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The development of ‘e-CRM activities scale in tourism industry’
using a Delphi Method
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ABSTRACT

Although the number of studies on e-CRM is gradually increasing, no
measure to assess and evaluate e-CRM activities with reliable degrees of
accuracy has been developed yet. Therefore, this study was conducted in order
to develop a set of tools that can measure the performance of e-CRM activities
in the tourism industry based on a comprehensive approach to the concepts
and structural elements of e-CRM activities performed by tourism-related
companies. In doing so, this study applied the categories of the e-CRM
activities made Iin the existing literature, which are: e-Marketing, e-Sales,
e-Service, e-Support, e-System. In order to develop the measures for e-CRM
activities, this study used the expert survey based on the Delphi method. The
experts interviewed included: fourteen employees with three or more years of
experience in e-CRM in tourism-related businesses. three academic CRM
experts and e-CRM consultants: and three engineers of e-CRM solution
programs. This study finally conducted ‘Tourism e-CRM activities scale’

consisted of 57 items in total.

SHAM-20{(Key words) : e-CRM &3 &I (e-CRM scale development),
SInl0|ZAK Delphi method),
ZH2HMA (Tourism industry)

ARAL (D53 AR QTP 02 FF e
ol o 7-5] 95 (KRF-2008-327-B00871).

8t3} W4, e-mail: syhwang@anyang.ac.kr

* o] =& 20084
FA9 A9
" Qs #37

1—1‘1

T,

it

0.8,



LA &

2141710l FHolEHA ARSIkl 24 QIEYl Hyo] F43] kg ue,
B4 e aAAA BT (CRM: customer relationship management)=
e-business¥Hgol BHA| 2slel, AEIUlS Fall o] 7]2AQl 1A B 29
S & (click stream)& S8 T8 4}, Pl RS B/ AT R 5 AAIRE
o= st rHY FEo R iR ddshs e—CRM%%Oi AgksA =it
(Sterne, 1996). &, Bl Byl 2hitel] mpal #3792 AAF7]< (electronic
technology)dll 71¥t& & Y (e-channel) & 019“011 A HEZ 2n
o] eFAbag Aglet wAR”, A, AFgUA A, Mul~ T 7HEE

%‘ T A& e CRM AAE 25+ AN A o2 HelE 3 gk ¢

(Feinberg and Kadam, 2002).

e-CRMell that &3} A7 mfje A oz 53] o] FojA L 9l ot (Anton
and Hoeck, 2001; Connelly and Yoer, 2001; Rust and Zahorik, 1993:
Sterne, 1996: Swift, 2001; Tschohl, 2001) thFo] AzHelu A 9
T2 groigitt. olgfg ket sule] A s, FEd, 28 N9
o g 71EAF7L o= B' o|FoAa AR, = AT A=
e-CRMSIF7}F AAp7]eitok, 2, A8l #7|Gol wgke]o] A7} o] Fof
A3 Yok, ek Fue] B I (SEY] - 92 - A b= o
o2 e-CRMHEE =48] e-CRMAA] el ute I nAnEe, 714
T)E ST =S Bol F53 Helth (3 - A4 E 2008). ol2g 4

[€] il
A BAR oz BANATIL A ATPES 3 el 2ol E s

ol

-D mlo

ol

Y e FFEok AFeE e F ol 2e IS 7800k 31 (Crompton
1990), t& #oke] AR AlE 2y 813 R HAS flo] &8 Aol ofyz} A
7t} g 5 B o] Srgte IR 54 ket IEAF (9 - 5
g . g - 92 5 o R S A e S ]

rir ol
lo,
X
=
[
oX,
)
=2
)
rr
Y
1

i
)
i
_O‘L
L

(e}
9

e s

22 & v o

2 AFAME oefg A4S alFeR e-CRMBES S S F e &
=5 A4 MEFezN, 53] e-CRMZFo] iAol 2id] o] fojx1 Sle=
A el Addgel ste Weos % 78 dieta, HFsiAek



o A A3} elgAdo] BEH o-CRMESHEE &85 ¢ 22 A= ¢ &
Ae EUE vidstuAl et gle] A4 5AE @] A HAAY AEE
EE 23 2ok AR, e-CRMEE L2000 #HAH 7|F0]| 28 FA|Z R HE
st AEEYS FE30L e-CRMEFY] Hm/Ed E 23 Edi(framework)

1. e-CRM Al3jed4¢} e-CRME= A B =2P4 A9

1) e-CRM M&lioi7

e-CRMel| #gt AdF= 20009%E Holx A4 oz yehr] A14sks)
Feinberg, Kadam, Hokama, & Kim(2002)& ¥dRtauj71, Aau)7|d 2
QEl 2719 3FS] e-CRMEE AAl B=s} o]d W A9 vEe FA4
71948 8E vl iAs 3, Fjermestad and Romano(2003)+ e-CRM
Aegsta e AEYIRA 137] 719-S A3, efCRM/\V\EﬂJ APYEE
AFFA T, Baloglu and Pekcan(2006)-2 E1719] £13971 S5 39S tid2
QEMIS 58 eSS F =S dotEidth 9 —?‘ Ad3] - 2%
d - 1Ed(2004)9] IAYGA e-CRM &%, 7HIF(2005)9 =€ Fve
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2) e-CRMZ=s #HM(e-Marketing, e-Sales, e-Service, e-Support,
e-System)

Raaen(2000)< Anderson Consulting®] 9T-= <183l 43t A=
B E 7ol E o8] AAGHE S CRMY 9321l Marketing, Sales,
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d-20024) Bt o]Folzl CRM| #3t 7]&AF9 s5< &t 7heH|
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7|Rke 2 3= e-CRME5 9922 A4 9] e-Marketing, e-Sales, e-Service
2 A go] 7l At (Ngai, 2005).
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