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UNIT-II: E-CUSTOMER RELATIONSHIP MANAGEMENT (E-CRM)
Evolution of the concept of E-CRM and Definition:

To enter into the field of E-Customer Relationship Management (E-CRM), we have to have a bit idea about the evolution of the concept. Even before the initiation of technology, business owners use to take extreme care of their customers with all available instruments and to the best of their abilities. Since, they had limited customers, knew exactly what your preferences were. How did they manage this? By asking tailored questions and having a one-to-one conversation with their customers. This is how they managed their customers and they did it beautifully, as most of them were repeat customers.
Relationship Marketing is being spoken of as one key Business Philosophies of the progressive organizations. Companies have realized that to be successful on the long term trajectory of successful business, they need to be closer to the market, get under the skin of the Customer, anticipate their needs and engineer products and services to satisfy the customer and engage his loyalty. Relationship Marketing also defines the framework for the company to orient themselves to the other stakeholders like the business partners, the suppliers and vendors. Relationship marketing is not limited to Customers and Suppliers alone but has been extended in scope to cover he internal employees as well as an effective way of reaching out to attracting best talent too.
With the development of technology, the target customers have become more informative. By means of that customers are in a position wherefrom they can dictate terms and conditions in respect of their need and satisfaction. This is followed by increase in competition, product innovation which has definitely become one of the key important elements that the Organizations need to depend upon to steer themselves ahead in the market. Along with the technical leadership the companies necessarily need to know how to reach out to the Customer more and more. 
In doing so, new organizational forms as well as technologies were used, eventually resulting in what we know as Customer Relationship Management (CRM). 

In true sense, CRM allows an organization to deliver its products and services according to the customer’s preferences. CRM is a customer focused business strategy that aims to increase customer satisfaction and customer loyalty to offering a more responsive and customized service to each customer.
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The Customer is the King of the market. This mantra, although used for a long time, has not been recognized properly over a long period of time. Customers were not even treated with dignity by most organizations.

During the 1970s and 80s, the concept of customer support meant that organizations were doing a favor by answering a few questions of the customer over phone – after putting them on hold for an hour and keep them standing in queue to buy something was common and expected. 

In the early stage of 1990s two new developments that challenged the prevailing business landscape. These two are new economic policy and the Internet which is the outcome of the revolutionary development in the field of telecommunication technology. These forces brought down the several barriers of entry of new competitors in the market resulting in an environment of intense competition.

Traditional stores faced competition from on-line start-ups or more specifically E-Commerce activities. Traditional bricks-and-mortar banks fought for customers with online or virtual banks. Airline tickets were increasingly purchased from the convenience of your home. In the information age the explosion in information allowed consumers to compare features, and prices across multiple providers. Products became commodities and prices could not be lowered further to ensure survival.

Customer service became the only major game changer in most of the cases. Customers received what they have always deserved – respect. The customer was now truly the king. 
By virtue of this development process we have got a new dimension of the concept of traditional CRM which is E-CRM.
Electronic Customer Relationship Management (ECRM), is the electronically delivered or managed subset of CRM. It integrates online sales, marketing and service strategy that is used to identify, attract, create and retain customers of and organization. It describes improved and increased communication between an organisation and its customers by creating and enhancing customer interaction through innovative technology. E-CRM provides profiles and histories of each interaction the organisation has with its customers, making it an important tool for future strategy building for types of businesses.

E-CRM enhances customer’s experience with its personalization strategy. Whenever customers get in contact with an E-CRM, they are encouraged to provide personal information in order for them to be able to provide with goods and services that tailors their needs.

E-CRM is very important for advertisers and marketers as it increases revenue and it’s expected to grow rapidly within coming years by many experts around the globe according to many researchers. If you have used internet for your shopping or booking a flight or downloaded music online then you are a network of an E-CRM.

From the above discussion it is to be noted that E-CRM is basically a software application. This software helps the organization to store relevant data about your current customers as well as prospect information. The greatest thing about it is that all the information is stored in one location. Hence, CRM helps the organization to have an overview of your business operations and helps to determine potential sales opportunities. For an e-commerce business where things are developing very fast, CRM is a goldmine. It helps any such business owner organize all the information related to customer interaction.
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Features of E-CRM:

1. E-CRM has got Technology Interface which uses technologies like Enterprise Resource Planning (ERP), Data Base Management System (DBMS) etc. are the backbone of E-CRM which integrates the front-end and back-end activates relating customers. 

2. E-CRM integrates data for better service and future reference.

3. E-CRM is 360-degree customer focused.

4. E-CRM is different from traditional mass marketing.

5. E-CRM goes beyond increasing transaction volume.

6. E-CRM focuses on long term relationship with customers.

7. E-CRM mainly concentrates on retention of customer.

8. E-CRM provides better customer services.
9. E-CRM considered the customer as the king. Therefore, provide the goods according to their needs and wants.

10. Auto-interactive process is one of the key features of E-CRM.
11. E-CRM focuses on increasing customer life time value.

12. E-CRM reduces the cost.

13. Infinite continuity is the core feature of an effective E-CRM process.

