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Preface

With the development of Internet technology and information technology,
electronic commerce is being applied in more and more fields. In the era of electronic
commerce, traditional enterprise resources such as quality and price of products won't
bring new competitive power to enterprises in vehement market competition. And
clients will become most resources of enterprises. As a part of electronic commerce,
customer relationship management is a kind of management concept regarding clients
as the focus of management and can efficiently improve the whole operational
efficiency of enterprises.

This book introduces the general theories of Customer Relationship Management
(CRM), analyzes the systematic infrastructure and functional modules of CRM
according to application projects, summarizes business flows related to CRM, brings
forward the solution to automatic process control by using object-oriented technique,
deeply discusses the storage and integration of data and the processing and analysis
of the information.

This book has following distinct characteristics:

1. Systematic arrangement: It introduces exactly the basic concepts of electronic
commerce and develops step by step by logic.

2. Full and accurate contents: It describes system design, process control, data
storage, data analysis, etc.

3. Advanced technology: It also covers information technology related to
electronic commerce.

4. Strong practicability: There are too many superficial articles about CRM
without practicability nowadays, while this book can be regarded as
reference for study and research.

5. Novel method: This book adopts a form of half page in Chinese and half in
English translation, which can help readers learn professional English at the
same time grasp technology.

The book can both be used as tutorial for college students and post-graduates, as
reference for researchers and developers, and be used for enterprises and the
government to grasp market development direction.

The following efforts are greatly important to the book, including Mr. ZhangYin's
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in-depth study on the contents involved in the book, Ms. LiuJun's adept translation
skill, Mr. WuXiaofan's serious-minded collation, examination and confirmation, Ms.
CaoHui's edition and checkback, and Mr. XuHuanliang's novel viewpoint.

That Ms. SiTujialuo, Mr. LiBo and Mr. FangXin put forward some pointed
opinion on customer relationship management at the market aspect also contributes
definitively to the practicability of the book.

Some cases mentioned in the book are from Nanjing DGWS Strategy Consulting
Co, Ltd. and Nanjing STLX information Co. Ltd. Finally deep thanks are given to all
that supply help to the book.

Professor DingQiulin

E-mail: qlding@publicl.ptt.js.cn
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Chapter 1 Exordium

1.1 Introduction

With the maturity of Internet
technology and information technology,
the scale of Internet is expanding, the
number of network users is increasing
rapidly. The application of Internet is
permeating into every field of the
society step by step and is combining
with the daily life and work of people
tightly. The worldwide extensive app-
lication of Internet technology marks
human society's entry into the era of
Network Economy. The most distinct
characteristic of the era of Network
Economy is the application of infor-
mation technology in traditional busi-
ness fields, that is, Electronic Commerce.
E-commerce expedites greatly the globa-
lization process of world economy.
Through E-commerce, international
economy infrastructure adjusts farther,
the former time and space gap is broken,
and product market is becoming the
global trend. At the same time it makes
production and consumption closer and
reduces greatly the costs of products.
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Simultaneously enterprises gain a wider
and fairer competitive market while
consumers gain more choices and more
personalized service.

E-commerce refers to completing
every section of commercial activities by
digital electronic means. It includes
publication and search of commercial
information, electronic advertisements,
subscriptions of electronic contracts,
payments in Electronic Currency,before-
sales and after-sales services and many
other processes. Its distinct charac-
teristic is diminishing face-to-face
contact and manual transaction process
by using digital electronic means,
especially network technology to realize
the connection of commercial activities,
the application of E-commerce is not
only a change in the enterprise manage-
ment, but also a revolution in the
circulation field.

In the era of E-commerce, the
operational patterns and management
modes of internal and external enter-
prises will be changed greatly.

Firstly, there'll be great changes in
the modes of communications between
inner departments and staff. Because
network shortens the time and space
distance, enterprises will automatically
take electronic commercial modes to
communicate in the aspect of controlling
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inner transactions and operational flows.
So whether staff or managers involved
in this transaction are in the same
physical position or network or not, the
transaction will be successful as much.

Secondly, enterprises' external inter-
faces will expand greatly. The terminals
in the era of E-commerce can be various,
besides desk and portable computers,
there are other kinds of digital terminals,
such as telephone, television, PDA,
Beeper and so on. The enterprises are
required to utilize these resources well
to provide services to customers.

Thirdly, the core meaning of enter-
prise management is stretching further.
Besides traditional enterprise financial
management, storage management,
sales management, stock management
and many parts involved in the entire
enterprise value chain are required to be
included in the management category.
With the intensification of market
competition, it's hard to tell absolute
advantages in the enterprises' products
and services. Those who can grasp the
needs of customers and strengthen
communications with customers can
gain competition advantage and take an
initiative.

The value chain combined by
customers, suppliers and cooperation
partners is becoming the core of
competition among enterprises.
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With the intensification of compe-
tition, the manufacturing sectors and
service sectors all over the world are
undergoing a painful transition from
seller's market to buyer's market. After
entering the Information Era, with the
continuing intensifying of competition
and greater abundance in products and
services, especially the rapid develop-
ment of information tools and channels,
customers have greater options towards
products and services, their choosing
abilities are being enhanced and their
desires are being intensified. So how to
grasp customers' needs and respond to
them quickly, that is, how to attract and
retain customers becomes the focus of
competition among enterprises. Enter-
prises need to optimize their profits by
reaching the optimization of their
relationships with customers.

To achieve this goal, enterprises
have to know all kinds of information
about customers, mainly including
customers' basic information, sales
information, market information,
service information, operation infor-
mation, and can adjust their activities
beforehand or afterward according tc
these information.

The traditional ERP system is
developed based on the management
theories of MRP, MRPII, which focus on
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the innovation of enterprises' inner
management and the change of theory.
It is the kind of management systems
that focus on products and regard cost
control as their goal. So they can't
forecast the effect and impact brought
about by the changes in value chain of
the whole market, especially the
revolutionary change in the Internet
application can't satisfy the needs of
enterprises to make commercial trans-
actions and realize E-commerce sur-
rounding customers. Therefore it's a
need to import Customer Relation Man-
agement and Supply Chain Manage-
ment to expand the meaning and scope
of traditional ERP system and provide a
management system that can reflect the
complex relationship between enter-
prises and customers. The system can
not only record and track information of
customers, business activities between
enterprises and customers, but also
analyze these information and provide
all kinds of decision-making basis for
enterprises in order to adapt to the
management needs of the enterprises in
the Era of Network Economy.



