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e A= 7HE e mRRIEe R
AT-AT ] diet #e A onlE A skt
Cig=

=
f

oX
)
o
j&

o ¢

o] 24 w73
ATRY
1. CRM A28 F39] ZAH
D BA ] (CRM) Aol M3z &)
FEA 7} ¢4 CRM Al dl 3 #ed 8k BA)
mas) we Aoz Jehtm )
CRM ZaAHES 70% o|io] 7]1& 714 0]
i 9 EAAE AR EslE A
o2 velta Qo (Gartner 2003), A&7t
Al CRM Al F-=2 43t aQlat g
ol et W&t AF5A ARyt gt o
$-0] CRM Alz="ll 2o 3l Heket 7
A FA 887t FoldAd digk AAZE §l
At} o\ 7o d= CRMS 7)<7ida
LxEgolo] thet TR HA, o] 7]
el = CRMES ujzte] #APANE ¢
3 oA Ags Jddhe o Hu
AT} CRM Al Egie] A-8H9= 7Y
o] AFF e W2 JIFE VXA €k 1
2 o) CRM Z2AE 70% o]/do] Auj=
50}7177}‘? CRMeol& 719&4, 714 8
1, 99 1ea AE 5ol 840 Ad
o] 2L uNE FET 4 = A A
el Aol
CRM Z2AE CRM A 485 43
37] Slel] AgEnt. AR CRM Al 2Hl
T8 719l AFH FEa 7199 87
2 a7ld g g% wu vk 71y

CRM ??ﬂoﬂ J3re mR= 842 AR

T
L
T
L

M



38 szaed . A5E A25 20079 124)]

p—
e

CRM Alz®] 729 7414 A
o e 237} gl

ditH o T e T3 22 RR
Z A3 "l CRM AlaE] Fd e
g2 A} B "CRM Aladl 7+8 iy
nEo) @ o9 NI e BgEs Ay
o el 44 =kl oA FAA
1ol A=A Exrt obd Aolth CRM
Agke uAg gdo R CRM 7ol 9 9
832 HEsA Felg & dart Sle
Aot} 58k CRM ?6% ERE2 A3
%’461% ofgA sfof & WHE AL Ha

Jl“‘-

]_

2) ¥ CRM AHzko] 7|9 %14
CRM Heko] = = glr}.

CRM A& 7|1 #A 4%@ Eeal A
Blite] f_ix—lléiﬂ* g & = Blolt},
SEATE, @A Z19EL CRM A] 28l G o)
Ak el 524 8491 ZHE oY)
I Utk 7ide] nABAE FEI L FA
k= A2 71l AERE 22 glolth &
o) Z1gelAde] Ak 719
At ere] sl gro] B 7] wj&FEolt)

3) CRM A8 FZo] 7]9j429
A2 ),

CRM Alz#El F2A] EEE= A=l
# CRM 78 3¢ d4zta Yehe=
F7F Ak AlzEl mol & Adgelghe
Ao YA wgor] Aol AFs)

Agz AA I 71
olebz SHoR dA4dE ¢ e

o

—

840F A

b oox [l ol oM

RIS

4) CRM A|2H] 2 =z 1312
A ok
CRM A| 28l F-&A] 744 2938 Ao| T
A x22 FdEe] S7-9k &E3folth,
iE-Ee] ZigolMe 22 T Falet

%‘“—TL* z/\l—xq o jy_gq o]_:ﬂ_ g}\q.‘:_ x%;

5 & gk Wb 22 Baket PALE
270 P8 ANE ASHon v
%8st 9
5) CRM Alz=®) 734 514 3
%3l 247} Aoislo] giet.
CRM A1 229 P54 749 323 Ao] 21

Aol &F(Needs) o)tk i F--2] 719 <l A

= Ao 878 FAdow nza 9

A7 % Sl o) R E nolal
of i1, mAjel 7o BHE HuE A&
Hog wed g ggryt 9ivh

6) IT A=zkzt CRM Az 94
Bli=a Xéolv}.

ZYahr, Axpd
= OM gt kAR 12

& gz gasE & 9 B
T 9} webd wAgte] Ade) whe Alz
del A%, $4, 7% e A94 S
Fa8 szt TR AzUg o9
bl mal /el vk g
Ao},



AR & ZaA et A5l CRM A nx= 48 I

SEESELY ECRE
A28 Aol HalAdel
94 srowl 47E 548 & = g
i}, Alzsel 7o
@ 7loze 45eke o] Fash ol
o8 BE GrhAzgo] glojof g,

8) CRM Al&H] 755 w71K=HOne
-Time Event) o2& 7krghl},

CRM Alzgl @2 7|2 Heho] opd

A7A gk 240 Aolth AjEE Al~E

T7ddel Al F587 |
A

CRM Alzdll 5ol gl Hal A2
SAPEA ool mEk APET. F83 A
< dA 5 mEAekel A8y akaE
ol A ghet & 4 gloyt ofd dig
b a7t ol Fol A gia alvk AARA
2 &

@]

bAoA CRM A2he EoH oz A3

2 AT B =Y
1) AEIE ZEAX

CRM2 x2] ZAe] 3od 2 o9& Hg

2 81, ¥ CRME 7-33817] $leiA

T TE, EZB2AA R 7)Ed g@ Ag
o] Hgoaltt MAH R uAPYRE ZHT
87} glom olF $i3te nAHAH FA
ol g&A0R g & F o et

oF q} EA PTE £ 9

4T e mlo w e
td
(U
o, &

= >
o

o A

o,
iz}
ol
H
i
i~
o
)
)
_O‘LA
~N
4o
rok
e
P,
lo,

7} 298t
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@A Al tial AR EAE A
F3ted Yk (Morgan and Hunt 1994), 234
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2 CRM A|Agle dubzl o &2 7]
28] 2315 o] B UEY A, HolH
2T A 28 B0 AT E FEo] ol
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Abstract

A Effects of IT Process and the organizational characteristics
on the CRM Performance

Kwon, Young-sik™ - Lee, Min—-kweon™*

Customer relationship management (CRM) is perceived to be failing, and there is an
urgent need for some practical ways to address this issue, The research presented in this
article demonstrates that the implementation of CRM activities delivers greater profits. The
author examine the key drivers and information technology process in implementing CRM
using data collected from a diverse sample of firms, The results show that IT processes and
top manager's commitment of CRM play a vital role in enchancing an organization’s
customer relationship performance, The study provides insights into why the use of
customer orientation might not always deliver the expected customer relationship

performance outcome,

Keywords : CRM performance, Information technology process, Organizational

characteristics, Commitment, Customer orientation
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