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ABSTRACT
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CRM (Customer Relationship Management) has been the
highlight of mass media recently. A lot of CRM software
and technical systems have also been developed unceasingly,
and many enterprises are carrying out or planning to
carry out CRM. CRM has become the focus of all walks of
life. However, there has been limited management re—
search on CRM.

Under such circumstances, the dissertation at-—
tempts to discuss CRM from management perspective.
Owing to the fact that the relationship between enter—
prises and their customers is a kind of commercial
value exchange, CRM can be of worth only when it
contributes to value realization of both sides, there—
fore this research centers on value mainly. The dis—
sertation consists of two major parts: Chapter 1-4 ex—
plores comprehensively the theory of CRM, makes an analy—
sis of the connotation of CRM and its contribution to the
value of enterprises and customers. Chapter 56 gives the

corresponding strategy and tactics to carry out CRM.



The main contents of each chapter are as follows:

Chapter 1 analyses the drawbacks of traditional mar—
keting theory represented by 4Ps in the new era of service,
points out that customers are now the most important
assets of enterprises and CRM has become the new source
of competitive advantage. On such a basis, the signifi—
cance and analytical framework of this research are
provided.

Chapter 2 sums up and analyses the origin, conno—
tation and motivation of CRM, and investigates how
customer loyalty is achieved through relationship
management.

Chapter 3 summaries the value created by customer
loyalty, and studies deeply the connotation, layers and
motivation of customer loyalty.

Chapter 4 reviews and combs the theories concern—
ing customer value and relationship value, and then
summarizes the contents of relationship value.

Chapter 5 puts forward the 3 strategies of CRM,
including service strategy, inner relationship strat-—
egy and total relationship strategy.

Chapter 6 studies the technical platform and spe—
cific management tactics necessary for performing CRM.

The main innovations are:

1. Summarized totally are the essential contents
of relationship marketing and customer relationship
management theory. Analyzed are the origin, change and
development of CRM theory, explained more totally and

systematically are the relative theories of CRM. On the



basis of System Theory, the strategies of CRM are put
forward, and the tactics are discussed thoroughly.

2. The constituents of relationship are explored
in the research of CRM theory, and the mechanism that
customer loyalty is maintained through relationship
is studied from a relationship value point of view.

3. In the study of the value and motivation of cus—
tomer loyalty, the value is summed up in all aspects. Two
new concepts including half—drive factor and whole—drive
factor, and a new drive model of customer loyalty are
created according to the different functions of driving
factors on both the inner emotion and external behavior
of customer loyalty. This model helps to understand in-—
tuitively the connotation, structure and motivation of
customer loyalty, and explain the deviation between cus—
tomer satisfaction and repurchasing behavior, that is,
why a customer is not loyal even if he is satisfied.

4. Having the aid of research achievements of rela—
tionship function in social psychology, it is pointed out
that one kind of value of CRM is mutual aid in difficult
position, and some other value that relationship can

create for customers is summed up too.
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