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Preface

In the digital economy, traditional thinking is prov- ‘
ing its futility. Assumptions from the old economy that most of us are

comfortable with do not carry over to the now-mainstream digital economy. The proof
is in the mirror. MrWakeup.com calls my phone at 7 A.M. to wake me to a fresh cup
of Starbucks.com coffee brewed in a coffee maker bought at Gevalia.com. As I munch
on a bagel that WebGrocer.com delivered last night, I read the NewYorkTimes.com
delivered every 10 minutes to my wireless hand-held purchased from
OfficeDepot.com. I am still waiting for a new suit that I ordered from LandsEnd.com,
but I know that FedEx.com will send me an e-mail as soon as the package is delivered
at my door. After a shower and quick shave with a DrugStore.com-delivered razor, I
pick the navy blazer that I got from Overstock.com, get dressed, and drive to the sub-
way station. I can’t help but notice the blooming flowers that my neighbor bought at
Garden.com, and so religiously waters with his Web-based X10 pump controller. A
short drive filled with PhoneFree.com commercials brings me to the subway station.

I swipe the MARTA smartcard that WebVan.com delivers on the last day of
every month as I notice the gloomy look on the newspaper vendor’s face. A train final-
ly arrives as I step away from the LastMinuteTravel.com banner only to end up sitting
right under a big AtlantaYardSale.com sign. Do I care? Not when I listed my old note-
book PC on eBay just the night before. The only “e-free” part of my day—my train
ride—was ruined last year when Palm Computing took the Web wireless.

As I begin to pull out the latest issue of Business Week that I ordered at Maga-
zineoutlet.com from my briefcase, I remember that I left my presentation Zip disk on
my desk at home. I need not panic, because in just a few minutes I'll get into my iMac
at home from my work PC through the Web. I continue browsing through my copy of
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XX Preface

Business Week and highlight a couple of interesting tidbits with my Cepen digital high-
lighter. As I step out of the train, I toss my magazine into the trash; I'll soon have all
the highlighted material on my desktop PC as soon as I dock my highlighter. Thank
God, I still write with a real Waterman fountain pen that I got from Ashford.com that
uses real ink that I can always find at Onvia.com. The calendar in the hallway reminds
me that Mother’s Day is close. The card from Sparks.com must be in the mail.

As I step out of the station in downtown Atlanta, I remember that life was not
this way a few years back. More daunting is the realization that all this is just the tip
of the iceberg. Electronic commerce is hardly a whiff of the impending change of
which e-business is a harbinger.

Whether by choice or lack thereof, we are all bearers of the Chinese curse-bless-
ing, “May you live in interesting times.” While the newspaper boy is among the many
left far, far behind, the dot-com era is unstoppably altering the structure of our econ-
omy. This book is written for those who do not want to be left behind, and for those
who are keen to understand how e-business success is defined by knowledge and rela-
tionship capital—the only meaningful assets in the digital economy. Because it is
meant to explain the underlying ideas behind relationship management and e-business
applications of knowledge management to nontechnologists, I assume no significant
prior knowledge of e-business or knowledge management. For readers who might
want to dig deeper into the technicalities of knowledge management, I’d suggest tak-
ing a look at excerpts and chapters from my previous knowledge management book
(freely available at www.kmtoolkit.com). Think of this book as a continuing dialogue
between us, and feel free to carry on the conversation with me at atiwana@acm.org.

Amrit Tiwana
Atlanta, Georgia
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Prologue

This book explains the application of knowledge
management in e-business relationship management. Such 8
relationships extend beyond customers to include channel partners such as
distributors, suppliers, collaborators, and ally business partners. The knowledge man-
agement focus here is not enterprisewide, but customer-centric. I use the term knowl-
edge-enabled customer (and channel) relationship management (KCRM) to describe
this concept throughout the book. KCRM extends beyond traditional customer rela-
tionship management (CRM) and eCRM (CRM on the Web) in its strong knowledge
management (KM) focus.

\XWHAT THIS BOOKISABOUT ................

This book is not about knowledge management in general, but customer-centric
knowledge management in e-businesses. The purpose of this book is to explain the
fundamental concepts and applications of knowledge management in e-business and
customer relationship management. It is nof supposed to be a toolkit for actual imple-
mentation. Detailed technology design for knowledge management is not described
here; a higher-level explanation of the strategy-driven technology blueprint is instead
the focus. Readers interested in that level of detail are pointed to two other books of
mine, The Knowledge Management Toolkit (Prentice Hall, 2000) and Web Security
(Butterworth Heinemann, 1999).
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Prologue

Intended Audience

This book is primarily intended for a nontechnical audience. This includes three
types of readers: (1) managerial readers—CEOs, CIOs, corporate management,
business development managers, and strategists—who are interested in e-business
and relationship management applications of KM, (2) nontechnology managers
such as sales, marketing, field support, and help desk staff interested in under-
standing knowledge management applications, and (3) information systems (IS)
staff—e-business developers, Internet specialists, Web-enabled CRM developers,
senior IS executives—who want to understand various business facets of knowl-
edge management applications in an e-business context. Although basic familiari-
ty with the Internet and computers is expected, no assumptions of prior technical
knowledge are made. If you come across a term that you have never encountered
before, or one that is technical, look for an explanation in a nearby sidebar or in the
glossary at the end.

How This Book Is Organized

Specifically, you will understand seven broad areas of KCRM that are described along
a conceptually simplified seven-step roadmap (see the table on page xxiii). The
roadmap consists of three phases: (1) evaluation and strategic alignment, (2) infras-
tructure development and technology deployment, and (3) leadership, change man-
agement, measurement, and refinement.

Specifically this book will explain how the following issues are addressed in the
context of knowledge management applications in an e-business relationship man-
agement context:

Align Strategy and Technology

The first step of the roadmap explains the key issue of aligning e-business strate-
gy and technology investments. We identify opportunities for knowledge manage-
ment in various categories of e-business to examine opportunities for strengthen-
ing relationships with customers and across the channel. We see how gap analysis
methods are used for strategy analysis, how various critical success factors (CSFs)
influence technology choices, and how an e-business vision is translated into dig-
ital capabilities.



XXiii

Prologue
Chapter  \Xhat is Covered Roadmap
Step
Part 1 Fundamentals
1 Introduction, structure of this book.
2 Understanding e-business, customer relationship management,
and knowledge management; understanding how the three
intersect to deliver KCRM.
3 A seven-step roadmap metaphor-based outline of KCRM issues
Part 2 A Roadmap for Implementing Knowledge-enabled Customer
Relationship Management
4 Aligning and strategy and technology 1
5 Audit and analysis of knowledge and relationship assets 2
6 Building an implementation team 3
7 Blueprinting the technology infrastructure 4
8 Results-driven incremental deployment of the system 5
9 Leadership, cultural change, and rewards systems needed to
make KCRM work. 6
Part 3 Planning for Success
10 Evaluation metrics, selecting measure of success, and refinement 7

Audit Existing Knowledge and Relationship
Assets

Knowing where you want to go requires knowing where you already are. The audit
and analysis step explains how current customer and channel relationships are ana-
lyzed, and how existing customer knowledge is evaluated. Audit and analysis provide
guidance for directing KCRM resources in directions that hold the most promise.

Design a Team

In the third step, we see how an effective team is built. This team includes employees
who create the relationship management strategy and those who build the technology.
We identify conflicts that you should expect, methods used to resolve them, and com-
mon but often overlooked pitfalls.
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Blueprint the Technology Infrastructure

We use a customer knowledge management technology framework to understand var-
ious pieces of technology used for KCRM. We will attempt to understand the func-
tionality, role, and relative fit of each piece. A closer look at KCRM system architec-
ture will provide a clearer picture of how these pieces fit together in an e-Business sys-
tem in a manner that is well aligned with business strategy.

Deploy Using Results-Driven Incremental
Methods

Rapidity, results, and time-to-market are key to implementation success in e-business.
Traditional systems deployment methods offer none of these. Deployment must be
broken into small independent increments; results of each drive the next increment.
Such incremental approaches to deployment are described with examples along with
problems associated with other popular development approaches that served us well
until recently.

Lead, Manage Change, and Adjust
Corporate Culture

Knowledge management and all its variants fail to produce results until organization-
al culture is made more open and sharing, strong leadership exists, and change and
reward systems are aligned. The sixth step on our roadmap explores these issues:
lessons learned from exemplary e-business successes and failure, leadership expecta-
tions and choice, and the touchstones for this transition.

Evaluate, Measure, Refine

You cannot control what you cannot measure. Customer relationships and knowledge
assets are hard to measure; so are the effects of your KCRM initiative. The final stop
on our journey explains various measures that worked well before the e-economy
upsurge and reasons why they do not fare well now. We examine measures such as
Bohn’s Scores and the Balanced Scorecard that do work, and understand how they are
used to incrementally refine knowledge-enabled customer relationship management
strategy and technology.
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