Kinh doanh dién tu

CHU'O'NG 6: QUAN TRI QUAN HE KHACH
HANG PIEN TU

NGi dung

* E-CRM I3 gi ?

= Marketing chuyén d6i

= Qua trinh mua hang tryc tuyén
= Quan tri thu hat khach hang

= Quan tri duy tri khach hang

= Quan tri ma rong khach hang

= Giai phap cong nghé cho CRM

e-CRM la gi




Quan tri khach hang CRM

= MOt cach tiép can dé xay dung va duy tri viéc kinh doanh
trong dai han vdi khach hang.

Quan tri quan hé khach hang dién tu

= Ding cdng nghé truyén thdng dién tir dé t5i da hda viéc
ban hang cho khach hang hién tai va khuyén khich st
dung tiép tuc cac dich vu tryc tuyén.

Chon lua khach hang:
Xac dinh ddi tugng khac
hang DN sé tiép thi
- Muc tiéu cta DN la ai?
/ - Gia tri cia ho la gi?
- Vong dai cla ho?
- Lam sao ti€p can dugc?

Thu hit khach hang:

Tao quan hé vdi khach hang
\ mG&i vai chi phi thdp, muc

tiéu gid tri cao

M@ rong khach hang:
Tang dd sau hodc loai san

pham khach hang str dung

- Y nghia va sy’ phan hoi?

- Ban kém va ban gia tang \
- T6i uu hoa chét lugng DV

- SU dung dlng kénh

Giif chan khach hang:
Céc hoat dong nham gitr chan

khach hang hién tai
- Nhu cdu ca nhan la gi?

- Khuyén khich tiép tuc sr dung - Bling phén doan muc tiéu
dich vu truc tuyén - Chi phi thép

- TGi da hoa chét lugng DV - TGi uu hoa chét lugng DV
- S dung ddng kénh - S dung ding kénh

B4&n hoat ddng tiép thi co ban cua quan tri quan hé khach hang




Cac ('ng dung marketing cia CRM

Hé th6ng CRM hd trg cac (ing dung clia marketing:
= Tu déng hda cho bd phdn ban hang (SFA)

= Quan tri dich vu khach hang

= Quan tri qua trinh ban hang

= Quan tri chién dich

= Phan tich

Lgi ich cua e-CRM

= Targeting more cost-effectively

= Achieve mass customization of the marketing messages
= Increase depth, breadth and nature of relationship

= A learning relationship can be achieved

= Lower cost

Marketing cho phép (Permission
marketing)

= Customers agree to be involved in an organization’s
marketing activities, usually as a result of an incentive

= Godin (1999) suggests that dating the customer involves:
= Offering the prospect an incentive
= Using the attention to teach
= Reinforce the incentive
= Offer additional incentive
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Figure 9.2 A summary of an effective process of online relationship building

Marketing chuyén doi

Marketing chuyén déi (Conversion
Marketing)

= DUng_cac kénh truyén thdng marketing d€ t8i da héa sur
chuyén doi khach hang tiém nang thanh khach hang thuc
su va cac khach hang hién tai trd thanh khach hang
thudng xuyén.

= Agrawal va cdng sur (2001) da phéat trién md hinh thé
diém (scorecard). Ba phan chinh cta thé diém:
= Sy thu hat (Attraction)
= Sy chuyén déi (Conversion)
= Sy duy tri (Retention)




Qui trinh mua hang truc
tuyén

REACH of Channel

Response
efficiency

o
Offine inbound ancuiries [ 110,000
Offine leads

0.50% | [

| RESPONDENTS from Channel | 100,000 | Uniqua visitors

10.0% 5.00%

11,100 | Gnline leads

Conversion to
lead efficiency

| LEADS generated from Channel ‘
Ct

20.0% | [ 1o00% 40.0% |

| OUTCOMES Irom Channel | 2:355 | Online sales

Average value

e cucore | 050
GCost of acquisition per respondent £2 | | £5
Cast of sabe per customer 05 | | £50

Figure 9.3 Multi-channel conversion model

Figure 9.3 A summary of how the Internet can impact on the buying process for a
new purchaser
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Qui trinh mua hang truc tuyén

= 5 |oai ngudi dung web theo Lewis va Lewis (1997):
= Ngugdi tim ki€m thong tin truc ti€p (Directed information-seekers)
= Ngudi tim kiém thdng tin gian tiép (Undirected information seekers)
= Ngugi mua hang truc tiép (Directed buyers)
= Ngu@i “sdn” hang giam gia (Bargain hunters)
= Ngudi tim kiém thdng qua giai tri (Entertainment seekers)

Sy khac nhau giira ngugi mua hang B2C
va B2B

= Cau truc thi trudng (Market structure)
= Ddc tinh ty nhién ctia hang héa

= Loai giao dich (purchase)
= Dich vu: low-volume, high-value
= Stationary: high-volume, low-value

= Loai quyét dinh mua
= Su khac biét vé truyén théng

Chi s6 khach hang thién cam (Net

promoter score-NPS)

= Chi s6 NPS do Il.rdn?1 muc do ¢ ynlg ho tich cuc cong ty d
Itren s6 lugng khach hang hai ong so véi s6 h ong ha|
ong.

= Dugc phd bién bdi Reichheld (2006) trong quyén sich
“Cau hdi c6t t"( The Ultimate Question)

= Cau hoi “Would you recommend [Brand/ Company X] to a
friend or colleague”

= Két qua tr cdu hdi sé phan thanh 3 nhom:
= Nhém khéach hang Ging hd (diém 9-10)
= Nhém khéch hang thu dong (diém 7-8)
= Nhém khach hang khéng hai 1dng (diém 0-6)




Quan tri thu hat khach hang

2 Online PR

1 Search marketing
* Search engine

‘optimization (SEQ)
* Pay Per Click (PPC)
* Trusted feed

* Media alerting services
* Portal representation

+ Blogs and RSS

* Community C2C posts

‘Offline communications

3 Online partnerships

* Link-building
* Affiliate marketing
* Sponsorship
* Co-branding
* Aggregators

Offline communications

o U

1. Advertising Web site 6. Direct mail

2. Personal selling 7. Exhibitions

3. Sales promotion |:> "'::::’:s'i“";' <:| 5. Merchandizing

4. PR 9. Packing

5. Sponsorship - - 10. Word-of-mouth
g 45

4 Interactive ads 5 Opt-in e-mail 6 Viral marketing

* Display ads/banners
* Rich-media

* Dynamic/behavioural
* Sponsorship

* Cold {rented list)

+ Co-branded e-mail

* 3rd-party e-newsletters
* House list e-mails

+ Pass-along e-mails

* Prompted e-mail a friend
* Incentivised

* Media mentions

> Online communications ~ [> Offline communications

Figure 9.4 Online and offline communications techniques for e-commerce

Pédc tinh cua truyén thong
marketing tuong tac

= From push to pull

= From monologue to dialogue

= From one-to-many to one-to-some and one-to-one
= From one-to-many to many-to-many

= From ‘lean-back’ to ‘lean-forward’

= The medium changes

= Increase in communication intermediaries

= Integration remains important




Panh gia hiéu qua cua truyén
thong marketing

0 Volume or number of visitors

1 Quality or conversion rates to action
2 Cost (cost per click)

3 Cost (cost per action or acquisition)
4 Return on investment (ROI)

5 Branding metrics

6 Lifetime-value-based ROI

Lifetime value

Branding metrics

Step 4 Campaign ROI (%)

Step 3 Cost per acquisition (CPA)

Step 2 Cost = Cost per click (CPC) /

Step 1 Quality = Conversion and bounce rate

Step 0 Volume = Unique visitors /

Reach (%)

Figure 9.6 Measures used for setting campaign objectives or assessing campaign

Results

REACH of e-communications 21,700,000 | Ad impressions

£700,000 | Meadia cost

10 visitors)

Atraction 0.23% | Clickthrough rate
efficiency
£32.26 | Cost per mille/thousand (CPM/GPT)
| R NiBTS | 50,000 Clicks (approximately equivalent

£14.00 | Cost per click (CPC)

Sita conversion

8 .
efficlency 33.40% | Conversian rats (Click to quote)

| LEADs or opportunities gmeratad| 16,700 | Opportunity response

£41.92 | Cost per appartunity (CPO)

Lead conversion

etfclancy 10.60% | Conversion rate (Opportunity to sale)

| Number of OUTCOMES delivered | 1,770 | Sales

£395.58 | Cost per sale [CPS)

Figure 9.7 An example of effectiveness measures for an online ad campaign
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Figure 9.10 Stages in producing natural search engine listings

Which are the ranking factors
affecting position In Google SERPs?

=On-page optimization

= Document meta data

= Document content

= Creation of new pages
=Off-page optimization

= Link-building

= External links
= 'Links In"
= *Backlinks’
= ‘Inbound links’
| = AND Internal links

=Behavioural
= Popularity of sites from toolbar

=Google’s search spam filters

Which SEO ranking factors
should I focus on?

= On page optimization:
= <title> tag = 4.9/5
= Keyword frequency and density = 3.7/5
= Keyword in headings = <h1> = 3.1, <h2> = 2.8
= Keyword in document name = 2.8
= Meta name description = 2/5
= Meta name keywords = 1/5
= Off-page optimization:
= More backlinks (higher PageRank)= 4/5
= Link anchor text contains keyword = 4.4/5
= Page assessed as a hub = 3.5/5
= Page assessed as an authority = 3.5/5
= Link velocity (rate at which changes) = 3.5/5

See http://lwww.seomoz.org/article/search-ranking-factors
http://docs.google.com/Present?docid=dc3ghbxg_1217d9mwjwg3




Online Marketing Com-Paid Search

Factors affect returns

= Distribution of daily budget

= Amount bid (Max CPC)

* Clickthrough rate

* Creative quality including creative testing

* Match types especially negative matches

Use of content network

Time-of-day (day parting)

Landing page quality
Click fraud!

*

In Google AdWords, Live Search and Yahoo! Quality Score especially
important

Truyén thong marketing truc tuyén
PR truc tuyén
1. Truyén thong véi phuang tién truc tuyén

. Xay dung lién két

2

3. Blogs, podcasting va RSS

4. Cong dong truc tuyén va mang xa hoi
5

. Marketing véi thuang hiéu dugc thé hién trén website
cua bén thar ba

6. Tao tin don dung marketing lan truyén

Search marketing activities (SEO) Brand engagement activities
Inbound link-building * Surveys and polls

Content creation Audience research:

Blogs Social media inc

Feeds (RSS) user-generated content
Press releases Own blogs and communities
Influencing media owners Influencing media owners &
blogger relations

Buzz-building activities
* Propagating campaign ‘big idea’
Web editorial contacts

Brand protection activities
¢ Social media monitoring
and response:

* Viral marketing * Influencing media owners
* Press & social media releases & blogger relations
* Influencing media owners & * Negative SEO

blogger relations * PPC protection

Figure 9.11 Online PR categories and activities




