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Electronic business (e-business, defined as busiaexctivities conducted over the Internet) has been
one of the most remarkable information technologyrinovations in the last few decades (e-business
era). With the involvement of the Internet in the Qustomer Relationship Management (CRM)
concept, its functions have been changed a lot. THaternet enables ready identification of the
customer/visitor, cost-efficient data collection, prsonalization, adaptation, and interactivity in the
CRM process. Here comes electronic CRM (e-CRM). Thpurpose of this paper is to review that
how customer relationships should be managed (CRMp the age of the e-business.
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INTRODUCTION
Internet and e-business are accountable for een th
The Internet brings with it ubiquitous connectiyitye-CRM. It is essentially about conveying increased
real-time access, and a simple universal interfazelue to customers and to do business through
provided by Web browsers. Traditional enterprisedigital channels. Dramatically all business are
are transforming themselves into electronic businebecoming a part of whole business. At present new
(e-businesses) by reinventing the way they carty othings are possible which are in need of new
their business processes to take full advantagieeof technologies and skillg-riedlien, 2003)e-CRM is a
capabilities of the Internet. It is hard to recally new phenomenon that come out from the Internet
other innovation that has received as much pressamrd Web technology to facilitate the implementation
as much hype. Electronic business (e-businesd, e-CRM. It focuses on internet- or web-based
defined as business activities conducted over th@eraction between customer and service provider
Internet) has been one of the most remarkabl€hang et al., 2005)
information technology innovations in the last few
decades (e-business era). The convenience of shopping on-line may bring
customers in through the virtual door, but what
A new term for taking care of customers via th&eeps them coming back through that same door is
Internet, e-CRM, is recently applied by somehe overall quality of the customer experience. Web
organizational and academic communiti@agins enabled organizations need to understand this,
and Greco, 2003) because the cost of marketing to an existing
customer is $6.80 over the Internet versus $3400 t
Judicious use of e-business impacts an institiiorattain a new web custom@€arpinski, 2001)
interaction with its customer interactions in a &id

variety of areagFoss and Stone, 2002) e-CRM within businesses has increased dramatically
— New distribution channels, over the last few years, and will continue to darso

— New markets, the future. There is a lack of literature on e-CRM
- New business models, and more research work is needed in this lrea

- Transparent marketplace, et al., 2003)

- e-CRM,

— Reduced costs and improved service.
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APPROACHES TO CRM CONCEPT summarized to include four stages of the buyer-
seller relationship:

On the last decade all modern organisations take identification of relationship partners,

care about every of individual customers. Business development of the relationship,

practice proved that the customers are the biggestmaintenance of the relationship,

asset of a company, they are in permanent change re-evaluation of the relationship or its terminatio

becoming more demanding, more profiled, more (Hejde, 1994)

informed and usually precisely know their own

needs and desires. Today, in the time of vel

developed flow of information, a customer is alole t ‘~

change company very easily. Due to all mentione

reasons, in 9th decade of the last century a dpec

strategy had been developed, and was focused to

relationship of a company to its own customers.

was called Customer Relationship Management,

shortly CRM. It represents strategy that demanc

total devotion and acceptance of the concept fro

the managemeristojkovic, 2008)

REFINEMENT

DISCOVERY
OF

KNOWLEDGE

AND
ANALYSIS

LEARNING

INTERACTION A C T I V I TY PLANING

OF
MARKET

CRM was born from relationship marketing and i CUSTOMER = -
simply the practical application of long standing
relationship marketing principles which have existe ~'

since the dawn of business itsgflBummesson, Figyre 1: CRM as cyclic procegStojkovic, 2008)
2004) However, a number of authors propose that

an emphasis on the 4Ps marketing mix is no longepe strategic phases, on the other hand, may
the dominant marketing logic and that relationshig,q|,de:

marketing may be a more appropriate "new> .stomer/segment identification,
paradigm for marketing thought theory and practice customer taraetin

Dwyer et al., 1987)With increasing focus upon . -argetng,

(Dwy ” ' — relationship marketing and management,

relationship marketing, the CRM linkage becomes the evaluation of the relationship and compan
clear: CRM provides management with the u b pany
performance.

opportunity to implement relationship marketing on

a company wide basis effectively. Shown in Flgur.gusiness-to-business (B2B) researchers prefer to

L, Customer ~Relationship Management | nderstand CRM in terms of its process stages
continuing process, based on iterative, cyclig : . P ges,
while business-to-customer (B2C) researchers

realisation of four identical activities, where gve equently conceptualize CRM in terms of its
new cycle represents annexing of previous Or{‘E[‘rategic activities. As such, the focus in B2B

(Stojkovic, 2008) Possession of quality databas§
about customers is in the base of the processewnhi

information emerged from database analysis serves. . .
to the purpose of adaptation of the ways of achivi uilding trust and commitment among the exchange

interaction with customers. Analysis of collecte@@"ers: On ather hand, a central role is giveido

experiences is done at the end of the cycle inrora%éﬁ?ﬁsm?rgwrﬂre ﬂﬁyglRMcuf}giﬂgfa I?aar E)zbce
to further adapt the activities. PS. P bp

different in B2B versus B2C relationships, closer
CRM as cyclic process implies running of fowjnspection would reveal that their aims are theesam
activities: discovery of knowledge, planing OfBoth attempt to create a small numbers situation
market, interaction with customer and refinemerREtween the company and the customer (or supplier)
and anz':ll sis In otherwise competitive markets, and both seek

ysis. enhanced profitability as the end-result of CRM
ggtivities.

lationships appears to be centered around the
velopment of long-term relationships through

It is also recognized that CRM is a process, and
such can be understood either in terms of distin
phases of the relationships or in terms of th
strategic phases that need to be undertaken
achieve relationship objectives. The process can

M CONCEPT AND E- BUSINESS AGE

égactronic business (e-business, defined as bussines
activities conducted over the Internet) has been on
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of the most remarkable information technology (ITWhile traditional CRM activities remained distinct
innovations in the last deca(éhu et al., 2003) from web-enabled CRM, or e-CRM, in the early
years of the “dot-com” era, it is being increasyng|
E-business is using the network and distribute@cognized that web-enabled CRM is now the norm
information technology, knowledge managementather than the exceptigGreenberg, 2002)
and trust mechanisms to transform key business
processes and relationships with customerklany authors agree that there is no unified
employees, suppliers, business partners, regulataigfinition of CRM / e-CRM. The term has been
parties, and communiti€€raig and Jutla, 2000E- defined in different ways, with no clear agreement,
business is about changing business models teecreatit there are two approaches to define CRM / e-
new or increase value for the customer. CRM, management approach, and information
technology approach. However, when we emphasis
According to Vukmirovic (2004) e-business is on management approach, some authors defined
business transformation based on: associationeof t8RM stand for customer relationship management
companies (integration), cooperation processhich is an integrated approach to identifying,
(collaboration) and global networking by usingacquiring and retaining custom@llatif, 2008)
Internet as medium.
Since the differences between CRM and e-CRM as
The emergence of the Internet heralded a newentions by many authors are minor and obvious,
opportunity for customer relationship buildingthe definition for CRM and e-CRM is almost the
(Croteau and Li, 2001)For one thing, searchsame except e-CRM uses the Internet as a tool or
engines made it easier for customers to find onlimeedium. However, the definition of e-CRM is still
merchants and interact with them. Moreover, theot clear but most of the researchers and
Internet simplified bi-directional communicatiowyf practitioners agree that e-CRM is a business gyate
the first time offering a better way for consumtrs that applies the technology power to tie togethler a
relay personal information to the merchant. Insteaspects of a company’s business to build long-term
of waiting to be mailed a form to open an account @ustomer relationship and customer loyalty.
order by phone, a prospective customer needed only
to send an application through cyberspace, regultithccording to Bradshaw and BragB001) to deal
in shorter delivery time, improved accuracy, anwith the challenges of customer relationships & th
quite often a higher positive percepti(Btrauss and fast-evolving Internet world, even the most
Hill, 2001). In fact, the Internet is an environment otustomer-focused companies have to understand the
zero latency, offering real-time information, andhree essential insights to getting customer
often on-demand product delivefBradshaw and relationships right:
Brash, 2001) 1. That building CRM in the front office is just the
start, and that it must involve the back office
The Internet as a technological tool adds greater functions like manufacturing, fulfilment, and

value to CRM, primarily through making the various
stages/strategies of CRM more cost-efficient ag wel
as enabling a host of other activities that woldten

otherwise been either impossible or
(Greenberg, 2002) The Internet enables ready
identification of the customer/visitor, cost-eféait

data collection, personalization, customizationd an

interactivity in the CRM process. These enhanced

value-creating activities also expand the abilitiés

companies to establish, nurture, and sustain long-
term customer relationships than ever before. 3.

A new term for taking care of customers via the
Internet, e-CRM, is recently applied by some
organizational and academic communit{@sagins
and Greco, 2003)e-CRM refers to electronic

customer relationship management or, more simply,
Education and training of employees represents one

CRM that is Web-basegdyché, 2001)

arduous.

billing as well as the analytical functions like
data warehousing and pushing customer insights
back up to the front office.

That conducting relationships across multiple
media  requires the correct technical
infrastructure, allowing companies to deal with
their customers in a consistent way across
multiple media, and even add new media as
required without the need to develop every
interface separately and from scratch.

Building the correct strategy for directing
customers to different media. For a few
organizations the strategy “we will deal with
customers on whatever medium they prefer” is
right; but for the vast majority of organizatiorts i
is a recipe for disaster.

of essential conditions for application of stratexfy
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Customer Relationship Management in companiesf its attempts at e-mail marketirf§atton, 2001a)
According to Kotler,the symptom of insufficient The company’'s typical customers include IT
orientation of a company toward customers is thatanagers who have purchased servers, printers and
there isn’t training programme that would createervices before. HP had been launching separate,
customers culturéStojkovic, 2010) uncoordinated e-mail campaigns from nine different

marketing groups. Horstmeier saw that in order to
Training and preparation are arguably the mogtrovide useful benefits to HP, his group needed to
important key components in electronic Customedake over management of the e-mail campaigns from
Relationship Management implementationthe nine different marketing groups. It also had to
Depending on the number of users, training timggomote the idea that marketing should be a long-
will vary from company to company. Training ofterm process that focuses on the life cycle of
employees should occur before the new e-CRRKustomers instead of looking at a sale as a one sho
system has been implemented to ensure a seamiiggssaction. This demanded that Horstmeier’s group
transition for customers. Examples of trainindocus on the e-mail marketing operation while
include sending users to training facilities atoordinating its efforts with the larger corporate
considerable cost or bringing in an on-sitestructure that included other customerfacing groups
consultant. Anyone who requires access to thiée call centers and customer service teams. To
system should receive full, appropriate and timelyneet these integration needs, the e-marketing group
training. Training should be an ongoing, managdorought in e-mail analysis, segmentation and
activity as systems must continuously change amersonalization tools from San Mateo, CA based
evolve. All training and tools used should béigital Impact. By analyzing its e-mail databases,
thoroughly documented for current, new and futurdP found that its business customers fell into two
employees. Without a documentation managemegrtoups; IT managers and end users. Rather than
scheme, the value of the e-CRM system will degradi®oding the two segments with immediate
rapidly. A firm should plan to spend about 5% - 7%dditional e-mail campaigns, HP started to learn
of its total e-CRM implementation on trainingwhat these groups wanted through small pilot tests.
(Patton, 2001b) The company found that IT managers were willing

to tell HP exactly what kinds of general product
Employees, i.e. is the persons that would use eghplisupport alerts and newsletters they'd like to get
solutions of CRM concept in daily communication(such as laptop discussion forums, print driver
with customers, are extremely important segment. Updates, and new product introductions) whereas
the hands of quality educated and trained perspnnehd users wanted more specific information about
CRM starts to act as extremely powerful weapotihe exact product that they had bought (network
and is able to allow decisive step toward gainingerver, PC or printer model number) and how to use
advantage over the competiti®tojkovic, 2010) it.

In a recent stud{Sims, 2000) Anderson Consulting H.P.’s results showed that more of their customers
found that a typical $1 billion high-tech companyesponded to the low-cost email offer than to the
can gain as much as $130 million in profits bylirect mail offer, making the e-mail offer both reor
improving its ability to manage customerproductive in terms of sales generated and more
relationships. Anderson Consulting also found thabst-effective in terms of expenses saved. Cus®mer
as much as 64% of the difference in return on salalkso said they liked getting the e-mail alerts and
between average and high performing companiestpdates with more than 85% saying they were quite
attributable to e-CRM performance. Such evidenctisfied with the content that they received. €he
indicates that the well-planned implementationof amail campaigns generate an estimated $15 million in
e-CRM concept produces a winning situation fonew monthly sales revenues, as well as half a
customers and companies alike. Improvements in thellion dollars in monthly cost savings from the
overall customer experience lead to greater custonwnsolidated e-mail campaigns. By sending out
satisfaction, which in turn has a positive effent oproduct support alerts and e-mails, the resulting
the company’s profitability. reduction in calls made to support lines saveslyear

an additional $150,000 per mor{fPatton, 2001a)
E-CRM in Hewlett-Packard' s way

CONCLUSIONS
Paul Horstmeier, newly appointed e-marketing
manager of Hewlett-Packard, quickly discovereétlectronic Customer Relationship Management (e-
that the computer industry giant had made a muddBRM) has become the latest pattern in the domain of
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