2001-7
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e-Business ,

CRM

CRM
, , CRM ( )
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(CRM)

O CRM

(CRM)

CRM

' CRM
e-CRM CRM

e-CRM , e

CRM
CRM



< 1> CRM

Customer Knowledge CRM
life style c
Waehouse R

I M /
Q RsKReward

~

CRM
, CRM



< 2> CRM

| )

- =

Customer Relationship Management

O CRM

( &CTI)

CRM )
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< 1>
< 2> CRM
O
O
1) CRM
(CRY)
31
2) CRM
CRM
)y
O

CRM CRM

G ) 4 25

CRM

(10 ),



< 1> ( )
< 2> ( )
< 3> ( )
<  4>CRM IT ( )
< 5> CRM )
< 1> CRM
(Eigenvalue) | (Difference) | (Proportion) | (Cumulative)
1 9.60241341 6.60428292 0.2895 0.2895
2 2.99813049 0.60934432 0.0904 0.3799
3 2.38878617 0.54215400 0.0720 04519
4 1.84663217 0.47053322 0.0557 0.5075
5 1.37609895 0.16968648 0.0415 0.5490
: 1) Eigenvalues of the Covariance Matrix: Total = 33.1713056
Average = 1.07004212
2) ( )
, = /
3 (
O
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”  CRM

- CRM

(priority)

" r
r " r

" r

, CRM

CRM

- Back office competition

"
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CRM 2 3 ,

1990
CRM

CRM
CRM

CRM
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. CRM
3. CRM

. CRM

1>

e-CRM
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-1>
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_3>

-5>
-6>
-7>
-8>
-O>
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-12>
-13>
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CRM
CRM

CRM
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-15>
-16>

-1>
-2> CRM
-3>
-4>
5>
-6> CRM
-7>
-8> CRM

-9> e-CRM
-10> CRM

-11>
-12>
-13>
-14>
-15>
-16>
-17>

-1> CRM
-2>

-3> CRM
-1> CRM
-2> CRM
-3>

-4>

-1>

-2>

CRM
(5%)
CRM
e-CRM v
CRM
CRM
CRM
(
CRM (
CRM
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.. 123
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IT

(Customer Relationship Management ; CRM
CRM DB
, IT
CRM
, CRM . ,
CRM CRM
CRM
. CRM
CRM

DB



CRM
CRM
CRM
CRM , CRM
CRM
CRM

CRM

, CRM

“CRM
CRM ()
CRM , ,
CRM
(
SAS
CRM
CRM
CRM



CRM
) CRM



CRM

1970

r

1980

(quality control)

(customer

satisfaction)

(niche)
DB

service) (customer

" r



1990

marketing),

marketing)

" r

" r

"

" o

(customer

relationship)

CRM

(one-to-one marketing),

r

r

e-CRM

(individual
(relationship

-1>



cSs DB Marketing CRM
(1970 ) || (1980 ) || (1990 ) | (1990 )
() e-CRM
() ( ) || ( )
, m

: CS - Customer Satisfaction, DB - Database Marketing
: , (CRM) , CEO information
262 , 2000.9.

, CRM , 20005, pp.15 18.

(mass marketing)

CRM , ,

CRM



CRM 7

- (inbound)

- cross-sell, up-sell

- / DB
, CRM , Oracle, 2001.
2. CRM e-CRM
. CRM
1) CRM
CRM )



, CRM
CRM
, CRM
, CRM
, CRM
(knowledge) (needs)
(Ioyalty) (profit)
< -2> CRM
contact point
Marketing
/ Segmentation ( / )
value chain ( /Sales/ Service )

( /SalesSenice )



CRM 9

, CRM ! (relationship)’
’ (relationship)’  “an interaction between two parties

(who perceive each other as being relevant) with the goal that both

sides benefit from this interaction’ . ,

(an interaction between two parties),
(being relevant).

(both sides benefit from this interaction)l).

CRM
2) CRM
) (CS)
(CS : Customer Satisfaction)
“Fortune Magazine & Forum Corporation”
2).
@)
5 6
o 9 10
1) , CRM , Orcle, 2001.
2) ,  Customer Loyalty ., CRM

, 2000.
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0 13%)

20

90%

98%

" r "
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CRM 11

\

- /

: Researched by Fortune Magazine & Forum Coporation
,  Customer Loyalty ,

CRM ) )
2000.,
) (CRM)
(CS) cs
, 90%
30% , 60 80%
( )
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CRM
3) CRM
CRM
, CRM
) CRM
(CY )
< -4>

. Kebi R. Bhote, “Beyond customer satisfaction to customer
loyalty”, 1996.

" & r

< -5> 5% )
( ) 35 100%



CRM

, CRM

< -5> (5%)

0T FI=

0% |

m% - I WU

. 5% 48%

4":'% n I WU SRS VI e SN

M% . — S e ..

o
Sy
=]
HEFE
BHEEN
ZHERE
MH.
ey .
HEsal
=

THSApA 1]

&
,  Customer Loyalty
CRM , 2000,

CRM

(Data Warehouse), (Database)

10
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(segmentation)

, CRM )
< -6> CRM
Custorrer Knowledge RV
Dita ife style
/ M /
Q Risk'Reward

, CRM

-7>

< -7> CRM



CRM 15

A
\{
A
v

> > ~ . >
(acquisition) (activation) (reactivation)
(loyalty)

(retention)

/
(cross/up selling)

4) CRM
CRM (Meta group) (The
Customer Relationship Management Ecosystem 1999)
CRM
(analytical) CRM, (operational) CRM, (collaborative) CRM
, CRM / /
/ 1
, CRM CRM, CRM
, CRM CRM
ERP
(back-end) , CRM \

ERP ( , : , )
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(front-end)

, CRM 1990
CRM e-CRM
. e-
< -8> CRM
CRM CRM
Back | gpp >
office
A
Y V + Y +
Front
office
f f —_f f
Mobile
office
Customer .
e-mail Web
Interaction Web )
CRM
() ,  CRM , 2001.1, p.3.

. e-CRM
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1) e-CRM

2000 e

e-CRM

e_
: (Era of the Customer)
e-CRM
e-CRM , €&
. e-CRM

e-CRM e-Marketing, e-Sales, e-Service ,
e- , Customer Interaction
Center, SFA (Sales Force

Automation)
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< -9> e-CRM
e-CRM

e-Marketing | | e-Sales || e-Service

, PR DM Seff Senvice ,
- - 0B
- , Life Qe ) - Senvice O,
- , - Savice Order

- Bl Pesere
&Payrrert (€BPEP)

e-Business Solution
- EC

Customer Interaction
Center

Sales Force Automation

- Mobile Office

() ,

2) e-CRM

e-CRM

CRM
RTC Group, eCRM Sdution-Choosing Right eCRM  Sdution, 2000.9.

, 20011, p.16.
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Integration)

CRM 19

e-CRM

e-CRM

CTIl(Computer Telephoney

e-CRM
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CRM e-CRM

CRM e-CRM
(one-to-one marketing)

CRM  e-CRM

< -2> CRM

e-CRM

e-CRM e-
CRM . , e-CRM

CRM  e-CRM

CRM

-10>



CRM 21
< -10> CRM e-CRM
CRM e-CRM
, TM, DM,
_ (
internet )
, CTI, - Orneto-One Marketing,
T
, (CRM) , CEO information 262
, , 20009.6.
, eCRM/CRM , 2000.8., p.54.
. CRM
1) CRM
IT IDC(International Data Corporation) (2000
) , CRM 22%
2003 1998 25
) CRM
80%
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< -3> CRM (IDC)
USs )
1998 2001 2003 1998-2003
33,182 59,921 89,700 22.0%
17,259 31,794 48,314 22.9%
9412 16,479 23,897 205%
. SW (CRM) , 2001.2.
Gartner Group CRM ,
2002 44%
, Forrester Research 1999 CRM US$34
53.9% , AMR
Research 2000 US$>4 , 5
10 2002 USs$1
2003 US$168
2) CRM
2000 CRM CRM
, IT 1 CRM CRM
) CRM
CRM DW CRM
CRM

CRM
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DW , , CTI
1 1 CRM
(segmentation) (personalization)
IIgW r
; CRM
3). : :
; CRM
1999 < 4>
41% 41,693 , 238% 23,731 ,
122% 12,160 , . 98% 9,840
, 3.1% 3,110
< -4> CRM
( 1 )
EC

1998| 620 9500 15004 - 1,10 - 2200 450 70 - 300 B9A

1999| 3110 23731 4168 20 220 - 9840 12160 1000 2300 3600 P6A

D01 5111 13130 28550 3600 14% 1500 7600 10910 D - 3D 7BEB

. Sw (CRVI) , 2001.2.

3) CRM (http:/ / www .crm.co kr)

CRM CRM

o / (27.11%), /
(24.71%), / (19.949%),

(17.29%) . . http:/ / www .crm.co.kr
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(mass marketing)
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CRM

DB
)
, CRM
-11> CRM

—~~
~

25

CRM

- =

Customer Relationship Management
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. CRM
1)
CRM

"

"

r



CRM

"
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, CRM

DM, T™,

2) CRM

(cross-selling, )

//CRM r



CRM 29

CRM,

4. CRM

(Data Warehouse)

1) (DW)

(Data
W arehouse) . (DW)

(electronic warehouse)

(needs)

(up-grade)
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, (operational system)4

(data mart)

? < -12>

4) (operational system) ,
(OLTP : online
transaction processing)

,  CRM , 20012, p AL.



< -12>

CRM

31

\ 4

A4

: ,  CRM
http:/ / www .crm.cokr

5),
o

do
o
o

5) http:/ / www .crm.co.kr

, 2001.2., p 48.
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(end user)

(CRM)



DB

DW

-13>

CRM

CRM

CRM

CRM

CRM
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, Marsh Korea

, Marsh Korea

e-Insurance . , DB

DW (Campaign Management)

DW C )
, OLAP

DW



20%
30%,

70 80%

CRM

CRM

80%
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(Data Mining)

CRM

OLAP(On Line Analytical Process)
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6)

2) CRM

CRM
CRM

N

-14>

< -14> CRM

6) OLAP(On Line Analytical Process)

. eCRM , 20014., p.118.
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CRM

j % / |
J

a N

\ J

~

sell )

e B

\§ J

e M

Q @ (re-merketing)
. _/

e-CRM , 20014., p.121.
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(capturing) - (verifying) — (classifying)
(summarizing&constriction) — (calculation)

(retrieving) - (reproducing) - (com-
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CRM

CRM

CRM
CRM

CRM

. Life Time Value)



e-CRM

CRM

e-CRM

CRM

CRM

(Web Call Marketing)

41



42

(call center)

CRM
IVR(Interactive
Voice Response)
80
ACD (Automatic Call Distributor )
CTI (Computer Telephony Integration
softw are)
IVR( )

, FAX

< -15> ,
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: ) . ,  One to One
CRM , , p.144. 20012.

e-CRM

, (spread marketing)

< -16>



=
—
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3)

(web-call marketing) (web)
(call)
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CRM

17>
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CRM

(DB Marketing)



CRM

CRM

47
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-17>

CRM

49

e-CRM

e-CRM
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e-CRM

e-CRM

e-CRM

e-CRM

e-CRM
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4) CRM

(CRM)

(e-mail Marketing)

1) (e-mail Marketing)

, PDA e-CRM
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(e-mail)

2) (e-mail marketing)

(instant)



CRM

40 80%

53

‘returned mail’

DB

DB

CRM



CRM



CRM
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56

CRM

1. CRM

CRM
CRM ’

CRM
) CRM

CRM

CRM <

-1>



CRM

57

< -1> CRM
- 1999 CRM , 2000 9
- CRM 10
-2001 3 5
-1998 4 7 1 CRM
- 1999 7 2000 4 (DW)
- 2000 4 CRM
- 2000 9 2000 3 2 CRM
-1999 10 DB
-2000 2 5 CRM TFT
-2000 8 CRM
-2000 11 CRM
-2001 2
- CRM DB ,
- 1999 DB , )
-1998 1 DB
- 1999 7 CRM
- 2001 CRM
- 1999 CRM ,
-1999 9 CRM , 11

: CRM onling, , 'CRM ! , 20004, http/ / www.arm.cokr
, ) , 2001.7.
CRM

CRM
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CRM

CRM

(CRM)

(CRM)
CRM/ DW
CRM
)
-1> 1997

10



CRM

< -1> CRM ( )
A
D
" |
97.10 983 987 9811 992
. CRM 1997 10 1998 3
DB
rZa 7 DW
10
DW DBM
, 1998 4 1998 11 CRM

59



60

(Data Transformation)

(OLAP)
- (2,500 )
- ( )
(Data Mining)

- (retention)
- (scoring)

(Performance Tuning)

, 1998 7 CRM
15

Mining

CM (Campaign Management)

, CRM 1999



- DW
- DW
- DW
- 50

3)
CRM
: CRM
CRM

(Call-Center Agent)

" r

CRM 61

(20003, )
(992 5)
(992 9
150GB  350GB
500

, DB

CRM, CRM,

CRM

CRM
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< 2> CRM (
— / — — Scoring
> score
/ / score
C™m) > CM
OLAP Data Mining
( 1300 ) ( 190 )
4)
- (E-DW)
- (EC)
Data Mart

) . CRM



CRM

CM (Campaign Management), ,

, ( ; )
, (EC)
5)

CRM

(cross selling) , (retention)
(cross selling)

2
1
@)



WHO MODELS

WHICH MODELS
2

2
2
-2 1
- , 2
<Bx>
2 1.55x% ( ) 0.34x ( 23-35 )
0.51x ( ) 0.39x ( ) 0.21x (




CRM 65
<Ex>
X X X

X X T OXXXX-XXXXXXX X X *kkkkk

X X B2XXXX-XXXXXXX X X Kekkkk

0o B3 XXXX-XXXXXXX X X kkkkk

X X BEXXXX-XXXXXXX X X kkkkk

0 0 B2XXXX-XXXXXXX X X Kekkkk

X X TAXXXX-XXXXXXX X X *AFAAK

0o BIXXXXK-XXXXXXX X X kkkkk

B7XXXX-XXXXXXX X X okkdkk

(retention)
<Ex>
/

1-10 3737 527 1985 355 53.12%| 67.36%
11-20 3792 513 1883 320, 49.66%| 62.38%
21-31 6668 786 3214 513| 48.20%| 65.27%
1-10 9820 901 4668 526| 47.54%| 58.38%
11-20 11538 894 4769 496| 41.33%| 55.48%
21-31 19632 1162 7465 618 38.02%| 53.18%
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<Ex>
( )
20-25 99 558 50 94| 5051% 16.85%
25-30 1006 2212 490 421| 48.71%| 18.63%
30-35 1982 1956 906 407| 45.71% 20.81%
35-40 2185 1471 957 297| 43.80%| 20.19%
40-50 2887 1190 1462 265 50.64%| 22.27%
50-60 1296 313 650 71 50.15%| 22.68%
60 287 61 123 13| 42.86% 21.31%
<Ex>
( )
/ 1 / /
20-25 24.46% 27.50% 31.58% 13.06% 13.88%
25-30 24.66% 10.51% 26.16% 14.88% 14.40%
30-35 26.15% 18.75% 20.00% 15.14% 17.46%
35-40 26.78% 13.74% 22.48% 16.34% 19.80%
40-50 26.67% 19.72% 27.68% 19.74% 24.18%
50-60 26.83% 15.00% 32.59% 28.30% 30.11%
60 42.83% 20.41% 40.00% 37.50% 19.23%
<Ex>
- ( ) ) L
- : 30 ,
- . 30 /




2. CRM

CRM

, CRM

(CRM)

, CRM

, 2000.9.

CRM

CRM

CRM

67



, ™, DM,
AT DB
CRM
8),
CRM )

“" (1 )"’
" //’ //CRM

CRM )

, CRM
9.

- CRM

- CRM
8) , CRM Marketing ,

, 20014.

9 , CRM , 2000.9.
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CRM

CRM
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< -2> CRM
CRM
CRM
- CRM - CRM
, CRM , 20009., p.82.

3. CRM

CRM
, CRM
. Insight Technology Group
10, CRM ,



< -3> CRM

25% 35%

CRM

2% 20%

: Insight Technology Group
() , CRV

CRM

10 ()

,  CRM

42%

, 2001.1.

, 20011,

71

CRM
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-3> CRM
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||

CRM

CRM

, CRM



CRM 73
< 4> CRM ( )
r I I T
13 4| 103 52 31
13 39 | 101 51 29
8 44 | 125 46 9
13 27 08 71 23
9 37| 114 56 15
24 ’
-3> CRM 20%
. CRM 1 1

CRM
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-5> CRM
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CRM

CRM

1) CRM

CRM

CRM



2) CRM

"

"

"

< -1>

" r "

r

v (Field) "

(Back-office competition)”

(Front-door competition)”

77

r

CRM

11)
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12)
CRM
, CRM
CRM
CRM
CRM
/ H
e-Business
1 ( 1 1
, (loyalty),
11)
(2000.12, )
12) CRM

CRM

CRM

"
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(cross-selling)

CRM <
-2>

< -2> CRM

CRM

(((
[
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CRM
CRM
< -3>
CRM
31

CRM

<1 >

<2 >

CRM

Varlll....Varll7
Varl2l..Var1210
Varl3l...Varl310
Varl4l.. Varld4




IMCA =a ;+ y,Effi+ y,Cost+ y,Serv+ y,Sale

Effi= o ,+ B1X 1+ BpX o+ BeX g+ oo+ X,
Cost= a 3+ B X 1+ BpX o+ BsX 3+ ...+ BonX
Serv= o g+ B3 X 1+ BpX o+ BgX g+ .+ [3X

Sale= o 4+ B4 X 1+ BpX o+ BusX g+ .o+ BnX
, IMCA =

Effi =
Cost
Serv =
Sale =

Xi, X2, Xs, ..., Xn : CRM
a,B,y

< -3> CRM
CRM
CRM

CRM 31 )

)

(common factor : “ i

(factor analysis)13

13) Galton(1988)

Spearman (1904)

, (multi- variate)



82

) CRM
(factor score “FS” )
()
) CRM
, CRM
CRM CRM +)
CRM
CRM
CRM CRM
2 ,3 ,4 ,5)
CRM ( R?) CRM

CRM




CRM
< >
CRM
< >
CRM
(+)
< -1> 2
+)
< -2> 3
+)
< 3> 4
+)
< 4> 5

CRM

CRM

CRM

CRM

CRM
CRM (+)

CRM
CRM

2
CRM

3
CRM

4

CRM

(T)-
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CRM
CRM
. 1998
CRM
CRM
CRM ( DB Marketing)
( ) ( )
< -4>
CRM

E:> CRM

(CRM

CRM

(pilot test)
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1)
CRM
14), CRM
, (Supply Chain
Management : SCM) 15),
( ) CRM
CRM )
5
2) CRM
CRM )
4 31
< -2>
7
;7 (CRS) i CRM
10
, i“" rr CRM
¢ )
1 10 1
14) s r”

15) ,
: , 2000.12.
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“ (IT) " , CRM

< -2> CRM

Varlll
Var112
Var1l3 |CRM
Var1l4
Var11s
Var116 ( )
Var1l?

(Customer Data)

Varl2l
Varl22
Vari23 ( )
Varl24 |e-Mail
(Customer Var125
Relationship Var126 |TM, CM
Strategy) Varl27 ( . )
Varl28 .
Varl29 :
Var1210 ( )

Var13l
Var132
Vari33 |CRM (TFT)
Vari34 |CRM

Vari35s |CRM

Vari36 |CRM /

Vari37 |CRM

Vari3s
Var139 I
Var1310

(Work Process &
Organization
Integration)

Varldl CRM IT
Varl4d2 |CRM IT
Varil43

(IT Infra) Varidd




3) CRM

CRM

"

" r

" r

" r

CRM

25
-3>

(cross-selling)
5

87



88

-3> CRM

Var2ll
Var212
Var213
Var2l4
Var21l5
Var2l6
Var2l7
Var218

e-Business

Var221
Var222
Var223
Var224
Var225

(

Var231
Var232
Var233
Var234
Var235
Var236
Var237

(loyalty)

Var241
Var242
Var243
Var244
Var245




CRM
CRM )
16),
2001 6 29
17),
253
19
16) CRM

17)

234

CRM

CRM

89



90

< -4>

(%)

) 9 112 443

( (109) (46.6)

141 55.7

( ) > (125) (53.4)

7 152 60.1

(138) (59.0)

7 101 39.9

(96) (41.0)

253
100.
14 (234) 00.0
:D ()
2)
SAS
Cronbach's a
, CRM
18), (factor score)
(linear combination)
18)
(PCA : Principle Component
Analysis) .

, 1996, pp.59-91.

d



, CRM

ANOVA T-

(nonlineatity)
19),

19)
Watson)
(time-series data)

(nonconstant variances)

(cross-sectional data)

91

(Dubin-



92

. CRM

(factor)

(multiple common factor model)

m(<p : ) (common factor
CFi, Fo FaoveeoFn)
Xi
(linear combination)
(specific factor)
m- i Xi Q)
Xi- pi= kznjlﬂika+si , i=12,..., o JR )
@
X - p = A F + e @
(px 1) (px 1) (px m)(mx 1) (px 1)
p m
(factor pattern)
A (factor loading)
i Xi k
Fx



CRM

m ’
Fio,Fy,oonn. F o
1
/.llk Fk
k
loading)
g,i=1,2,3, ... ,p
& 0 wi

(communality)

20)

93

(factor

20),

(factor loading)

Q .
, 1998, p.256.



: Principle Component Analysis)

’ 21)
22) (communality)
loading) ,
Varimax
(orthogonal)
21)
(Scree graph test),
22)
iR , 1997, p.348.
23)
Fi
p j
Alp , m
> 4
J=1
24)

(orthogonal rotation)

rotation)

(PCA

(eigenvalue)

23
1
40%

(factor

24),

, TSAS
2

(oblique) )
(varimax



CRM 95

0 . (factor score)

(multicollinearity)

(reliability)
(internal
consistency)
25),
(construct) ,
CRM CRM
9 26).
Cronbach's a 27)

25) Hair, Joseph F., Rolph E. Anderson, Ronald L. Tahtam and William C.
Black, Multivariate Data Analysis with Readings(@th ed), Englewood
Cliffs:Prentice Hall, 1995.

26) 5

27)
split-half reliability
Cronbach's Alpha

200

Kk
= —(1- , k =
o k- 1( 03)

&P = L o=
, SAS , , 2000, p.240.
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Cronbach a Cronbach «
“ i 0.62 ,
4 Cronbach a 0.80 0.85
(< -1> ).
082 0.87(< -2> )
05 :
0.9 28)
Cronbach «

28) : : , 1999, p.70
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-1>
Cronbach's Cronbach's
a a

Varl32 | 0.835289 Varl24 | 0.789757
Var135 | 0.825901 Varl25 | 0.771200
Var136 | 0.838201 Varl26 | 0.745648
Varl37 | 0.838213 Varl27 | 0.760936
Var138 | 0.818598 Varl28 | 0.748563
Varl39 | 0.844346 Var129 | 0.767098
Var1310 | 0.824786 0.795309*

0.852765* Varldl | 0.77232
Varll3 | 0.812324 Varl42 | 0.739551
Varll4 | 0.797488 T Varl43 | 0.712210
Var1l5 | 0.805037 Varl44 | 0.752561
Varll6 | 0.795029 0.795779*
Varll7 | 0.804037 Var123 | 0.715585
Varl21 | 0.810680 Varl33 | 0412558
Varl22 | 0.807989 Varl34 | 0406100

0.827819* 0.624501*

: 1) a raw data *
2) (deleted variable)
3) 56 ) ’ Cron bach «a
0.953668, 0.955007
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< -2> ( )
Cronbach's Cronbach's
a a

VAR211| 0.853216 Var231 | 0.832994
Var212 | 0.853818 Var232 | 0.838551
Var213 | 0.843327 Var233 | 0.840456
Var214 | 0.841203 Var234 | 0.837795
Var215 | 0.842569 Var235 | 0.837820
Var216 | 0.847484 Var236 | 0.854278
Var217 | 0.859170 Var237 | 0.842698
Var218 | 0.858986 0.860396*

0.866285* Var241 | 0.807591
Var221 | 0.773575 Var242 0.821866
Var222 | 0.775164 Var243 | 0.798729
Var223 | 0.803911 Var244 0.790571
Var224 | 0.775805 Var245 | 0.800785
Var225 | 0.796005 0.836938*

0.820889*

(validity)

(construct validity)



(criterion-related validity)

CRM

(eigenvalue) 1.0
29),
< -3>
-3>
IT
1.00000
0.33951* | 1.00000
0.36500* | 0.46149* | 1.00000
IT 0.59139* | 0.28178* | 0.30840* | 1.00000
047254* | 0.29486* | 040550 | 0.36722* | 1.00000
3.15164 | 3.65751 | 3.40029 346795 | 3.34970
0.83317 | 0.67838 0.77930 | 083643 | 0.91670
» * p<0.01

29)

, pp.62-65.

99
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CRM
( ) ( ) < -4>
< -4> CRM

(Eigenvalue) | (Difference) | (Proportion) | (Cumulative)

1 9.60241341 6.60428292 0.2895 0.2895

2 2.99813049 0.60934432 0.0904 0.3799

3 2.38878617 054215400 0.0720 04519

4 1.84663217 047053322 0.0557 0.5075

5 1.37609895 0.16968648 0.0415 0.5490

: 1) Eigenvalues of the Covariance Matrix: Total = 33.1713056 Average
= 1.07004212
2) ( )
C = /
3) ( )
5
(communality) , <
-5> . 04
4 [Var111(0.2076), Varl12(0.2866), Var129(0.4237),
Var1210(0.2983)] 04
5
30),

30)
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< -5> (Communality)
(Communiality) (Variable Weights)
Varlll 0.20786779* 0.57135342
Varll2 0.28663854 * 0.89167862
Varll3 0.54115705 0.93701578
Varll4 0.63024937 1.03036824
Var115 0.50759740 0.81721664
Varll6 0.58930006 0.77106648
Varll7 0.53869849 1.17015782
Varl2l 047950840 0.89583931
Varl22 048831150 0.87168819
Varl23 0.63730012 1.28058345
Varl24 0.63973810 1.48000956
Var125 049867674 1.30956480
Var126 0.67203580 1.19215686
Varl27 0.64300101 1.04744142
Varl28 0.58181856 1.02199904
Varl29 0.42372432* 1.05920612
Var1210 0.29839780* 1.07460545
Varl3l 045037678 1.11573410
Varl32 054717009 1.10009565
Var133 0.60119096 1.36284075
Varl34 0.73745145 144318508
Var135 0.65554364 1.17254902
Var136 042830639 1.13161167
Varl37 0.55311870 1.06948828
Varl38 0.62397883 1.08632233
Var139 0.57540965 1.29564802
Var1310 0.58080564 1.07230990
Varldl 043499711 0.90109995
Varl42 0.54801331 0.89564802
Varil43 0.66705421 1.03529412
Varl44 0.58002967 1.06752750

: Total Communality: Weighted = 18.212061

Unweighted = 16.647468
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CRM
CRM
(factor
loading) <
-6> 5 31),
< 1> < 2> 7 , < 3>
6 , < 4> 4 < 5> 3
5
< 1>
< 1> ,
CRM , CRM , CRM
, CRM ;
CRM / , CRM / /
/ , CRM
(cross-functional
integration, v i )
< 2>
< 2> )
) 1
3) 31 4

31



CRM

-6> CRM
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1

V132
V135
V136
V137
V138
V139

V1310

CRM
CRM
CRM

CRM

0.66056
0.61903
059010
0.71635
0.74183
051902

0.66693

V113
V114
V115
V116
V117
V121
V122

0.62281
0.75095
0.68294
0.75094
0.67236
0.50118
0.55687

V124
V125
V126
V127
V128
V129

e-mail

0.52970
0.62023
0.78325
0.66610
0.62405
0.56225

Vi4l
V142
V143

V144

CRM

048140
0.66372
0.76205

0.62583

V123

V133

V134

CRM

CRM

CRM

TFT

0.61081

0.58058

0.78810

0 1)

(factor loading)

principal component analysis,

Varimax
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’ )

< 3>
< 3>
1 ( 1
, e-mail
r )
< 4> CRM
< 4>
IT
( i“" r )
< 5> CRM
< 5>
) , CRM
CRM ( )

CRM

CRM

TFT

(DM, T™M, CM

( “

"

r



CRM

2.
CRM (+)
CRM
2,3 ,4 ,5)
CRM
CRM CRM
CRM
score : FS) , CRM
(< -1> ).
CRM
, CRM
(< -2> ).
(stepwise) ,
SAS
(C. L. Mallows) G 32),
32) Cp Y P X Co=p+ 1

“

Cp . Cp

105

CRM

CRM

(factor
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< -2>
r N
@ )
FS1*FS2 :
\ y,
~ ™
G )
FS1*FS2*FS3
FS*FA*FSH
\ J
@ ) V3
FSI*FS2*FS3*FHA
PSP FD
Y4
G )
FS1*FS2*FS3
*FA*FSD

SSE,
C, = MSE, - n+2(p+ 1)

p: (
MSE, (= SSE,/(n- k- 1)):

, pp.157-158.
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( )
( ) 1 1 1
< -7>, < -8>, <
->, < -10>
< -7>
ANOVA
t
R2 R F (p-value)
(p-value)
1 723.12 - 24.62 496
A0OL | 1047 501 | sooa42 | 2038 (.0001) | (.0001) 190304
1 1194.93 - 4421 6.65
1803 | 1762 201 | 543261 | 27.03 (.0001) (.0001) 242811
1 631.13 - 21.19 4.60
0954|0909 201 | 599541 | 29.83 | (.0001) (.0001) 1.76526
1 551.87 - 18.26 427
0833 | 0787 | 501 | 607567 | 3023 | (0001 | (ooo1) | 7P
1 4159 - 127 113
0063 | 0013 | 51 | e5g595 | 3277 (2612) | (2612) 045253
_8>
ANOVA
t
— F
2 -value
R R (p-value) ¢ )
1 409.09 - 36.22 6.22
1521 | 1479 141648
202 | 228120 | 1129 | (.0001) | (.0001)
1 266.78 - 22.24 4.72
0992 | .0M47 1.14481
202 | 242351 | 1200 | (.0001) | (.0001)
1 7743 - 5.99 245
.0288 | .0240 0.61648
202 | 261286 | 1293 | (0153) | (.0153)
1 16749 - 1341 3.66
0623 | .0576 0.90628
202 | 252280 | 1249 | (.0003) | (.0003)
1 26.92 - 204 -143
.0100 | .0051 -0.36413
202 | 266337 | 1319 | (1546) | (.1546)
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0.0001<p=0.01

F

_9>
ANOVA
t
— F
2 (p-value)
R R (p-value)
1 48459 - 24.80 4.98
1103 | .1059 1.58897
200 | 3908.14 | 1954 | (.0001) | (.0001)
1 52747 - 27.29 5.22
1201 | 1157 1.62154
200 | 3865.26 | 19.33 | (.0001) | (.0001)
50 | oaes 1 22083 - 10.59 325 L0185
' ' 200 | 417191 | 2086 | (.0013) | (.0013) '
1 526.70 - 2751 5.22
1199 | .1155 1.69342
200 | 3866.04 | 19.33 | (.0001) | (.0001)
0050 1 0.08 - 0.00 -0.06 0,01979
0000 ) - 200 | 439265 | 2196 | (9525) | (.9525) '
-10>
ANOVA
t
R2 R F (p-vaue)
(p-vaue)
086 | 0439 1 11550 - 10.28 321 075074
' ’ 201 | 225922 | 1124 | (.0016) | (.0016) |
o561 | o515 1 133.33 - 11.96 346 0.80042
' ’ 201 | 224139 | 1115 | (.0007) | (.0007) '
1 286.31 - 2756 525
1206 | 1162 1.18549
201 | 208841 | 1039 | (.0001) | (.0001)
o5 | o156 1 11955 - 10.66 326 076687
' ’ 201 | 225517 | 1122 | (.0013) | (.0013) ’
0007 | -.o042 1 1.78 - 0.15 039 0.09353
‘ ’ 201 | 237294 | 1181 | (.6985) | (.6985) '
, . F (Fo)



2.04, 0.00, 0.15

p<0.01

CRM 109

33)

(statistical significance)

t F
()
(+) positive
(R)33

(5 ) 4 (

: ) 4 positive
R( )
RZ

(coefficient)

. Damodar N. Gujarati,

Basic Econometrics, MCGRAW-HILL BOOK COMPANY, 1988. p186.
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4 () 2
(stepwise method) .2
< -11>
< -11> 2 *
F t Cp
R? R | (p-value) | (p-value)
5.66
1 F 245710 107.662
4042 (.0001)
0.2920| 0.2848
(.0001) 711
2| FS1 2.01635| 67.0863
(.0001)
591
1| FS1 137640, 67.9276
29.76 (.0001)
0.2329| 0.2251
(.0001) 5.10
2| F2 1.15192| 39.1547
(.0001)
554
1 F 1.16993| 83.8079
3046 (.0001)
0.2371 | 0223 0001 54
2| F+ (- ) ' 1.67525 49.2006
(.0001)
5.69
1 F3 123773 43.0124
25.27 (.0002)
0.2061 |0.1969 0001 245
2| FSA (- ) ' 1.01938| 23.2157
(.0001)
:* FS (factor score) . FS1-
F2- , F3- , F4- , F$5-
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(FS2) ,
(FS1)
F 4042 (p<0.0001)
; 2
(p<0.0001) ,
positive(+)
Cp 67.0863
2 2848% 1
(17.62%, 1047%)
< >
)
(FS1)
(FS2)
F 29.76(p<0.0001)
; 2
(p<0.0001) ,
positive(+) . 2
2251% 1 (14.79%, 9.47%)
< >
o 39.1547
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F 3046(p<0.0001)
) 2
(p<0.0001) ,
positive(+) . 2
2293% 1 (11.57%, 11.55%)
< >
Co 49.2006
)
CRM )
(FS3) FS)
F 25.27(p<0.0001)
2
(p<0.0001) ,
123773, 1.01938 positive(+) . 2
19.69% 1 (11.62%, 4.56%)
< > . G 23.2157
2)
5 3
, 3

< -12>



CRM 113
-12> 3
F t C,
R2 R |(p-vaue)|(p-value)
7.63
1 F2 246683 | 107.662
(.0001)
4042 5.97
2| FS1 | 0.3834 | 0.3739 1.99019 | 67.0863
(.0001) | (.0001)
5.38
3] F3 1.73513 |35.5136
(.0001)
5.91
1 FS1 1.30465 |67.9276
(.0001)
30.38 534
2| FS2 | 0.3185 | 0.3080 1.14038 | 39.1547
(.0001) | (.0001)
495
3 F#4 1.11513 | 15.2497
(.0001)
6.06
1 F2 1.65567 | 83.8079
(.0001)
33.02 545
2| F&4 | 0.3369 | 0.3267 157259 |49.2006
(.0001) | (.0001)
542
3| FS1 152887 | 19.5205
(.0001)
5.89
1 F3 1.24216 |43.0124
(.0001)
2257 455
2| F&4 | 0.2577 | 0.2463 1.01180 | 23.2157
(.0001) | (.0001)
3.72
3 Fx2 0.78481 | 10.8749
(0.0003)
(FS2), (FS1), (FS3)
F 4042 (p<0.0001)
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(p<0.0001)
246638, 199019, 1.73513  positive(+)

355136
3
28.48%
<
)
(FS2), (Fs4)
F 30.38(p<0.0001)
(p<0.0001)
1.30465, 1.14048, 1.11513 positive(+)
3
2 (22.51%)
< >
15.2497
)
(FS4), (FS1)

ycp

37.39%

F (33.02) p<0.0001

2

(FSY),

30.80%

G

(FS2),



CRM
3
, positive(+)
3
(22.93)
< > .G
)
CRM
(FS3),
(FS2)
F 22.57(p<0.0001)
(p<0.0001)
124216, 1.01180, 0.78481 CRM
positive(+)
3
24.63 2 19.69%
)
> . G 10.8749
3
3)

< -13>

115

(p<0.0001)

3267 2

19.5205
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-13> 4
F t c,
R? R | (p-value) | (p-value)
8.13
1 F2 244807 | 107.662
(.0001)
2| Fs1 008 1 a7632| 67.0863
4254 ' '
04672| 04563 | (.g%o;)
3 F3 (.0001) ' 1.79095 | 355136
(.0001)
553
4| FsA 1.75662| 6.7174
(.0001)
6.00
1| Fs1 1.29296 | 67.9276
(.0001)
2| F2 48 1) 14301 39.1547
26.50 ' '
0.3533 | 0.3400 (.0001)
(0001) | 5.17
3 F4 113901 15.2497
(.0001)
323
4 FS3 067335 6.7201
(.0001)
6.33
1 F2 1.66143 | 83.8079
(.0001)
2| Fs4 82 1) 61157| 492006
31.27 ' '
0.3920 | 0.37%4 (.0001)
(0001) | 557
3 FS1 150979 | 19.5205
(.0001)
4.19
4| F3 1.00902| 4.0321
(.0001)
5.96
1 F3 123196| 43.0124
(.0001)
2 F4 444 1 oge31 | 232157
19.74 ' '
02803 | 02747 | ' ('g%%l)
3 F2 (.0001) ' 0.79942| 10.8749
(0.0002)
294
4| FSL 062756 4.2855
(0.0037)




CRM

CRM ( . . ) )
(FS2), (FS3), (F4)
34)
)
F 4254 (p<0.0001)
4
(p<0.0001) ,
1.87632, 1.79095, 1.75662 positive(+) 4
, Cp 4 6.6174
4 4563% 3
37.39%
< >
)
F 26.50(p<0.0001)
, 4
(p<0.0001) : 4
positive(+)
4 34.00%
< > . G
34) 5 4

(CRM )

117

(FS1),

244897,

3
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4 6.7201
)
F (31.27) p<0.0001
4 (p<0.0001)
, positive(+)
4 ( R)
3794 3 (32.67%)
< > . G
4.0321 4
)
F 19.74(p<0.0001)
4
(p<0.02) ,
1.23196, 0.96931, 0.79942, 0.62756 CRM
positive(+)
4 ( ' R)
2727 3 , ( )
< >
. G 4.2855
4
4)



CRM

,Cp

46.1%

CRM

34.87

6.0000

4

(FS3),
(FS5)

(p<0.0001)

(p<0.0001)
P 0.1009

35)

0.10

CRM

-14>

3)

positive(+)
6.6174

(
(45.63%)

90%

119

(FS5)
5%
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-14> 5
F t Cp
R2 R (p-value) | (p-value)
8.18
1 F 245251 | 107.662
SV (.0001) 5251 | 107.66
6.07
2| FS1 (.0001) 1.88102 | 67.0863
34.87 6.00
F AT4 461 1.7 51
3| FS3 | 04746| 04610 (0001) (.0001) 9894 | 35,5136
5.58
4] FA (.0001) 1.76733| 6.7174
1.65
F 4 .
5 FS5 (0.1009) 049535| 6.0000
6.01
1| FS1 (.0001) 1.28970| 67.9276
5.50
2| F 1.1414 1547
2 (.0001) 5|39.154
2193 5.16
3| F$4 | 0.3623| 0.3458 (.0001) (.0001) 1.13159 | 15.2497
4| FS3 3.22 0.66781| 6.7201
(0.0015) | '
-1.65
5 FS5 (0.1007) -0.34322| 6.0000
6.33
1 F 1.6614 807
2 (.0001) 66143 | 83.8079
5.82
2 I 3197 (.0001) 1.61157 | 49.2006
0.3920| 0.37H4 (.0001) 557
FS1 ' ’ 150979 | 1952
3| FS (.0001) 50979 | 19.5205
419
4| F3 (.0001) 1.09902| 4.0321
5
5.96
1] FS3 (.0001) 1.23196 | 43.0124
444
2 4 1974 (.0001) 0.96931 | 23.2157
0.2893 | 0.2747 ((0001) 386
3| F2 (0.0002) 0.79942 | 10.8749
2.94
4| FS1 (0.0037) 0.62756| 4.2855




CRM 121

F 21.93(p<0.0001)
, 4
: (FS5) t
p 0.1007 5%
4 positive(+)
negative( )
, Cp 4 6.7201 5
6.0000
5 ( R)
3458 4 (34.00%)
< >
)
4 4
5
< >
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(factor score)

(multicollinearity) 36),
37)

(nonconstant variance)
(nonlinearity)
< 3> < 6> ( )

36) (Variance Inflation
Factor : VIF) .
37) (Cook) D , DEFITS, DFBETAS
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CRM
-15> 5 5 )
< -15>
2 3 4 5
CRM
CRM
CRM

(competitive advantage)

C )
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, CRM

CRM
, CRM

r "

"

competition)”

"

, CRM

38)

, CRM

r

"

CRM

CRM

, CRM
CRM

"

r

CRM

CRM

(front-door

r

(back-office competition)”

38)

CRM



r

"

"

"

39),

r

"

"

" r "

" r

" r

r

r

39) 'Stepwise

“

"

"

”

CRM

CRM

"

CRM

" r

r

"

127
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CRM

-16>

CRM

40)

CRM

(PCA)

CRM
CRM

40)



CRM
, CRM
, CRM
CRM
(CRM
CRM
1990
CRM

, CRM

CRM

CRM

CRM

129
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90 CRM

' ' . CRM
CRM
CRM
CRM
5 2
CRM
CRM
. CRM
CRM

CRM



CRM
CRM

CRM
(Meta Group) 2001
55~75%

(Insight Technology Group)

CRM

CRM
(Gartner Group)

CRM

131

( ), , CRM
), , CRM
CRM
2001 1 256
CRM
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’ “ ” . CRM
’ “ ” ) CRM
CRM
CRM
( ) , (cross-selling)
) ]
CRM
, CRM
()
CRM

" r

"



CRM

r "

1990
CRM

, CRM

CRM

" r "

"

r

, CRM
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,  SAS , , 1991.
,  SAS , , 1989.
, , 1991.
SAS : , 2000.
, One to One CRM , , 2001.2.
, 1 CRM , CRM
, 2001
CRM - CRM CRM |
, 2001.5.
CRM , Handysoft , 20014.
, CRM ,
, 2000.11
; CRM
, , 2000.8.
CRM , Oracle,
2001.
; ) 1
4 , 1999. 9.

GROUP, 1999.

) , 1999.
, SPSS , 1998.

, 13 1 , 2000.6.

, SIGMA INSIGHT
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2 3 , 2000.6.

, ROI eCRM , Ubiz
SYSTEM, 20014.
, SAS , , 1997.
,  CRM , , 2000.10.
, €eCRM , , 20014.
, , , 1996.
1 2 , 1999.3.
, , 2001.1.
, 15 2001 , pp.101-134.
, (CRM) , CEO information
262 , 2000.9.
, CRM Marketing ,
, 20004.

, .24 1, 1995, pp.81-109.

, @ .COM , , 2000
, SAS , , 1996.
,  CRM , 2001.1.
,  CRM ' )
2001.2.
NCR CRM , CRM ,
, 2001
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: \ , 2000.10.
: \ , 2001.
, e-Mail (Permission) ,

, 2001.
, e-Mail (Permission) ,
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