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a genuine driver of improving customer
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romanian companies
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Abstract: Consolidating the IT field of the company represents a target for most IT responsible, now-
adays. At the same time, organizations expect their I'T expenditure to increase in the next decade. This paper
aims to underline the new generation of information technology and how to use them to make better busi-
ness decisions in managing enterprise resources and improve customer relationships. The alternative goal
is to place the focus not only on developing new software but also on achieving business results, placing
particular emphasis on customer relationship management. The purpose of technology is to solve practical
business problems, and one of them is the necessity to understand and maintain relationships with the cus-
tomers. The paper will reveal the companies’ responses to the latest dramatic changes in the informational
technologies, in order to cope with the persistence of the global economic crisis and to assure increase of
organizational efficiency and profit.
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Introduction many companies’ portfolio of application in-

cludes managing and using customer-related

This paper aims to underline the new databases, customer portfolio management,

generation of information technology and CRM and customer experience applications.

how to use them to make better business Thus an enterprise would plan strat-

decisions in managing enterprise resource . . .
sNG P egies designed to win share of customers

and improve customer relationships. Today, . .
and to measure its success on retention and
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customer equity. Companies measure the
customer’s profitability and put customer
managers in charge of portfolios of custom-
ers. More and more, the enterprise bring
products to customers, not just customers to
products.

Today we are seeing more and more or-
ganizations oriented to develop profitable
and long term relationships with custom-
ers, as a way of ensuring sustainable develop-
ment and increase market competitiveness. It
is also underlined that IT solutions support
these objectives of the customer relation-
ship management. Hoewer, in order to en-
sure effective and efficient fulfillment of
their objectives, organizations need to har-
monize their CRM goals with IT strategies
and alignment, by designing strategies to au-
tomate tasks for sales, service, marketing
and communication, to analyze informa-
tion and to measure the performance of
organization relationships.

Literature review

According to the marketing and CRM
specialists, the first requirement is to iden-
tify customers: to tag them so that each one
can be identified through any channel, across
transactions and interactions over time. Once
an individual customer can be seen as one
complete customer across the company, the
company can differentiate customers by both
the different values that customers have to
the company and the unique needs that each
valuable customer has from the company.
To learn enough to differentiate customers,
the company will interact with customers
and keep track of these individual dialogs,
learning a bit more with every interaction,
at every touch point. Finally, the company

will embark upon the hardest strategy: cus-
tomization, or treating different customers
differently, often by automating the per-
sonalization process in a way that increases
customer loyalty even as it almost inevitably
reduces the cost of operations. These steps
are tough. Those companies that can achieve
the first three - identify, differentiate, and in-
teract -can claim to have achieved CRM and
database marketing (Newel, 2001).

Lately, we could assist to the broad-
en of understanding of CRM and its role in
enhancing customer value and, as a result,
shareholder value. Customer Relationship
Management (CRM) is placed more and
more at a strategic level and enhanced with-
in the company. We could identify five key
cross-functional CRM processes: a strategy
development process, a value creation pro-
cess, a multichannel integration process, an
information management process, and a per-
formance assessment process.

Achieving success with CRM strate-
gy and implementation also means that the
company would pay attention to:

*® customer acquisition, customer reten-

tion and development;

* managing the customer life cycle;

e creating value for customers;

* managing networks for CRM

performance.

The unprecedented developments of
web based technologies allow the companies
to put in place new ways of performing better
CRM activities.We cold mention, among the
newest companies’ preferences, the digital
branding and online advertising ; boundary
rationality and impact on making decisions
in business and organizations; cross-cultural
behavioral variation with impact on business
and organizations.
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The IT resources are now becoming
the engine of successful enterprises, repre-
senting not only the operational base, but
also the means for management, marketing
and communication strategies. The modern
management is mainly based on information
technology, human resources, strategy and
organizational behaviour. This type of man-
agements considers both clear and implicit
knowledge as important strategic resources
and aims to ensure within the company a bet-
ter use of knowledge in terms of individual,
team or organization as a whole. The result is
positive: extraordinary results in innovation,
product and service quality, cost decrease
and continuous update, according to the
market’s requests. In order to face new chal-
lenges, the companies must improve their
digital and technological knowledge and ca-
pacities, in spite of all financial restraints.

The technology world has changed
dramatically during the last decade.
Organizations seeking to find a better way of
differentiating themselves from theirs com-
petitors is taking advantages of these infor-
mation and technologies in order to improve
their competitiveness, efficiency, profit-
ability, brand awareness, and many more.
To address the enterprise needs, this pa-
per explores the way of how companies ap-
proached this modern problem and embrace
the new technologies, as foundation of their
success.

The indubitable fact is that companies
are looking to transform and improve their
IT processes and operations, which are in-
volving increasing levels of complexity. For
example, IT organizations have started by
taking a concerted approach to rolling out
collaborative or mobile technologies across
the enterprise, to managing their portfolio of

applications, also progressing to data center
consolidation and migration to cloud-based
services.

The high volume of information that
a company has, coming both from endoge-
nous and exogenesis sources, is in continu-
ous change, with multiple positive effects on
the business. The company’s informational
resources are connected to those external,
through different methods: email, Internet,
websites, portals resulted to the fact that
the stakeholders have access to more and
more informational resources. They need to
manage a higher data volume coming from
separate sources, to understand and relate
more informed clients, to apply and adapt
to upgraded complex instruments and tech-
nologies, without forgetting the company’s
financial resources. Dedicated digital ap-
plications are developed, and in the same
time they are included in complex integrated
systems.

The enterprises want to get useful infor-
mation from their data to transform business
operations and to remain competitive in their
area of activity. The challenge is aggravated
by new advanced applications that require
instant access to new types and high volume
of data generated by social networks, sensors
and mobile devices, as well as the exponential
increase of data within business applications.

One of the main changes referred to the
fact that 80% of the world’s information is
unstructured. At the same time, access to in-
formation has been democratized, as the in-
formation is (or should be) available for all.
In the new era, the companies need to im-
prove their traditional IT approaches with
technology that allow enterprises to benefit
from the big data era.

The big data era will be led by the
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enterprises that could have at their disposal
new platforms containing: exploration and
development toolsets, visualization tech-
niques, native text analytics, machine learn-
ing, cloud computing, virtualization and
mobility, all based on enterprise stability and
security, among other requisites. The point of
inflexion created by social media represents
a permanent change in the approach of the
organizations. Almost 90% of the informa-
tion in real time created now is unstructured
data. The companies that use this new source
of relevant information are in a very good po-
sition to increase the income, to reinvent the
relationships with the clients and to create a
new brand value. Clients share their experi-
ences in online, providing increased control
and influence over brands. This changed bal-
ance of power from enterprises to clients also
requires new approaches in the marketing
process, new instruments and new challeng-
es, in order to stay competitive. The orga-
nizations that are open to getting relevant
information from social media will be much
more prepared to anticipate future changes
in the market and technology.

But the increase of the information
technologies comes along with the democ-
ratization of information and the consumer-
ization of the IT services, at the same time.
Democratization of information should make
the information available to broad masses of
the people, leading to social equality. The
technology influenced the spread of informa-
tion and at the same time, the dissemination
of information influenced the individuals
and the communities, as well as the way com-
panies are doing business. We are witnessing
a real data explosion. This volume is so huge,
that 90% of the global data were created
during the past two years. The volume, the

variety and the frequency of the information
available on digital sources (such as social
networks, among traditional sources — sales
and market researches) represent actually the
most important challenge that the companies
have to face. The market is changed by the
influence of new generations, with different
access points and information consumption.
Companies need to adapt their strategies and
to answer the new Millennia’s generation’s
requirements.

The drivers of the decisions concern-
ing implementation of new informa-
tion technologies

The new technologies are there and
could be implemented. The question is: are
these organizations ready to adopt the new
revolutionary technologies? Who are the
drivers of this IT transformation? Which part
of the organization should be in charge with
innovation and adopting new technologies
and how they could assess the strategic ad-
vantages and threats which come along with
a new technology? Who is responsible, for
example, for the acquisition of new CRM
software and application, well as well for the
related databases?

Chief Executive Officer (CEO) is the
highest-ranking corporate executive of a
company, in charge of total management of
an organization. The CEO must lead the in-
terests of the company, also take the lead in
the innovation path and develop a manage-
ment culture at the organization level that
recognizes the need to implement corpo-
rate initiatives to achieve corporate earnings
goals. Most CEOs agree on the importance
of IT innovation to business strategies. Still,
most executives say it is difficult to allocate
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appropriate resources to strategy and in-
novation. A recent study indicates that the
money spent on the IT innovation budget is
moving away from innovative business solu-
tions, and moving toward maintaining the
day-to-day IT environment.

Chief information officer (CIO) is re-
sponsible for the information technology in
an organization. The CIO responsibilities in-
clude anticipating trends in the market place
with regards to technology as it is about
ensuring that the business navigates these
trends through expert guidance. At the same
time, the general strategy of the organiza-
tion should be followed and aligned with
the proper strategic IT planning. CIO should
be a consistent contributor in establishing
strategic goals for an organization. The CIO
manages the implementation of the useful
technology to increase information accessi-
bility and integrated systems management.
The prominence of the CIO position has
significantly increased as the information
technology has become more and more im-
portant in the modern organization. The CIO
should lead the technological progress of the
organization.

According to latest studies, CIO men-
tioned as their concerns the followings:

» Understand the IT needs of the busi-
ness side of the company, their prefer-
ences and trends, such as CRM

»Reveal to the CEO and to the board
the link between IT, business strategy
goals and budget formation

» Obtain good knowledge with respect
to company’s vertical and country
markets and challenges

»Identify key business drivers for the
adoption of crucial IT solutions

»Involve in the process of business IT

related decision-making processes.

The main topics of the decade, with re-
spect to business development, are as follows:

e Setting up the business priorities to be

assessed by IT

e IT strategic priorities

¢ IT spending dynamics and sourcing

o IT strategy execution and operations

management preferences, new soft-
ware and hardware solution penetra-
tions and investments priorities.

Knowing the correct trends of IT mar-
ket and making the right investment choices
and decisions are very important for every
company. IT strategies and execution plans
and measures of technology adoption are
present in many large companies. Therefore,
many of these are facing the powerful and
divergent interests of the organizations: CEO
and business managers, the business service
managers (such as HR, finance, legal and
supply chain) and the IT side of the compa-
ny. Ensuring these interests are in alignment
is critical to the success of the strategically IT
decisions being made.

While business and IT executives agree
on intent, they often disagree on delivery and
execution. Both business executives and chief
information officers (CIOs) say IT is a criti-
cal component of their business and that new
technologies will continue to change the com-
petitive landscape. Technology invades all
aspects of current business operations and is
considered a critical innovation tool that can
help support future growth. Delivering on
that promise is the challenge for the IT orga-
nization. But when it comes to execution, IT
professionals and business executives have
very different perceptions. Business leaders
are less likely than their IT counterparts to
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say that IT contributes to various aspects of
business strategy. In fact, nearly half of CEO
agrees that the IT department focuses pri-
marily on day-to-day IT requirements.

Business strategy should emphasize
how organizations enable both businesses
and IT people to execute their responsibilities
in support of business/IT alignment and the
creation of business value from IT enabled
corporation investments.

Establishing the general strategy of the
company should always provide good in-
sights into the management and contribution
of IT within organization. It also takes into
consideration gaining business value from IT.
Today, many organizations use Information
Technology in their planning and execution
of strategy, in order to ensure that IT brings
value to their businesses.

In our opinion, a correct assessment of
new technologies and an early implementa-
tion, in line with the general strategy of the
company, could gain an important advan-
tage for the company, leading to success or
failure of the entire organization.

The list of the newest challenges con-
cerning the emerging technologies could in-
clude: mobile workforce, smarphones and
tablets penetration and usage areals, mobil-
ity strategies, cloud penetration.

The technology innovation combined
with the increased business demands, have
led to the migration of traditional comput-
ing systems towards the smarter computing.
The companies could have different ap-
proaches of this migration, from client-tuned
systems, to the world of appliances, till the
adoption of the entire new technology and
philosophy of cloud. Some of them could ap-
preciate the IAAS concept (Infrastructure as
a Service), PAAS (Platform as a Service) or

SAAS (Software as a Service) depending on
their organizational capabilities and charac-
teristics, their needs and resources, as well as
their expertise and IT behaviour.

IT executives must be able to move be-
yond fixing the past and participate more
actively in planning for their companies” fu-
ture by focusing on the following actions:
maximizing the value of IT assets, reducing
IT complexity, focusing innovation efforts on
the customer and creating a more strategic IT
organization.

Companies that fail to transform their
IT organizations and functions will lag be-
hind their competitors and put their future
growth at risk.

The use of social media in modern
Customer Relationship Management —
a new approach

Thanks to social media, any customer
can now become an editor, a broadcaster or
a critic. Facebook has announced reaching
over 900 million of active users, and each user
posts about 90 announcements per month.
Twitter users send over 200 million messag-
es every day. Modern companies use social
networks to communicate (56% of the execu-
tives consider social networks an important
communication channel), but face difficulties
in obtaining relevant information from the
many unstructured data provided by clients
and potential clients. A big number of com-
panies and organizations are present in these
networks, creating and offering relevant and
official information.

Therefore, social media means any tool
or service that uses the Internet to facilitate
conversations. Social media is the quintes-
sence of the democratization of information,
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transforming people from contents readers
into publishers. But it is much more than
that, because social media is not all about
Facebook and LinkedIn. Social media is an
on-line environment that facilitates the mass
collaboration. It is about social networking,
social creation, social publishing and social
feedback. And all these are powered by so-
cial technologies.

So, as we mentioned before, mass col-
laboration makes the difference. This collabo-
ration includes the employees, the customers
and prospects, as well as all partners. The
community has now something to say about
a company’s marketing and communication,
customer support, innovation and R&D.

The companies discovered that they
could engage their worth clients to partici-
pate in developing their current and future
products and services, for marketing strat-
egies for increasing loyalty and improved
sales. Therefore, one could say (Gartner,
2011) that the great social media success is
about mobilizing communities around a de-
fined and common purpose.

There are many applications of these
developments of social media in business
and organizations. The news arises from the
fact that the individuals and their online be-
havior - interests, aversions, passions - influ-
ence the making of economic choices and
decisions. Practically speaking, there are nu-
merous applications at a business and orga-
nizational level, with a special focus on the
effects of technology implementation and us-
age on economic agents” behavior and deci-
sion-making processes.

We could describe the main impacts of
new technological changes over the business-
es as follows:

® social media is influencing the

branding and advertising issues of the
companies,

¢ social media is dramatically changing
the customers relationship manage-
ment, as we know it,

* Consumers’ online behavior deeply
influences both marketing and digital
marketing in this globalization age.

By using new technologies and analysis
methods, the information can offer many ad-
vantages. For example, the so-called “Oscars
Senti-meter” has combined the daily num-
ber of tweets with the language recognition
technology, in order to identify positive,
negative and neutral opinions included in
the 140 characters messages, about the most
probable Oscar movies. This process is called
“the feelings” analysis”. A similar project was
developed for the Super bowl in USA and
its results have influenced the players” con-
tracts and the value of sponsorship contracts.
Besides this analysis of feelings, the compa-
nies study the posts from social networks
and measure their influence. This is a proof
that companies start to pay an increased at-
tention to the voices that can influence. In
the same time, they offer equal attention to
the “feelings” tendency, to predict the con-
sumer’s opinion on a shopping season, for
example.

Social media is a tool of an increased
importance, very relevant when it comes to
creating a brand, having a relationship with
clients, and increasing clients’ loyalty. All
these factors can be combined to increase
brand awareness and create new business.
“Social culture” is more and more talked
about, and the culture and management of
change represent the base of a real transfor-
mation of a business. Many companies or-
ganize a special agenda for social media, by
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preparing an integrated plan to be more com-
petitive and to have a measurable ROE.

The social component is included in
business processes. For a good evolution, en-
terprises must encourage social behaviour of
thinking and technology within the compa-
ny’s strategy, in areas such as client service,
human resources, marketing, and operations.
Many companies hire a strategist for the so-
cial media zone. This very important person
acts like a lawyer of social media, and works
with the employers to make them under-
stand the importance of social mass media.
They are also responsible for the brand pro-
tection in the online environment.

The idea is for a company to develop ac-
tivities in those fields that are interesting and
important for the community. There is such
an increased activity in social media, that it
can be very difficult for the CEO to pay atten-
tion to the company’s relationship with the
customer in social media.

Just like people tend to use more and
more social media in their personal lives,
companies must include these communica-
tion channels in their plans, to allow their cli-
ents to discuss about — and with — brands in
a real dialogue.

An IBM study, in which over 1700 mar-
keting directors from 64 countries and 19
industrial sectors took part, has shown that
most of the marketing directors admit a rel-
evant and on-going change in the way we
interact with clients. In the same time, the
research shows that the methods used to
evaluate the marketing process are also con-
tinuously changing or updating. The IBM
research has shown that while 82% of the
marketing directors want to increase the us-
age of social media instruments in the next 3
up to 5 years, only 26% constantly read blogs,

42% follow independent analysis and 48%
read consumers’ analysis, to change the mar-
keting strategies.

The point of inflexion created by social
media represents a permanent change in the
approach with clients, according to the study.
The marketing directors that use this new
source of relevant information are in a very
good position to increase the income, to rein-
vent the relationships with the clients and to
create a new brand value. Clients share their
experiences in online, providing increased
control and influence over brands. This
changed balance of power from enterprises
to clients also requires new approaches in
the marketing process, new instruments and
new challenges, in order to stay competitive.

New terms have been embraced by the
companies; such is “social marketing”, de-
scribed as marketing performed on social
media platforms. Still, the marketers do not
agree whether social marketing should de-
finitively become an integral part of the sales
and marketing mix. The idea that transcend-
ed is whether social marketing is worthy of
an investment. Today’s questions are more
sophisticated, exploring scalable, proven
ways to build social media presence and en-
gagement with our prospects and custom-
ers. The enthusiasm for the potential of social
marketing remains strong, as many of the
responsible expect to improve their social
media practices and link them to tangible
business results in 2012.

Many companies have plans to solidify
their social marketing strategy, grow their
social footprint and engage with the audi-
ences for maximum return. Many allocate
resources for social media activities and dis-
cover the top social platforms and social me-
dia management tools they use to make their
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jobs easier, more efficient and impactful.

The truth is also, that executives and se-
nior managers are looking for best results in
the following key areas — RO, integration of
social with lead generation and sales and ex-
pansion of social presence and reach. While
social marketers feel they do not have the
necessary resources to execute initiatives suc-
cessfully, they must meet the expectations of
senior management who demand to see tan-
gible business value. Many and many com-
panies gain experience in social marketing
moving beyond growing social presence and
reach. Their focus will shift to active social
media management for increased lead gen-
eration and sales.

Social presence is measured by a num-
ber of metrics, such as: number of followers &
fans, social mentions across platforms, traffic
to website, share of social conversations, lead
generation, volume of sales and other.

The main social media platforms which
try to get the attention of the individuals and
companies are: Facebook, Twitter, LinkedIn,
Blogs, YouTube, Forums, Flickr, SlideShare,
foursquare, Trumblr . It worth mention-
ing also: Google +, Bestvendor, Getapp,
QQ, Renren, Wiebo (Chinese Social Media),
Podcasts, Pinterest, Proprietary communities.
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