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INTRODUCTION

Because of changes in the service economy, the
service-oriented management (SOM) approach has
been adopted widely for contemporary enterprises.
Service-oriented management is the operational
management of service delivery within a service-
oriented architecture' (SOA), which provides a
differentiated service delivery capability during
operation. SOA furnishes a basis for e-service
composition and delivery over the Internet and
allows e-service companies to design customized
e-services and combine them dynamically based
on their needs (Ordanini and Pasini, 2008). This
concept enables firms to manage and serve custom-
ers anytime and anywhere via any device, that is,
CRM can be executed without the limitations of
location, time, device, and service type.
Customer relationship management (CRM) is
a significant issue for today’s companies. In par-
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ticular, a good CRM strategy may assist firms to
earn advanced profits, increase customer perceived
value, and acquire new customers. In this study,
CRM s transformed from traditional CRM (face-to-
face) to Internet-Enabled CRM (over the Internet).
This chapter defines Internet-Enabled CRM as
conducting CRM by utilizing devices which can
deliver e-services through the Internet. The extent
of Internet-Enabled CRM includes electronic CRM
(E-CRM), mobile CRM (M-CRM), and ubiquitous
CRM (U-CRM).

Inordertoapply U-CRM in practice, the existing
technologies such as WiMA X/WiFi (infrastructure)
and Internet-based environment (platform and de-
vice) are required. The notion is to conduct CRM
anytime and anywhere viaany devices. However, the
challenge that companies have faced is the Internet-
based environment. While WiIMAX and WiFi have
been popular recently, people still have troubles to
access the Internet anytime and anywhere. The rea-
son is people are still used to access the Internetata
fixed location; particularly, theirhomes and offices.
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A famous company “NTT DoCoMo” from Japan
enables their customers to access Internet-based
services via mobile devices. Their report reveals
many Japanese users access Internet via mobile
devices rather than computers. Hence, companies
need to provide more Internet-based services to
attract users in accordance with the implementa-
tion of these required technologies.

The existing CRM framework is based mostly
on the company’s perspective; for example, it
considers how to acquire customers, retain custom-
ers, and create profits from customers. Hence, a
holistic framework for both sides is still lacking,
especially for e-service industry. In this work, we
propose avalue cube and a SOA-based framework
for Internet-Enabled CRM. The proposed value
cube indicates the difference between conven-
tional CRM and Internet-Enabled CRM in terms
of business value, customer perceived value, and
social value.

We divide the SOA-based framework into
two parts—the customer perspective and the
e-service provider perspective—and identify
several components to represent the hierarchy
in the framework based on SOA technology. We
aim to identify the significant elements of and the
value of Internet-Enabled CRM and to provide a
roadmap and practical and managerial implica-
tions for future CRM.

Therest of this chapteris organized as follows.
Section 2 discusses the value cube of Internet-
Enabled CRM. Section 3 devises a SOA-based
CRM framework. Section 4 introduces the value
of SOA-based CRM by comparing two different
concepts. Section 5 illustrates a taxonomy of
CRM e-services. Section 6 provides managerial
implications, and the concluding remarks are
furnished in Section 7.

A VALUE CUBE FOR
INTERNET-ENABLED CRM

In the era of wireless technology, three dimen-
sions of value are identified for Internet-enabled
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CRM: (1) business value, (2) customer perceived
value, and (3) social value (see Fig. 1). Business
value is generated from companies and is always
represented by monetary value (e.g., profits).
Firms can easily observe the changes in profit
(customer profitability) for a given time period
and can modify their CRM strategies accordingly.
Customer retention another indicator with which
to measure profits. According to the 80/20 rule,
20 percent of customers will generate 80% of
a company’s profits, so it is important to retain
those customers. Internet-enabled CRM provides
Internet-based e-services that customers can ac-
cess anytime and anywhere, and companies can
utilize new technologies (e.g., wireless and mobile
devices) to help earn profits based on certain e-
services, so Internet-enabled CRM is believed to
attain high business value.

Customer perceived value is generated by
customers and reflected in their willingness to
pay. The concept of willingness-to-pay represents
how much customers intend to pay for furnished
e-services, and different CRM strategies may result
in different behaviors of customers. For example,
customers will not pay for the e-services which are
inappropriate for them, even if they are delivered.
Internet-enabled CRM provides opportunities for
customers to acquire the most appropriate e-servic-
es when they face problems, and the technology
helps companies identify customers’information,
such as location, personalized preferences, and
behaviors. Thus, Internet-enabled CRM can help
attain high customer perceived value.

Social value is generated by collective intelli-
gence—the wisdom of crowds—over the Internet.
Accordingto certain theories (e.g., Delphi method,
brainstorming), group decision-making is superior
to individual decision-making. Internet-enabled
CRM allows peers to assist each other in solving
problems based on wireless technologies (e.g.,
agent-based approach). Traditional CRM merely
allows firms to decide what services to deliver—a
one-way delivery concept—but Internet-enabled
CRM allows peers from the social network to
collaborate to decide what e-services will be fur-
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