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Abstract: Digital Customer Relationship Management (d-CRM) is an evolution of traditional CRM that focuses on the use of digital technology to manage customer relationships. In the context of e-commerce, “d-CRM” is a very important role in improving service quality through personalization, automation, and deeper utilization data of customers. This paper aims to explore how “d-CRM” can be applied in e-commerce platforms to improve service quality, customer satisfaction, and loyalty. By reviewing a case study on CV Bintang Raya Plastik and the literature, this article highlights the benefits of “d-CRM” and the challenges it in implementation.
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INTRODUCTION
The development of information technology and the internet has changed many aspects of the business world, including the way companies interact with customers. One of the important elements in maintaining business sustainability and long-term success is effective customer relationship management. In the context of e-commerce, Digital Customer Relationship Management (d-CRM) is a strategy used by many companies to improve service quality, customer satisfaction, and loyalty through the use of digital technology.
In the digital era, businesses need to adapt their customer relationship management (CRM) strategies to be able to interact and retain customers effectively (Kumar, 2018). Digital CRM utilizes technologies such as artificial intelligence (AI), big data analytics, and marketing automation to improve customer experience, make data-driven decisions, and create more personalized marketing campaigns (Ledro, 2022).
The main goal of d-CRM is to make it easier for companies to manage interactions with customers efficiently and more personally. In an era where customers have instant access to a variety of products and services, providing a superior customer experience is a more differentiating factor. By integrating d-CRM with e-commerce platforms, companies can provide faster, more responsive, and more relevant services.
Traditional CRM focuses on collecting and managing customer information through manual processes and limited software. The goal is to maintain customer relationships, increase satisfaction, and manage sales through a centralized data center. This approach makes it easier for businesses to track interactions, sales activities, and identify opportunities for cross-selling or up-selling.
However, traditional CRM has its drawbacks, such as reliance on manual processes that are slow respons, inaccurate, and difficult to scale up (Reinartz, 2004). In the fact,  the old CRM systems dificul to provide real-time customer data analytics, not optimal in decisions making and lost opportunities (Kumar, 2018).. The growth of technology and digital channels has transformed the way companies interact with consumers (Trainor, 2012). The traditional approach to CRM, which focuses solely on managing customer data and improving satisfaction, is no longer adequate to meet the demands of today’s increasingly connected customers (Choudhury, 2014). Today, companies are adopting digital CRM that emphasizes real-time, personalized, and seamless customer experiences across multiple devices. The differentiation of traditional and digital CRM, is the data-driven approach that enables a deeper understanding of customer needs in the real time (Kumar, 2018).

METHOD
This SIM-SIS research uses the Prototype Method, which is one of the software development methods that uses an approach to create designs quickly and gradually, so that they can be immediately evaluated by users or clients. In this method, developers and clients work together and interact during the system prototype creation process. Often, clients only provide a general definition of what they want without mentioning in detail the input and output processes of the system to be created. To overcome this ambiguity, good cooperation is needed between the two so that developers truly understand the client's needs. Thus, the system designed will be more interactive and in accordance with needs.
The Prototype Method according to Pressman (Pressman, 2010) begins with gathering needs. Developers and clients meet to define the main objectives of the software, identify needs in terms of input, output format, and interface appearance. After that, a quick design is carried out. The results of this quick design are then tested and evaluated. A complete explanation of the prototype method will be explained through the image on the next page.
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Figure 1. Metode of Prototype

Based on the results of the system requirements analysis that has been carried out, the next stage in the system development cycle is system design. At this stage, functional requirements definition activities are carried out as well as preparation for the design and implementation of the system to be created. This stage will also explain several important aspects in system design, such as Block Diagrams, System Flow, Input-process-output (IPO), Context Diagrams, Data Flow Diagrams (DFD) which describe data flow in the system, and Entity Relationship Diagrams (ERD) which show the relationship between tables in the database. ERD includes the Conceptual Data Model (CDM) and Physical Data Model (PDM), both of which describe the tables in the database that will be used to support data storage in the application. At DFD Level 0, the processes and data flows of the entire system as a whole are described.
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Figure 2. DFD Level 1

RESULTS AND DISCUSSION
Results
CRM is not a new concept in business management, but with the development of technology, there has been a change in its implementation in companies (Muhtadi, 2018). Since the advent of sales automation software (SFA), CRM has shifted its focus to one-to-one marketing. SFA helps automate routine tasks such as tracking contacts and predicting customer prospects  (Olomu, 2019). The goal is to give salespeople more time to focus on sales activities rather than administrative work.
In general, CRM is a part of marketing that focuses on customer relationships with the aim of increasing long-term profitability. The focus of CRM has changed from transaction-based marketing, which emphasizes acquiring new customers, to customer retention through effective relationship management (Adithya, 2021).
CRM is a more sophisticated and complex application because it is able to mine customer data from every point of interaction. This allows for a comprehensive view of customers, so that their habits can be analyzed (Haryanto, 2018).
Technology that tracks and analyzes customer behavior allows companies to identify the best customers. In this way, marketing strategies can be focused, and rewards are given to loyal customers (Komalasari, 2021). Understanding customers in depth allows companies to interact, respond, and communicate more effectively, which ultimately increases customer retention (Endrawati, 2018).
Technological innovation, increasing competition, and the internet world are some of the factors that facilitate one-to-one marketing initiatives between companies and customers (Lam, 2019). This one-to-one relationship allows companies to customize shopping experiences, predict purchasing patterns, attract customers with special offers, evaluate the economic benefits of each customer, and build long-term, mutually beneficial relationships (Courchesne, 2019).
The rapid growth of e-commerce presents new challenges for companies looking to develop e-commerce strategies. This is due to the nature of information technology that continues to develop without stopping (Cahyono, 2018). The main concern of companies in e-commerce promotion strategies is the loss of customers due to competitors who are able to implement better e-commerce strategies (Abdiansyah, 2021).
E-commerce has attracted the attention of many researchers since its emergence, so its definition has varied. Roger Clark defines e-commerce as the activity of buying and selling goods or services through communication tools, while Jerry Ellison describes it as an electronic contract for the exchange of value using information and communication technology (Kethineni, 2018). Anil Khural added that e-commerce involves the use of internet technology, computers, and software to send and receive product data, orders, and other information needed by customers, suppliers, or the public (Babenko, 2019).
Based on these various definitions, e-commerce can be interpreted as:
a. In a narrow sense, e-commerce is a financial transaction via the internet or a private communication network that involves the purchase or sale of goods and services, as well as the transfer of money (Chen, 2021).
b. In a broad sense, e-commerce covers all business relationships between various actors through the use of internet technology (Zaelani, 2019).

Discussion
The following is the implementation of the digital CRM interface in the e-commerce system in improving the quality of service at CV. Bintang Raya Plastik. The main page of the CRM-based e-Commerce application at CV Bintang Raya Plastik provides limited access rights for customers who have not registered as members. They can only view products, view company profiles, FAQ services, and view other registered members. However, they cannot send messages to the admin or make product requests and orders.
The main page of the CRM-based e-Commerce application at CV Bintang Raya Plastik provides limited access rights for customers who have not registered as members. They can only view products, view company profiles, FAQ services, and view other registered members. However, they cannot send messages to the admin or make product requests and orders.
Full access rights will be given after the customer registers and confirmation is made by the admin. Customers or prospective customers must first log in to the system in order to exchange data and information on the CV Bintang Raya Plastik website. The main page of the CV Bintang Raya Plastik website has several menus, namely homepage, profile, products, shopping cart, catalog, and contact us. The profile menu contains information about the company CV Bintang Raya Plastik, while the product menu contains information about the types of products sold. The shopping cart functions to store products ordered by customers. The how to buy menu provides guidance on the ordering, purchasing, and payment processes. The catalog contains a list of products sold and can be downloaded by customers. Meanwhile, the contact us menu is used for confirmation or to provide criticism and suggestions. To be able to carry out the customer login process and the registration process, users must access the website address, then enter a username and password to log in (shown in Figure 3). 
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Figure 3. Dialog Screen of Customer Login

On the product page, there is detailed information about the products sold. Customers can also view the company's complete product catalog, access product information and place orders (Figure 4). To view product information, click the Detail button in the lower right corner of the product box, then a Frame will appear containing details of the selected product as in Figure 5. After finishing selecting a product, customers can update the shopping cart, such as adding the number of products they want to buy or adding other products, as shown in Figure 5.
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Figure 4. Dialog Screen, Main Customer Dashboard
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Figure 5. Dialog Screen Details Product
Next, to order a product, click the Order Now button at the bottom of the product box. And an IFrame will appear containing the Product Order Form as shown in Figure 6. Then after the order is successful, the Order Basket menu will display a Notification Icon indicating the number of orders made by the customer as shown in Figure 7.
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Figure 6. Dialog Screen Product Order 
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Figure 7. Dialog Screen, Box Product Order

The notification icon in the order basket is in the form of a number indicating the number of orders that have been made by the customer and have not been confirmed by the administrator. And if the number of orders in the order basket has reached the maximum order limit of 5 orders, the customer cannot order the product. If the customer places an order after having 5 unconfirmed orders, a notification message will appear as in Figure 8
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Figure 8. Dialog Screen, Full fill Order

To see orders that have been made, click the Order Basket menu and a frame will appear containing order data that has not been confirmed by the administrator, as shown in Figure 9.
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Figure 9. Dialog Screen, List of Box Order

If the order has been confirmed by the administrator, the customer will receive a confirmation message that the product order is accepted or rejected by the administrator. The order confirmation message will be displayed in the Message menu in the customer's Inbox with a Message Notification Icon containing a number stating the number of unread incoming messages. For more details, it will be displayed in Figure 10.
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Figure 10. Dialog Screen, list of Product Order

It can be seen in Figure 11 that there is an incoming message notification icon indicating that there is an incoming message that has not been read by the customer. In this discussion, the incoming message contains a confirmation of the order made by the administration. To see the incoming message, click the Inbox menu and it will appear as in Figure 11.
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Figure 11. Dialog Screen Customer Communication

CONCLUSION
Digital Customer Relationship Management (d-CRM) in the context of e-commerce plays a vital role in improving service quality and customer experience. With the ability to personalize interactions, automate processes, and analyze customer data, d-CRM enables companies to deliver more efficient and relevant services. While there are some challenges in its implementation, the long-term benefits of d-CRM can provide significant competitive advantages for e-commerce companies.
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