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Abstract

We had already seen electronic businesses (e-Business) like Google, Amazon & E-
bay, Yahoo different giant business models have emerged but practicing almost the

same rule of business and became successful.
E-bay could give birth of a community who live on only buying and selling on E-bay

full time.

The areas of online vendor management for the procurements, supplier
relationships, customer service and customization of product lines and contents as
per the demand of the consumer behavior and building knowledge base across the

organization to sustain and competing with this open market situation.

Due to the vastness of the research area, let us focus to the part where we will

review two Electronic Business Models and their effective CRM practices.



Customers: The Overall Benefit
Equation

Over the customer’s life span, acquisition costs
decline and revenues and margins increase
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Background

Resea rCh: The usage of modern application of e-Business could bring

profits to business operations specially a developing country like India, where
retailing had not yet seen the shift to e-business models so far. To recognize
the significance, the companies fully on e-business models have to understand
that, it could be a source of competitive advantage while practicing the
effective Customer Relationship Management (CRM) and integrating

consumers.

Pur POSE: The purpose of this thesis is to conduct both the theoretical
and an empirical study of two fields of research:

The theoretical study has got two main stages : RBV describing the application
benefit of practicing effective CRM as a source of competitive advantage over
e-Business model.

In the empirical study the author investigates if the case companies utilize the
effective CRM practices that are pointed out as a source of competitive
advantage in the literatures.
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Areas of E-business
Advantages & Disadvantages

There a few advantages and disadvantages when it comes to e-business
Advantages
Flexible workplace and hours, saves money of renting office/shop place.

E-business wont have to employee as many staff and this will also save the
business money.

able to do transactions from it 24 hours a day
larger market of potential customers

Disadvantages

security - there are still some people who don't think it is save to do e-
business.

The customer expectations can not be met doing e-business

Things such as viruses could mean losing the e-business if data protection
is not taken care of, also IT spending goes very high than other
necessities.



Methodology

A literature survey has been carried out in
order to understand the concepts of effective
CRM practices over e-business applications.

Furthermore a case study had been conducted
in two fast growth companies in India
practicing e-business and by researching
whether the companies utilize the CRM
practices suggested in the literature.

( Before the case studies were carried out. Secondary information about the case

companies were collected.)

With this knowledge in mind, interviews were
planned and implemented.



Will enable a targeted, ongoing, mutually beneficial,

hrofitable relationship with individuals and



Research Question

Whether effective CRM practices offer competitive advantages
to e-businesses?

The main research question will be investigated within the theories of RBV
(Resource Based Views) and the effective CRM practices within E-
business applications.

The empirical studies would analyze the question of whether the case
companies practice CRM effectively and whether that had given them
competitive advantages and/or the CRM dpractices are in line by virtue

of which they’ve got the competitive edge within e-business frame
work. To lead the way the main research question is divided into three
sub-questions for which this thesis is pursuing answer:

1. What is the effective CRM practices and it’s drivers in an
Organization and challenges of implementation

2. How it’s being implemented and helped the organization in
terms of achieving the higher revenues.

3. Why effective CRM practices is that important on top of

having rugged e-business applications and its value additions
like strong supply chain.



Research Hypothesis

Hypothesis 1: There is no relationship between Internet resources and
e-business Internet based resources and e-business capabilities.

Hypothesis 2: There is a positive relationship between Internet
resources and external e-business capabilities with customers.

Hypothesis 3: There is a positive relationship between Internet
resources and internal e-business capabilities



Managers
Haow do they influence success?

*  Optimism

*  Enthusiasm

* Willingness to

CUSTOMER RELATIONSHIP MANAGEMENT: A DEFINITION

The Business Environment
What does the market allow?
* Competitive reactions

e  Customer demands
e  Legal requirements Converting Customer Data to Knowledge
What skills & Imow-how are reguired?

* Business knowledge
* Relationship experience
*  Use of sophisticated models

CRM

champion

Information Technology

What infrastructure is required?
s Networks
e Database
*  Software

Organisation Structure

What is required to ensure

staff behaviours and artitudes Implementation Requirements

are aligned with a customer Is implementation feasible?

Srategy? ) *  Experience with Change
> Ingentives L e Infrastructure Costs

®  Accounmability * Maintenance Costs



RBV Views

For the purposes of the present study, the above capability definitions allow us to
identify three important characteristics:

a) Capabilities are rooted in frocesses and business routines, because

it is the capability that enables the activities in a business process to
be carried out.

b) Capabilities are firm-specific, while an ordinary resource is not.
Because of this embedded ness, ownership of a capability can not
easily be transferred from one organization to another.

c) The primary purpose of a capability is to enhance the productivity
of the other resources that the firm possesses.

Extending the traditional notion of organizational capabilities to e-business, a firm’s
e-business caCFabiIity is defined here as its ability to mobilize and deploy
Internet-based resources, in combination or co-present with other valued
resources. E-business cagabilities are firm-specific (or inter firm-specific) and
rooted in processes and business routines. We differentiate between external
and internal e-business capabilities. The former refers to the ability to mobilize
Internet-based resources and other corporate resources with external business
agents (e.g. supplier and customers), while the latter represents the ability to
mobilize Internet-based resourcesband gth_er corporate resources within a firm’s
oundaries.



External

Service
Value

Customer
Responsiveness

Customer
Satisfaction

Result_ of a service
designed and
delivered to meet

targeted customers’

needs

Revenue

Growth

Profitability |

* Retention
» Repeat business
» Referral




CRM : Summary of Activities
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The Customer Oriented
Organisation requires a ‘360
Customer View’

. Contracts

Delivering the ‘360
view’ requires
automation to bring
together all the data
concerning a customer
and use it to deliver
superior service and
maximise revenue
generation

opportunities



ENTERPRISE Customer-Relating
LEVEL Capabylity

RESOURCE Technical data & Business skills, Behaviour and
LEVEL information know-how and attitude that
architecture experience supports action




RBV-Conclusions

Broadly, this research offers several
contributions:

(1) it shows that Internet technology by itself
will rarely create e-business value;

(2) it confirms that although Internet
resources are not positively associated with e-
business value, they play a critical role for
creating e-business capabilities;

(3) it demonstrates that internal and external
customer relating capabilities are key drivers
of e-business value.



CRM: Areas of Automation




Theoretical Framework

123Greetings.com

Suite of web-based products and services
Inside sales methodology

Short sales cycle

Low price point, high volume
Subscription pricing model

Problems at first sight:

No proper training had been given for the Sales Team to
acquire new customers.

No proper system and process been followed for the field level
sales data entry

No proper sales CRM available for the clear data flow and data
repository system

IS is available but the Information Systems resources not been
nurtured well.



123Greetings IS Issues

ERP system developed in house

Sales representatives drive order entry
process

Sales reps and account managers act as help
desk and call center

Billing and collections personnel using same
system to log activities

One database for customer information



123Greetings Solutions

Expand Customer Support group,
develop call center, helpdesk, and email
management/response capabilities

Purchase Oracle financial system to
manage back-office financial functions

Outsource consultants to implement
financial system and evaluate potential
systems for overall CRM needs




ClickSaltlake.info

Client/Server software systems
Outside sales methodology
Long sales cycle

High price, low volume
“Per-seat” pricing model



ClickSaltlake Systems Issues

Comprehensive customer service
organization

Call center and help desk activities
closely tracked in detail via web-based
system

Customer “self-service” and training
available through online resource center

Several systems running, no central
repository for customer data, remote
access problems



Clicksaltlake Solution

The areas had been improved and
implemented

The restructuring of Database
Internet Marketing

Search Engine Optimization (SEO-
Organic Optimization)

Adsense implementation (Inorganic
Optimization)



Results
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Improvements

Daily usage for June 22085
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ANALYSIS

Monthly Statistics for September 2007
Total Hits 83834 ,Total Files 47654,
Total Pages 47679 , Total Visits 9112

Improvements Seen:--

Monthly Statistics for June 2008
Total Hits 125767, Total Files 94336,
Total Pages 82441, Total Visits 19895



Summary Of Analysis

Clicksaltlake. info

123Greetings. com

Strategic Supplier I

Partnership

Customer Relationship /7 /7
Information Systems /7 /7
Co-operation with I
Competition

Performance Measuring /7 /7
Customer Relating I I

Capability




Conclusions- Research Questions

What makes the CRM a competitive advantage for a company
according to the literature?

Based on the literature survey, the author has found the customer relating capabilities
enable a company to be the source of competitive advantage. These could be achieved
by the proper CRM practices to be the source of competitive advantage. These
practices presented in the theoretical framework and motivated by referring earlier
studies in the field pointed as IS.

Can the recommended CRM practices be found in the case
companies? If not, what seem to be the reasons?

The analysis has been composed mainly with the empirical studies achieved through
interviews with the case companies. In the analysis, the author proves that all the
recognized CRM practices are found in the case companies, but only to a certain extent
because of ever changing business scenario. The reasons for not utilizing these CRM
practices have been also presented.



Conclusions- Research Questions

Can one of the sources of competitive advantage in fast-
growth companies be found in CRM practices?

It seems to the author that companies can find a source of competitive
advantage in CRM practices. Therefore, the fast growth of a company
could be at least partly explained by the utilization of supply chain
practices. While practices discussed in this thesis are on a strategic
level, there seem to be many obstacles present in the CRM concepts
which must be removed before the firms can fully utilize the strategies.



Suggestions for further study

The author thinks that it would be interesting to see the results
from a quantitative research style, where a wider sample of
companies would be involved. This could be executed for
example by a posted questionnaire that could include the
concept of CRM practices recognized in this thesis.

Another suggestion for further studies is to focus on one of the
Customer relating capabilities and include a wider sample of
companies in the study. This could provide the possibility of
deeper analyses.

It could also be inspiring to study one of the case companies
more deeply from the resource based view. If the perspective
would be broadened from just customer relating capabilities and
its subsets, the probable source of competitive advantage could
be identified.



Thanks To CRM




