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H(Venkatesan and Kumar, 2004; Kumar and
Peterson, 2005; Kumar and Reinartz, 2006:
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o} &=& AE Slof o2 Wty 93 F& AR
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Shah, 2009; Song, Kim, and Lee, 2009), 1
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Berger and Nasr-Bechwati, 2001: Rust et al.,
2004; Reinartz, Thomas, and Kumar, 2005).
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and Deighton, 1996: Hart et al., 1990:;
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Teal, 1996: Sheth and Parvatiyar, 1995). 1
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al.,1990; Reichheld and Sasser, 1990: Wang
and Spiegel, 1994)¢ $4 1749 & 714 A

«Wﬂr BN AN TVedE AR 7Y &

N

an

[ )
A% o
i

HE Zz2ste A7 (Best, 2000: Reichheld and
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I} A8k 2=k Bla) -Lattar 7 (Dekimpe and
Hanssens, 1995)3to] $iA|Rt, o] 224 7Aoo
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o ArHore sAR H oA AAAEC] A
718 AiEte @714 ARE Soistete oA 2
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Fnet 2 AR wAY ks Y 9
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o, A1l AR $do] miAE L] Ao 23t
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Song and Kim(2019)& AA<& neld 4714 4
I Ak A @A g3 A9k o] 83 vl
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o AFAZAH(NCE) T FA DA RCE,) 1
3 AA 1A AR CE)E tEd 2ol T

2
% gl

RCE, = RCLV, * RN,
NCE,
OE; :RCE; +NCE2 .................................... (’7)

=S NCLV, < NN,

W A9 BAE 7

=
FoI% BAE g%@
=
L.

e g F 9e 7\]?3}145’_ (Dlstnbuted
Lagged Model, Koyck, 1954)& ulgoz 14

kel A7le| mE A ZHE 2ARE] Y8 Al
55 wel 2o Wg JeE 49T Sl

Sliding ¥+ Moving Window 7]'< & -8-3+ 3|4
A (Mahajan, Bretschneider, and Bradford
1980: Wildt 1976)& AAatgtt. ¥ d5= 1
A kel A7) 2 wkedsta Azte] sl w
& &3 WstE gelehy] el AdEHdRE
Sliding ®=+ Moving Window 71'Ho] EAld] &
449 37 235 &8st} 72 (8)2 54 Moving

312

window 7]l wollA AFAd] m]g] FslZ Moving
window ¢ Ul(window width)e 54 A1A k
o] Y (r) 3 o)A AIHQ k-14¢] (7, _,),
AT A NCE,), FADAAN RCE,) 9 B
2 AAsz ok 94714 AWE EF Moving
window 7]l wellAl o]d 2 (x,_,)¢] o]€ &
He o] & B 1 APt A7 I A E 9
njgta, gwet 4w Zb2t £4 Moving window
71381 well M At AN NCE,) 3 A AL
(RCE)°l ()l A= EIE ofn|git}. w
2 B Aol M = A7) 3891 Moving window
NH wel dste] we gl g wm(d:
B(l), 5(2),"', B(w) Vs, 'Y() 7(2)'...’ ,Y(w)'
A Moving window<] 7H—r)§j*9_i%/ﬂ, ’Lﬁ"”“x}
HNCE) 3 A LA RCE,)

= 279 54 WalE zAKth

‘

ﬂ,lgw) — aéw) +l(w)ﬂ_]§:vl—l)

+z( ) NCE ™ + 7. RCE(W))+5,‘W’...(8)

2 Aol e Wzt fod WS BAE 4

e FLF AS 52 Busy] dla 3042 7]

B Bae) 9e(n=30)% a1, B4 vlHg WE

S B3] 9l 129 BA0R B4 AEE o5
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P A4491 3]#4 (1-Month Moving/Sliding
Window regression Analysis, inter-window
size = 1, window width = 30)& d3s}e] &
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V. GlOIE]

4.1 24 Ho[H

il a7 BA B A=k A3 AR
24 174 2A2H(Customer Equity, CE)Z 43}
0

At 71 Fode) #AE =

=AM Bol] &éet] 2 F

2019). B4l e A%s B3 1A #A B E
P38 74 4 3= 54 (Contract Setting, 7
4A 4g, olg FET ATE UE) e 7 3
of & Asdel HlE) Azl 7ol ol nA A
Ab S0l goldt FAE 7T gtk B Aol A
= 7W A A 19 7193 291 T19de] weE

Meke A4 BaM (Monthly Fact Sheet) 9t 7]

An B 314 (Investors Relations,

ne 37 ek 714

IR)E v&e & 200249 1¥€5%H 20099 3¥€7H4]

8Tz uA AxE ZH ek, A7 B

A= wj o] Algt/aA] 7k9AkE, o2& (Churn

Rate), 7F4AS o 9 (Average Revenue

Per Unit, ARPU) & 7 71949 €9 7kdat 44

AE7} 23tE o] Stk 71 A B3 i) vy
2

M
=

Qg 2719 19 71919 AS1AG Felg BHAS A

fetae A&H o Skt 20099 3¢ AA
19] 719 2335717, 291 71992 1455%H4 ] 7]
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th A5 (Figure 1003 A 44H-22] (Figure 7t Zo] AZEAd AAMo] HA &1 BAIAL

e
119 W5 2eE 29 o 339A Al 1w B
ol A o 0—3— ¥ SO & AR sl B

QoA A7 2 734 (Growth Period)3dha, o o] AAAH &
o} uife EAS 7AlE TH7|E oHg7)(Stable ARg9 Ao

?Pr /‘W o= *}%ﬂ‘}i&‘ﬂ, AM71E ddiEer &9 fod Aol& T HA(T test) oz BAs
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= A 9l }017} = t&‘?i —7—7371%4 A7

(Table 1) Market Share and Growth Rate for Growth and Stable Period

Market Share Growth Rate
Leader Follower Leader Follower Industry
Growth Mean 53.16% 32.12% 0.61% 0.60% 0.66%
Period Std. 0.86% 0.55% 0.61% 1.21% 0.67%
Stable Mean 50.71% 31.95% 0.42% 0.40% 0.45%
Period Std. 0.31% 0.35% 0.24% 0.27% 0.21%
t-Value 19.07** 1.81* 3.18%** 4.66*** 2.82***

**p<0.01, ™ 1 p<0.05, F 1 pC0.1
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The Differential Effect of Customer Relationship Management
Strategy in the Competitive Marketing Environment:
The Case of the Telecommunication Industry

Tae Ho Song®* - Ji Yoon Kim™**

Abstract

The importance of customer relationships and the active use of customer relationship
management strategies have been emphasized as important marketing concepts. However,
questions about the effectiveness of the customer relationship management strategy have also
been continuously raised, and it has been recognized that there is a lack of clear criteria for
how it works. Based on the empirical data, this study compares the performance of the
customer relationship management strategy based on the factors of the competitive market and
theoretically identifies its differential effects, providing practical implications for the effective
implementation of the firm’s customer relationship management strategy in the competitive
market. Specifically, this study identified customer relationship management strategies between
customer acquisition strategies and customer retention strategies and quantified them into
customer equity to demonstrate their impact on firm performance. In addition, the impact of
market growth and competition structure(Leader vs. Follower) were compared and analyzed as
key factors among market environmental factors that could affect customer relationship
management. The analysis revealed a significant differential effect of the customer relationship
management strategy based on market growth and competitive structure. First, in general, the
effectiveness of customer retention strategies for a leader is superior to the effectiveness of
customer acquisition strategies, similar to the traditional view of customer relationship

management strategies. Second, the effect of customer retention strategies on a leader appears
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to be superior to market growth in maturity, indicating that the effects of both strategies
change dynamically according to market growth. Third, unlike the traditional view of customer
relationship management strategy, the effectiveness of the customer retention strategy for a
follower was not superior to the effectiveness of the customer acquisition strategy. Fourth, the
relationship between the customer acquisition strategy and the customer retention strategy
effect for a follower was a major dynamic change with the market growth. In other words, it has
been shown that the customer retention strategy has a great effect in the growth phase, while
the customer acquisition strategy has a greater effect in the maturity phase for a follower. The
above results suggest that the customer retention strategy in the competitive market may not
always be the best, as highlighted by traditional marketing theories, and rather, for a follower,
the customer acquisition strategy may be a more effective competitive strategy. This study
presents new results and implications for customer relationship management strategies in

competitive situations.

Key words: Customer Relationship Management, Customer Retention Strategy, Customer
Acquisition Strategy, Customer Equity, Customer Lifetime Value, Competitive
Market, Market Growth Rate
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