
brought together in a stan-
dardized way to provide 
appropriate, timely, and 
entire information about 
the customer to the em-
ployees. CRM is enabling 
an enterprise’s marketing 
department to identify and 
target their best customers, 
manage marketing cam-
paigns with clear goals and 
objectives, and generate 
quality leads for the sales 
team.  

It is noticeable that in the 
past few years a fundamen-
tal change has taken place 
in the economy. Busi-
nesses have no other 
choice anymore, but to 
learn from, and actively 
respond to, their custom-
ers’ needs, if they want to 
succeed.  

Businesses armed with an 
understanding of what their 
customer want, why they 
want it, how, and when, 
can make informed and 

sophisticated decisions. To 
get all this information, 
Customer Relationship 
Management (CRM) has to 
be introduced, which puts 
the customer in the center 
of the commercial model. It 
embraces all targeted ac-
tivities an enterprise is us-
ing to get to know their cus-
tomers better, to serve 
them satisfyingly, and to 
cooperate with them. In a 
CRM system all available 
enterprise customer data is 

C U S T O M E R  R E L A T I O N S H I P  O N  T H E  I N T E R N E T :   
A  M I S S I O N  I M P O S S I B L E ?  

Many companies believe 
that loyalty is old-
fashioned, customer loyalty 
on the web impossible and, 
actually, also not really im-
portant. Customer relation-
ship in the anonymous, 
digital world can never 
work at all, therefore com-
panies quite often decide 
just from the start to con-
centrate on the popular 
success factors: low prices, 
wide range of goods, or a 
user-friendly interface. 

Rather they prefer to invest 
their 8-figure marketing 
budget in building up their 
brand through on-line and 
of course also off-line ad-
vertising measures. This is 
a carry-on of an attitude 
which many dot.com 
princes exhibited in the 
times when millions still 
bubbled and their business 
models were celebrated 
euphorically. During those 
days, the most important 
thing was only to be an "e" 

company, but times have 
changed and now we know 
that they weren’t almighty, 
not even right. Why? In ret-
rospect, the example 
makes the overemphasis of 
customer acquisition at the 
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With the management of 
customer relationship in an 
electronic way, it is possi-
ble to individually supervise  
a huge number of online 
customers. And that’s defi-
nitely a good reason to in-

clude electronic media into 
the analysis, planning and 
control of on-line and off-
line activities.  

Electronic customer rela-
tionship management 

(eCRM) signifies for e-
commerce an opportunity 
to create a stronger cus-
tomer orientation. It facili-
tates access to information 
on different levels of the 
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It is assisting the organization to improve telesales, ac-
count, and sales management by optimizing information 
shared by multiple employees, and streamlining existing 
processes.  

It is supporting the formation of individualized relationships 
with customers, with the aim of improving customer satis-
faction and maximizing profit by identifying the most profit-
able customers and providing them with the highest level 
of service.  

It is providing employees with the necessary information to 
know their customers, understand their needs, and effec-
tively build relationships between the company, its cus-
tomer base, and distribution partners. 
 

With e-commerce, came the e-customer, and accordingly 
eCRM. Electronic customer relationship management 
(eCRM) comprises the analysis, planning and control of 
customer relations with the support of electronic media, in 
particular of the Internet, with the purpose of a comprehen-
sive alignment of the company on well-chosen customers. 
The term eCRM often summarizes software solutions which 
use the Internet to interact with customers. It helps define 
their business strategy and build brand awareness as well 
as identify, attract, and retain their most profitable custom-
ers. Other benefits include:  

• Providing faster response to customer inquiries.  

• Increasing efficiency through automation.  

• Having a deeper knowledge of customers.  

• Getting more marketing or cross-selling opportunities.   

• Receiving customer feedback that leads to new and im-
proved products or services.  

• Doing more one-to-one marketing.  

• Obtaining information that can be shared with the com-
pany's business partners, etc. 

 

Experts claim that mainly two trends have brought CRM to 
the forefront: 

1. As global competition has increased and products have 
become harder to differentiate, companies have begun 
moving from a product-centric business view to a cus-
tomer-centric one;  

2. Technology has enabled putting customer information 
from all over the enterprise into a single system - and as 
network and Internet technology has matured, CRM soft-
ware could celebrated its success. 
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According to Vantive, a customer 
relationship management solutions 
provider, the e-customer expects 
constant access to a company; 
through e- mails, call centers, faxes 
and websites. They demand imme-
diate response and a personalized 
touch. Meeting their needs places 
new demands on the enterprise. 

Since traditional enterprise re-
source planning applications did not 
include a customer management 
aspect, CRM was the logical next 
step.  

CRM applications, often used in 
combination with data warehousing, 
e- commerce applications, and call 
centers, allow companies to gather 

and access information about cus-
tomers' buying histories, prefer-
ences, complaints, and other data 
so that they can better anticipate 
what customers will want –while 
struggling for greater customer loy-
alty. ◊  

By Daniela La Marca 
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expense of customer relationship 
abundantly clear, based on the un-
realistic acceptance of permanent 
growth and the pressure of market 
share maximization. And in fact, all 
is quite easy: winning over the cus-
tomer is expensive, very expensive! 

Customer loyalty or subsidy?  

Telecommunication service provid-
ers and energy providers e.g. spend 
for each newly gained customer 
more than USD 6,000. And in the 
new and reasonable web, protago-
nists like for instance Amazon or 
AOL are still willing to pay around 
USD 300 for a customer - and this 
with turnovers of only 100-200 p.a. 
In addition the turnovers per year 
continuously rise with the duration 
of the business relationship - and it 
gets worse, when the competition 
on the web is only one click away. 
Therefore, without "customer loy-
alty" even the best conceived e-
business model will fail.  

Well, now you ask me about the 
right time for a customer relation-
ship strategy? Better ask yourself 
first if it makes sense to invest 60-
80% of the marketing budget to 
gain new customers without plan-
ning beforehand how to keep these 
very customers. Clearly, the answer 
should be negative, both in the on-
line and in the off-line world.  

Thus, how should such an online 
customer relationship strategy look 
like? On what kind of foundation 
pillars does it rest?  

The starting point is of course the 
customers and they are without 
doubt open for it, as proved by suc-
cessful case studies and common 
sense.  

Promote loyalty!  

Most online customers show a clear 
slope to loyalty and by the targeted 
applications of the medium of the 
Internet this intrinsic loyalty can be 
supported in relatively easy ways. 

But the development of trust, the 
consideration of online customers’ 
comfort, and the bailing of technical 
web potential is essential.  

The fastest growing insurance fund 
company, Vanguard from the USA, 
invested more than 100 million dol-
lars in the development of their web 
page. However, deviant from the 
textbook opinion, Vanguard compli-
cated the access to its web page 
and their customers had to apply for 
a personal password first to log-in, 
which they received by the tradi-
tional post. 

Due to the extraordinary meaning of 
safety measures in this business, 
even losses are worthwhile for this 
comfort. Occasionally, in contrast to 
many competitors, warning tips are 
presented to the customers with the 
choice of the right fund by the head 
of the company personally. For Van-
guard the trust of their customers 
means everything, and this is ex-
actly why the company is so suc-
cessful on the web.  

Another popular and often used ex-
ample is the online bookseller Ama-
zon. Their offer of an "one click op-
tion" allows even fairly in-
experienced customers to place an 
order by just one click – doing away 
with the usual procedure of at least 
8 clicks. 

This is customer relationship at its 
finest. It creates comfort, the cus-
tomer feels addressed personally, 
and represents a solid alternating 
barrier.  

You’d think the dot.com crisis 
should have had opened the eyes of 
the persons in charge of eCRM  -  
but as if! The guilt of failure of 
sometimes really good ideas can 
still be blamed on shrinking capital 
markets or even the economic 
situation - while some wanted to 
have always known that just this 
business model had anyhow no 
chance. But, dear dot.com princes, 
please finally understand that out-
standing customer loyalty is not only 
one of many methods to increase 
profits today - it is what decides a 
company’s survival or doom. ◊ 

By Daniela La Marca 
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enterprise, and therefore an integrative e-CRM ap-
proach is necessary. Information about customers can 
easily be collected, stored and used for further analyses 
- brought together from all company departments - in 
order to enable individual customer orientation. Internet 
customer relationship encloses product range, price, 
and communications policy and demands special re-
quirements for the web design (front-end policy). If the 
innovative media and instruments are used properly, 
new and already existing relationships with the cus-
tomer can be optimized considerably. And in this way 
marketing measures can be arranged more efficiently, 
which at the same time will clearly raise the competi-
tiveness level.  

From the range of products, customers get in addition 
to their purchase, some accompanying products offered 
from the choices, to stimulate further buying. These 
combined offers can be about related products, prod-
ucts which are often ordered by other buyers with simi-
lar purchase behavior, quantity discount rates, or other 
variations. With exclusive product offers, loyal custom-
ers  will commit themselves closely to the enterprise. 

Besides, innovations and high-quality product models 
which are not available in open trade increase customer 
loyalty. In the end, mass products can individually vary 
in e-commerce, so that the customer receives a product 
in the desired combination from selectable elements. 
While discount systems speculate to make their money 
with frequently returning buyers, premium systems re-
munerate their loyal customers with gifts. E-coupons 
e.g. could be such a gift - vouchers which can often be 

redeemed in other ways as well, like stationary trade. 

Furthermore, newsletter and other information, which 
are sent with the permission of the customer 
(permission marketing), allow regular contact impulses 
and should stimulate the frequent website visits of the 
supplier. In order to avoid getting lost in a flood of spam 
messages, the content should be kept very personal 
and only information which are really of interest to the 
addressee should be sent. Ideally, the customer should 
feel treated by e-commerce as an individual is coun-
seled during a face-to-face-contact. Regarding this one-
to-one communication, it is important to keep an eye on 
the balance between personal care and potential ration-
alization by prefabricated answer templates etc.  

Viral- and cooperative marketing concentrate on spread-
ing information reasonably on the Internet. While viral 
marketing is presenting company messages in such an 
interesting way that the spread information is again and 
again dispatched in a kind of mouth-to-mouth-
propaganda from receiver to receiver, co-operative mar-
keting is a partnership of convenience of several enter-
prises which are not competing against each other.  

Although there are some charge cards as well, which 
should be used for online applications only, most com-
panies unite several channels at the same time.  

Even the website design could be responsible for a 
closer customer relationship. The individual address of 
the customer and the offer of personalized contents 
contribute to the fact that the customer feels connected 
with the enterprise. In virtual communities, customers 

can find like-minded 
people and make the 
Internet presence of the 
supplier to a steady 
meeting place for social 
contacts. With lotteries, 
contests, and other 
online events on the 
Internet, already existing 
customers could be 
baited to visit the web-
site more often ◊ 

By Daniela La Marca 
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Electronic customer relationship 
management (e-CRM) is attracting 
increasing attention from business 
leaders and organizations, yet un-
fortunately, its technology is not al-
ways well understood by the very 
companies that use it. This is be-
cause it combines so many impor-
tant elements that it is very often 
easy for a company to do one or two 
things right and a slew of other 
things wrong or worse still, not at 
all. Taking the already established 
business process of CRM online has 
multiplied its complexity, making it 
harder to grasp and fathom, just at 
the very time that it is becoming 
even more essential to understand 
it.  

Companies with long histories usu-
ally have some established platform 
for handling customer interaction. 
Right now, the Internet offers new 
tools for attracting and retaining 
customers, but they are based on 
the same principles as before. 

Firstly, what is e-CRM exactly? The 
Gartner Group defines it as consist-
ing of a selling platform, a communi-
cations infrastructure, and a suite of 
applications. Infrastructure can in-
clude online chat, outgoing and in-
coming e-mail, and even multi-
currency support. e-CRM applica-
tions can be geared toward self-
service, customer service, or data 
analytics. A good analogy of e-CRM 
is looking at it as a profitability ba-
rometer, while the mercury is cus-
tomer sales. “Effective e-CRM 
means knowing your good custom-
ers as well as your not-so good 
ones, and effectively understanding 
how to improve service,” say Gart-
ner researchers. Essentially, e-CRM 
is all about customer loyalty, conver-
sion, and retention.  

Organizations are right now at the 
stage that if they ignore e-CRM, it is 

at their own peril. Missteps like leav-
ing e-mail unanswered or barraging 
customers with advertising (in other 
words – spam) can spell the death 
of a company. Nowadays, it is all 
about personalized marketing and 
quick responses. Work on rewarding 
your customers. A successful e-CRM 
strategy actually boils down to 
achieving the right balance. Follow-
ing these 6 principles of e-CRM will 
help ensure this balance. 

1. Get the right vendors 

Do not venture into e-CRM alone as 
the software is complicated. Also, 
beware of vendors promising the 
moon and bear in mind that some 
offer only partial technological solu-
tions.  

The right vendor help is critical. 
“Many e-CRM vendors advocate 
jumping onto the e-CRM band-
wagon,” says a recent Gartner re-
port. Unfortunately, most compa-
nies are not taking the time to get 
good consulting help.” Also remem-
ber that consulting experts may help 
you avoid costly potholes.  

2. Understand your customers with-
out alienating them 

Building long-term relationships is e-
CRM’s forte. Yet, it is crucial to 
know and understand your custom-
ers’ behavior, such as how they con-
duct transactions. Make sure your 
linkages, for instance between 
phone and email support work (i.e. 
that both sides know what is going 
on, for example, if there is a cus-
tomer complaint). 

Once transactional behavior is un-
derstood, do a more sophisticated 
assessment of customer relation-
ships. For instance, determine what 
kinds of offers you should make and 
find out how to optimize the value of 
your relationships. 

B E S T  P R A C T I C E S  &  S T R A T E G I E S  
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Above all, remember that e-CRM is 
an evolving art. 

It is also vital to not bombard your 
customers with constant informa-
tion. Ensure that you practice re-
straint, that is, do not spam your 
customers! 

Finally, do not expect instant results 
with e-CRM. Remember, even Wal-
Mart didn’t build its customer analy-
sis systems—said to rival the Penta-
gon’s database—quickly. It took 
them 25 years. 

3. Consider Outsourcing 

For smaller companies, outsourcing 
is definitely less costly. Speed is 
also another advantage. It only 
takes a few weeks to get a site up 
and running, as opposed to months 
if done alone, without any help.  

At the same time, be careful what 
you outsource because it involves 
two factors - technology and call 
centers.  It is always best to out-
source what is simple, high-volume, 
and repetitive. 

Also ensure that you manage your 
outsourced partner closely – for ex-
ample, document hours, test the 
site and set realistic goals together. 
This is a good way to ensure a ser-
vice agreement is kept. In addition, 
always bear in mind that outsourc-
ing is not a silver-bullet solution.  

4. It’s all about the process 

Experts say that you should think in 
terms of a top-down business 
model, and e-CRM is simply an ex-
tension of that.  

Click here  
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In addition, research from Forrester 
has revealed text chat is ineffective. 
According to a survey, only 2 to 3 
percent of those surveyed preferred 
chat as a way to interact.” 

Another point to always note is to 
never forget the need for human 
interaction. Essentially, the bottom 
line is that the relationship needs in 
the electronic market have not 
changed much from those in the 
traditional one. Again, the power is 
in the hands of customers. 

5. Ensure a holistic approach 

Always look at the bigger picture, 
avoid miscommunication especially 
among verticals and integrate your 
e-CRM systems. Aim for an e-CRM 
system that’s both unified and flexi-
ble say experts. 

6. Benchmark the System 

Finally, always set quantifiable 
measurement standards for your e-
CRM system, One method is to test 
the site by logging on every month 
as a customer because as they of-
ten say.  

“Service is what 
customers remem-
ber.” In the end, 
your company 
should derive 
more savings from 
e-CRM than what you are spending 
or have spent on the solution. 

Even more urgent is how to change 
old-economy mind-sets. More tech-
nology abounds these days than 
anyone knows how to use. The chal-
lenge is to adapt to new ways of do-
ing business because very often old 
company structure and incentives 
do not work any longer. Use technol-
ogy to trim out the clutter and get 
people to adapt (easier said than 
done).  

In the end, it boils down to a 
“people-problem” as well as training 
and re-training issues. 

They key is to analyze your e-CRM 
needs and system and ensure that 
your company is constantly ensuring 
deeper levels of service and cus-
tomization. ◊ 

By Shanti Anne Morais 

Understand your long-term objec-
tives because piecing a system to-
gether is expensive and is usually 
not very effective. e-CRM experts 
tend to advice that it almost always 
better to build your infrastructure 
step by step, especially pivotal func-
tions and services.  

Do not get lost in the latest technol-
ogy or gadgetry either as this can be 
costly as well as eat up valuable 
time.  Analyze what you need, than 
customize your e-CRM systems ac-
cordingly. Ensure you get feedback 
from your customers, for example, 
whether they like the new system 
and whether it is user-friendly. The 
trick is to always design a system 
with the end user in mind.  

Stick to your established process. 
Implement e-mail first, then tele-
phone calls. E-mail responses 
should reach customers within two 
to four hours and not later, says For-
rester Research.  

Once this is tackled, move on to the 
phone. Many companies tend to get 
stuck in the e-mail management rut.  
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e-CRM is not just about customer 
service in an electronic format. It is 
a holistic combination of customer 
service, self-service web applica-
tions, sales force automation tools 
and the analysis of customers' pur-
chasing behaviors on the Internet. 
e-CRM is all of these initiatives 
working together to enable an or-
ganization to more effectively re-
spond to its customers' needs and 
to market to them on a one-to-one 
basis. 

On the surface e-services appear to 
offer cost advantages, yet service 
levels lag far behind the phone. 
Electronic services offer great prom-
ise, but it is not for every support 
situation. Is electronic support right 
for you and your customers?  

Important questions to ask include: 
Are your electronic service initiatives 
living up to your expectations for 
cost and efficiency? Do you know 
what your customers think about 
your e-services? Are you sure they 
are using these services?  Are your 
e-services contributing to customer 
satisfaction? These are questions 
every company has to constantly 
ask themselves. 

e -Suppor t  —  The  P romise  
Yes, e-services offer great promise, 
but we have to realize and be hon-
est that it is not for every support 
situation. The promise of e-support 
suggests that it is a more cost effec-
tive and efficient way to service our 
customers. It is important to note 
that electronic support can offer 

lower overall support transaction 
costs at acceptable service levels 
when used in the right context. How-
ever, used in an inappropriate con-
text, electronic support can have 
significant hidden costs, require far 
more effort than phone based trans-
actions, and leave customers dis-
satisfied with the support experi-
ence. 
 

What is the right context for e-
support? 

Determining the right context for 
electronic support is perhaps more 
difficult then determining the inap-
propriate contexts. Mission critical 
or time sensitive support situations 
are often, if not always, best served 
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by putting a technical expert on the 
phone with the customer.  

But what about the standard, day to 
day support requests you receive? 
How do you determine which ones 
can be efficiently handled electroni-
cally- versus by phone? 

For example, a simple question 
about how to use a feature of a 
product may be resolved in just a 
few minutes of a tele-conversation 
between a customer and a support 
rep, but may require a number of e-
mail exchanges. In this situation the 
e-mail could be used to initiate the 
phone call between the rep and the 
customer. However, having said 
this, once this is done, we now intro-
duce the challenges associated with 
scheduling time for outbound calls, 
and concurrently queuing and priori-
tizing phone and electronic inci-
dents. The impact on cost will be no 
less than if the customer called. If 
we continue with the e-mail interac-
tion, what could have been resolved 
in a few minutes by phone, now 
takes hours maybe even days.  

But the above scenario may be 
quickly resolved if for example, the 
information (in this case, product 
information) required by the cus-
tomer can be found on the organiza-
tion’s website. 

The costs and service-levels of e-
support 

 Research reveals that on an aver-
age, one third of incidents are sub-
mitted electronically with nearly 60 
percent of support organizations 
offering web based incident submit-
tal, and nearly all (89 percent) ac-
cepting incidents via e-mail. The 
average transaction cost for an elec-
tronic incident is less than half of 
the cost of a phone based transac-
tion. However, while transaction 
costs for electronic support are sig-
nificantly lower, so are service lev-
els. On average it takes just over 
3.5 minutes to reach a support rep 

by phone and 28 percent of the 
time connecting is nearly instant. 
After about a 12 minute conversa-
tion 61 percent of customers have 
the answer to their problem. On the 
other hand, customers who submit 
incidents electronically often have 
to wait an average of 3 hours for an 
acknowledgment that their case has 
been received. However, this is im-
proving, because latest research 
reflects that nearly 40 percent of 
customers receive immediate ac-
knowledgment that their case was 
received via an automated re-
sponse. Yet, still very often, there is 
no guarantee that the initial re-
sponse to the question will solve the 
problem. If we use the industry aver-
age first contact resolution rate of 
61 percent, 39 percent of electronic 
incidents will require additional in-
teraction. Once this occurs, the cost 
advantages and efficiency of elec-
tronic support diminish. 

Can e-Support Succeed? 

 The lower electronic support trans-
action costs are attractive from a 
business perspective. But are these 
lower transaction costs a direct re-
sult of lower service levels? Given 
current e-support service levels, it is 
not surprising that the majority of 
support cases are still reported by 
phone. 

 Electronic support may be a logical 
fit for your business without compro-
mising customer satisfaction. Yet it 
is worth reviewing the costs and 
benefits of your e-service initiatives 
to make sure that they continue to 
be aligned with your business goals 
and customer satisfaction objec-
tives.  

Here are some suggestions for as-
sessing the impact of your e-
services:  

• Find out what the total cost of 
your organization is in order to 
resolve a case submitted elec-
tronically. You should include the 

effort to develop a response, and 
the total time to research and re-
solve incidents not closed by the 
first response. How does this com-
pare to the cost and closure rates 
for incidents submitted by phone? 

• What percentage of your custom-
ers return to use your e-services? 
Is there a disproportionate num-
ber that try e- services once, but 
revert to the phone? How many 
electronic incidents rely on phone 
interaction for closure? Again, is 
there a net benefit in terms of 
costs, efficiently or satisfaction for 
incidents initiated electronically? 

• Do you measure satisfaction for 
cases reported electronically? 
How does customer satisfaction 
for electronic incidents compare 
to phone based incidents? 

• How many customer incident 
cases could and should have 
been resolved with the informa-
tion on your support web site? 

• Are there any added costs associ-
ated with receiving, routing and 
responding to electronic incidents 
above and beyond the costs of 
providing phone based support? 

What would your customers think if 
you unplugged your electronic ser-
vices (not including your web site)? 
There is no doubt that e-support can 
deliver on its promise when imple-
mented in the right context. How-
ever, e-support should not be imple-
mented because it is the latest 
trend, or your competitors offer it. 
Rather, it has to make good busi-
ness sense for you, your partners, 
as well as your customers. If you 
have not done any soul-searching 
with regards to your e-support, take 
a breather and ask yourself if your 
e-support services are living up to 
your expectations. Who knows you 
might be pleasantly surprised.◊ 

By Shanti Anne Morais 
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also provide an excellent cross-
departmental view, possessing fea-
tures that each department needs 
and architecture for them to share 
information in an appropriate way.  

Besides that, your CRM software 
should enable you to track all com-
munications with your customers. An 
example of a question that you 
should ask when it comes to judging 
whether the CRM software is good 
for multi-channel use is whether 
your users can pick out which emails 
in their inbox get tracked in the CRM 
system without needing to cut and 
paste. Another question could be 
how easy is it to open a customer 
record when a call comes in. Multi 
channel abilities are important to 
get a single view of the customer 
and drive user adoption.  

Furthermore, to garner a single view 
of the customer, your CRM software 
should support customer self-
service and partner management, 
as well as provide robust integration 
to vital customer information stored 
in various systems.  

2. Customer Process Improvement  

To stay ahead of competitors, com-
panies are looking to improve their 
customer processes through auto-
mation, but customer-facing proc-
esses are challenging to automate 
and manage because they are con-
stantly changing. A good CRM sys-
tem should provide not only the plat-
form for automating these critical 
customer processes, but also en-
able you to modify them as your 
business changes.  

To ensure that your CRM system has 
good customer process improve-
ment features, it is essential to 
check that you have more than a 
simple rules engine and wizard. A 
good process platform is one that is 
‘cross-departmental’, one which en-
ables you to shed restrictions that 

Evaluating Customer Relationship 
Management (CRM) applications 
can be an interminable chore for 
most of us, especially as there are 
innumerable feature checklists to 
plough through in the search for the 
‘ultimate’ CRM software. However, 
even the most meticulously re-
searched feature checklists and 
careful examination of leading CRM 
offerings will expose nominal differ-
ences between applications.  

Even before you can deploy the cho-
sen solution, vendors quickly erase 
small differences between features 
within your checklist and introduce 
new ones, leaving you to wonder if 
you purchased the right CRM soft-
ware after all.  
 

Seven Secrets to finding the RIGHT 
CRM software 

1. Single View of the Customer 

How do you maximize ROI with your 
customer software? The answer lies 
in going further than implementing 
CRM for your sales team, or call cen-
tre by bringing other departments 
onto the system. The most fre-
quently cited goal of CRM projects is 
to obtain a 360-degree view of all 
interactions with customers and 
prospects, which is a feat in itself. 
To get a single view of your custom-
ers, your CRM system should be ro-
bust in terms of multi-department 
use, satisfying the requirements of 

m a r k e t i n g , 
sales, cus-
tomer services 
and other cus-
tomer facing 
groups. In ad-
dition to mak-
ing  each 
group’s job 
easier,  a 
strong CRM 
system should 
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department-specific systems and 
workflows may present, other than 
providing the basis for automating, 
or altering any combination of your 
key activities. A cross-departmental 
process management enables im-
proved visibility for everyone in the 
organization. 

Your CRM software should also pro-
vide one single, easy to use inter-
face which ties in to the necessary 
underlying systems in a way that is 
transparent to users. Your system 
should also be able to scale and 
possess the flexibility to automate 
the most complex processes in your 
business. Lastly, take note that your 
process management platform 
should be as agile as your business. 
It is important to ensure that your 
process management system pro-
vides graphical tools that enable 
businesses to fine-tune processes 
themselves rather than shifting the 
work-load to the IT department.  

3. Executive Value 

To help your CRM system achieve its 
optimum level of performance, it is 
critical that your executives ‘buy 
into’ using the system. Executive 
buy-in is the strongest when execu-
tives see the customer management 
system as a critical tool for manag-
ing the business. They look at the 
combination of problem solving and 
reporting to create value and sup-
port for them at executive level. Suc-
cessful companies generally focus 
on not just how to make it easy to 
enter information into the system – 
they also look at what reports need 
to come out of the system. A robust 
customer management system en-
ables executives to drill down from a 
summary level report, either by slic-
ing and dicing the data with easy to 
use analytics tools, or by enabling 
drill-down to call notes, sales oppor-
tunity information, or marketing 
campaign milestones. 

Click here  
Continues on Page 9 



4. Employee Value 

A customer management system will 
not help you run your business more 
effectively if people do not use it. 
Hence, making certain that your 
CRM system boasts a high level of 
ease-of-use should be at the fore-
front of your organization’s consid-
erations.  

Out of the myriad of factors that af-
fect usability, some noteworthy men-
tions are factors like simple inter-
face, streamlined data entry, and 
remote access. Users usually shy 
away from learning complex inter-
faces; hence your CRM system 
should have a straightforward set of 
screens that presents information in 
a clear and concise way.  

We all know that that nobody likes 
to enter data, hence a good cus-
tomer management system should 
be able to provide automated short 
cuts for commonly performed ac-
tions. This capability can tie into per-
sonalisation, maximizing users’ com-
fort with the system, hence enabling 
you to achieve the goal of encourag-
ing employees to make full use of 
the customer management system. 
As for the last factor, the availability 
of remote access is important to 
salespeople and other mobile work-
ers. A good system should definitely 
allow mobile users to interact and 
access the system from anywhere. 

5. Minimal IT Resource Require-
ments 

Businesses rely on their IT staff to 
support key business capabilities. As 
a result, IT resources are in high de-
mand - and a lack of available IT 
resources can cause a bottleneck 
for key business initiatives. You 
should always establish that your 
CRM system does not require a mas-
sive amount of IT resource before 
putting down good money for it.  

Organizations should keep away 
from applications that require their 
IT staff to learn proprietary program-

ming languages and tools as they 
greatly increase costs. Instead they 
should look out for a system that 
leverages de facto Internet stan-
dards such as XML.  In addition to 
using XML as a format for exchang-
ing data with other systems, your 
application should also use XML in-
ternally to exchange data and avoid 
performance-degrading translation 
layers. If you can, also try to look out 
for systems that utilize web services 
as such services provide a flexible 
way of linking software applications, 
allowing them to share information 
without being directly integrated. 
  

6. Platform for Business Growth and 
Change 

For any organization’s customer 
management project to be a suc-
cess, the system must be able to 
grow and change with your system. 
A typical feature-driven evaluation of 
vendors often overlooks this capabil-
ity. It is a common practice for or-
ganizations to favour a solution that 
satisfies the needs that are most 
immediate, instead of the system’s 
ability to meet future needs to im-
prove overall business improvement 
opportunities.  

Evaluating a system’s capabilities is 
more difficult than comparing fea-
ture checklists, hence, key areas 
ability to expand to support cus-
tomer service, marketing and other 
departments or divisions on top of 
meeting the immediate needs of the 
sales force is important. Keep in 
mind that inexpensive applications 
may meet the immediate needs of 
the sales force, but may not be able 
to expand to meet other require-
ments adequately.  

7. Risk Mitigation 

The last and most crucial factor to 
finding the right customer manage-
ment software is risk mitigation. Sto-
ries of failed CRM and other enter-
prise software projects are rife, as a 

Page 9 B E S T  P R A C T I C E S  &  S T R A T E G I E S  

result, it is prudent to look for ways 
to minimise the risk associated with 
deploying enterprise software appli-
cation. One way of minimizing these 
risks is to check that the software 
companies have not just one, but a 
pool of satisfied customers who are 
willing to talk about the effectiveness 
of the vendor’s system. Secondly, it 
is imperative that the vendor also 
has a track record of delivering suc-
cessful customer management pro-
jects. Confirm that your chosen ven-
dor has a strong consulting practice, 
proven implementation methodology 
and strong support infrastructure for 
system integration partners before 
making your decision.  

One factor that you should keep an 
eye on is definitely a robust security 
model, to ensure that critical cus-
tomer information is accessible only 
to the appropriate people within your 
organisation. Hence, organizations 
should look out for vendors with the 
ability to implement role-based secu-
rity and produce audit trails of sys-
tem usage.  

Lastly, never make the mistake of 
assessing only the up-front costs of 
buying and deploying an enterprise 
software application. Safeguard your 
company by looking out for a vendor 
who can accurately account for main-
tenance and other ongoing costs so 
that what looks attractive on the sur-
face does not come with rocket-high 
prices beneath.  

Making the right choice of CRM appli-
cations involves looking at the busi-
ness problems that you expect it to 
solve. Always keep in mind that ide-
ally, CRM should deliver all the said 
benefits without tying up more IT re-
sources than necessary. ◊ 

From Page 8 — Questions that most CRM vendors are afraid you’ll ask 
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Larry Tan,  
Managing Director, 
Onyx Software Asia 
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Doubts with regards to the use of 
personal data and the transmission 
of payment data, are especially in 
the e-commerce world in high gear. 

By  offering  methods  of  payment 
which  are  from  the  customer’s 
point of view very secure, like for 
example the invoice, an enterprise 
can more easily handle emerging 
security  doubts.  Indeed,  payment 
with credit card is also reconsid-
ered as relatively safe by more and 
more Internet users and in turn, 
diminishes the enterprise’s risk of 
payment losses. 
 

In addition a company should ex-
plicitly commit themselves to the 
14-day  right  of  withdrawal,  regu-
lated by law. This approach clears 
from  the  beginning  all  possible 
doubts of the customer regarding 
product  quality.  Another  option, 
suitable for unknown online shops, 
could be to use a cachet from an 
independent institution in order to 
signal that certain standards with 
online transactions are respected. 
If an enterprise manages to acquire 
the loyalty of the customer due to 
such an active relationship  man-
agement, their client won’t be so 
receptive to rival offers anymore. 
With a change he would feel the 
loss of the ending relationship with 
the company which is important to 
him.  While  psychological  attach-
ments are "intangible”, factual rela-
tionships can cause material costs, 
which could possibly hold the cus-
tomer back from changing too.  
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Besides  the  contractual  commit-
ment, enterprises focus above all 
on the economic customer relation-
ship. Through charge cards, for in-
stance, customers find out about 
privileges, which would be turned 
down by switching to another sup-
plier. And don’t forget: Progressive 
discount grading, premiums for ac-
cumulated shopping points or spe-
cial actions, as well as e-coupons 
sweeten the customer’s purchase 
on the Internet, too.  

Economical relationship measures 
can vary a lot in the e-commerce. 
However,  networks  with  other 
online  enterprises  or  linkages  to 
different channels have always the 
same objective - to complicate the 
switch to the competitor from the 
customer’s view. 

And a desired side effect is that due 
to the vast network at the same 
time new customers can be gained 
and tied to the enterprise. ◊ 

By Daniela La Marca 

Click here to return to the contents page 

The continual change from sales to 
buyer markets forces the economy 
to make marketing tools more per-
fect and reinforces the efforts to 
continue relationships with custom-
ers. It is now more than ever be-
fore, essential to realize that it is 
easier to keep continuance custom-
ers than to win new ones.  

Customer  Relationship  Manage-
ment has now become a more and 
more critical component of the mar-
keting  instrument  and  successful 
customer relationships will be dis-
tinguished in the future by an intelli-
gent combination of on-line and off-
line measures. 
 

Winning customer relationships are 
reducible to factual and psychologi-
cal  causes.  With  a  psychological 
commitment,  the  customer  feels 
solidarity with the enterprise, but to 
satisfy customers with an offer and 
to convince them to become a regu-
lar client, all business activities of 
the company have to be examined 
and focused on its customer orien-
tation. 
 

Besides, e-commerce plays an im-
portant role in considering individ-
ual  customer  preferences.  With 
one-to-one  marketing,  information 
on every single customer is stored 
by the enterprise and as a result 
offers  can  be  tuned  to  specific 
wishes,  consumer  buying  habits 
and predilections. But in order to 
convince a customer to reveal per-
sonal information, a lot of trust to 
the company is necessary.  
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inexpensive and can be integrated 
into the existing system pretty fast. 
Five criteria facilitate the choice of 
suitable software for your enter-
prise: 

• Profitability: CRM solutions 
should make the administration 
cycle easier instead of making it 
more complicated. They should 
provide targeted information and 
automate everyday routine tasks.  

• Integration ability: The CRM solu-
tion should avoid island solutions 
and integrate established office 
solutions and important enter-
prise software into its structure. 
Employees should be connected 
with common access to customer 
information in order to update 
them easily. Data must be able to 
be exchanged without additional 
expenditure, as for example tedi-
ous programming of interfaces. 
Additional training costs are can-
celled by the fact that employees 
can continue working with their 
familiar user interface.  

• Economic efficiency: Too complex 
functionalities, like for instant call 
center solutions or service con-
tract management, bypasses the 
needs of SMBs. Fast ability, easy 
appliance, uncomplicated adapta-
tions and easy care lower the 
costs of an introduction and pro-
vide a good costs-profit-relation. 

Choosing the right customer rela-
tionship management (eCRM) pro-
vider and the best eCRM solution 
can be very difficult, as all vendors 
promise the same results despite 
vastly different techniques and tech-
nologies. Making the decision is 
harder due to the fact that they all 
use the same specific industry lan-
guage and the eCRM buzzword. 
They all promise one-to-one cus-
tomer understanding that leads to 
profitable relationships whether pro-
viding campaign management tools, 
customer service or sales force 
automation software. Only compa-
nies which manage to clearly define 
their eCRM goals and requirements 
will succeed.  

Essential requirements for effective 
CRM are in general: 
• Technical conditions 
• Compliance with performance 

promises 
• Trust of customers 
• Transparence of payment proc-

esses 
• Disclosure of data protection regu-

lations 

Small and medium enterprises have 
other CRM software requirements 
than companies with thousands of 
employees. To administer compli-
cated customer relationships in an 
easy way, special tailored CRM solu-
tions for small and medium enter-
prise are recommended, which are 
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• Flexibility: The CRM solution 
should flexibly connect the off-line 
and on-line world. The independ-
ent access to the infrastructure 
through the web browser to pro-
vide available data anytime, wher-
ever you are, has to go without 
saying. Functional areas of the 
CRM solution should be able to 
be adapted to enterprise specific 
requirements with low modifica-
tions.  

• Safe Investment: Many software 
solutions will disappear during 
the next few years by a consolida-
tion wave of the market. In order 
to plan safely, e-CRM users 
should choose suppliers which  
will be still in the position to push 
forward the development of the 
CRM solution in years to come. 

 

As the most significant function of 
CRM software most enterprises 
mention the contact management, 
followed by reporting. The distribu-
tion planning and annual planning 
takes a middle rank, as well as mar-
keting planning. Rather beaten in 
the ranking of the most important 
CRM functions tools are geo-
marketing and optimal route plan-
ning. However, almost insignificant 
is in the eyes of the questioned com-
panies the functionality of a web 
shop. 

Click here  
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As the biggest challenges in dealing 
with CRM software enterprises iden-
tified software adaptation, data 
comparison with other systems, as 
well as the maintenance issues. The 
best advice is to take all potential 
problems of CRM solution into con-
sideration - prior to your purchase. 
In spite of all these specific IT prob-
lems especially the required reorien-
tation of the mindset is often a prob-
lem while introducing Customer Re-
lationship Management. 

Thus an acceptance of the employ-
ees for the new system has to exist. 
All relevant data have to be continu-
ous keyed error free into the system. 

For a successful conversion, CRM 
has to become a central part of the 
commercial strategy. 

But for all these hurdles, CRM solu-
tions still show a possibility for cost 
saving and increase of profitability in 
the area of Customer Relationship 
Management and should therefore 
be taken into consideration by the 
management. 

To check how well you could bind 
customers to your Internet offers, 
there are classical instruments of 
the controlling and first attempts of 
a so-called e-controlling, which falls 
back on web statistics, data mining 
etc.  
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Control can be distinguished:  

• on the basis of sales figures 
(economic control) 

• on the basis of web statistics 
which document and evaluate the 
accesses, visits, transactions, 
interruptions etc. with log files 
(quantitative control) 

• on the basis of simple online cus-
tomer surveys which can be con-
ducted during and after the visit / 
purchase (qualitative control) ◊ 

By Daniela La Marca 

From Page 12  —  e-CRM: Deliberated and Well Thought-out 
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Ensuring a step-by-step approach is 
vital in order to ensure a smoother 
e-CRM implementation. The follow-
ing steps also help make it easier: 

Ensure a consultation phase 

All e-CRM projects should have a 
consultation phase. After all, it is 
imperative that both the organiza-
tion as well as the vendor have a 
common understanding from the 
word go. 

Have a good feedback system in 
place 

Ensuring that a good feedback proc-
ess is available throughout the pro-
ject is key. This in turn ensures in-
volvement from business units from 
the start, which in turn, makes it 
more probable that they will use the 
final system. Moreover, small 
changes made throughout the proc-
ess are faster and more cost-
effective rather than making the 
changes at the end of the project. 

Reporting capabilities 

Include a range of milestones 
through the life of the project. Have 
a number of incremental milestones 
that can be reported on rather than 
a few large milestones. Tracking and 
reporting on the project in stages 
makes it easier for management to 
see visible progression. On top of 
this, problems can be more easily 
solved because they will most likely 
be noticed at an earlier stage. 

Latest research studies reflect that 
e-CRM software spending is on the 
rise. Once again, this question crops 
up - is all e-CRM good e-CRM and 
how do you make sure that your e-
CRM implementation succeeds?  

There is no doubt that good e-CRM 
strategies make business sense. Yet 
at the same time, it is also true that 
e-CRM implementation needs a lot 
of forethought and planning to en-
sure that the system delivers bene-
fits to both your customers as well 
as your business. 

Companies are always on the look-
out for solutions that both boost 
revenues as well as decrease costs. 
However, deciding to take the e-
CRM road isn’t always a bed of 
roses. While the benefits of e-CRM 
are great, it’s crucial to do some 
solid ground work to ensure that 
your e-CRM implementation suc-
ceeds.  

Firstly, ensure that your e-CRM strat-
egy involves a “whole company ap-
proach”. This means that your whole 
organization needs to embrace the 
strategy and understand exactly 
what is involved and needed with an 
e-CRM implementation. In addition, 
set realistic expectations and goals. 
Remember, not only do systems 
need to be implemented, but people 
also have to be trained. Moreover, 
organizational changes take both 
time and forethought. 
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It is also important to avoid the fol-
lowing pitfalls: 

• Understand what you need to 
automate before calling in the ven-
dors: Do determine what functions 
your organization wants to auto-
mate beforehand. In addition, al-
ways bear in mind that automation 
is never a substitute for a sound 
business strategy. 

• Check the track record of your Sys-
tem Integrator: Seems obvious, 
but ensure that you use a System 
Integrator with a proven track re-
cord of e-CRM implementations. 

• Involve business units from the 
start: Both CRM as well as e-CRM 
experts agree on the above point, 
stating that complex e-CRM pro-
jects are doomed to fail from the 
start if the organization’s CEO and 
key executives including senior 
marketing are not committed from 
the start-to-finish of the project. 

• Have a pilot project: Many vendors 
will encourage massive e-CRM roll-
outs and large amounts of invest-
ment, but the experts’ advice 
building a prototype. 

The e-CRM project and path can bea 
little thorny, but ensuring that you 
follow the above guidelines will help 
you achieve success. So lay the solid 
ground-work and foundation, then 
reap the rewards. ◊ 

By Shanti Anne Morais 
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Wireless products and services have prom-
ised many advantages to companies 
adopting such technology for CRM. Yet, 
organizations need to focus on overall re-
turn on investment (ROI) to find benefits 
for wireless implementations. When or-
ganizations do not deploy wireless e-CRM 
technology, their field service costs can be 
greater than if they had implemented a 
wireless solution. Amazon for example, 
embraced the wireless world in 1999 
when it introduced its Amazon Anywhere 
strategy that lets consumers make pur-
chases via wireless devices. 

But just where is the ROI within the wire-
less world? Is it justifiable to move to wire-
less e-CRM within your organization? How 
can companies improve customer rela-
tions for field staff already equipped with 
wireless technology? 

When it comes to supporting field staff, 
field force automation is immediate with 
wireless e-CRM and therefore offers 
greater value. If your organization is think-
ing about launching a wireless e-CRM solu-
tion, the first thing you should do is focus 
on the vital information you want to push 
to your customers or field staff.  

Moreover, a wireless e-CRM solution 
should not be your sole CRM solution, but 
should be one channel of your entire e-
CRM solution. This is because wireless 
environments are far more unpredictable 
and challenging than their wired counter-
parts.  

Wireless access can be sporadic when mo-
bile workers move into areas where there 
is network interference, or an area with 
low wireless signal-strength. e-CRM appli-
cations are particularly sensitive to these 
connection interruptions. If the connection 
between the mobile device and the enter-
prise server is lost for even a moment, the 
application session will be broken. Typi-
cally, the result is lost or corrupted data, 
crashed applications, and a device that 
may need to be restarted. Field sales and 
support workers then spend time logging 
back on to the network and application 
servers, retracing their steps, reentering 

lost data and further extending 
the amount of time required to 
synch their devices. 

This is just one of the main is-
sues that needs to be addressed 
before the benefits of a 
"wirelessly enabled," customer-
centric enterprise can be reaped.   

Before you embark on a wireless 
e-CRM approach, ensure that 
you: 
• Decide on concrete business 

goals  
• Determine applicable metrics  

D E - M Y S T I F Y I N G  W I R E L E S S  E - C R M  
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• Obtain senior executive sup-
port  

• Determine customer-field 
staff touchpoints  

• Find a solution based on busi-
ness goals  

• Select devices that fit the so-
lution  

It is still the early days for wire-
less e-CRM in the Asia Pacific 
region, but following these steps 
will help you find the so-far, 
pretty-much elusive ROI in wire-
less e-CRM. ◊ 

By Shanti Anne Morais 
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Online shopping is definitely on the 
rise here in Asia.  

Philip Yen, Visa Asia Pacific’s execu-
tive vice president and general man-
ager, product group, notes, “The 
rise in online shopping throughout 
Asia Pacific is part of a wider global 
trend that has seen online sales 
increase dramatically over the past 
few years. These figures demon-
strate that the online environment 
makes it extremely easy for con-
sumers to purchase goods and ser-
vices while traveling or to shop over-
seas without leaving their homes.” 
 
“Consumers and merchants are 
both contributing to this growth. For 
the consumers, the convenience 
and security that online shopping 
provides combined with their in-

creasingly pressing need to manage 
time efficiently are the driving fac-
tors. For merchants, their recogni-
tion of the ease and speed that the 
online channel brings to their busi-
nesses contributes strongly to the 
rise in the number of online shops. 
Visa expects to see these figures 
continue to grow well into 2006 and 
beyond,” adds Yen. 
 

Why the spike in online spending? 
Simple - many articles are less ex-
pensive in the online stores and 
there are easy ways to compare 
prices of merchandise over the net.  
 

Despite this though, research shows 
that customers still prefer to spend 
a significant amount of their money 
via traditional channels such as 
“offline stores”. What’s the reason 
that most people still favor store 
purchases over Internet-shopping? 
The key element is human interac-
tion: Customers feel the need to 
interact with “real” people, for ex-
ample, getting advice from sales 
people.  

In addition, it is not easy to 
“humanize” a website. In fact, this 
“humanizing” can be quite expen-
sive.  

Presently, the key question is, how 
websites and online stores can 
maximize customer value, and this 
from the very first visit of the poten-
tial customer. Very often, first-time 
online customers leave the site 
without purchasing anything.  
 

Is there a way to overcome this 
“cautiousness” of first-time online 
visitors? After all, many online 
browsers are first-time visitors. 
Therefore, they most likely have no 
previous history you can utilize to 
better serve them. You may not 
even know which customer segment 
they belong to. So how do you mar-
ket to them in real time? How do 
you customize and personalize your 
website and the online shopping 
experience for customers with no 
history?  
 

The answer is through real time pro-
filing (RTP). RTP allows you to know 
your customer right from the very 
beginning. It allows you to monitor 
the moves of a visitor on your web-
site, from the very moment he en-
ters. 

Click here  
continues on Page 17 
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RTP allows you to see where your 
visitors/shoppers arrive from online. 
In addition, it allows you to note the 
referral sources. For instance, did 
your website visitor arrive at your 
site from specific ad banners? What 
can you infer about them based on 
the content or the placement of 
those ad banners? Did they come 
from search engines? What key-
words did they search? 

RTP allows you to more easily define 
segments and specific interests, 
then, allows you to customize your 
site accordingly. Customers should 
be immediately differentiated based 
on these criteria. 

It also enables you to find out where 
your customers go once they are on 
your site and market accordingly. 
For example, if they go right to the 
high-end items, you will have to 
market to them differently than if 
they go to discounted items. It is 
important to record all products 
your visitors look at.  

Leverage this information on the fly 
and modify what they see on your 
site appropriately.  

Offer different ad banners or special 
offers based on behavior and prod-
uct selection. 

If you are able to personalize the 
experience further by offering an 
opportunity to speak with your off-
line sales team, arm your sales reps 
with this initial data.  

With this relevant information, your 
sales reps will not only better ser-
vice customers but better up- and 
cross-sell, too. 

Hopefully, customers will return to 
your site after their initial visits. Use 
the information gathered to tailor 
their next online experiences. Keep 
in mind items they previously se-
lected or viewed, and customize 
your site and e-mail communica-
tions. Once you have information on 

a visitor/shopper, act in real time 
from then on. 

Change visitors' classifications as 
they move through your site, make 
purchases, or interact with your 
agents, even when they abandon an 
online order. By leveraging each 
action, you can predict what they 
may do next or what their interests 
might be. Then display applicable 
online offers, personalize ad ban-
ners, and send relevant e-mails. 

All these efforts should help you to 
build a rich user profile. When build-
ing that profile, remember to: 

• Record user information over 
time and sessions to continually 
enrich the profile. 

• Know referral sources: where 
the users came from and how 
they arrived at your site. 

• Track behavior: frequency of 
online visits, sections/product 
categories visited, products 
viewed, and exit points. 

• Request personal information: 
name, contact info, and demo-
graphics. 

• Maintain full online purchase 
history. Try to combine it with 
offline information. 

• Know responsiveness to online 
and e-mail offers. 

It is also important to note that it is 
not only the RTP that guarantees 
the success of your website/online 
store but actually a mixture of it with 
several other electronic customer 
relationship management tools (e-
CRM). For instance, the best results 
may be gained if real time process-
ing is used together with an interac-
tive online chat tool. For example, if 
the customer needs assistance, he 
can press a button which leads him 
to a customer service representa-
tive or a bot (autonomous software 
that simulates a human activity). A 
bot has access to the customer’s 
profile and therefore, can provide 
tailored answers and hints.  

 
Most of the interactive customer-
service tools, which include a chat 
module, give the salesperson the 
opportunity to contact the visitor 
directly, allowing him to act in a pro-
active manner.  

By knowing the profile and prefer-
ences of the visitor/potential cus-
tomer, the agent can make cross 
selling offers. Given the information 
already gathered on the visitor, the 
offers are targeted and reach a 
h i g h e r  a c c e p t a n c e  l e v e l .  
Of course it is up to the customer to 
decide if he accepts a chat or not.  

Major e-CRM tools have already 
added RTP or are about to do so. 
Following this trend, manufacturers 
of smaller software packages of 
CRM have also recognized the need 
of realtime data. 

By offering a fast proactive and effi-
cient customer service - supported 
by RTP - visitors can be turned from 
“browsers” to buyers during their 
first visit of the online store. 

Above all, remember that profiling 
starts when a customer enters your 
website, not once a purchase is 
made. Your customers may come to 
your site several times before acting 
on an offer or buying. The important 
thing is to make the experience rele-
vant as soon as possible to convert 
them into customers. ◊ 

By Shanti Anne Morais 

Click here to return to the contents page 
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T H E  T H R E E  M E G A - T R E N D S  O F  E - C R M  

The eCRM market is picking-up 
steam and is seeing three mega-
trends. They are: 

Every business is an Information 
Business 

In addition from deriving value from 
physical goods and services, users 
are increasingly putting more value 
on information. For example, one of 
the ways that Amazon provides 
value proposition to its customers is 
through community forums for ex-
ample in the musical and literacy 
subsets. These forums include rec-
ommendations from like-minded 
individuals, reader reviews, inter-
views, and so on. e-Bay has also 
emerged as a powerful information 
value-based business. 

What’s really promising is that tradi-
tional bricks and mortar companies 
are also following suit. These in-
clude publishers, insurance and 
telecommunication companies, to 
give a few examples. Right now, it is 
very heartening to see that informa-
tion intensity is increasing as part of 
businesses’ value proposition to 
their customers. 

The Ascendancy of Direct Marketing 

Strong brands will always be impor-
tant but brands will increasingly be 
built through direct one-to-one mar-
keting. Mass marketing compresses 
an economic signal indicating a 
value proposition.  

Why compress a value proposition 
when unlimited bandwidth is avail-
able to personalize and amplify that 
message for each potential cus-
tomer? Inexpensive multi-media, 
multi-channel offer presentment 
and integrated campaign analysis 
capability make the economics of 
direct marketing superior to a “one-
size-fits-all” marketing approach. A 
study by McKinsey and Company 
suggests that in the near future, 
direct marketing efforts will con-
sume 80% of all marketing spend-
ing. 

Traditional direct marketing activi-
ties have tended to be restricted to 
direct mail campaigns (including 
through email), phone center calling 
and then assessing the effective-
ness of these activities. eCRM-
based direct marketing involves 
more than making standardized 
product offers to different custom-
ers at different times. It includes 
one-to-one offers as well as the ca-
pability to allow customers to design 
custom product features. Research 
shows that customers will pay a pre-
mium for this flexibility. The benefit 
for companies who use this is gain-
ing more information on what their 
customers want, and finding out 
how their customers’ preferences 
vary according to geography and 
other demographics. 

The Value Exchange 

This refers to a mutually beneficial 
exchange of valued information be-
tween a company and its custom-
ers. Both parties give and receive 
information that is valuable to the 
other and in the process, build a 
lasting relationship.  

For example, P&G sponsors a web-
site devoted to parental concerns 
on child-rearing issues. From this 
ongoing dialogue, P&G gains valu-
able information and insight on their 
product features, customers’ needs 
and wants, the company’s promo-
tional activities, and so on. 

In the Value Exchange model, 90% 
of customer/company interactions 
are information transfers, and only 
the remaining 10% are actual trans-
actions. 

Yet, the Value Exchange model is an 
emerging dominant business prac-
tice in the Internet Age. Email, mo-
bile phones, WAP phones and data-
driven automated broadcasting 
make it possible to generate hun-
dreds of millions of personalized 
touches per day at low cost. 

By aligning the above three eCRM 
trends, a company can improve 
along several dimensions simulta-
neously: the number of customers 
contacted, the number of contacts 
per customer and the range of prod-
uct and service attributes offered. 
Existing customers can be offered 
new product and services bundles 
that provide them with high value. 
Also, eCRM helps companies attract 
new customers through superior 
targeting, campaign management 
and execution. The overall impact 
on company performance can be 
significant. These mega-trends will 
also propel eCRM in the 21st cen-
tury forward.◊ 

By Shanti Anne Morais 
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Plenty of relevant data is available on 
the web, which can be utilized for an-
swering a lot of different marketing 
questions. So-called recommender sys-
tems put forward purchase recommen-
dations to potential and actual custom-
ers and intend to increase the pur-
chase impulse through personalized 
address and win new customers. But, 
also to tie-up already existing custom-
ers, recommender systems can per-
form a valuable contribution. 

On the customer- as well as supplier 
side, there is currently enormous inter-
est in such kinds of systems.  

Site operators, for instance, wish for 
the visualization of cross-selling poten-
tials, for support in discovering con-
sumer segments with homogeneous 
purchase behavior, analytic support, 
regarding future competitive scenarios, 
and an examination of inquiry trends. 

But also site-visitors can profit, for in-
stance, by individualized product rec-
ommendations, time saving potentials 
regarding the online search for informa-
tion, or comparative appraisal of com-
petitive offers. 

There is basically a huge variety of dif-
ferent recommender systems on the 
market.  

What they all have in common is that 
certain input data is aggregated to in-
formation by a specific methodology 
which is then used to provide recom-
mendations.  

So-called "click stream"-based recom-
mender systems analyze the navigation 
patterns of website visitors and try to 
utilize the obvious resemblances be-
tween certain customers or customer 
groups to give them access to personal-
ized information.  

"Repeat Buying"-based systems, how-
ever, evaluate online purchase data, 
which are interpreted as purchase 
stores, and which permit some conclu-
sions. Nevertheless, difficult questions 
still have to be answered - which prod-
ucts have been bought together by 

chance and how many products 
should be generally recommended. 

Amazon.com is an intensive user 
of recommender systems and even 
patented some of these. Examples 
of such systems on the website of 
Amazon are:  

• Recommendations based on the 
purchase history of the cus-
tomer; 

• “Buy both now” which means 
that the visitor always gets in 
addition a second, similar prod-
uct offered, for a reduced set 
price (prize grouping); 

• Implied assessments as a result 
of surfing behavior; 

• “Your recent history”, means that 
the user always gets presented 
the last seen products; 

• Offering bestseller lists, based 
on sales figures for different 
product categories;  

Basically, the research of recom-
mender system technologies is still 
at the beginning but we can expect 
more sophisticated data mining 
technologies and further pro-
gresses that offer completely new 
possibilities for the purposes of an 
effective customer address and 
customer relation management in 
the future.◊ 

By Daniela La Marca 
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R E C O M M E N D E R  S Y S T E M S  I N  O N E - T O - O N E - M A R K E T I N G   

A World of Convergence….  

A World without Boundaries… 

From September 4-7, 2006 MediaBUZZ is offering a unique meet-

ing opportunity and platform to experts of the IP Convergence indus-

try, arranging exclusive dinner roundtable discussions by invitation 

only. 

The intensive, thought-provoking sessions amongst a group of ICT 

industry experts and peers, will explore the vision of a world without 

information boundaries and the foresight of a networked world 

through IP Convergence. The group will rethink what’s possible with 

existing technologies in the Asia Pacific region, refocus efforts on 

maximizing the current technology available, delve into the future 

technologies, question the regulatory issues and deliver results that 

achieve short-term return on investment, long term viability and sat-

isfied customers. 

The 4-day roundtable discussions are as follows: 

• Monday, 4th September 2006: Mobile Security  

• Tuesday, 5th September 2006: IMS 

• Wednesday, 6th September 2006: VoIP Security 

• Thursday, 7th September 2006: Mobile Streaming Media 

Look out for the detailed coverage of this power-packed series in 

Asian Channels (September 2006 issue) and Asian eMarketing (4th 

Quarter 2006). Watch this space!  

 

http://www.mediabuzz.com.sg/upcoming.html
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T H E  T O P  5  E - C R M  P I T F A L L S  

An independent study by Nucleus Research has found 
that technology is rarely the culprit of e-CRM project 
failure. As Ian Campbell, CEO, Nucleus Research says, 
"Selecting the right solution is only the first step to 
achieving a positive ROI from technology. In analyzing 
the lessons learned from thousands of companies 
about how best to achieve project success we’ve found 
five common mistakes companies make.” 

The 5 main guilty-parties are: 

Over customization 

It’s the classic case of too much not necessarily being 
good. In fact, research shows that too much customiza-
tion rarely increases usability but instead, tends to in-
crease both initial and ongoing costs. 

Lack of training 

Skimping on training very often reduces user adoption, 
thereby limiting ROI. 

No ongoing management support 

It is a known fact that initial management support of a 
project is important, but it does not end here. The man-
agement’s enthusiastic use of a new technology is vital 
to achieving success after deployment. 

Not reigning-in consulting costs 

It is important to always have an eye and a tight reign 
on consulting costs, which have the ability to turn a pro-
ject with positive ROI towards the negative. 

Inability to strike an effective and realistic use/adoption 
of the e-CRM project 

Contrary to popular belief, the end of the project is not 
when it is deployed but rather when it is being effec-
tively used, which can be months or even years later. ◊ 

By Shanti Anne Morais 

V I R T U A L  C O M M U N I T I E S :   
S U P P O R T E R S  O F  E C R M   

The implementation of a virtual commu-
nity can improve a company’s eCRM in all 
phases  of  their  customer  relationship 
process with lasting effects.  

In a virtual community, users with similar interests and 
needs gather to meet online with the purpose of com-
munal education and the exchange of ideas. In doing 
so, a so-called subject focus is in the common center 
and a huge amount of information is offered there. In 
addition, there are numerous opportunities for interac-
tions, e.g. options for sharing own experiences and 
knowledge about e-mail or newsgroups. It’s the impulse 
that starts the development of a personal relationship 
network which binds the members to other users and at 
the same time to the community. Due to the fact that 
the members of a virtual community show similar inter-
ests and preferences, it is possible to bundle up the 
purchasing power into homogeneous target groups. An 
efficient identification of potential customers within the 
scope of the contact process is easier and minimizes 
leakage, too. 

By forming a community, normally an enormous poten-
tial of trust is built up among the members, which can in 
the end be transferred on the supplier, too. For the en-
terprise, it offers possibilities to pull conclusions on in-
terests and preferences of the users with relatively low 
expenses. In this way, marketing messages can be cre-
ated more specifically and individualized. Opportunities 
arise through mouth-to-mouth-propaganda as well as 
through cross selling potentials within the community. 
On top of this, by allowing its customer to express them-
selves through feedback and constructive criticism, the 
company gets a chance to find weak spots in their own 
service offerings and improve them.◊ 

By Daniela La Marca 
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There is a spike in Singaporeans saying goodbye 
to crowded shopping malls. Instead, more and 
more shopaholics are saying hello to online shop-
ping instead. Surprised? Don’t be as with more 
families owning computers, more Singaporeans 
are also changing their shopping experience by 
going online.  
 

Research by the Infocomm Development Author-
ity (iDA) shows that cyber shopping has grown 10 
percent since 2003 as more buyers discover the 
convenience of online shopping, and realize that 
with the Internet, the world is their oyster with a 
greater variety of items, endless discounts and 
sale items all literally at their fingertips. 
 

A 2005 survey by the IDA has revealed that more 
than a quarter of Singaporeans are shopping in 
cyberspace and on average, every user spends 
about $1,000 a year online.  
 

Another reason why online buying has become so 
viable here is because of the introduction of Sing-
Post’s vPost USA - a delivery service for shoppers 
who buy from American merchants that do not 
ship directly to international customers. Its popu-
larity is reflected by its rising numbers – just three 
years ago, more than 10,000 registered for the 
service. Today, that number has grown 25 times.  

Another positive sign for e-services and the e-
commerce market in Singapore, as another sur-
vey conducted by the IDA and the Ministry of Fi-
nance has revealed, is  that more than half the 
population in Singapore (57%) transacted with 
the government.  

R O S Y  R O A D  A H E A D  F O R  E - S E R V I C E S  I N  S I N G A P O R E  

The survey also found that in 
general,  government  elec-
tronic services fared well in 
service quality, with 8 out of 
10 Singaporeans who trans-
acted electronically with the 
Government saying they are 
satisfied  with  the  overall 
quality of electronic services.  
 

To  date,  there  are  about  1,600  Government 
online services made readily available to the pub-
lic via the Singapore Government Online portal. 
These include electronic services from filing of 
income tax to registering for a company. Through 
the various awareness and promotional efforts 
initiated in 2004, the survey shows 7 out of 10 of 
the total population have read or heard of at least 
three Government electronic services. The three 
most cited Government electronic services high-
lighted in the survey are Filing of income tax; Re-
questing for CPF Statement and Encashing or top-
ping up of Economic Restructuring Shares.  

The iDA has said that moving forward, they will 
increase the awareness of e-programs and usage 
as well as spur adoption through promotional ac-
tivities and programs. In additions, users here can 
look forward to better search facilities and user-
friendly online services.  

 
Bearing this in mind, there seems to be a bright 
future for e-commerce and services in this island 
nation. ◊ 

By Shanti Anne Morais 
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Animated through widespread wire-
less connections, low-cost servers, 
and the ability to host many cus-
tomers' data on a single set of com-
puters the concept intends to drive 
into big business. 

In conjunction with the Infocomm 
Development Authority of Singapore 
(IDA) salesforce.com recently held 
an exclusive session with Marc Ben-
ioff,  chairman  &  CEO  of  sales-
force.com in order to present their 
new strategy  in  Asia  Pacific  and 
spread their concept in the region. 
The purpose of Marc Benioff’s pres-
entation was to demonstrate that 
the software industry of the future 
will not be tied to a set of heteroge-
neous software, but to a set of het-
erogeneous services delivered over 
the  Internet  –  services  that  are 
scalable,  reliable,  available  and 
easy to integrate. Comparing The 
Business Web with the well estab-
lished Consumer Web – character-
ized by platforms such as Google, 
Yahoo!, iTunes, eBay, Amazon.com 
etc.,  he  drew  the  picture  of  a 
“softwareless” future, where busi-
ness  applications  will  simply  be 
tested, downloaded, installed and 
deployed  like  e.g.  music  from 
iTunes.  

From their new regional headquar-
ters in Singapore, salesforce.com is 
spearheading with their campaign 
to convince companies in the Asia 
Pacific to take advantage of sophis-
ticated customer relationship man-
agement  solutions.  As  a  global 
leader in the area of on-demand 
CRM, their solutions are supporting 
enterprises in getting highest pro-
ductivity and revenue benefits from 
sales force automation, marketing 
automation, and customer service 

applications. Their OEM version of 
the AppExchange service allows on-
demand service providers to use 
salesforce.com as  a  platform for 
creating services and applications 
not tied to salesforce’s applications 
or even CRM.  But as eCRM is the 
main focus of this issue of Asian 
eMarketing, I jumped at the chance 
to ask Steve Russell, president & 
CEO,  salesforce.com  Asia  Pacific 
how he sees the future develop-
ment of eCRM in the Asia Pacific 
region and I haven’t been really sur-
prised about his view. By watching 
the market, he noticed that compa-
nies  in  Asia  Pacific  are  rapidly 
catching up with Europe and the US 
in terms of SaaS adoption. He said: 
“salesforce.com has seen a huge 
spike  in  demand  for  on-demand 
CRM software in Asia and our cus-
tomer base is growing at an un-
precedented rate. We don’t expect 
this to slow down anytime soon, 
quite the contrary”. And in this con-
text he referred to Gartner’s predic-
tion that by 2010, 30 per cent of all 
new software in Asia Pacific will be 
delivered through the SaaS model. 

Well, as it is still crucial for busi-
nesses to manage and share infor-
mation, Asian eMarketing expects 
that CRM and eCRM respectively, 
will stay one of commerce’s top pri-
orities, but of course we asked the 
expert here as well to get to know 
how he judges the increasing de-
mand in CRM and what he believes 
are the advantages of eCRM com-
pared to traditional CRM.  

Steve  Russell  immediately  com-
mented, that it has been a business 
fundamental since the creation of 
the financial ledger to identify, ac-
quire, service, market to and retain 
valuable customers.  

S A L E S F O R C E . C O M ’ S  O N - D E M A N D  C R M  –   

T H E  N E X T  K I L L E R  A P P L I C A T I O N  O R  M E R E L Y  T H E  L A T E S T  B U Z Z W O R D ?  

Independent technology and mar-
ket  research  company  Forrester 
Research forecasts that in the next 
five years the enterprise software 
industry  will  be  characterized  by 
greater technical adaptability, mod-
est rates of growth with declining 
prices, a slow progress toward flexi-
ble pricing, and less big suppliers.  

It is further expected, that to a cer-
tain  extent  service-oriented archi-
tecture  (SOA),  open source,  soft-
ware-as-a-service (SaaS),  and off-
shore development will clash and 
provoke a change in how enterprise 
applications are created, sold, im-
plemented, and supported. Spring-
board Research also recently pre-
dicted that as awareness and pene-
tration of SaaS takes off, SaaS will 
enjoy a compound annual growth 
rate (CAGR) of 84% in Asia Pacific, 
which is explosive. Definitely, these 
future  prospects  are  leaking  the 
ball to salesforce.com’s new busi-
ness strategy.  

Central to their 
new  approach 
is  an  online 
marketplace for 
complementary 
software  called 
AppExchange, 
which  debuted 
in January and 
represents  the 
platform  for 
“The  Business 
Web”. 

 It’s  the  world’s  first  on-demand 
application-sharing service, featur-
ing  dozens  of  pre-built  and  pre-
integrated applications, which have 
been all created by salesforce.com 
customers,  developers  and  part-
ners.  

Click here to continue at  Page 23 

Marc Benioff,  
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date, client devices don’t require 
individual  attention from IT  ad-
ministrators, and SaaS frees up 
internal IT resources, giving staff 
time to address other technology 
issues 

• Agility to innovate regularly: on-
demand software applications are 
regularly  enhanced  without  dis-
ruption to an organizations IT sys-
tem 

Finally,  I  asked 
salesforce.com’s 
No. 1 man in the 
region to evalu-
ate the cost sav-
ings with eCRM. 
His answer was 
that  the  costs 
savings  would 
be  undeniably 
high,  as  shown 
by its key bene-
fits including:  

• No software has to be installed; 
• No hardware would be needed; 
• No  maintenance  fees  are 

charged; 
• Up-and-running  within  weeks  is 

possible - not months or years; 
• No expensive IT department re-

sources are necessary; 
• Upgrades are automatic. 

salesforce.com is steaming ahead 
with  its  winning  software-as-a-
service (SaaS) strategy throughout 
the Asia Pacific, and Russell claims 
that their on-demand CRM could be 
the chance for organizations to fo-
cus  on  their  core  competencies, 
rather than IT. 

With more than 122,000 test drives 
and 8,600 customer installations of 
the  more  than  250  applications 
which are currently available, Ap-
pExchange  (www.salesforce.com/
appexchange) seems to be on the 
right track.  

It  offers software layers for data 
storage, analysis, security, presen-
tation on the Web, and PDA deliv-
ery, all exposed through APIs and 
development tools – and it seems 
that its founder’s vision of creating 
an on-demand customer relation-
ship management (CRM) solution 
that would replace traditional enter-
prise software technology has been 
exceeded by far. Today, Marc Ben-
ioff, is regarded as the leader of 
what he has termed "the end of 
software" - insisting on the vision 
that  on-demand  applications  can 
democratize software by delivering 
immediate benefits to companies 
of all sizes at reduced risks and 
costs.  

Salesforce's growth ambitions de-
pend on companies wanting to ac-
cess much more than CRM as a 
service and the Asia Pacific region 
represents a huge area of potential 
growth  for  SaaS.  For  example, 
some estimates suggest that SMEs 
account for over 70 per cent of GDP 
in markets like China and India. 
Many  SMEs  don’t  have  the  re-
sources to fund a client-server CRM 
application, because let’s face it, 
they are big, difficult to deploy, hard 
to customize, and expensive to im-
plement and support. The fact that 
on-demand software is subscription 
based and doesn’t require a huge 
capital outlay to deploy means that 
it makes powerful business applica-
tions, such as CRM, accessible to 
small  and  medium  businesses. 
Salesforce.com's  online  store  for 
on-demand tools seems to be the 
spirit of the age, but the future will 
see. ◊ 

By Daniela La Marca 

From Page 22 — Salesforce.com’s on-demand CRM – the next killer application or merely the latest buzzword 

He said, that “over the last decade, 
organizations  have  been  increas-
ingly embracing technology – and in 
particular software – to better or-
chestrate  their  sales,  marketing 
and customer support processes.” 
In his opinion, effective CRM can no 
longer be separated from business 
success and organizations will only 
increase their appetite for it. What 
has changed significantly in recent 
years, according to him, is the man-
ner in which organizations are em-
bracing the software necessary for 
effective CRM. Traditional CRM was 
incredibly expensive to license, re-
quired an army of consultants to 
implement, and involved seemingly 
endless and costly  install-update-
upgrade cycles.  New delivery mod-
els enabled by the Internet, com-
bined  with  radical  new  licensing 
models that allow organizations to 
embrace  software  through  a 
monthly subscription fee, is acceler-
ating the CRM strategies of many of 
the  region’s  leading  companies– 
including Acer, Cisco, Merrill Lynch, 
Datacraft, Singapore Post, etc. 

By explaining salesforce.com’s on-
demand  CRM  (Software-as-a-
Service), Steve Russell mentioned 
the following advantages over clas-
sic CRM: 

• Low  cost  implementation:  on-
demand software will run on an 
organization’s existing IT system 
because it’s web-based and re-
quires no costly hardware or soft-
ware upgrades 

• Quick and easy to deploy: being 
Internet based it eliminates time-
consuming and frustrating com-
patibility issues 

• Easy, low cost maintenance and 
administration:  being  centrally 
managed online, on-demand soft-
ware systems are always up to 

Steve Russell,  
President  & CEO, 
salesforce.com, AP 

Click here to return to the contents page 
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offers to the right groups. The sec-
ond effort is to assist customers in 
their future dealings with the com-
pany. However, companies have to 
understand when they are being 
helpful and when they are crossing 
the line and become intrusive. For 
example, if you buy regularly from 
the same online shop, would you 
consider it helpful or intrusive for 
them to keep your credit card num-
ber. The answer is apparent in this 
day and age of online fraud and 
scams. 

 

Internal or Shared? 

Another issue on the table for eCRM 
and the privacy issue is based on 
the sharing or cross-utilization of 
information. For example, if an 
online florist does some cross mar-
keting promotional work with a con-
fectionary, handing over their details 
to the confectionary who then plies 
its wares to these new customers. 
 

Most privacy advocates and con-
sumer groups worldwide are ex-
tremely opposed to this form of 
cross-marketing. Initially it was re-
solved through the adoption of opt-
out policies (permission marketing) 
but even that approach has come 
under much scrutiny and fire with 
many privacy advocates claiming 
most people do not read enough 
fine print to see the opt-out clause 
and are therefore somehow tricked 
or misled into participation. 
  

Caught between the devil and the 
deep blue sea? 

So, with all of this in mind where do 
we stand from an eCRM point of 
view, with regards to customers pri-
vacy. 
 

If we do not hold enough data we 
are accused of not caring about our 
customers, and they will abandon us 
for a company who treats them 
more like a real person. If, on the 
other hand, we hold too much data 
on our customers, we are accused 
of being overtly intrusive and invad-
ing people’s privacy. 
  

There is no simple answer. Privacy 
goes straight to what many of us 
hold close to our heart—personal 
space and security. We like to feel 
safe, and we like to think that there 
is nobody who knows all about us. 
After all, a little personal privacy is a 
highly cherished commodity these 
days. 

Is legislation the answer? 

Several Governments have tried to 
legislate around the protection and 
use of private information. One of 
the biggest moves in this area was 
the introduction of the NPP (National 
Privacy Principles) legislation in Aus-
tralia over 12 months ago.  
 

This leads us to another very big 
question? Is legislation the answer? 
Many think not. Most pieces of legis-
lation are put in place as mandatory 
minimum standards. They will not 
comfort your entire customer base. 
The other problem with legislation is 
that while it may protect the con-
sumer, the provisions of most legis-
lation can provide major stumbling 
blocks to companies carrying on 
their business while they move to 
comply. This leads to many finding 
clever ways to get around  legisla-
tion. 

P R I V A C Y ,  L E G I S L A T I O N  A N D  E - C R M  

Privacy is one of the hottest topics 
on the corporate agenda right now. 
In fact it has been in the spotlight so 
often the past few years that it is 
considered one of the primary Cor-
porate Governance issues.  It is also 
a high priority item on most CEO and 
CIO’s agenda’s and lately, even for 
normal web users. 
 

The Current Quandary 

Both eCRM and CRM specialists 
have long been extolling the virtues 
of customer intimacy through exten-
sive knowledge for several years 
now. In essence all eCRM and CRM 
efforts are aimed at retention and a 
greater share of wallet. 
 

In the past, many consumers 
shopped at the same stores or trad-
ers, giving them ample opportunity 
and time to learn all about them. 
That knowledge was then used by 
the store owners to truly personalize 
their service and engender trust be-
tween themselves and their cus-
tomer, and this trust then led to loy-
alty. 
 

However in today’s fast-paced world, 
we no longer have the luxury of time 
and therefore must find ways to 
build trust with our clients in a very 
short timeframe. The easiest way to 
do this is to collect as much informa-
tion as possible and then utilize that 
information effectively. 
 

This is where the question of privacy 
raises its hand. The basic question is 
— How much information is too 
much information? 

Helpful or Intrusive? 

Many companies are desperately 
trying to collect as much information 
on their customers as possible. 
There are two primary reasons for 
this effort. The first is to better seg-
ment customers and tie the right Click here to continue at  Page 25 
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The new step 5, which will need to 
be added to this whole progressive 
path, is the ability for customers to 
choose exactly what information 
companies are allowed to hold on 
them (and this amount tends to 
grow over time and through multiple 
interactions or transactions). Cus-
tomers also will have to choose who 
these very companies can share 
their data with, if at all. This is sim-
pler said than done because of the 
very different expectations we have 
of the different companies and their 
services. 
 

Many companies when asked why 
they are tracking certain points of 
customers’ data, give the standard 
response, “Because we can.”  

However, it is time they wake up and 
realize that this approach simply will 
not be accepted by customers as 
the entire world market moves for-
ward. Companies need to be sure 
they have very solid reasons holding 
and sharing information. They also 
must ensure water-tight security 
(including loss-prevention) around 
information pertaining to past, pre-
sent and future customers.  
 

Lastly, it had better be a choice for 
customers as to what information a 
company holds and how it is used or 
this company risks losing their cus-
tomers. After all, in the new econ-
omy, it is all about choice.◊ 

By Shanti Anne Morais 

 

There is do doubt that privacy is go-
ing to become a far more personal-
ized issue than anyone planned or 
thought. Privacy will just need to be-
come another matrix point in all 
companies’ customer databases.  
 

Most marketers have seen right past 
the mass-market product offers to 
step 2 of the e-marketing scene, 
which is offering particular products 
to particular groups or segments. 
Step 3 then is to offer products on a 
mass-personalization basis (for ex-
ample letting each customer decide 
what product bundle suits them). 
Step 4 is then to let the customer 
decide how the personalized offers 
are delivered to them, for instance 
through normal mail, Email, Tele-
marketing, etc. Click here to return to the contents page 
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D A T A  P R O T E C T I O N :   

E - C R M ’ S  O B S T A C L E  I N  G E N E R A T I N G  C U S T O M E R  I N F O R M A T I O N  

The current debate around 
the subject customer rela-
tionship sheds lights on the 
pros and contras of cus-
tomer relationship systems 
which are solely based on 
customer data. On one side 

enterprises try to be silhouetted against competitors 
by offering their customer individual deals and in-
creasing added value.  

On the other side consumer councils fear an abusive 
contact with the often sensitive personal information. 
Hence, many consumers are skeptical regarding stor-
age of their data.  

It poses the question, if offered charge cards don’t 
infringe upon data protection? It has been ascer-
tained, that many customer relationship systems col-
lected more customer data than necessary for the im-
plementation of a bonus program. The most frequent 
offense is the collection of data on bought products, 
missing consumer information on their data protection 
rights, and insufficient consent statements about the 
use of the data. 

When applying for charge cards, data is collected 
quite often, even if absolutely unnecessary as is often 

the case for bonus programs – but it is most valuable 
for the enterprises to compile detailed customer pro-
files. Often, with each payment the system stores in-
formation on what the customer has bought.  

But, this is inadmissible, as long as the customer is 
not informed about it in detail and has not voluntarily 
expressed his consent. 

Without doubt, bonus programs are in general de-
pendent on the approval of the customers to partici-
pate in the bonus system and the use of their personal 
data for advertising- and market research purposes. 

An extraordinary user-friendly solution known as 
Happy Digits, allows users to expressly agree by mark-
ing with a cross and thereby agreeing to the wide use 
of customer data. Happy Digits thus returns to the old 
solution that every customer who is against the use of 
his data must express this explicitly. 

But don’t you think this mechanism should be the op-
posite way around? I believe comprehensive data- and 
consumer protection should be regulated by industry-
authoritative standards and made to cachet for charge 
cards and companies should embrace and voluntarily 
respect certain guidelines for the commerce with cus-
tomer data. ◊       

 By Daniela La Marca 



B U Z Z W O R D  

One-to-One marketing (1to1 marketing) refers to indi-
vidualized marketing, which is designed to raise cus-
tomer relationship. The goal is to satisfy the customers 
and to tie them down to the company.  

The following three steps are necessary:  

• At first a merchant must identify his customers. 
• Then he tries, within the scope of a “learning relation-

ship” (especially about the customer’s preferences, to 
collect as much individual customer information as 
possible) - besides, generating new information with 
every customer contact. 

• On the basis of this individual customer information, 
the salesperson should finally individualize his cus-
tomer address and sales-political instruments, while 
aligning them with the customer’s needs. 

One-to-One marketing is a con-
cept which was already developed 
prior to the age of e-commerce 
and can in principle be pursued in 
traditional trade, too. Indeed, the 
model can be implemented rela-
tively easier into e-commerce: 
Generally, customers can be iden-

tified automatically, that would be for the stationary 
trade for instance a much higher expenditure. And with 
the support of suitable procedures it is really not diffi-
cult to generate data about customer preferences auto-
matically. In addition, a website can be individualized 
much easier than the ' front-end ' in traditional trade.◊ 
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P E R S O N A L I Z A T I O N   

The purpose of personalization systems is to provide a 
structure for information retrieval and to adapt offers 
individually according to customer preferences, after an 
analysis of the data. Here, three different system types 
can be distinguished:  

Customer-driven personalization systems 

With customer-driven personalization the customer 
adapts the website to his conceivability. For this the 
customer must actively take part in the production of 
his customer profile. Then the contents and layout of 
the website can be built up individually in accordance 
with the customer’s ideas. A typical example is 
"MyYahoo, a part of the www.yahoo.com platform, which 
allows users to state their areas of interest and design 
scope with the layout of 'their' website. It is important to 
pay attention to the fact that the user doesn’t risk to 
waste a lot of time and effort due to the many possible 
choices. And the example of Yahoo shows us that only a 
small group of users is really ready to handle its own 
costumer profile, the rest isn’t still ready for such an 
active co-operation. 

Supplier-driven personalization systems 

It is said, that a good salesman is often also a good ob-
server: From his experiences with the customer, a sales-
person should present products in such a way that the 
customer accepts exactly the product he describes– 
and only this product – to satisfy the consumer’s needs. 
Then, certain rules that try to react to certain customer 
behavior patterns, created by marketing experts, can 
adapt the website, too. However, definitions of this kind 
can be understood always only as approaches to the 
individual customer preferences and, hence, must be 

updated constantly - which means again high adminis-
trative expenditure. 

Automated personalization systems  

Due to expressed customer preferences, personaliza-
tion can even be automated. At first, it has to be found 
out, what kind of product features and information are 
most important to the customer and how he assesses 
them. Here, active customer inquiries have to be evalu-
ated to figure this out. And as a result, products or infor-
mation can be offered which answer the same objective 
assessment standards. In a more advanced system, all 
information the customer revealed is searched for key-
words which creates the basis for different offers. Be-
sides, it is up to now still inevitable not to mix keywords 
from time to time with the wrong context. A method 
which compares user behavior with the behavior of 
other users provides better results regarding the right 
classification of the whole context. The system searches 
for the common characteristics of different users’ predi-
lections and as a result a recommendation can be given 
- on account of this behavioral-related user group. With 
this system, customers could be asked either in ad-
vance for an assessment of used information or prod-
ucts, or consult implied data, like the purchase fre-
quency of certain products within a customer group 

A special domain for such kind of action is products and 
information, which are above all subjectively apprais-
able, as for example in the entertainment area. Indeed, 
in this way, no personalized recommendations can be 
given, if a new customer still didn’t reveal his customer 
profile or if the user behavior of a certain customer 
group isn’t unambiguously attributable. Then, the hit 
rate is very low due to its short purchase history.◊ 

Click here to continue at  Page 27 
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I N F O R M A T I O N  R E T R I E V A L   

The automated personalization depends to a certain 
extent on the complexity and the quality of the available 
information. The term web-mining stands for all meth-
ods of user information retrieval which are summarized 
on the Internet. With the log file analysis, statistics 
about the protocols of the web servers are provided. 
Here, it can be ascertained which web pages were the 
most popular ones, how they are preferably navigated, 
which search words were leading the users to the web 
page, or on which pages most of the purchase aborts 
took place. Even if there cannot be gained insights into 
the individual behavior of every single user, this kind of 
evaluation can deliver valuable hints on the composi-
tion of users, the popularity of the web site, users 
“surfing” habits, and it can detect weaknesses of the 
web page, too. 

If these log files are evaluated individually, the naviga-
tion way of every single customer on the website can be 
retraced by web-mining, which recognizes, with the help 
of the IP address, the user’s server and stores the infor-
mation appropriately. This data is then available without 
additional expenditure - although a customer cannot be 
identified solely by the IP address, as big server service 
providers often generate IP addresses anew with every 
visit. In addition, customers are only recognizable, if 
they access the web page from their own PC. 

Another instrument for information retrieval are cookies, 
which are installed on the user’s PC either only once for 
the visit of the website or they remain constantly there. 
Provided that the user doesn’t delete persistent cook-
ies, he can be recognized every time he visits the web-
site and, hence, an extensive history on his website 
user behavior can be built up. But here again, only the 
PC from which the user accesses the web page is recog-
nizable, not the user itself.  

To receive log files on a real-time basis, there are differ-
ent procedures available, which bear, however, the 
same problems as the static log file analysis. The user 
is only unambiguously identifiable when he registers 
himself and logs in from then on in a form with user 
name and personal password. Here transaction data 
can be stored, concerning purchase- and order proc-
esses, and special interest areas can be found out with 
the analysis of surfing behavior. 

However, this assumes the consent of the user from 
data protection-juridical regulations. With the combina-
tion of log file analyses, user data, transaction data and 
campaign information a comprehensive customer pro-
file can be accomplished. 

As the exposure to anonymous data is permitted, web-
mining can form customer groups with similar visit be-
havior and can give impulses to discover the principles 
of the behavior of certain customer groups. This can be 
used for the provision of personalized contents.  

Some examples of personalized contents are:  

• Individually modified mass products 
• Individual pre-selection of information and offers 
• Individualized mass advertisement according to per-

sonal interests 
• Optical arrangement of the website with the aesthetic 

feeling of the user in mind 
• Individual, dynamic references between the single 

Internet pages 
• Personal address of the customer about individually 

preferential media 
Such kind of offers should give the customer additional 
value and raise the customer relationship. Beside the 
juridical aspect of customer data protection, it is recom-
mended to take the principles of permission marketing 
into consideration, too.◊ 
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E-mails can be used as an effective instrument for One-
to-One-Marketing as well if we are talking about permis-
sion marketing. It has to be paid attention to the fact 
that the permission of the customer has been received, 
so that customers will accept advertisements with 
pleasure. Permission marketing has to be separated 
from the so-called 'e-mail-bombing' or 'spamming', 
which sends unsolicited, electronically commercial mes-
sages. 

The lasting contact with the customer stands in the 
foreground, and therefore, the success of an advertising 
measure cannot be measured at short notice, but aims 

at securing “lifetime value” for the customer. He should 
feel that he benefits from the advertising campaign. 

The following aspects attain special meaning with per-
mission marketing strategies:  

• The enterprise has to be reliable from the customer’s 
point of view - hence, no personal data may be trans-
mitted by any means; 

• The customer himself should be able to determine as 
far as possible which information he receives, and he 
must be able to cancel them any time; 

• Promises must be kept. As a full time service (24h 
service) and as a marketing instrument for customer 
contact, the supplier has really to be accessible 
round-the-clock. ◊ 

By Daniela La Marca 

Click here to return to the contents page 

From Page 26 — Buzzword: One-to-One Marketing 



Privacy Policy: http://www.mediabuzz.com.sg/terms.html 

Copyright 2006 MediaBUZZ Pte Ltd 

 

T E A M  
 

Editor 

Daniela La Marca 
 

Contributing Editor 

Shanti A. Morais 
 

Circulation Manager 

Sean Wong 
 

Graphic Designer 

Evelyn Valente 

 

 

Published  

quarterly by 

MediaBUZZ Pte Ltd 

60 Havelock Road,  

Tower A3 

# 10-08 River Place 

Singapore 169658 
 

Tel: +65 6836 1607 

Tax: +65 6235 1706 

 

MediaBUZZ Pte Ltd respects the privacy of its readers.  
If you no longer want to receive our e-InfoSource Asian e-Marketing follow this link,  
enter your email address and write unsubscribe into the subject line. 

E D I T O R I A L  

Page 28 

Dear Reader, 
 

Let’s face the fact: Customer expectations are continuously sky-rocketing and 
this in turn, forces today’s business world to accept an endless uphill struggle to 
stay competitive.  
 

This quarterly issue of Asian e-Marketing is devoted to electronic customer rela-
tionship management (eCRM) and intends to support you in making the right 
choices regarding your marketing measures to boost your competitiveness. 
 

With e-commerce, came the e-customer, and accordingly eCRM, which com-
prises the analysis, planning and control of customer relations with the support 
of electronic media, in particular of the Internet. eCRM is enabling an enter-
prise’s marketing departments to identify and target their best customers, man-
age marketing campaigns with clear goals and objectives, and generate quality 
leads for the sales team. It helps in defining the business strategy and building 
brand awareness as well as identifying, attracting, and retaining the most profit-
able customer, by enfolding an assortment, price, and communication policy, 
and making high demands on Web design (front end policy).  
 

Being always up-to-date about the market is one of your duties and to find the 
best solutions and information for your business needs, Asian e-Marketing is 
pleased to support you with comprehensive information on specific subjects to 
make the right decision.  

 

Enjoy reading! 
 

Best regards, 

 

 

Daniela La Marca 
Editor, Asian e-Marketing 
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