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(Abstract)

With the advance of information technology, it is possible to build the interactive communication channel among
relationship participants with low cost, and this channel makes ties between consumers and company by enabling
information sharing and exchange. In order to maintain customer relationship, it is necessary to support customer
information that includes of-the-customer, for-the-customer, and by-the-customer information. From the three types
of customer information, the proper information for the relationship management like the level and type of commitment

can be extracted.

Customer Information System (CIS), which includes database, communication channel, application program, should
be designed to facilitate the customer relationship management. Since lots of investments to information system
are required, it is not easy to implement.

This paper develops a framework of dynamic customer relationship management and suggests an effective infor-
mation technology strategy to support that.
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