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Abstract 

Electronic Customer Relationship Management (E - CRM) has become the need of every 

organisation that makes a decision, to go online with its trade activities. E – CRM is nothing but, the 

delivery and management of customer relationship management systems electronically with the help 

of Information technology. This paper aims to identify the need for E – CRM and the factors 

influencing the successful implementation of E – CRM in organisations. Secondary data from several 

sources have been reviewed and based on the analysis of previous studies conclusions are drawn in 

this paper. E - CRM systems offer help to companies that aim towards catering to customer needs 

and queries, providing online assistance/support and product related information. Customer data can 

be analysed and interpreted with the help of technology such as data mining, search engines, e-mails, 

calls and chat support.  
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Introduction 

Electronic Customer Relationship Management is also referred to as Web-based Customer 

Relationship Management. E – CRM is a managerial approach enabling business concerns to 

recognise, allure, connect with and improve the rate of customer retention online. E-Commerce aids 

companies to attain business goals by making use of E – CRM as an instrument to improve the 

existing customer base by maintaining customer records such as purchase history, previous, on-going 

and cancelled transactions, customer search history and purchase behaviour and patterns. 

Personalised services like exhibiting product variations, trust and security in transactions, payment 

system, response and interaction to customer queries are available in the digital arena catering to the 

needs of both existing and new customers.  

 

Statement of the Problem 

E - CRM involves processing, handling and managing a vast database. Companies should 

contact customers through the channel of interaction they prefer. This enables companies to maintain 

the existing relationship between customers, manage different channels of communication and to 

establish the goodwill of the company (Aileen, 2006)
1
. While dealing with E – Commerce activities 

the security of information shared between the company and customers is important as card 

transactions, financial details and personal information are to be kept confidential (Gottshalk, 2000)
2
. 

There is also a guideline that companies should follow, in case they want to be consistent. It includes 

being consistent with promotion, offering accurate information, protection, guarantees and return 

policies (Ozok et al., 2007)
3
. There are numerous applications of E – CRM supporting the effective 

implementation of E – Commerce operations despite the challenges faced. Therefore, the researcher 

has made an attempt to analyse the applications of E – CRM and its impact on E – Commerce. 

 

Review of literature 

Couldwell (1998)
4
 in his study defined Customer Relationship Management as the 

combination of technology and business processes to investigate more about the company’s 

customers from the perspective of who they are, what they do and what they are like.  

Chartuvedi and Bhatia (2001)
5
 in their article described CRM as a business strategy for 

maintaining existing customers and acquiring new customers over the long term, using e-commerce 

as one of the channels of efficient customer relationship management. 
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Bradway and Purchia (2000)
6
 in their article describe E-CRM as technology used to develop 

the company's existing customer relationship management strategy. E - CRM serves as an 

intersection of industry initiatives, e – marketplace and customer-centric strategies.  

Feinberg et al., (2002)
7
 in their paper titled, “The State of Electronic Customer Relationship 

Management in Retailing” have noted that electronic customer relationship management forms a part 

of every company's marketing and business strategy backed by web connectivity. The researchers 

further identified the role played by E - CRM in improving cost efficiency and the opportunities 

available to business concerns to manage customer relationship over the internet. 

Tahir et al., (2013)
8
 in their article mentioned that customer satisfaction could be attained 

through E – CRM systems that function based on four parameters namely: quality of service, sense 

of community, fairness in price and customer orientation having an impact on customer satisfaction. 

In the research, expectation confirmation theory is used to reveal that the expectations of customers 

are directly related to the performance in the industry.  

Adlin et al., (2019)
9
 in their study mentioned the different modes through which E - CRM 

could be practiced: Chat bots - computer programs employed to maintain conversations with 

customers using both auditory and textual techniques, Virtually handling Customers, Interactive 

Voice Response systems -automated telephony system capable of making calls and interacts with 

customers and Voice over Internet Protocol – enables the transmission of multimedia and voice 

content over Internet Protocol networks. 

 

Objectives of the study 

1. To ascertain the applications of Electronic Customer Relationship Management. 

2. To analyse the impact of E – CRM on the implementation of E – Commerce activities. 

3. To offer suitable findings, suggestions and conclusion to the study. 

 

Methodology 

Secondary data from various sources have been identified and reviewed. Based on the 

analysis of previous studies conclusions are drawn. This paper analyses the impact of E – CRM and 

its applications with regard to the management of E – Commerce activities. 

Applications of E – CRM: Technology Deployed 

E - CRM applications are a convergence of advanced technologies and functional 

components that enable customer interaction with E – Commerce portals. 

 Electronic - Point of Sale (EPOS) 

 Sales force Automation 

 Customer Helpdesk 

 Call Centers 

 Data Warehouse 

 Data Mining 

 Sales application  

 Marketing automation 

 Customer support applications.  

 Contact Management 

 Interactive Online Interviews and Auctions 

 Survey Panels 

 Creation of Corporate Blogs 
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    Electronic Customer Relationship Management – Cycle 

 
The E - CRM cycle comprises of front-end operations interacting with customers to obtain 

customer data. Data collected from several contact points are fed into the data warehouse for further 

analysis. Data analysis is carried out using data mining. Data analysed is transferred to a customer 

repository to enable easy access of data enabling the customisation of customer responses.  

Other Significant Applications of E – CRM: 

 Analytical Capabilities and Business Intelligence: Information pertaining to customers 

is to be analysed by decision makers to arrive at optimal decisions.  

 Channels of Customer Interaction: The functional components of E – CRM are 

integrated across multiple channels to enable customer interaction.  

 Web-based Support: E - CRM users require standard web-browsers to access the 

numerous E – Commerce applications.  

 Customer Repository: E - CRM maintains an up to date record of centralized customer 

information and it is made available real-time to business concerns. 

 Workflow Integration: Workflow engines ensure that cross-functional tasks are 

performed effectively over digital platforms. 

 Enterprise Resource Planning:  Data synchronization and business process integration 

is maintained across multiple systems to improve performance across several connected 

systems.  

 

Impact of Electronic Customer Relationship Management on E – Commerce 

 
Electronic Customer Relationship Management has a tremendous impact on the 

implementation and improvement of E – Commerce activities. E – CRM facilitates the expansion of 

the existing market space over the internet, influencing the purchase and sale of Websites and 

business portals online. Management of business domains both vertical and horizontal, Customer 

retention, Supply Chain Management (SCM) and resource management in E – Commerce are done 

with the aid of technology deployed by E – CRM software. 
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Current trends in Electronic Customer Relationship Management 

The concept of Electronic Customer Relationship Management is still evolving with innovative 

technological improvements introduced everyday into the business world. Some of them are Cloud 

Computing - it enables the provisioning and de – provisioning of resources to meet real - time 

demand. Virtual Customer Relationship Management (VCRM) – it is also referred to as the 

Second Life and makes use of digital modes to offer customer service and support. Mobile 

Customer Relationship Management (MCRM) – it uses mobile as a medium to enable interaction 

between customers and companies. 

 

Findings 

 Electronic Customer Relationship Management has become an integral part of all E – 

Commerce operations. With customers becoming more and more internet savvy in the 

modern era, companies are attempting to grab the attention of customers in online platforms. 

The number of organisations aiming to blend both physical and digital channels to connect 

with potential customers is on the rise.  

 The development of E – CRM that assists in the successful implementation of E – Commerce 

functions in organisations and has become the need of the hour, in order to survive the 

existing corporate competition in the Internet Market Space.  

 Electronic Customer Relationship Management systems are classified into Operational, 

Analytical and Collaborative. 

 The efficient analysis of data through Electronic Customer Relationship Management helps 

in understanding the modern customer better and decision making becomes easier in business 

concerns aiming for expansion.  

 

Suggestions 

 There are several E – CRM applications yet to be optimally utilised by organisations, more 

awareness about the existing Electronic Customer Relationship Management Applications 

could be created among organisations for better business performance and delivery of 

services.  

 The current trends in E – CRM like Cloud Computing, Virtual – CRM and Mobile – CRM 

could be put to use by business concerns in order to attain better output in building customer 

relationships online. 

 

Conclusion 

Electronic Customer Relationship Management (E – CRM) enables business concerns in 

determining the value of every consumer and it also allows firms to ascertain the extent of value 

delivered, by the organisation to its customers based on customer satisfaction experienced by its 

customers. E – Commerce operations take place simultaneously, saving time and physical hassle, yet 

it has its own challenges like managing huge amounts of data, providing instant support online, 

establishing trustable security systems to make e – portals more reliable to customers transacting 

online with the organisation. Therefore, the efficient management of Electronic Customer 

Relationship Management systems is necessary to promote E – Commerce operations, which in turn 

renders efficacious functioning of businesses in the long term. 
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