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1. INTRODUCTION

Business competition in Indonesia is now increasing, so many entrepreneurs or sellers are
looking for ways to retain or acquire new customers (Erlangga, 2022; Kristiansen et al.,
2003; Suyono et al., 2016). If observed, the real essence of competition today is more on
how companies are fully aware of who their marketing targets are, how high the quality of
their products is, and how to provide good service to customers (Kotler et al., 2019; Matzler
& Hinterhuber, 1998; Vandermerwe & Rada, 1988). Therefore, as information technology
develops, it is necessary to apply a better strategy by implementing an information
communication technology product that can help this business become more effective in
improving marketing services and can support better decision making for business owners
(Belvedere et al., 2013; Berry & Parasuraman, 2004; Song & Song, 2010). The way to
promote and sell East Sumba's woven woven cloth which is currently underway is still
done manually, namely by using brochures and participating in cultural exhibition
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activities. However, the manual method is less effective and has several drawbacks such
as requiring time, money and effort for both customers who want to buy woven fabrics and
for making and distributing brochures (Abernathy et al., 1999; C. Anderson, 2006; Von
Hippel, 2009).

Implementation of the East Sumba woven textile marketing system using a website-
based Customer Relationship Management (CRM) method in order to establish
relationships with customers, especially such as finding data information about woven
woven fabrics. One of the advantages in improving services is by applying the concept of
Customer Relationship Management (CRM) (J. L. Anderson et al., 2007; Orenga-Rogla &
Chalmeta, 2016; Sharp, 2002). Customer Relationship Management (CRM) is a business
philosophy that describes a strategy for placing the client at the center of processes,
activities and culture.

This system is a group of elements that are closely related to each other, which
function together to achieve certain goals (Kozlowski & Ilgen, 2006; Marks et al., 2002).
The system is also a collection of equipment components model requirements, functions
and interfaces (Pritschow et al., 2001). The system is a group of integrated elements with
the same intention to achieve a goal.

Sales activities consist of transactions of goods or services either on credit or
services to obtain other resources such as cash or promises to pay (receivables). Sales is a
major company activity in obtaining revenue, both for large companies and small
companies. Sales is the ultimate goal of marketing activities, because in this section there
are price fixing, negotiations and agreements for handing over of goods, as well as payment
agreements agreed upon by both parties, so that a point of satisfaction is reached(Suzan,
2020).

The sales information system is defined as a sales statement, activities will be
explained through procedures which include a sequence of activities from the time the
order is received from the buyer, checking whether the goods exist or not and continuing
with the delivery of goods accompanied by making invoices and keeping records of
applicable sales (Cahyo & Candiwan, 2020; Pass et al., 2004; Syahputra, 2020).

According to Anita B. wandanaya, A website can be defined as a collection of pages
displaying text data information, still or moving image data, animation data, sound, video,
and or a combination of all of them, whether static or dynamic nature that forms a series
of interrelated buildings where each is connected to a network of pages (Hyperlink)
According to Alexander F.K. Sibero Web is a system related to documents used as a
medium for displaying text, images, multimedia and others on the internet network. From
the opinions stated above, it can be concluded that the Web is a service that can be
connected to the Internet by computer users, whether in the form of interactive text,
images, sound or video and has the advantage of linking one document to another
(hypertext) that can accessed via a browser.

Utaminingsih (2015) states that since the early 1990s, what is called Customer
Relationship Management (CRM) has begun to develop. Customer Relationship
Management (CRM) bridges the gap between rapid technological developments and
changes in the enterprise business ecosystem. Most of Indonesia includes small and
medium size enterprises (SMEs). Small and medium size enterprises (SMEs) can also
benefit from the role of CRM to grow their business.

Setiawan and Saputra (2015) state that Customer Relationship Management is a
strategy that is widely implemented to manage relationships between companies and
customers, and potential customers (Syahputra, 2020).

Customer Relationship Management is a business strategy consisting of software
and services designed to increase profit, revenue and customer satisfaction. The trick is to
help various forms of companies to identify their customers correctly, get more customers
faster, and maintain customer loyalty (Chen, 2020).
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The internet itself comes from the word Interconnection Networking, which means
the connection of many computer networks of various types and types, using types of
communication such as telephone, telephone, and others. In managing the integration and
communication of this computer network using the protocol, namely TCP / IP. TCP
(Transmission Control Protocol) is in charge of ensuring that all connections work properly,
while IP (Internet Protocol) transmits data from one computer to another. TPC / IP in
general functions to choose the best route for data transmission, choose an alternative
route if a route cannot be used, organize and send data transmission packets

2. RESEARCH METHOD

Research procedures are a series of activities carried out by a researcher regularly and
systematically to achieve research objectives starting from the beginning of data collection
to conclusions. This research procedure applied as a research guide in conducting research
in order to achieve the expected results. The flow of research procedures is shown in Figure
below :

Data Collection

v

Analysis

v

Planning

v

Implementation CRM Website

v

Testing

v

Result

v

Maintenance

Figure 1. Based on the steps of the flow chart

Data collection, At this stage the collection of data or information related to the
research is carried out. The collection of data and information is carried out by means of
observation, interviews, and literature study.

Analysis, At this stage data processing is carried out into information related to
data on East Sumba woven fabrics so that these characteristics can be understood and
useful for solving problems, especially problems related to research on the marketing of
East Sumba woven fabrics.

Design, At this stage it is made based on the needs analysis that will be carried out,
and is used to build a system in marketing services for woven woven fabrics to get a clear
picture of what is being done in system analysis, then proceed with thinking about how to
form the system.

Implementation of Customer Relationship Management (CRM) websites, The
implementation of this information system for woven motifs in the province of NTT uses
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the PHP programming language and is connected to the MySQL relation database
management system. To build an interface that fits the database. At this stage, the
Implementation of a Website on Customer Relationship Management (CRM) is carried out
which aims to make it easier for customers and the Weaving Gallery to build relationships
between the two parties so that there are no gaps and facilitate information related to the
marketing of woven woven fabrics. By implementing this application, it is hoped that
customers will know more about synchronous woven fabrics and can make it easier to
order woven fabrics at the East Sumba Ikat Weaving Gallery.

Testing, at this stage, testing is carried out again on the application, if the program
has an error, it will return to the system design that will be made.

Results, the result of this study is that an application of Customer Relationship
Management (CRM) in marketing services for East Sumba Ikat woven fabric based on the
Web is able to increase the marketing reach of woven Ikat and make it easy for customers
to obtain information about woven Ikat. If the results are as expected, this stage is declared
successful.

Maintenance, at this stage maintenance is carried out on the application and aims
so that the existing system can run properly so that it is in accordance with functional
standards and system quality.

System Analysis and Design

The East Sumba Ikat Weaving website is an information presentation service that uses
the concept of a hyperlink (link), which was created to help the public be able to view and
access the network directly through browsing on the internet, to place orders or access
information about East Sumba Ikat Weaving. This website requires an internet connection,
because the information accessed is sent via a mysql database whose admin is directly
from the manager of the East Sumba Ikat Weaving cloth gallery. To view information or to
place an order for East Sumba Ikat woven fabrics, you can browse the internet. Meanwhile,
to update information, the admin will interact with the information update website page.
This website is made with a simple Blog or Blogger so that it can make it easier for users
to access the internet. Users can access information on East Sumba Ikat woven fabrics
using the internet. The user can determine the information that has been selected and the
system will process it according to the results selected by the user. Website services are
implemented on laptops or PCs to update information and view lists of woven fabric orders.
All devices must be connected to the internet. Web service connects between mobile and
web applications.

3. RESULTS AND DISCUSSIONS

Implementation

The East Sumba Ikat marketing website was created to produce a website that is able
to market woven fabrics and provide information about woven fabrics in East Sumba. This
website makes it easy for the public to access information on East Sumba woven fabrics.
The implementation stage is the stage after conducting system analysis and design, where
on this website you can find out or access it through browsing. The process of
implementing this woven fabric marketing website can be seen in Figure below:
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Figure 2. Implementation of the East Sumba Ikat Woven Website Application

The implementation of the application in Figure 2 consists of 3 components, the admin
manages information, marketing and customer data stored on the website server, the
public or visitors as users can access information about the marketing of East Sumba
woven fabrics through the website.

Use Case Diagrams

In the use case image of this application, the user directly interacts with the system.
Users are free to view information through browsing. In the information selection menu,
woven fabrics are presented, namely information on the profile of East Sumba woven
fabrics. The information menu is used to view information related to woven fabrics. For
admin actors, they will manage information data and order through the website. For a
more detailed explanation of the website, you can see the use case in the following figure:

Display Fabric
Data

Fabric Order

Figure 3. Use case diagram of East Sumba Woven Cloth

Admininistrator Visitors

Graphical User Interface (GUI)
The following is the login page of the admin, the admin login page is the
administrator page for managing East Sumba Woven Fabric data can be seen in the picture
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Figure 4. User Management

Fabric data page where users access the East Sumba Woven Fabric Promotion
Information System, and view fabric data consisting of fabric descriptions, fabric prices,
and fabric sizes.
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Figure 5: Fabric Data Managemet Pge
4. CONCLUSION

Based on the results of the research and discussion on the implementation of Customer
Relationship Management on the marketing website for East Sumba woven fabrics, it can
be concluded that the East Sumba woven fabric website is a website that can provide or
present information regarding the marketing of East Sumba woven fabrics. Marketing of
East Sumba Ikat by utilizing Customer Relationship Management on this Ikat website has
increased the marketing reach of Ikat and makes it easy for consumers to get information
about East Sumba Ikat, development suggestions that can be considered are
personalization of Customer Experience, use of Interactive Platforms, development of
Engaging Content, enhancement of Data Analytics, Partnerships and Collaborations.
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