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Abstract 

This monograph of Advances in Management Information Systems (AMIS) underscores the growing importance of Customer Relationship Management (CRM) in IS practice and research that has been evidenced over the past decade in conferences, journals, and practitioner publications. This introductory chapter does more than just outline the papers included in the volume; it revisits and extends the series of articles the co-guest editors authored on CRM as a subfield of the IS discipline to explore whether or not it has matured or languished with the passage of time.  We present evidence of continued growth of IS research into CRM up to this point and then introduce the chapters contained within this volume that illustrate the advances that have been made and the issues and challenges that yet remain in the subfield for further study. We believe that this volume of AMIS sets the stage for continued research for some time yet to come.
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Introduction

In the field of Information Systems (IS) the idea of considering the customer as an asset and a source of value is not a new one. Ives and Learmonth (1984) proposed the Customer Resource Life Cycle for use in IS and later Ives and Mason (1990) described how information Technology (IT) can be used to revitalize a firm’s customer service. However these early forays into the realm of Customer Relationship Management (CRM) were not immediately followed by a large volume of published articles on the topic, let alone by practice in the IS field.  As is often the case, somewhat visionary articles precede mainstream research on the topic by several years.  This is not to say that there are not articles on CRM published in other disciplines, particularly Marketing, before or at the same time as these two seminal IS articles, but rather that they were the first we found in an extensive literature review of IS-CRM (Romano and Fjermestad 2001-2002).  We have not replicated that extensive study, primarily because the continued and accelerated growth of literature into CRM in IS makes that impractical, but also because we have found that many of the suggestions we made there can be readily observed to have been implemented in the literature.  When we did our introspective study of IS-CRM we made six recommendations that would indicate maturation of CRM as an MIS subfield of study as follows:  One, development of empirically testable CRM theories; Two, conducting of lab and field experiments to test hypotheses based on theory; Three, development and use of valid instruments; Four, development of a cumulative tradition of research and replication, extension of theories, models, and instruments, and development of standard constructs and metrics; Five, additional publication of IS-CRM research in top MIS journals; and Six, development of new classification schemes for rapidly changing terminology.   We believe that it is now meaningful after even such a short period of four years to revisit the literature and see if our prognostications have been accepted or ignored.

The remainder of this introduction is structured as follows:  First we address the state of IS-CRM research in terms of each our earlier recommendations for future research. Second, we overview and introduce the papers in this volume of AMIS on CRM advances and issues.  Finally we suggest additional issues and challenges that researchers and practitioners in CRM still face in terms of IS.

CRM and eCRM 

CRM has changed over the years from being a customer service business unit loosely linked to Marketing to an electronic dynamo that is attempting to maximize the value of existing customer relationships.  Dyche (2002) in her CRM Handbook suggests that CRM is the infrastructure that enables the delineation of an increase in customer value, and the correct means by which to motivate valuable customers to remain loyal, to buy again.  The key words are infrastructure and enables.  The infrastructure is the people and processes that an organization has at its disposable to understand, motivate, and attract its customers.  It is the technology that enables the organization to improve customer service, differentiate customers and deliver unique customer interactions.   

For one company, Wal-Mart (Swift, 2001) the infrastructure is an enterprise data warehouse.  This eCRM system enables the company to collect massive amounts of data to mange the ever-changing needs of customers and the marketplace. This coupled with people and process permits the integration of operational data with analytics, modeling, historical data and predictive knowledge management to provide its customers with what they need and want at the right time.

CRM and eCRM are about capturing and keeping customers through the Internet in real time (Greenberg, 2002).  CRM is about customers interacting with employees, employees collaborating with suppliers, and every interaction being an opportunity to maintain and improve a relationship.     
The State of IS-CRM Research 

As mentioned, we made six recommendations in 2001-2002 (Romano and Fjermestad 2001-2002) that according to previous literature (Keen 1980; Vogel 1984; Alavi and Carlson 1992; Pervan 1998) if implemented would indicate that IS-CRM research is maturing as a subfield of MIS.  Here we discuss the current status of each of these areas to determine if the subfield is growing and maturing or waning and failing to bear fruit.


Theory Development

In our introspective study of IS-CRM (Romano and Fjermestad 2001-2002) we found only 3 theoretically-oriented articles out of 369.  Clearly one indicator that the IS-CRM subfield is beginning to mature would be the development of meaningful theories or the use of relevant theories from reference disciplines that logically lead to testable hypotheses.  Specifically we put forth the following recommendation:

“First, there is clearly a need for empirically testable theories. While conceptual models, frameworks, and overviews all provide an excellent start, testable theories can lead to meaningful hypotheses that can be experimentally tested in the lab and the field to move research forward. “(Romano and Fjermestad 2001-2002, p. 85)

One does not have to look very hard to see that since 2001 a number of IS-CRM papers that specifically address employing useful theory have been published.   We present a brief review of some of the papers that have developed IS-CRM theoretical models. Susarla, Barua, and Whinston (2002) developed a  theoretical  framework  that  can  be  empirically tested.  Madeja and Schoder (2003) investigated how eight concepts derived from the media characteristics of the World Wide Web (Web) impact corporate success in E-Business if implemented as features of companies’ Web sites and constructed a path model for testing their research hypotheses.  Chen, Gillenson, and Sherrell (2004) expand on the Technology Acceptance Model (TAM) (Davis 1989) and Innovation Diffusion Theory (Rogers 2003) to provide important theoretical contributions to the area of business-to-consumer (B2C) Ecommerce . Komiak and Benbesat (2004) proposed a new theoretical trust model that differentiates between cognitive trust and emotional trust and defines customer trust in each type of commerce as cognitive trust and emotional trust in the various entities.  They develop eight propositions and hypotheses for future researchers to test.  These four excellent papers, from among many similar ones we found, clearly illustrate that IS-CRM research is maturing in terms of theory development.  We therefore believe that our first recommendation is being implemented by IS researchers within the literature.

In our introspective study of IS-CRM  (Romano and Fjermestad 2001-2002) we observed that there were few studies that were based on existing theories, either from IS or its reference disciplines.  Here we review a few of many studies that while they have not extended existing theory nor developed new theory, are theory-based and employ existing theory.  Chai and Pavlou (2002) applied the Theory of Planned Behavior (TPB) (Ajzen 1991) to study behavioral intentions to transact in two dissimilar countries and developed a cross-cultural Ecommerce adoption model.  Levina  and Ross (2003) analyze and interpret data from the case of vendor strategy and practices in one long-term successful applications management outsourcing engagement using the economic theory of complementarity in organizational design (Milgrom and Roberts 1995), and from the standpoint of client-vendor relationship factors.  They explain the IT vendors' value proposition and how vendors can offer benefits that client firms cannot readily replicate internally. Again we believe that these few good example papers from among many similar ones now being published further demonstrate that IS-CRM research is maturing in terms of its use of theory.
Hypothesis Testing

A second indicator that the IS-CRM subfield is maturing would be the emergence in the literature of hypothesis testing to develop support for IS-CRM theory. Specifically we made this recommendation:

“Second, once theories have been developed, there is a need for lab and field experiments to test hypotheses in order to find support for them and rule out other possible explanations.” (Romano and Fjermestad 2001-2002, p. 85)
Again a quick scan of the current IS-CRM literature reveals that indeed hypothesis testing is more often incorporated in studies than it was over the time period covered in our introspective study. Madeja and Schoder (2003) also tested their research hypotheses on 224 companies which target consumers (B2C) and found that information- and functionality- richness (interactive character) and keeping the website updated are all key drivers of success for general companies.  Chen et al. (Chen et al. 2004) also tested 4 major hypotheses based on their proposed theoretical model and found that the model explained and predicted consumer acceptance of virtual stores substantially well and also explained a large number of the factors that lead to the user's behavioral intention to use and actual use of a virtual store. Madeja and Schoder (2004) constructed a covariance structure (LISREL) model and tested three research hypotheses with a data set of 469 cases of general companies in the German-speaking market. They found that CRM is a critical success factor in electronic commerce, independent of how long the company has been on the Web and that CRM is especially critical for B2C and small companies.  Again we find that these three papers represent many that are emerging in the literature that indeed illustrate that increased use of hypothesis testing is evidence of the maturation of IS-CRM over time.
Instrument Validation

In our introspective study only a very small percentage of the survey articles discussed instrument validation, and not all of these discussed reliability testing or validity in detail. We made the following recommendation:

“Third, there is a strong need for researchers to validate the instruments they employ and to explain these procedures in their articles in order to evoke confidence that the results are meaningful, interpretable, and reliable. Instrument development and validation must be carefully undertaken prior to use. Researchers in this new subfield need to explore referent disciplines, such as psychology, and use methods that validate instruments from a number of perspectives, including convergent validity, discriminate validity, construct validity, and reliability.” (Romano and Fjermestad 2001-2002, p. 85)

In the Current IS-CRM literature we were able to easily find articles that discuss instrument validation in greater detail than we found in our earlier study. Susarla et al. (2003) provide a detailed analysis of both discriminant and convergent validity as well as the reliability of the instrument they developed for their study.   Croteau and  Li (2003) also discuss both discriminant and convergent validity and used Structural Equation Modeling (SEM) with Partial Least Squares (PLS) to assess their model.  Stefanou, Sarmaniotis, and Stafyla (2003) relied on previously developed instruments when possible and performed a detailed factor analysis and additional tests for reliability, sampling adequacy and sphericity.   Pennington, Wilcox, and Grover (2003) also discuss reliability, convergent validity and unidimensionality of the instrument they used and adopted existing measures when possible. These papers illustrate how IS-CRM researchers have begun to seriously validate their instruments and discuss the results of these tests in their published studies and clearly demonstrate maturation in the IS-CRM subfield of MIS research.

Cumulative Tradition of Research

We also found that although there were many papers on CRM there was not a growing tradition of research or body of knowledge that was being cited.  We made the following recommendation:  

“Fourth, there is a need for a cumulative tradition of research in which replication, extension of theories, models, and instruments, and development of standard constructs and metrics define the subfield and give each new study contextual meaning within a common body of knowledge. There is a need for depth as well as breadth of research.” (Romano and Fjermestad 2001-2002, p. 85)
This is the most difficult aspect of IS-CRM research to assess without doing a full co-citation analysis (Culnan 1987), which is beyond the scope of this chapter.  Additionally to truly establish a tradition of research would require a much longer time frame of a decade or more. We have however been able to see that in at least the area of Trust in IS-CRM there does appear to be a growing body of knowledge that is leading to a tradition of research.  Two of the leading IS researchers in this area are D. Harrison McKnight and Norm Chervany who have published a number of papers on the topic that are cited in the majority of papers on Trust in Ecommerce and Trust in Information Systems (See (McKnight 2000; McKnight and Chervany 2000; McKnight and Chervany 2001; McKnight and Chervany 2001; McKnight and Chervany 2001-2002; McKnight et al. 2002)).  

The AMCIS and HICSS papers were published in the CRM minitracks of these respective conferences and the IJEC paper was published in the first special issue on CRM that the authors guest edited.  These papers are all frequently cited now in articles on Trust both inside and outside the IS discipline and this is beginning to show the emergence of a tradition of IS-CRM research on trust.  We hope that over time other areas of IS-CRM research will also begin to develop traditions of research, but that remains to be seen.

Publication of IS-CRM Research in Top MIS Journals

In our assessment of IS-CRM research (Romano and Fjermestad 2001-2002) we found that there were few articles yet published in the core MIS journals such as JMIS, ISR, MISQ and others relative to other IS research topics.  We made the following recommendation: 

“There is a need for researchers in the ECCRM subfield to submit their work to the core MIS journals (Journal of Management Information System, Management Information Systems Quarterly, Information Systems Research, Information and Management) in order to increase the perception of its maturity within the MIS research community at large and make it a true subdiscipline of MIS.”  (Romano and Fjermestad 2001-2002, p. 85)
We explored the IS-CRM literature in IS Journals by reviewing every paper published in the top tier IS Journals based on past and recent published journal rankings (Gillenson and Stutz 1991; Holsapple et al. 1994; Walstrom et al. 1995; Hardgrave and Walstrom 1997; Walczak 1999; Whitman et al. 1999; Mylonopoulos and Theoharakis 2001; Walstrom and Hardgrave 2001; Peffers and Ya 2003; Lowry et al. 2004) and also the Second Tier journals Information and Management and International Journal of Electronic Commerce, because the latter two had a relatively large number of IS-CRM articles in the initial study and thus we thought they were likely to publish additional articles in this area. The criteria for inclusion in the count was that the main theme of the paper was IS-CRM, a secondary but substantial theme was IS-CRM, or the paper built on previous IS-CRM research. Table 1 shows the number of publications from 1984 to early 2002 and then from Dec 2001 to Nov 2004 to illustrate that CRM publications in top ranked IS and related journals continue to increase in number.  The overlap in the dates has to do with the availability of papers at the time of the first and this review of the literature.

<< Table 1 Near Here>>

The data in table 1 show that IS-CRM articles continue to be published in Top Tier IS journals at an apparently increasing rate.   In the less than two year period of the second review of the literature every journal published at least half as many articles on IS-CRM as they had in previous 16 year time span of the first review.  Overall these journals published almost two-thirds the number of articles since the first study as they had previously.  We believe that this bodes well for IS-CRM research to continue to grow and mature as a subfield of MIS.

New Classification Schemes

One other aspect of IS-CRM and in fact much Ecommerce literature that we noticed in our original introspective study was that new terminology was evolving that the traditional IS keyword classification scheme (Barki et al. 1988) did not support.  Even the update to this classification (Barki et al. 1993) did not support common terms in the IS-CRM and Ecommerce literature such as “Customer Relationship Management,”  “Electronic Commerce,”  “Trust,” “Internet,” “World Wide Web,” “Auctions,” “Loyalty”  and many others.  For this reason we made the following recommendation:

Sixth, since the new research topics that are being explored do not fit into previously defined classification schemes, there is a need to develop new schemes in order to analyze the topics addressed by this new research. (Romano and Fjermestad 2001-2002, p. 86)
We only found one new article that attempted to classify IS research and it focused on IS diversity (Vessey et al. 2002).  One of the five characteristics of diversity in this article was topic.  Even this study which spanned the years 1995 to 1999 did not list the topic Ecommerce, let alone specific subsets like CRM or others.  So in this regard there is still work to be done to create new classification schemes that include the emerging MIS research areas of Ecommerce  and CRM.

Overview of Following Chapters:

Now we will briefly introduce each of the following chapters in this monograph of Advances in Management Information Systems on CRM. 

Part I. The Role of CRM and eCRM

Chapter 2- Success Factors in Online Supply Chain Management and e-Customer Relationship Management, Michael R. Bartolacci and Mary Meixell.

Bartolacci and Meixell discuss the interrelationships between eCRM and SCM.  One complements the other.  Yet, many firms have had difficulty implementing eCRM and SCM applications. In this chapter, they discuss the relationship between eCRM and SCM, and evaluate select critical success factors for eCRM and SCM implementation.  They suggest that both online SCM and eCRM also require a commitment from top management to be successful. In these ways, success for both eCRM and SCM is interrelated. Furthermore, they highlight that one of the most important points for practitioners of both eCRM and online SCM is the need for integration between the respective systems.  This and other factors related to technology and implementation success are discussed.


Chapter 3- Using Electronic Customer Relationship Management to Maximize/ Minimize Customer Satisfaction/Dissatisfaction, Yoon Cho and Jerry Fjermestad.


Cho and Fjermestad discuss the importance of customer loyalty in relation to eCRM.  They highlight that the major concerns of eCRM include increasing customer satisfaction and customer loyalty, minimizing customer dissatisfaction, resolving customer complaints and increasing product/service quality.   Theories applied to eCRM have been rooted in satisfaction/dissatisfaction and theories for customer complaining behavior have been proposed by traditional marketers. Their study also investigated models for customer satisfaction and complaining behavior that examine factors affecting customer relationship management. 

Part II. Organizational Success Factors of CRM

Chapter 4- Customer Relationship Management Success and Organizational Change: A Case Study, Carl-Erik Wikström. 

Wikstrom presents a case study of a company implementing a CRM system from inception to implementation.  The findings suggest that there are mixed results as to how successful firms have been at implementing CRM systems. The challenge of managing organizational change has been raised as a potential factor affecting the successful outcome of eCRM efforts. 


Chapter 5- Success Factors in CRM Implementation: Results from a Consortial Benchmarking Study, Rainer Alt and Thomas Puschmann.

Alt and Puschmann describe the results of a cross-industry benchmarking project, which combines a questionnaire sample with more detailed case studies. The results show that there is no ‘unique’ CRM project and that successful implementations are rarely based on technical excellence. This research proposes six critical success factors for CRM projects: step-wise evolution, straightforward implementation and long-term project, organizational redesign, integrated system architecture of standard components, change management, and top management support. The six successful practice companies illustrate how these critical success factors are applied.

Chapter 6- Collaborative Customer Management in Financial Services Alliances

Malte Geib,  Lutz Kolbe, and Walter Brenner.

Geib, Kolbe, and Brenner describe the challenges derived from an analysis of five financial services companies that formed different financial services alliances. The main inhibitors of a consistent approach towards customers are found in business processes and information systems that are not sufficiently integrated. The results suggest that partial standardization of eCRM systems in financial services alliances inhibits the exploitation of economies of scale as well as the integration of systems. Consequently, obtaining a comprehensive view of a customer relationship becomes complicated if the integration of systems containing knowledge of customers, such as operational and analytical eCRM systems as well as transaction systems, is limited. To illustrate how a state-of-the-art IT infrastructure for eCRM can be designed in financial services alliances, the authors present a case study of a leading financial services alliance in Germany.

Part III. Enhancing Performance of CRM 

Chapter 7- Improving customer interaction with Customer Knowledge Management, Adrian Bueren, Ragnar Schierholz , Lutz M. Kolbe, and Walter Brenner.
Bueren, Schierholz, Kolbe and Brenner develop, integrate, and validate a customer knowledge management process model. Their approach enables companies to improve knowledge support of their customer-oriented business processes, which in turn aims to improve the overall performance of the enterprise.  The authors use very interesting process oriented knowledge management models which focus on the characteristics of knowledge during its lifecycle. They analyze the relationships and environmental variables that influence the processes of knowledge development, dissemination, modification and use.  The model is validated through four case studies.  

Chapter 8- An Examination of the Effects of Information and Communication Technology on Customer Relationship Management and Customer Lock-In, Ja-Shen Chen and Russell K.H. Ching.

In seeking new opportunities, many businesses have turned to eCRM to strategically compete in global electronic marketplaces. With greater emphasis being placed on the application of technology, Chen and Ching address the question: does the infusion of ICT influence a business’ ability to retain its customers? They surveyed the 1,000 largest Taiwanese companies benefiting from ICT to examine the impacts three CRM elements (market orientation, IT investment and mass customization) have on CRM performance, partnership quality, and customer lock-in, as measured by customer network effect and information sharing.

 Their results suggest that the three elements have positive relationships with eCRM performance and partnership quality. The authors further discuss these findings in the light of eCRM 

Part IV. CRM in Business-to-Consumer Commerce

Chapter 9- What makes customers shop online? Na Li and Ping Zhang


In order to address the question of what makes customers shop online the authors conducted an analytical review on the IS literature on consumer online shopping beliefs, affective reactions, attitudes, intentions, behaviors, and satisfaction. They developed a classification of research variables and a framework for online shopping to provide an overview of the state-of-the art in this area and to point out limitations and directions for future research.  Their results suggest that there are ten types of variables: external environment, consumer demographics, personal characteristics, e-store characteristics, beliefs about online shopping phenomena, affective reactions, attitudes toward online shopping behavior, intentions to shop online, shopping behavior, and satisfaction. Important “external” factors and psychological constructs that may directly or indirectly impact customers’ intention, behavior, and satisfaction are revealed in this chapter. These findings would help electronic store owners, Ecommerce website designers, and other Ecommerce shareholders to target more appropriate consumer groups, to improve product and service quality, and to design better Ecommerce websites. This study also identifies where there might be gaps in the research stream and potential opportunities for future research.  

Chapter 10- Towards Achieving Customer Satisfaction in Online Grocery Shopping: Lessons Learned from Australian and Swiss Cases, Sherah Kurnia and Petra Schubert. 

Kurnia and Schubert in their study of online grocers report that their Ecommerce applications to not meet the expectations of their customers.  They suggest that both Australia and Switzerland lack an acceptable degree of sophistication in Web site design. The designers need to better understand consumers’ expectations and improve the performance of their Web sites accordingly in order to increase the satisfaction level of consumers. 

Information Systems Customer Relationship Management: Issues and challenges


As we complete the editing of this volume of Advances in Management Information Systems on CRM Advances and Issues we find there are a fair number of issues and challenges that remain for researchers and practitioners alike.  We do not mean to underemphasize the advances that have been made as they are significant and important in their own right; however in this section we discuss some of the issues and challenges that have received little attention in academia and industry to offer new directions for continued inquiry into eCRM.  There are actually many topics that could be discussed; however we selected the following topics to address: Resistance and Usability; Integration of CRM with Enterprise Systems and Processes; Blending of the three areas of CRM; and the need for increased collaboration between IS-CRM research and other areas such as Marketing.

Resistance and Usability

Rosen (2001) asserts that eCRM involves people, processes, and technology.  Both people and the process are vital to success.  How then should we design systems that focus on people and processes? There are two sets of IS principles, which can aid in this regard, usability and resistance.  We are surprised that more firms have not focused on these two important areas during eCRM implementations in light of the fact that Atkinson (1993) pointed out a decade ago that resistance to change was one key factor that led to failure to reap full benefits of 80% of Total Quality Management initiatives in the area of customer-supplier relationships and that AMR research analysts have recently suggested that poorly designed user interfaces and employee resistance are major factors leading to eCRM failures (McKenzie 2001). We believe that researchers and practitioners alike should consider usability frameworks (Gould and Lewis 1985; Nielsen 1992) and Markus’s (1983) resistance model for eCRM implementations.  More study is needed into if and how resistance and usability (or lack there of) contribute to eCRM implementation failures and methods to overcome these potential barriers to success also need to be developed and tested (Fjermestad and Romano 2003).

Integration of CRM with other Enterprise Systems

Bartolacci and Maxell (2005) start to address this issue in chapter two of this monograph, but integration with enterprise systems is much larger in scope than what they discuss.  Organizations are going to want to continue to reduce costs and lead times.    One of the key objectives of many Fortune 1000 companies is to build a “chain” of suppliers that will maximize customer value.  This leads to the integration of all activities within and between enterprises including: 

· procurement of materials and services (purchasing, outsourcing- relationship management)

· transformation of  them into intermediate and final goods (production – MRP, ERP)

· delivery to customers (transportation)

· data collection, data transmission, storage and analysis (Data warehousing, Business intelligence, data mining, knowledge management).

In essence this is the concept of “mass customization” and Ecommerce linked together. Zwass (2003) proposed an aspect-opportunity framework consisting of domain activities of commerce, collaboration, communication, connection, and computation. This commerce-customer-supply chain linkage can become a continual source of innovative products and services.  Shaw (2000) also suggested that e-business is a three fold framework consisting of supply chain management, the back office (ERP), and CRM.  In this regard, the three functions are integrated and coordinated through infrastructure management, knowledge management and channel management.

The issues that organizational management must deal with in terms of an integrated enterprise system include:

· Flexible enough to react to sudden changes in parts availability, distribution or shipping channels,  import duties, currency rates,-----agility;

· Able to use the latest computer and transmission technology to schedule and manage the shipment of parts in and finished products out.; and

· Staffed with local specialists to handle duties, trade, freight, customs, and political issues.

Integration Analytical, Operational and Collaborative CRM

Gefen and Ridings (2002) discussed three types of CRM: Operational; Analytical; and Collaborative.  Operational CRM attempts to create seamless integration between back-office transaction processing and customer interfaces to the firm (Gefen and Ridings 2002). Analytical CRM empowers organizations to analyze customer re​lationships through data and text mining (Gefen and Ridings 2002). Collabora​tive CRM enables organizations to intimately communicate with select customers, suppliers, and business partners (Kobayashi et al. 1998). Researchers have begun to explore all three of these areas independently; however just as CRM applications must be integrated with other enterprise systems and processes, so too must all three of these types of CRM be integrated more seamlessly for the full potential of any one of them to be achieved. Presently Researchers in the three areas do not collaborate very often and publish their work in some of the same conferences and journals; but with a different focus that isolates them rather them unifying them all as CRM researchers. To our knowledge little research has explored how to integrate these three CRM application areas.  We believe that development of conceptual models and overarching CRM architectures would be a first step toward integration of all three areas on CRM into a cohesive whole that addresses all of the organizations needs in this area.  

Interfaces with other Disciplines

Not unlike many areas of IS research and practice, CRM attracts researchers and practitioners from multiple disciplines including Computer Science (CS), Marketing, Management, and even Sociology and Psychology. However, we do not believe that there is significant CRM research project collaboration across the boundaries of these disciplines; especially between IS, Marketing and Management all of which are usually in the same college of business.  This lack of concerted collaboration leads to some insularity in each of the disciplines and impedes the progress of all of them toward the ultimate goal of helping firms to do a better job establishing, developing and maintaining profitable relationships with customers.

In order for CRM research to have the greatest impact on practice and future research, researchers from these various fields need to collaborate more closely.  While newer journals that are not specifically targeted at any one field, such as the International Journal of Electronic Commerce, Journal of Electronic Commerce Research and the Journal of Electronic Commerce in Organizations do publish articles by researchers from various fields such as Marketing, IS, CS and Management; the majority of those articles have authors all from the same field.  We believe that articles authored by researchers in different disciplines will have the greatest potential for impact in all fields as they draw from the experience of each. For example two marketing researchers, Shapiro and Mittal teamed up with an IS researcher, Romano, to explore the synergies between the two disciplines in their paper “Emergent Internet Technologies for Relationship Marketing: Assessing the Buyer's Perspective,” which was published in the Journal of Relationship Marketing (Shapiro et al. 2003).  We hope to see more such multidisciplinary CRM papers in the near future.

Summary

For today’s organizations CRM is eCRM in every way shape and form.  CRM is the people, processes, and technology necessary to assure the organization is in touch with the customer and suppliers.  CRM is the infrastructure and technology that enables the employees to communicate, sell, analyze, and collaborate with its customers.   
This volume of Advances in Management Information Systems on CRM illustrates some of the advances that have taken place over the last five years as the guest editors have been involved in chairing minitracks on CRM at the Americas Conference on Information Systems (2000, 2001, 2202, 2003, 2004, 2005), the Hawaii International Conference on System Sciences (2001, 2002, 2003, 2004, 2005) and the  ISOneWorld Conference (2002, 2003)  as well as guest editing special issues on the topic in the International Journal of Electronic Commerce (2001-2002 Winter; 2002-2003 Winter), Business Process Management Journal (2003), the Journal of Enterprise Information Management (2004) and the Journal of Organizational Computing and Electronic Commerce (forthcoming 2005). It also highlights some of the many issues and challenges that remain to be addressed by researchers and practitioners in the growing area of IS-CRM.  In this introductory chapter we have presented an update on the status of the subfield that provides evidence that IS research into the field of CRM is still growing and maturing.  We have also introduced the collection of chapters in this volume that demonstrate both the breadth and depth of IS-CRM research and some of the advances that have been achieved.  Finally we have highlighted some of the issues and challenges that we think are important for IS-CRM researchers to address in the near future if the area is to continue to mature over time.
References

Ajzen, I. The theory of planned behavior. Organizational Behavior and Human Decision Processes, 50, 2 (1991), 179-211.

Alavi, M. and Carlson , P. A review of MIS research and disciplinary development. Journal of Management Information Systems, 8, 4 (1992), 45-62.

Atkinson, P. E. How to avoid TQ failure. Management Services, 37, (1993), 22-26.

Barki, H., Rivard, S.and Talbot, J. An information systems keyword classification scheme. Management Information Systems Quarterly, 12, 2 (1988), 299-322.

Barki, H., Rivard, S. and Talbot, J. A keyword classification scheme for IS research literature: an update. Management Information Systems Quarterly, 17, 2 (1993), 299-322.

Bartolacci, M. R. and  Meixell, M. J.  Success factors in supply chain management and e-customer relationship management. In J. Fjermestad and N. C. Romano Jr. (eds.), Advances in Management Information Systems. Armonk, NY, USA, M. E. Sharpe, Inc., 2005,  Forthcoming.

Chai, L. and Pavlou, P. A. Customer relationship management: a cross-cultural empirical investigation of electronic commerce. In Proceedings of the Eighth Americas Conference on Information Systems, 2002, pp. 483-491.

Chen, L.-d., Gillenson, M. L.and Sherrell, D.L.. Consumer acceptance of virtual stores: a theoretical model and critical success factors for virtual stores. ACM SIGMIS Database, 35, 2 (2004), 8-31.

Croteau, A.-M. and Li,  P. Critical success factors of CRM technological initiatives. Canadian Journal of Administrative Sciences, 20, 1 (2003), 21-35.

Culnan, M. Mapping the intellectual structure of MIS, 1980-1985: a co-citation analysis. MIS Quarterly,  11, 3 (1987),  341-353.

Davis, F. D.  Perceived usefulness, perceived ease of use, and user acceptance of information technology. MIS Quarterly, 13, 3 (1989), 319-340.

Dyche, J. The CRM Handbook, Addision-Wesley, 2002.

Fjermestad, J. and Romano, N.C. Electronic customer relationship management revisiting the general principles of usability and resistance: an integrative implementation framework. Business Process Management Journal, 9, 5 (2003), 572-591.

Gefen, D. and Ridings, C.M. Implementation team responsiveness and user evaluation of customer relationship management: a quasi-experimental design study of social exchange theory. Journal of Management Information Systems, 19, 1 (2002),  47-69.

Greenberg, P. CRM at the Speed of Light, McGraw-Hill, 2002

Gillenson, M. and Stutz, J. Academic issues in MIS: journals and books. MIS Quarterly, 15, 4 (1991), 147-452.

Gould, J. D. and Lewis, C. Designing for usability: key principles and what designers think. Communications of the ACM,  28, 3 (1985), 300-311.

Hardgrave, B. and Walstrom, K.  Forums for MIS scholars. Communications of the ACM, 40, 11 (1997), 119-124.

Holsapple, C., Johnson, L., Manakyan, H., and Tanner, J. Business computing research journals: a normalized citation analysis. Journal of Management Information Systems, 11, 1 (1994), 131-140.

Ives, B. and Learmonth, G.P. The information system as a competitive weapon. Communications of the ACM, 27, 12 (1984), 1193-1201.

Ives, B. and Mason, R.O. Can information technology revitalize your customer service? Academy of Management Executive, 4, 4 (1990), 52-69.

Keen, P.G. W.  MIS research: reference disciplines and cumulative traditions. In Proceedings of the First International Conference on Information Systems, 1980, pp. 8-18.

Kobayashi, M., Shinozak, M., Sakairi, T., Touma, M., Daijavad, S. and. Wolf, C. Collaborative customer services using synchronous web browser sharing. In Proceedings Conference on Computer Supported Cooperative Work, ACM Press, 1988, pp. 99-109.

Komiak, S. X. and Benbasat, I. Understanding customer trust in agent-mediated electronic commerce, web-mediated electronic commerce, and traditional commerce. Information Technology and Management, 5, 1-2 (2004), 181-207.

Levina, N. and Ross, J.W. From the vendor's perspective: exploring the value proposition in information technology outsourcing. MIS Quarterly, 27, 3(2003), 331-365.

Lowry, P. B., Romans, D., and Curtis, A.  Global journal prestige and supporting disciplines: a scientometric study of information systems journals. Journal of the Association for Information Systems, 5, 2 (2004), 29-80.

Madeja, N. and Schoder, D. Designed for success - empirical evidence on features of corporate web pages. In Proceedings of the 36th Annual Hawaii International Conference on Systems Sciences, IEEE Computer Society, 2003, pp. 188-197.

Markus, M. L. Power, politics, and MIS implementation. Communications of the ACM, 26, 6 (1983), 430-444.

McKnight, D.H.; Cummings, L.L.; and Chervany, N.L. Initial trust formation in new organizational relationships. Academy of Management Review, 23, 3 (1998), 473–490.

McKnight, D. H. and Chervany,  N. What is trust? A conceptual analysis and an interdisciplinary model. In H. M. Chung, (ed.), Proceedings of the Americas Conference on Information Systems, Long Beach, California, Omnipress, (2000), 827-833.

McKnight, D.H.; Choudhury, V.; and Kacmar, C. Trust in e-commerce vendors: A two stage model. In W. Orlikowski, P. Weill, S. Ang, H. Krcmar, and J.I. DeGross (eds.), Proceedings of the Twenty-First International Conference on Information Systems. Atlanta, (2000), 532–536.

McKnight, D. H. and Chervany, N. L. Conceptualizing trust:  a Typology and e-commerce customer relationships model. In R. H. Sprague, Jr., (ed.), Proceedings of the Thirty-Fourth Annual Hawai'i International Conference on System Sciences, Maui, HI, USA, January 3-6, IEEE Computer Society Press, (2001).

McKnight, D.H., and Chervany, N.L. What trust means in e-commerce customer relationships: An interdisciplinary conceptual typology. International Journal of Electronic Commerce, 6, 2 (Winter 2001–2002), 35–59.

McKnight, D.H., Choudhury, V. and Kacmar, C. Developing and validating trust measures for e-commerce: an integrative typology, Information Systems Research, 13, 3 (2002), 334–359.

McKnight, D. H. and N. L. Chervany (2001). While Trust is Cool and Collected, Distrust is Fiery and Frenzied: A Model of Distrust Concepts. in D. Strong, Straub, D., and DeGross, J. I., Ed. Proceedings of the Seventh Americas Conference on Information Systems, Boston, MA, August 2-5, Omnipress, 883-888.

McKnight, D. H., Choudhury, V., and Kacmar, C. (2000). Trust in E-Commerce Vendors: A Two-Stage Model. in Proceedings of the International Conference on Information Systems (ICIS-2000), Brisbane, Australia, Dec 11-13, 532-537.

McKenzie, J.  Serving suggestions. Financial Management, December, (2001), 26-27.

Milgrom, P. and Roberts, J. Complementarities and fit: strategy, structure, and organizational change in manufacturing. Journal of Accounting & Economics, 19, 2-3 (1995), 179-208.

Mylonopoulos, N. and Theoharakis, V. On-site: global perceptions of IS journals. Communications of the ACM,  44, 9 (2001), 29-33.

Nielsen, J. The usability engineering life cycle. IEEE Computer, 25, 3 (1992)12-22.

Peffers, K. and Ya, T. Identifying and evaluating the universe of outlets for information systems research: ranking the journals. Journal of Information Technology Theory and Application, 5, 1 (2003), 63-84.

Pennington, R., Wilcox, H.D., and Grover, V. The role of system trust in business-to-consumer transactions. Journal of Management Information Systems, 20, 3 (2003), 197-226.

Pervan, G. P. A review of research in group support systems: leaders, approaches and directions. Decision Support Systems, 23, 2 (1998),149-159.

Rogers, E. M. Diffusion of Innovations, The Free Press, 2003.

Romano, N. C., Jr. and Fjermestad, J. Customer relationship management research: an assessment of research. International Journal of Electronic Commerce, 6, 3 (2002), 61-114.

Rosen, K. Five myths of CRM. Computerworld, (2001), (available at  http://www.computerworld.com/softwaretopics/crm/story/0,10801,60972,00.html, accessed on December 30, 2004).

Schoder, D. and Madeja, N. IS customer relationship management a success factor in electronic commerce? Journal of Electronic Commerce Research,  5, 1 (2004), 38-53.

Shapiro, J., Romano, N.C. Jr., and Mittal, B. Emergent internet technologies for relationship marketing: assessing the buyer's perspective. Journal of Relationship Marketing,  2, 3/4 (2003), 85-108.

Shaw, M. J. Building an  e-business from enterprise systems. Information Systems Frontiers,  2,  1 (2000), 7-17.

Stefanou, C., Sarmaniotis,  J.C.,  and Stafyla, A. CRM and customer-centric knowledge management: an emperical research. Business Process Management Journal,  9, 5 (2003), 617-634.

Susarla, A., Barua,  A. and Whinston, A.B.  Multitasking and incentives in application service provider contracts for customer relationship management. In Proceedings of the Eighth Americas Conference on Information Systems, 2002, pp. 554-557.

Susarla, A., Barua, A., and Whinston, A.B. Understanding the service component of application service provision: an empirical analysis of satisfaction with ASP services. MIS Quarterly , 27, 1(2003),  91-123.

Swift, R. Accelerating Customer Relationships, Prentice Hall, 2001.

Vessey, I., Ramesh, V. and Glass, R.L. Research in information systems: an empirical study of diversity in the discipline and its journals. Journal of Management Information Systems, 19, 2 (2002), 129-173.

Vogel, D.R., and Weatherbe,  J.C.  MIS research: a profile of leading journal and universities. Database, 15,3 (1984), 3-14.

Walczak, S. A re-evaluation of information systems publication forums. Journal of Computer Information Systems, 40, 1 (1999), 88-97.

Walstrom, K. and Hardgrave, B. Forums for information systems scholars. Information and Management, 39, 1 (2001),117-124.

Walstrom, K., Hardgrave, B., and Wilson, R.  Forums for management information systems scholars. Communications of the ACM, 38, 3 (1995), 93-102.

Whitman, M., Hendrickson, A., and Townsend, A.  Research commentary- academic rewards for teaching, research and service: data and discourse. Information Systems Research, 10, 2 (1999), 99-109.

Zwass, V. Electronic commerce and organizational innovation: aspects and opportunities. International Journal of Electronic Commerce, 7, 3 (2003), 7-37.



 Appendix A.  Publications by Journal

(descending order by number of publications and journal title)
International Journal of Electronic Commerce

1. Cao, Y., T. Gruca, S. and Klemz, B.R. Internet pricing, price satisfaction, and customer satisfaction. International Journal of Electronic Commerce, 8, 2 (2003), 31-51.

2. Jukic, N., Jukic, B.. Meamber, L. A and Nezlek, G. Implementing polyinstantiation as a strategy for electronic commerce customer relationship management. International Journal of Electronic Commerce, 7, 2 (2003), 9-30.

3. Khalifa, M. and Liu, V. Satisfaction with Internet-Based Services: The Role of Expectations and Desires. International Journal of Electronic Commerce, 7, 2 (2003), 1-49.

4. Koufaris, M., Kambil, A. and Labarbera, P. A. Consumer behavior in web-based commerce: an empirical study. International Journal of Electronic Commerce, 6, 2 (2001), 115-138.

5. Luo, X. and Seyedian, M. Contextual marketing and customer-orientation strategy for e-commerce: an empirical analysis. International Journal of Electronic Commerce, 8, 2 (2003), 95-119

6. McKnight, D. H. and. Chervany, N.L. What trust means in e-commerce customer relationships: an interdisciplinary conceptual typology. International Journal of Electronic Commerce, 6, 3 (2001-2002), 35-60.

7. Pavlou, P. A. Consumer acceptance of electronic commerce: integrating trust and risk with the technology acceptance model. International Journal of Electronic Commerce, 7, 3 (2003), 101-133.

8. Romano, N. C. Jr. Customer Relationship Management for the Web-Access Challenged: Inaccessibility of the Fortune 250 Business Web Sites. International Journal of Electronic Commerce, 7, 2 (2002-2003), 81-117.

9. Romano, N. C., Jr. and Fjermestad, J. Customer relationship management research: an assessment of research. International Journal of Electronic Commerce, 6, 3 (2001-2002), 61-114.

10. Schubert, P. Extended web assessment method (EWAM): evaluation of electronic commerce applications form the customer's viewpoint. International Journal of Electronic Commerce, 7, 2 (2002-2003), 51-80.

11. Suh, B. and Han, I. The Impact of Customer Trust and Perception of Security Control on the Acceptance of Electronic Commerce. International Journal of Electronic Commerce, 7, 3 (2003), 135-162.

12. Zhang, P. and von Dran, G.M. User Expectations and Rankings of Quality Factors in Different Website Domains. International Journal of Electronic Commerce, 6, 3 (2001-2002), 9-34.

Communications of the Association for Computing Machinery

1. Bolton, R. N. E-services: Marketing challenges of e-services. Communications of the ACM, 46, 6 (2003), 43-44.

2. Brereton, P.  The software customer/supplier relationship. Communications of the ACM, 47, 2 (2004), 77-81.

3. Brohman, M. K., Watson, R.T. Piccoli, G. and Parasurama. A. E-services: Data completeness: a key to effective net-based customer service systems. Communications of the ACM, 46, 6 (2003), 47-51. 

4. Hoffman, K. D. Marketing + MIS = e-service. Communications of the ACM, 46, 6 (2003), 53-55. 

5. Fink, J., Koenemann, J. Noller, S. and Schwab, I.. The adaptive web: Putting personalization into practice. Communications of the ACM, 45, 5 (2002), 41-42.

6. Ganapathy, S., Ranganathan, C. and. Sankaranarayanan, B. Visualization strategies and tools for enhancing customer relationship management. Communications of the ACM,  47, 11 (2004), 92-99

7. Pan, S. L. and Lee J.-N. Using e-CRM for a unified view of the customer. Communications of the ACM, 46, 4 (2003), 95-99. 

8. Russell, B. and Chatterjee, S. Relationship quality: the undervalued dimension of software quality. Communications of the ACM, 46, 8 (2003), 85-89.

9. Rust, R. T. and. Kannan, P.K. E-services: E-service: a new paradigm for business in the electronic environment. Communications of the ACM, 46, 6 (2003), 36-42.

10. Siau, K. and Shen, Z. Building customer trust in mobile commerce. Communications of the ACM, 46, 4 (2003), 91-94.

11. Vatanasombut, B., Stylianou, A.C .and Igbaria, M. How to retain online customers. Communications of the ACM, 47, 6 (2004), 64-70.

Decision Support Systems




1. Bhattacherjee, A. An empirical analysis of the antecedents of electronic commerce service continuance. Decision Support Systems, 32, 2 (2001), 201-214.

2. Kannan, P. K. and Rao, H.R Introduction to the special issue: decision support issues in customer relationship management. Decision Support Systems, 32, 2 (2001), 83-84.

3. Kim, Y. Toward a successful CRM: variable selection, sampling, and ensemble. Decision Support Systems, (2004)In Press, Corrected Proof, Available online 2 November 2004.

4. Kohli, R., Piontek, F., Ellington, T., Van Osdol, T., Shepard, M., and Brazel, G. Managing customer relationships through E-business decision support applications: a case. Decision Support Systems, 32, 2 (2001), 171-185.

5. Massey, A.P., Montoya-Weiss, M.M., and. Holcom, K. Re-engineering the customer relationship: leveraging knowledge assets at IBM. Decision Support Systems, 32, 2 (2001), 155-170.

6. Verhoef, P. C. and. Donkers, B. Predicting customer potential value an application in the insurance industry. Decision Support Systems, 32, 2 (2001), 189-199. 

7. Verhoef, P.C., Spring, P.N., Hoekstra J.C., .and Leeflang, P.S.H.). The commercial use of segmentation and predictive modeling techniques for database marketing in the Netherlands. Decision Support Systems, 34, 4 (2003), 471-482.

Information and Management

1. Chiou, J.-S. The antecedents of consumers’ loyalty toward Internet Service Providers. Information & Management, 41, 6 (2004), 685-695.

2. Koufaris, M. and Hampton-Sosa, W. The development of initial trust in an online company by new customers. Information & Management, 41, 3 (2004), 377-397

3. Lu, H. and Lin, J.C.-C. Predicting customer behavior in the market-space: a study of Rayport and Svioklaﾒs framework. Information & Management, 40, 1(2002), 1-10.

4. Negash, S., Ryan, T. and Igbaria, M. Quality and effectiveness in Web-based customer support systems. Information & Management, 40, 8 (2003),  757-768.

5. Ranganathan, C. and. Ganapath, S. Key dimensions of business-to-consumer web sites. Information & Management, 39, 6 (2002), 457-465.

6. Smith, M. A. and Kumar, R.L. A theory of application service provider (ASP) use from a client perspective. Information & Management, 41, 8 (2004), 977-1002.

7. Spiegler, I. Technology and knowledge: bridging a "generating" gap. Information & Management, 40, 6 (2003), 533-539.


Information Systems Research

1. Lilien, G. L., Rangaswamy, A. Van Bruggen, G.H. and Starke, K. DSS effectiveness in marketing resource allocation decisions: reality vs. perception. Information Systems Research, 15, 3 (2004), 216-235. 

2. McKinney, V., Yoon, K., and. Zahedi, F.M. The measurement of web-customer satisfaction: an expectation and disconfirmation approach. Information Systems Research, 13, 3 (2002), 296-316.

3. McKnight, D. H., Choudhury, V. and. Kacmar, C. Developing and validating trust measures for e-commerce: an integrative typology. Information Systems Research, 13, 3 (2002), 334-359.

Journal of Management Information Systems

1. Gefen, D. and Ridings, C.M. Implementation team responsiveness and user evaluation of customer relationship management: a quasi-experimental design study of social exchange theory. Journal of Management Information Systems, 19, 1 (2002), 47-69.

2. Kocas, C. Evolution of prices in electronic markets under diffusion of price-comparison shopping. Journal of Management Information Systems, 19, 3 (2002), 99-120.

3. Pennington, R., Wilcox, H.D. and Grover, V. The role of system trust in business-to-consumer transactions. Journal of Management Information Systems, 20, 3, (2003), 197-226. 

Management Information Systems Quarterly

1. Albert, T. C., Goes, P.B., and Gupta, A. GIST: a model for design and management of content and interactivity of customer-centric web sites. MIS Quarterly, 28, 2 (2004),  161-182.

2. Chatterjee, D., Grewal, R., and. Sambamurthy, V. Shaping up for e-commerce: institutional enablers of the organizational assimilation of web technologies. MIS Quarterly, 26, 2 (2002), 65-90.

3. Susarla, A., Barua, A., and Whinston, A.B. Understanding the service component of application service provision: An empirical analysis of satisfaction with ASP services. MIS Quarterly, 27, 1 (2003), 91-123.

Management Science

1. Anderson, E. T. Sharing the Wealth: When Should Firms Treat Customers as Partners? Management Science, 48, 8 (2002), 955-971.

2. Padmanabhan, B. and Tuzhilin, A. On the Use of Optimization for Data Mining: Theoretical Interactions and eCRM Opportunities. Management Science, 49, 10 (2003), 1327-1343.

Decision Sciences

1. Zahay, D. and Griffin, A. Customer Learning Processes, Strategy Selection, and Performance in Business-to-Business Service Firms. Decision Sciences, 35, 2 (2004), 169-203.






