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Customer Relationship Management (CRM) Research
Frameworks and Some Essential Research Issues

Tungching Lin
Department of Information Management
National Sun Yat-Sen University

ABSTRACT

Following the steps of ERP and SCM, CRM has emerged as a key strategic weapon
for E-business. By using such advanced and powerful IT tools as Data Warehouse , Data
Mining, OLAP and Internet, CRM is capable to collect and analyze huge volume of
customer’s information to understand customers, perform one to one marketing and
provide customized product. The ultimate goal of CRM is to increase customer’s safisfac-
tion, retention rate and loyalty.

CRM is still a new research area for MIS. There is a lack of both exploratory and
empirical research. The purpose of this study is to survey and classify some CRM-related
research frameworks and models. Then some essential CRM  variables and potential
research topics are also discussed and proposed. Thirty CRM-related research models have
been studied and classified as four levels; such as strategic goal, market strategy, business
process and infrastructure, within this four level framework, models are also clustered as
following nine areas: (1) CRM and its Goal Models (2) CRM and Business Strategic Advan-
tage (3) CRM and Market Position 4) CRM and Customer Relationship Evolving Models (5)
CRM and Business Models (6) CRM and Channel Management (7) CRM Implementation
Models (8) CRM and IT Infrastructure (9) CRM and Knowledge Management.

Keywords: CRM, Customer Value, Customer Knowledge, Customer Loyalty, Data
Warehouse.
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I. 4R Model: Right Customer, Right

Offer, Right Channels, Right Time
(Swift, 2001)

Swift # & CRM #J B §Y 2 7238 & Y K
# (right time) » ERHEEHIEE (right
channel) > RECEENES / B / B
¥ (right offer) » G FREENEE
(right customer) » B RWEFEER
RERENT ¢

(1) Right Customer :

EREXHEFRE - FEEF

FAfF » REHAM - HEFRIESR ]

HIFR  PERIFES - THEE

8 R IR B R (RS B H B R

ARAVEEE o

(2) Right Offer :

ERERHFSEERR  WELK

Y P/S(Product/Service) » ®@1% H

EHBHEERCES - I HERMHY

I8 P/S e BB TR -

3) Right Channels :

1S FERER] AR RRE i A OB I B

HE) (B e-mail ~ BFE ~ Fax ~

$EAE ~ Call Center ~ Web ~ &

BERH ~ REFAR >~ EREW) - RTE
BOBFACEMANRBE (17
WME-ER-FTE &) =
4% > i BRI TR BB PR SR ERY
BEEETREAEE R S 5T
AT o

@) Right Time

EEERNEBRERE REREN
BB R EE P/S B (Rele-
vant Time) E1EER A B » it H EHEFI
BAEMMTE (IT) HE% MR
(Real Time) FIEH) o

HEXEEREHH CRM &K {E
HiE o JRENIREE CRM RERETE MR
M{E R #HEBEZRET TR EBH
FEEZ » f— "] o

CRM ResearchgyE %

— CRM 0 faf #] BB IT 2R identify &
support JEPUME R ?

—EWIME R {8 B &% CRM B (&
RABBMEKR > ETRRBEET »
AL T E AR A ?

2. 10C Model (Lin 2001)

Lin 58/ CRM AT B T %1/ 10C B R 15
AR TEEER - EENEE - RERM
HIRA % o /R ENEE % Profile M 2R /Y &
#7 > RIRA TREEAAFRUBEE AR (CK) »
i CK &REE - RURHE AT ARG HERY il ER
B R A B B LR » TR R ROAE
BRHF - RIBEEFHELOEERDK
mORNE REEE - REEHER
FRAEEEMEES o

C Profile ™ C Knowledge |—» C Segment

C Value —»| C Satisfaction

Customization

3

y Y

C Acquisition C Retention

¥ Y

C Profitability e— C Loyalty

Bl1: 10C Madal
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MAEL 10 EEE+ » HFEHWRE
HE BB T ¢ (Kotler 1999) (Lin
2001) ’
@ Customer Profile ( BEEZ i@ ) -

EMNERESEETRNNE » B
ANORETEA (42~ BRI ~BE) » 18
B LIRE (V58 - B - BR -~ EEE) o
BEEXR  BETEER KGRk B
%% » AUARS THREZWRER » e
CRM WY EARE A » BB REZ W profile By
W gE » CRM fHJEERIEIE AT o
@ Customer Knowledge( BEZH15% ) -

HEE AR - EEFUEBETAR » FEE
FE - FEHEIEE CRM Ay — B RER A
HARERE » #I00 : HEENEEEMT
JFRHEE B E W ESEE - (TR
EELARHBAZIRE » B&IREA 10%
HEENBEEESE T ERNERS

( What, How, When, Why, Who ) #JR%
8 WE CRM RS ES NS » CKE
HERF ~ RIFEA » FIAREEREG » &g
Rlo
@ Customer Segmentation( BEEZ&FE ) :

IR EE RS R — R E R EURE
(P/S) B E B RAIBEE R (need-
based) » BULABEZE A ZERIE S (value-
based) NEIEEE R o (2FEH CRM &
HEE) o (IRNERTRERRE
R ENRERBIER » NERTH#
BEENEE » SERTEEFREEEN
7o AR EEEEREER 1 JTH 100
BEEE L > MEEEIERIEER 100 8
HIBE—EEE% & & (Mccorkell 1997) o
@ Customization( BEZ L / &8ifk) :

BE-FEEEREITHMEHAEFER
W P/S » Bi—E—HEE » —H—RYEH
B —H—1EE > —H—ES I

= CRM ® & EH# » JREIE Mass —

Segment — 1 #} 1 o
@ Customer Value( BAZfBE ) -

BEEIAERRE P/S Free BB FIan
%4 PlNEREE > REERE BTKR
RHE(E » MEEES > Kotler (1999) &
7 1 C Value= Fll& / BiA =( THREMEF] &
+ERLEMNE) / ( BB+ RFHEAE
+ B A+ LA ) » T CRM BB
AR EREEENAEERE » HEER
FRE R AR ©
@ Customer Satisfaction( BEAZWEE ) :

BRI HE P/S BRI E B
BERBARREN—ERRNEAENEE
R CRM BEARRNER » REBEEWE
B AN FIRE R RALR ~ BE EHE ~
BEE R ZR > T BAR BRI 58 W B Y B
% » 90% g EK (Reichheld 1996) ©
@ Customer Acquisition( BEZ #.EX )

EEFR  BEEBINFRES -
A G E RS | R R EEREE - BXER
EEMEARS] o BRI A EFME P/S
REEB - MEFRED - HEUEERM
HIEE & 7
@ Customer Retention( BEZHER / & F )

BEE SRS EREE MR AR
B H MR (BRERARA) o It
7 CRM WEE T » ERIBHREHFZ L
FAEEAEEERE - BEGE -~ 57~
THEELRRES (Smith  1999) o
@ Customer Loyalty( BE% B HE )

BEEHEENRRAR  WARE » 8§
BR —BEMNEEERNERERER
B A CR MWRERREEN
BHRERBECRAHAL T REER
BHIRMY - REMHEBHIRETESE o
@ Customer Profitability( &8 % & fl 28 )

BBEEZ [EE (Customer Equity, CE)

BEE S EEERERAITNE » 78RN
HRENRBSENREELERL S 1Y
TIREEE KA » WEREEERRER
WEERE » REBEEENZE  BiFfsE
B~ 388 ~ W -~ BPR ~ IT ~ TQM #
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BRBDEEERE S > A BN LA
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(Sales Concept) » A GELEIZ IR
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(Customer ~ Profitability) B B & ¥ &
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(1997) TREB B AR KRR B P B EHIG HE
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1. Porter (1985) Wy " T EMEIR " | 1
ENBEPEERFRTE LR
EEHINL » HEHSEEERIURE » =
FIRFETBE » FEUE b
A A BB ERYHIAL o

2. Prahalad & Hamel(1990) % AR " B YR
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BENER » b EREEERERS
DR A BIETE » BEGFES

M EEREBIRFAREEFEDER
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WA EAEEENSEE o

3ERER " EEEREIR " | WEBIRE
7~ o~ B+ EMR B Peter Drucker (1973),
Theodore Levitt (1960) &2 ZREH »
HIKEGEREMEEFNERERER
EAWEE » It HERELENEERE
FERREFRREENES  mER
WHEREEER - #EREREEEY
EFBRIIFTRT » T EHAIEHE
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AES -~ REEHE - AR

HITEE KRR N EE T ~ R RIEF

BEJT » IR EBIRRE T IRITHE &
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TH B RIS &

RTHE .

11788/ & RO o 4P Model: McCarthy
(1970) — 4C Model: Lauterborn (1990)
Lauterborn (1990) ERBERKREFE [N
RIRELR » m%ﬁﬂ%@%ﬂﬁm%ﬁﬁﬁéﬁ%
4P TSRS IE S AC iUE & » JRAN
(1) Product — Customer Benefit/Needs

/Wants/Value( BEZ I EE )

(2) Price — Cost to Customer( BEEZ 1Y

B )

(3) Place — Convenience( EE%& 075 1E )
) Promotion — Communication( 8%

HIHEE )

TREP B AT 88 SRS B M R 2T
88~ FEI - B A E R P BRI DIEE
N B AR ERIEE (Customer Delivered
Value) B /08 4C » DIREBEEWE
B WEBENEX  FIF RFNEENE
o RHEEERLTT ~ 87~ BESHER
RIFFERENEHE o

I8 =X B Kotler(1999) B9 #7 5: A FE I
. FE o BRIEH e HREENFSESEK

HABEE REARAY P/S 557 » BREIEIER
FMEE (B0 - WEER ~ H1F ~ EESE
0) » ANTHEEER » TREEZEEWNER
A SRS G S m IR B AR R o

CRM Research # &% . CRM a0 {a
REBEFHNAC? ITEEFHEAES
& flan IT R FABEENERAE
B » AN IRER R HY45 77 ~ 0 T ~ BERE AR
K2

» JRA] B T F A E SRR

2. E AP - e R FBERER
(Pine, 1999)
Pine (1999) 7R B EHAY 4P BETE e
HATERZ B [E 2 H U5 F R LAY
i HRRHRYBIET -

(1) Product — Customer Experience
(BEENHEERE)
Customized Product

(FE8ER)

Individualized Services

(AL )
(2) Price — Dynamic(By#& ) » Indivi- -
dualized( & A {t )and IA-Based
(HEREAN) Pricing
(3) Place — Marketspace( [ ##/ 22 /)
@) Promotion — Two-way Interaction
(EHEH)
Mass Customization
(REZEHL)
Customer Relation

(EEERR)
WA THRWEE S EAERE S

CHAMHP RS > R e it CRM

RECITHFAAE G®tEEEEZHIT
( flin : Web, Internet , Push, IA, Data
Mining) & T ER#ITUBE T B LRYHT
CRM KB » Flan& 8k ~ EA(L ~ BhRE
EEEE o

CRM Research H#J /8% © {240 F)
FIFTHY IT RZER LSRR EE ?
i REFE(CNWES ~ BALRE - m
ERE A EERB N TS i M EE N E
ERABELPEENRAIER -

3. KREFTE (Mass Marketing) SRH&IEHEE]
@@%f—?ﬁﬁﬁﬁ% (Tiwana 2000)

Tiwana (2000) B8 5% #t K & 1788

(Mass Marketing) EI’J ﬁiﬁ%ﬁﬁ WS RIS e i

REEHRFES > £ELEBENFAEE

Z CRM Wf78a5% 1 » HHFER CRM T

R ITWE » EEWEIF S XL -

&~ FAEERET - RUSERIE - ﬁfb?ﬁl}ﬁ%

M EB AR T |
£2 1 BATAE A SR E MR ATAE Bt ik
RKETTH CRM

H—EP/SIHHHF S B B LEMGEEE

EFEHIP/S BB

RS | B SRR SRS | EERR B S RIP/S

LA ST RE B FR Bh B EE S B,
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HENERERRE %E’J?E CRM
E’J%Zlifk?ﬂf@ﬁi RPRIEES - BE R
%~ A8~ R~ RS ZEBmEdE
MRS — EREZENE S > ¥ CRM
HRETEEREBEENEZEEAIER o

CRM Research f1 B& @ #ZIR DL EAY
ZRAE R R R BT REE I A E] CRM
FIREE » EAEMRB UL - B~ RE S A
B RBHE L EMn ey BPR ?

= « CRVER P EQFHIR IR A

E_HMNEAERAECRESTH
CRM HIgE S » MAFRESITERE
BlER KWEEEEZE CRM A ER »
TR SRR - FEZAE TS DIREUT AR
HOSRNE » FIA0 & SRESHE BEFE IR AR L By
Lo BREMENRE L  EELEER
RERN—H—H8 » B ( Segment) »
BRENBETESBEE? EAEER RS
HITTREUL T » BEERPCERRIRE »
AITETE ULIE R GE H TG R 2RHE 2 5 B
& CRM itf5es » BRIEEEENEER
RAEENITRT » B OHNEETSR

Value
Perceptions

Quality

Perception Before-sales

Services

During
Sales
Services

Packaging

Brand
Name

WE BRI RRE » B EREE > BT 4
EEENFERER
O Kotler & Cox (1991) By Product Wheel
Model

Kotler & Cox FRFE R HE MR —
ERE—% > HARNEEHSHMIE &
MRS (WE2) »H MEFERAER
B2 REE L REREE  Ritd %
e E P B FRAEERANEESR
— & & RIBATRFTRE o

il Brown (2000) Bl 58 & (& #1 64 %% =
BB HPELNEAL » REMRBRATR AL
1818 » ZWiEHEEH Core P/SR Tangi-
ble BenefitR % — f& #Y Intangible Benefit
(Services)R  2E — /& B9 Intangible Benefit
(Reputation, Image...) : it H & CRM
REENE TR RTE Intangible K& 4}
EME » B2 e HNIEEREE > BE
BRAMBFHFES o 420 Hobmeier
& Briner (2000) RUTF4E83R | I L EEL
FRBRE RIS - FNEENEEE
E_EERR > REFEEES= - UE
BB A RFNEERS o

Intangible

Benefits

After
Sales
Service

Core Benefits of

Design
Function
Beneflts

of Core € Prodyct/
Product/ Services
Services Delivery
Finance
Feature
Other User Advice Tangible
Recommendations Benefits

Guarantees

Warrantees

Corporate Image

Availabilit

Reputation

B2 : Product Wheel Model
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B A BB RS 3 CRM YRR ETHE
HREEEETME RGO P/S M AYERE
B - LB RER ~ LM B/
# CRM HyEREHE TRERKRAIIER P/S
T AR T SR e B R A [ o

CRM Researchfiy/B# :

— AR A ~ EFRETEC P/SE
B IS B E R AT L o LRI R A
B 2 AL RGFEL ? 5 LA VETEERE B
BHEORFIEFZMTE? RFAERE
match ? SMIRFBRRENWBEEZE
EIBMIRRAISRE ? BB BEIESE B
FED?

— CRM En B R EE B EEM
Support & ?

() Peppers & Rogers (1993) Customer
Valuation & Need Model

Peppers & Rogers LA Customer Valua- -

tion B Customer Need F i #E & ;B = 5
FEERIRINREMNEENTTIEHP R o
BAERENTRE - B CRM WERET
—iF o gl HEFAREENRERAR

HFZERERIR/)N » BIA] A Mass Marketing
MEER » NEEZNEERERFN

ERHMRR > EZA—H— -

H Model FEEHRELEHPTRH
BN ERICREA CRM K » ER2
FRERIRISERER A 1 B 1A CRM » R
P ITWES » BEAKRIETURE

TELELE® -
CRM ResearchgyE % :
— (BT P B — SRR 2

=

— CV,.ON —E iR EE E R R T

B2

— CRM 7&£ FM & NM L5 fa A< [ Y 3R B

EAEEEL ? 1T B0 support ?

& Tiwana (2000) Market Position Matrix
Tiwana DA RS 18 #E 2R R E 4 £ T 5

TE (i1 SR

LEEEF E B (Customer Profitabil-

ity, CP)

2.711%5 (&R ) 89T K BB B M

HZ=# ¢ Market Gap (Opportunity)

Differential Frequency | One-to-one
Marketing Marketing
Sulstomer Mass Niche .
aluation Marketing Marketing
Consistency Customer Need Differential

B 3 : Customer Valuation & Need Model

'%lj
HERF WY
Sustain Attack
CP -
SEH AN
Exit Caution
& Market Gap =

Bl4 : Market Position Matrix
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Bt Model = EEREHEBTEIH
BV AR E R R - SRE
AT EFE SR > JRAN
OmEEEgR CP e | WEERN
@QTEEE K » CPE | VL FRE AR

S

St

OB G/ CP & © SEIHERFE
@hHHg/) - CPIE: BEEE XA
HIT%=3RMH °

CRM ResearchgjB#E :

— REMMF I BRI —RER ?

— CP, MG anfrl & Z dd i & ?

—kRT CP, MG 4} » BEHR L EETRE G
B2 2555 UFE CRM SEIEHY 5 2

@ Wayland & Coll (1997) Customer Value
Compass Model
EEEHVEERENE » BEEE
ERNZRRNNAE » ESiEESE o
TBHRFETRRE » AERER TERER
HEEEE » LERY THRZEEERR
AR » REBEETSRBIEN
Wayland & Coll (1997) 235 T U@ F
BEREBEFHREENRE > MEK—E
O E E AR A E (B R - H AR
RIESMEIE FRI TSR E AL » BEAE
[E&RE o
L. & F#l &% ¥ (Customer Portfolio
Management) : @ T5EZITR
WS EERBEE (LT TR S ?
VEEAE T o
Q¥ BN AR E I ERE o
(V&M & B BE Z Ay — % — 1788 o
MAERERS BEFHEEEZR B
NE B E - B EE AR RSB R
[7] o
2. f8{E & fif (Value Proposition Design) :
(S FEAN R 2 SR B AR > A

AR T 5 = {8 f& #7884 2

OZLER - RIBGEMGEE °

QIERERTE | BRTEMSN > HAEEE
ZHEMESE CREXMY RS 0 Fl
ol REER -~ R~ EERE ~
BREHIES -

OFERMER T E | HEERE—RE
B BAMERE o flan - " B
P " ARREEEES AN
RS HEEHNFTHBERTEE B
TELZHERNGE  RUECEEHE
HORR RNEF R SE R - MR
EEHEM o

3. fihnfEE A & (Value-Added Role) @ &

ZEFENN{AI R B H T B A SRV (E (s h

FIMEAL » A0 T 5 SR 2

VEREEE  HELHWEEHER
BFEBRKE  RRELMKZVE
%o

QEFERE BEEE /I FEETS
H R ERE R R > fl0 @ RS
BERER B EEEEE Y EE
B 1 o

QR EHRE | EEXFGE—EMHT
> BYERBSBNE FHRES

4. 7 B 82 B [ 79 53 = (Reward and Risk

Sharing) @ &R EEREE 1A R ERISE

5 TR FENN ] PR 8 SR B JEL e 9 43 = ° 7200

i T 51 R 248 2

OMBERE (F) BEHEREE
rmHIERE (B ) o

QFRMER | EHEEHEH 5 E
o Blan - ERIRE ~ RERE
BHEEHETESIH KE HFEFE
FHEERE (ZERMAERERE) -

(VECRER | IR EEE » Fl -
HFEEEREFSE » BEMAF L
BERHEHRKE » P&GC QAR
BER R EESOANBRCTE
Wayland & Cole(1997) LA MCI & 412k
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ST TR IR Ry i o MCI 7E 1990
DRIAE—Emiggt (RBEE) ~2H
MRS ~ BERVRE - A AT&T By
M5 B0 ERLUE  BETBREMN
ERREMEHS (TR 60 %) » 15 MCI
oi i AR SRS - SRR R 45 ~ 1R LA (o
Y - REREBEFNES » LHEE
S EFERIRME AL 0 IR
H IO S

CRM ResearchfyfB#& :

— EEFRLER R ETEZ CRM

FIEYE AL ?

— CRM HUEfEE I » MBIk T —
T HOAE fe kB 25 e Lo S B SR SIS 2

— BRI > £ F CRM EE
I > FEMTRRMRAF T 11T » BIRLER
WK ?

— RPN > TR TR -
WAE -~ IT WA ?

Portfolio

Reward & Risk Sharing /

09 ~ CRVEREA SEAREE RIS

B TRMBIRIEE - £XEEFR
7 CRM 3##g » CRM %L BEEME
HR - RAEZEESLL WEERS
HIBA{%R » CRM 7R — B asREEE R R E
ERBENEERE  BEFHRRIESH
BEZEME > CRM RAHNENHEEL
CK (Knowledge) # % CR( Bif% ) » #8CR
# gk CP (Profit) (Wayland & Cole 1997) »
RMBAHAR—5 > FRVEERERR
BH S TEAREE » BEPEE CRM 5K
WRE > FEEFE A T A EEEY
THFEEs o
) Kotler (1999) 758 CR B ISR ZEHE

Kotler (1999) BRHPEE ABELE
HITE > URBEESERNRE > &%
AR LTI FREX T 5 [E #9 CRM g » 4
MAES ~ BENTHRERT | AHD
BEATTREEE | EITHESHES

&5
90 LI#&HY MCI 2l
Bl
90 DARTHY MCI 3R
1% Value
Proposition

R R 1
2 FEE g

ls HEME AR
AR %

BEFEEE

R

Value-Added
B5: EEMGELEES
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EFEEER FNE FH

HFENEE NG ZEEERN CRM 1T8#5K
W (@6 ) o

1. ¥ AR A 1788 (Basic Marketing) #
CR —SHEANBRRBEMERE
o REHMEE -

2. R FEEI 1788 (Reactive Marketing) HY
CR —HELWKEER  JHEF
T E R ARG D F] o

3. 3 £ 2 1788 (Accountable Marketing)
#) CR —8HE% » XEGEHHE
% Al PSS EEREEENE
%o WEREEFRMEEBEES L
RE P/S o

4. F By B 17 8 (Proactive Marketing) #
CR —REHBEEEE LHREF
B P/S o

5. 5% RI{T48 (Partnership Marketing)
B CR — AR BEREERY » 3
[F % 3 W BB E A R AN E R
& EBEERSERR -

CR a5
X&)
=i
N
CR Y&
B6: CRE#&
The
The Marriage
Customer Relationship
Satisfaction The
Loyalt X
yally Courtshi Customer

BRSBTS EL A A D 4%
ETRHEEENEE » MEEEEAT
REENREEER - KTRIBURE H
BIRFI RN CRM BB 5= o

CRM Researchfiy B :

—EEAAREHR CR BIZREN » B H
SEREZERE > TANERHET R
BERMRER?

— AL IT ZR{ZFH CR BILH J§
Mo fIa0 L AR IT R REEEl &
BEIRER ~ SR RURIER ?

(& Anderson (2000) Customer Relationship
Evolution (&7 )

Anderson B BBEEHMRIVIRA R E
ER o BEZRZRAR—&% > IS B=F=x
BEFEE: ¢ Courtship( JBKFEE ) » Rela-
tionship( BER#ERFEEL ) » Marriage( 5
IBIEER ) o EEZMFNIERE - BHE
ReE > BEEEERS

I R = CRM RYERETE T B RE
ERREEERD » TEINERETE
HIREREE H Y o

CRM ResearchgyB# :

—ETERIRER T » EREEENERE
fARE ? SRR S > CRM KR
B TEEHERIBEZAME (e Win
Back and Save, Prospecting, Up/cross
sell, Loyalty ) ? IT Z0{aszigiELETh

e ?

CRM

Strategic Customer Care —(Share of Life)

Customer Retention —(Customer Wallet Share)

Acquisition —(Market Share)

Customers Lifetime Value

87 : Customer Relationship Evolution
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&3 TR EFRANE T BHCRME%

FEREZ (Suspect) Awareness: 5| BIEE
B VB B % (Prospect) Interest: 5| Fo.B% S 8
TREE Desire: 5| %0l B 28 &

¥ REEE 2 (First Time C)

Action: 2 BT B I8 B #8 Bg

EEBEE Repeat O

Retention, Loyalty, Up/Cross sell: &5 &5
B~ REMNEERE

BB FE(Loyal C)

Retention, Loyalty, Up/Cross sell: 125 &5
E - RAMNEERE

o Retention, loyalty, I: A B3
B R 2 Advocator) fg en H;Ec% ﬂf% Ey%kg/cross sell: 12 & &3
% F(Client) ek 1 8 1 R9RE O RS
€ 8 (Member) safb 1 3 1 BRSO RIS

WA EEZ (Silent C)

Win Back or Ignore: #0353

@ Griffin(1995) BE % Bd % & 2 = K
(Customer Development Process Model)
B3 4E

Griffin iBEE S B+ RE (K3 )
HEE-BRTAVENEE -

CRM # /&R T A8 B RS BUR » i

"] CRM HyRREHE TR T 5 fh AT T RS

BEEEIER WL FEE - M40 s

i > W3 BIRE(T o

CRM Researchpy B #£ :
HPAFEUNEE - CRMEET

5] A ER AT (Campaign) o F140 » 20 FI A

ITRFIETREE TAKRE (F40:

Dynamic pricing ) ?

F - {BEHICRM Business Model
12 7E L& CRM By B Z B SR AS B »

FEANA B BT AR A » JRAE S FEL ] 58
5 ? HARBIERET CRM B ks » EE %
FE AL SR B R ERRE ~ MEERBUR ? Bk
BEE NIRRT ? EHFLEHEY
£ E# CRM Business Model ©
() Customer Resource Life Cycle (CRLC)
Model (Ives & Learmonth 1984)
Ives & Learmonth(1984) 32 & EH % 7
EEEPSEH aRETHFZERE
(£4) »BRCRLC
B —EATEE A B A (Outside in)
AR » TREN AR RO ERES » eI
BRFITHRERY A B Sk ¥5 8 CRM MR MR
B REETREEENRETES > EEH
SFFERSER (IRENFTEEMN A e ) -
FRESTENE L E Bk B % CRM iR
FEHTERET » CRLC 1R T — AR TEEMIEE
T CRM MR ET & 8 B — 8 Check
List RIEFRIRFERIFRET ©

%4 : CRLC#)+ =@M

. Establish Requirements

. Test and Accept

1 8. Integrate

2. Specify 9. Monitor

3. Select Source 10. Upgrade

4. Order 11. Maintain

o. Authorize and Pay for 12. Transfer or Dispose
6. Acquire 13. Account for

7
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EFEE2H ENE 51

CRM ResearchfyB# :

—ZEMAF A CRM B9 IT 2k iR gL
FEHBIRIE T ZMEREER ?

—HAENEEMS » MESTRELO?
{%i?ﬁﬂ@%ﬁ?&iﬂ@ﬁ%ﬁ%ﬁfgﬂ’ﬂ*ﬁI%%'IEEZZB
q?

(=) Management of Customer Relationship
in Business Media: MCR-BM Model
(Korner2000)

Korner PAE 8 B9 A 2R 7347 CRM A
BEE A Blocks » WERIAEIEERN
BEIRIR -

Hh Cl BEEENANE (Contents)
BA5ERE (Channel) » VA RIEFE 6 R

HEFIRH > CP & #E Demographic,

Psychographic, Geographic, Purchasing
Pattern £ & #A » Trust & M ~ &
i~ R0~ RALES » VCHELRIHE
EREFLFRED/S - BEREF - 5
TEHISEZEF > Process 82 Controlling Rl &

AERE AT ©

It Model = % §t ¥} e-Business 8 e-
CRM Hygk & » HIBFHTE Internet BT AF
¥ CRM W TE » M/REERE LB K
ZafE > L EIEE Virtual Community B2
Trust 552 e-CRM #7HY 2 B A8 8 o

CRM ResearchiB# :

— HEhRY AL B E T > AR LEB B A B
B ? B REEE ?
—AESEMANRERLEBBRAA ?
( Trust = VA or VA — Trust )
—NfAE A EEE PR ERRA CR ?

(2 Customer Capital Model (Edvinson &
Malone 1997)
Edvinson & Malone fEHATEH] Intellec-
ture Capital F i EEZE fE (Customer
Capital) HI# 2 LA —{E T A AR = 2R
e E9 o

Customer

Customer.

/ Interacti \

Virtual

Profiling Zf TS Communities

Value Added

Processes

Controlling

Trust

B8 : MCR-BM Model
(1) ExERE

(5) BERY % (2) BE N
() EEsE (3) EEAE

B9 : Customer Capital Model
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HARAXEEEZH CRM TEHFEERE
B - MR E SR PN AR - f
- EEREE A ORI HIFFE
BRLD ©

CRM ResearchfyE#& :

—ERFEENEEESE T EUME
it EEAMMEEE ?
—HEMBEREEBEMR? AW  EEAS
BRGNS EERNRESE ?
— CRM EEEEEENHEE F AR
g DRSIRABEENEE?
Ll 2 CRM AORR 28 18 sUB s A 3
FTCRMWEBEHEESZSE  MEEMA
BRAR » B % (Descriptive) HY
a8 > TAE T S A8 A I R 20 P BB
S =2 FEM (Procedural) By T{EERET4E
> B (Task) ZHEBIEFE o

@ Pepper & Roger’s Model (Pepper &
Roger’s 1999)

M ArZE%E fE HBR IRH U —%—5 K
SREITIRRERE 1T - HEBEREDR
U RREEL -

1. Identify : BAFERRREEZ » EIEFRHEK
£ 2R 0N BEMBERBRENE
B R HAm I o

2. Differentiate : {RIER[E TR KRR
BEERERER TR LEEE

3. Interaction : iRt & TR EE MY H
I > RIBREREE B IR AF - BREAE AT

HEEE O &)
4. Customize @ BB HE—H—%8 L
HIFTSH BB 6 SR K
ERFEEHEEEEE % 1ICRM
B E R > EEETNRBERES
B MENREIE RN THEBERE TR
BHFNESENFTEZHTEELR
% o

CRM ResearchgyB# : -

—EREET T AELLIT
KIREARTER?

— CRM WG MRS B » HEERER
R ? AT ? B E RS ER ?

@& PEPSI Model (ARC Consulting 2000)

ARC EER/AFEH4 CRM FYAR B4
— {8 R E FKTEEHER © Value Proposi-
tion, User Experience, Product/Process/
Channel, micro-Segmentation, Information
(PEPSI) 70 10 o

L ZE R RIELH CRM B EgE E
1 JERTEN P/SEEREREENEE
il INRETBEMBEIREERE » HEE
EREERINS P - 423 P/S EHE ME S,
MZEEE > MEEEERANREREAELT
FRIBEENIHERE » EEREENES
FREF R IR » TEL TR FERE
RRSBEEFANKEABRVERR

ke o

Value Proposition

User Experience

micro-Segmentation

Information

Product/Process/Channel

< Define
< Describe
< Design

< Deepen

< - Discover

B 10 : PEPSI Model



46

EFEEBE ENE HF

Analysis &
Refinement

Customer

Interaction

EEEE—

T Learning l

Action
«——

Knowledge
Discovery

Market

Planning

Bl 11 : Customer Process Cycle Model

CRM Researchgyf8% :

—EEMAREEFRELRT » SKRHEA
CHETHFHEEEM ?

— R AIRBEE N EEBARRETEC
# P/P/C ?

— RS HREEENEFREAR
TR ) & B A TR RS 2

@9 Customer Process Cycle Model (Swift

2001)
Switt DT 1 79 {4 o B9 78 3R 2R B B

CP Cycle ([ 11) ©

1. KD : WELSHEEEFA UKL TSR
HtE & » ¥ Customer Identification,
Customer  Segmentation,  Customer
Prediction °

2. MP © & #F Offer Planning, Market
Planning, Channel Planning, Communica-
tion Planning °

3. CI : &5 Customer Care Application,
Sales Application, Customer Contact
Application, Interactive Application ©

4. A&R : 3H CLEYE A » FERFER R
f& & (Refine) B BH & & & H B &9
Message, Communication, Price,
Volume, Location, Approach, Training
o

LU E BLAE IR IR 2 M AR B

BERARIE » £33 CRM WG EF £
i > B EE RN EGE -

CRM ResearchiyB# :

— S BERRET AN A A B AR R HE B 5
EENER CP1EE o

— B EEEARN IT 7 LL support
Contact Application, Interactive Applica-
tion ?

7% ~ CRVBY:B I EIEEL

EERE CRM B980T » SEBLEE
FERE S B E L A B 0 ER CRM Y58
—IRITAE - REIMAVELF - E—IREEE
KA A CRM 2 ZhiE—8& » Wit CRM
FER A BES S8 ? BRI A ?
FELOAET 1 HAFRI PR ? 752 CRM 5%

- WD BT HIRE R E E B

= -

() Brown (2000) Channel Management
Evaluation Model ( i@ EHET (H224 )

H DU R B Ak o i R R AR 3

CRM FHYERE B o

1 DR AERTE » Brown BB F
HEZE B EE T LEES (B 12) .
(1) Information : BRESE GIRMALIFLE
HIEFFSEESR » (2) Communication : &
E%ﬁ??%ﬁ@ﬁ@ﬁ@ﬁﬁﬂ’]ﬁ?ﬂﬁﬁi?%
58 » (3) Transaction : @I EES IR ALEE
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Information

Service

Distribution

Channel
Management

Communication

Transaction

12 : Channel Management Evaluation Model (Customer Perspective)

EREFBENZZIEE » @ Distribu-
ton [ EMRES RE S EEERFWNE
P/S REREE » () Service : BIREER
Rt R FERRRE -

CRM Researchfy8 :

— > FE A0 LA Model SR EF L EE %K 2
HIEBRSRVAERR ? B BARIEEE RS
fa] ?

— TN EFHERBER H P/S SRR 5 E
BHHNEEEEMER?

— IR 2 5 e ) B 1 Y R G B
K?

2. B AHERETE(E » Brown RNEER

B TEIEEER] (E13) -
(1) Market Coverage : F B[ @E& Y
FHEEATTHI S EZ > () Control :
EERECTEREERAR - &~ 2B -
MBS -~ IREENERE > O
Conflict : & S8 %01 [ {58 B8 & IRy B
FE1E 28 » (4) Profitability : 5BEH HEF]
M » 6) Support : R E R T K S
Empower K& Support H B » i1
FRATHE R ©

CRM Researchgy/2# :

— R EEFE A MERRE > R0 AR
B ERETH B Rk BN 7

— ¥ EC BRAHRBSEmEREE
Zely » EEMEMAIRERGS ? HEER
REM?

— EZEAEF A IT 2K empower H 38 B
7 ?

(&) Pritchart & Cantor (2000) e-CRM
Channel Management Model
Pritchart & Cantor B8 & (LT
ETFH e-CRM BRIZE BB AU B LB RS
APkEEE BE (20E 14) :
(1) Consistency : BEREE L —RE S
M~ — i~ EEERTEES R - @
Balance : EREZEMR E R A B (face to
face) B & A [ 89 Bl £ (Web, CTI,
Collaborate Browse, Interactive Chat)
RIB SR CERRRUEERIFNEE
fR% » (3) Change Management : %
ERTOESABBIUNBEEE > @
Customer Expectation : B R 45 T fE7E

Market Coverage

Control

Conflict

Channel

Management

Support

- Profitability

13 : Channel Management Evaluation Framework (Enterprise Perspective)
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BEFBEBR FNE BH

~ Consistency

Legacy
Customer Care
Environment

Balance

Technology

Customer Expectations Change Management

B 14 : e-CRM Channel Management Model

Web EEEZR B LE B > 6) Legacy
Customer Care Environment : & 5 &
ENEFRBERIERIENEL o
CRM » THEEENTEW R L o
HEXWEBLERERL e-CRM £
EEAEE RN LR EENREEERRE
0 HL G 5 2 R B B SCTE Y B B (R &5
s E B o

15 ~ CRVB &R

EEEHTT CRM » BRTEERFH
RERAMTERE  EEEREFNE
fE 5] R (Implementation Strategy) °
BREEB SR ERA LR
Al CRM R B R 225K » T B AR —1&
FRIEHIS | EHT G R R EMEAME
Dick Lee (2000) $2Hi 80% SRITEEL KA
ITHyE% > CRM &fi%H o CRM B9EA
—EGEHREEENL ~ WE - B
g~ T~ ANBF - A5[ER—EE
£~ BHAEBEBTEEE  ERFEE—
ERAMERYEE FRE T > Lho) » 7E HARERREA
2% H CRM RYTHRERRET » X DER

Technology

—EERNEEERE  E LE L
CRM 5[ EEERMRVEET » TEL£
ZiR H MR R B o
() Handen (2000) CRM #J Implementation
Model
Handen 5% &R BEHWE fE— & CRM
BRERRFRAMEHBE (B15) -
1. Strategy:CRM R B&
CRM #y SIS BHELA T /S8 ¢ Channel
Strategy * Segmentation Strategy
Pricing Strategy » Marketing Strat-
egy ° Branding Strategy » Advertis-
ing Strategy ° #8) CRM REHEHEH
il BB T IE L BRI o
2. Segmentation: FiE EFE » ©iE
Value-based # Need-based M E[E °
3. Technology:CRMZEE B HH 1T 2k
X o
4. Process:CRM ZE§E  Customer-
Oriented #J Process » HEE
Involve Customer ZE|HZEHR] Value
Chain » BREEE 2B ~ WH -
B %5 o

Strategy

Organization

Segmentation

Process

B 15 : CRM Implementation Model
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5. Organization:CRM B & %jﬁ F'ﬂ Segment

E R - TOFEAIE A AITIRE

f& Segment Team %E%‘ﬁlﬂlk

CRM T/E : (Win Back, Loyalty, Cross

/Up Sell, Prospecting) » H Team Z

B MEERMBSE o

IR ESEEE CRMIERE 1T »
FE5|# CRM /R BRRE(E SR 3RS ~ AEM
TR~ MES—ERBKS » TRFHN
IT EEREEEREEXA o

CRM ResearchgJB#& :

— TR EEFER MG EE
BAgHEEEER ? 5 ENEEEEE
A EBBRGR (G140 © NEH segmenta—
tion » B MRBETERY process EXEt) ?

@ Brown (2000) CRM Change Manage-
ment
Brown 3 & H & # 8 % R ERFT Re-
CRM &— fljtﬂﬁﬁ EEmE ELESE
FEERR “EEEE” ;EZ‘:P’E%T SE E
ER B T ([E 16 )
ﬁt#ﬁ*ﬁ%ﬁﬁ*ﬁ@%ﬁﬁ)\iﬁﬂﬁﬁ@
B> £ CRMHBITRIAREREN—

Performance
Measurement

Training & Recruitment

Management
process

B MARE TEBRREMNAL -
B EE - IIERT » BREN ~ FEREE
BITUBEEREZ LN CRM IE B2
AERRAAT BRI TIE » HEBEEFER
B IT BI5E -

CRM ResearchpyB% :

—Ei XN ERHE o-CRM BN KRE

H EEFARE o fla0 : EABRAERE

~ BRER AN ~ AR
TR ? A LERE ME ?

- —REEAREE MR RS TREREIT R

B2 CRM HIHEE A 28 ?

(=) Shankar (2000) Capability-Based CRM
Architecture( [ 17)

B T4 (Alignment) IT BB E
CRM kY EE—2 » €% CRM BE IT
R » R T CRM EEN M »
Shankar 2 H T 7RI B8 77 B8 28 # ( CB
Architecture ) o JREIEF¥EHREWMT » &
HE CRM FrEERIEE /7 » HRE CRM FE
ERETHLETIRE - EOMTIER B IT 168
J12E %18 CRM HILIRE » ;R BEREEW

MERET IT WIFHE: o

Organizational Design

People & Culture Change

Business process

16 : CRM Change Management Model

Business CRM
Capability

Business CRM
~ Components

Direct IT CRM
Capability

Support

IT CRM
Components

AN

Bl17 : Canahilitv=Raced CRM Avrchitartiira
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EFERSR FNE FFY

B AT BB E 2 38 CRM AUAR 158
AR HRERIE RS - ER CSF 2
#UE b T ERBRATIRYERS 0 CRM (Y&
R REEE AL E -

CRM ResearchgyB# :

— T RBEERE - EREFHERGER
CRM Capability ?

— 8% 8 CRM f Capability » 74 W&
[E#9 CRM Components FIFE 5424 » &
BAEEERS » & RATREEE S ARt
HIAEE ?

J\ ~ CRMESITE48

CRM WEIZ7E 50 ERERE » HE
PRIBEIIRS] » FF & EEESE - B
HIERE ~ PMEE—H—-NEN TR
AT —EZE 0 F£RLE - 1T NEF 2%

Group Ware, IA & & 0] LUF R ~ BRI %
5 ~ 47 CK BRI B R P » CRM H9ER
SFTH—-RZIER AL IT 2 CRM
HIRENE ~ &% - £ IT 8B E » 77
BT YR EHILEHE o

G CRM 4 1T 48%8 ( Swift, 2001 )

XECRMMWFEIT 88 > BT
5| el i€ g T > ] 18 e

CRM Researchpy# :

—WAHRE ~ RETERBESTANIT TH
%ﬁx&iéﬁ@ﬁ%ﬁ%ﬁ%ﬁﬁh% °
—ZZDH%AQJL BN A T E 3k
Zat#E —1E KCRM ?

O Customer Data Warehouse and CRM
(Falque 2000)

B2 B » Hl4] . Web, Internet, Data Falque (2000) 38 & &3¢ CDW BV EHE
Warehouse, Data Mining, OLAP, KWV, EZEEXHEET Y 6 BEERITHEE (B 19) :
Data Application| gig | g1 | pss | EUC | Web
Visualization
: /
Data Analysis SQL [OLAP |Data Mining|Statistics| Machine Learning
Data Storage DataBase| Data Warehouse | DataMart| Knowledge Base | Model Base
Data Collection | POS | EOS| EDI | ERP | Call CenterQuestionnaire
B 18 : CRM#YIR%2 4%
Strategic Marketing Channel Management/L CR Marketing

?

CDW

/

v

T

New Product

Sales Productivity

Customer Care

B 19 : Customer Data Warehouse Framework
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CDW ZIRHAE RIS B S

1. Strategic Marketing
CDW H] 2L #& Customer Segmentation,
Direct Marketing, Pricing Policy, 7R Bl
®TEERTHEE - MM RFR T
& » NREEE R I ERIRER o

2. New Product
OB S ELIEE (BRT ~ R
HAh) » WEHIELBES - BEDP/SH
SHEMAT IS - AR REFERN
BT » UTHREESHHE P/SH
R ? SRER(mAF B ? R E MR ?
WiE P/S ZW A EGH ? IERHE <
2?

3. Channel Management
SAT RS AT AR AT - B B
EEEAUHIE - TRIBE MR AR -
VAT RN L EE 2 B B AR RS ? AR ER
EO] LR BEER - B E 5| BRI E EER
R o

4. Sales Productivity
ST EABIE R E ERAE - BER
R > DIT RS @R SRR /B
710 SEEWAT ~ W~ B AMARE
B ?

5. Customer Equity/Relationship Marketing
534t Customer Acquisition A2 » Customer
Retention BB » #f EE % B BB % (Y B

Document utin,
Managemern ecronic
onversion
ublihin,

istributl
Sales Force
Automation oordination
istributiety
.. Conneétivi
” ", ~Publishin;
e
/

Data

~1 Warehouse/

Webhouse

REFRSH TR » DUT RS A B E
& ? B AR S EHEM P/S RIZAE
BE
6. Customer Care
1 77 One-to-One Knowledge of Customer
(—H—WTHE) UDRITREFE
(Mass  Customization) » 7R B ] B
CDW Rt —#— 17888 P/S » &
RFABEEW] Care EEEHE
MR FE R E CRM ERETE THEE
FEEBECRMAYCDW » B3 EHFEFH 22
B ?

CRM ResearchfyB# :

— CDW KU B AN RRET F RESCIR 3¢
HIBESEHE o fIA0 © A[RIBRE B B AF]
HEotr - BELERHENST - TR
BEHTRERREFNDIHT o K bpl
a0 A0 48 New product, C Rela-
tionship Marketing, Sales Productivity

& KCRM #9 1T 2248 (Tiwana 2000)

Tiwana F85 &2 87 CRM IRk
TEXIEEBENNEREN)  EEXIE
AFEHIFEREBAE » BERFEFHE TNE
BhEIANE = » H KCRM 89 1T 224 E a0
T (B2 )

VolP
CaltBack
\ Systems
/ \ Telephone

Web
Conferencing,
Expertise

Pointers

cision

Decision Support
Systems/
Information
Packaging

Digital
Whiteboards/

Shared
Workspaces



52 TyBEeR N8 BT
#5:CI vs CK
ZEA._(Information) 5155 (Knowledge)
B BB ERER
R R P R S M Sk R
B WAL LRI B BB~ ERR ~ B R LE
S BN BUEE - 1 BUXEEE
Mo ER R B DREEas R ATIREEC SRLEEE » ARAMH
CEGh e B | ’ﬁ&#%mﬁ%
Tumém+%m@ TR T ENEE
méﬂ@awﬁ@mm CIEHE - =~ FF | AR - RRRE @ DRk ERE A EREs
e x#éﬁﬁm%ﬁm R AR B A 3 B 1
SZ5EI8 ~ %@%E?Eﬁﬁ%g%_tftﬁﬁ ~ AR ERE B R T AT AL A

71~ CRMERZDETE

&) Tiwana(2000) #5 KCRM ZR#&

HEH CRM BERBEEE TN KE
ERAHT o (BEBOEA » BIERBIES
H13% Rl 2 B R % » Davenport & Prusack
(1998) Artur Anderson (1999) Tiwana (2000)
SEETERER - ERHEMBRE—EX
R WGBS R EL TR S
(0% 5) » H Nonaka (1994) 7R¥g &1 4
B oM ER (Explicit) EERRE R (Tacit) » §TH
WA E{LEEEL > BREREE - Wit
leana(ZOOO) AU S KM g CRM By

ZeAE AR T2 Bk — fE AT E8 #Y KCRM( Z0& 21
RERIRESZ IR /M BE RV B & S (CK) BN f&
HUBE % 5058 » {#F BB KCRM HI B 98 &%

o
KCRM

Explicit| Tacit
CK | CK

CRMIT [KMIT

21 : KCRM%&#

B EEE EEAE IR BEE
RIFBHY > L EFEEE » RPN
MBI R 2 vk 1L — A (Davenport &

Prusack, 1997) » 7 80% B4 2 A S
77 » A CRM BIERETE T RERRE — &%
HEWNER o

CRM Researchpy2£ :

—fRT CLHb» ERFREWLEEEY
FEAEREILEY ~ NIBEBEE AN 2 R
B HMH CRM o

(2) Petrash Intelligent Capital (Petrash 1996)

Petrash (1996) R EEBEEE AR
?%%ﬁ%ﬁﬁ’)iﬂﬁ@ﬁ@:ézk (ANEAEE
HRER) WAE » TAATER (B
fehe ~ 1B - HR - BiE - BEEEAS
BRI~ %IT%%E’J%KI% ) EARE A
(EEEEBRNERRE - EARK -
ML - BRBRSIE  BREIHTE
H) BR A G EAFRMREERERE
A (BEEEBERER - HEE - &R
B~ O~ RIFRR -~ SEB4%E) »m
BEEEANRFBITLISEICEA TER
BLRERE A - Q0 22 o
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HRANERERBERER=EEE
EAROBERANRE » ATERR
ARUEBREELR  BEAANVRA LS
WEANEREEBEAS » ZF TR
B ERY > CRM EZERINER=F44%
TRAVEE R HEEE

CRM researchiyB:=£ :
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Organizational
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(@ The Customer Relationship Visionary’s
Task Matrix (Tiwana 2000)
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Technical

Leveraging Competencies

Reuse of Experience
Documentation of Expertise

Performance Metrics

Customer and Technical Knowledge
Distribution
Customelmteraction Support
Knowledge Directories

&
5
Reward Structures Knowledge Channels =3
Exolicit Education Group Support e
P Training Collaborative Problems Solving &
Best Practice Transfer Distribute Work é
Encouraging Knowledge Sharing Group Interaction Support %‘
Lessons Leamed Database =]
Q
=
Development of Communities of Channel Development g)
Practice and Microcommunities of | Real time Interaction with Customers 1Z]
Specialist Knowledge Live Help g
Tacit Cross -functional Distributed Collaboration in Problems | @
Trans -location Multimedia Support
Interorganizational Video Conferencing
Chat

Capturing Assumptions

Scope of Work
B 22 : The Cuetnmer Ralatinnchin Vicinnarv’e Tack Matriv
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