
Qevin Dwi Rafitrah et al. / Jurnal Sistem Cerdas (2026) Vol 09-No 01  eISSN : 2622-8254 Page : 68 - 74 
 

DOI: https://doi.org/10.37396/jsc.v9i1.648  

68 

 

ECRM Strategy In Improving Services And Sales 

Of Electronic Products 
 

Qevin Dwi Rafitrah Dewi Anggraeni Ruri Ashari Dalimunthe 
Information System Information System Computer System 

Royal University Royal University Royal University 
Asahan, Indonesia Asahan, Indonesia Asahan, Indonesia 

qevinnnn@gmail.com  dewianngraeni2024123@gmail.com  ruriashari1986@gmail.com  

 
Abstract—The rapid development of information technology has transformed the way businesses 

interact with customers, particularly in the electronic products industry. This study examines the 

implementation of Electronic Customer Relationship Management (eCRM) strategy as a tool for 

improving service quality and increasing sales performance in the electronic products sector. The 

research explores how eCRM systems enable companies to collect, analyze, and utilize customer 

data to deliver personalized experiences, streamline communication channels, and enhance after-

sales services. Using a descriptive qualitative approach, data were gathered through interviews, 

observations, and documentation related to eCRM adoption in electronic product businesses. The 

findings indicate that the implementation of eCRM significantly contributes to improving 

customer satisfaction, building long-term customer loyalty, and driving sales growth by enabling 

more targeted marketing efforts and responsive customer service. Furthermore, the integration of 

digital platforms within the eCRM framework facilitates real-time interaction between businesses 

and customers, resulting in faster problem resolution and more efficient service delivery. This 

study concludes that a well-implemented eCRM strategy serves as a critical competitive advantage 

for electronic product companies in navigating the increasingly digital marketplace, and 

recommends that businesses continuously update their eCRM systems to align with evolving 

customer expectations and technological advancements. 
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I. INTRODUCTION 
Electronic Customer Relationship Management is a software application that provides 

customers access to business processes from the initial request through post-sales service 

and support [1]  [2]. A customer information warehouse that records all the contracts that 

customers have with the company and produces customer profiles that are available to 

everyone in the company who needs to know about the customers [3]. 

Development has become a part of people's lives. With business, everyone can gain 

benefits, whether large or small. Various kinds of businesses are offered, such as 

manufacturing business, service business, agricultural business, financial business, 

information business, and others [4]. With the development of the times and the 

increasing competition in the era of globalization, CRM has become one of the important 

things for companies [5].  With CRM, we can know every profile of our customers, the 

desires of the customers, the needs of the customers, and maintain those customers to stay 

connected with the company [6]. 

In increasing sales profit, a trading company must ensure that the revenue obtained 

from sales exceeds the total costs incurred, including the cost of goods sold. If the 

revenue is much higher compared to the total expenses, the company will gain profit. 

Conversely, if income is lower than the total costs incurred, the company will experience 

a loss [7].  
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Therefore, it is important for business actors to design effective strategies to maintain 

and increase profits sustainably in the long term. These strategies include efforts to retain 

the loyalty of existing customers, facilitate business growth in increasing sales profit, 

improve customer service, and attract more new customers through the implementation of 

an Electronic Customer Relationship Management system [8] [9]. 

Electronical Customer Relationship Management is a strategy used to learn more 

about customer needs and characteristics in developing a closer relationship with 

customers [10]. By utilizing E-CRM, a company can acquire new customers, improve 

relationships with customers, and retain customers [11]. 

Recent studies have shown that the implementation of Electronic Customer 

Relationship Management (E-CRM) has been widely applied to support customer data 

management, improve service quality, and increase customer loyalty in various business 

sectors. However, most of these studies still focus primarily on transactional data 

processing and basic customer data storage, without fully optimizing the use of customer 

data for strategic decision-making, such as personalized promotions, customer 

segmentation, and long-term relationship management. This limitation indicates that the 

role of E-CRM has not been maximized as a strategic tool to enhance sales performance 

and service effectiveness. 

Based on these conditions, this research aims to develop a web-based E-CRM system 

that not only facilitates transaction management but also supports more effective 

customer interaction and data-driven decision-making. The proposed system is expected 

to contribute by integrating customer data, transaction history, and promotional strategies 

into a unified platform to improve service quality and sales performance. A case study is 

conducted in a retail business environment to validate the implementation of the proposed 

system. 

If this unstable sales pattern continues without evaluation and improvement, it has the 

potential to create negative impacts on business performance, particularly regarding the 

store's ability to maintain revenue and cover operational costs [12]. In the long term, the 

imbalance between sales and expenses can lead to decreased profitability, disrupt cash 

flow, and even pose a risk of losses for Mega Cell Sei Piring Pulau Rakyat. 

This study proposes and implements a web-based E-CRM system as a solution to 

improve customer service and sales performance. as it emerges as a strategic solution by 

combining technology, customer data, and service processes to create more personal, 

faster, and relevant interactions [13]. The implementation of E-CRM allows the recording 

of purchase history, product preferences, service interactions, as well as customer 

complaints in a single platform that can be accessed across channels (e.g., WhatsApp 

Business, website, marketplace, or point-of-sale) [14].With this data, Mega Cell can 

perform more accurate market segmentation, send personalized promotions, and respond 

to customer issues faster factors proven to increase customer satisfaction and loyalty [15]. 

Empirical research shows a positive relationship between E-CRM practices and customer 

loyalty, both in the context of e-commerce and traditional services transforming into 

digital channels. 

 

II. METHODOLOGY 
This research method uses a qualitative approach. The research stages begin with 

problem identification to find the root causes of income instability at Mega Cell Sei 

Piring Pulau Rakyat, which is then followed by data collection through interviews and 

observations to obtain comprehensive information about the ongoing service processes. 

After the data is collected, a system analysis is conducted to formulate the appropriate 

technical solutions for the problems faced by the company [16]. The next step is system 

design, where the researcher prepares a blueprint for a functional application capable of 
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providing information in real-time and facilitating the management of sales and customer 

data for business owners [17]. 

At the system development stage, the design was realized using software such as PHP 

and MySQL. After the system was successfully built, a thorough system testing was 

conducted to validate the application's functionality and minimize potential operational 

errors to ensure accurate results [18].This research series concludes with the 

implementation of the system, which includes the process of installation and 

infrastructure preparation so that the new system can be immediately operated and used 

optimally by users in a real work environment . 

 

III. RESULTS AND DISCUSSION 
The system design uses a use case diagram with the aim of being able to map the 

system requirements in detail [19].The use case diagram design is presented in the 

following figure 1. 
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Figure 1. Use Case Diagram 

 

After designing the system, the next step is to implement the design into the PHP 

programming language and MySQL database [20]. 
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Figure 2. Page Admin Dashboard 

The main page for the admin that displays a system summary such as adding products, 

categories, discounts, transactions, and sales graphs as well as reports that can be viewed. 

 

 
Figure 3. Product Page 

 

This page contains a list of all products in the system. Admins can add, modify, 

or delete products. 

 

 
Figure 4. Incoming Orders Page 
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Displaying a list of orders that have just arrived and have not been processed. 

Admin can view order details and change the transaction status. 

 

 
Figure 5. Discount Page 

Page for managing Promo discount data. Admins can create Promo codes to set 

the discount value, expiration date, and usage limit. 

 
Figure 6. Report Page 

 

A page for the admin to manage sales report data and the reports can be printed in 

PDF format or printed directly. 

The results of this study demonstrate that the implementation of the E-CRM system 

provides significant support in addressing the problems related to customer data 

management and inconsistent sales performance. The system enables the integration of 

customer data, transaction records, and promotional management into a unified platform, 

allowing more efficient and structured data processing compared to conventional 

methods. 

From an analytical perspective, the use of E-CRM facilitates better customer 

segmentation and supports data-driven promotional strategies. This finding indicates that 

the system does not only function as a transactional tool but also as a strategic instrument 

to improve customer engagement and service quality. The ability to record and analyze 

customer interactions allows businesses to respond more effectively to customer needs, 

which is aligned with the core concept of Customer Relationship Management. 
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Furthermore, compared to previous studies that primarily focused on basic transaction 

management and data storage, this research emphasizes the integration of customer 

interaction features and promotional strategies within a single system. This shows that the 

developed system provides added value by supporting decision-making processes and 

improving operational efficiency. Thus, the implementation of the proposed system 

demonstrates its potential to enhance service performance and sales management in a 

more systematic and data-driven manner. 

Before the implementation of the system, the process was carried out manually, which 

resulted in several limitations such as longer processing time, higher risk of data 

inaccuracies, and less effective decision-making. Data processing was not structured, 

making it difficult to obtain accurate and timely information. 

After the implementation of the proposed system, the process becomes more 

structured and efficient. The system is able to process data automatically, reduce errors, 

and provide more accurate information to support decision-making. In addition, the 

system improves operational efficiency by reducing processing time and minimizing 

manual intervention. 

The comparison between the two conditions shows that the implementation of the 

system provides significant improvements in terms of efficiency, accuracy, and 

effectiveness. Therefore, the developed system is proven to be effective in addressing the 

problems identified in the initial stage of the research. 

 

IV. CONCLUSION 
Based on the results of the research conducted, it can be concluded that Mega Cell 

needs to implement the right business strategies to increase the stability of sales revenue 

in order to reduce potential losses and minimize the risk of bankruptcy in the future. This 

can be done through more planned sales management as well as the development of 

effective marketing strategies. Improving business operations is important for Mega Cell, 

especially in enhancing the purchasing and selling processes to be more efficient, 

improving customer service quality, and adjusting product pricing strategies to be more 

competitive in the market. The use of information technology through website 

development can help Mega Cell provide product, price, and promotion information more 

quickly and easily accessible to customers. This can also increase marketing reach and 

make it easier for customers to obtain the information they need and The implementation 

of promotion strategies such as discounts or special offers is an effective step to increase 

customer appeal, boost purchasing interest, and drive an increase in sales profit at Mega 

Cell. 
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