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Fig.2 Customer development and maintenance process
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Fig.3 Customer value analysis
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Fig.4 Customer satisfaction evaluation results
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QU Fan*
Luoyang Research Institute of Electro-optical Equipment AVIC, Luoyang, 471009, China

Abstract: The current customer structure characteristics of aviation scientific research institutes were analyzed, put

forward the problems existing in customer relationship management(CRM). Taken the typical CRM practice as an

example, analyzed the CRM organization structure, working process and implementing ways, proposed that aviation

scientific institute must establish the enterprise culture of customer center, standardize the customer service system,

construction information platform, to provide better service and enable enterprise obtaining the biggest benefit.
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