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Building a Successful e-CRM of the Horizontal B2B Between

Small Businesses
Hyun-Cheol, Park* - Dong-Gyu, Kims#**
Abstract

With the development of information technology and the rapid diffusion of Internet, the scale
electronic commerce management is increasing year by year. Domestic small businesses also devote
themselves to the creation of profits for the present and for the future, through active electronic
commerce management. This paper aims to help small businesses to increase sales by presenting

the direction for building a successful e-CRM of the horizontal B2B between small businesses.
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