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~ Arthur Hughes, Why Database Fails, 2000 -

Marketing ZI&}2] B X(Lack of Marketing Strategy)
MH|2 BOk= 71& SAke ing on Price Instead of Service)

A 4142193 2t (Getting the Economics Wrong)

33, 7] T2ME 135 (making the project too big and take too long)

3} WMol ZRM Zh}(Faiture to track results)

24 2= 2 230l X|ZBuilding Models instead of relationships)

Lj&t 7o)l I} B 9 & (Building the Database In-House)

2 ZAlo| X1t HAIA #El(Fallure to change organization and compensation)
2213t Sponsorship2] S XlLack of A Fo;coful Leader)
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" Your Best Customer,
80% of Revenue

Spend Service
Dollars Here Loyalty
Reduce Cost 28

i}
Your Best Hope for ﬂ increase Revenue

Spend Marketing
ew Gold Customers

Doltars Here

Ii I% ‘

Potential
Value

Reduce
Acquisition cost
Reactivate or [

Aschi
ve Demarketing <= Present 0ry, 5

Value

1% of Total
Revenue

I

Source : Arthur M, Hughes, The Complete Database
Marketer, Revised Ed., 1996.)

-37-




CRM(]] LH3 XBtA Assessment

- i . . ] /4
[ wmacosaseinr | . §§Z . 0813%}?&%;o
. - . ' . i
[ ssmwmmmew | Bg@ A
[ axzzowwedn | TasEr - AHOE

— A Yes <=9 No
_AYmUAEENwSN |

2% DA 01 B FH0 w2IN?)

DA FWMZS 0150 RN |

|
|
l

A=l E3} AFEHQIO}? ]

CRM =Xl S& : Review

I8 M S (customer fidelity) 212

WS 0N & MUlA HE

+E 52 0 xj2E S0 FWAHEA| XS
£2140] 22 P8 INE WL WY INoR R
22} Bl(cross-selling), 4% Hl(up-selling) S22
. UG i SN

@ 22 Mujae] &Y 843 HIS FT

ORCECRCEDRS

« * DW(EA CRM)= CRME #2! Infrag] A& ateC).’
-> DR S A SN RN ZACR DW/DME YAEI0{0F BCh
« ¢ 23 Data MY B U ¥R AlLI2I2 210] DWRE] F&32D dic)
« DWE MEE, MNER o2 J20A owilk F& 8= g
-> g}, Pilot/Test, M'd MAE $i8t T2 JEIR A|2W F&HTI0f D2E]0j0} #iC).
- ¢ N WA o SR CIE ZH/IRN0] KL}’
-> L% el=iof kSt {xpRKo0] ER34CH
o ¢ 2 M SAUE Y2 MAS22 Ya|dX| 28C}
-> X 39 HROILl HIEMIE JRE SR8 22iElojo} SiC}

-38-



K

CRM =X Y E Ol+

Mot 28 U 27 A BY

Data Modeling(LDM/PDM, Mining, OLAP)
DW/Data Mart 75

Data B
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2. AMlZ Be&0AI2] $1X| : Leader, Challenger, Follower, Nicher
3. 312 oL F7)

4. RORXYYEA} = T2 QIAFR R YT

5. 20:80 Bi2] : 245 20| XXI3H= OIS HIS

6. T M =X : Direct vs. In-Direct Channel

7. Customer Life Time Value2| +&

8. 43 U Mu[22| [} : Cross-Selling 715 &

9. A ARH ALY 2T o5

10. i By 18 £5/3H
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- S B AA, CEO Information, 2000.9.
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