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 変化のスピード

人口の 25%まで技術が浸透するスピード

自動車 55 年
電話 35 年
ラジオ 22 年
パソコン 16 年
携帯電話 13年

CRM (企業） １０年？
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Multidisciplinary〔複合領域〕

Complex〔複雑性〕

Happen at Intersections〔交接点〕

Collaborative between Science and Engineering
〔科学と工学の協業〕

Between Workers and Consumers
〔消費者と作業者〕

Global（グローバル化） ３極化

Ａｍｅｒｉｃａ、Ｅｕｒｏｐｅ， ASIA 



グローバル化グローバル化 ２００６－２０４０２００６－２０４０

1. グローバライゼーション－－母国語プラスワン or ツウ
2. ユビキタスコンピューティング－ Internet,Bio & ＲＦＩＤ
3. 知価社会－知価の確認：多層・異相な価値の共存
4. ナノテック－マルチコア・ＮＡＰ
5. 光と無線の共存による中央集権的コンピューテイング
6. オープン標準による安全な総合接続性の保障

7. セキュリテイ、プライバシーとガバナンス
8. ℮国際法の強化
9. 専有から共有に向かって—持つものと持たざるもの
10.E-国際社会インフラはhuman capital の強化, 

Medical,  ＩＴＳ,  Space  &  E-Gov.





GreaterChinaCRMGreaterChinaCRM
 CRM is not just about software.
 the keys to CRM success are ;
 "Strategy, People, Process, Technology and the 

Customer".
 Founded in 2001, GreaterChinaCRM preaches 

"CRM Success Beyond Software" via GCCRM Portal, 

Consulting Associates,Institute and The 3C Method(a CRM method 
jointly developed by Customer Marketing Institute (Netherlands-based) 

and GreaterChinaCRM tailors for the Greater China market. )
Our mission is to improve the success rate of CRM 

implementations in Greater China. 
- GCCRM.com ;the bilingual CRM portal with 70,000+ 
members from over 100 countries . 
- - In GCCRM Research Institute,  on CRM in China, 
"Best CRM Practice in China", "CRMBodyCheck " and 
"China CRM Solution Guide". 



Picture Reports On the Ceremony 

Sampson Lee
GreaterChinaCRM, President

Sampson Lee
GreaterChinaCRM,

President

Founded in 2001,
GreaterChinaCRM preaches 

"CRM Success Beyond Software"
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Paul Greenberg, ‘CRM at the speed of light’. 
（ダイヤモンド2001 年 10 月）“CRM実践顧客戦略”



Paul GreenbergPaul Greenberg
 "CRM and irony is probably the only 

combination of concepts involving CRM that I 
haven't written about. Yet as 2005 comes 
upon us, this last bastion will fall and, as you 
will see, 2005 shapes up to be an ironic year, 
and potentially momentous one, for CRM." 

 In addition to being the author of the best-selling CRM at the Speed of 
Light: Capturing and Keeping Customers in Internet Real Time, Paul 
Greenberg is President of The 56 Group, LLC, an enterprise 
applications consulting services firm, focused on CRM strategic 
services. 

His book, CRM at the Speed of Light: Essential Customer Strategies 
for the 21st Century, now in its third edition, is in 8 languages and 
been called "the bible of the CRM industry". It is used by more than 
60 universities as a primary text. It was named "the number 1 CRM 
book" by SearchCRM.com in 2002 and is one of two books 
recommended by CRMGuru. The Asian edition of CIO Magazine named 
it one of the 12 most important books an Asian CEO will ever read. 



日本のCRM協議会理事長として日本のCRMを紹介



Sidney Yuen
Hong Kong Call Center Association, Chairman



Jonathan Liu 
of HOPE Worldwide
presenting souvenirs to

the organizers –
GreaterChinaCRM.

5% 
of the ticket revenue

will be donated to
HOPE Worldwide for
children education

programmed
in China







SINA Reports First Quarter 2005 Financial SINA Reports First Quarter 2005 Financial 
ResultsResults

SHANGHAI, China, May 5 /Xinhua-- SINA 
Corporation (Nasdaq: SINA), 2，000人

a leading online media company and value-added 
information service provider for China and for 

global Chinese communities, 　　
 * Net revenues for the quarter grew 11% year-

over-year to $45.8 million, 
 * Advertising revenues for the quarter grew 27% 

year-over-year to $16.6 million, accounting for 
36% of total revenues.

 * Non-advertising revenues for the quarter grew 
3% year-over-year to $29.2 million, accounting 
for 64% of total revenues.





Best IT: Lenovo Group
Represented by Ms Wang Xiaochun, Vice President, 

Lenovo Group
Prize presented by Mr Paul Greenberg, Executive Vice President,

CRM Association, U.S.



Best Manufacturing: SSony (China) Limitedony (China) Limited
Represented by Mr Tatsuo Muranaka, Group President,

Sony (China) Limited
Prize presented by Mr Junkyo Fujieda, 



19 19 awardaward--winning enterpriseswinning enterprises（１）（１）

 Cross-industry Grand Award:China Ping An Group

 Cross-industry Grand Award: Sina.com
 Cross-industry Grand Award: China Hewlett-Packard 
 Best IT: Lenovo Group
 Best Manufacturing: Sony (China) Limited 
 Best Insurance: Manulife-Sinochem Life Insurance Co., 
 Best Servicing: Bertelsmann DirectGroup China
 Best Airline: Air China
 Best Automobile: Shanghai Volkswagen
 Best Pharmaceuticals: Wyeth-Ayerst (China) Ltd.



19 19 awardaward--winning enterpriseswinning enterprises（２）（２）

 Best Bank: China Merchants Bank
 Best Telecom: Siemens Shanghai Mobile

Communications

 Best Hotel: Shangri-La Hotels & Resorts
 Best Real Estate: Forte Group
 Best Retailing: Starbucks Shanghai
 Best FMCG: L'Oreal China
 Best Logistics: DHL-Sinotrans
 Best Securities: China Securities Co., Ltd
 Best Internet: Alibaba.com 



A honorable moment - group photo of all 19 senior representatives 
of award-winning enterprises:



From left to right: Candice Ng-Chee(Meta Core Asia,Managing Consultant),

Naras Eechambadi（Quaero,CEO), Rosemary King(Quaero, Co founder), 
Prof.,Junkyo Fujieda (President of CRMA,Japan）, Sidney Yuen, (Hongkong
Call Center) Prof.,Rafael Rodriguez（Focused Management,Columbia）



2005-2006 CRMA National Officers

President:    
Michael Thomas, 

Executive Vice President:                  CRM Essentials
Paul Greenberg, 56 Group
VP of Analyst Relations:Ginger Conlon, CRM Magazine 
VP of Communications: Share Reeves, NetNack 
VP of Marketing: Tara Scarlett, Integrative Logic 
VP of Memberhship: Marsha Calfee, Net Bank
VP of Sponsorship: Paul Ward, PKWard
VP of Strategic Growth: Jason Johnson, Columbia River 
Group 
Co-VP of Technology: Brent Leary, CRM Essentials



Ginger Cooper, Founder and President of the Board, CRMA
Jill Dyché, Baseline Consulting 

Erin Kinikin, Forrester Research 
Brent Leary, CRM Essentials 

Michael Maoz, Gartner 
Michael Thomas, CRM Essentials 

Bob Thompson, FrontLine Solutions
Bruce Culbert, President of Cultech

Ginger Cooper, Founder and President of the Board, CRMA 
Ginger is a freelance journalist on the SFA/CRM

industry for 15 years. 
She founded the CRM Association (CRMA) in May of 2000. 

CRMA-USA             Board of Directors
CRMA USA ;Board of Directors 



CRMACRMA--USA Chapters    USA Chapters    
PROVIDING EXPERIENCES FOR CUSTOMER CENTERED INDUSTRY
Customer Relationship Management (CRM) is now part of the mainstream.
 Customer strategy is “ordinary”and something that is a day-to-day 
concern for all enterprises, large or small. 
 The business universe has shifted its focus from the company at its 
center to the customer at its hub.
 As a result, the CRM supplier industry has matured.
 More than ever, firms that do nothing but work involving the analysis 

and enrichment of customers abound. 
 CRM as an industry has not just practitioners, but vendors, integrators, 

management consultants, boutique specialists, evangelists, analysts, 
pundits, bloggers, authors and even detractors! 

 As the industry has matured, so has the customer.
 The customer experience, formerly an art and a gut check, is now a 
cutting edge science that is necessary for business growth and 

differentiation in an era where customers are fully empowered and 
highly volatile.  



Promises OF CRMAPromises OF CRMA
 The CRM Association aims at representing the industry as 

not just a purveyor of knowledge and information,
 but an action-oriented association that will 
 protect and promote the interests of customer relationship 

management &  provide the members with the tools that it 
needs to enrich and improve that customer experience 

(1) Represent the industry as a whole, not special interest 
groups within the industry

(2) Provide a forum for the industry and the practitioners to 
interact without fear or pressure

(3) Be a center for the dissemination of knowledge and 
information to the CRM community

(4) Provide services to the community that will enhance 
business and careers associated with the industry

(5) Provide members with both mainstream and cutting 
edge tools and best practices .

(6) Provide the important industry standards so that 
members can interoperate knowing the quality of what 
they are giving & getting.

(7) Represent the industry’s best interests in legislative and
other activities through programs to heighten awareness
and support of important issues that impact the industry





Summit plus two nights hotel at Chaminade June 13-14, 2005. 
Save $70 off the price of booking hotel rooms separately. 

$1,895



ＪｕｎｅＪｕｎｅ １３ｒｄ１３ｒｄ 6:00 6:00 p.m. Welcome Reception and Dinnp.m. Welcome Reception and Dinnerer
ＪｕｎｅＪｕｎｅ １４ｔｈ；１４ｔｈ； ＣＲＭＣＲＭ SUMMIT DAY 1SUMMIT DAY 1

 7:30 a.m. Registration and Breakfast 
 8:15 a.m. Welcome Bob Thompson
 8:30 a.m. Keynote Customer Management: Realizing Its Promise and 

the New Business Paradigm
 9:15 a.m. How Great Companies Got That Way
 9:45 a.m. Customer Value Innovation: How Two Leading Auto Makers 

Are Reinventing CRM
 10:30 a.m. The Contact Center Conundrum: How To Build Loyalty, Not 

Expense
 11:00 a.m. Panel: The Business Case for Putting Customers 

First noon Lunch 1:00 p.m. Using Performance Management To Reap 
CRM Rewards 1:30 p.m. Think Tank: Listening to the Voice of the 
Customer
Think Tank: Managing Customer Value for Profit

 3:00 p.m. Break 3:30 p.m. Accelerating Marketing Performance 
Through a Disciplined Approach

 4:00 p.m. Awards Presentation and Panel 
 5:00 p.m. Closing Comments, Adjourn Day 1
 6:30 p.m Reception and Dine
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 10:30 a.m. The Contact Center Conundrum: How To Build Loyalty, Not 
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June 15th

7:30 a.m. Registration and Breakfast ；
8:15 a.m. Welcome Bob Thompson
8:30 a.m. Keynote Growth Through Customer-Driven Marketing 
Innovation
9:15 a.m. Creating and Managing the Customer Experience
9:45 a.m. The Journey to Customer-Centricity
10:30 a.m. Sales Knowledge Management: Getting Reps What 
They Need
11:00 a.m. Technology Trends To Watch in the CRM Industry 
1:00 p.m. New Process Improvement Tools for Non-
Manufacturing Environments
1:30 p.m.Think Tank: CRM Strategy and Planning for Success

Think Tank: Leading Change To Align People with Strategy
3:30 p.m.State of CRM: Project Success Factors and ROI Trends
4:00 p.m. Closing Comments, Adjourn Summi

June 15th;    SUMMIT   DAY    ２



















CRM CRM その成長と挫折：未来への着実なステップその成長と挫折：未来への着実なステップ

1985-1990

1990-1995

1995-2000

2000・2002

2003・2005

マスマーケティング =>セグメント マーケテイング
Tele-Marketing

時代

セグメント => one to one マーケティングへ
Sales Process management & Front Marketing 

Database => SFA 

統合CRM ；Vision
予測ベースマーケティング と営業.

SFA・SSA ・Event・E-mail ・Web Marketing

顧客中心マーケティング
：Privacy ; 事前許可型マーケティング
with Enterprise level productivity awareness；
Success and Disbelief企業事業会社間の協調
:ERP/SCM,Channels  with Web Service；
無線ベースユビキタス CRM Operation

（１）

（２）

（３）

（４）

（５）

2006・2010 （６） 企業間のマーケティングと営業生産性
ーROI Centric Sales;  BI・ERP

CRM コンセプトの進展



CRMCRM　　主な買収、合併等主な買収、合併等
年月　　買収された会社　　　買収した会社　　　　　　　金額年月　　買収された会社　　　買収した会社　　　　　　　金額
　　
2003・9  オラクル・ PeopleSoft敵対買収.Oracle  July18    ＄7.7B

2003.7 Peoplesoft、JDE買収 Peoplesoft $1.7Ｂ
2002.7 Navision A/S Microsoft $1,450M
2001.10 KanaとBroadbaseが合併 $71M
2001.6 Remedy Peregrine Systems $1,080M
2001.4 Quintus(CRM) Avaya(CTI) $60M
2001.3 Interact Commerce 英Sage $263M
2001.2 Brightware(Channel) Firepond(CRM) $23M
2001.1 WebTrends(Web Analytics) NetIQ(Network) $1,000M
2000.12 Great Plains Microsoft $1,100M
2000.12 Clarify(CRM＝＄１８０Ｍ)=12倍Nortel(Telecom) $2,100M
2000.12 Continuity DELANO $18M

(interaction mgmnt) (marketing mgnt)
2000.9 Servicesoft Broadbase(CRM) $645M
2000.2 Silknet Broadbase(CRM) $4,000M
2000.1 Vantive(CRM＝＄１８０Ｍ)=３倍PeopleSoft(ERP) $560M
1999.9 WebLine(Customer Interaction Mgmt.) CISCO(Network) $325M
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知価社会では
分類学が最重要



CRMCRMと先端ＩＴ技術の流れと先端ＩＴ技術の流れ
——JF viewsJF views

 １st Phase; ＣＩＳ（顧客情報システム）

 2nd Phase;  ＣＴＩ：コンピュータテレフォニー

 3rd Phase;  データ分析・ビジネスインテリジェンス

 4th Phase;   Ｅ－メール & ウエブと E-コマース

 5th Phase;   無線 & Web サービス （ SOAP・XML ）
 6th Phase;   SCM/ERP をまたがった Measurements
 8th Phase;   オンデマンドサービス & SOA 
 9th Phase;   Security & Privacy & Taxonomy
 10th  Phase; Architecture , Best Practice Library, Governance

TOGAF; ITIL; COBIT (Control Objectives  for Information and related Technology)

11 th –on ; RFID, E-Card with wireless & Bio ID



「「ITITガバナンスの成熟度モデル」ガバナンスの成熟度モデル」

　

COBITは、ITの企画から運用に至るまでの
フローを4つ管理プロセスと34のITプロセス
として定義し、それぞれのプロセスについ
て、KSF(主要成功要因）／KGI(重要目標達
成指数）･KPI(重要業績達成指標）とその成
熟度レベルを6段階で定義する。



ITIL ( IT Infrastructure Library)ITIL ( IT Infrastructure Library)

 90年英国政府機関は標準ITIL（IT 
Infrastructure Library）の導入した。　ITILと
は英国政府機関（OGC: Office of Government 
Commerce）によって作成された、ITサービス・マ
ネジメントに関するベストプラクティスをまとめ
た一連の指導書です。

 英国ではユーザーがベンダーに入札仕様書RFP 
（Request For Proposal）を書くときにITILの適
用を要求するケースが一般化しており、米国でも
1995，6年からITIL活用が本格化しているといわ
れている。





技術なくして革新は無い。技術なくして革新は無い。
ただし、技術はただし、技術は テコであり生産テコであり生産

性向上の倍数ファクターである。性向上の倍数ファクターである。

 何をどうしたいのか？

 営業売り上げ向上?
利益の向上?
顧客満足度向上？

何を売り何をサービスしたにしても買った顧
客は払ったコストの何倍の利益を得たのか？

売る前その価値を知るべきだ。



だからどうすべきなのか？だからどうすべきなのか？
皆さん、自己防衛に自信があり皆さん、自己防衛に自信があり

ますか？ますか？

 自信が無い。

誰も、自分の成功例も失敗例も出してくれ
ない。

だから、困った人たちが集まって、ＣＲＭ協
議会に入会して、情報をメンバー間で共有
しよう！



20042004年活動概況年活動概況

 継続的パートナー；商工会議所・フジサンケーBi
 新関西本部・支部の開設

 ー北海道･九州地区活動

 2004年度ベストプラクシス賞の選定・贈呈

 2004年度ベストプラクシス白書の発刊

 海外フォーラム参画：

 グレーター中国ＣＲＭサミット



20052005年活動計画年活動計画
 ＣＲＭ協議会講師認定プログラムの本格実施

 新支部の開設

 ー中部・東北･四国など

 2005年度ベストプラクシス賞の選定・贈呈

 2005年度ベストプラクシス白書の発刊

 海外フォーラム参画：

 米国ＣｕｓｔｏｍｅｒＴｈｉｎｋ Ｓｕｍｍｉｔ

 グローバルＣＲＭ研究会の発足

 自治体ＣＲＭ研究会の発足



ご静聴感謝します。ご静聴感謝します。
ぜひ一緒に勉強しましょう。ぜひ一緒に勉強しましょう。

 ＣＲＭ協議会理事長 藤枝純教

 （グローバル情報社会研究所代表取締役社長）


