CRM (Framework)

Abstract

The needs and interests for building and actualization of CRM customer center
are dramatically increasing lately in order to improve customer satisfaction,
loyalty, and new sales. This study first overviews current situations (concepts,
manager ial importance, development stages) and CRM projects of customer center, then,
proposes the goals of CRM customer center as accomplishing 4A(Any time, Any place,
Any form, At no cost) accessibilities and 3C(Consistent, Complete, Concise)
responses, thirdly, under which explains the framework of CRM customer center, and

lastly discusses methodologies and key factors to consider in executing CRM projects
in the customer center.

CRM

DHHEHE DX AB0ILE MEIAN 28 H2E L IFE HZo =10 D0
Zest 2 HIB Jlss £™»ol= 21MI1 J1g3Ee o DA MEX  OHHE
HIE{(Strategic Customer Marketing Center) = D242t 2te| XM (CRM Strategy) &IHS
SHAMIE Ol =& 2o LA HEgsS sot=(Mitchel |, 1998; Anton 2000, p.123)
Jlgol tf D2 AHRLIAHOIE HIEOIC.

DML JsOH 8 2 Y S0 gAS Sit= U89 40tX 0IKUHA #0t =

=



1. DMAHE ==X SO 2 A& (HIAHAESZ 2F 20800, 2lUet & 18z =3)
2. M9 ZHEO DAMHEO CHet Al2e|l 213} (Cost Center =>Profit Center, XZILHO
SHRI=> QID| A, st R=> XA S X} (knowledge workers)

bal
o

3. DAUHMEH XM AE A2 SHWE(0I=, o=, 2EZEON 2E D MAIE
MNHIAN Oish AIE XA & B2 HFS(19989-2003E) 20.2% (Vilsoet, Bob, 2001
Call Center Campus Conference), 2302tHO| AR, DNMMEH 2HEH|, 2F 180X, &2t
Olat BItE2 17.3%(Purdue Study, 2001)

4. 2N DHHEH(Global Customer Center)2 I+ % EHA : 0, MasterCard
International, 7992 =X RS&SE DM0UH KHZ, PolaroidAtel Global Web Customer

Service Center; www. Polaroid .com/service; Anton 2000, p.121)

hl

DAMHEHS HENFE U39 HHAZ L0 4HE &= UCH.  ACD, IVR, CTI, LAN,
WLAN, DNIS, Modem technology, wwwil 22 UIESI3 Jl=(Network Technologies)el E&,
™ol Jtxs L MASetE J1¥el 27 (Business Requirements), Main frame, Mini-
computers, Notebook computer, DBM2Z Ol Xl= HE2AIA (Information Systems)ol &<
Jdelln, €2 e ot Je oA QA (Human Elements)2l FEC=Z, N2HAME

e el, s ¥ &5, A9 SHel Jls &4

c
HAXMOZ(ZESIN) 2 Hi22 == =Z=2 3dl= (1) =J| 2HME(Emerging Call
i

Il

10

o

il

Center)OlAl, S3t2HO HIIAIZE 24, HeHAIZE &=, D20t0] =9 & &4,
g SE4d Jd, 2IHIe E, +elo BIE FEH sSH=Z St (2)
M3/ =3 24IE{(Professional or Optimizing Call Center)2, 121, Z20l=
MR SUEE DG X, 2E/88 R 2, AAAMY 20, &7 2 2=, E
2A0H R8s SEH L 2 MBS, SHEHEO0IH A0 FHL AES SHZ ot=
(3) Mat® ZHMIE(Strategic Call Center)2 &&otD UCHDurr 2001). L2lLi2tel
DAMHEHEE LHEEHHEZ =2Fo £, contact volume 220 S22 F= =7
SHEDL CHCH==(2F 50%)0104, =J| D2HHEH Ol SHZM 238l =58 20U XISote
AAE  FHEie HEEIE 2F 20%, contact volume 2 qualityZel0l L==ol=
HM23H/2AG dIEIE &4 20%, el OlY&EE Y AL o2 M MN CRM MIH
FE0 ==8ote dEIE & 10% 0122z FHED., HIIAM, =J| SdHU 23/ 2R G
SMEHN Hgst JdIMe2 SEH0IU, MM ZdHS SHEAEES oAM=
il AUACH. 22 LE, CSR (Customer

HHEHS CRM St Z2HEel FAMS0et &
Service Representatives)l sS4

DHHEH CRM Z2MESH s HOt
University/BenchmarkPortal 2001), &2 DHHEHSS BAR= MMIE2Z X 10% 20|

CRM Z2HEES 48 Z0/0H, %= O 85K 2= H2=Z LIEIG2M (Genesys

i



Telecommunications Laboratories, 2002), <eclLietel AT &AM CAM ZZHED}

SBED Y= DBMEE O 5% D192 EHEC},

<& 1 > Framework of CRM Customer Center
* CRM Goals: 4A (Any Time, Any Place, Any Form, At No Cost)

3C (Consistent, Complete, Concise)
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1. Business Process CRM(BPC)
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3. Data Application CRM (DAC)

DAC EfhMIACSl 3JHAl Al DS N2H DBS MAS S8 L 240 2ot (1) contact
volume forecasting and modeling, (2) CSROl &S| up-selling & cross-selling2 &
= UAEE XHdt= 0B AIAES 2= (3) CRM Z2RES] HJU=F 2 2A2[E Qs
SENMOL=EE 2 RO 2elE I8 SEHOICH
HEDH GHEC X At= happy call & LBHAOI CS| AR el & &80 ChEH, (1)

t

DAHEH JIHEE2S =dot= ROl & = A= HMBaliok 6

F= ol H—ROI 2Ee 1)
CLV(Customer Lifetime Value) Model, 2) Simulation Model S0 26t L& £ US
(2) 2HH UWEHEE) X206 s AR (FHH) WIINEE &EotH, (3) 2+ Contact

Channel & D2HEZ2 =XHC| O MHOF SHCH. (CRM D2 AIE framework &X) L8 contact
channel 0l AM=Z0l F=Jt2 W OtCH, <0 AZ3E 30X UHMS0l AMAsE2L=Z update
T O{ M4 OF StCt.

o

4. Technology CRM(TC)
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