-point experience. If we want to use
this theory to build a service system, it is required to describe the whole processes of the
horizontal service, find the peak-end moment, explore the customer response demand
and do a good job of service design.

The service blueprint is a deepening of the peak-end law, which includes not only the
horizontal external customer service processes, but also the vertical internal company
service activities. When an enterprise is editing customer information, it can record cus-
tomer demand information frommultiple contents such as customer behaviour, employee
service behaviour, tangible display, background service and supportive activities.
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5 Edit Data from the Perspective of Data Quality Evaluation
Dimensions

According to specific actual conditions, various international organizations have pro-
posed their owndata quality evaluationdimensions [10]. The requirements ofUSnational
accounting for data quality are from the three dimensions of accuracy, comparability,
and applicability. The British statistics department conducts quality assessment in terms
of timeliness, effectiveness, accuracy, and objectivity. The statistical departments of
Europe, Canada, Australia, and other countries, as well as international organizations
such as the IMF, have also proposed their own corresponding data quality analysis
and evaluation dimensions. In general, the analysis dimensions proposed by various
scholars and countries are basically similar. Chinese companies can also learn from
three dimensions of accuracy, comparability and applicability which are used for data
recording.

6 Optimize Data in Terms of Data Quality Factors

When companies edit customer information data, they should also pay attention to some
factors affecting data quality, including inherent data quality problems, quality problems
during data acquisition, quality problems during data analysis and processing, errors
caused by insufficient preparation, errors during data collection, data processing errors
and errors caused by personal subjective factors [11, 12].

7 Conclusion

Through the above explanation, I believe that companies can edit customer informa-
tion data from the aspects of customer value, customer satisfaction evaluation, service
blueprint, data quality evaluation dimensions and optimize data from the aspects of data
quality influencing factors. When faced with so many angles of data classification, it is
often difficult to choose. To solve such problems, the American mathematician Sadie
proposed the famous analytical hierarchy process (AHP) [13], which can decompose
the core problem into several impact factors and factor supporting indicators. In AHP,
the upper and lower logical hierarchical structure between the impact factors and its
indicators is constructed and the judgment matrix is established. Through the expert
evaluation method, the importance of each factor indicator is determined in pairs com-
parative judgment. Based on the judgment matrix, the feature vector is calculated, and
the corresponding weight of each indicator is obtained, and then the influence degree
of the lowest level indicator on the overall goal is obtained. This method can provide a
good way for how to select data [14, 15].

References

1. Berry, L.L.: Relationship Marketing, p. 25. AMA, Chicago (1995)



306 Q. Rong

2. Finnie, W., Randall, R.M.: Loyalty as a philosophy and strategy: an interview with Frederick
F. Reichheld. Strateg. Leadersh. 30(2) (2002)

3. Wang, R.Y., Strong, D.M.: Beyond accuracy: what data quality means to data consumers. J.
Manag. Inf. Syst. 39(11), 86–95 (1996)

4. Pipino, L.L., Lee,Y.W.,Wang, R.Y.:Data quality assessment. Commun.ACM 45(4), 211–218
(2002)

5. Lambert, D.M.: Customer relationship management as a business process. J. Bus. Industr.
Mark. 25(1), 4–17 (2001)

6. Berry, L.L.: Relationship marketing of services—growing interest. J. Acad. Mark. Sci. 23(2),
236–245 (1995)

7. Wang,Y.: Research on the factors influencing the quality of enterprise statistical data.Master’s
degree thesis of Zhejiang University (2006)

8. Jieru, Z.: Research on the influencing factors of the successful implementation of customer
relationship management in enterprises. Mark. Guide 06, 32–35 (2008)

9. Hongbin, N.: Cigarette Service Marketing. China Finance Press, Beijing (2011)
10. Ye, S.: Research on the evaluationmethod and application of government statistics data. Ph.D.

thesis of Hunan University (2011)
11. Zhu, Q.: Brief analysis of the causes and countermeasures of statistical errors. J. Wuhu Vocat.

Tech. Coll. 2003(01), 55–57+64 (2003)
12. Jincan, L.: Some understandings of statistical errors. Stat. Forecast 02, 32–34 (2002)
13. Pu, C.: Research and application of analytic hierarchy process. Master’s thesis of North China

Electric Power University (2008)
14. Landlord: Tobacco enterprise job value evaluation based on analytic hierarchy process.

Master’s degree thesis of Guizhou University of Finance and Economics (2012)
15. Wang, H.: Research on the suitability of external public space in Chengdu senior-care commu-

nity based on AHP analytic hierarchy process. Master’s degree thesis of Southwest Jiaotong
University (2016)


	Analyse Different Angles of Editing Customer Information Data in Customer Relationship Management
	1 Introduction
	2 Edit Data According to Customer Value
	3 Edit Data According to Customer Satisfaction Evaluation
	4 Edit Data Information According to the Service Blueprint
	5 Edit Data from the Perspective of Data Quality Evaluation Dimensions
	6 Optimize Data in Terms of Data Quality Factors
	7 Conclusion
	References




