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This study reveals how corporate CRM I MEZAL7ER] QA (e 7HA],
activities can influence organizational performance BATIR], 283 BATR)e JTFE = 5
by integrating CRM process with customer equity glojof BTl whEbA], o)A AAETH AR
drivers, which have been regarded as independent “olw CRM & ~7} olm 5 ) o]
research areas. The results show that the customer R ~
: . . ) IAEARTA] P he] FFE &= AP
equity drivers including value, brand, and ) e o of .

A Z o] O A A
relationship equity mediate between CRM processes ol AATARTIA Fdarrt =X el
and organizational performance. In more detail, S FErbrete diEow FAgE ok
customer acquisition, retention, and expansion have stoy, olgst wAlE 7IdEEe CRM
positive relationships with brand, relationship, and g2 A A%) A ATA 9] D AE=RALTR]
value equity, respectively. Moreover, even though all S or= T uHIdowrR FHad=E =
customer equlty' .dI'IVCI'S 1nﬂuence' organizational otk AT 7]E  CRM  EEA A9
perf(‘)rman.ce po.smvely, our analysis suggeéts that DA ] TE ATES wje W As
relationship equity has the strongest effect on it.

#AAel gl =78k, AR F3A<l
L NE FAZ ATHC] gor], ¥4 o 94 CRM
ZEAE] BT 7Ides "R eE,
CRMO] vHAgolL ITY el  IATMIIA 2debs IASE FHO2
olm b olugl thoket RS A AF A=l gktt. CRMO a¥E Rty FEFsHA
ZAs= 23w AgAZozn  <xxry s fAdME 7I9SEe CRM
AZsbEA sbe] #ARel m|=yxa ZEAAZE aARHS uzzpibel] oW
TAAT FELojol o] ZAzygm g FFS VIASA AHEE Aol Fast
(Srivastava, Shervani, and Fahey, 1999; Reinartz, o das ogs JE dATEd
Krafft, and Hoyer, 2004). w&}A, CRMO©] SHAE =587l 9 AAFE CRM
HEAIAE FH A H=YA ZEAMA EZAATE oBA AR 2 24
#ow Wt el whet «td 7 Ve IFE Tl TR E ol Al
CRM AIAERE AFAztyetes dE ®Boe AW dFs Forts AvRas
“oj' CRM ZEAA7F o felAl uizp ek 53], aAs 7|9 % SuE sl
A7t agla oW Z= 5ol o]#d crRM 0 st 1AUIY 2 FReE gAY
Z2AAE Adstel 8 29 AHE HolHE  ol&st E4staar . E
GFAAA 5 devl Bge dRel He dA7E CRM HERES F b A AT
ozt = 4 gtk I%dH, CRME Zolglal g = Q= CRM EZA|A (Reinartz
HZA Eul yAEAATFAS AL 9] 2004)9 TAEAATEH] L9 QA (Rust 9
23 7199 5714 RS TRE= Zlolojok  2000; 2004)°] o]2Z WS Fa Qth
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g5==2 AY¥H™ (Kim and Kim 2008), Dwyer
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vAa es wWEgker, olst AT-9
A AAFA 719 CRM &5 A x4 9]
Aitel ARAoR FoF dIFHe vAL
o] M7=t (Reinartz et al. 2004). 3}4] ¥E,
dd 7Y dEwiewr  x£H9 AAE
APAer A9d ¢ A7k vHAY Aks
Eosh 249 BRe & (o rHAE dEhHe
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g, SspC Ede] w9 dA=
Aol st Ao A FH7E 7199
o] I Aol APAeR AAHIL Ues
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Fapl a9s) ojele A7t gol At
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