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Introduction
Aims
Understand and explain the concept of traditional CRM and all this aspects. 
Explore the application of e technologies within CRM.
Objectives
· Importance of CRM into business
·  What is the meaning of CRM?
· What are the different aspects and elements of CRM?
· Identify the different tools of eCRM
· What is the future of e-CRM?
“The satisfaction of customers’ needs and wants is the justification for an organization’s existence” (Zikmund et al. 2003:p6). That’s why “Customer Relationship Management (CRM) is a topic that is high on the agenda of many general, commercial and IT managers.” (Peelen, 2005:p.3)
But since few years there has been a change: e-business, Internet, mobile, and e-mail are now the new kids that are causing more disruptive changes on the CRM. With all of these changes, businesses have discovered that more than ever, in the face of increase competition, mature markets, the ever-demanding customer and the development of new technologies, treating existing customers well in an new way (with new technologies) is the best source of profitable and sustainable growth. You can see this change on this table:
Mobile growth and Internet access capability

[image: image1.jpg]Subscriptions worldwide (millions)

1995 2000 2005 2010




Source: UMTS Forum
CRM is a huge concept and can be seen of two approaches: the theory of relationship management which is the heart of organization (desire to meet the lifetime needs of customers) and the tactical level where CRM uses information technology. “It’s important to understand both the philosophy and the tactics of customer relationship management” (Zikmund et al. 2003:p3). I dealt carefully with this issue, that’s why during my report I developed the both.
In chapter one, the attention shifts from the concept of CRM. I will deal with the benefits, costs, issues, architecture, stages, strategy and software/Hardware of CRM. I would like to give an overview of these concepts. 

In chapter two, I will talk about the new concept of eCRM, its development and its technical tools and finally the future of CRM

I. Traditional Customer Relationship Management (CRM)
I.1. Definition and past CRM
Definition

“CRM is a process that addresses all aspects of identifying customers, creating customer knowledge, building customer relationships and shaping their perceptions of the organisation and its products” (Peelen, 2005:p.4) This definition develop the different activities of this concept, and it is focus on the customers and the relationship with them (not only a deal, just one transaction but a long term relationship). “Both parties get to know another, and help, trust and make commitment to one another for the long term.” (Peelen, 2005:p.7) The goal is to encourage the customer to make its future purchases from the company and not from other competitor.
Another definition defines CRM as “a process to compile information that increases understanding of how to manage an organization’s relationships with its customers.” (Zikmund et al. 2003:p3) This definition is more focus of the use of Information Technology (IT). It’s important to see this view of CRM because IT provides to the enterprise a comprehensive, reliable and integrated view of its customer base and provide information that helps the organization to evaluate strategic options.

Past CRM

“As long as companies have been in existence, customer relationships have been the goal of a number of them, at the very least” (Peelen, 2005:p.12). In the beginning, enterprises ensure that the customer receive customised product. But with the Industrial Revolution, the distance between the company and the customer grew; only small structure arrives to keep a close relationship. That’s why the term CRM disappears. But in the late 1980s and early 1990s, the concept of relationship marketing reappears but CRM is more difficult than we expected. CRM affected company culture, communication patterns and reward system: firms have to redesign processes around the customer. 
In fact, changing the structure of the enterprises was not easy, the economic climate doesn’t be enough, the stake is too much, IT is able to deals with the whole customers but not individually. Then there is a period of revitalisation of this concept and the managers understood that acquire customers is more expensive that maintain them, so the loyalty concept increases and launches a new aim for the companies. 
Now, in the new century we see that put in place a CRM with success is not an easy task. In effect, it’s difficult to create a good communication between company and customers without the constraints of place and time and to increase customer knowledge.
I.2. Benefits versus costs
The CRM provides benefits and cost to both the organization and the customer. 

The basis of a CRM system is to « build profitable relationships in the long term that are mutually beneficial » (Zikmund et al. 2003:p5) 
I.2.1. For organisation

The benefits of CRM are (all the figures come from the survey of Siebel (2002)):
To improve customer and retention and loyalty (customers stay longer, buys more, more often) that is, increased long-term value. (13 per cent increase in customer retention)
To reduce cost of sales because existing customers are usually more responsive.
To increase employee productivity because the customers contact can be handled more rapidly since information is quickly distribute because it is automated. (18 per cent increase in employee productivity)
To create share of customer. It means that “the organization wants to please customers to the point that they want the organization to sell them something else.” (Zikmund et al. 2003:p7) 
Higher customer profitability, not just because each customer buys more, but because of lower costs of recruiting customers. (8 per cent increase in revenue). 
All the benefits above lead to the long-term profitability it’s just consequences of an efficient CRM.

According to ZDNet (2002) report 45 per cent of CRM implementations were producing a payback. That’s why it’s important to calculate the cost of an investment in CRM systems:

The costs of an IT infrastructure: costs of a server-based systems, software licenses and updates, firewalls for security, personnel to install and maintain systems, training for system users… (Zikmund et al. 2003:p8). This system is very important because it supports CRM every time.
The reaction to process: In fact implement “new systems and changing traditional thought patterns may both be difficult to accomplish.” (Zikmund et al. 2003:p8) The culture of the enterprise should change because the customer is now in the centre of the organization.
However, acquiring the wrong customers and keeping them is often very damaging. To focus on customer retention in certain case is very stupid. For instance in general insurance company a lot of customers are unprofitable because the cost to serve them is much higher than the benefit derived from them. (Peelen, 2005)
I.2.2. For customers

The benefits of CRM for customers are:
- To increase the continuity in the relationship. This continuity implies easiness in the buying decisions for the customer. In effect some customers don’t want to think about their purchases and others have no time and want a relationship stable with the firm.
- A lot of consumers want a regular relationship with enterprises, so the firms have a similar on-going dialog or conversation with them. That’s why “effective CRM systems provide a number of contact points, or touch points where customers can communicate and explain their needs.” (Zikmund et al. 2003:p.9)
- To increase customer satisfaction because queries are answered more quickly and the information is more fluency. (18 percent increase in customer satisfaction) The most important requirement for customers is a relationship clear and understandable. 
- When there are close relationships with the enterprise, customers appreciate the personalised service they received. Furthermore a customer who receive more than he or she expect is pleased and satisfied. “Personalization implies that the organization knows the customers by name, knows the customer’s normal purchasing routine, and can forecast the customer’s need for variety as well” (Zikmund et al. 2003:p.9) Customers feel implied in the process so they increase loyalty toward the firm.

But the customer in this relationship have also some cost which is important to take into account.
- The customers have the feeling to lost privacy when they give confidential data to the organizations. “Privacy means confidentiality or a feeling that you can have some space to yourself where other people cannot intrude.” (Zikmund et al. 2003:p.9) Now with the IS the integrity is strongly threaten.
- Another cost is the “opportunity cost associated with ignoring other offers from competitive cost” (Zikmund et al. 2003:p.10) Nowadays it’s easier to compare the price and the different options according to other competitors but some customers think that compare is time wasting and don’t have the willpower. The loyal customer becomes less inclined to search other alternatives. 
So in conclusion, if the firm align their customer management (friendly and professional in the way you deal with them) with customers’ need, their benefits will be massive.
I.3. Strategy CRM

There are several strategies which ensure an efficient customer relationship. CRM is also present at all levels of strategic: (Stone, 2000:p.102)

- At the level of corporate strategy, enhanced customer knowledge means that you can enter new markets with greater degree of certainty and reinforce their loyalty.

- At the level of business strategy CRM allows to better understanding certain markets (because the firm have information on market and product on their database)

- At the functional level, some techniques can be used to test product specifications for instance 

Customer intimacy

The best for implement a CRM strategy is to base your strategy in customer intimacy. This strategy is to build up a relationship with customers (knowledge of the individual customer and their preferences). Products and services are continually adapted to customer’s expectations. “A company which employs a customer intimacy strategy looks at the ‘lifetime value’ of a customer, not only at the profit or loss transaction”. “The company positions itself as a partner for its customers, and takes their problems off their hands, offering them total solutions or helping them to perform better, as the case may be (‘to help build your customer’s business’). (Peelen, 2005:p.51)

 “If the enterprise continues to satisfy customer needs and keeps it services in demand, a mutual creation of value emerges and the final goal of customer dependency of Strategic CRM is achieve” (Brown, 2000:p.57)

Customer loyalty
“The term customer loyalty refers to a customer’s commitment or attachment to a brand, store, manufacturer, service provider, or other entity based on favourable attitudes and behavioural responses, such as repeat purchases”. (Zikmund et al. 2003:p69) 

“Managing customer loyalty is a critical component of CRM. In many companies, the question ‘What can we do to increase customer loyalty’ is a recurring theme at board level” (Stone, 2000:p.103)

The exchange of information is one of the keys to loyalty. In fact, the customer needs information during the transaction from the enterprise and vice versa the loyal customer is more likely to give information because he trusts the company. The loyal customer expects to receive more information from and about the enterprise because he wants a ‘privileged’ communication and feels ‘special’ for the firm.
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According Zikmund et al. (2003) it exists different factors that affect customer loyalty: Customer satisfaction, Emotional bonding, Trust, Choice reduction and habit, History with the company. 

The lifetime value

The firms which have a good strategy can target the best customers and then estimate the lifetime value of such customers and to adapt its marketing according to these customers. The definition of best customer is somebody who provides profitable interactions, cost little to care for, and who tends to spread positive information about the enterprise. “The lifetime value of the relationship can be simply defined as the net benefit to each party in an exchange over the length of time that interactions occur” (Zikmund et al. 2003:p.10)

Integrated multi-channel strategy

Enterprises use different channels to communicate with their customers such as phone, web, e-mail, face-to-face to achieving customer satisfaction (because the customers feel seek) and afterward to achieve sales. In general each channel supports the others. “A channel strategy allows organizations to increase their profitability by ensuring that the most effective channel is used to distribute various products and services to customers.” (Brown, 2000:p.129) 

All objectives and strategies in CRM are based on the concept of customer acquisition, retention and customer care that I will develop in the following part.

I.4. The three stages of CRM
Compulsory stages for implement a CRM strategy is first to acquire customer, then retain customer and finally to take care about these customers.
I.4.1. Customer acquisition (Prospecting customer)

This strategy consists to target prospective customers and to evaluate how much can be spent on acquiring them. An effective acquisition strategy is to “selects the right target market and provides a tailored marketing mix to meet identified needs or wants.” (Zikmund et al. 2003:p.108)
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The purpose of an acquisition programme is to acquire more customers because if enterprises based their strategy just in customer retention the firm will have fewer and fewer customers. So you have to focus also in the strategy of acquisition. But to have an efficient acquisition strategy it’s better to have a good retention strategy. In fact, the firm know and understand better their customers so it can focus efficiently their potential customers.

According to Zikmund et al. (2003) there are several techniques to have new customers:
- Natural referrals: it’s when loyal customers talk about the enterprise to their circle of friends or/and family. “It only seems natural to such customers to want their family and friends to experience the same good feeling or to find the same superior service.” (Zikmund et al. 2003:p.110)

- Affinity programs: “is a strategy based on marketing to group memberships or associations. An affinity marketing strategy develops frequent buyer programs or other programs with customer value in exchange for a membership group’s or an association endorsement and/or co-branding” (Zikmund et al. 2003:p.110).
- Affiliation networks: “is a process to reward people who act as sales agents for the organization and who receive a commission on each sale based on their referral.” (Zikmund et al. 2003:p.111) For instance Amazon.com pays five percent of any sale for each websites which provide information by amazon.com

- Relative advantage: consists to develop new product ideas to attract new customer.

- Switching costs: this strategy consists to steal customers of one firm in attracting them. 

- Point of entry: It’s possible to identify when a prospect customer become a customer. The best way is to react and interact at this moment.

The period of acquisition finish when customers buy something. Afterward the enterprise tries to involve additional exchange. In fact “making a sale should not be viewed as the end of marketing process, but rather as a start of the organization’s relationship with a customer.” (Zikmund et al. 2003:p2) That’s why companies put in place a customer retention strategy.

         I.4.2. Customer retention (Win Back or save customer and loyalty customer)
A key objective of an efficient CRM is the ability to retain customer at each stage of the customer life cycle (The time before deciding to do business with an organization until he or she decides to stop being a customer).
A good retention strategy is based on:

- A good welcoming: It’s to make a good first impression from the start. This stage is important also because it allows entering new data about the customers (e.g. future e-mail correspondence) into the CRM system.
- A reliable relationship: To retain customer it’s important to sell products and services reliable and with good quality.
- A good responsiveness because consumers like when the company take care about their needs and feelings.
- A good recognition “refers to special attention or appreciation that identifies someone as having been known before.” (Zikmund et al. 2003:p.91) Recognition reinforces and maintains the relationship.
- A suitable personalization. The information technology helps to put in place a suitable personalization with for instance database strategy (creates offer or message appropriate to the individual customer). Doing one-to-one marketing is the best way to retain consumers.

Existing customers are known, to identify their needs that have been satisfied by the firm’s products and services in the past so companies will achieve greater profitability if they retain existing customers than attract new ones. (Stone, 2000:p.102) Research by Reicheld and Schefter (2000) into profitability of online retailers showed that by retaining just 5 per cent more customers, online companies can boost their profits by 25 per cent to 95 per cent. (Chaffey, 2005:p.104)
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To develop effective retention strategies, the enterprise need to have a good understanding of the customer’s behaviour and needs.

There are a number of reasons why customers terminate relationships, including novelty seeking, dissatisfaction, relative advantage, conflict, loss of trust, and cessation of need. That’s why the organizations identify and assess how many defections there has been each year and “make an effort to reactive and revitalize relationships with high-value, lost customers” (Zikmund et al. 2003:p.104). This strategy is called Winback and it concept “consists of identifying which customers have been lost or are about to terminate their relationships, reasons for losing high value customers, effective methods for re-contacting lost customers, and offers that communicate the benefits of reactivation” (Zikmund et al. 2003:p.104).
I.4.3. Customer extension (Cross-sell/ Up-sell customer)

It’s the “part of customer that is specially focused on selling additional similar products (cross-selling) or widening the range of products used to more expensive products (up-selling)” (Chaffey, 2005:p.105)

Cross-selling is the sale of products to current customers who have already purchasing one or more products from the supplying company. (Peelen and Kowalczyk, 1999) 
Cross-selling normally guarantees the continuity and further development of the relationship. “With cross-selling, the direct benefits consist of the transaction profit and the indirect advantages include the boost the transaction can give to the relationship.” (Peelen, 2005:p.239) So Cross-sell and up-sell customers are less likely to see the offer as a commodity and are thus more willing to pay a premium for it. This strategy is the most profitable because customers spend more. (Peelen, 2005)

Customer retention and customer loyalty are major benefits of CRM to the organization. Working to retain existing customers by managing relationships with them will increase revenues. Positive outcomes can include a larger share of a customer’s business as a result of activities such as cross-selling and up-selling.
I.5. CRM architecture
“The key aspect of CRM is the ability to collect, analyse and track customer information. This information on your database is a corporate planning asset” (Stone, 2000:p.101). The main objective of CRM architecture is to transform data into information.
A basic CRM Model is made up:
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Data sources

“Data consists of facts and figures that are difficult to use because of their volume.” (Zikmund et al. 2003:p31)

According to Zikmund et al (2003:p31) it exist two types of data sources:

- Internal sources. Data come from one’s own features to the firm. 
- External sources. Data come from customers, suppliers, the governments and competitors. 
Data gathering system

The main and the most important data collected for CRM system are the data about customers. It’s essential that gathered data are up to date and complete. They are 3 main types of customer data (Chaffey, 2005:p.104):
- Personal and profile data (sex, age, socio-economic group…)
- Transaction data (product purchased, quantities, category…)

- Communication data (target by campaigns and response to them…)

Data warehouse system (data storage)

Data warehouse can be defined as “a large reservoir of detailed and summary data that describes the organization and its activities, organized by the various business dimensions in a way that facilities easy retrieval of information that describes the organization’s activities.” (Zikmund et al. 2003:p50)

According to Jonker (1997) the 3 roles of data warehouse are 1. To support management information systems, executive information systems and decision support systems 2. To store a large amount of data efficiently and to gain a clear, topic-orientated view into the organisation’s history 3.And users can access and obtain information in a quick and useful manner to support their decisions. 

Information delivery and analysis system (datamining)

The data is now transformed into information. “Information consists of meaningful compilations and summaries of data that tell the user something that he or she did not already know” (Zikmund et al. 2003:p31). This information comes from the data warehouse in doing query. The query response help to take decision and the queries are refining “each time until they are satisfied with the responses” (Zikmund et al. 2003:p33)
Datamining is defined as “the automated discovery of interesting, non-obvious patterns hidden in a database that have a high potential for contributing to the bottom line. In the broadest sense of the word, datamining is described as the discovery of knowledge in databases” (Peacock, 1998)

 “Datamining techniques and practices have evolved rapidly, with evidence of really strong gains, for example, in reducing unnecessary activities by ensuring mailings are targeted better and so on or achieving stronger focus on higher-value customers” (Stone, 2000:p.189)

Datamining makes easier the extraction of large amount of data from the large reservoir of the data warehouse and guide the user through data analysis.
Information users

The CRM system is used at all organisation levels, from the president to sales clerks. In fact the system is strategic (strategy about the customers and also support problem solving and decision making) but also operational (support the organization’s day-to-day). “The CRM user interface is designed to facilitate through the data and to enable the users to make queries easily” (Zikmund et al. 2003:p35)

Close loop
 IT within a CRM is a continuous process.

“If satisfied with the first transaction, the customer learns to trust the organization or to believe it will deliver on its promises. The organization learns a bit about the customer’s needs, and a circular process begins as the firm collects and analyzes data about customer transactions and preferences that is converted into information for different functional areas.” (Zikmund et al. 2003:p4)

In the end of the loop the information reprocess by the managers are transform into strategy and a new marketing strategies are directed at the customers. 
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A CRM system is separated into three-step process: data gathering, data storage and information delivery. CRM system help marketers to make decision, to find easily customers and remain informed about the communication between them. The system offers the possibility of collectively developing a clear customer profile and creating and implementing a customised, mutually beneficial relationship strategy. 

I.6. CRM’s Software and Hardware
Experiences with CRM software were not always positive. According to diverse sources, the percentage of successful CRM ‘projects’ are estimated at just over 30 per cent. (Hoekstra, 2001) It’s not a surprise because consequences affect the whole organisation so it’s very hard to implement it.
Several datamining tools have been introduced on the market, for instance, SAS (Enterprise Minter), SPSS (Clementine), MATLAB, etc. Each one has different options and has specific applications. It’s possible to see an overview in this web site: www.softwaremag.com. (Peelen, 2005:p.217) 
Siebel systems is one of the largest providers of CRM systems. According the 2002 annual report of Siebel, its turnover was $1.64 billion with implementation in 3500 organizations worldwide.
Salesforce.com and Microsoft are competitors in this on-demand approach to CRM supply.
I.7. Impacts
The realization of this customer-centric vision requires major organizational changes. All departments have to coordinate between them because there are multiple touch points where the customer touches the organizations. “All parts of the organization must have access to every piece of information relevant to each customer.” (Brown, 2000:p.309) That’s why the firm need real-time information flow and communication across the entire organization but also to every part of the organizations’ value chain.
Firm try to implement a “closed-loop” sales and marketing process which ensure a feedback for the enterprise from their customers. The desired outcomes of this process are: maximise customer satisfaction and retention, increase revenues, decrease costs, improve internal and external communication, longer-term relationships with clients, improved productivity and most importantly improved customer service (Brown, 2000)
The competencies of the organization’s human resources are a prerequisite to a CRM success. Salespeople must have the ability to attract, retain customers, to facilitate contact (communication), to solve problems, to negotiate… Widely, “knowledge must be available across multiple customer touch points” (Brown, 2000:p.312)
I.8. Traditional methods of CRM
I.8.1. Call centres

“A call centre is the ‘place’ where a large number of people handle the incoming as well as outgoing telephone conversations of a varied nature with their customers and/or prospects” (Peelen, 2005:p.293) 

Call centres are important in CRM because every contact between the company and its customers is an important opportunity to collect valuable information, deliver value-added services, and extend the company’s relationship with the customer.
The 4 elements of a call centre (Peelen, 2005):

- Manpower: The human resources “represents the most important element in a call centre” (Peelen, 2005:p.294) because the workforce deals directly with the customer.
- Telecommunication: This module comprises the telephone switchboard, the voice response system and a system in case of emergency (when the switchboard is out).
- Information Technology: It is the database for entering data about the customers during their call and for providing also information for the management of the call centre.
- Process management: It evaluates the performance of the firm in term of quality and planning.

Now enterprises evolve in service or relationship centre rather than call centre and take into account and listen more customer’ expectations. They develop their relationship with their customers in terms of telephone contact.
The main advantage of call centre is when customers want to contact the firm the contact is directly. It’s important because “the more loyal customers are, the more they need the company’s products and services and the more they want to contact them” (Stone, 2000:p.172).
I.8.2. Mailing
Direct mail refers “to the delivery of an addressed message by post” (Peelen, 2005:p.345). Direct mail is still used on a large scale and once stood at the foundation of CRM.

The main advantage is that the customers are no pressed to read the mail and they don’t need to be disrupted in their activities. They can ‘absorb’ the message when they have time and where they want. “This may occur at a time and/or place where he or she is isolated from others. In this way, the medium possesses a high degree of confidentiality (Peelen, 2005:p.345)
But mailing is less skilled at providing evidence of the promises made. In fact, customers have no a real contact with the enterprise and the product so there are an issue of reliability. Another weakness is the very high cost.

Alternatives such as e-mail, mobile, database, permission and viral marketing have succeeded to the call centre and mailing. Now the companies are oriented toward the “e” that’s mean Electronic and in the second part I will show you this new part of CRM.

II. Electronic CRM (eCRM)
Nowadays there is an important integration of new technology in the concept of CRM. Today, the supplier can contact the customers through SMS, e-mail, and web. Now CRM “is entering in a digital world.” (Newell, 2000:p.153)
II.1 Definition
CRM and eCRM share the same goals and focus but they have some basic differences. 
Since 2000, most companies are faced with strong competitive pressures because customer’s expectations continue to rise (they want more, faster, better, cheaper). So enterprises had innovated in the new technologies as channel to deal with customers. The channel the most common use is internet which provides a full shop window in limited space, including all the information enquirers need and instant ability to buy. 
A new approach of CRM was created. In fact a new thinking about CRM and technology can allow company to redesign them from the customer’s point of view. E-CRM has revolutionizing marketing and new technologies “allow us to establish individual relationship with customer like never before.” (Brown, 2000:p.xiii) 

According to Brown (2000), there are two main benefits to implement eCRM:

- Reduction in the cost of customer contacts: it’s more easy and quickly to contact a lot of customers in the same time (e.g. e-mail)

- Profitable and sustainable revenue growth: it is due to the improvement of customer satisfaction (increase sales) and to using less marketing and sales expenditures for acquisition of new customers. 
According to Brown (2000), there are many challenges in moving to a true eCRM environment:

· Consistency: find the right channel

· Balance: between Self-Service and Agent-Assisted Interactions

· Technology: adopting the right technology at the right time

· Change Management: recognize that is a big changement

· Customer Expectations: take into account it
· Legacy Customer Care Environment
Now, according to the different customer types, we have different distribution channels or different communication media that I will explain you. 

II.2. Online marketing 
The internet has become an opportunity for organizations with technical products or services alone to set up an interface with customers.

Internet technology is an effective, efficient and interactive medium of obtaining useful information about customers. The information is translated into knowledge on customer behaviour. Consequently internet ensures a dialog with individual (personalize offer) because the net help to understand the customer’ needs and wants. The web offers consumers what they want, the way they want it, in a way that is unique to each person. (Newell, 2000)
“The secret of the Internet for CRM is not about opening an online store or trying to use the web to sell cheaper, better, faster or about finding new ways to give points or discounts. It is about using this technology that has the power to change the world to build mutually profitable relationships and strengthen the bond between a business and its customers” (Newell, 2000:p.100)

On Internet, there are a lot of opportunities offer to the enterprises to draw the attention of prospects and customers to their site.

Obviously, Internet technologies provided companies with tools to adapt to changing customer needs, and could be used for economic, strategic and competitive advantage.

Opening example:

BMW

BMW which know very well its customers, wanted to create an innovative marketing communications campaign. “BMW marketers wanted to use the Internet to build the brand image and develop customer relationship. They reasoned that the Internet is an enganging medium, and if they could just bring prospects to the web site, and give them a reason to linger, they would sell more cars.” (Strauss, 2004:p.316) As the opening example of BMW demonstrates, Internet marketing is a powerful way to start and strengthen relationships. 

On Internet there are a lot of mean to do advertising such as…..
II.2.1. Search engine registration

Like all other things on the web, the best way to get found is to go where people are looking: 80% of web users state that they use search engines to find information. Search engine “provides an index of content on registered sites that can be searched by keyword.” (Chaffey, 2003:p.345) This concept is described as the “software that indexes the worldwide web and on the basis of the key words entered, searches for the URLs of the pages in which the relevant key words may be found in the index and displays these to the user” (Haarman and Peelen, 2000).

Search engine compile an index containing every word on every page against the page address. “This index is what is searched when potential customers type in keywords.”  (Chaffey, 2003:p.346)

Search engine is evaluated on the basis of the size and the frequencies of search terms are entered.

Many enterprises want to optimise its ranking from different search engines for attracting as many people as possible to their site. There are five main parameters on which search engines base the order of their ranking: title, meta tags, frequency of occurrence, hidden graphic text and links. (Peelen, 2005)
Example:

www.rankthis.com
This website provide the ranking of a site for ten popular search robots when certain search terms are entered and also provide the criteria takes into account by search agents in determining the ranking (Peelen, 2005:p.321)
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II.2.2. Link building

It’s another alternative of search engine cheaper. This simple technique consist to have a link between your site and as many other related sites as possible using hyperlinks. Link-building campaign is a “structured approach to gaining as many links as possible from other Web-related websites.” (Chaffey, 2003:p.351)
According to Chaffey (2003) there are several techniques to increase the number of links:

- Reciprocal links: two-way links agreed between two organisations (free for the both)

- PR – content mentions: site link publish in media 

- Affiliates: create affiliate networks to drive traffic to a site
- Sponsorship: such as co-branding to develop permanent link with reciprocal arrangement.
- Banner advertising: This technique will be developed in the next session
- Price-comparison portals: many sites list sites and compare price that’s why many enterprise do e-commerce for be in this site.
II.2.3. Viral marketing

Viral marketing is an “e-mail which be used to transmit a promotional message to another potential customer.” (Chaffey, 2003:p.359)

The principle is simple: “If customers are telling each other about a product or service, the message is going to be more effective than the company itself directly communicating with potential customers.” (Haig, 2002:p.34) The advantages are that transmission is more rapid and tends to reach a large audience and it is persistent (can be read when the customers wants)
Example:

Hotmail

Hotmail’s rapid success comes from the decision to include a short band of text at the bottom of every e-mail sent by a Hotmail user. The band of text is: “Get your free Web based e-mail at hotmail”. “Every act of sending a Hotmail message constituted an endorsement of the service. As a result, a ‘viral’ effect occurred, whereby Hotmail customers spread the word simply by using the service itself” (Haig, 2002:p.34)

II.2.4. Banner advertising

Online advertising is one way to attract the attention of the prospect and also to inform, persuade and remind customers about a company or its products and services. The simplest and most common model of advertising is banner advertisement. A banner is “a sort of billboard displayed on an Internet page that refers the visitors to another page” (Peelen, 2005:p.320). Creativity of the advertisement is crucial for the effectiveness.

According to Chaffey (2003) for having effective banner advertising:

- Appropriate incentives are needed to achieve clickthrough (higher clickthrough rate if there is a reduction)
- Creative design needs to be tested extensively (different creative designs may be needed for different sites on which advertisements are placed)
- Appropriate keywords are needed (to reach the customers targeted) 
- Placement of advertising and timing need to be considered carefully (audience volume and composition will vary through the day and the week). Moreover advertising it’s better if the advertisement is placed on the site visited by the target group. 
- Consider the clickthrough quality, not just the quantity (it’s better if the enterprise have a low clickthrough rate with a good match)
- Build the infrastructure to deal with the response (the content should be right to give the audience what they expect)
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II.2.5. Email marketing

The e-mail revolutionized CRM because it’s a “marketing medium, accepted not just by marketers but by the consumer as well.” (Newell, 2000:p.106) The whole part can communicate together efficiently. Consumer attitudes have changed because they feel involve (customers are enthusiasm). That’s why it’s a perfect medium for customer dialog.

According to IDG List Services (www.idglist.com), advantages of e-mail are:

- Quick Lead Generation: quick response and quick output 

- Selectivity: you can choose the e-mail that you want read

- Media Reinforcement; e-mail can reinforce the message, the product announcement…

- Cost effective: it’s cheap to send an e-mail for contact prospect customers.
- Higher Response: that assures a more receptive audience to the offer

- Lower costs: for instance no waste paper 

- Privacy Issues: to have an address mail the surfer has to subscribe and give his/her name.

- Customer Dialogue: it’s a medium to communicate with new and present customers.

- No postal undeliverable: an effort is made to correct them and resend

- Universal: Most people have access to internet and have an address for communicate. And now it’s possible to be connected everywhere with their mobile phone or their palm. 

There are two way of e-mail:
- Inbound e-mail: “where e-mails from customers such as support enquiries are managed.”

- Outbound e-mail: “Where e-mails campaigns are used as a form of direct marketing to encourage trial and purchases and as part of a CRM dialogue.” (Chaffey, 2003:p.353)

The most popular outbound e-mail is the newsletters. The concept consist to send e-mail periodically (Sterne et al., 2000:p.180) Newsletters ensure to inform the customers about the enterprise and its offers, that’s why it’ a very good way to communicate with them. The content of the newsletter can be containing E-promotion. “This is the art of offering people something beyond an interesting compilation of news, weather, business, and sports in the form of a newsletter” (Sterne et al., 2000:p.196)

According to Chaffey (2003) e-mail support CRM in three stages:

- For customer acquisition: to obtain e-mail addresses of potential customers there are two approach: Purchase of opt-in bought-in lists, i.e. the firm contact a list owner and purchase e-mail addresses of individuals who have agreed to receive marketing e-mails. Or building a house list, i.e. another company website creates a house list in using opt-in techniques. A discount can attract more people to fill in the subscription.
- For customer retention and extension: After the e-mail collected, the enterprise used it to communicate with the customer in a variety of ways. E-mail can be used to repeat sales, to inform about new products and events and “to learn by inviting the customer to participate in an online survey.” (Chaffey, 2003:p.356) 
It’s difficult to have e-mail addresses up-to-date into the firm database otherwise there are a lot of returns because e-mail addresses are not available. Enterprises have to take into account the consequences if they send a lot of e-mail in the same time: “replies can overwhelm and overload the services.” (Newell, 2000:p.112) The main issue in the e-mail campaign is to target the customers. In fact an efficient e-mail is “the right message to the right list with the right creative approach” (Newell, 2000:p.114)

The main drawback of this technique is the low response rate. But it’s easy to raise this rate when there is a better target and a better marketing of the e-mail sending. 
Example: 
bloomingdales.com

One of the biggest winner enterprises which use e-mail for CRM is Bloomingdale’s. Barbara Geiben who as Bloomingdale’s Internet strategy manager explain three objectives for its e-mail communication to customers:

· Support existing stores by providing new and information to consumers

· Expand the “Bloomingdale’s experience”: spread that customers are happy of the service

· Increase the frequency and quality of customer interactions.

Their websites want to show that customers are very important for their firm. In fact there are several sections which talk about the customer service but also the sign for sign in is omnipresent in the first page. There are a lot of signs that show the want to involve the customers. For instance the section called “shopping services” offer a full range of services for the customers. Another section called “location & events” had created for inform the customers. Barbara Geiben said that “we don’t want to just announce special events online; we want to have special events online”.
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The internet is gaining its permanent position in the network of communication channels which is expected to facilitate the dialogue between customers and the enterprise.

II.3. Database marketing

The database is the central repository for all of the information pertaining to the relationship of a business and its customers. Database marketing is “the application of digital information collected about current and/or potential customers and their buying behaviour to improve marketing performance by formulating strategy and building personalised relationships with customers.” (Chaffey et al, 2003:p.241)
It keeps track of all contacts by the customer including the customer’s purchase transactions, calls, comments, returns, services calls, promotional offers, personal visits… Database includes as well customer’s data such as name, address, city, customer number, demographic data, interests, purchase history… It’s important to build relationship with customers on trust to have enough information about customer to assure the fact that the information that the enterprise will provide is a real value. “Capturing customer information is the foundation of a CRM program.” (Newell, 2000:p.78) The objective of capturing customer information is to create a good database CRM that encourages existing customers to keep coming back and give to the organization the biggest share of their spending to the enterprise’s category. “The integrity of the data becomes a critical issue.” (Newell, 2000:p.80) Value of the database is not the data but the way to use them (Newell, 2000) 
With a large quantity of data, the management of customer information is a major challenge. “For most companies, keeping an accurate and up-to- date name and addresses file of such magnitude would be over-whelming.” (Brown, 2000:p.228). It’s a big challenge to leverage this information to achieve CRM and to achieve customer loyalty and repeat sales. “Customers are strategic assets, and the more you know about them and their habits, the more capable the organization will be to develop targeted products and services that will be successful in attracting customers” (Brown, 2000:p.229). With the better understanding of your customer base, it’s easier to improve customer retention and to attract new customers.
This strategy has also costs:

· Initial Investment costs: investment in a data-warehouse

· Running cost: cost increase over time as the database grows and new uses are found

· Enhancement costs: updating customer data and populate the database is high cost
· Workforce costs: including the users in the marketing, IT and sales departments.
Example:

Fnac.com 

Fnac (big bookstore and electronic store in France) with their several databases run all their customers online. In fact the whole customers have a profile.

They use their databases when the customer logs in (the enterprise have his ID). The database follows him and keeps information about the products which interested them. For make an optimal use of the available data, Fnac links these databases to offer a personalised environment for the customers. “He or she can then look for products within this personalised environment and easily make a selection. To facilitate this process, the user’s profile may be maintained in a profile database. This database is used to store the visitor’s data and to personalise the following pages” (Peelen, 2005:p.326). They can build this personalise environment with the help of other customers. In fact when a customer buy a certain book by a certain author it’s helpful for Fnac because it appears that many customers with a similar profile were also interested in that particular title. This technique has created the success of Fnac.
II.4. Permission marketing
The basic idea of Permission Marketing is: when customers “paying attention” to something in the web. This is a conscious act, requiring conscious effort. “So one way to sell a consumer something in the future is simply to get his or her permission in advance. You will do this by engaging the consumer in a dialogue, an interactive relationship.” (Godin, 1999:p.10)

Permission marketing has for aim to involve the consumers in the selling process. They are volunteered because they give their permissions to know more about the product and when they would like more enterprises are allowed delivering it.

Permission marketing is based on these 2 concepts:

- Opt-in: it’s the fact that customers give permission to receive commercial e-mail about topics of interest to them.

- Opt-out: it’s the situation where customers don’t agree to receive further information and can delete their e-mail in the lists.

There are a lot of strengths to use this method:

“Through this individualised and proactive approach, customers are afforded a different impression of the organisation. The image is created that they are recognised as a customer and thus respected, but mostly that they will receive special attention and care.” (Peelen, 2005:p.4) Permission marketing provides a valuable service to consumers.
The dialogue and involvement in the marketing process of the customer will lead to customer loyalty because they feel engaged.
Permission marketing works to turn strangers into friends and then friends into customers. “This personalized, anticipated, frequent, and relevant communication has infinitely more impact than a random message displayed in a random place at a random moment.” (Godin, 1999:p.49)

According to Godin (1999), there are five steps to gating a customer in using permission marketing:

1. Offer the prospect an incentive to volunteer. Offer a product or a service attracting and interesting for the customers.

2. Using the attention offered by the prospect, offer a curriculum over time, teaching the consumer about your product or service.

3. Reinforce the incentive (it “must be overt, obvious and clearly delivered” (Godin, 1999:p.46)) to guarantee that the prospect maintains the permission. As a result the attention continues and the process is not breakdown.

4. Offer additional incentives to get even more permission from the consumer. The aim is to motivate the consumer to give more and more permission over time.
5. Over time, leverage the permission to change consumer behaviour toward profits. In fact the goal of all marketing is to sell. Finally permission marketing is a profitable situation for the consumers but also for the enterprise

Certain mobile marketing is based on permission marketing. This approach is efficient because “you know who your audience is and it’s only by gaining this audience knowledge that the message can have the desired effect” (Haig, 2002:p.24) And permission-based information ensure to create a long relationship with short, personalized, interactive and relevant message. Now I will develop mobile marketing.
II.5. Mobile marketing

The mobile phone it’s a new form of marketing and this concept chance the whole marketing process. Mobile marketing make up SMS and WAP-phone and multi-media messaging (MMS). Today text messaging is used heavily by media companies to inject interactivity into their programming. Mobile marketing is the youngest and most innovative form of marketing.

“For the majority of young people in Europe, text messaging is now the preferred way to communicate. According to a Childwise Monitor report, 90 per cent of teenagers use text messaging instead of speaking on their mobiles” (Haig, 2002:p.20)
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According to Haig (2002), there are a lot of benefits to use SMS:

- Cost effective
- Convenience: It’s like a letter, is possible to open any time, everywhere

- Immediacy: you can receive and reply quickly. That’s why marketers assess a mobile marketing campaign in a very short timeframe.

- Privacy: SMS conversations remain private even if carried out in a public location. It goes straight to a person’s unique handset.

- Ubiquity: Everybody have a mobile phone (80% of the population) with an SMS capability, that’s why SMS is so popular.

- Open communication: the customers feel disinhibiting because they are no under stress comparing to face-to-face.

But the main drawback of this kind of marketing is lack of creativity. In fact this is a medium relying on a monochrome, text-only and tiny message (160 characters). So with SMS, what you say has become just as important as how you say it. But this drawback is also an advantage because the SMS marketing promotion look similar to texts sent from a mobile user’s friend. “Consequently, the divide between commercial and personal messages is narrowed, and so, providing the messages are of values and are permission-based, they are usually well received” (Haig, 2002:p.18)

“Marketers can extend a ‘broadcast’ message into a dialogue with the consumer, to either let them experience some of the brand attitudes, or build an ongoing relationship with their audience” (Haig, 2002:p.13)

Mobile marketing requires a completely new way of thinking: we have to realize that mobile is a two way medium. “Customer response to campaigns should be welcome because it may lead to a deeper understanding of your audience.” (Haig, 2002:p.61) It’s important to respect the dialogue you have initiated by listening to what they have to say. SMS encourages two way dialogues so it’s easier to follow the dialogue.

A mobile CRM build up sensitivity relationship with the customer because SMS is personal and immediate for the end user. With SMS enterprises can keep the contact because of the limit of size of the message. During SMS, CRM campaign “the most important pieces of information are the context of the communication and the telephone number that we are communicating with.” (Haig, 2002:p.62) The other information is a bonus and you don’t need it for have a success in this kind of campaign.
Example:

Mobile banking

My example show how financial organization in France take advantage of mobile services and in particular mobile banking as a powerful new marketing tool to build long-lasting and mutually rewarding relationships with new and existing customers. They improve their customer services and relationships in using mobile banking. France is the more developed country which uses mobile banking.
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The mobile is very simple to communicate with the target customer. “Financial services companies can now combine information services and marketing in ways which go way beyond sending a customer a simple SMS message to tell them their bank balance.” (Riivari, 2005:p.14)
Mobile banking allows financial companies to really know their customers and build mutually beneficial relationships. Because “The customer would not need to use another financing company because they could immediately access their own bank on their phone and have an instantly tailored product made available to them.” (Riivari, 2005:p.15) These kinds of applications create easy two-way communication between customer and the financial service company.
II.7. Future CRM
There are some factors which influence the future of CRM (Peelen, 2005:p.415):

- Technological progress: It’s sure that in the future CRM will be more orientated on the “e”.
- Consumers change: Customers are more and more strict: they are more critical, and they expect that the companies is available when they want (the time and place)
- Customers in the business-to-business and government markets change: In BtoB the customers have their importance because they are involve in the decision making of the supplier’s company. Government is more and more present in the business of CRM because it tries to improve their relationship with their citizens.
- Commitment from the industry: The commitment from the developers and users involved is large: system integrators, consultants, CRM software…
- Experience is growing: Since few years the knowledge of CRM grows at a rapid rate. Now we know that all the organisation have to involve in the CRM’s process, the data into the system have to be good quality to develop customer knowledge, the involvement into the CRM strategy…
“To build and sustain an effective CRM culture in the age of e-business, organizations must revamp and significantly realign their traditional learning and knowledge management” (Brown, 2000:p.307).
Conclusion

I think I have achieved my aim and objectives. In fact I gave a large overview of the concept of traditional CRM (the different key aspects) and I think I explained well the transition from traditional CRM to electronic CRM. Then, I identified and defined all the tools of e-CRM and I applied this marketing to current example. 
For me the first part and the second part are equal because in the beginning of this report I didn’t know the concept of CRM so I wanted to understand very well this concept before to understand the new concept of E-CRM.

Finally I am happy in my work that I did. 
That was a real big work with a lot of problems because I didn’t know all the time if I would have talked about that or this. My big issue was the number of the words because I wanted to talk about of everything but I had to remove some parts. In fact I had 7 200 words (I removed the quotations) and I knew that was too much but I think that it gives a good overview students must have minimum this number of words.
As I said in the beginning of my conclusion I missed some part of the CRM concept because I have words limited. So if I would have more words I would talk about how implement CRM or E-CRM because it’s a real big issue for enterprise. Moreover I would explain more about each techniques of e-marketing because I think that’s very important for enterprise for the next years.
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