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Abstract

-:.'Nowadays, customer resource has become key resource and important intangible asset
- of the enterprise competition, at the same time meet the personalized needs of customers
;f:__become the key to winning iﬁ the competition. This study is focus on the customer
.5_-"|:-_e.lationship management influences together with other key factors (information
.--_j:_:t_echnology, customer knowledge management, corporate philosophy) to ascertain the
Ie_VeI of relationship between CRM and the third party logistics companies’
fﬁpetitiveness. The previous study is mainly focus on the general influences of
ustomer relationship management, this study is mainly aim at customer relationship
_.___ﬁi_ejﬁagement and other key suppoﬁing factors will have an influence on the third party
-}".'!bgistics companies’ competitiveness.

“ Th:e___target population for this study is third part logistics companies in Shanghai, China
aﬁ'c:i"the sample size of the population that the researcher estimate to Cohen is 82
espondents The study by online questionnaire collect data and using SPSS to validate
he: relationships among the structural variables in the theoretical model. This study
expected to know the customer relationship management and other key supporting
ctors will have an influence on the third party logistics companies’ competitiveness and
pr_ovlde suggestions for third party logistics companies to improve their competitiveness
by CRM. '

B Key words: customer relationship management(CRM), information technology, customer
knowledge management, corporate philosophy, competitiveness, third party logistics

company
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Chapter 1: Introduction

QOverview

eginning of this study initiated to introduce the background of the concept of
"el_:ationship management and development situation of third party logistics
_.wing to this research mainly focuses on the customer relationship
ntof the third party logistics company in Shanghai, China, therefore also
inalyze relevant background in China. In the subsequent this chapter state
mi._stafement, research questions and ol_)jéctive, significance of study. Finally, it

__-thé scope and limitations of this study mentioned accordingly.

Background

a_i_‘!s'_-," in pace with the development of communication technology and the rise of
et, which bring the unprecedénted influence for organization. (Kotler, 2012) At
é_-.;':time, the trend of the integration of the world economy makes market
tition growing in intensity, the situation of m_arket supply and demand has had a
m_éntat change, which entered the era that market dominated by the customer (Park
d m 2012). The choice of the customer from face single market turn into orient o the
:b_al-_market, organization's competition becoming drastic, the market from a seller's
fk'et into a buyer's market (Wang, 2010). Therefore, due to the extension of the choice
Gopé and augment of the choice channel, the demand of people has become more and
'Qfe personal, organization can no longer use the same product or service to gain and
'keép customers, customers also no longer blindly stay loyal to one organization or
_products (Bose, 2010).

In this new environment, the enterprise gradually realizes that the identification, selection,
Obtain and maintain customer relationship becomes crucial (Zhang and Zhu, 2012). The
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etitio bétween enterprises has been from quality, service, and price competition

ts that provide high-quality product or service timely (Wang, 2010). Customer
"h’a‘é become key resource and important intangible asset of the enterprise
on, at the same time meet the personalized needs of customers become the key
ning in the competition (Simns, 2013). In the circumstances, customer relationship
t emerges with the tide of times that as a competitive strategy provides the
ional management perspective for organization, besides giving more thorough
:-'cbrhmunication skills, maximize customer profitability for organization, which
szétlon achieve success (Yang, 2012). Accordmg to Walton (2012), there are
ctors of FORTUNE 500 firms starts from customer relations services.
e 1998.n China the research and application of customer relationship management
has een paid attention by commercial circles, and nowadays, finance, telecom,
facture and other industries which have higher informatization level and strong

ile sta'éngth, the actual implementation of CRM has been mature {Gao and Lin,

' logistics based on tradifional warehousing, transportation, shipping agency
'et.bﬂsiness, it is a new industry that through the integration of resources and
in the process of economic globalization and commerce informationization (Guo
_a_s:::ed on America logistics agehcy (2011), through the third party logistics
y's services, the cost of or entérprises fell by 11.8%, logistics assets dropped by
% ahd 8.2% decline in inventory. The third party logistics has become an important
r_a__tl_oh mode that help other enterprise gain profit (Roberts, 2013). According to Bao
(2012 the third party logistics has become the main body of modern logistics industry in
t:_'fn countries, there have more than 70% large European companies have been
_ppiying the third party logistics, the UK, France, the United States, Japan and other
ey .'oped countries’ application rate more than 50%. Since China’s accession to the
V_VTO in 2001, each industry’s communication and dependency become more and more
omplexity, logistics creates a bridge that between contact these complex relationships
Guo, 2012). Whether manufacturing enterprise and business enterprise both turned
attention to the third party logistics that can improve the efficiency of the supply chain (Xu
~and McLean, 2011).
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g d\x\fth (Bao, 2012). According to statistics by the development of Chinese
&Listry association, China’s logistics industry’s total logistics amounts are 177.3
n ih 2012, which up 8.9% from a year earlier (Fan, 2013). Meanwhile, country

. uch as FedEx, UPS, DHL, which have brought great pressure to the local

lz'ogistics enterprises (Yim and Lim,2011) Based on China General

ge for overseas third-party logistic business, foreign logistics enterprises have

"O% of China's import and export business, only Shanghai port, there has 75

er 'é:'ources is the significant resource for the logistics company that is the
_ I-}to'_:fll: étrategic resources for its survival and development (Fan, 2013). Hence, the
meﬁt’é.tion of customer relationship management {CRM) theory and technology is an
_aﬁfr:neans that improve the third party logistics enterprise core competitiveness
19 '-2013). This study thus attempts to establish whether customer relationship
_g__ement and other key supporting factors will have an influence on the third party

ogistics’ companies’ competitiveness.
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:t_rénsparency, lack of intelligent management and customer relationship

ntenance is difficult (Song, 2013). Besides, from an IT technical standpoint,

L, 2015). For example, a full set of Oracle Siebel basically around $50 million,
thetefore, a lot of small and medium-sized logistics enterprises have doubts for the cost

M implementation (Donovan, 2014).

onsfruct the index system of Customer relationship management (CRM) requires
companies not only have IT professionals, more needs considerable logistics talents
C'hen, 2013). Today's the third logistics enterprises lack of professional logistics
p'ersonnel. {(Guan and Jiao, 2014). According to Rong (2014), professional logistics staffs
.are required to in-depth investigation and research, analyzing the development situation

of logistics activities, meanwhile, master rules of logistics and have a strong
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nces together with other key factors to ascertain the level of relationship

R_' 1 and the third par{y logistics companies’ competitiveness.

Research objectives

. conomy, customer is fundamental strategic resources for the company
nd .deve[opment (Tontini, 2013). The third party logistics company that main
the logistics services as the main business, any enterprise business’s
and development is to provide services to the customer and try the best to
ymer need (Xu and Li, 2012). Strengthen customer effective management,
g‘ocfnld customer relations is effective method that help the third party logistics
to establish core competitivenéss (Wang, 2014)}. Chinese third party logistics
ses have a huge gap with forei;;n big companies, such as scale, the equipment,
_S'dhnel guality and management, however, local third party logistics enterprises

nilia with the domestic market, have strong customer network (Oliver, 2010).

tudy mainly introduced customer relationship management (CRM)’s concept and
ught into the third party Iogiétics enterprise in Shanghai, China. The purpose is conduct
:gh research on the third party logistics enterprisé how to apply customer
elationship management (CRM), provide appropriate methods and suggestions for the
ird party logistics enterprise to implement customer relationship management strategy.

Based on this main objective, the following are some specific research objectives:

. To determine whether customer knowledge management has a significant influence
on customer relationship management (CRM) in third party logistics companies in
Shanghai, China.
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ch Questions

ing o research objective, the main research questions associated with this

h will be as following:

re - a significant relationship between customer khowledge management and
tomer. relationship management (CRM) in third party logistics companies in
ghai, China? |

a significant relationship between corporate philosophy and customer

lationship management (CRM) in third party logistics companies in Shanghai, China?

a significant relationship ‘between information technology and customer

Ea.tio'ns'hip management (CRM) in third party logistics companies in Shanghai, China?

_e__i‘é a high significant refationship between CRM level and the third party logistics

c’om'ﬁanies’ competitiveness in Shanghai, China?
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s é"d':'a relatively complete system, and also have been successfully applied in the

unications, IT or banking industry (Okyere, 2015). Besides, most of the research
;icét'bn of the CRM ideas is mainly concentrated in the service sector, followed
.f.aéfuring, because services and customer have more contact, establish a
"h:g customer relationship is more important (Hasan and Uddin, 2103).
eless, for the third party logistics is less involved in the study and research of
al'.ly for the third party logistics industry in CHina, because at this stage most
enterprises are still in the transitional period (Zhou, 2012). Meanwhile, tﬁe
1 of CRM theory or methods in western country is relatively mature, but due
tlarity of China’s market economy and differences between Chinese and western
he study and implementation of CRM concept also has the corresponding
Xi 0, 2012). Therefore, thi's study can provide more information and statistics

- other researchers who will be devoted to this research field.

gnificance to Industry

d party logistics is a typical customer relationship maintenance industry, which
0 analyze different customer value, identify valuable customer, establish and
intain good relationship with valuable customer and then provide personalized service,
ove customer loyalty (Wu and Leng, .2013). Therefore, in my opinion, the
lementation of customer relationship management can assist the third party logistics

d stry to realize such goals.

_s---.sftudy on the basis of the customer characteristics analysis of third party logistics
rprise in Shanghai, China, which will provide the feasibility analysis for the third party
logistics industry how to implement customer relationship management {CRM) and point
L_i_:t_"that significance meaning of customer relationship management (CRM) for the third
Party logistics enterprise. Besides, establish customer relationship management process
and implementation methods for the third party logistics enterprise, which help industry

esearch customer's dynamic need, obtain valuable customers to maximize meet
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