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(1) Operational CRM(or “front-office” CRM):

Touching the customer
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(% 2) The CRM Continuum (Payne & Frow, 2005))
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(a2l 7> CRM Strategy and Implementation Model (Payne & Frow, 2006))

CRM =H| 2HEH Ofl THEt & Ot

x x x

Process 1: & 2 Jj &

[¢]

3 T i x z

= W LS A IHE o

3 8

® P 2: Process 3: Process 4: a

2 rocess UEgsss e mel °

2 Xl & X Inf . =

o (Value Creation) (Multi-Channel (Information >

3 Integration) Management) 3

«Q «Q

3 T i T 3

3 Zelwlol &of g

Process 5: 41 B D}
CRM Strategy and Implementation Model (Payne and Flow 2006)

ggozAel ekl W 75 2 B4 PR BE A, A2 LAY PE £3 ARe 9T 2 97
(information utilization-Kim & Pae, 2007), EHE ueld AL (privacy) TA7F T2
17 9 #7534 P04, B2BRS] B 5¢ Aoz drd F doh B4, ARE Y3
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dre GALe] AE ZTHE Bof Hu} 2o A=
dlo|g] 7]u A2 Agda o} st AR, 1A

%

V. 85 oE Q|5 F|ot g 72 BOlE o & EA U A

45 53 CRMS] 44 HM9lS 2o} 2 2
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o] FEZ o] Folgon, Ad Ao do] At Fet
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(knowledge management) 5°|1(Ngai, 2005),
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Critical Review of CRM Studies

Park, Jeong Eun®
Yang, Young**
Lee, Sungho™**

Abstract

Because of today’s intensive competitive environment, companies are taking new avenues to
make inroads into or maintain their existing customers. Also many researchers have been
studying areas of CRM in different perspectives. In this study, we review the previous
studies critically and synthesize the concept and types of CRM from different points of view.
Based on the consensus about the definition of CRM, this study propose some issues for the
future study while suggesting some advices for the CRM managers. This paper review the
most papers in major marketing journals after 1990 and consist of three parts (past, present

and future of CRM) and its research issues.
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