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Abstract—With the development of web economy, brand customer relationship. And the paper hopes to find out a

competition is very serious. Branding on the Web will be built  effective method to manage customer relationship.
through experience. Competition is not about product or service,
but about customer relationship. More and more organizations .  CRMTOOLSFORBRAND LOYALTY

realtize that brlar;_d on;]a_llty isa valuabletvariable, _and the efftiJciené Customer Relationship Marketing (CRM) is a business
customer  refationship management —can Improve  brand — ,qces5 in which client relationships, customer loyalty and

competitiveness. Customer relationship management (CRM) is 1, 04 value are built through marketing strategies and activities
committed to the following things: changes of the marketing

drive, corporations’ inside needs and the information technology ¢ P€PPers & Rogers1993. CRM's core strength is an ability
development. So the paper discussed the definition of CRM, and t0 glean insights from customer feedback to create enhanced,

then introduced the relative theories which prove building brand ~ solid and focused marketing and brand awareness. Customer
loyalty through CRM is reasonable and feasible. Finally on the relationship can be built on, reinforced, and improved through
basis of these, the paper put forward the principle and @ number of CRM programs, including customization,
implementation way of building brand loyalty though CRM. community building, customer service requirements, rewards
programs, and loyalty programs (Winer2001). Perhaps, one of
Keywords- customer relationship management system; brand  the most powerful programs in CRM is the loyalty program,
value; customer satisfaction; brand loyalty program which is designed to increase brand loyalty and customer
| INTRODUCTION satisfaction. Loyalty program which may be implemented by
: various ways makes it possible for the firm to create a mutually
As a result of internet could provide lower searching cosbeneficial relationship and the ultimate goal for each party to
for consumer (Strader and Shaw1997), it is easier for consumggceive a positive benefit (Brown2000).

to compare the price while shopping through the internet . )
(Horng-Der Leu et al.2011). So, on-line marketing must Y&t true rand loyalty is composed of two components:
maintain customer relationship. Brand Loyalty is the importanf‘ttmmlaS Icr)]yalty and behar;/ '?(;al loyalty. Attltudeb I?y?lty tI)S
resource of brand capital. In the view of the depth and breadfﬁeateb Wder"A cclijstomers 0 pors1|t|ve, strong Ie lefs about
of brand, the establishment and development of brand loyal§PM€ Prand. And once customers have emotional commitment
the brand, behavioral loyalty often follows in the form of

means deep interaction with customers. The core of bra . ;
P gpeat purchases or frequent store visits (Reinartz2006). Hence

strategy must focus on the relationships between brand a fi desian loval h both attitud
customers, namely cultivating customer loyalty. Thet€ firm must design loyalty programs to enhance both attitude

relationship between brand and customers grows out of nothirigyalty and behavioral loyalty.

and expands from small to large. Highly satisfying customer When designing a loyalty program, the reward structure
demand can result in repeat buying, and finally develops stabigcounts for the most defining characteristic. The reward
customer relationship. In order to do this, maintaining goodtructure is the most alluring component of the loyalty program;
interaction with customers is essential. According to marketingonsumers are primarily attracted to loyalty programs because
practices, satisfied customers may not be loyal customers. Byt the rewards and benefits available to them (Mimouni-
it is undeniable that the basis of loyalty is satisfaction. OuChaabane & Volle 2010). One hand, loyalty programs can offer
question is to find out the efficient way of making satisfiedtangible and financial benefits. Meanwhile psychological
customer loyalty. Therefore, the paper discussed thgenefits are important rewards to customers. Customers may
relationship between CRM and brand loyalty. also receive symbolic benefits through self expression,

Although both the academic and business circles think th4EC0gnition, and approval. These benefits are not related to
efficient customer relationship is very important, literaturegangiblé characteristics or to products; they pertain specifically
about how to build efficient CRM is not enoué]h A few 0 an individual's self-esteem and how they feel they are
corporations regard CRM as only software investment, or judt€rceived by the world (Mimouni-Chaabane & Volle 2010).0f
effective communication with customers. But in fact, CRM iscOUrse, the effect of the loyalty program depends on whether
both a management philosophy and an automatic managem ltomergdagopt hthe prograrr,\1/| andzgggtlnually use the CRM
system. The point is to focus on customers and cultivate godg°!s Provided to them or not (Mauri2003).
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Therefore, customer relationship management software is to IV. MANAGING CRM PROCESS
help with dealing with customer issues in order to offer better

service to them. CRM offers a unified platform where you StOrQ o business can go unaffected by losing its most loyal
a trove of information on your customers. This information Car?:béstomers Once the CRM components are determined by the

CRM is an essential business strategy. It is about service.

be extracted and analyzed to build a business strategy thatV\e rporation, the next step is to actively manage the process
ensure long term business growth. Customer managemegy y

systems essentially collect data on customers. The informatiqltb

collected by CRM can be appli.ed to both B2B and B2Crole specification is necessary in managing the relationships of
business environments in designing customer driven busme&s‘RM' and its main goal is to define the responsibilities and

model. In detail, the data gathered is then fed to the Sale&uties of the relationship partners such as the firm, the

marketing and customer service department in order to achie ?nployees, and the customers (Heide1994). After defining
hlgher eeles and customer retention rate. But "?‘” these effor les specification, the employees must be adequately trained
aren't visible to customers. In order to achieve higher customer implement the CRM programs. Successfully executing
orientation marketers must look at CRM system from the VieVl—ﬁffective CRM demands employees; to hold strong sales and
point of a customer, considering the mformaltlon' n the ne ommunication skills. Meanwhile employees should be trained
light of Improving customer retention and |nst|I.I|ng b.ra.ndto provide exceptional on-line service (Formant 2000).
loyalty. Th's |n5|_ght t_hen_ can be applied to in bUIIdIr'9Employees are direct to contact with customers and what they
personalized relationship with customers. do can enhance or weaken customer-company relationships,
. THE PRINCIPLE OF BUILDING BRAND LOYALTY THougH ~ Sometimes they must make decisions regarding customer
CRM service. Therefore employees neeo! understanding how to apply
_the customer information located in the databases efficiently
~In order to understand how CRM affects Brand Loyalty, itand effectively into build relationships and increase customer
is necessary to understand how brand loyalty developgatisfaction. That is to say, employees are the core of CRM
Prospect theory, the satisfaction theory, and learning theory cagrategy, companies should focus on employee satisfaction and
be applied to explain how Brand Loyalty developed. In detailpffer employee motivation in the form of rewards or incentives
firstly customers select to buy some good basing oparvatiyar & Sheth 2001), which is call Internal Marketing
information |ndeX|ng and buylng deCISIQn. When the Utllltyof(”w) According to IM theory, Customer satisfaction and
the good exceeds customer’s expectation, the customer will knployee loyalty and are positively related to each other.In
pleased to the product or service. The satisfaction becomespaier to carry out any successful service, the company should
positive reinforcement which will influence customer’s accurately communicate with its internal audience (the

attitudes to the brand and next buying. After severagmployees) as well as its external audience (the customers).
reinforcements, customer will get into the habit of buying a

particular brand and finally develop brand loyalty to the brand. CRM  requires  sufficient ~communication — because

Namely the influencing factors of brand loyalty may beCommunication is essential to building relationships with the
cognition, attitude and behavior. customers. When training and enforcing guidelines and policies

] ] ] CEO and customer relationship managers must explain the
Cu_stomer value is not determllned by the enterprises, bgirm goals of the company and how the CRM programs will
perceived by customers, that is, the so-called customeje implemented to the others in the company. Meanwhile target
perceived value. Customer value is determined by a number gfistomers must be informed about the CRM programs in order
factors inCIUding market Share, Competition, material COSt&O encourage behavioral |0ya|ty such as repeat purchaseS,
product identity and the customer’s perceived value of thgremium consumption, good WOM and so on. The firm must
product. Customer satisfaction depends on so much Qferfect the communication channels between the firm and the

managing themselves’ expectations. In on-line marketinggustomers to ensure that information is being accurately shared.
customer satisfaction is an important index. More companies

try their best to satisfy customer in order to maintain long-term _The final step of CRM is to evaluate results. Employees
relationship. And we know that satisfied customer will lead tctrive to build and maintain customer relationships in order to
loyal customer. Thus, in on line marketing, we need catchinjicrease long-term profits. If the CRM programs are

customer’s attention in order to further build the long termbinsuccessful and the firm does not get a moderate return on
loyalty. investment (ROI), the CRM process should be modified

immediately. Since CRM programs involve many aspects, it is
The CRM software help you track how a contact has beepften difficult to measure its performance. Or it is hard to select
managed. Winning customer loyalty is all about creating, reasonable indicator to evaluate CRM. Although academy
favorable images of yours among customers and only then y@glieves that there is no technology or method to measures the
can expect them to talk about you. You cannot win customefccess of CRM completely accurately, practical operation
loyalty by providing poor and untimely services myst be careful. The CRM process should be evaluated using a
experience. Since the software integrates all aspects gt of unique performance metrics that reflect the core concepts
customer management, namely- sales, marketing and servicgs,a firm's relationship marketing (Roberts, Liu, & Hazard
It |et you track the |ntelraCt|0n YOU had with a par“CUIar ContaCtZOOS)The customer perspective includes customer |0ya|ty
With the help of the information you can even turn negativeneasured by customer satisfacton and customer value
Words of Mouth into a positive one. measured by surveys and number of customer complaints. The
process perspective is another component of the CRM

ough a serial of works such as role specification, employee
ining, effective communication, and performance evaluation.
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scorecard and includes evaluating the overall success of the Finally, continuing communication builds long-term
business strategy by measuring customer acquisition, retentiaejationship and chive brand loyalty. Customer satisfaction is

and expansion. not necessary, but undoubtedly is important factor to brand
loyalty. CRM aims to reach out to customers to meet their
V. BUILDING ON LINE CUSTOMER'SBRAND LOYALTY individual needs and exceed their expectations.  Firms

On-line marketing has great advantages such as no rdalplement relationship programs, such as community-building
limit on advertising space, private and swift shopping, faswvebsites and loyalty card programs, to develop a trusting
information access and retrieval and so on (Kotler2000). Buelationship among consumers to gain their confidence and
marketers also must confront tremendous risk. For example, dpcrease repeat purchases. Customers may also receive
the web, one can freely throw brand preference, a long-tergymbolic benefits through self expression, recognition, and
relationship and customer loyalty out the windowapproval. These benefits are not related to tangible
(Hacker2000). Besides each organization has a unique cultuggaracteristics or to products; they pertain specifically to an
and unique business processes. Therefore it is important igdividual's self-esteem and how they feel they are perceived
focus on CRM solution, and try to find out its advantages t®y the world.
achieve the success.

The_ _first_step is on-I_ine Customer Reco_gnition. Customer VI. SUMMARY
recognition is of great importance to the implementation of
CRM, and the selection of customer features is an important Efficient CRM will help to build brand loyalty. Yet brand
problem in customer recognition. William Band(1998) pointedoyalty is a multidimensional concept. CRM help building
that not all customers are worth. The core of CRM is tdrand loyalty mostly acting on customer value and customer
maintain regular customers and no to attract new customesatisfaction, both of which are the important factors forming
The theory of commerce circle, Lai-li method and 20-vs-8@rand loyalty. In CRM, the key is maintaining the regular
method provides the evidence to construct the effectiveustomers, which has profound implications for branding. So,
marketing channel. Finding out and locking at 20% regulagompanies should apply CRM system into successfully
customers is the key of CRM because they will become thignplement brand loyalty program.
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