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Abstract
Electronic customer relationship management which is the integration of the
principles of customer relationship management, and information technology as a tool to
manage. Is a marketing strategy that works effectively with both the business and non-profit
agencies such as Social Studies, etc., to meet the needs of our customers quickly and easily.
Promote good relations between customers and institutions, and durable. As a result, the

institution has a good image and can survive under rapidly changing social context.
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