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Abstract—The rapid development of digital technology has significantly influenced business strategies and 

customer behavior, particularly in the context of service and sales management. However, many businesses 

still face challenges in managing customer data that is not integrated, which affects service quality and 

marketing effectiveness. This study aims to design and implement an Electronic Customer Relationship 

Management (E-CRM) system to improve customer service and sales performance. The research method used 

is descriptive analysis with data collection conducted through observation and interviews to identify system 

requirements and existing problems. The system was developed using a web-based approach to integrate 

customer data, transaction history, and communication processes. The results show that the implemented E-

CRM system is able to improve customer data management, facilitate customer behavior analysis, enhance 

service responsiveness, and support more targeted marketing strategies. In addition, the system contributes to 

increasing customer satisfaction and loyalty through better interaction and personalized services. In conclusion, 

the development of a web-based E-CRM system provides an effective solution for optimizing customer 

relationship management and improving business competitiveness in the digital era. 
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I. INTRODUCTION 
Technological developments bring changes to many sectors, one of which is the 

business/enterprise world [1]. Technology changes the business patterns both from the 

perspective of the entrepreneurs themselves and from the perspective of customers. 

Consumer behavior is increasingly changing along with the times and the increasingly 

massive development of technology [2]. In the past, when people needed something or 

wanted to buy something, they would go to a store or market to get it; now, with the various 

conveniences brought by technology, buyers do not have to visit a store or market to obtain 

the desired goods, as many things can be done remotely simply through smartphone devices 

[3]. 

E-CRM is one way of managing the relationship between a company and its customers 

to increase customer loyalty in order to enhance the consumption loyalty of the products or 

services offered by the company by utilizing electronic media [4]. With the development 

of the times and the increasing competition in the era of globalization, CRM becomes one 

of the things that play an important role 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]. 
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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 [7]. This strategy includes 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]. 

The absence of a system that supports customer relationship management also limits 

Media Data Computer's ability to formulate accurate marketing strategies. Promotional 

activities carried out are still general in nature and not based on customer data analysis, 

resulting in effectiveness that has not yet reached optimal results. In the midst of business 

competition in the digital era, deep understanding of consumer behavior and preferences 

becomes a key factor in increasing customer loyalty. Therefore, a system is required that 

not only functions as a customer data storage, but also is capable of generating strategic 

insights to support the improvement of service quality and drive sales growth [9] [10]. 

Currently, customer management at Media Data Computer is not yet optimally 

integrated into a comprehensive system. Although transaction and communication 

processes have utilized technology, sales data storage is still scattered across various 

platforms that are not interconnected. As a result, the service process becomes less efficient, 

product information is often not conveyed properly, and the company struggles to conduct 

a thorough analysis of customer needs. Without a centralized system to manage customer 

data, these conditions indicate the lack of an integrated E-CRM system capable of 

effectively supporting customer satisfaction analysis, complaint management, and the 

generation of data-driven product recommendations [11]. 

Sales of computer products and supporting devices at Media Data Computer experience 

inconsistent fluctuations from month to month. Some product categories show an increase 

in sales, while other categories actually experience a decline in the following period [12] 

[13]. This instability indicates that sales achievement has not been fully optimal and is still 

influenced by various factors, both from the side of consumer needs and preferences, as 

well as from the effectiveness of the service and marketing strategies implemented by the 

company [14] [15]. This condition shows that Media Data Computer needs a more directed 

and systematic strategy in managing customer relationships [16]. 

In addition, the increasing number of competitors in the Kisaran area offering various 

attractive promotions, fast services, and more structured online ordering has put Media 

Data Computer in a more pressured position. Customers tend to choose providers that offer 

the best experience, not just cheaper prices . The company's unpreparedness to adopt digital 

technology can lead to a decline in customer loyalty and may impact overall sales. This is 

increasingly evident as many customers switch to making purchases through marketplaces 

that offer transaction convenience, product reviews, and automated after-sales services 

[17]. 

To address these challenges, the development of an E-CRM system has become one of 

the highly needed solutions [18]. E-CRM allows companies to integrate customer data, 

transaction history, service notifications, and interactive communication through digital 

platforms [19]. This system can also be used to analyze customer behavior so that 

companies can formulate product offering strategies that are more targeted [20]. The 

implementation of E-CRM also supports the improvement of two-way communication 

between customers and companies, whether in handling complaints, service requests, or 

the process of purchasing new products [21]. 

 

II. METHODOLOGY 
Media Data Computer is a business that operates in the sale of computers and 

information technology devices. This business serves various customer needs such as 

purchasing computers, laptops, and supporting accessories, as well as device repair 

services. Along with the increasing public demand for digital technology, especially in the 
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fields of education, work, and business, the demand for computer products has also 

increased. However, on the other hand, Media Data Computer faces significant challenges 

in retaining existing customers while attracting new ones. These challenges are related to 

the importance of structured and integrated customer relationship management to 

understand customer needs, preferences, and satisfaction levels. This situation causes the 

service process to become less efficient and makes it difficult for the company to analyze 

customer behavior, needs, and satisfaction levels. This research has the following stages: 

 

 
 

Figure 1. Research Stages 

 

A. Problem Identification 

Problem Identification is a crucial stage in the research process. At this stage, researchers 

identify problems experienced by Media Data Computer. One of the problems at Media 

Data Computer is income instability, which requires different strategies to increase sales 

profit, improve loyalty, and attract new consumers. 

 

B. Data Collection 

At this stage, data collection was carried out through interview and observation methods at 

Media Data Computer, located in Kisaran, Indonesia. Observations were conducted to 

directly examine the ongoing service, sales, and customer management processes, 

particularly in how customer data is recorded, managed, and utilized in daily operations. In 

addition, interviews were conducted with the business owner and staff to gather detailed 

information regarding existing system limitations, customer service challenges, and 

marketing strategies currently applied. The data were collected to identify key problems 

related to customer relationship management, including data fragmentation, lack of 

integration, and limitations in analyzing customer behavior. These findings serve as the 

basis for designing an appropriate E-CRM system that aligns with the actual needs and 

conditions of the business. 

 

 

 

C. System Analysis 



ITEJ June-2026, Volume 11 No 1 Page 23 - 34 

26 

 

After data collection, the researcher continued by analyzing the system implemented by 

Media Data Computer. In this way, it is hoped that the researcher can find solutions and 

solve the problems being faced. 

 

D. System Design 

System design is an activity that designs and determines how an information system is 

processed from the results of system analysis so that this system can meet user needs. At 

this stage, the researcher designs a system that can be used by Media Data Computer. This 

application helps business owners provide accurate and timely information to customers in 

real-time. In addition, this application also makes it easier for business owners to track sales 

and customer data [22]. Thus, business owners can provide services that meet customer 

needs. 

 

E. System Development 

In system design, there are several software programs used, including: the Laravel 

framework, XAMPP, Chrome, Sublime Text, PHP MySQL [23]. In addition, some 

hardware used in the design process includes an Intel Core i3 processor, 8GB memory, 

Mouse, Keyboard, and Printer. 

 

F. System Trial 

System testing is a process carried out by researchers to ensure that the system created 

meets expectations [24]. Thus, if there are errors in the system, they can be minimized. 

Researchers conduct this system testing to obtain results that are accurate, precise, and 

appropriate. 

 

G. System Implementation 

System implementation is the process carried out to realize the approved system design, 

such as conducting testing, installation, and starting the use of the new system. System 

implementation is the stage where the system is prepared to be operated. 

 

III. RESULT AND DIISCUSSION 
 

A. Analysis Data 

The following is the sales data at Media Data Computer which can be seen in Table 1 

below. 

Table 1. Transaction Data 

No Category Sales (Unit) 

Jan  

2025 

Feb 

2025 

Mar 

2025 

Apr  

2025 

May 

2025 

Jun 

2025 

Jul  

2025 

Aug 

2025 

Sep 

2025 

Oct 

2025 

1 Laptop 5  4  3  5  3  6  4  6  4  4  

2 Computer 4  3  3  4  3  2  4  3  3  4  

3 Accessories 3  3  4  5  3  4  5  3  4  6  

4 Printer & 

Periferal 

2  3  1  5  4  2  4  2  3  4  

5 Service & 

Installation 

4  4  4  3  3  4  2  5  4  3  

Total 18  17  15  22  16  

 

18  19  

 

19  

 

18 

 

21  
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B. Design System 

The design of this E-CRM system uses a use case diagram with the aim of explaining the 

system users in detail [25]. The following is the design of the use case diagram in figure 2. 
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Figure 2. Use Case Diagram 

 

C. Implementation System 

1. Account Registration Page 

The customer account registration page is a website page view that can be accessed 

by users if they want to create a new account to log in to the website. 

 
Figure 3. Account Registration Page 



ITEJ June-2026, Volume 11 No 1 Page 23 - 34 

28 

 

2. Login Page 

The customer login page is the website page view that will be accessed by users to 

enter the main page of the website, after performing account verification to log in 

to the main page view of the website after logging in. 

 
Figure 4. Login Page 

 

3. Home Page 

The main page of the website after login is the webpage view that can be accessed 

by users once they have verified their account to log in to the main page view of the 

website after login. 

 
Figure 5. Home Page 

 

4. Product List Page 

The product list page is a website page display that will show all the products 

available in the store. 
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Figure 6. Product List Page 

 

5. Order Cart Page 

The order cart page is a website page view that will display the follow-up from the 

product detail page. If a customer places an order for one of the items on the product 

page, they will be redirected to the order cart page. 

 
Figure 7. Order Cart Page 

 

6. Order Checkout Page 

This page is a follow-up from the order list. It contains order details, invoice code, 

shipping cost, and the customer's address. 



ITEJ June-2026, Volume 11 No 1 Page 23 - 34 

30 

 

 
Figure 8. Order Checkout Page 

 

7. Customer Transaction Page 

This page is a follow-up to the checkout page display. On this page display, there 

is a list of all orders from unpaid to completed orders. 

 
Figure 9. Customer Transaction Page 

 

8. Payment Proof Upload Page 

The payment proof upload page is the website page display that will appear when 

the customer has confirmed making a payment for an order on the payment 

transaction page display. 
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Figure 10. Payment Proof Upload Page 

 

9. Product Review Page 

The product review page is used for customers to provide ratings and comments 

about the service and quality of the products they have ordered. 

 
Figure 11. Product Review Page 

 

Discussion 

The implementation of the E-CRM system at Media Data Computer provides 

significant improvements in customer service and sales management. Based on the 

results of system implementation, customer data that was previously scattered 

across different platforms is now integrated into a centralized database, allowing 

easier access and more efficient data management. This integration enables the 

company to better understand customer profiles, transaction history, and purchasing 

behavior. 

Furthermore, the availability of features such as product reviews, live chat, and 

transaction tracking enhances interaction between customers and the company. 

These features improve service responsiveness and allow customers to obtain 

information more quickly and accurately. As a result, the quality of customer 

service increases, which contributes to higher customer satisfaction. 
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In terms of sales performance, the system supports more targeted marketing 

strategies by utilizing customer data analysis. Promotional features such as 

discounts, vouchers, and reward points encourage repeat purchases and strengthen 

customer loyalty. In addition, the online ordering system simplifies the purchasing 

process, making it more convenient for customers and potentially increasing 

transaction volume. 

Therefore, the implementation of the E-CRM system successfully addresses the 

initial problems related to data fragmentation, inefficient service processes, and less 

effective marketing strategies. The system contributes to improving operational 

efficiency, enhancing customer relationships, and supporting business 

competitiveness in the digital era. 

 

IV. CONCLUSION 
Research on the application of E-CRM for the marketing system at Media Data 

Computer Kisaran store leads to several conclusions, namely that with the implementation 

of the E-CRM method at Media Data Computer Kisaran store, customers find it easier to 

search for information regarding products and items available in the store. Customers can 

also place orders directly without having to come to the Media Data Computer Kisaran 

store in person, and the implementation of the E-CRM method in the marketing system of 

Media Data Computer Kisaran store includes E-CRM features in the store's marketing 

system, which comprises several services aimed at improving customer relationships. The 

system provides discount features that can attract customers' interest in making purchases. 

Additionally, there is a live chat feature that allows customers to communicate with the 

store to inquire about product information. Customers can also leave comments after 

making orders so that they can serve as a reference for other customers. This system is also 

equipped with a product delivery tracking feature so that customers can know the status of 

their ordered items. In addition, there is a customer testimonial page that displays user 

experiences regarding the products or services provided. To increase customer loyalty, the 

system provides vouchers and reward points that can be used as discounts on the next 

purchase. The system also provides a dedicated blog containing various information about 

products and the developments in electronic technology available at Toko Media Data 

Computer Kisaran. 
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