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A Research of Building Brand Loyalty by CRM

Abstract

With the development of marketing economy, competition in the brands is
serious. Because of the science technology, products are tending to be the same.
Among the brands, especially the developed brands, competition is not only about
product or service, but aso about customer relationship. More and more corporations
realize that brand loyalty is a vauable treasure, and the effective customer
relationship management can improve the brand competition ability.

Appearance of Customer Relationship Management attributes to the following
things: changes of the marketing drive, corporations’ inside needs and the information
technology development. With the topic of CRM builds brand loyalty, a series of
relative problems are discussed in the paper. Firstly, CRM researching situation,
connotation of CRM (CRM idea, CRM marketing policies and CRM system) ,
definitions of customer and Customer Relationship Management are summarized. The
viewpoint is put forward that brand loyalty is the goal of Customer Relationship
Management.

Secondly, the theory about brand loyalty is introduced. Based on the theories of
marketing, communication and psychology, it is proved reasonable and operational
that CRM can build brand ioyalty. Then, its principle and process are anayzed. CRM
influences brand loyalty through customer value and customer satisfaction. As to its
operation, CRM system, three main marketing policies are analyzed.

Thirdly, taking IKEA CRM as a case study, its CRM operation and the successful
experiences are concluded in this research. At the same time, in practice, it proves that
CRM isagood way to build brand loyalty.

Key Words. CRM; Brand loyalty; Customer relationship
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