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. Bythe customer information:
o feedback and monitoring data
=]

Phas CIM focus:.tytpe of custom. (Do you use Web 2.0:) eCRM practices
e info.
o Brand awareness through word of mouth
Z_  Ofthe customer information:  Djand reinfproement through customer
S transaction and personal data e .
S Customer identification and targeting
= Customer understanding and profiling
o For the customer information: ~ Enhancing customer service
% - relationship and product data Personalisation
5° Community building
= Innovation & NPD
. For the customer information: ~ Cross selling
E‘g g relationship and product data Up-selling
Affiliation programmes

Identification of pitfalls/faults
Handling customers’ complaints
Reputation monitoring and management

Dutta et al. (2002)

Networked CRM model

5 Many-to-one Many-to-many
g g Target: clients’ Co-exploitation of customers’ profiles
Z = networks with other network partners
2 & Active customers’ e.g. mash-ups, earthbooker.com
0.8 involvement
= e.g. Lonelyplanet
5 One-to-one One-to-many
g g Target: individual Ecosystems of partners offering a
Z s customers seamless experience to individual
o 20 clients (cross-selling, products’
ZE bundling)
=) e.g. travelocity.com
Low market integration High market integration




EXAnvikn mpoypotikotnto ?

nmom

Phas CIM focus:,tylpe of custom. (Do you use Web 2.0:) eCRM practices %
e irifo.
_ Brand awareness through word of mouth ~ 19.8
= : .. Brand reinforcement through customer 1.1
2. Ofthe customgr 1nfonn'i1t&0n. education about the band
S transaction and personal ata Customer identification and targeting 253
= Customer understanding and profiling 217
_ Forthe customer information: ~ Eniancing customer service 47
= relationship and product data  Personalisation 07
L=
=° Community building 0.7
~ Innovation & NPD 0
_ For the customer information: ~ Cross selling 19.1
Egg relationship and product data Up's?mng 198
Affiliation programmes 0
. Bythe customer information: [dentification of pitfalls/faults 16.9
= feedback and monitoring data  Handling customers’ complaints 285
== ; .
Reputation monitoring and management ~ 38.3

Evpnuota omod va Focused groups

[Tapd 10 yeYOVOG OTI GXEOOV. OAOI NTAV EVIUEPWMEVOI

V0 TO GUPPETOXIKO OIABIKTUO Kal TIG TTIBaVEG
EQAPUOYEG TOU, ONAWOOV. OTI_OEV. KATEXOUV. TN YVWON,

TIG IKOVOTNTES
10 TTPWTA

KQIl TNV KATAPTIO!

H agjomoineon tou web 2.0 ommaiTel 01 HOVO TNV.

ATIOKTNON TEXVOAOYIKWY: IKAVOTATWY aAAd Kal TRV
aAAayr 0pYaVWEIOKNG KOUATOUPOG

— O1 e-marketers mPETEL Va UETATPATTOUV. ATTO!
salesmen & information brokers o€ community
builders and consultants,

— O TEAQTEG EiVal CUVERYATES TIG ETTIXEIPNONG Kal OXi
AYOPES OTOXOI TTPOS EKUETAAEUDN

10 VO 0&I0TTOINCOUV.

" XVALOYH TANPOPOPIDV.

an e-mail survey (278 targeted, 126 usable guestionnaires)
— 76 accommodation firms;

— 21 travel agencies & tour operators;

— 24 destination marketing organisations (of which 2 were private);

— 2 transport companies; and 3 attractions.

focused group discussions with tourism professionals (2
events, 54 participants, 2 moderators)

targeting members of the e-Business forumin tourism
and/or the DIALOGOI-SETE networks

Miles & Huberman’s (1994) analytical process for data
analysis: data transcription & identification of major ideas; | =%
definition of appropriate unit of analysis; identification &
confirmation of categories; identification of themes and
potential use of theory for interpretation.

[FeviKd, N XPrion ToUl GUUUETOXIKOU
OIA0IKTUOU UTTOPET VO XAPAKTAPIOTEl WG
£VOG PUNXOVIOUOG AUUVOG YialTh
OIOXEIPIGN TMAPOTTOVWV. I TNV OIEEOY WY
BlopNXaVIKNG KATOOKOTTIAG,

TOPA WG EVa epyaAEio TTOU BIVEI EUKOIPIES
yiol TRV OnUIoUpyia Kai a€loTTeinenG
YVWONG OTTO TOUG TTEAATEG VIO THV.
QVOTTTUEN TTEAQTEIWY. OXEGEWV.

ATOITY|GELS OPYOVOCIOKNG OAAOYNG

Meplypa®n epyaciag Kol EmayyEAUATIKNG CUUTTEPIPOPAG
TWV JOPKETEPG
AVIIAQWEWY TWV PAVATEEP YIa TO TIOIEG EiVal Of
UTTOXPEWOTEIG TWV. HOPKETEP KAl TILUG ) OTTOO0CH TOUG
TIPETTEI OEIOAOYEITAI
Néa eCRM metrics yia 1nv HETPRON OxI HOVO TNG
OIKOVOMIKAG GAAG KOl TNG KOIVWVIKAG GEI0G TV TTEAATWV
yio TV emixeipnon. TRIA €idn KOIVWVIKAG A&ioG TMEAOTWV:
— the intangible business value of the online community (e.g.
eWOW);
— the community value for a customer (e.g. for developing| customer
bonding and retention strategies);
— the intangible business value of different web 2.0 users (e.g. L]
content creators, critics” writers, content distributors, solely content
readers).

NEol uEBodol yia TUNPOTOTTOINCN TNG TOUPIOTIKAG Ayopds
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