creative
comimons

C O M O N S
& X EAlI-HI el Xl 2.0 Gigel=
Ol OtcHe =2 E 2= FR0l 86tH AFSA
o Ol MHE=E= SN, HE, 8E, A, SH & &5 = AsLIC

XS Mok ELICH

MNETEAl Fots BHEHNE HEAIGHHOF SLICH

Higel. M5t= 0 &

o Fot=, 0l MEZ2 THOIZE0ILE B2 H, 0l HAS0 B2 0|8
£ 2ok LIEFLH O OF 8 LICEH
o HEZXNZREH EX2 oItE O 0lelet xAdE=2 HEX EsLIT

AEAH OHE oISt Aele 212 WS0ll 26t g&
71 2f(Legal Code)E OloiotI| &H

olx2 0 Ed=t

Disclaimer =1

ction

Colle


http://creativecommons.org/licenses/by-nc-nd/2.0/kr/legalcode
http://creativecommons.org/licenses/by-nc-nd/2.0/kr/

= A =T
o }J'_'.
)

] | LN

A}
vl 7
|5 A= (EM
A)
7]
H 7k

20134

s
;0_!

iy
;0_!



nAAgAY A4ste A
AL ehAE A DEMA) 71

Development of Enterprise Marketing Alignment (EMA) Technique

for Optimizing Corporate Customer Strategy

2012 12¢ o

=



nAAgAY A4ste A
AL ehAE A DEMA) 71

Development of Enterprise Marketing Alignment (EMA) Technique

for Optimizing Corporate Customer Strategy
9 =Ee 3o

s} A Aels] wEROR AZY

20121 12¢

=



AL 2

CPVEID

CPMEID

M
et

20121 124
o] 4 7]
e
A8 F




Aeeta ojstgl
REREELE

}

9]
pal

AL vHA" QA E(EMA)

I
71 A

k<]
y il

_(H

=

=

A= HH 3

al

Ho
&
o
Ho

o

A&

P
fite)

el

S &
~

SE

oA
o ol

-

1

a3tk ey #

=

oA 7=
)

oA Hs W ®rh

3} o]

3
=
-

1

5t

°

23

hyA

(alignment)

=
=

3}

2 A 2ol BEA A7
ZA~ )

v
hyA

A X3}
Az}

AE

TR
W
&
T
I

,_—ll.

A

T Sk ool &

sk
=

A shetar

b= e 71 #

S

A A

)

il

Aol e 4

+
el
wmr

X

sto] a&4°=2 CRM

2§80z 97

19
Ay

ZA 2 T

v

oA s}



7]

0]
pul

Relationship
b1 913

A& (Enterprise Marketing Alignment:

°

172432 (Customer

Management: CRM)eh= ¥ oA A4 o= A3t gl Ajuf |
A} whA "

o e o T OB oW M AT =
o % W oo W W I of T G =7
B T OB R o  ®
Do o N oo W T o
X 1 sz jans —_— —_
m ! go X B T = e
Bo i %m& _EMm_m T No =
‘O 3 7O =T
° 3r mﬁa Mg_ & ﬁ D 7T = m%
9w o= RIS E
N o WO o oo o & o 5o 2
o LI B o VR JJJ
o B w T R o up W G oo 5w
N kW w o oW Ris
T e Tt o
R - G S W
™= B ol ol K W
. ﬂ Tow Eo @ i Tow w ,UHH — ﬂ_ﬂ
y T o on oo WD o 9 i
%ﬁ%ﬂﬂrﬂﬂ@;ﬂaﬂmﬁ Mo
o By B g B o Sty
w,% *irziEmzd » A
0 / T X -
= — MM il ﬂo 7o . o mﬁ B N mmO W
W T s e B o= X
it X = ® & % o o
p— Plo -~ o Mo =~ 9 W
3 Onﬂ = ﬂlﬂ O—H MVJ! R S Elg H;! . &3 m
ﬂ%z%%ﬂﬂ%%ﬁ%@ a,__w
[ ! <
w5 ®mn &F 5 8y X
ol W e o- = Do o] HA_I < © Nrw_ =
W) O - Wo N e R W 5 T JJ
7 Yo o = o B o W T
e owm ow w8 R A 2o
e — T ok T X
. ~ Py E@_ _ :Mi < i, X B o
N — B X
W ‘HOI ‘Wo Wﬁ jans . Lf O# AT El ‘HOI m H.t ,_ﬂa
T ® o0 BT R AT AT W O e

=4, 3) AAe] v

- i -

o] qhul7} A}

e



Zﬂ 1 ;g- }\1 VP PP 1
A 1A ATY HIZ E T QA e 1

;q] 2 ;‘g o:]:rqu R 3

A 2 A O|Z A H|A e 5
A 1A OpAE HFE B e 5

A 2A TA FABF TEAE covrerininiissisisisisisssssisssissasissases 7

A3 nAAFH A AR FHHEMA) AL - 9
A 1A AAF A H A T AT TR e 9

;q] 2 xé EMA% %{5} ;ﬂ/\]_ 1:!]—71]%1 34;913‘,;]_ Eiﬁ]i ............................. 10

1. vpAE Ak A QT TOF e 10

2. u]—ﬂ]%l i?ﬁ]ﬂ_ 3 3 _H‘i_g\j‘ ...................................................................... 15

3. EMA ;(]:‘,: HJ—%O]:}\CA) E% ........................................................................ 17

A 4F AAF upAE HAZHI HL AL e, 20
A 1 A AFE FA] TP Q. e 20
A 24d EMA ALE E3F nfAE HAZ ZTE o, 20
1. 1:!]—71]%1 ;ﬂg}: oggjﬂaﬂé %—_Q_E ;q_o]— ........................................................ 20

2. 1:!]—71]%1 ixj'g,;]_ 3 3+ _H‘i_g\j‘ ...................................................................... 23

3. EMA ;(]:‘,: Ho]—ﬁ(;]:}\é E% ........................................................................ 7

- il -



zﬂ 5 X(_]— @ % .................................................................................. 30

A 1A AFO] QOF L OAJAFA] s, 30
A 2A AF FAA W FFE O HFTE e 31
[7‘3—;]7__“__,3__:_] .......................................................................................... 33
B B] e 38
BPRI EMAS] XFO] R o, 38
ABSTRAQGT cereeeeeeeeeesesensesetntnetnisietst sttt steses s sttt 40

- v -



5

5

—

5

—

5

—

5

—

5

—

5

—

5

3-1] EMA T EAZS  creeereeereesseessessseisseis sttt 10
3-2] T O] FPE] A IE e e 12
4-1] vFAIE] A8 B F QT e 21
4-2] A7) BFAE BFE T A E e 23
4-3] uHE S oiate] HlSTt ZAE U] 2RQOAF e, 24
A-4] vHAE B A5 (1) FOIE AR THI e, 2%
A-5] THAE] AHZF GJOH QT e 2%
A=6] EIMA F| 25 oeeeeereesmesseessssesssssssssi st sttt 28

-V -



[ 23 5 =]

11

- Vi -



uhA

747 2o}

—
A

=

=

F =}o]

k]

22491 AR Aol

-
1

Y

Mee AFRe) 5A0) tFeae

‘(H

o] olm] ZpAtel

| A A]

T

0]
pul

3l AN
A}

[e)

i

A

Q¢9lo] = 4 o (Johnson and Selnes

24

2
,_—ll.

7190 2 HH

O

1)

H
Py

A1

SEE I E

97, U 2000). AIE FAe] v

]

i

oL}
-/’\‘!

¢}

= A" | 3 (AMA)7F 20070l 7R7d 3 miAlRe] Aeol= @ Alvie] vf

T
™

]

o ol mAste] A WA X

Kumar®} Petersen (2005)2]

A 14

Al
(

wu

el

3} A

T
™

o A

LN

)=

o ofjel, el 7] ul
0 oBAe 2 "k

al

o

T
™

8l o] xﬂ

_q

laleg]

il

N

of @71l Aol

kv
™

A A3

278}

&

S
&

oF
==

d

%
o

w78

d o]

S
&

A ®th(Blattberg, Getz, and Thomas
ApARS] A AL

-

1

°

QA
o] o} 474

=
H=

2001). 13y @2 7]
Foll A wh)

o



P, A3

)

A =y =9

—_
fite)

o)
il
il

, ol 2003), o]+ ¥

3

A

o (o]

Fi= ol2nl F-& 24 3 (partial

W
B

sz

F7
Aol @ 34l Ao® yeltal 9ltk(Larochelle and Sanso 2000).

optimization) &

olsl o] 7]

—
fite)

el

e

oy
I

el

7} el Ropel o277 T}

A %

=43}, 714

=]
R

A4gle) )

=

H =2
LB |

ilin
®r

il

(expansion) AlA Y7k=

a4

(acquisition), f-A|(retention), —1&]i1 73} TEi=

G

XA

I 7ol 2-d), &4 A3}t

5|
pud

A T2

—
fite)

el

7o)

s

(alignment)
A = A

o 755

ol 71E2] wi

A )

’

oy

jgase)

O

‘BO

8|

XH

o

-

3}

N

REIE

Aol A7]¥ v} JQtHCorsaro and Snehota

ZA2 T

TH

L

Ay

2011). 2yt wA st

49 2002) o= 7Ifdel

o

ZA 2~
3= 1A

)

hyA

sk
=

REJEE

SERS

-
1

dabe wEEs A

Aol Me] viAE H A stel aizte] A

o



]
%
g
=
w
o
e
3
5
Q
2
Q9
5
%
=
t
o
ol
%

= 54 7199 vH" EEel 483
2k g Bop FAA R Ao BAE AA 7 7EA otk AA, 7]dellA
Adgste TR "HIE S5eS AAM B3 #8E = s AAF v
g FHAst Ze A =(5, EMAE Jidetaat gkt ol & fl& " &
o o] He= AT HY A ) L2 Mo dlgets aA T #A g
= 64, 23 gAE A" 23y WEYAZ Yot oled EMA W
B2 7199 vds v 2ES HAsE WEew JAATIYE FedlA
Michael Hammer(1990)2] BPR(business process reengineering) 7Hd 3 A}
3}‘3}3’— B vk 2y BPRE ZEA|Z9 AN g oA A &
= Hu gsdom AQujAsh= JO]P—E LZRAZ A gk E2 3
el g dA= WHebA & EMA® 574 Z2ZAM29 AlF &
FEY =AY HAE FAsHl A AR BAeA Sd ZeA e

A3 ZFe1del B§REiAE @Eé}oﬂ, LA L AA S F7HAA/ N8

el
o
fu
X
I
>
-
N
Auj
oft
oX,
o
Y
M
)

rf
0 _L o
o



aAENA ANE AFET QEA, 2) Fesk oA

| SHA(S, =30l sHA) dEHem uAe] 5 74,

=

ol

e

X



A2 olEH WA

Al1d AR HAAH3

ulAY ] A 3} (marketing optimization)t 7]Qo] 3+ vtk el W

2]
ok Alkxde agste] 7ol Feks HxRel =2 4 3= vHI" A

S HAslele ddeo] X ZA2(Zhao, Huang, and Sun 2005)2 A, 7149
T84S ALY 7 Ak Sl A4 L AFAY A4S ol gkt mf

AY HAste] FaAdd #AF Y, Clark(2000)+= vHAY s Agsta, A
Wl EAGE oA vARS FHHoR pHE Wast Aoty Fxa
At TARCRE AL wAA AR BEe] 2RE Sy, AW @

A= v Ees B8 2 Ave SAsH, SA DAl = et
1

=

[e} =
€4, 23 AIEe AR T aEske] B e 3

=
231 2% Dol vAY HHs Y wan Aok e, A4 7
l:,‘

O

Aol Ae) mAE HAstet vEo], A FA4 B nHAE H
A3} w3l a3l Drucker®t Maciariello(2009)7F ‘748 miAI®] Alar 2
Al dojd 2 FAA Aol AP AxIE AAE, 1 F4e A"
52 CRMS FAIske 1749 Ak 71999 AA-9 9xdel7] wiol w}

AW HAs w17 24 AL AN Bet Yok 1A 4ol

i
ry



=T

!

7z

o=
A -

] o]

I o] F(2004) 9] A+

==
Gl

1

]

S

SAAN FE
1)

T

B

1 o

;OL

)

CIEEER

dl, ooy

e
R

?;51_

)

"oH

il

<]

i
i)

X
N

Ae A

=

sk

HoF

I

shar, jQlshe o o
A

Al ol AR

A 7]

==
T

-

1

=

thes AHellA ooz} 9t} 2Eu,

A
tol Hroh

)=

°

¥ =(2005)

Al

RLUY
A FAH vhAY A ol B

R = |

1

5t

°

A

w

)

St

877}

ZFell ThEt

2

A 7

34

3} iAE Azt

g

=2z
=

3

A

/1\1,

A

Q

5
7

B

o

=

3

a1 Q= HoltHLarochelle and
wlA|

Sanso 2000; Petersen and Kumar 2009; Jonker, Piersma, and Potharst 2006).

1

Fol 7hlstel miA” oA A 7bA], uARkEal v e 9

°

2ol

=

Gupta, Lehmann, and Stuart(2004)

o

B

We o2 Larrechest

ze
Srinivasan(1982)+= 2 A o} 7} X] (customer lifetime value)2} 7137}

bl mhAY Hgste 9

ol A

°

°

e

=
e

=

FHEstg o, tE Ad A vAE o

7}

3

3

o
=

A

g
—
fite)
™
o
o
e
&
il

woll o]

F717F o157] o

Xg 3

=
-

Ho=Z

3|
~

=

AolAel g

2A A B

Ay

CRM

-

1

asg

0]
yul

o

Zio] Apdolty, ol £ Aol A

3= A



A 243 FA A3 T2 A2

AUt o5 KF Z; o]89] uf3 #HolA Fag onE xSt
U FZolE CRME AH7|%e 93t 7|54 a7k #7214

A aAste] RAE Befetal e Y goldta e A
HHA o= 2 Dwyer, Schurr, and Oh(1987)2] #A X3 E-S 7]t =
A BARSTA ] W2 CRM ZEA27F ¢ A58 gl o] 2olgta & &
ATHEHFHL 713 4= 2008). Dwyer, Schurr, and Oh(1987)¢] #A X3} =3 &
TujAbel FEAke]l ds #AAZE A (awareness), H A (exploration), £
(expansion), 1#]al E<)(commitment)e] WAIZ Hzat H3}sla A 7=
FHE Holmg Fuate Tuiakete] BARAIE Sl olHd Ayl A
A8t Al g3 Ads] e ¢ lojof Fhvhar Ry R, A
Al #Ae A vlgE CRM Z2 A~ udze] #AE 35, §% 18
A8t e SYAA ks dde] SEER o|Foxl ‘#A M3t ZRANE

Irt

4o 4 9tHKim and Kim 2009). %, CRM Z2A2 AL 7]ge] ne
qAE Bl A% wAT BAS IS, 44 & FEAA Y]
st Ao dsolghe BHNA HEste] 719 wiAE EeES BA 3

3} Z2Azof mEl AHAAACF TS oJu] st (Reinartz, Krafft, and Hoyer
Ki

N
o,
]
offl
iy
o
@
=
=
[&I
fu
>
[
A
rlr
2
__)‘4_19
B
2
e
e
X
>
2
i)
2
o
fr
-
o
(e



Aol A A

ZA =~ F

FeH(Scott 2006). oAt #A 13} =

4993

3} o]

sz

ilin
@

=

2 %

"

Nro

=
oy

el

o

I

‘BO

szt &=, 7199 nHA

X7

™
w

B

]—OE))H >z

3|
U=

Aol GAE R e

B!
o

™

fite)
ilin
o

To

9] 39, 2006). ulEbA

39

(o]

IJa
= O

B2HAE

HaddaE AA

hyA

A= #A 13}

Z

=IR=4
T

{1

)

hyA

A nhAY F48

%4

Hlgfo 2 x|

olE



2AAFH AN vhAY A S SHEMA)

A 37

I3

AA WHA"Y AF(EMA) ZHLYI AL

A 1A

EMA (Enterprise Marketing Alignment) WH &2 =

sz

Aol A A}t

=

=T

!

7

t}. CRMol| A

Tl =
b, & AgrellAe

4 (recency),

A el
FIT 1 ol REM 7] o)

S

?Isj4= RFM =,

3}7]

=]
1w

[e]
H=

5

e

-
1

=
=

(frequency), 1¥]3L vl < (monetary)S

= 7

o] Ah§517]

-
1

gl

-
1

gl

3}(scoring)

AR B

7

al

»(;51_

E]_]—

]

7

I

o]

7] wZolth, XA FA] (customer equity)

L7 A off 7} ] (customer lifetime value) = 2ol

ﬁa

]
H

FEA AT 7]

she A3

!
g 932 3

7

il
M

‘EO

UeRit =4, 7 vk

=AE

gl

3 oF

=
3

—_—

™

el

o}, o}
A eAol A

ki3

SEE

[e]
ey

A 7140l wAE dllh

2h A ol A

E=Ed g4 vHA" wA

N

il



Ea

=2 A

hyA

o
i
5
1Ho

=

Lo
=

=

xr

g zpo] B

pase]

mr

e}

‘BO

i

=

3}

o

87} lth(Kumar, Petersen, and

)
=

)

3-11 EMA

-
it

[

o

AX v A3} T2
Az

=
=1

}

9|
“

%

=

<ag 3-1>o] e}

=

shie] wetow ofaa

o

1. AR A 9 T 25 4
s

3 9

Leone 2010). o)== 7193 A3t #Alo] 9lojA oW ExHog ulAE

S A

A 24d EMA

#el

B

o

- 10 -

0]
pul

e,

CE BEEE:

-
it



—_
fite)

|
—

ﬂ

R4

& dlole]

thd 224 o] 7He

=
)
el VY F8

A

T,

3|
pud

—(:5-1,

o}, °]eJAk7E 2010

o] 5009t o g2 2011dE TR

o
19 W& S

o
i

= =
= =

ol

=5
=

}

o
- —

Tl el 6005HS F7F
AAAT L AR 20129 3

A

AR
S,

X

ox

&l

=15
=

Er_]_.

1,100

bl 5

S

RPNy

o]},

A ==

S

e 4]

3 A PG7)hd wASe] Aoy @okdrs} A

]

N
_ZE

e
o)

uf-

oW
A4
o

el
o

YA
it

[

- 11 -



B

i

i
5}

=
5 = o
o ®
Mw Nlo o Nlo M-J onx.uT
% ok
j d
> T 5E T
=0 <5 B3
® R Ar 8%
o1 hOE®
. an =
o x b
Nlo of- & "
n o M ot _d_
W N
[ wxﬂ £} w MW io M-J
— >~ = 5 S
= 2 BT
2 g
il ﬁ% W/
B 0 3 =
e 5
Mﬁ T i
wr 0 o
o T 4 i .
Mo Rl i
BN o™ T
™ o N > i _ﬂ/yu
fr  IE i ;
= o © ME W
B o : .
Njo J% w_ 5
X o o 35 o
; O
S e 5
1_</| - 7 T ,LH_ 0
oy ﬂw = wa b
N ™ P
&% fo i i
ok 4
- - Sk
Njo & <
on o W e ;
o oT oT
L o .
X rr - i 1_
B B = o wa E
™ o =
ar = oF
e = -
WM fd w.m @ )
mﬂ% < oF m &
_& o ° Z
&

B

- 12 -



[ 3-2]91M Bewel o]t & 57HA= yebd = Stk 944 7o
FAANH DI dANEW T 22 3 Alowt EAsk= 4%7F vk 7t
g, IAANH(-Doll= SAEHA FgANE AAANH (D= =4S 45 A
A= Beswel g5 AR®)el &8t dnt. ol vz sAA A (t-1Del
= SAIAR, AN EASA = A5 A =AY Bew
AR (@)E =Ed F Aok ERL, 7 @RV tE A EA4 o Fol
UZ}E} AN (- dAAAG) BF & = A, Al ekEr A

< otuz 24" ek dA aAolut, A AR 9
uA Fael vls) A AR uA FSEo] =ud Bewrel e,
A Aol A Sl Hls) #A Al AsHol v Bewe] ket

j41‘%()01] aean j’Jr7

rz

X
>,
jutn)
i)
["_8{.:
2
>,
o
lo

e AR 4 God, A9 24 539 A3 FEAUG], A9 2
2 Siel BE AR@)e] EASA Gtk webd, wek of® slge] w
e 3R wesm dokd 1 /1] fad a7 olEiY Fee 5
13714 (AA5F F 3ol50E + 522 44" Aol [% 3212 Fa
AEE 7 DAEHE AP DAFE FHoE /|9 wAFARL
sfesta, of= 2ol o] BFA FAMA AGoz solF F g 7]
W mhels) Eoh e, B olH e ol EEd WA R wgow A
Aol @4 e A dell FRES AEedE P ol o)
B ARAL FHA TSt g ool BF WEslel S =
;

2) ol IHE™E 7|7}A] b=
Gupta, Lehmann, and Stuart(2004)= m74e] @A 23} dAE =z 22 A3

7
of mAl= e A=rF vdE2vs dTE A bk gl o]#d AaE B
W2 2 ols sl 2243 vFE getsty] fs nAGHEE 57HA o
= W8S A 7R e BARNE ZaAA AFoR =AAFTE EdE £ 9

=, FA9 e, olge] olF wHe 4 deFow Tt Fd A

- 13 -



gl
e

i
=3

sl o] ohd 11 spE e A

O -
T

Fach 1 o]

Xg 3

= 9@ EH

3-21¢] F9(@)

-
it

2 A% [

g o

]

)77 2A SRR R, )

7@ o® 7|97}

o o
=

ol

e
™

o

"o

12 =27 vebed 5= Stk

S

] F9(@®)°] (@) B} 7717 &

‘BO

bk 1ol nh)

A7)

b

_io

#gel7] o

sukE Brbshe

e

S

T8

ZQ 5 (SW: sales weight)= 7190] o]

(1)

o

e

=
=

t} S(sales)= 994 1

ki3

o

- 14 -



AFS oAf9A aHRHo=E )

2. AR A3 AY BA

D wHA

11 9

)

FAH 0z s}

¥} CRM

ADT} A2 v gL A

Al

B

B

Ho
il

s

‘BO

4 2008). B4, vh

43

s,

o
h

i

ulr

o

!
oF

el
r
o

~

™

—_—

X

ol
r
o

ilin
®r

=
¥

olxm, 23 Tl FiE, ZdY

i oA

9]

ot} i upo =

- 15 -



W

el

|
—~

il

to

X
NJo

)
pi
fite)

W

el

5ol F5(20%), 71(40%), 73t

o] Z-5-%H60%), FH40%)°]

o

o
o

« 73 3H(24%),

o] 100%7} 5

5
H

sH16%) = &%

+

NS
o
o

](16%),

Mo

% of

/1\1,

3|

Fo =M dA 71de] vHAE o

3

R

A CRM &% o% T3aEHeE oA o]

A==
=

5] CRM A 2ol gt a1} o]

AAAR

371 9la)

bl A

3|
pud

dAeln & Aol A Ao

S

A A

9 HFE(CW: cost weight) &

1 w7

9]

3

2k
=

o she}

%k 3|

el i E R s I S = |

le2]
=

o]

|
o
ol

‘BO

—
=

Efjell @A) o] v

0

o

o

(2)

- 16 -



W%W#mﬂ@o.
—_ T ™ TN
= OB W OO
mﬂxu&w_%o_aﬂl mﬂ%mﬂﬂ ]La_.a_.ﬂﬂii
o]ﬂmaEﬂu = thw%mLoTﬂﬂ@@zfﬂWSELﬂ
TR U v wﬁ%Mlﬁermﬂ.%
DT Do A - R g
@@0_5%%1@# = 5 o ) Mc%mﬂgeﬁﬂﬁ
g%&fﬂw@ %%mﬁﬁﬁwvgg%ﬂﬂgg
dRETRSE ﬂyﬂm#%ﬂg}%_@g%?%i
Mnao_w%mﬂz,g EMWE%QWWWE%@M%%W
o T B8 r ° § = T V=
ﬁawwﬁmﬂ% %ﬂaﬁﬁ@ﬂﬂ%ﬂ%%zw
Y X ~ ro
@@uEm«ﬁ%ﬂ. T e T Lor%ummﬂ%mwerﬂ
b LT Onﬂ — .._m—u‘_ ‘mw_l mo BO :i ‘mﬂ S OT X ;IV‘VI = M )
IurUr%o_E_/#% T #%HﬂHﬁﬂ%&ﬂm
o T a,;tﬂ@oﬁ}ozﬁﬂ@%%
wo B o E LD P ol I S ew NH LR
ol oy o W Wz D &ramﬂ
o N B & o nm_-%]ﬂ Eiﬁ oTl@ﬂ@\W/
L A a8 o%cﬂg%%,ﬂ%nﬁﬁs
A I oy W T o oL e O K o X <
" PR = b E Ww o o _gmﬁ@oﬁlﬂ%waﬂag
f ) —_= O —
WW@MW?@ Eﬂ%i@*%%%%%ﬂ%%wﬂ
= o T < mﬂo E o T oo o Ty o ol s X G g w
[md Br o L._d,w._! Zﬁ!‘mwlﬂﬂ ﬁ MMJH
! ae o O o mﬁmuT7ﬂﬂmﬁmﬂﬁTQMoLmﬁ
A} o7 O W a io B T %o o W T B B ™ =2
T oo AT T . o o X ﬁoo@o%%ﬂﬂ#o
~ —_ —_ 4 TO
mdﬂmﬁwax@aﬁ Wﬁ_]mm%%m_eﬂme%ﬂ%ﬁuxU%
SR N XZ7EM@AWO1ﬂa17Z%
e ® T EZT I A@%m_ﬂ.w ﬂ,n_onﬂﬂwr%@mm
e AR MM@@@%Q@%W%%ﬂOOﬂ
@ﬂ%%.,i H = = @ E ) ok L%aﬁ%
- T M o A G o B ow
S N s 25 m 2 = X 5 B G R
o B @) EE OC ,.: HT_ o o — i ﬂ_OI T
T g K PR E e
S 1 %o ol ﬂuat
R )

AFH o=z uot

=
=

ol

A

(CW)9

- 17 -



ij

i SW

X 100  Where SW;]» > CW;]»
Otherwise,

X T 1,2,-m 3=1,2,3 T=5 3)

~.
I

CW,— SW,
=100~ |—2%_—Y
SW;

2 (3ol T # el A AlS(penalty adjustment coefficient) 2
A A Faxd v& gt Al SEoly) dite] wiAg Y E d3E B

R |
A9 Ao BFstel Ak 99d HAH £F 45 11008 W] 2
43 AdEE sy AR Algrolth o E"éﬂlfr‘—:— ZIEHo R Felay
A

RSI.)
UL

ro

N
N

o)

jor
I
o o2
>

ahrtar ﬁ&%ﬂ&’iﬂn A, FAQR)E B3 =EHE AT 9 H5
e vAY e AW Tlel=gele AA F AR
AR, TLE(SW)7F HSE(CW) K} & HF92Z4 ol To=THE 7]
A s dabs AdstA dgshA] xek Zel7] Wil g gl vt
AR eite]l F7te dasitta & F vk =4, 8%

E=(CW) Bu 22 Z5-2A ol dd el da o]dow nH

S daks sk Zojna wihA =

=3

et

o
2 2 X
o £ >

i

o
2
r>~

2) A EMA 714 2}
AAAQ BAA 3D g
7] 919 A} EMA A48 Aejat. $d4 e et 2o,



(4)

wn i=1,2,3

i=1,2,-

(SW)=

By
o
Nlo

T

jgase]

wr

O

2

‘BO

Dol A

el
T

jgase]

wr

O

‘BO

=

4 @)

(O: Optimization)+=

1A EMA A%

%
o

=
R

_io

3) A EMA A

3}
=

Ak 7199 v

2 3

o

el

o

sttt 7h

o] 7V

o}
2

3t HAeA AR

3|
A

CERIC AR

ERE !

]

%, A4} EMA~|

(e}

5

e
fite)

el

- 19 -



AA wH A A HEMA) 48 AbE

A 47

AL 24 JhL

A 14

Fa low, tejHow

)

)

1

M

ARA L A

-
1

[EUEs

)

0Ag 252 @

)

23] QA

N

el

bl

)

AolAel A H45E A

35

2

h =

g wAR HA 3

Al 242 EMA A&&

1. A" A 99 2% vo}

4-119] OFH @7t
ofo] 7Hg =A e

it

[ )

Kol
T

3 7k

2 EE

7o

=
=

RS EERE

‘EO

ta, AlgA oz dup wpA

)

g

- 20 -



[ 4-1] v}AY A g ZFaow

DA 8= 4] 73} g
LA LEL FRE LR FRE LEL FoE LEL FoE
2c 6,314,509 @ 100 27,152,388 @ 430 0 @0 33,466,897 1 530
4,230,721 @ 6.7 1,452,337 ® 2.3 9,787,489 155 15,470,547 @ 245
1,136,612 @ 1.8 1,073,467 1.7 11,997,567 © 19.0 14207,645 @ 225
11,681,841 @ 185 29,678,192 470 21,785,036 ® 345 63,145,089 100

- 21 -




= 43%

g], ]

= gepte

*738H©®)

A(®) >

H =
—_— 1

E(@) > A=

(D) > AW=3

=
-

> AW7sH®) > HExE

TaEE TE(0), AH@), B

Aoz 74

T =
A=

Loy

Ao

3

!

THHallowell 1996; oA, =pdo}

?;51_

&

‘BO

2002). W&k A71de] A

S wA A9 Fat

-2 -



4-3]3} 7ro] ©}
H ﬂ]%]

3t

=
RS
B23lg o
Jom [

[©)

=
Ov—A

E]
3 &

4-2] A7

3t

[

2
A" =
3 B
B4

A7 o] o
4—2]:4 [EX
71
2ol 1671
)
11].71]

=
N i
MO Wy _Eﬂo,
Mc ) N e
T Iy X s
— i 0
Wﬁd mﬂwa e WX 3 REAC
n o LT = T 5 _ " E
s e rl S |4 e 4
- = i iy ~ Au_i & ™ Jl,X 5T “n
Br g N g2 |3 N T
o &y N - o Bl.ﬁ - ol
= & | o | N & A= - | i =
y SERRS Hmo| F = | < < éwwaﬁo = N 14 el
o o | I =5Nd B T 0| = E n o oy orE
o T 3% o | o Zohf < il 53 3 o o = Mo
Py BT | % N o Z | ) A i KR
e j b ﬂ‘mol MEﬂ_o 3 i Ro & W_lmmu,mem ) =° Al =X
= GOHlr ,_1@ = s oH S MM_ ° & i B —
= = y) o G i oK | o W it ° % - wr
B X Lu]i " e = T | R X T,
< < | < gl - - _ o a i ] %!
;a]@ 1:/ro =y ﬂ_nmoi M= (i) = | nb'.A, ™ £ - H = o
o= s o | M Bl m ib o " N CRee xR
NEs o |2 R |5 R S HEIR Al o |z
s ~ | EX — e EAJW o o T | = = = = el ‘.&ﬂa ,NE,A
ey | ) wrEe | D <0 — | ® = > = | A p o oy =
= |3 ﬂvw_aa =g ok [ Ho Bmo " o = & £3 ;uﬂ o+ NO T Q
e LS ™ = wR,_o ﬂ_]o ﬂo_.o ;XOM R _Lw.ﬁav o Mo N ~ ﬂ_uﬁro m
| | il Uty o | ?Aﬂﬁ a5 w5 < = B
Wz - |8 o | il ; =4 T T = = |ax
L b |8 R e xm | s | & 5 | &
" S G i ﬂm%mﬂ_ o e F> =0 H%EMW | ;N 4= & K g
[T ke Fro| T <o Ko | S e S 5| | X S TR e
o o P, i G o | B xﬁoﬂmf 2 | B =2 |5 & o on Mo
it &y T S| - R <! M | X mo TE | o g
Srin o W] o R | o 2 ' ga™ o Qg1 KM TR
Mﬂllﬁ = 3 _ o =) | oR R il = ) Ao n| =K = T X
oNeclics | 7N S| AT e - = oL TF = ] B
< | TR T < | AR %o | = TE |« ™ R e
at | wHe TR oo qw bN d_ﬂmﬂl 2 | % ﬁl I WL =
S Lot e TN T | demt | F g0 | N 50
= | X Mugo < 5 Bl w |7 {
B | w = %o Eniw & gl ~ o il NM
w | = | Z _ S o8 n T B ) == |1 5
il s a2l e N S H T| 9 <0 < | T K Mg
1:@ W E_ g e w %u_zl_ HL .ﬁ , ,:l M_AW « @.rﬂ ;ot,..Aro
w | B = e o | B = o | BE = | <
— — = —_ EH I [ =
SRR - % R = A | o
o, = d e Bl = ) M
H < N ) of! 7in =0
= oo i = E ~ ~ Z| o Mo Y
R N ~ A o —_— = e
i Ex R | . it x| = 5
S o M| T Yo T | ®
= | B 3 (=Y ﬁuA 2
W =] > iy = ~o 5 ™
mm_ Mo U
m]m = i =
L
n
N M

- 23 -




-
it

[

s o o o lol8lol8l8|8|l8|loglol&lolol &
= S g |[g|l]|23|2|2|B|8|IB|(Q|I|S2|8|8]|2
® || oo |Flo|FS|l=|S|g|Y|lE|F|IC|E|la| =S
™| 0 © Nl m|=m|lva|lv|loloclo| = | =
l_ﬁO [aN] o o o [aN] < [aN] [aN] o — [aN] — N — —
N Te) <t ol clol=slalao|l x| v = © | 0| ¢
ok &~ ) T F|I ol F || 0| =] O F | s | &
ur n | o | » | — — 0 | o
@! [N} — [N} — o — () %
N]
) e alxlolo| ol = N |lom|lo| 2| o
ﬁ e} F || F|H| =0 || F| o |
o
£ To} N >~ | |l |l x| 2| x n = | | o
‘NE o [aN] o o o o o o o o 62 o [aN] Lo
5] ™~ 0 — | o | o 0 N8 — | =~ | o
EE — (o [aN] — [aN] — ()] = [aN] — —
<]
= < w
e — —_
1unw X ﬂu = = | Ho T
B | W Ho X =R G B
= | = | = = ™ = Oy |F =
~ X [N X 1| o olo —_—
p| N w < Ho| " oy
T Hin T X 53 = =
IR AP AR IF - -
o o | R < e 4 > | E
= w~ o M o
g n = N
T = -
—_—
= -

H &2 ==(35.8%), AH(30.6%), BE

2(337%) saNA FsH o, CRM

7

™

oz Pl gtk

=

9% wAY @

=

- 24 -

A(52.4%), 73H24.4%)

[e)

(23.3%),

T
=



-

g &% uATHE vF vA" B vFE ekl s miA" A
W o] 719skE Hl&S oulgth o]lE HW, ¥AE Al dve
(12%), A1 (35%), BE=(53%)°]a1, F5(0%), F21(75%), 73H25%) 2]
A w, FEsFH(9%), FEx7FBHE%), A EA1(26%), A H*733H8%),
Zxfr A (39%), BE2x7F5H(13%) ] gho= [ 4-4]9F o] Fjol 100%7}
HEE AXbelGitt ol BEZ= 39 fAE P FHHoR 71¥H v
e

Zgolet & & vk

R
ool [ If

T

- 25 -



[ 4-4] P19 53 AFE (1) EAE A4 )
g B 254 o
g5 4 735} g5 4 755}
9.00 3.00 0 2,790,000 930,000
26.25 8.75 0 8,137,500 2,712,500
BEZ 39.75 13.25 0 12322500 4,107,500
(% 4-5] o}AY A 4o $o=
170 7] 2 g5 A FHA|
A o)k AFE o) AFE ok HFE o4 AFE
= 65,556,000 @ 36 370,024,200 @ 20.1 132,719,800 @ 72 568,300,000 @ 310
256,248,700 @ 139 240,867,100 ® 13.1 115,734,200 6.3 612,850,000 @ 330
333,245,300 @ 181 219,538,700 ® 119 109,066,000 ® 59 661,850,000 1@ 360
655,050,000 @ 360 830,430,000 45.0 357,520,000 ® 190 1,843,000,000 100

- 26 -




o H A 1574 €]

}

A

of dvpht B2 v

92 201%=H o=

)

o
o

o

]

(@) > AW=FAD)

> BEZ«FA(®) > FE+G3HO) > ABxAsH®) > Bez=dsH©@) >

(@) > Arf=2]

=
-

A@)7h H Fase, nEz

OS2 e

FEIAE(D)

(®), Z3HB)

=
-

(@), &

)

ol

&

H

3. EMA A4 W34

A GANA =
4-6]3} o] niAH

=3 23, @>0>@>0>>0>D>0>0) o=

it

(SW)e} 5

ARk

WA A o A
=9 aA rHI" wiA dHCW) 9

A

tol [3%

S

=
=

Aol

D, @, ®, @°]H, o]}

=R
= =

%

UERITH ZQ25(SW) > JFE(CW)2

A1 mHA

KeX
=

2 F2E(EW) < HTE(CW)9 99 3, @, ®, @,

- 27 -



[3E 4-6] EMA A5

DA 8= A 73} A
A dou A4 | EMA dod B4 | EMA dow 44 | EMA dou A4 | EMA
ZC @ 35.6 @D 3.56 @ 467 @ 20.08 @0 @0 1 823 10 23.64
@ 94.6 @ 634 ® 76.6 ® 1.76 405 6.28 @ 2117 @ 14.38
@ 54.8 @ 098 ® 700 1.19 © 31.1 © 592 @ 1559 @ 8.09
® 185 @ 10.88 1933 23.03 ® 71.6 ® 122 4499 46.11

- 28 -




e e g Xdfr(l)f&] uPﬂlE’ A Fdd FAE(SW)E ¥Hd st
A

a EMA 2459 &9 @>@>0>@>D>0>@>D>@ 08 E&H3
om, @9e wAY Frldate] Bad FAelw Bysha Faws} 7

& w7 WiEel EMA A5] gro] wA =EHATE ol vz o A
7 7P w= A Ut @99 Tt v ] gl sl EMA A
7h AR wAE fge] wiA7E sk gfor AoH it i @Y
e F2%=7 0017] wltel EMA Xl#fﬂ e 002 ArtEAT. A7I4
AP EMA A4 998 EMA A559] § Fo2 46112 HeslTh ©f
100485 7Iee= 46455 A7I9e] AR dsgo] A=A it

Ao Mgl Hlof ks AL ouat

N

A

rr

facs

B AT A%A B9y 1S 98 A AduAe ANF A9E
(% 4-6] 7Ikos Al Ao BEAS £2 & vk AW, EMA A%

B @A /9o ARG Aere] GFe AN A AAsE &
F& Uepton, nAY ek 94w EMA AFE BN dFdez 9
7 Bes A BARO>0>0), 1A AP BF A ARH@>
B>B)2 stefatart o2 F A7 nAPY A GFS FAA)
7] Sl ofw cjele] welsl WadAS setdt 4 vk B, wAY A
doid Fawsl AEE Aol Fo) £2H LA wAY o)
FAEA 99(0,0,6,0)% 4o Bed I90B,0,60,08)¢ ANA
o Ao wiAY e AL A =

-
H22:35(0)F9E EMAAG7E W A o2i JTErte dibs

O

- 29 -



A5F 2E

A1d A9 2o 2 XAA

B ATE J1gle) AUAQ wHE FEES 14 A BN QAL
= HH5 L AW 9 NS ATT ¢ Q= A4 AP AL

of W& =iy R 2 Al AlA ek AAdEH Ze A
ARl AL AES] A =l AZIde] AA AECIHE 2
A B e Asainh AVl A nAEg A
]

49 e o
N HAstE F2E 46117 L}EM—; AL % 5 99

(U

2 AT &4 uize 7}i7%ﬂ, a0 npAE HAsle| U thekst
EH QAT CRM AgFad e niAE H23

=
sgons ¥ A7 vHIY Ahg B Az GEd wmHoR 948

i?L
O
i
o
o

= a3 drFATE 2 Zojvh =4, A
Ao mwt GojHdd AAXSE ZrAlxe] JidS 7Ide] vHAE A
S AFA ez o 5 e AAR AT Holth & ATl
A AR EMA e das A 998z vs Jide HH5 W]

T
QU= sHed Jluke] | 4 g glolth AA, pplE A48

shyg +
Fo ol Qlo] FEF AW ohle) o) FATF AT AFE u



ol B

-

1

bt

A2 FAAR, 1) viAE R ol

folakel wAY Aglo] du)s

°

<
T

3

[¢]
=

)

1)

10|
2t

7

U

-
LN
o}

T

o
RS

H

LN

H

WG ey B Al Ades A

al

7

Huz vpAE HHstE =gl glojx arg s ofof

ki3

)

al

o4 =

‘BO

Jolld =g 7 w7

AHQ 7]

]

iui

.

L

gonz FAHOR o

o

A3

7V/AA/ N

[e]
NS
[e)

=

Hj %]

sk
=

o A~
e

s

A wAE 4

&

X
;OO

B

3

7|

T e, Apakel AApHQl viAlE A 3t

AAke]

-

1

EMA

_io
Ny
=

A
=
™

%

el

AN Agew

}

0]
pul

o] 2]

-

1

AL St

=

o
890

= TA

=

At e EMA

)

d

%
o

3
AR L FF AT

1

9
o

3
=

7]

279

1

Al el A

s

3)
Aol CRMel v ¢]e} o)

AA EMA
|
A 24

7

%S
I

o

)

Lo

)

=T

™

Wr
to

- 31 -



nHAE 2

. =4, EMA #401A

3

He

TN AT 7

d

= Aot &

A (monetary)WHS e gk

Tofl
717He 19 949 =

T -
.

B

o

%

E]_]'

j
a-

g

A

o}

[e]
3=

A

—L
L

of v

=
Rl

ek o)

=

A etk olgal

ZA71ZE Well el slarE £

s

et}

]

]
-rrx

o
N

‘BO

b= dargFelM e JidE 2AY

Al4=(Penalty Adjustment Coefficient)®] 74

el

70
-
)
<]
iy
ok
)

o

o

el

ojty. wiAet ez EMA A

3

Za3ick wakA

ﬂ_o
o] a7}

il

2 AN
AR ol

2

;OO

FAc

)

Al

K

b

fite)

N

- 32 -



(%3

e
slg

A% F Asele] HHg,

32(5), 335-345.

s

jant

il
X
alg
(.

r
Nfo

r

288 EWR(2005),

Ay,

ZA| 29

4]

Ay

"CRM

At 5-41(2002),

A,

9
565-569.

"AHP 7]

"CRM<AT, , 1(1), 3-22.

(2006),

ukzhg,

)

’

, °Im](2006),

2y

¢glo] CRM, i—focus AHdl

o}
=1

=

ki3

o

‘(H

el

-
s

3

7

al

r

=
il

k4

FCRMY, , 1(1), 87-108.

Mnformation Systems Review; , 4(1), 33-45.

AR AT,

(2008),

TobA YRR AT, 13(1), 69-92

AT,

=
, ©1741(2009),
AR AT, 24(4), 35-65.

P
X

€l
=

o

EEIIEARYS

7
FolA " A, 26(1), 23-45.

7199 FRe CRM Ao #A o &3t

rOAgAr g A B E3| =84, | 5(4), 273-293.

!

r

A ELH(2011),
Tholl A3

’

AT,

o

2

A

O

, °l5%(2009),

&
T,

o
h

PN
=1,

%

- 33 -



#A A9, | TKorean management reviewy , 31(2), 405-429.

o, Zfah, FAY, FAT2006), 'S4l Aol 1A ER/RE L3 oS
2d M7, TThe Journal of the Korea Contents Associationy ,
6(1), 80-190.

oA, gHAok2002), 'HH= sl

o] gxfe} w]o]&2p7E ool tfg YA A, | TKorea marketing

vk
ful
|
(=
)
[
offt
e
>,
I
)
[
_|>i
e
td
oftt

review; , 17(3), 1-33.

olAlF, o]/dF(2004), "eCRMelA HA3t HEFS o] &3k nA BiF A=
gy, Te=HA 9 AsA2ges] FAgsns] dedn =,
14(2), 149-152.

ojd<E, MPUAQ2005), "aAA|Ae] g5 - g3 nARA Al FEFS 7

’

]

s

Q9 TAYgnsl, | 22(1), 127-148.
A F(2008), TCRM ‘=34 olA upAg) @<lo] #AEZZAI CRMA ol v
gk, | TolA” AT, | 18(4), 119-155.

]

[

- 34 -



M
rl

2. =9

Arrow, K. J., 1972, Gifts and exchanges. Philosophy and Public Affairs
1 (4): 343-62Blattberg, R.C., Getz, G., and Thomas, J.S(2001),
"NEW BOOK SELECTION. Managing Customer Acquisition,”
Direct marketing, 64(6), 41.

Clark, B. H., 2000, Assessing marketing performance: history and
challenges, International journal of business performance
management, 2(1), 42-55.

Corsaro, D. and Snehota, I, 2011, Alignment and Misalignment in Business
Relationships, Industrial marketing management, 40(6), 1042-1054.

Dwyer, F. R., Schurr, P. H, and Oh, S, 1987, Developing Buyer—Seller
Relationships, Journal of Marketing, 51(2), 11-27.

Gupta, S., Lehmann, D. R., and Stuart, J. A, 2004, Valuing Customers,
Journal of marketing research, 41(1), 7-18.

Hallowell, R, 1996, The relationships of customer satisfaction, customer
loyalty, and profitability: an empirical study, International journal
of service industry management, 7(4), 27-42.

Hammer, M., 1990, Harvard Business Review, 68(4), 104-12.

Johnson, M. D. and Selnes, F, 2004, Customer Portfolio Management:
Toward a Dynamic Theory of Exchange Relationships, Journal of
Marketing, 63(2), 1-17.

Jonker, J. J., Piersma, N., and Potharst, R, 2006, A decision support system
for direct mailing decisions, Decision Support Systems, 42(2),
915-925.

Kim H S and Kim Y. G, 2009, A CRM performance measurement

- 35 -



framework: Its development process and application, Industrial
Marketing Management, 38, 477-489.

Kumar, V. and Petersen, J. A, 2005, Using a Customer-Level Marketing
Strategy to Enhance Firm Performance: A Review of Theoretical
and Empirical Evidence, Journal of the Academy of Marketing
Science, 33(4), 504-519.

Kumar, V., Petersen, J. A, and Leone, R. P, 2010, Driving Profitability by
Encouraging Customer Referrals: Who, When, and How, Journal of
Marketing, 74(5), 1-17.

Larochelle, J. and Sanso, B, 2000, An Optimization Model for the
Market-Mix Problem in the Banking Industry, INFOR Journal,
38(4), 390-406.

Larreche, J. and Srinivasan, V, 1982, Stratport: A Model for the Evaluation
and Formulation of Business Portfolio Strategies, Management
science, 28(9), 979-1001.

Maciariello, J., 2009, Marketing and innovation in the Drucker Management
System, Journal of the Academy of Marketing Science, 37(1),
35-43.

Petersen, J. A. and Kumar, V, 2009, Measuring and Maximizing Donor
Lifetime Value Using Donor Selection and Resource Allocation
Strategies, AMA winter educators’ conference, 2009, 439-440.

Reinartz, W., Krafft, M., and Hoyer, W.D, 2004, The Customer Relationship
Management Process: Its Measurement and Impact on
Performance, Journal of marketing research, 41(3), 293-305.

Scott, A, 2006, Factiva reshapes marketing for better lead generation,

Journal of organizational excellence, 24(2), 39-46.

- 36 -



Zhao, X., Huang, and Sun, F, 2005, An Optimization Model for Promotion
Mix Strategy Based on RFM Analysis, Chinese journal of

management science, 13(1), 60-64.

- 37 -



BPR3} EMAS] z}o]H

T—— DS N O -

pisdod DIEPEPIETG s 7 0 3

Objective 2 [ A

— Objective 3 [ A5 ]

[Aftar] oa:lam objective4 XN XN
BPR EMA

<Z1¥ 1> BPR¥ RMA9] #o]x

B oo ubi 2] niAE]l AE (Marketing Alignment)S 7192 %58 4 3ld
Wweko @ s AAZItkE HolA whelF v Business Process Reengineering (©]3}
AR AL B g qloh aEu AlRAQl ANEAE BEaks W, BPR2

LA 20 "ﬂ 2o sl M FEES Bu 8o R AuiAshs JAolnm
3 s 9= ARSI i

7F E5TY= 7H St 7 ZRALV By gedoR 9
o Hirshs Wolnr s ZEAATE 3 AR
HAell A Zad ZrARA, = 9 s ZRARE JfAdsoF skl tiek =24
Ql olfrE AFaFAE Xeth 7HE, wiAE AAAA BYS o “’“‘ﬂ“ Amseh 22w

Fom A E o+

-

)
o,
[
it
d
i)
2
=
:?{:2
>
e
=
rlo
of
[
it
d
i)
o
it
v
1o
2
a2
-0,
u:
001'

=A5) o] debAok dh AL ohdAd oiF e AL
ot BEBES Al AAH TAY A B sold )
B 5 AN FoIE 43S LS 2

Zouy olgdA WAL By By A4S 1eA %?% %

2 3
CETEL

-{o
r-m:



ehd, 97 e] el EMAR B9l 54 Zmdzel A @EEd AU AxE 4
A7l G AALAQ BAA Y ZeAzel BH3 gelgel HYRAE AEY
F glow, 71Ee] BPR B EA 148 5+ 999 24 ul vAY BE59] 243} o
T AAH BN AEFORA Bt AHskd WFOR Y BEEL ARG

=<
F ek

il

-39 -



ABSTRACT

Development of Enterprise Marketing Alignment (EMA)
Technique for Optimizing Corporate Customer Strategy

Kwon, Mi Jin
Major in Industrial Systems Engineering
Dept. of Industrial Systems Engineering

Graduate School, Hansung University

Companies are recently having more concerned with sustainability
management through long term value rather than short-coming profit, so
they are racing with various marketing initiatives for acquiring and
maintaining customer relationships by creating customer value. With this
point of view, buyer-seller relationship process including customer
acquisition, retention, and expansion is becoming one of critical issues in
terms of customer—centered marketing strategy, embodied in corporate
CRM strategy. Corporate CRM strategy tells that even every single
marketing activity should have one of relational strategic purposes
consisting of acquisition, retention, and expansion of customer relationships.
This means companies need to keep marketing alignment based on the
relationship processes, optimizing their marketing resources to maximize
their business performance. Unfortunately, there has not been existed any
methodological framework to align their marketing activities according to

the CRM processes. This study was initiated to fill this research gap by
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developing a strategic framework, called Enterprise Marketing Alignment
(EMA), for aligning marketing activities in terms of customer strategy, and

reviewing its practical applicability.

To sublimate silo-styled marketing into enterprise-widely optimized
customer strategy, the EMA framework has three distinctive phases: the
first step tries to evaluate the importance of each customer migration type
(ex: inflow, maintain, level-up, level-down, outflow) for each customer
level of customer pyramid by analyzing migration patterns between
customer levels and calculating average contribution margin per customer
of the level. It can show where the company needs to concentrate their

marketing capability on.

The second phase conducts a series of close examination for each
marketing activity to find out where the marketing activity is categorized
into in terms of strategy cells blocked by marketing objectives such as
acquisition, retention, and expansion and customer levels such as VIP,
Gold, and Silver. In this phase, we try to find what is the purpose of the
marketing activity in terms of customer acquisition, retention, expansion, or
forecasting customer defection, and the ratio of customer level of the
targeted customers. At this point, a single marketing activity may be
categorized into more than two strategy cells. You can also find out where
and how much the company invests marketing resources through reflecting

the each marketing cost into this work.

The final stage computes the EMA score indicating the level of
marketing optimization of the company by comparing the importance level
of each strategy cell estimated from the first stage and the current state
of marketing deployment analyzed from the second stage. The EMA score

and the status board let the focal company find where the excessive and
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insufficient marketing areas, consequently undertaking to align their

marketing initiatives.

We believe this study has several insights and contributions both to
academic and practical fields. As an academic contribution, we applied the
CRM process theory into the one of rising marketing topics, marketing
alignment. This provides another approach to meet the goal of corporate
marketing optimization. That is to say, CRM and marketing are not
different things, but rather the sum of individual marketing initiatives
should be an enterprise-wide CRM strategy. Second, this study presented
not only a theoretical conceptualization, but also practicable stepwise
algorithms. The processes and methodologies embedded in EMA framework
may trigger succeeding relative studies. Third, to estimate realistic
optimization level, EMA is concerned with not only insufficient but also
excessive areas compared with the recommended level of marketing
allocation, by introducing Excessive Penalty Adjustment Coefficient that is
able to subtract points for the areas that marketing resources were

excessively allocated.

This study has practical and managerial insights as well. First, EMA
has a role of practical guideline to lead corporate CRM strategy. Marketers
might plan a new marketing initiative in accordance with holistic
viewpoint, and reflect on the present one in terms of balanced viewpoint of
customer strategy. Second, if EMA would be implemented into a company,
it will become another managerial dashboard that is able to diagnose and
monitor the status of marketing alignment of the company. It means the
company can find where they should focus on more and where they should
downsize. Finally, this study provides companies with a clue to how they
assign marketing budget to maximize marketing performances. Speaking of

practical perspective, marketers can evaluate the importance of each
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marketing strategy area in terms of several KPIs such as customer ratio
and contribution margin per customer through the first stage of EMA, and
this means the importance could be transformed into the weight of the

strategic area.

Meanwhile, this study has some limitations as well. First, EMA is
somewhat complicated to use it easily because it is assumed to use a
company's big data. The second is that the Excessive Penalty Adjustment
Coefficient suggested in the EMA process has not been derived empirically.
Therefore, it is strongly recommended to a company to use it to adjust the
index to meet the company’s situation. Finally, even though this study
would provide companies with their marketing pain points and the level of
marketing optimization, it doesn’t tell which marketing activities should be
added to which strategic areas, or which activities should be deleted or
modified in details. Although this study aimed to provide a balanced view
point and motivation to improve companies marketing strategy, it is certain
that it is needed to develop an expanded methodology or algorithm able to

offer a to—be solution.

[Key words] Enterprise Alignment, Customer Strategy, Marketing Optimization,
Customer Relationship Management, Marketing Budgeting
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