et EeIsrelx] HE H2E 20039 128 205

CRM K20 F22) RE¢lel) Bt AT

&89 - FRI™

A Study on Critical factors of CRM System Construction

Sung-Pil Yoon, Jeong-Hoe Yang

Abstract

CRM(Customer Relationship Management) is now moving to the center of corporate strategy because
acquiring customers is usually much more expensive than keeping them.

Some successful CRM cases of leading companies are surveyed and their critical success factors are
discussed in this paper.

For successful construction of CRM system, It must be considered some critical factors as follows

(i) improvement of customer loyalty, (ii) higher customer profitability, (iii) reduced cost of sales.
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1. CRM System
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