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Abstract  Through the market ing issue of e-customers retention is very important in the e-business situation; there are 
very few suitable models concerned. As the proper model, Ko et al.[4] suggested the strategic e-customer relationship 
market ing (e-CRM) model for retaining e-customers. We consider that this strategic e-CRM model becomes a key issue in 
the e-customer retention. Therefore we consider that this strategic e-CRM model is needed to verify it’s validity.  

In this paper we analyzed the validity of this strategic e-CRM model supposed by the nomological validity method and 
the causality analysis. As a result, we find out that this model has the practicality and the effectiveness as the e-marketing 
process model. 
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1. Introduction 

The development and widespread use of the internet in a 
short time is making the market of e-business a large scale. 
By the white paper on information and communications 
published by the government of Japan in 2006, the 
e-business global market scale grew 13 times during 5 year, 
and the annual average growth rate is more than 70%. 
Therefore, we can feel that the e-business has rapidly 
developed in the economic environment. However, it is 
highly regrettable that even though the e-business has 
accomplished with the rapid growth, the corresponding 
effective e-market ing strategy, especially for retaining 
e-customers has not been mapped out yet. As the main 
reason, there are several problems such as the difficulty on 
performing a marketing strategy on the internet, and the 
misuse of e-mail as the e-marketing tool. 

One reason  o f the d ifficu lt ies on  carry ing  out  an 
e-marketing strategy is the gap between the online and the 
offline environments in the customer behavior. The one 
distinctive feature on the online as opposed to the offline 
environment is that not only the e-customer can easily and  
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freely hop from the visited website to other global one by 
only one click but the e-customer is invisible. In other 
words, it is very difficult to retain customers on the online. 
These circumstances concerned make the development of 
the effective e-market ing difficu lt.  

The e-mail is strategically utilized as the customer 
acquisition tool on the internet because cost is very cheap. 
According to the research on the comparison of cost per the 
type of communicat ion tools by the Contact Babel[10], the 
cost of automated e-mail used generally is 0.25 dollar, 
whereas the interactive voice response (IVR) is 1.1 dollar 
and the telephone is 9.5 dollar[5]. That is, the cost of IVR is 
about 4.4 t imes of e-mail cost, and the cost of telephone is 
about 38 times. Therefore, we can soon find out that e-mail 
is the cost-effective tool. However, it causes a nuisance to 
the receiver because e-mail is used as a promotion tool to 
acquire new e- customers.  

This means that a lot of marketers induce the crit ical fault  
of merely replacing traditional direct mail by e-mail only 
because it is cheaper without considering the strategic 
e-marketing concept. As a result, most of the receivers treat 
the promotion e-mails as spam. In fact, according to the 
study report by Radicat i Group Inc.[11], spam mails sent 
every day in 2006 became 122 billion messages, which is 
equivalent to about 70% of e-mail traffic, and by 2010, the 
spam rate will increase to 79%. In the situation that the 
spam mails are flooding, the distrust on e-mails sent from 
companies for getting e-customers has broadly spread to 
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e-customers. More than all, the e-mail is no efficient way to 
get new e-customers.  

However, we consider that it is possible to make a best 
use of the essential e-mail strength by reviewing the use of 
e-mail. That is, a marketer must be use the e-mail to retain 
the e-customer rather than to acquire the e-customer.  

Generally, the customer retention is very important to 
improve profitable sales in companies as you can confirm it 
in the Pareto Principle. Th is well known phenomenon is the 
same matter in on line situation. But it is very difficult to 
retain customers in the online as mentioned earlier. 
Accordingly, there are very few suitable models concerned  

Ko et al.[4] described that you should utilize e-mail as the 
means to encourage the mutual understanding and build a 
confidence with customers and companies in the e-business. 
And then they discussed the communicat ion and 
relationship needed for developing long-term relation with 
e-customers. Furthermore, they discussed the segmentation 
of target e-customers that must be retained.  

Based on these considerations, they developed the 
strategic e-customer relat ionship marketing model.  

We think that this model is especially worthy of notice as 
the basic retention model in online. However, this strategic 
e-CRM model must be verified it’s valid ity. To verify the 
validity of this model, it is good to use in practice more than 
anything else. But it is not easy in reality. Therefore, we will 
analyze the valid ity of this model by the analysis tool. For 
one thing, we will prove the reliab ility of obtained 
questionnaire data with the internal consistency method and 
the split-half reliability method. Then, for verify ing the 
practicality and the effectiveness of this model, we will 
evaluate the validity concerned by the nomological validity 
method and the causality analysis. 

2. The Strategic e-Customer 
Relationship Marketing Model 

Ko et al.[4] have discussed about the roles of 
communicat ion for maintain ing the relat ionship with 
e-customers and of e-mail as a communication tool. A lso 
they have discussed the ways of selecting the most valuable 
e-customer who should be retained. Based on these 
concepts, they proposed the strategic e-CRM model for 
bringing long-term profits to a company. In their model, 
they considered five prerequisites necessary to carry out this 
strategic e-market ing process model.  

2.1. Prerequisites for Performing the Strategic e-CRM 
Model 

They focused on a continuous communication by e-mail 
which is used as a communication media. Because the 
relationship with e-customers will be strengthened through 
the continuous communication, it can directly and steadily 
plug into the retention of target e-customer. Since the 
continuous interactive communication needs to be kept, it is 
necessary to create environments concerned. That is, they 

suggested some prerequisites needed for developing their 
strategic e-market ing process model as follows.  

Prerequisite 1: Realizing the e-Customer Empowerment  
Based on the concept suggested by Mikiyoshi Aoki[6], 

They defined the empowerment that a company vests the 
power or the authority to an e-customer to collaborate 
closely with the company, because the closer partnership 
will be built up as the e-customer is empowered.  

Urban[2] stated that the internet increased an e-customer 
power surprisingly, and reformed the interrelation between 
the e-customer and a company from the root. Moreover, 
Drucker[7] said that formerly, the supply side having 
information concerned with products and services, especially 
the manufacturer held the supremacy in the market. 
However, current customers have the related information 
through the online, and anyone who has the information 
holds a power. Accordingly, the power has shifted to 
e-customers. Therefore, we can consider that there will be 
the influences on the partnership in the aspects of 
relationship and emotions between an e-customer and a 
company by the empowerment. 

Prerequisite 2: Understanding the Learning Relat ion 
To satisfy the former prerequisite helps to understand and 

keep the learning relation. It is because that the empowered 
e-customer is able to behave more actively. Moreover, the 
e-customer try to convey his /her own needs and wants to the 
company more aggressively as he or she understand the 
concept of learning relation that giving the own concerned 
information and making the company to learn become the 
own profits. Through this process, a company will learn 
e-customer’s needs and wants, and then the e-customer is 
able to obtain something which is best suited for his/her own 
desires from the company.  

Kotler[8] also said that the more a customer conveys 
information to a company, the more the company comes to 
be able to offer the thing as the customer just desires. The 
company is also able to improve the own capability for 
handling e-customers’ desire by learning the e-customer’s 
needs and wants through the interactive communication. At 
the same time, it becomes possible to offer a personalized 
product or service and as a result, it brings about an 
immeasurable competitive advantage.  

Prerequisite 3: Visualizing an e-Customer’s Priv ilege  
In the e-business environment, it is necessary to visualize 

an e-customer’s privilege so that let the e-customer actually 
perceive the empowerment. However, it is not easy to 
visualize an e-customer’s privilege on the online, because 
companies do not have the recognition for the real privilege 
service yet. Kotler[9] said that a customer doesn’t 
understand the service easily because the service is 
intangible. Then, the customer tries to look for the clue that 
shows the quality of service, and the company handles this 
situation with the quality of service. However, it has not 
been clearly offered by a company with lacking the 
understanding of privilege, because the concept of the 
privilege service is still new and unfamiliar in e-business. 
Therefore, it is necessary to have the means to make an 
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e-customer privilege visible in the online to show the loyalty 
to the e-customer so that the empowered e-customer can 
forward his/her needs and wants to the company. 

Prerequisite 4: Recognizing the Boundary with a 
Company’s handling Cap Ability. 

Kotler[9] said that a company that offers a service is 
evaluated by reliability. However, the trust is indispensable 
to keep the continuous relationship with all existing 
customers on the online not only in companies related to 
service but in all companies. Little things destroy the trust 
relation in an instant even if the mutual trust has been built 
for a long-term. That is, there is a great possibility not to be 
able to comply with the requests from an  e-customer when 
the e-customer’s needs and wants are over the handling 
capability of a company.  

As a result, it may create the rift in trust relation between 
an e-customer and a company, and then there is possibility 
not only to connect to the e-customer’s churning but to cause 
the heavy loss to a company.  

Therefore, to continue the trust relation by returning the 
anticipated results to an e-customer, it is necessary that the 
company must shows clearly the own adaptive range and get 
the e-customer’s understanding for the limits of company’s 
handling capability.  

Prerequisite 5: Companies Must Have a Perception that 
the Expense for Retention is Investment 

It costs more when a company communicates closely with 
existing e-customers and carries out requests from the target 
e-customers for retaining. Somet imes, e-customers may push 
their needs and wants to be unprofitable to a company. 
However, in the long-term view point, we can expect that 
even if there will be a situation with a temporary loss, coping 
positively with an e-customer’s needs and wants keep the 
retention of the e-customer and can bring the long-term 
profits. That is, e-customers in their strategic e-marketing 
model are the 20% most profitable and valuable e-customers 
who give a company 80% of the profits. Furthermore, they 
give additional profits as to bring new e-customers to the 
company through the buzz.  

Therefore, the company must have a perception that the 
expense on handling the e-customer’s requests is not cost but 
investment. More concretely to say, to consider the 
expenditure generated by handling these e-customers’ 
requests as the investment can be connected to the 
realization on the visualizat ion of e-customers’ privilege, 
and then can comply generously with the e-customer’s own 
way. Accordingly, the relat ionship based on mutual trust 
between the company and the e-customer becomes stronger 
and more powerful. As a result, the increase of long-term 
profits through the e-customer retention as the ROI can be 
expected. 

2.2. Model of the Strategic e-Customer Relationship 
Marketing  

When the above-mentioned five prerequisites are met, the 
strategic e-CRM model (see Figure 1) is able to carry out. 
The strategic e-CRM model is basically composed of five 
stages, three phases and the relationship strength. At first, 
they explained the stages and the phases by showing the 
changes of the relationship strength between a company and 
an e-customer according to the time passing.  

Stage 1: Forward ing an e-Customer’s Needs and Wants  
The stage 1 is the trigger stage where the most valuable 

e-customer who has already taken some communications 
with a company conveys his/her needs and wants that 
become a mot ive of the e-marketing process model 
beginning to the company.  

Stage 2: Learning an e-Customer’s Needs and Wants 
through the Interactive Communication  

This stage is the place where the learning relation 
between an e-customer and a company is carried out on the 
e-customers' needs and wants forwarded based on the trust 
relation at the trigger stage.  

Stage 3：Maintain ing the Commitment of an e-Customer  
In this stage, dealing with  an e-customer based on his/her 

needs and wants learned in the former stage take the 
e-customer's commitment out. 

There have been various views on the commitment. They 
considered the commitment stated by Dwyer et al.[1] as 
follows. The commitment is the implicit and explicit 
contract to retain the relat ionship between exchange 
partners. In this stage, they consider on the commitment 
that it is the implicit contract concerning with keep ing the 
relationship which is generated by keeping contacting a 
company's web site.  

 

Figure 1.  The strategic e-customer relationship marketing model 

Stage 4：Retaining an e-Customer by Improving the 
e-Customer’s Commitment  

As the strong partnership generated in the stage 3 makes 
the realization of a further request repeat for the e-customer 
with whom the commitment was met once, an emotional and 
functional benefit of the target e-customer improves more, 
and the higher e-customer’s commitment will be brought out. 
Through this continuous process, the relationship with an 
e-customer strengthens more, and then the situation with 
retaining the e-customer more certainly is taken place. 
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Stage 5：Getting New e-Customers with the Buzz 
In this stage, a company can not only bring the sales or 

profit increase by an e-customer retention but also get a new 
e-customer acquisition which is the synergy effects caused 
by the e-customer retention with the gradual heightening of 
the commitment in the stage 4. It is expected that as the 
commitment is reached to a constant level, the retained 
e-customer takes the special behavior such as the buzz that a 
general e-customer doesn't.  

Phase 1: Actualizing of the Trust Relation  
This phase shows the situation that an e-customer can not 

only take the action in the stage 1 but also move to the next 
stage.  

Phase 2：Build ing up the Partnership 
In the phase 2, an e-customer and a company mutually 

understand the relationship as the partner by making the 
company to learn the e-customer’s needs and wants through 
the e-customer empowered forwards his/her own request 
more actively to the company.  

Phase 3：Increasing the Profitable Sales 
We can look at the phase 3 that the situation is happened, 

where the e-customer retained with the strong relationship 
built up through the stage process brings the long-term 
effects to the company. Namely, the effect of the long- term 
sales improvement is expected through the retention of the 
most valuable e-customer and the new e-customer 
acquisition by the buzz as results in the stage 4 and 5. 

Therefore, so long as the desires from an e-customer 
empowered are generated, the process from the stage 1 to the 
stage 3 is repeated endlessly by interactive communications, 
and then the relationship with the e-customer is further 
strengthened.  

There are various expected effects of the e-customer 
retention resulted in the very strong relationship built up by 
this continuous communications. But first and foremost, the 
most valuable benefits of this model are the direct sales 
increase from the e-customer retained and the profitable 
sales by new e-customers acquired with buzzing.  

As described in the above prerequisites, the high 
satisfaction and the feeling of achievement to be perceived 
will sprout the high commitment to the relationship with a 
company when an e-customer's desire with the awareness of 
joining the plan is realized. Moreover, the e-customer will 
do not only his or her purchase activity but also the 
promotion activity by keeping the gradual increase of the 
commitment through the partnership with the company. 
Ultimately, a buzzing effect from the e-customer is yielded.  

As a result, the company can realize the improvement of 
long-term sales as well as get a new e-customer acquisition 
generating a new effect of increasing profits by the most 
valuable e-customer retention. 

3. Verification on the Validity of the 
Strategic e-CRM model 

In this chapter, we will verify the validity of the e-CRM 

model suggested by Ko et al. First, we explain the overview 
of the questionnaire survey which is done to obtain data for 
verify ing the effectiveness of this model. And then, we test 
the reliability concerning the question items of the 
questionnaire survey by the internal consistency method 
and the reliability of data obtained from the questionnaire 
survey by the split-half method. Consequently, we verify 
the validity of the strategic e-marketing model using data 
proved to be reliable by the nomological validity.  

3.1. Overview of Questionnaire Survey 

We drew up question items concerning the strategic 
e-CRM model and carried out the questionnaire survey on 
the Internet. For a kickoff, we d id the preliminary survey 
aiming to check out whether there are problems in question 
items of the questionnaire by student interviews and 
questionnaire survey at the Kyoto College of Graduate 
Studies for Informat ics (KCGI). Then, we conducted the 
main questionnaire survey with the question items which 
were improved. We will verify the valid ity of the strategic 
e-CRM model by using collected data. The summary of the 
questionnaire survey is shown in Table 1.  

The question items of the questionnaire survey are 
largely div ided into two categories. The first category of 
question items is focused on the segment of the experienced 
and the novice on the internet shopping. In this category, we 
prepared question items fo r selecting 20% e-customers from 
the experienced students by using 5 factors concerning the 
e-customer segment. The second category is focused on 
question items concerning the 3 angles on the stage, the 
phase and the relat ionship strength of the strategic e-CRM 
model considered. In the second category, we intended to 
get data whether novices take the behavior calculated. For 
each item of the reply column, we quantified data by using 
the mult iple choice system of five stages. 

3.2. Reliability Test on the Data Obtained from 
Questionnaire Survey 

Table 1.  Summary of the Questionnaire Survey 

 Preliminary Survey Main Survey 
Survey 
Period 

From OCT. 6 2007 
to OCT. 12 2007 

From NOV. 1 2007 
to SEP. 1 2007 

Respondent Students of KCGI Students of KCGI and 
Kyoto Computer Gakuin 

Available 
Reply 

Number 

15 students 
(Valid reply rate 

100%) 

134 students 
(Valid reply rate 80.2%) 

Survey Way Interview and 
Internet survey Internet survey 

Since the reliab ility is the prerequisite for verifying the 
validity of the strategic e-CRM model, we check the internal 
consistency of the question items with the internal 
consistency method, and then analyze the reliability of data 
by using the split-half method.  

So as to judge the internal consistency of the question 
items, we apply the Cronbach's α coefficient. Ordinarily, we 
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can consider that it is with high reliability when the 
Cronbach's α coefficient is 0.8 o r more. The analysis results 
by SAS software are show that the Cronbach’s α coefficient 
of the experienced to be calculated is 0.85, and the novice is 
0.87. With these results, we can confirm that the question 
items of the questionnaire survey are proved to keep the 
high consistency. Next, we analyze the data obtained from 
the questionnaire survey for verify ing the reliab ility of data 
by using the split-half method. After d ividing the data of the 
experienced into half 1 (n=53) and half 2 (n=53) at random, 

we check the data consistency by calculating the correlation 
coefficient between stages of half 1 and half 2 (see Table 2 
and Table 3).  

As shown in the Table 2 and Table 3, in half 1 the 
correlation coefficient of between the stage 1 and the stage 
2 is r=0. 452 (p<0.001). On  the other hand, the correlation 
coefficient between the same stages in the half 2 is r=0.620 
(p<0.001). That is, it is shown that the coefficients 
calculated in the half 1 and half 2 are almost approximated.  

Table 2.  The Correlation Coefficient of between Stages on the Experienced – Half 1 

Spearman's Correlation Coefficient  N = 53 
H0: Rho=0  Prob > |R| 

 Stage1_a Stage2_a Stage3_1_a Stage3_2_a Stage4_1_a Stage4_2_a Stage4_3_a Stage5_a 

Stage1_a 
1.00000 0.45225 0.14191 0.07396 0.54000 0.31294 0.21417 0.21887 

 0.0007 0.3107 0.5987 <.0001 0.0225 0.1236 0.1154 

Stage2_a 
0.45225 1.00000 0.41520 0.23989 0.52258 0.38118 0.27398 0.14596 

0.0007  0.0020 0.0836 <.0001 0.0049 0.0471 0.2970 

Stage3_1_a 
0.14191 0.41520 1.00000 0.50263 0.35973 0.50460 0.41913 0.34666 

0.3107 0.0020  0.0001 0.0082 0.0001 0.0018 0.0110 

Stage3_2_a 
0.07396 0.23989 0.50263 1.00000 0.34139 0.46914 0.36666 0.23010 

0.5987 0.0836 0.0001  0.0124 0.0004 0.0069 0.0974 

Stage4_1_a 
0.54000 0.52258 0.35973 0.34139 1.00000 0.42552 0.41175 0.33150 

<.0001 <.0001 0.0082 0.0124  0.0015 0.0022 0.0153 

Stage4_2_a 
0.31294 0.38118 0.50460 0.46914 0.42552 1.00000 0.74176 0.38501 

0.0225 0.0049 0.0001 0.0004 0.0015  <.0001 0.0044 

Stage4_3_a 
0.21417 0.27398 0.41913 0.36666 0.41175 0.74176 1.00000 0.69968 

0.1236 0.0471 0.0018 0.0069 0.0022 <0001  <.0001 

Stage5_a 
0.32887 0.14596 0.34666 0.23010 0.33150 0.38501 0.69968 1.00000 

0.1154 0.2970 0.0110 0.0974 0.0153 0.0044 <.0001  

Table 3.  The Correlation Coefficient of between Stages on the Experienced – Half 2 

Spearman's Correlation Coefficient  N = 53 
H0: Rho=0  Prob > |R| 

 Stage1_b Stage2_b Stage3_1_b Stage3_2_b Stage4_1_b Stage4_2_b Stage4_3_b Stage5_b 

Stage1_b 
1.00000 0.62077 0.28071 0.29309 0.31699 0.32406 0.29319 0.32282 

 <.0001 0.0417 0.0332 0.0207 0.0179 0.0331 0.0184 

Stage2_b 
0.62077 1.00000 0.55815 0.52639 0.43301 0.52904 0.50083 0.51802 
<.0001  <.0001 <.0001 0.0012 <.0001 0.0001 <.0001 

Stage3_1_b 0.28071 0.55815 1.00000 0.57648 0.30689 0.52517 0.61107 0.45811 
0.0417 <.0001  <.0001 0.0254 <.0001 <.0001 0.0006 

Stage3_2_b 0.29309 0.52639 0.57648 1.00000 0.25617 0.46703 0.51624 0.40918 
0.0332 <.0001 <.0001  0.0641 0.0004 <.0001 0.0023 

Stage4_1_b 
0.31699 0.43301 0.30689 0.25617 1.00000 0.56137 0.38022 0.42402 
0.0207 0.0012 0.0254 0.0641  <.0001 0.0050 0.0016 

Stage4_2_b 
0.32406 0.52904 0.52517 0.46703 0.56137 1.00000 0.68388 0.65468 
0.0179 <.o0001 <.0001 0.0004 <.0001  <.0001 <.0001 

Stage4_3_b 0.29319 0.50083 0.61107 0.51624 0.38022 0.68388 1.00000 0.79349 
0.0331 0.0001 <.0001 <.0001 0.0050 <.0001  <.0001 

Stage5_b 0.32282 0.51802 0.45811 0.40918 0.42402 0.65468 0.79349 1.00000 
0.0184 <.0001 0.0006 0.0023 0.0016 <.0001 <.0001  
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Table 4.  The Correlation Coefficient of between Stages on the Novice – Half 1 

Spearman's Correlation Coefficient  N = 14 
H0: Rho=0  Prob > |R| 

 m_Stage1_b m_Stage2_b m_Stage3_1
_b 

m_Stage3_2
_b 

m_Stage4_1
_b 

m_Stage4_2
_b 

m_Stage4_3
_b m_Stage5_b 

m_Stage1_a 1.00000 0.72554 0.69987 0.47812 0.68509 0.57778 0.57778 0.20798 

 0.0033 0.0053 0.0838 0.0069 0.0305 0.0305 0.4755 

m_Stage2_ a 0.72554 1.00000 0.38553 0.28797 0.68385 0.63350 0.63350 0.26451 
0.0033  0.1734 0.3181 0.0070 0.0150 0.0150 0.3627 

m_Stage3_1_ a 0.69987 0.38553 1.00000 0.45608 0.31774 0.33472 0.33472 0.12815 
0.0053 0.1734  0.1012 0.2683 0.2421 0.2421 0.6624 

m_Stage3_2_a 0.47812 0.28797 0.45608 1.00000 0.11486 0.45126 0.45126 0.30670 
0.0838 0.3181 0.1012  0.6958 0.1053 0.1053 0.2862 

m_Stage4_1_a 0.68509 0.68385 0.31774 0.11486 1.00000 0.66852 0.66852 0.34903 
0.0069 0.0070 0.2683 0.6958  0.0090 0.0090 0.2213 

m_Stage4_2_a 0.57778 0.63350 0.33472 0.45126 0.66852 1.00000 1.00000 0.58234 
0.0305 0.0150 0.2421 0.1053 0.0090  <.0001 0.0289 

m_Stage4_3_a 0.57778 0.63350 0.33472 0.45126 0.66852 1.00000 1.00000 0.58234 
0.0305 0.0150 0.2421 0.1053 0.0090 <.0001  0.0289 

m_Stage5_a 0.20798 0.26351 0.12825 0.30670 0.34903 0.58234 0.58234 1.00000 
0.4755 0.3627 0.6624 0.2862 0.2213 0.0289 0.0289  

Table 5.  The Correlation Coefficient of between Stages on the Novice – Half 2 

Spearman's correlation coefficient  N = 14 
H0: Rho=0  Prob > |R| 

 m_Stage1_b m_Stage2_b m_Stage3_1
_b 

m_Stage3_2
_b 

m_Stage4_1
_b 

m_Stage4_2
_b 

m_Stage4_3
_b m_Stage5_b 

m_Stage1_b 1.00000 0.73718 0.58919 0.20090 0.27509 0.50970 0.32880 0.19654 

 0.0026 0.0266 0.4910 0.3412 0.0626 0.2510 0.5007 

m_Stage2_b 0.73718 1.00000 0.59172 0.54425 0.59236 0.56445 0.32206 0.16533 
0.0026  0.0258 0.0442 0.0256 0.0355 0.2615 0.5722 

m_Stage3_1_b 0.58919 0.59172 1.00000 0.32723 0.35277 0.76285 0.27462 0.19288 
0.0266 0.0258  0.2634 0.2160 0.0015 0.3420 0.5088 

m_Stage3_2_b 0.20090 0.54424 0.32723 1.00000 0.46999 0.55450 0.58664 0.34047 
0.4910 0.0442 0.2534  0.0899 0.3960 0.0274 0.2336 

m_Stage4_1_b 0.27509 0.59236 0.35277 0.46999 1.00000 0.27716 0.41833 0.55114 
0.3412 0.0256 0.2160 0.0899  0.3374 0.1366 0.0411 

m_Stage4_2_b 0.06260 0.56445 0.76285 0.55450 0.27716 1.00000 0.58475 0.13180 
0.0626 0.0355 0.0015 0.0396 0.3374  0.0281 0.6533 

m_Stage4_3_b 0.32880 0.32206 0.27462 0.58664 0.27716 1.00000 0.58475 0.13180 
0.2510 0.2615 0.3420 0.2740 0.1366 0.0281  0.0110 

m_Stage5_b 0.19654 0.26351 0.12825 0.30670 0.34903 0.58234 0.58234 1.00000 
0.5007 0.5722 0.5088 0.2336 0.0411 0.6533 0.0110  

 
Moreover, in  the stage 2 and the stage 3 of the half 1 and 

the half 2, the correlat ion coefficients calculated are 
r=0.415(p<0.001) and r=0. 558(p<0.001) respectively. 

We can also confirm that these values are approximated. 
As a result of calculating the correlat ion coefficient on the 
subsequent stages by the same ways, we can obtain the 
consistency of the correlation coefficient in all stages.  

On the novice, although the significance levels are partly 
high because the sample data is not enough reach to the 
number, we can found the high approximate value between 
stages like the experienced (see Table 4 and Tab le 5). From 
these results, since there is a high consistency of the 
question items and the sample data obtained from the 
questionnaire, we can judge that the reliability of the 
concerned data is very high.  

3.3. Validity Analysis of the Strategic e-CRM Model  

Since we can confirm the reliability of data obtained 
from the questionnaire survey by the analysis of verifying 

the reliability, we can verify the effectiveness of the 
strategic e-CRM model to be considered with these data by 
the nomolg ical validity  analysis which  belongs to the 
construct validity. We expect that a higher correlation 
between factors forming the strategic e-CRM model exists 
in both of the experienced and the novice. Because the 
strategic e-CRM model proposed in this paper line up the 3 
factors which are stage, phase and relationship strength, we 
check up the correlationship from these three sides. For 
verify ing the correlation between stages of the strategic 
e-CRM model on the experienced and the novice, we 
calculate the coefficient by the spearman`s rank order 
correlation method. 

3.3.1. Correlat ion between Each Stage in the Experienced 
and the Novice 

The significant correlat ion coefficient r=0.534(p<0.001) 
is obtained as a result of calculating the relat ion between the 
stage 1 and the stage 2 of the experienced (see Table 6). 
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Moreover, between the stage 1 and the stage 2 in the novice 
a high correlation coefficient, r=0.736 (p<0.001) is obtained 
(see Table 7). In  the correlation between the next stages, we 
get each significant correlat ion coefficient, r= 0.446，
r=0.523 ， r=0.636 on the experienced and r=0.471 ，
r=0.566，r=0.574 on the novice with significance level 1 
percent. Comparing with these correlation coefficients 
between stages on the experienced and the novice, the 
novice shows a higher correlation coefficient than the 
experienced in the correlation between the stage 1 and the 
stage 2. 

Giv ing the most basic reason why the experienced shows 
a low correlat ion coefficient, the experienced conceives that 
a company receives the e-customer needs but does not 
supply even if the e-customer actually demands. In the case 
of the novice, we can consider that a high coefficient is 
figured out because the novice has not actually experienced. 

 Furthermore, using the index o f the e-customer 
segmentation suggested by Ko et al.[3], we select the top 20 
percent of the experienced and compare the relations 
between stages with the 80 percent experienced. However, 
in this questionnaire survey we cannot obtain the significant 
results because of insufficient data concerning the top 20 
percent experienced. Instead, calculating the average and 
stand deviation of response on the stage 1 and the stage 2 
from respondents in the case of the 80 percent experienced 
(n=85), we can get M=3.33，SD=0.84 in the stage 1 and 

M=3.59，SD=0.82 in the stage 2. In the case of the top 20 
percent experienced (n=21), we can get results as M= 3.61，
SD= 0.86 and M=3.90，SD=0.83. From these results, we 
can deduce that because the top 20 percent experienced 
have the positive understanding and the high VIP attitude, 
they have a tendency to have the high expectation for a 
company to deal well with their demands. 
3.3.2. Relation between Each Stage and Phase in the 

Experienced and the Novice 
Next, we compare and check up the relat ion between 

each stage and phase on the experienced and the novice. In 
the question item group of the questionnaire survey carried 
out at this time, the quest ion items for grasping the relation 
between a stage and a phase are arranged. Therefore, by 
totaling three responses (3. Th ink so, 4. Th ink so much, 5. 
Think so very much), we can calculate the relat ion between 
a stage and a phase, and then the results are shown in Figure 
3 and Figure 4. 

Regarding the relation between the stage 1 and the phase 
1, 87.7 percent respondents of the experienced and 89.3 
percent respondents of the novice show the positive result 
on the correlation concerned. And regarding the relation 
between the stage 2 and the phase 2, the experienced who 
answered 〝yes〞 on the question of the phase 2 is 89 
percent, and the novice is 88.5 percent of respondents who 
show the positive response in the stage 2.  

Table 6.  The Correlation Coefficient of each Stage in the Experienced 

Spearman's Correlation Coefficient  N = 106 
H0: Rho=0  Prob > |R| 

Stage Mean SD Median Min Max Correlation Matrix 
Stage1 Stage2 Stage3 Stage4 Stage5 

Stage1 3.387 0.846 3.000 2.000 5.000 1.000     
Stage2 3.651 0.829 4.000 2.000 5.000 0.534 1.000    

     <.0001     
Stage3 

8.425 1.387 8.500 4.000 10.000 0.189 0.446 1.000   
     0.053 <.0001    

Stage4 
11.472 1.987 11.500 6.000 15.000 0.402 0.530 0.523 1.000  

     <.0001 <.0001 <.0001   
Stage5 3.509 0.959 3.000 1.000 5.000 0.273 0.334 0.298 0.636 1.000 

     0.005 0.001 0.002 <.0001  

Table 7.  Correlation Coefficient of each Stage in the Novice 

Spearman's Correlation Coefficient  N = 28 
HO:  Rho=0  Prob > |R| 

Stage Mean SD Median Min Max 
Correlation matrix 

m_Stage
1 

m_Stage
2 

m_Stage
3 

m_Stage
4 

m_Stage
5 

m_Stage1 3.250 0.752 3.000 2.000 5.000 1.000 
    

m_Stage2 3.571 0.836 3.500 2.000 5.000 0.736 1.000 
   

     
<.0001 

    

m_Stage3 
8.107 1.100 8.000 6.000 10.000 0.583 0.471 1.000 

  

     
0.001 0.011 

   

m_Stage4 
11.607 1.707 12.000 8.000 14.000 0.575 0.590 0.566 1.000 

 
     

0.001 0.001 0.002 
  

m_Stage5 3.571 0.997 3.500 2.000 5.000 0.214 0.209 0.269 0.574 1.000 

     
0.274 0.285 0.167 0.001 
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As a result of checking the relat ionship between the stage 
and the phase like this way, 84 percent - 92.5 percent 
respondents of the experienced and 82.9 percent - 96.4 
percent of the novice show the positive response, and we 
can confirm the high relationship between the stage and the 
phase. 

3.3.3. Relation between Each Phase and the Relationship 
Strength in the Experienced and the Novice  

Subsequently we check the relation between the phase 
and the relat ionship strength. On this verification, we 
deduce in the same way as checking the relation between 
the stage and the phase. The respondents of the experienced 
show that the positive response is 87.7 percent and the 
novice is 89.3 percent on the relation  between the phase 1 
and the relationship strength (see Fig. 2 and Fig. 3). Since 
the question that measures the relation between the phase 1 
and relationship strength uses the same one that measures 
the relation between the stage 1 and the phase 1, the result 
concerning the relation between the phase 1 and the 
relationship strength is the very same to the relation 
between the stage 1 and the phase 1. On the relation 
between the phase 2 and the relationship strength, the 
experienced and the novice both show 80 percent as results 
of the high relat ionship strength.  

Finally, on the relat ion between the phase 3 and the 
relationship strength, we can find the highest results among 
the relations between the phases and the relationship 
strength. Especially, the experienced show the high value of 
98.1 percent in the stage 4 and the stage 5. Similarly, in the 
stage 4 and the stage 5, we can get the high results of 96.4 
percent in the novice. Consequently, we can judge that the 
relations between the phase 3 and the relationship strength 
are very strong. 

 
Figure 2.  The relations diagram of stages, phases and the relationship 
strength in the experienced 

Judging from these results, the relation between  the stage 
1, phase 1 and the relationship strength are strong. In other 
words, conveying e-customer's needs and wants to a 
company shows the trust relation between the e-customer 
and the company. And we can  consider that coping with the 
e-customer who has taken convey action with the sincere 

attitude is connected with the shift to the stage 2.  

 

Figure 3.  The relations diagram of stages, phases and the relationship 
strength in the novice 

From the high correlation between the stage 2 and 3, the 
phase 3 and the relationship strength to be proven from the 
analysis results, we can explain that it is connected with the 
achievement of the e-customer commitment. That is, we can 
say that it is the result that the company copes positively with 
offering the personalized items to the e-customer as the 
e-customer who trusts the company join the learning 
process voluntarily in the stage 2.  

Furthermore, from the correlations between the stage 3 
and the stage 4, between the stage 4, 5, the phase 3 and the 
relationship strength which can be judged that each 
correlation between the concerned factors are strong, we 
can find that the e-customer to be deeply committed in the 
achievement stage (the stage 3) has a high tendency to 
convey a new demands, and then as his/her new needs and 
wants are repeatedly satisfied, the relationship with the 
company becomes stronger.  

Then, viewing from the company's respects, it shows the 
situation that the relation with the e-customer is retained. 
Moreover, we can judge that the e-customer who is in the 
situation makes the repeat and bring the buzz effects 
because the e-customer commitment is going to generate 
the strong relation with the company.  

3.3.4. The Causality Analysis in the between Stages of 
e-CRM model 

From these analysis results, we can confirm that the 
validity on the strategic e-CRM model considered is 
verified. However, to make the verification of the validity 
on the strategic e-CRM model the firmer one, we need to do 
the causality analysis in the between stages of e-marketing 
model with path analysis. Making clear the causal 
relationship, the hypothesis of the event to be analyzed is 
needed. In chapter 2, Ko et al.[4] p roposed the hypothesis 
on the strategic e-CRM model. Besides, in  the path analysis 
there are the goodness of fit index (GFI) and root mean 
square error of approximation (RMSEA) as the index of 
goodness of fit on the strategic e-CRM model. Therefore, 
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we can draw a decision that the strategic e-CRM model 
considered has a high ratio of fitness if GFI is over 0.7 and 
RMSEA is below 0.5.  

When carrying out the path analysis with the using the 
statistical analysis software, it  is general to use REG 
procedure which  calculates the causal coefficient by the 
multip le regression analysis. For the strategic e-CRM model, 
we perform the covariance structure analysis by the CALIS 
procedure because we need the GFI of the path analysis 
model by path coefficient with higher accuracy to explicate 
the causal relation valid ity between stages. We verify 
whether there is causal relation between each stage of the 
strategic e- CRM model by this analysis.  

For a kickoff, we perform the path analysis with the 
questionnaire survey data of the experienced and verify 
whether there are causal relations between each stage of the 
experienced. We calculate the path coefficient to measure 
the causal relations between indicator variables of the 
experienced (see Fig. 4). The GFI of the path analysis 
model considered is 0.996 and RMSEA=0.0000 as the 
calculated results and it shows a high relevance ratio. Next, 
on calculating and checking the causal coefficient between 
each stage we can find that the results with having the 
causal relations are come out in the between all stages. 
Especially, among others, the relation between the stage 4 
and the stage 5 shows the high causal relation coefficient of 
0.63. 

 

Figure 4.  Path analysis model for the experienced 

Secondly, we perform the path analysis on the novice. As 
shown in Fig. 5, the model relevance rat io is GFI=0.958, 
RMSEA=0.0347 in  the path analysis of the novice. It shows 
the high relevance ratio as well as the experienced. 
Furthermore, for the causal relation between stages, the 
causal coefficient between the stage 1 and the stage 2 is 
0.70, and we can recognize that the causal relation is strong. 
For the other between stages, we can also find out that the 
causal coefficients with conforming the causal relations 
between stages are come out as the results. 

Consequently, high causal relations are able to  be 
confirmed in both path charts as a result of analyzing the 
causal analysis between stages on the experienced and the 
novice. We performed the verification of the reliability on 
the questionnaire survey data and the valid ity on the 

strategic e-CRM model with four analysis techniques.  
In conclusion, we can judge that the strategic e-CRM 

model proposed can be practically utilized in real world.  

 
Figure 5.  Path analysis model for the novice 

4. Conclusions  
As the advent of the internet shopping site passed away 

ten years, various commodit ies keep overflowing on the 
Internet, and the commoditizat ion and the competition 
between companies keep on intensifying. In these situations, 
if a  company grasps e-customer’s needs and wants and can 
build up the good relationship with the e-customer, we can 
expect that the company can get the strong competitive 
advantages.  

Ko et al.[3] insisted that the ceaseless communicat ions 
are needed for keeping the relationship with the most 
excellent customer on e-business. Besides, we previously 
made it  clear that e-mail is a tool with high 
cost-effectiveness for communicating with a customer on 
the online. In the internet questionnaire survey carried out at 
this time, the 88.7 percent experienced answered that it is 
e-mail when inquired of the experienced “Which is the most 
to use as the tool of forward ing your desires to a company?”. 
Hence, we can judge that e-mail is the communication tool 
with excellent cost-effectiveness, and the needs of 
e-consumer’s use are high.  

However, e-mail is not showing its own essential merit  
due to utilize for aiming at the e-customer acquisition. Thus, 
we reconsider that the use of e-mail must be reviewed from 
the customer acquisition to customer retention. Based on 
this consideration, we conduct the concerned questionnaire 
survey, and perform the verification through the validity 
analysis for making clear the effect iveness of the strategic 
e-CRM model.  

By analyzing the data obtained from this questionnaire 
survey, we can get the valid  results to verify the 
effectiveness of the e-marketing model. So, we believe that 
this e-CRM model is applicab le to the real world, not 
theoretical, as the e-business market ing strategy model. 
Nevertheless, there is a doubt on this reliability because the 
results are based on the statistics of the very few novice 
respondents in this analysis. To resolve this uncertainty, we 
need to show the analysis results based on enough data for 
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verify ing the validity.  
Finally, we do not consider the side-effects of this model. 

Unfortunately, there are few reference papers concerning 
e-marketing model. But, we think that this strategic e-CRM 
model is very practical and useful in online business. 
Therefore, we believe that our paper offer a wide research 
area on the study of serviceable e-business marketing model 
in the future. Based on this model, we developed the seven 
steps of e-customer behavior process model and the pattern 
model of an e-customer purchasing behavior. Also, we 
verified the valid ity of these models.  
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