25 7 Vol. 25, No.7
2006 7 Technology Economics Jul. , 2006
:1002 - 980X (2006) 07 - 0078 - 06
1 1 1,2
(1. , 210094 ;2. 221006)
(Customer Rdationship Management , CRM)
, CRM
CRM
1F274 A
Booz, Allen and Hamilton Inc 3
CRM
) , CRM
CRM )
, (Customer : CRM ;
Relationship Management ,CRM) CRM ,
CRM ,
CRM , ) )
CRM
) CRM ,
) ) CRM ,
, , (Balanced Scorecard ,BSC) CRM
CRM , Gartner Group CRM ,
o 55% CRM
. Rigby , Reichedd  Schefter 2
CRM
CRM
CRM : ()
CRM ; CRM , CRM )
CRM ; )
:2006 —03 —25
: (B182002C001)
(1980 ,

78



BSC

, 4 CRM ,
, , CRM , BSC
CRM ,
Winer 4 CRM :
, (1)BSC
, CRM , CRM
CRM Adrian  Pennie® , CRM
CRM , ;
(2)BSC
CRM , CRM (3)BSC , CRM
6 .
(4)BSC ,
CRM CRM , CRM
CRM CRM ., CRM :
-8 CRM (5 BSC ,
, CRM
, CRM ; BSC CRM
, CRM ( )CRM
: CRM , 1
() CRM , CRM , CRM
1992 ,Kaplan Norton , , , CRM
1996 , CRM
: ,  CRM
9 1
() CRM
, BSC
, 2 CRM

B 52 CRM it §
(EZEgMBEPR)

i 35 CRM % M
(KR EEE)

FB o7 AR EE R E 4 ) % 8 ¥l B B R CRM # 3 ¥
(EHRXEH) (KB ) (AW EED

7

H1

CRM &R Bf Zh 7% £ 3t £2

79



25

W25 WA

KW R i

////'

\

e 2 A e o

/\

ORI

P
\

B g ;i

Bletiz IR ¥ S
1

IR IX IS SIS
o PRI
C B

T

- e - T -=-==== _____‘_\‘*“‘\_‘ _______
%I % PRI PR HIAORE
R " b S AT “ P
AT R e ) R SRR,
- HPERITR -l / o - B RIE S
o A VAR o ORI/ A X
T - AT

#31 RH f

© HEPR LR
* Oy SEPEINH

B Wi )

o FEAHW i
« NARE

N . BME
< ER Wi

CRM

cy Wiersema

80

Trear
10 .

CRM

, CRM



BSC

, CRM
CRM ,

; CRM

CRM

CRM

W 254

H LS

(2003 7 -10 ),
CRM , ; )
; CRM
CRM ;
B$, ’
CRiv , )
CRM , ;
, CRM
CRM , 3
/ A n \
A A
SR BERS T 2 ) A A
e g5 ]
o e e e e o o e e
Wt % ;7 AR BT S XU R
. Hﬁ% Jigiey f?
ot - WAL
- RS H < AR PR R
________ o ____________’Y__ —_—————— o
LD N B PR H R B
. P 7% R B ihk;%k B

AR

KR VSR K5y
9

« BIER P BORRE
< BIE % P RSV

« KK, Jpdedb. &1F
Do L=

"""'"""'""ﬁ""""ﬁf"""'7?“““““““

5] 5 KA A

I AE 5 SN
< BB - B . %EF/AJJE? « At i
Jilh e AN AR - = * T HAE « il
JZ TSR * BRIRE * BRI
3 CRM

81



25 7

: ( 1),
1 BSC
(D : CRM
(2 :
) CRM , CRM
(3) : CRM ,
: CRM ,
, CRM , CRM
E- mail , CRM
(4) ; CRM
g 1 J. Raddiffe, J. Kirkby, E. Thomoon. The Eght Blocks of
2004 12 , CRM. Gartner Inc. Research Note (DF- 14 - 2111) , 2003.
2 2 Darrdl K. Rigby, Frederick F. Reichhdd, Phil Schefter.
Awvoid the Four Perilsof CRM [J]. Harvard Busness Review.
' 2002, Jan- Feb: 101 109.
CRM ! 3 Mitch Rosenldeeth, Chris Ddlas Feeney, Stephen S Smmer-
CRM man, Tom Casey. Cepturing Vdue Through Customer Strate-

82



BSC

gy[R]. Booz, Allen & Hamilton Inc, Chicago, 2002. 7

) , . [31.

4 Winer, RusdHl S A Framework for Cusomer Reationship . 2005, 18(4) : 99 100.

Management[J]. Cdifornia Management Review , 2001, 43 8 Buttle, Francis A. The CRM Vdue Chan[J]. Marketing

(Summer) , 89 105. Busness 2001, February: 52 55.
5 Adrian Payne, Pennie Frow. Customer relationship Manage- 9 , , . :

ment in Fnancid Services: Towards Information - Enabled [M].

Relationship Marketing[J]. Journd of Strategic Marketing,, , 2004.

2001,9(1) : 1 22. 10 M. Treacy, F. Wierman. The Disciplineof Market L eaders:
6 , , . Choose Your Customers, narrow Your Focus, Dominate Your

[J]1. . 2005, 12(2) :87 93. Market [M]. MA: Addioon- Wedey, 1995.

A Mode of CRM Srategy Based on Balanced Scorecard

MEN G Qingliang' ,HAN Yuwqi*, MEN G Wen'*
(1. Indgitute of Economic & Management , Nanjing University of Science & Technology , Nanjing 210094, China;
2. Xuzhou Congruction Machinery Group Co. , Ltd. , Xuzhou Jiangsu 221006 , China)

Abstract : Customer Reationship Management (CRM) has become one of the leading business strategiesin 21 century. Because of CRM’ s complexi-
ty, little research has been conducted in defining and applying of CRM srategy. On andyzing the reason of thefalureof CRM , which are theinexplicit
grategy definition and the misdentification of key processes, reurces, competences and technologies aigned with CRM drategy , we use Baanced
Scorecard as a new tool to define Customer Reationship Management strategy. In the pgper , we propose that BSC isone of the most suitable tools to
describe CRM grategy , and a modd for defining CRM strategy basedon BSCisset up. At lagt , weillustrate the modd through a case study to vaidate
itsfeashility and validity.

Key words: Customer relationship management ; Baanced soorecard; Strategy model

( 61 ) ties and limitations of Current Workflow Systems. |EEE Ex-
6 GAlonm, D Agrawd , A B Abbadi , C Mohan. Functionali- pert, 1997, 12(5).

Comparative Study on the Wor kflow Management System and Enterprise’ s
Traditional Information System

HE Xieo-hui , HUAN G Shi-xiang
(Anhui Agricultura Universty ,Hefe 230036 ,China)

Abstract : The workflow management sysem isa new administrative skill built up on the platform of enterprises information sysem that develops re-
cently. Thisarticle uses a rea example to anayze application efect and the running mechanism of this new technology , and do research on comparing
with traditiond budnessinformation syssem. Summarize in enterprise busness treat ment adopting workflow management system will have a great ded
of advantages ,such as ,obvioudy raisng the eficiency , lower costs , flexible. And d objectively pointed out the problem that workflow management
system now gill hasin the aspect of standard and stahility.

Key wor ds: Bus ness process; Workflow ; Workflow management system

83



