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ABSTRACT

Electronic Customer Relationship Management (e-CRM) Analyticsisthe
process of analyzing and reporting online customer/visitor behavior
patter nswith the objective of acquiring and retaining customersthrough
stronger customer relationships. To better understand the role of data
integration in achieving the goals of e-CRM, the authors conducted a
study by meansof asurvey. Theresultsof thisstudy proposethat although
online, offline and external data integration has its complexities, the
valueaddedissignificant. Thissurvey of CRM professionalsiscomposed
of two parts. Thefirst part investigated the nature of the data integrated
and the data architecture deployed. The second part analyzed the
technological and organizational value added with respect to the e-CRM
initiative. The findings suggest that organizations that integrate data
from various customer touch-points have significantly higher benefits,
user satisfaction and return on their investment (ROI) than those that do
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not. Additional insights are also presented exploring the role of data
integration in e-CRM projects at both business to business (B2B) and
business-to-consumer (B2C) firms. For organizations implementing e-
CRM, this study reveals that data integration is worth their time, money
and efforts.

INTRODUCTION

Withtheadvent of theWorld Wide Web (web) and el ectronic commerce
(e-commerce), therehasbeen adramatic changein market dynamicsinthat
customers, both end users and businesses, can check prices and buy from
suppliersaroundtheglobe, regardlessof timeand distance (Stephens, 1999).
Duetothissurgein purchasing power, companiesmust view their datainamore
strategiclight. Inaddition, thereisagrowingtrend of organizationsleveraging
their dataresourcesby devel oping and depl oying datamining technol ogiesto
enhancetheir decision-making capabilities (Eckerson & Watson, 2001). To
addressthisneed, organizationsareimplementing Organizational DataMining
(ODM) technologies, which aredefined astechnol ogiesthat leverage data
miningtool sto enhancethedecision-making processby transforming datainto
valuableand actionableknowledgeto gainacompetitiveadvantage (Nemati &
Barko, 2001). ODM spansawidearray of technologies, including but not
limitedtoe-businessintelligence, dataanalysis, CRM, EIS, digital dashboards,
informationportals, etc.

Asaresult of thesemarketpl acetrends, organi zationsmust beginimple-
menting customer-centric metrics as opposed to solely adopting product-
centricmetrics(Cutler & Sterne, 2001). Thisscenariohastriggeredincreased
interestintheimplementationand useof customer-oriented ODM technol ogies
such asCustomer Relationship M anagement (CRM) systems. CRM canbe
defined astheadoption, through theuse of enabling technol ogy, of customer-
focused sal es, marketing, and serviceprocesses(Forsyth, 2001). CRM isthe
processthat managestheinteracti on between acompany anditscustomers.
Thegoal of CRM istocreateal ong-term, profitablerelationshipwithall of an
organization’ scustomers. Itismorethan just asoftwarepackage—itisa
businessprocessenabl ed by technology. CRM vendorslabel thesepackages
asCRM systemsbecausetheir maingoal isto analyze customer behavior and
identify actionablepatterns. Thisinformationisthenusedtoimprovegoodsand
servicesofferedto customerswhileincreasing profitability through better
relationships. CRM softwareprovidesthefunctionality that enablesafirmto
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