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Abstract

This paper object is application of electronic Customers Relationship Management(e-CRM) for buyer
relationship commitment in korea export firms. So, I'd like to suggest some applications of e-CRM needed
to strengthen the export firms in korea. These applications are as follows

First, the export companies are required to e-CRM logical architecture that is needs to achievement of
buyer relationship commitment. Second, Buyer data source is classify in to three large group by outside data,
transaction data and support data. Third, a concept and function of buyer information database. Fourth,
e-CRM campaign management for export marketing. Fifth, interaction of buyer and customizing. finally, a
point to be considered of korea export companies are national character, data mining out of buyer
information database, difference of data gathering and sustaining up date of buyer's new information
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