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27t Al2e] o3t 21471 FREW S 53 AT ¥E¥S % Ao 1847
o] Yo Wavhes ol ARYYPoz A 7MY & FuY e o)A 7IdE
o] £2|HQ MANA ZAAsor T opel, M2 HFEQ FUAME B 3
of gl Aolth. &, oAl FHEI} A AAE =94Fe A Holu A=
& 7IAE 7HA H3, N2 AdozAY 42 g9t HATh metd V1Y
213 AAMEE o} 7MEARQD AANE ZAAsot dobdE & A HA
t}.” o]gd JIA EBHA AMLYES A2Ey] 9 woz A F&3) HAG
2 e d8Y, 53] AeHY BE2 At e €= gol= ¥(World Wide
Web : WWW)7o] 7 & #4¢ 23 d.” &, Adejdle WWW7t 23=any

* oA g AP R 2YAYTA

1) P.B. Evans and Wurster, T.S., “Strategy and the New Economics of Information,” Har-
vard Business Review, Sep.-Oct., 1997, pp.71~85.

2) A. Pakstas, “Towards electronic commerce via science park multi-Extranets,” Computer
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g YuetsAe AMgaL QEsolArt gE Tl oen THAQ] £9F A&}
I 3tk wEA Fdle B8 ALY AAGAN Y EEE olF3 de U
HIAHQ E4oq57} 7149 AHE Fshe AUt 2Rt stgx He] ofy
t}h ol 2 AEE T Wizld] m dAE A A2E vHAY ddqdes
A 28F 719nA"SY $4/ME°] CRM(Customer Relationship Management) 2
2 B¥se= a4dAg ot

2ABABL(CRM) & 3147 #HE A8E A48 14 544 71x3 oHdY
5L A8, AL, F7iske #AA et CRMS 1980t 53¢ Aldelxe] =
AAA FAE FAsHe BAMAE (Relationship Marketing)® nAWE, do]Ey|
o]2r}A ¥ (Database Marketing) &°| A3t 2@sgon, 1:1 oA, MAst
¥ tHEE 42 AFE 98 A9d7ke HMEAHQ Mdnd Mujxge 34
€ 9u|gtt. CRM2 7|77 2428 Jdete 718 AYd 7l&std, qH
g dddel AFHY FHAA 71E S FASL o|BRAE FHisshe
FARIAR LR olFste], A ARt W37l opel AYAEg, 2I/TEAX 2
AHA Ao RE Mg onjgct?

AR7|eL AREPAIU ZFde q49FE FEdtn, gAY F2E AZF ke
qgs gy, SRUAIE S 97 FUEg 1 . =, 9%t 2987
I FE7lee] vFEQ dAe 7199 Agol Yo FEIee E8&& AYHA A
oA "sAA EAZ AFATT Utk 19807 FHERH ol FHEI|ee] ATy
o]4 L& FrJ|ed &8-S BT AAH $Hd AT A7t EsA JYPHn e
o, €& FE5& 21 3le Fobolth. Y AF7AY A7t AR AA S} BRI
& AAd A dF7F FF o]F g3, A kg F FRI|eEAM ] nAF
Algele] A =9lo dd A7 A AAHA st ,

e £ dFdAe JEUd ZiE § ARIE2A aA3ARE gites
Ay Tt tidke AF7E st gt

Aoz HiolEd Y MIAATE Bt nABRAREI HAe A
A& AT £ nA@ATE o] L Ao A APAFE o], 24 AA
Felol] tigt o]27 WA T AEE Tyt didted AL

Communications 22, 1999, p.1351.

3) MYE - o2 (1999), “HASAE AT 7199 Al §44=” Information Systems Review, A
1%, 19999 6€, pp.101~113. -

4) o137, AeA g unARAEE, HAFALF4L, CEO Information, 2000. 9.
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ATAE ABLE FAY A7 ol & A771 Qaslor & 97TA, APy
2 99l a7 740 dal Belsige

Age aABABAS e ALAY o8 W) PN /1T BIITE
Folol FuAsdozNg ABARYE R, &Y oRA TAUAR
g g7eel & A79 7128 ANSGT

AMe sABARS Bk et dg Wgo 71E ATAAE vy
Hasich

AVES A72% 24 2 Eod B¢ Whoz nABAUe A% =YW
kel Wlmey A3t ¥ ARER 5 ANt

RAges AVAS & A7 A 2 ARozA, ¥ A7 23 goks 97
oo % ARE Avinn, gozs A7 el slgssict

ik

I.0lEH &
2.1 nZzAlol 23t o|8H uid

2.1.1 DZAI22[(CRM) 2| et uiA

7199 dund F99 F3 FA dF A5 FeoA A e ZWAo
2 o 22 Ud §5AA7 RS T3t FY2 vl g dAle 2
o JAAQA kel e FED AAY g R Mulart AFHA Fow o
o)4e] 7199 AAFE A 7 gl A ol2A HA

ojg} & A3A CRM(Customer Relationship Management)& 1990Jth
Fu, nZo A AFE FERI)egFdoltt. CRME d3l4o] oflx A&z X5
olof 3t Al EolAM B3] F8A] Ha 9t o) e ARl FFER) W
3 AAH# ZFL FEHolY A3 AFa wldd, olFEAY FRHA AU 5 2
2 FtEg BFse RE AQRoRE 7802 CRM 71¢¢ a2 stz gigh”

5) =@ 9, “9ABEES$E o] £% Collaborative-CRM Al2®l 727 2000d FAZAGENY] =&
A, =3935 3], 2000. 11, pp.78~79.
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CRM< 19809ddol T3 sAdolrel zARA RAE FAste #A9AR
(Relationship Marketing)¥# 2%, HojelH o] 2~uA 8] (Database Marketing)
5ol Azjete] @ on, 1:1 oL, MAsE HEE g2l JFE +938
A A Gg7ke] AEAQ Mdng quiA29 A ou|dct CRM2 7197117 o
AozRe vede 718 A6 7lxsd, wAY deigele] AFEHE A )
29 $4aAE fAG ognAe HAidEte BARAE R o|Fdle, AHAAA
dute] Wiy} ofel AGAEY, 2A/Z2A s, nARPR A BZE EFE gud
12

aABA T AdF Ay S AvEd oy ®9 2

(B 1) 2Zpaje] Aty @y

Zhoff cS DBM CRM
(19704tH) (19804AcCH) (199014l (1990ACH Fuh)
Mg

woA ad | $54 PR | 498 FHa 554 sy

i Pl

AA Al IARVEE }
qlo] 3 Q - = 1%‘5}'% ——1—’—7-" 7“%3’_7_113’,}
S i ©SD 58| g0 aum w99 eE
(sl kA @A
3 5‘1_}_ o] =
it o dcdd AT :‘231} o 7148 93 | 3417 39

. C8 = Customer Satisfaction, DBM = Database Marketing,
CRM = Customer Relationship Management
Rg: o), “dgyl Adle] @A EE]," CEO Information(A262%), 2000. 9.

2.1.2 nZ{zAinie| o] 7iga =5

24 #A &2 (Customer Relationship Management : CRM)&hs &oi7t {38t
A FALGE golBo] A& T4 Z 02, CRMo|Zhe &ox3tx o8 714 onjz
AHRE 3 gl AAolth, A T4sle $9l2% BRM(Business Relationship Ma-
nagement), PRM(Partner Relationship Management), ERM(Enterprise
Relationship Management), EMA(Enterprise Marketing Automation), CRE
(Customer Relationship Engineering) %°] 2™ CRM< Continuous Re-
lationship Marketing(X1&3 @A AR olgtn d7|= dc}. o]A37 CRMF #d

6) o}, JeuiAIte ndwARe, HHAALATFLE, CEO Information, 2000. 9.
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g &oj7t o] wEAA 1 e AL 7199 43o] CRME 873tx ke G994
A% 2 olf7F YA

CRMol|& no] qg A& olajE wkoz 1o Pate AT Hul2E
E£Hog AFFoEHN, A3 o|Yo] He HAFAHoE FoIF uAE WHo=E
FAANZIL, 2 A 249 FAIAE FUsEld A4S Y  U=E, 24T
BAE Belste AR FAE F Ut} o]y CRMS AdYshy] A& AAxdL ¢
53 2ol Al /HXE E &+ U7

AA, 274 v olEo]2rt FEEo] glojof g} 71gol Efdtn e 1A,
4F, A T BEE dHolHE dolHHos -2 BAH sk FHITE &,
CRM< $j8idE 243 #dd A Fre F8AA71 FPsiojob act.

A, IAEHS M5 AT dHoldHutold =77 FHIFHCoF . RFM
(Recency, Frequency, Monetary)¥4] whajo|u BAZEX(LTV)EA ¥4, 4743
2% § tSd vlolErtold 2¥E E83A drh

AR, sALEES duler] A A= #HE =77t desit, EFE 24 A
el e 54 wog g nAd o AEF AHAHGES A - Bk
=771 A Ee Ao, OLAP, Web 59 TFe F2 o2 o A 9 ALSA9 53
of wet o€ F Utk

CRM9 +%2 ZA Al 7HN9 5A2& Ao st=d], thad Al /1A EH5L
e #dg 2reg”

AA, M2 14& FRaol It AFH AH|20 Sloj A=A A& 7HAA
HE A2E 24 FEE ¢ do. 249 AFHe /e g9 Anlart A4
< 5 AFeln

=X, 71 102 RE £AJE Z3Eol dtrd, mAtHu) (cross-selling) 9 up-
sellingll Al 43S Aoz aATe] BAAE AL F Yot ojRAL &g 3
AAAE B =53 @b 2 AFHE /e AL b2 g B A
Foz Fele Ao,

AR, 44 de 24T #AE A} gk, 1 fAE Alge] Dt Ao

A7

oflel, 1A date A& FFAIIE FAFE Mul2 AFd 23S & 2

ol

7) olZA - o7k, Ul sut mABAR Y v2RYL mdH T 2do] #E AF” 2000 FA
A718=d3, d=ATH A2, 2000. 11., pp. 161~168.

8) °154, ‘CRMY /Md3 54" E-commerce, AAAHAEH, 2000. 5/6%.

9) Ravi Kalakota, Marcia Robinson, E-Business @ Roadmap for Success, Addison-Wesley Pub
Co.. 1999. 6.
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AZHE 7 249 T 7 F FEste RN AFHA BAE
€ Rolth. 25 A= JdE: ARE 3AE BoEorIEgE 7IEY AR

Aol o B 23E #33 Jo.

2.1.3 1A zele 2R

AAFAF (CRM) o€ v & v, 4, 48 5 o2 7HA 7]%F0] AHed
t}. "Ho|EEX0] Fojd SASY 7%+ CRMe] Z#Fojok & 715& thad o] vl
Nz A9stn ok AR, nAAESL, ognARY, VRN F& vEe
RN EX AHAAYNMEE AHJEHREN7R] ¢33t AHA B, AA
AE, 99253 € aAXLAEH, DAY 52 5 24, AR dolg st
S, dolgntold & ENAAZ FPsid S TAFE, A 24 dHolHE
9] 7)4te] s AEALY R A2HEHE ouiste ALDEY Fol Yot

CRM< AM-HE 7159 wet 42 741 82 E771 7Hesitt. 7tEY a§dA
£ TES(Technology-Enabled Selling), CSS(Customer Service and Support),
TEM(Technology-Enabled Marketing) 22 £&F3sta glom,'” META Groupd
7% Operational CRM, Analytical CRM, Collaborative CRMo2 EF3tx 3l
."” 2 dFdME META Groupd ¥7#& m=rl2 o] 254 7S 4984
e 2o AA, Operational CRM : mHAIE, ), Au)2e 22 7|49 €9
#2] 71%. EA Analytical CRM : mi|EE o] E4, Fejjuolg|£4, nZt]olg
BA3 22 AR #e] 7%, AR Collaborative CRM : E4H, BBS, FAQ,
Yoo/ Mu 29 2 17 F3387]F Fol Ut

2.1.4 IZ2tA 12| (CRM)ol| CHst Malioiyt

ABABE (CRM) & A& A4S R3] 3t 7Kle 24& 59}, §
5 2 A5l 4dde &Folg drlde A" Anf, nAdux Fo] 2D, w
g4 CRM9 73 °|E duy #d 5E7% #dd 23, dFZaEq2 ¢ 387
(T 9= uA 7kx JF29 QWL vt

Don Peppers et al.(1999)€ nZ#AI#e](CRM) /Hd9 APBEDE Ao

10) GartnerGroup, The GartnerGroup CRM Glossary, February 2000.

11) Elizabeth Shahnam, “The Customer Relationship Management Ecosystem,” Delta Resear-
ch Reports, META Group, 2000.

12) Ibid.
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T3l FEZ CRMeo| F2s0] WA, B¢ 7IdE°l CRM =4 £&E =A%
o, AR FH|Ye| AlFd Bgd gotn AFsict.”

Susan Fournier et al.(1998)€ 7IdE€L RE nAE°] dAY CRME ke
Ao| ofh= AL A4E Wert Qokn FRskdct

Z34 5(2000)2 CRMAI2EE 7149 24 ZstE A3l I3 842 &
gFz Jow, CRMAAEE F&3te WYL AT AATRSE 0|88 25
BPR, ¥3lge], &4 MAd 5 B FHo dvta F43. @8 Collaborative
CRM2 &3 23 JEAdE Ao zn A4y S At &8 &+ o,
oA AAzE MG 23 & Jtesl FoEN gEAEle FUAS EAY +
Jx AR oz nANEEE FAAY 4 Yt At

AN 5(2000)& BFFRE A48l CRMS AYstz, 3234 HH 1749
yze &%, 223 AHEHoRlE HoHE ME dEAA Bu ARFo2 CRMY
el He @53 tolHE 44 Fobd ¢ Ux, 7€ 7ol 7Kz YA &%
dole 85& AMAZCRE A ¥ 4 Slo] IARA, 4R, a4} 8= 54
< 24T £ Iokn FRsU” ,

o]4A(2000)2 A9 9F2HH Ad nABAABIE 7|& TEFHY FA A
AEsn, E3) Ay 7] CRMel #dd ¥lzUx 2dd TzAgx 2de &)
gtk QU CRM ZAC slolA dedle CRMY 243 73847 He
H, CRMZ ogAl ste 9= dvke AL oldlstdo} &z, 7HASLE wiAE 7%
o2 AZ Ao o H|2YA BY FFEX me{steiof dtn, AEY Z[H MY
IARAGFTE 2x 7ol e DARALFTED 71ge AL ¢ F8§ 84
7t gdxn Fagc"”

13) Don Peppers, Martha Rogers, and Bob Dorf, “Is your company ready for one-to-one Mar-
keting,” Harvard Business Review, Jan-Feb, 1999.

14) Susan Fournier, Susan Dobscha, David Gren Mick, “Preventing the Premature Death of
Relationship Marketing,” Harvard Business Review, Jan-Feb, 1998. pp.42~51.

15) 284 9|, “YAZZLE o| 2% Collaborative-CRM A28, 2000d FA=ZA ety =84,
27393883, 2000. 11, pp.77~84.

16) 744 5 “REHRE TLF CRMFEWHE &8 431" 2000 FAA g0, §FASHEA 2
=18k2), 2000. 11, pp.143~150.

17) o1A3A - o7k, U 7%t aA@A e vj2Ux ez T2~ wdd] @9 A, 2000 34
7183, F3A TP EA 2082, 2000. 11, pp.161~168.
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2.2 &4lof ztet o|8H B

Aol "ofoltlel, AF, 7%, ZT2ad Foz gats 2Fo)A q2e
A% T A7l AFTGE R AHoln FuAcl] WEe] ArhHeln A
A9 Aze weste TEEc”

Rogerst 841¢ "14¢ AAshe Aot ke aelo] o) Az Aoz A
9t oleldel, 4%, AR2 Felstdch. meA, sl el AEA A& AR of

Yz, Atz 9 g3 AEA He A= T gutdoz AL BASAY
71821 NE2E FHOZA oj&Eo] & ¢ Q7] W MEL Foke AT Bof
ol g3 it

m2tA Rogers ©lF AHE#E 999 B2 AFAEe] YA 79 AFH &
40 #4E 7 8ol FLA7lE e =8E st .

kAo 2 e 2AY FHF2idM AZE Wyt dAst Al
&g uA e Aog AoHr, FAYAL Ao TEF G TSI ASA|
28ld 9FE FE Aoz Fqan.”

71€8Ae A9 gAdez Ao digo] Arleoltt, Hale] Feslide] W
3, HHRR rledale Jlews, Jledd o dAEY. HI9 FEFWE
I AFE7IEe 2o Frdte riedsle ZIdAEY AAHED ohlg AR
g3} gt AR EEE JHAA, o dolrbA E3H3 Al ¥wA WshzkA] yEstn
7] HEe] 71l i e 2 v FusAn Yok

il TUAIAgA Eshe 3ol ozt B TAE AR A F5EH7 o
Toll 71€g4le] & A4 (initiation) @A, A€ (adoption) @A, T8 (implemen-
tation) @A A oz Ut JdAGAE W U 4He =rn, PRES
Rom Hriste @AE Rt AgdAe g4 7EE AdAd ) F4HA
Ar AR & st dAE Lt FEdAE Ao s g8E + e AA
st X85S D3t

E X2
iy

f
»

18) ol7 =, “Yilol2o] Wele A1FH," AYSHAT, A27H, A5Z, 1999, pp.1115~1139.

19) J.Y.L. Thong, “An Integrated Model of Information Systems Adoption in Small Busi-
ness,” Journal of Management Information Systems, Vol. 15, No. 4, 1999, pp.187~214.

20) oA - d713 - A3, IS YA B A FATgEWI] =23, IFE9FRE], 1998,
pp.763~772.

21) 0|3, AA=E pp.1115~1139.

22) J.L. Pierce and Delbecq A.L, “Organization structure, individual attitudes and innova-
tion.” Academy of Management Review, Vol. 2, No. 1, 1997, pp.27~37.
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AGRBAI 28] BollMx 1980 o|F FEA2H AT #e g I4
o]go] A4H1 9o HZ AAIAHYY THoE YT EAE ¢S o Fad
Az ek

g orleMe] AdANA EDIE At FRA2Ho2A 718 ZdS o]
£3ld go] AFHAA stk A& F(1997)2 AT FHA|2"Q EDIE A9
AHoA EDI &idoll 98FE viXe 2334 893 JURE F4& ZABIAH. o8
< EDIY =43 43S gilo gtggor Aud & glov, AN Finy
oz EDIY A8 o8 Y@ 7199 273 AT dARE SA wet Sy
=7t @8t 9. Premkumar et al.(1997)x 71€8419] @AM 544
°] EDI AY8ge AR S3RFE 3734 89, AU 849, 71€3Y
a0& BAsen, A2 EDIY A"e T AW AR 3 oardF )7
2ol $7329 29050 EDI Al $8 9L nAe Ao vehyn ™

@M, Tan and Teo(1998)%& °oFAlo} A Fox o] AEUl Ao FFe A& &
Qo] N AEZALE |t A743 7ol Bo] Aldstn e AHY S&F
TAE AAY, 4= o= Y(WWW), FUASZZEZ(FTP) £olen, 714
A M=o F8 AL AA RRol| EA Sle B2 HZE 7Fsst st
Aeivle] ZFEY EAo] M Bten, 1 tgog A2 AlFere ), 1A
o] #A TolAth HlAHY Fo YA AKEo] AU AP B AL &8
& Rolghe $eisk ARk vE G, Aol Fe AWy SolUt*

Teo et al.(1997)& 71€8Ailo] &3 432 §ol 2 (contingency theory)dl 4zt
o A A G2 vNE 89S 2AF 99, $4EF 89, 7€ 891eR Y
Fol AZZALE ¢t} o889 d7dze 23A QJAEF Jed 8980 #A4F
SRJAEET o Fa3 279 AU HHd G2 X Rez ey, &,
Hulg e 27 oie dA-dutes 23 Wi #73¢ o Fo] FFS v
Aoz Jepyte”

/T

8o e

¢

flo

23) A& - =9 - Z4A4A, ‘234 B4 YUFE EXo] EDIY #4ld mjAe I, AEFRGAT,
AT4, 3%, 1997, pp.89~108.

24) L. Loh and Ong, Y.S, “The Adoption of Internet-based Stock Trading : A Conceptual
Framework and Empirical Results,” Journal of Information Technology, Vol. 13, No. 2,
1998, pp.81~94.

25) G. Premkumar, Ramamurthy, K. and Crum, M., “Determinants of EDI Adoption in the
Transportation Industry,” European Journal of Information Systems, Vol. 6, No. 2, 1997,
pp.107~121.

26) M. Tan and Teo, T.S.H, “Factors Influencing the Adoption of the Internet,” Internation!
Journal of Electronic Commerce, Vol. 2, No. 3, 1998, pp.5~18.
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olNY JHUL FF 9 4 IFE vE F e gAoed BAELD. v
A QEde] Aoz TFHAR K], U 7|t nABA BE](Customer Rela-
tionship Management) =3 g4l &4 AFE 4 Ut}

. QIE{Y Jl¥ DHBH A Hes ool
3.1 YA HAN TEDlH
2ARAB Y AL 725 HHe wAHes Unud ged 2o,

AR, 1dAZ 7IdSA- HE$ nAdZE(Customer Strategy) S I
CRM 729 223} T4 ©& 71¢g 714 %EHQI WS FAFoz getgc AN

o 240 o, old PHoz FEN} Aulag FYserl dal Yoz olasha,
e RS Y b A TEA $HEE lleha 29 A=A
AAE BH3

o3 8 AA7149 CRM E4&EA L 2AFAE (customer fidelity) Z3}, 74
oA @E MulA AT, FF 22 2AAAE A FYASH) g3} ¢
9—]"3"] ¥ % 24 & otetn HPuHo R Fx, 718 FFEAL no] #4
S 7KW g 4ES 7\‘35/‘]?4 #ofsle A (cross—selling), AHlY] nlE &
135 d8Ad dadol=8 ARt Huists g4 (up-selling) 522 317
"91e Fuig}, AU 29 ’1‘1"‘—.‘-"3 43 v 8287 Folot.

E4, 2972 CRM AZee 753t 5, A58E Holgedolstsast ey
AY B4& FE3tn, S AdS B3 24 AFFAA, Held, PP HRE
gHsld NEnAE olsidtt. B AA wjE&F7Hvalue to serve)® Hl8-(cost to
serve)d @3S 12{stqd CRMel FA3, B F A2 AFUAA Ade
#ggstar, B/ZEE 99X AAEl, e-commerceE T CRM £€F4 =L FA
gt

AR, 3HAZ solente]dE B8] AR npARE AAR 7 e Jg
< 43t g A2 F Ue vHEAESS £Hstd, AAFE 43 2l

oxl flo we

27) T.S.H. Teo, Tan, M. and Buk, W.K., “A Contingency Model of Internet Adoption in Sin-
gapore,” International Journal of Electronic Commerce, Vol. 2, No. 2, 1997, pp.95~118.
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3 ¥ 89 FHE ZHste AF S BHSA A F2E Az oz £33
71E 24 FRE uigo 2 At QAT F4F FAnAdA =L

Jd, 4942 24§84 Z34E 42Foz #ajggdN &4t FHn9 I
FIAH dFE e Ad 24 ZS FUZ P& st A4AFY e BE 2R3}
3, @ AFEE Hoju AR, up-selling & F3 2AAN7EA (life-
time value)® SistE FF3Hc},

A, 5EAZ 2ARAE AT Auj2g d=u@deE doh. CRMd 3104 A
v 2 71 A0 AEE HE R F71A ARAE AT FeeR Apas
ARt MU A A F BANAF AL FAst. Ao g i@ E
53 7o olgAE ol 7|E 1S FAY £ nAfoz AP

3.2 DHTAREle] Hes Telwet

HA7le =9 AL nA@AB(CRM)Y Ay £ uete Asjdd og
I 2

AA, 2A#AR(CRM) Y Edddle 719l 284 Azt AAsojor 3o}

CRM< 4332z =93] Haxe B8 Azre 43k @t CRM =4
2 FEA XY FZo] oid LT rHARREE AMACNN HIEH, JRZ2AA
U @39 Hsg glo] g FEALRNE =9 B¢ CRM =92 A9z 2UA 8
t. CRMA|A"lo] nA@A delo] FH o2 oA FLHEAS H9HHo2 77
djokstn], tlojele] £33 BT FLAAT EAHE HolHE %A Nt &
T AA7Y o) Bt e /AS 71&Ao} F}
dF FAgo] ofd HAMH X9o2 CRM AFE sl FHslor dh. Ak
devae apARFAsL gebgt 1A e ARt A&ahA digsiol dr, ARy of
Ao 283 a2 FrEas 3 24E 8 L3t ny 874 g3 A
FH)go} d}. £ 223 z2A2 JEa ITE 25 24FHoz Ao 3

o e ofn

CRMS] #3 FAE AAsHA xQsta FFsloF gt CRMY 34d7]te] Hlo]g]
o2 FAZ ITRMEY o] Ve AT TZANEE o)B/te FAE v}
AR FA ok 31, ITHA7 F=2& ZA$ vl2Y2x 814187 Holy Held o 43L
Mo} gt
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. 1A BARE(CRM) € 719 540 %A 2pdaoz HIs|of gt

seld CRM Eu3

dome Hayy FQUAl 7ichazt HER
28 |74 22 VIPZAZ  [AEsE aANEa AF (] 2 g dolH
A A9y, 443 FH|Wolxd FHBY
s}
£ 4 | 838 ARG AT A Y=g AR dF, |99 (EDF Befj(A)
of B& olYEd 23 #Z2(SK2dF9] TTL §) |F&2 B¥T CRM A&
7 £ |7H NAE 143 BA | LA HHHN JEEF (HF AF9A A5 e
of R 2 T B AT ARE A | olgwH
Z2RAY HFE 371
g 7R Ry d3d |oCRMLR Az nA#e] |nd 35He 2e Y9
T4 gHd 9 111 wH"E & B8 5348 (volge] /HARE R Wg
Mul 2 A)F 55
7t ® | APEstE DAL oAE | APpdstE aAAE s AF (@3 (HEA, 9L
XNER |ASA AFE BT FEOHAZY AN IAG I E 34
A zrtd Mgz 78 A= A1
AAg: oldwl, eyl Alge] mARAAFE," CEO Information(H2623), 2000. 9.

Z19EE A9 AFH 539 = CRME ZsioF ot
A% 44 HAE UEn IHY JHE 1Y 3
tedl 263 S 249 doledoste2rt Fud dejolA CRMS 733
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Abstract

A Study on the Strategic Adoption of Internet based
Customer Relationship Management

Roh, Kyung-ho

This research suggests the strategic adoption methodology of Customer
Relationship Management. The backgrounds of CRM is the business
environment changing that Market power is shifting to the customer who
has unprecedented powers of choice today. The strategic adoption of
Customer Relationship Management determines the value, needs and
preferences of each customer or customer segment. Customer Relationship
Strategy is an explicitly defined plan for how a company has decided to
connect with, relate to, and focus on its chosen customers to create value.
Deliberate decisions must be made, often involving trade-offs, so that
investments are aligned with customer needs and value. Plan defined in
terms of target customers value proposition, role in value delivery, and
risk/reward sharing. All customers are not created equal: specific
customers and/or customers segments are more desirable/valuable to
pursue. Key premise of CRM is that value can be created by changing
company’s business model to better connect with customers.

Area of service of Customer Relationship Management are as follows.
Portfolio strategy, Market Opportunity Assessment, Brand Equity, Market
Positioning, Pricing, Channel Strategy, Market Segmentation, Target
Market Identification, Customer LifeTime Value Analysis, Customer
Profitability, Customer Connections Economics Analysis.

The objects of CRM are maximizing customer service effectiveness,
improving customer loyalty. increasing customer service efficiency,

optimizing intelligence about customer behaviors and preferences.



