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Abstract
In recent years is developed a new form in the concept of Customer Relationship Management, known as Electronic Customer Relationship Management (E-CRM). Companies engage in E-CRM as a consequence of their search for enhancing customer loyalty. E-CRM is on one of the concept that can enhance customer loyalty influenced by customer satisfaction and trust. Also it can increase competitive advantage of the companies. In this context it is impossible to consider E-CRM in isolation from the corporate strategy of the companies. 
The main goal of this paper is to identify how the concept of E-CRM can enhance customer loyalty in the companies in mobile industry in Republic of Macedonia, case study VIP mobile operator. The paper also discusses the challenges and barriers that companies in mobile industry are facing in order to implement the concept of E-CRM. Furthermore, the paper suggests utilization manners of the E-CRM concept. 
The research is conducted with various data collection research methods. In this context primary data is obtained by conducting interview with the managers of the mobile operator VIP, Republic of Macedonia. Also, primary data is obtained from the research on the customer with structured questionnaire. Afterwards, the data is evaluated using various statistic methods that are applicable in this branch. 
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Introduction

In circumstances where there is apparent competition every company strives to provide competitive advantage, the need is inevitable customer / client and his needs to be the ones who will direct the activities of other companies. In this regard there are a number of systems, activities, strategies that make it easier to discover, monitor, anticipate and meet the needs of consumers. Another important moment than meeting the needs of consumers and ensure their loyalty. A number of research show that companies have higher costs to win new customers than to retain an existing one. In this regard, the system created and CRM (Customer Relationship Management). CRM (Customer Relationship Management) is a system that puts the customer at the core of the business process and implementation of CRM best practices is key to gaining customer loyalty as an integral part of a successful business. In this research paper the main emphasis is placed on creating effective strategies for E-CRM considerations required to provide loyal customers / clients. E-CRM is the electronic part, of the MDC. He comes from traditional CRM e-business applications and covers a variety of information technology used to support the CRM strategy.

Through a case study of mobile operator VIP, the paper elaborated the main elements of E-CRM, as well as the benefits and barriers to implementation. The aim of the paper is to create a suitable strategy for the implementation of E-CRM, which will increase the level of customer satisfaction, and thus ensuring their loyalty, as one of the elements that provide the skin achieving competitive advantage. For this purpose, an analysis and research of the current situation regarding the implementation of e-CRM tools company VIP. Also, there has been research on customers, in order to determine their views and opinions on this issue, as well as to the extent of their satisfaction the services of mobile operators, particularly the mobile operator VIP.

Objectives of the research paper:

 To explore the current state and prospects for the implementation of e-CRM in the operation of the mobile operator VIP;

 To investigate customer satisfaction with the services of the mobile operator VIP;

 To investigate the users' opinion regarding the tools of e-CRM and their impact on satisfaction and loyalty;

 To explore the benefits of the implementation of e-CRM in the operation of the mobile operator VIP;

 To create an appropriate strategy for successful implementation of e-CRM in the operation of the mobile operator VIP.

Hypotheses:

H0: Implementation of E-CRM operation allows achieving competitive advantage.

H1: E-CRM impact the satisfaction of consumers.

H2: E-CRM impact the loyalty of consumers.
1 Literature review
1.1 Definition and differences between CRM and e-CRM

Behavior of the customer is in the focus of all companies who want to gain competitive advantage. The last few years increasing attention has been paid to the systems that allow building long-term relationships with customers / clients. One of the as systems is a CRM (Customer Relationship Management). CRM system is a synthesis of multiple functions as sales, management, marketing and communication with users. CRM is actually integral part of the overall system of the company. It includes market research, development and management, testing different products, advertising, sales analysis and analyzing the behavior of users, as well as the communication channels, telemarketing, calls center phone etc. The CRM systems implement various aspects of communication in order to accumulate more data on customers, intelligent system that can be trained to better knowledge, to achieve better relations with customers. So CRM is a process that collects information on current and potential customers for all their transactions, preferences, requirements, needs, behaviors etc. CRM systems are a synthesis of software and business activities. It is a system that allows studying the behavior of the client, thereby giving proper guidance to best serve customers and improve the relations with them. CRM refers to identifying the best customers of the company and maximizing value from them through their satisfaction and retention.

The techniques implemented in these systems should improve metrics that are considered competitive in the market for a company, and they include, above all, customer satisfaction. Companies must be attractive to customers. CRM system allows increasing the company's operating territory and creates interactive relationships between customers and the company, which would increase the company's activities in the market. Customer satisfaction is the main task of a CRM system, and primary metrics for success of a company. CRM is derived from relational marketing and simplest practical application to maintain long-term relationships that are defined by marketing principles since the existence of the business. (Gummesson, 2004). Managing relationships with customers is an integrated business model and a set of operating practices coordinated and guided to maximize revenue from targeted customers. CRM is based on the assumption that consumers are the basis of the business and that the company's success depends on effective management relations / relations with consumers.

E-CRM is a business and marketing strategy that integrates people, processes, technology and all business activities related to attracting and retaining customers through internet and mobile phones, in order to reduce costs and increase profitability by the principles of loyalty of customers. So, the results of E-CRM performance include repurchasing, loyalty to the brand, attracting, consumer satisfaction, oral advertising. E-CRM enables customers to have access to the company of more places, because the access points to the Internet from day to day increase. E-CRM is a combination of hardware, software, processes, applications and commitment of management to improve customer service, keeping and providing analytical capacity. It is a complex and sophisticated application. The technology monitors and analyzes the behavior of consumers and allows the company to easily identify the best customers and to focus its marketing efforts and rewards those who want to buy often. E-CRM is a new phenomenon that comes from the Internet and web technology to facilitate the implementation of E-CRM. It focuses on the Internet or web-based interaction between the consumer and the service provider.

There are a lot of disagreement among authors regarding the definition of CRM and e-CRM. They cannot differs each other, only the E-CRM uses the Internet. E-CRM is a business strategy that applies the power of technology to bring together all aspects of the company to build long-term relationships with customers and their loyalty. In recent years, CRM has made significant changes in consumer services. It is difficult for any organization that does not apply CRM philosophy. CRM is emerging as a technology that brings customers closer to the organization and allows obtaining information on-line. CRM is not just a business trend, but a standard that is required to provide Security Management and maintain competitive advantage. CRM or translation management customer relationship is a system for coordinating the business strategies, organizational structure and culture of companies with user information and IT in order to meet the needs of customers with their every touch and reach business advantages and profit. Business strategy in which the customer is in the focus of attention can answer an interesting question that many companies cannot answer this question: How many users currently have and which ones are truly profitable? Companies know how many contracts can be concluded or how many business transactions take place with their competition, but they do not know how many individual users currently have, as some customers buy products or how easy or how hard it is for the user have answers to their questioning or how they interact with companies general .The fact that essentially companies do not know when and how to lose customers.
1.2 Techniques (tools) and applications used for the implementation of E-CRM

In recent years, many companies are implementing e-CRM system. In most cases these systems are designated to support call centers and email channels, and lately the Internet and mobile channels. E-CRM systems have unique features that support consumer-business interactions that are connected through internal business processes and systems through different areas for operational and analytical purposes. E-CRM is seen as a form of CRM which focuses on e-business and channels: email, world wide web, chat rooms and e-forums, on-line account services via mobile phone, Frequently Asked Questions (FAQ's) and customer base.

E-CRM system is designed to have access to customers including users of the company and administrators of all access points. E-CRM system should provide access to customers through various access points such as: web self-help, email is other web forms, chat, fax, phone, Wi-Fi and face to face contact. During the implementation of E-CRM is used by several IT tools such as: portals, email, auto responder, online catalog, banners, shopping baskets, etc.. The capacity of these tools can be measured by a variety of criteria including:

- Level Interface - how an application can allow the company to get closer and personalize the consumer,

- The actual costs for implementation and maintenance of the tool,

- The level of personalization - the use of the tool may enable the company to look at consumer behavior,

- The number of users that the tool can meet at a single time point.
1.3 Activities of E-CRM that lead to loyal customers

Managing relationships with customers / clients is a process that consists of several activities. It has several stages, in order finally to reach the desired result that is providing loyal customers. Basically managing customer relationships is a blend of several marketing activities, deployed in four phases. Below are the main marketing activities must include a CRM and e-CRM.

• Gaining consumer - at this stage the activities of E-CRM is aimed at defining target customers find the most efficient ways to communicate with them and creating an offer that will meet their requirements. The main aspects of this stage are:

- Targeting the do the segments

- Minimizing the cost of gaining customers

- Optimization of the quality of service

- Using the right channels

• Selection of consumers - at this stage of the defined target customers select those most profitable company. The company must have information for those consumers that it is worth investing, i.e. those most profitable. For this purpose it is necessary to take into account the answers to the following questions:

- Who are the target customers / clients?

- What is their value?

- What is their life span?

- Where can I get?

• Increasing consumer - this stage concerns the continuous acquisition of new customers / clients. There are more ways to win new customers, but it is the most-CRM is oriented using the following marketing activities:

- Using the right channels

- Optimization of the quality of service

• Retention of customers - the last stage refers to retention with existing customers / clients. In this phase, e-CRM emphasizes the merged marketing activities.

- Understanding the individual needs

- Relevant offers continuous usage of online services

- Maximizing the quality of service

- Using the right channels
All these stages lead for achieving of the main objectives of E-CRM as follows:

- To provide excellent service to customers

- To find new customers,

- To increase customer loyalty,

- To assist the sales staff to quickly close sales

- To simplify marketing and sales process,

- To reduce costs (particularly administrative)

- To increase profitability by increasing the satisfaction of consumers.
1.4 Measures of satisfaction and loyalty of customers / consumers

Previous research in this area showed that the company makes higher costs to win new customers, compared with the costs that are made to retain existing customers. The loyalty of consumers / customers is one of the indicators of the success of the company. Loyalty above all depends on what the customer satisfaction with the services of the company is. Consumer satisfaction is measured by:

• Expectations vs. consumer perception of consumers,

• Desire for customers to recommend the service to others

• Customers experience vs.  desired experience

• The total satisfaction customer

• Affective and cognitive satisfaction

• Repeat the intention to buy the service.

Customer loyalty, on the other hand, is measured through the following measures:

• Customer retention rate - how long consumers remain in the contracting company,

• Negative - how many customers have left the company,

• Net promoter score - the extent to which consumers would recommend the company to others

• Customer effort score - how much effort invested clients to solve a problem we had with the company.

Taking an overview of the activities undertaken by the system of E-CRM on the one hand and measures used to measure the satisfaction and loyalty of customers / consumers on the other hand we can conclude that E-CRM system as a huge impact on the level the satisfaction of consumers / customers. E-CRM an element in each measure measurement as satisfaction and consumer loyalty.
2 Exploring the current state and prospects for the implementation of e-CRM in the operation of the VIP mobile operator in Macedonia

Currently, consumers in the Republic of Macedonia have the opportunity to choose between three mobile operators: T-Mobile, One and VIP. Each of the operators creates supply and tactics with different strategy for attracting as many customers. Of course one of the strategies that mobile operators apply are traditional APC and E-CRM. Each of the companies on this issue has developed an appropriate strategy, of course with prior research on market conditions and customer needs.

VIP mobile operator exists in the market for 7 years. Operator all these years successfully managed to win a number of customers to competitors, and customers who were not committed to any mobile operator. One of the main strategies of the mobile operator VIP is to keep their customers and make them loyal.

To achieve this strategy mobile operator VIP constantly performs new offers in the market, especially oriented for existing customers, such as certain discounts for long-term users. In addition to these offers, mobile operator has implemented managing relationships with customers to keep them and increase their loyalty. Because the subject of this work is professional electronic management of relations with customers, we keep these aspects. The mobile operator several years ago in its operations implemented system to support client's which allows better management of customer requirements. The system was developed for the mobile operator and is known as Sugar CRM. Sugar CRM is an open platform that is integral part of the overall system operator. The system allows easier data exchange, from customer service to sales and marketing department. All this is in order to get a better idea of ​​the needs of each individual client, to suggest the best possible solutions and to provide a better experience for customers. Additionally implemented system for managing relationships with clients allows VIP to respond quickly to the demands of the dynamic telecommunications market and effectively modified and introduced new competitive rates and promotions. The new system for managing relationships with customers allows more effective processing of telephone or email requests directly in customer service or in VIP centers and manage the necessary processes in the background in order to ensure quick response to all points of contact with customers. Thanks to this system agents service clients in VIP and their co-workers of the items for sale are provided for with a complete overview of the interactions between customers and the company, which speeds up the processing and management of requirements. For example, the activation time postpaid contract is possible. Also, the deeper review the history of the client, the different needs of individual customers can be easily is identified, making able access when to recommend packages or rates, or to submit an offer to the client. This solution is implemented in cooperation with HP. Similar systems with small transformations are implemented in other markets Telekom Austria Group, such as Croatia and Serbia.

 
2.1 Factors that affect to the implementation of e-CRM in the operation of the mobile operator VIP
The successful implementation of the strategy for E-CRM depends on a number of factors and conditions that must be met. The following are identified major factors that determine the successful implementation of the strategy for e-CRM in the operation of the mobile operator VIP. The factors identified through research conducted on the current situation and conditions that exist in the company, and are closely related to the management of relationships with customers. Of paramount importance to successfully implement a strategy of E-CRM is to provide appropriate conditions.

- Training of employees in the company - to be able to successfully implement a strategy of E-CRM company employees must have adequate knowledge in this area and all of its aspects. Also employees must be familiar with exactly the strategy and the objectives of the company. To that end, employees must undergo specified training and training in order to be able to effectively communicate with customers, have great interaction. Besides training for communication and interaction, employees need to visit and appropriate training to use the technology of E-CRM. In this regard the mobile operator Vip, conducted training of its employees for all the latest trends that are occurring in the company.

- An overview of the process and designing new processes - companies that do not have well-designed and logical process can not reach achieving goals. The company must first define its needs and goals, and then in order to achieve these goals, we need to develop and improve the processes related to e-CRM. E-CRM system mobile operator VIP integral is part of the overall system operator. This allows it to be connected with all the key elements and be able to share data and information that are relevant to its operations from other systems operator.

- Implementation of new technologies - the implementation of CRM and e-CRM in company requires some changes in the infrastructure of the company and the implementation of new technologies as claimed are: business roles, databases, information technology. These changes lead to useful and effective changes organization. It is also necessary to allow integration of the existing system of company system for managing relationships with customers. This factor is quite so much great ATTENTION. As previously mentioned the e-CRM or developing Sugar CRM Platform is an open platform that is integral part of the overall system operator. Of course for the normal functioning of the same is implemented appropriate technology that meets the system requirements.

2.2 Barriers for implementation of e-CRM in the operation of the VIP mobile operator in Macedonia

The implementation of any system, strategy, process requires some new changes in the overall organization of the company. Below there are the main barriers that are faced the mobile operator VIP or better are still facing when it comes to the implementation of e-CRM in its operation. They are :
· The confidence of consumers to buy (to perform transactions) on-line - This barrier relates generally to all companies. While some customers want to buy and carry out their transactions via the Internet, others do not trust on-line. The process of on-line transactions is not sufficiently known and is confusing for most of the users. Consumers care about the interaction that set by computers. Due to this situation the mobile operator like many other companies are faced with a challenge to earn the confidence of customers / clients to carry out their transactions on-line.

· The consumers are facing with suspicion for their data especially those on-line.Most consumers have a perception that there is no safe place online. Because that they do not want to place their data because they think they will be abused.

· Legislation - Lately there are a number of laws that limit the amount of information that can be collected, stored and shared on-line. This is one of the barriers faced by the mobile operator.

2.3 Benefits of the implementation of e-CRM in the operation of mobile operator VIP
Besides barriers  in the operation of the mobile operator, it is important to highlight the advantages and benefits of the implementation of E-CRM.The following benefits can be realized through proper implementation of E-CRM operation Vip mobile operator:

· Increase the loyalty of consumers/customers- Effective E-CRM system enables the company to communicate with their customers using a single communication channel. This is because the e-CRM software allows everyone in the organization to has access to the same history of transactions and customer information. The information collected by E-CRM system helps the company to identify the true costs of obtaining and maintaining individual consumers. Effective E-CRM system enables the company to communicate with its customers. With this kind of information the company can focus its time and resources on its most profitable customers.

·  Increase the effectiveness of marketing - with detailed information for consumers in an e-CRM system enables the company to predict what kind of service customers will want to buy and  predict the time of purchase. In short timeframe this information will help the company to create more effective campaigns that will be properly focused on the customer. This system enables the establishment of more target campaigns monitoring and measuring their effectiveness. The data collected for clients can be analyzed from different perspectives in order to find which part of marketing campaigns have the greatest impact on sales and profitability.

· E-CRM improves customer service - E-CRM allows collect all client information in one place. This enables the company to meet the needs of customers quickly and effectively to all potential contact points, and allows the elimination of frustration and time to customer request. E-CRM includes technology as search engines, Live Aid, email management, multi-language support, new Informatics.

· 4. Higher efficiency and cost reduction - Automatic storage of data and information for customers saves human resources. Integrating data in a consumer base allows marketing teams, sales personal and other departments in companies to share information and work towards common corporate objectives.
Generally we can conclude that the company has the following benefits from the implementation of E-CRM:

• More efficient and final marketing

• Increased income

• Increased profits.
3 Results of the survey on satisfaction and loyalty of consumers of the services of mobile operators in Republic of Macedonia
The growing number of mobile phone users in the last few years is reason enough to explore new ways how to persuade them to use services from a mobile service provider over another.

Currently, mobile phone service plays a significant role in all sectors. So their role cannot be ignored. Here must be mentioned that for every economy is important to have effective telecommunication sector with purpose to achieve a significant level of development.
In order to investigate the customer satisfaction for the services of mobile operators, their opinion of the tools of e-CRM and their impact on customer satisfaction, the research was done by using structure questionnaire. The questionnaire was created with the help of Google drive application and it answered 116 respondents. Below are some of the major responses with appropriate comments about them.

In the questionnaire respondents were asked about the three main demographic characteristics to determine their structure, such as: gender, age and level of education. With these three characteristics can be concluded that the behavior of users in terms of this issue largely depends on their age and level of education. 35% of respondents in this study were male and 65% are female. Most of the respondents or 92% were aged 15-30 years. This is particularly important for the study because most of the users of internet services are close to this age. In terms of educational structure, most of the respondents are with higher degree of education or 54% and 18% graduate.
The purpose of the next question is to determine how the mobile operator respondents use the services. On this issue the following results:

Of 116 respondents, 41% were users of the services of Vip operator, ONE has 45% and 13%  has T-Mobile. Because in this research paper, the main goal is the creation of appropriate e-CRM strategies about Vip mobile operator, the next questions will be for the 

 respondents who use the services of the mobile operator Vip .
Do you use postpaid or prepaid service?

The answer of the question do they use postpaid or prepaid services, 49% of respondents said that they use postpaid services, and 38% prepaid services. 13% of respondents used postpaid and prepaid services.
The question about  how long they use the services of the operator is important to identify customer loyalty, 4% of respondents are using the services of the mobile operator less than one year, 23% of 1-3 years and 72% over 3 years. The obtained results show that the majority of them are loyal to the mobile operator, with the fact that they are  using the service more than three years.37 of the 84 respondents who are users of the mobile operator Vip answered that use the services of the mobile operator for more than 3 years. For these customers we can say that are in the group of loyal customers or Silver users.
The other question refers to services from multiple mobile operators which aim is to determine whether users are faithful and loyal to one carrier or they prefer to use the services of several mobile operators, 61% of respondents respond that they are customers of a mobile operator.26 respondents use the services only from mobile operator Vip.
In order to determine the reasons why respondents have decided to choose one carrier over another I set the issue where users were able to choose a few of the options. Below are the results from this question.
Most of the respondents are opting to choose the mobile operator because of the supply tariffs. Other features are less important to users. These include service and network coverage. Only 10 respondents, or 6% answered that loyalty programs are those for which they have decided to use the mobile operator.
In terms of customer satisfaction from the services of the mobile operator, on a scale of 1 to 5, the majority of respondents, 42% assessed satisfaction with 4, and 27% with grade (3) three.31 of the 56 respondents which are users of the the services of the mobile operator Vip, the level of satisfaction with the services of operators assess the grades 4 or 5. This would mean that a higher percentage of respondents are satisfied with the services of the mobile operator.
The answers to this question indicated that most of the users or 46% do not have a user account created on the website of the mobile operator, and if on these rates we add those who have but rarely used, would receive 73% of respondents do not have a habit to check their account and other information online. These data should be motivation for companies to take steps for better informing - their customers should know about the features and benefits that they will have with the creation and use of user profile on the website of the mobile operator. Mobile operators in order to increase the interest of the customers to create and use profile on Internet can offer some discounts.
Have you ever participated in a loyalty program of the mobile operator?
Yes, I have participated 13 11%

No, I have heard of such a program 74 64%

No, I do not believe in such programs 25 22%
The answers to this question indicate that most respondents do not have heard of the loyalty program which has the mobile operator or if they do the respondents do not believe in that kind of program. This indicates that the  mobile operators need to take additional actions to promote this program in order to change their opinion on this issue. The next question is for services from the call- center, the respondents were asked if they use and how satisfied are from the services from the call-center.
Response Number of respondents Percentage
Yes, whenever I have a problem 78 68%
No, we have not used 32 28%

Other 4 4%
4 Strategy for successful implementation of e-CRM in the operation of the VIP mobile operator in Macedonia
The implementation of a successful e-CRM system in a company requires a vision that will cover the entire scope of action starting from the highest organizational level. Defining the rules is leading to further collaborations with users  where is important to have a strategy for achieving the goals. E-CRM strategy comes with all of the financial targets and business strategies of the company and an update of its marketing strategy. It decides how the company will create a profitable relationship with customers and win their loyalty. The main focus is not on the product / service, but getting to know the needs of users and also create their satisfaction and loyalty. This is the only way to provide substantial competitive advantage and long-time market success.

According to the results of the survey in this research paper proposes to undertake the following activities will complement the existing strategy of the mobile operator VIP.
 Vip mobile operator, currently is focused on traditional CRM.Successful implementation of strategy e-CRM to the mobile operator Vip depends of:

· Company’s website - in this part the main focus should be on redesigning the existing website of the mobile operator Vip. The website should be simple, but attractive to customers, easy to use where  the customers can get the information they need but with the feeling that they are well informed. The website also should have a  chat window where customers can communicate with employees in the mobile operator in real time.

· Forums - mobile operators should constantly monitor the forums and get involved in discussions in order to reduce the negative impact.

· Blogs -  From the company is required to have their own blogs, blogs which will represent place where the customers will be informed not only about new offers and information about the mobile operator, but also information that may be of interest to users.

· Email newsletter -  From the company is required to send to their customers a newsletter with the latest offers and interesting information to users.

Besides these tools  which need to be used for the implementation of the strategy of e-CRM in mobile operator Vip also is necessary to apply a strategy of self-configuration and customization. This would mean that the customers will have the ability, on-line by themselves, to create the offer that they want to get from the mobile operator. To the customer should be provide the opportunity to choose a tariff model that  they want to use, the phone they would like to purchase and additional services that they want to use. It is also necessary to continue the implementation of the strategy for personalization, with which it could be improved through electronic means. This means, when the user activates his user profile on the internet to get information that previously would be customized, or to receive information that the company considered that the user is interested in, based on previous searches, transactions, purchasing behavior, purchasing behaviors and similar.

This properly implemented e-CRM will provide:

· Saving the assets of the company;
· Increase customer loyalty;
· Increase profits;
· Providing a competitive advantage.

5 CONCLUSION

Past practices and experiences of companies that have implemented e-CRM in their work proved that E-CRM leads to increased satisfaction of customers / consumers and increased  loyalty to the company. This give the opportunity to the companies to create and retain a competitive advantage in the market. There are a number of tools and applications used in implementation E-CRM concept in their work. The decision is individual from company to company, which featured applications and tools will give preference.

Implementation of e-CRM in the operation of the mobile operator Vip enables anytime, every employee in the company to has access to the data of each user, allowing easier communication with customers.The benefits from the implementation of E-CRM directly affect the success of the company.

Through the qualitative analysis of the results obtained from the research we can conclude that the implementation of e-CRM in the company have an impact on customer satisfaction, which leads to increased loyalty. This is confirmed by the fact that most of the respondents rank their satisfaction with high grades and a major part of them are clients of the operator more than three years.

Finally we can conclude that the implementation of E-CRM can provide competitive market advantage, which confirms earlier hypothesis, and that lead to the same direction.
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