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Learning Objectives
After reading this module, the reader will be able to:

e understand customer relationship management (CRM), electronic customer;
relationship management (E-CRM) and types of e-crm;

¢ list the benefits of e-crm for small and medium sized tourism enterprises (SMTES)

e remember the elements or components of E-CRM;

e analyse stages for managing electronic customer relationship management;

e remember e-crm tools and applications used in tourism and hospitality
businesses;

e know the factors that need to be considered for implementing E-CRM.
12.0 Introduction

At the end of the 90's, Customer Relationship Management has become a very
popular term both in academic and business life. With the arrival of the internet and
communication and information technologies, new marketing and communication
mediums, channels and new posts have emerged. Adaptation to these new changes has
become very important for tourism and hospitality businesses. The availability of the
Internet as a channel for communication and commerce enabled the business world to
use the Internet as a CRM tool. With the development of the new technologies and the
internet technologies, the concept of E-CRM emerged. The use of the internet for

communication and commerce channel gave businesses the opportunity to apply the
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customer relationship management on the internet and other digital media, and this
resulted in the adoption of electronic customer relations by the businesses. Customer
relations management through internet and digital media, has become vital in tourism
related businesses in order to meet customer expectations. E-CRM refers to all the
processes needed to achieve, build and maintain customer relationship through electronic
business operations.” (Khalifa and Shen, 2005, p. 1). E-CRM provides many advantages
to companies to meet service expectations, satisfy customers and make them loyal on the
internet environment, Especially SMTEs, which have a flexible structure, need to transfer
their customer relations to the electronic environment and make use of digital marketing
opportunities offered by the new information and communication technologies Managing
customers and customer relations online is one of the important elements of digital

marketing to create customer satisfaction and loyalty and gain competitive advantage.

The aim of this module is to introduce the concept of E-CRM and to explain its
advantages and elements. The unit will also provide information on the stages of
managing E-CRM, and introduce some of the main E-CRM tools such as website, property
management systems, chatbots and live chat, business apps, and social media accounts
that can be used by tourism and hospitality businesses for managing E-CRM. Besides,

the module will also explain the critical factors to consider when implementing E-CRM.
12.1 Electronic Customer Relationship Management

Customer relationship management is a management approach developed from
the relational marketing approach. Relational marketing approach calls for a close
relationship with customers in a customer-oriented perspective (Reynolds 2002). In this
respect, customer relationship management is the implementation of relationship
marketing and customer orientation. CRM is a business strategy that consists of the use
of technology and dynamic organizational processes in order to better manage exchange
relationships with the customer (Erickson and McLaughlin, 2002). CRM refers to the “the
process of storing and analysing large amounts of data that are actually purchased or
collected and supposedly provide more insights into customer behaviour” (Yilmaz, 2006,

p.5 quoting Hamilton, 2001). The E-CRM concept is “a managerial approach that aims to
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use electronic commerce applications in the process of initiating the company's
transactions on the online platform” (Madeja and Schoder 2003, p. 181). E-CRM “involves
e-commerce applications that aim to increase customer satisfaction, loyalty and profits by
generating more revenue from customers” (Madeja and Schoder, 2003, p. 182). For
example; The Ritz-Carlton, a luxury hotel chain, saves guests' preferences for
personalization to tailor the services they will receive on their next visit to other Ritz Carlton
around the world; It records guest preferences compiled from the conversations they had
with customers during their stay. The hotel records even the smallest customization
points, for example; pillow preferences, room preferences, bedding preferences, and
saves them for future use. Personalized data is created for regular customers to be used
in their next stay (Chen and Popovich, 2003, Conlon, 1999). Customer relations in
businesses start with the attitudes and behaviours that include all relations between the
customer and the business. It starts when the prospective customer hears the name or
brand of the company and continues with the establishment of a relationship with the
business (Barsky, 1999). Previously, many businesses did not have enough information
about their customers' needs, wants or dreams. But businesses have started to learn the
ways and methods of taking advantage of technological developments to correct these
weaknesses (Forrest, 2009). Especially, with the rapidly developing technologies and
increased online buying behaviour of consumers, Businesses had to transfer customer
relations management process to the electronic environment and it has become the new

norm.
12.2 Types of Electronic Customer Relationship Management

There are two basic types of e-CRM: operational e-CRM and analytical e-CRM.
Operational e-CRM is about managing customer contact points. It includes management
of all communication methods and contact points with the customer such as personal, E-
mail, telephone, mobile phone, web, and fax. Analytical e-CRM focuses on using
technology to process and interpret large amounts of customer data. It can be said that
web analytics tools and big data management technologies are very important in this
regard (Dyche 2001, Yilmaz, 2006).
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a) Operational E-CRM: It relates to customer contact points and phone calls made
with the customer service centre of the enterprise. For example, a salesperson

selling to the customer or outbound contact in the form of an e-mail promotion are

considered within this scope. (Dyche, 2001, Fjermestad and Romano Jr, 2003)

b) Analytical E-CRM: It denotes CRM applications that require the use of technology
in terms processing large number of customer data. In analytical E-CRM, where
the place of consumer behaviour is very important, the main purpose is to create
new business opportunities by analysing customer demographics, purchasing
patterns and buying behaviour. (Dyche, 2001, Fjermestad and Romano Jr, 2003)

12.3 Benefits of Electronic Customer Relationship Management

If E-CRM applications are implemented and managed correctly and effectively it
creates better customer services, and higher customer satisfaction which result in digital
customer loyalty cycle and thus a permanent competitive advantage is gained. Table 1
gives a summary of how E-CRM may benefit businesses in general (Fjermestad and
Romano Jr, 2003; Scullin et al.,2002, Curry and Kkolou, 2004, Agrawal, 2003, Croteau
and Li 2003, Jutla et.al., 2001, Leigh and Tanner, 2004, Rigby, 2002, Chen and Popovich,
2003, Adebanjo, 2003, Yilmaz, 2006).

Table 1. Benefits of Electronic Customer Relationship Management

Benefits Examples

With detailed customer information obtained
with E-CRM, businesses get the opportunity to
predict the time of purchase and the kind of
products consumers buy. Thus, businesses
can easily monitor the effectiveness and target

of the campaign. Ultimately, with E-CRM,
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customer data can be analysed from different
angles to find out which components of the
marketing campaign have the greatest impact
on sales and profitability. Grouping customers
based on similarities of need allows a business
to effectively market certain products to

members of certain groups.

digitourism

v" More Effective
Marketing

v" Increased hospitality

by combining CRM /
RM strategy

Revenue streams and customer satisfaction
can be better managed with E-CRM.

By emphasizing recognition and
personalization features of E-CRM, it is
possible to reduce transaction costs meet

special customer requests.

v

Increased Customer
retention and loyalty
(With “Personalized

Service”)

The information contained in the E-CRM
system helps a business to accurately define
the costs of acquiring and retaining individual
customers. Having this knowledge saves time
and directs its resources to the most profitable
customers. Thus, businesses have the
opportunity to manage their "best" customers
more effectively as a premium group, by
classifying their "best" customers and realizing
that it is neither necessary nor reasonable to
treat each customer in the same way. E-CRM

enables businesses to personalize their
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services to customers thanks to the databases
used. Customer loyalty can be easily
increased with personal service delivery,
which is very important especially in service
scoring and tourism industries. It is possible to
compare, classify and encode customer
profiles that have become measurable,

identifiable and searchable with databases.

Providing personalized service in the tourism
industries is not a new concept. Companies
such as Ritz-Carlton and Savoy are continuing
the comprehensive traditional sales channels
model by striving to provide a good service to
their best customers and recording customer

requests.

v' Greater efficiency

and cost reduction

By collecting customer data as a whole in a
single database, E-CRM facilitates the
information sharing of marketing teams, sales
forces and other departments in the business
and provides a work towards common,
integrated purposes. With better knowledge of
distribution channels, relationships with
customers become more effective and the cost

of marketing campaign decreases.
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v Improved customer

service and support

By applying E-CRM, businesses can
automatically receive orders, reservations
more accurately and have the opportunity to
record the expenses related to service orders
and the time of order and reservation.
Businesses can easily see customer service
requests and provide wider customer support
thanks to E-CRM.

v Increased revenue by
knowing the most
profitable customers
and providing them

with superior service

As the relationship with the customer
develops, the profits for the business increase
with the decreasing transaction costs and
correct management of the processes and

cross-selling and referrals.

v' Transfer of some
responsibility to the

customer

E-CRM transfers some responsibilities to the
customer such as reservation, reservation
tracking, product or service configurations,
order, providing online customer information.
Thus, operational and administrative costs are

reduced.
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v' Improved sales

E-CRM improves customer service; help
cross-sell and up-sell, contribute to greater
personalization of marketing messages,
improve customers' self-service capabilities All

of which may result in increased sales.

v Improved work flow

E-CRM helps establish the best business
processes and motivates staff to strengthen

customer relationships

v" Faster and Better

Service

With the filtering method of the website, it is
ensured that the customers can reach the
information they need more easily. It provides
information in advance about what customers’
requests. In this way, faster and more effective

service delivery is provided.

v" Team Coordination

With the transfer of customer relations data to
the electronic environment, the partners
outside the enterprise and personnel have the
opportunity to share consumer data and this
results in better coordination among partners

and employees.

v" Reduced Customer

Acquisition Costs

Customer acquisition costs will decrease as
savings will be made on services such as

marketing, communication, and mail.
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Better service can be provided by increasing
v" Improved customer the overall interaction with customers, thereby
life-time value increasing customer satisfaction, customer

lifetime value and loyalty.

v' Increase in customer Due to the improved and personalised service,
retention rates customer satisfaction and loyalty may be

increased

Source: Chen and Chen, 2004, Fjermestad and Romano Jr, 2003; Scullin et al.,
2002, Curry and Kkolou, 2004, Agrawal, 2003, Croteau and Li 2003, Jutla et.al., 2001,
Leigh and Tanner, 2004, Rigby, 2002, Chen and Popovich, 2003, Adebanjo, 2003,
Yilmaz, 2006.

12.4 Elements of Electronic Customer Relationship Management

E-CRM consists of five components: customer fusing, products tailored to
customer requests, integrated multiple communication channels, real-timeliness and
Web-based approach (Akar, 2004; Hartman, Sifonis and Kador, 2002, E-Com, 1999, Luck
and Lancaster, 2003). Figure 1 shows what each element means.

Meeting the expectations and
requests of the customer

Carrying out activities or
processes on the internet by
focusing on the customer

Offering quality products,
services, benefits

10
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Interacting with customers

Creating an integrated image of
the customers

Fast and effective interaction
with the customer through
communication channels

Providing goods and services
that make customers feel
different and special.

Providing an integrated
understanding of marketing
that allows customers to meet
their bespoke requests.

' Creating an integrated image
of the customers
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Being Interactive

Being Instantly available

Personalized design and
being dynamic

Workability on different
platforms

Richness of content

Ease of use

Continuous contact with the
customers

Access to digital marketing
and sales information

Direct communication

Figure 1. Elements of E-CRM, Akar, 2004; Hartman, Sifonis and Kador, 2002, E-Com,
1999, Luck and Lancaster, 2003.

12
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12.5 Stages of Managing Electronic Customer Relationship Management

Customer relationship management is about human-organization and human-
technology relationships. According to Kotorov (2002), there are three stages of e-CRM

which involves the use of internet technologies.

STAGE 1: The main purpose of this phase is to personalize the relationship with
the customer and then use this personalization to expand corporate feedback and
response to customer needs. It includes customizing the relationship with the customer,

customer recognition and proximity.

STAGE 2: In the second stage, there is customer relationship management which
is also known as the 360-degree customer approach. It is possible to explain it as a more
complex form of the first stage. it is the human-human model with technology support has
been further increased. It focuses on customer purchasing patterns. The main idea of this
model is to understand the customer. Collecting and analysing customer data; Thanks to
new CRM technologies (CRM portals, data stores, prediction and analytical analysis, etc.),
it has become easier. As a result of the analysis, the most suitable services and goods

are recommended to customers. It is a model sensitive to demands.

STAGE 3: This stage is expressed in E-CRM and is not about what businesses
secure, but how it ensures that services are related to the customer and are resolved on
time and according to need. At this stage, the distinctive feature of CRM is the fusion of
information and processes in the previous two stages. Activities take the form of being
ubiquitous at the same time. Monitoring these processes will be very effective in increasing

customer satisfaction in service businesses particularly.

12.6 Electronic Customer Relationship Management Tools for Small and Medium Sized

Tourism Enterprises

E-CRM focuses on understanding consumer buying behaviour, creating superior
value to customers and developing long term relationships with them with the help of
technology. The management of e-customer relations combines people, technology and

13
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processes (Chen and Popovich, 2003, Yilmaz, 2006) (Figure 2). Businesses that tend to
be ready for E-CRM applications are aware of contacts with different customers, know
how to manage customer requests, are very competitive and constantly seek
differentiation (Ragins and Greco, 2003). E-CRM creates a more effective and efficient
provision of goods and services and opportunity for businesses improvements. While

customers carry out all kinds of transactions in a virtual environment, the E-CRM

infrastructure enables faster service provision processes with fewer errors.

People

N\

Process
Technology

Figure 2. E-CRM Combination, Chen and Popovich, 2003, Yiimaz, 2006.

The main tools and E-CRM applications required for an effective electronic
customer relationship management are listed in Table 3. The use of these tools and

applications differs across industries and businesses.

Table 3: Tools of E-CRM

Search Engines Network touch-point
Conference system Internet content monitoring tools
Sales and order management Mobile App

14
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Website Auto answer
E-mail E-business content
Process automation Call me button
VolP Live-help

(Voice Over Internet Protocol)

E-forums Multi language support

Source: Maddox and Blankenhorn, 1998, Durukal, 2017; Sivaraks, Krairit and
Tang, 2011, p.142, www.E-CRMguide.com, Deniz, 2002, Akar, 2004.

In the context of tourism and hospitality businesses, the tools and applications that

are often used for electronic customer relationship management are discussed below.
Websites

Tourism and hospitality businesses are in constant contact with customers before,
during and after sales. For this reason, company website is a great tool to manage E-
CRM. In order to manage E-CRM trough websites customer the relationship is usually
analysed in three different stages representing online buying behaviour process in
services: pre-sales, during sale and after sale support (Akar, 2003; Feinberg et.al, 2002,
Feinberg and Kadam, 2002; Kotler and Armstrong, 1996; O’Connor, 2008; Collins, 1998).
Using business website as an example of E-CRM tool, Table 2 shows each stage and the

things to be done for the proper management of customer relationship through websites.

Table 2: Process of Electronic Customer Relationship Management for a
Website

Pre-Sales Information Equipping websites with technologies

(Especially: Website Features) such as video, audio, animation

15
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Organizing  websites  according to

customer requests

Offering alternative channels such as e-
mail and telephone lines that customers can

reach

Local search engines to reach visitors by
entering the keyword what they are looking

for on the website

Creating a membership requesting
username and password and basic

information for customers

Creating an address and contact list by
asking visitors to add their e-mail addresses
to the automatic e-mail list so that they can

get more information.

Pre-Sales Information

(Especially: Website Features)

Payment method options can play an
important role in customer preferences.
Therefore; an infrastructure that allows
different payment methods should be
created on the website. (credit card, bank

transfer, mail order, payment on site etc.)

Creating a sitemap

16



digitourism

IR Co-funded by the
R Erasmus+ Programme
M Of the European Union

Creating chat and chat channels that allow
visitors to interact and at the same time
create site content by allowing visitors to

interact with the business.

There should be social media links on the

website

There should be public materials on the
website that inform customers such as
annual reports, articles, company

newsletters and brochures etc.

Visitor forums

Promotions, advertisements for the first

users of the website

Confirmation of product or service order by

e-mail.

Enabling website visitors to purchase

goods and services online

Enabling visitors to obtain product or

service information from the website

17
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During Sale- (e-commerce)

Offering products and services in a form that

can be adapted to the customer's wishes

Stating of purchase, warranty, return and

all contract terms on the website

Pre-showing the product or service (e.g.,
hotel room) to the customer in a picture or

motion picture

Support After Sale

Designing websites so that customers can

make complaints online

Frequently asked questions (FAQ’s) and
their answers should be visible on the
website. This feature refers to the self-help
function that customers read or look at in

response to their doubts or queries.

Creating a platform where customers can

solve their problems online

Providing information that will enable the

company to be recognized on the website

18
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The download speed of the site is
important and should not be slow.

Delivering quick order with three-clicks

allowing you to control the product

There should be detailed information on
privacy and the security system on the
website. Maintaining a privacy policy on
the website, thereby giving the customer
confidence in the protection of their
information and protecting the company

from perceived violations of privacy

Online reputation management is important

Online complaint management is important

Source: Akar, 2003; Feinberg et.al, 2002, Feinberg and Kadam, 2002; Kotler and
Armstrong, 1996; O’Connor, 2008; Collins, 1998.

Property Management Systems for Hotels and Restaurants

Property management systems (PMS) are software tools for managing all
operations of hotels and restaurants. All possible customer relations are managed through
PMSs which integrate all departments, guest reservations, housekeeping, e-mails,

maintenance and front desk operations.

19
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Hotel management systems used in hotel businesses are important in terms of
electronic customer relationship management. Some of the some of the most used

property management systems for hotel are:
e Opera Hotel Management System (PMS)
- Opera Central Reservation System (ORS)
- Opera Customer Information System (OCIS)
- Opera Multi Property
- Opera Sales-Banquet Management (SC)
- Opera Sales Force Automation (SFA)
- Opera Web Service (OWS)

- Opera Sales-Banquet Management (SC)

e Fidelio Suite8 Hotel Management System

e Elektra

e Hotel Mobile System in Hotel Management
e SimpraPMS

e HotelRunner Property Management System
e Property Management System

e SabeeApp Property Management System

e Oracle Hotel Property Management System
e Frontdesk Anywhere

e Mister Booking

e Hotelogix

e eZee Absolute

20
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e Guestline

e CloudBeds (For free demo: https://www.cloudbeds.com/request-a-demo/)

e Amonra (Try for free version: https://www.amonra.com.tr/pms)

Restaurant management systems are the software systems for managing all
restaurant and café operations. Below are some of the software systems for managing

operations of Restaurant Automation for Restaurants, Cafés, and Patisseries:

e Micros RES 3700 Restaurant Management and POS System

e Symphony Cloud-Based Restaurant Management and POS System

e The Maestro Property Management System (For free demo:
https://maestropms.com/index.html)

e HMS (Hotel Management System) (Try for free:

https://hmschannelmanager.com/)

e SevenRooms (For free demo: https://sevenrooms.com/en/request-a-

demo/)

e WebRezPro (For free demo: https://webrezpro.com/contact/)

e Minihotel (For free demo: https://minihotel.io/?utm_source=gAds-
tier2&gclid=EAlalQobChMIw63PscCCglVWoxoCR2NuwokEAAYASAAEQ

KV6fD_BWE)

There are also systems and internet integrated call centres that integrate the hotel
phone system with the Hotel Management Software (PMS), and there are programs that
make it easier to manage customer relations and speed up many processes by

establishing automation between the phone in the hotel room and the hotel management

21
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software. These programs are very useful in increasing interaction with customers and

providing instant solutions. (Yeastar IP-Santral, Nolto-Keep your business in touch etc...)
Live Chat and Chatbots Services

Live chat is a customer relationship channel that enables customers to have text
and voice based online conversations with support personnel. Chatbot is a computer and
internet-based service designed to simulate conversations with company personnel. It can
match customer questions with predefined answers and thus become an effective
customer relationship management channel. Users interact with the web pages and chat
interfaces of tourism businesses, thus providing a continuous and easy communication
channel thanks to a kind of artificial intelligence. By using this technology, small and
medium-sized tourism enterprises can more easily collect data in their business
processes and manage customer relations. These tools have many benefits such as
interacting with customers, increasing the number of direct reservations, providing more
comfortable communication and 24/7 service with a wide variety of language options,
offering personal promotions by enabling personal experiences (https://www.revfine.com/
hotel-chatbot/).

Social Media Platforms and Accounts

Social media accounts of tourism and hospitality businesses are important
channels that contribute to communicate with potential customers and develop customer
relationships. Interaction with current and potential customers through social media
accounts can provide valuable customer feedback and increase company awareness
(Dulgaroglu, 2021). Small and medium-sized tourism and hospitality businesses can also
manage their electronic customer relations through these channels. Social media
accounts play an active role in following and solving customer complaints, providing
feedback, collecting and analysing data. More detailed information about the use of social

media is given in a separate module.

22
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Mobile Apps for Businesses

Businesses can create their own applications for interacting with their customers
and marketing their goods and services. Business specific applications can be used for
managing all the relationship and interaction with customers for managing E-CRM. There
are also standalone applications that can easily be adopted by independent businesses.
For example, Digital Menu Boar App can be used to design digital menus in your brand
colours, add and remove items and images to create and update menus. Another
standalone app is ALICE which can be used to manage all the customer relations within
a hotel. Both personnel and guests can use it to communicate with each other. Freshbooks
is another accounting mobile app that can be used by small hotels, restaurants and bars

for creating invoices, tracking expenses, taking payments and reporting operations.
12.7 Implementing Electronic Customer Relationship Management

SMEs have a suitable structure for many CRM and E-CRM skills due to their
flexible structure. SMEs are quite competent in terms of these factors, especially
considering that customer focus and personalization play a leading role in the tourism
sector. Although they have a more disadvantageous structure than large enterprises in
terms of technology investments and resource investments, improvement can be

achieved on these competencies with the following suggestions.

Lin (2007), created a model that showing CRM application factors and divided these
factors into 3 groups. Within the CRM and E-CRM applications, based on this model, the

skills and suggestions that SMEs can apply within these factors are compiled in the table

Table 4: Implementing CRM in SMTEs
ORGANIZATIONAL FACTORS

v One of the most essential factor and skill
for SMTEs.

23
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v' Organizational

Integration

All  departments should work closely
together and SMTEs have advantages for
applying this.

Integration is required to collect and
manage customer information more
effectively.

Interaction between staff must be good
and it's an advantage for easy

management of customer information.

v/ System Readiness

Flexible operational processes should be
established and staff actions should be
able to be adjusted according to customer
preferences.

A motivating reward structure should be
created.

Employee performance measurements
such as customer retention and

profitability are carried out.

v" Resource
Availability

Technology resources should be invested
in for the efficient use of customer
information.

Resources should be invested in human
resources.

Resources should be invested in financial

resources.

24
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v Trainings should be carried out in order to
adopt the CRM and E-CRM concept to the

company.

v' Executive v Especially in small businesses, it is very
Commitment important for the business owner to
support their CRM application.
v' Ensuring cooperation of employees and
allocating the necessary resources for
CRM and E-CRM should be done well.

STRATEGIC FACTORS

v All the components that are the focus for

- CRM should be clearly defined.
v Vision
v Goals should be clear.

v' A customer-oriented business strategy
should be created.
v Planning and budgeting should be well
thought out.
v" Planning v Resource investments should be planned.
v/ By making multi-stage planning, the risks

should be reduced with short-term goals.

v' One of the most comfortable skills for

v' Customer-centric SMEs is the ability to be customer-centric.

Culture v' Service design, marketing strategies
should be customer focused.

25
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CULTURAL FACTORS

v Especially in terms of digital marketing
: applications, networking in SMEs is the
v" Networking PP g
most important skill in terms of customer

and vendor relations.
v' It's part of marketing and normal business

tasks.

v' SMEs have a big advantage as they are
: closer and more with customer

v Human Interaction
interaction and should use this to provide

more personal service.

Source: This table has been compiled from Lin, 2007; Alonso, 2002; lacovou et al., 1995;
Sheth and Sisodia, 2001; Mclarty, 1999; Vermond, 2004; Chen and Popvich, 2003;
Brendler and Loyle 2001; Fisher, 2002; Kotorov, 2003; Zontanos and Anderson, 2004;
Levy and Powell 1998; Gilmore et all., 2001; Abbott, Stone and Buttle, 2001; Dibb, 2001;
Compton, 2004; Gilmore et all.,1999; Kotter, 1995.

12.8 Electronic Customer Relationship Management Success Factors and Control

Issues in Tourism and Hospitality Business

Tourism and hospitality businesses can make a checklist by paying attention to the
following principles to succeed in electronic customer relationship management (Chaffey
and Smith 2008, Celtek, 2020, Labidi, 2005):

26



0 RE Co-funded by the
R Erasmus+ Programme
digitouri M Of the European Union
igitourism
v' Develop an electronic customer relationship management strategy and
control results
v' Get the most suitable software to collect and analyse data from customers.
v' Set up interactive websites, so instant tracking of customers is easily
provided.

v" Prefer cloud-based software.

<

Implement the necessary processes to provide excellent service that keeps
customers coming back for more

Encourage repeat visits to an application or website.

Build reliable online platforms.

Find the ideal software and make investments to protect existing customers
Integrate your E-CRM applications with websites (such as booking.com)
Stay up to date with e-marketing applications.

Meet customer expectations using search engine optimizations.

Make E-CRM applications a strategic tool for your business.

AN NNV N N NN

Integrate E-CRM applications with the online platforms you use to better

understand and manage customer relations in the long-term.

v' Make your search tools user-friendly by using electronic brochures along
with virtual ads and e-catalogues.

v Build platforms for your e-customers that allow them to receive services

according to their own characteristics and expectations

12.9 Conclusions and Suggestions

The management approach, known as electronic customer relationship
management (E-CRM), constitute an advanced dimension of the relational marketing
approach that enables the processes to be controlled more easily with the use of
information and communication technology and the internet. It is expected that E-CRM
does not involve applications and tools used on the website only, but it also covers many
areas of interaction with the customers with the support of technological tools. The E-CRM

approach is critical for tourism businesses, especially for small and medium-sized tourism
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businesses as it gives direct communication and interaction with the customers, provides

efficiency, and reduces costs.

Apart from the technological dimension of the E-CRM, it also requires adaptation
in operational and organizational dimensions. Technology and infrastructural investments
are also among the issues that businesses should address. It is obvious that with the
establishment of the necessary infrastructure for E-CRM, tourism and hospitality

businesses will improve service quality, customer satisfaction and increase profitability.

Data analysis is especially important for e-CRM applications in terms of facilitating
information management and providing personalization in the service sector. Improving
customer relationship over the Internet and digital channels is an activity that creates value
for businesses and must be included in the value creation process. It will be useful to
follow the instructions in this module in order to establish a trust-based relationship with

customers and to create a strong e-CRM mechanism by acting customer-oriented.
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Supplementary Resources

e https://www.youtube.com/watch?v=CZ oNQ31fXs

e https://www.youtube.com/watch?v=uASB79INS6U

e https://www.youtube.com/watch?v=FujVCOLrYvyQ

o https://www.youtube.com/watch?v=fNjdkVanBH4

e https://www.youtube.com/watch?v=nd0hxcGy6mc

e https://www.youtube.com/watch?v=uASB79INS6U
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Assessment Questions

1-Which of the following statements represent the best explanation for E-CRM?

a) All the processes needed to achieve, build and maintain customer relationship
through electronic business operations

b) An application to increase profits by generating more revues from customers
C) It is a perspective that advocates short-term relationships with customers.

d) It is a software for managing personnel management

2-Which of the following is an element of E-CRM?
a) Customer focusing

b) Integrated multiple communication channels

c) Timeliness

d) All

3-Which of the following is a tool for E-CRM in tourism and hospitality management
businesses

a) Internet content monitoring and tracking tools
b) Live online chat service
c) Property management system

d) All

4-Please order the following stages of a framework for managing E-CRM processes and
activities

1) After sale support
2) Pre-sale

3) During sale

4) No sale

a) 1234 b) 4321 c)231d) 213
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5- An effective E-CRM, has a positive effect on efficiency and cost reduction

a) True b) False

6-Networking is an organizational factor that should be taken into consideration when
implementing E-CRM

a) True b) False

7-Operational e-CRM is about managing customer contact points.

a) True b) False

8- Customer relationship management is also KNOwn as .........ccveevevuennens
a) 360-degree customer approach

b) Organizational service orientation

c) Market penetration

d) Customer equity

O e focuses on using technology to process and interpret
large amounts of customer data.

a) Operational E-CRM
b) Analytical E-CRM
c) Categorical E-CRM
d) Numerical E-CRM

10) Customer relationship management is a management approach developed from the

a) Competitive advantage approach
b) Vertical integration approach
c) Relational marketing approach

d) Resource based approach

38



