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(Yun Chen, Guozheng Zhang et al. , 2006) , 7ELAF= 5 % 50
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T, ZPERICVHEERBER, S LEEHRE, £
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MFEAHEERBEBRIXE. BRRXREEIFARI B
HEFAMX B X, TR “ABRMEE S RERE
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FARBHFAEEE FREFEE,, BAERBENEFKE
KIRABKEE TN EE A HEFRMY K, L@l
EANKERABHOEFREBAHERKROKREN — B
b2i:N::

BEBLZHALNRBBEBIROEENE, FHRA
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UEA R OWESRMSRMmAY CEWF, Fa,
2005) , ZEPEMAPBRATEZN=REGRAARBTET
GEHEE B PO, PLE L0 B 7 A B3 AR
PL= gk B T E G A . B8 L B
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BK, BEELE™HRLHTERRAMNEHT AR S
FHEH, SZARME, UESRPOHTEEE T L5
LA, AFEEREFERBREFURRFEF L
XEREFHNEFEEHBERERTEFMENERM. EH
BHHRET, XBE—FMFEEBRBMX, BIBRKXREL
HABIHEMNTRMERS, BEXREIMERTER
FEHRE,

FER—ANUEF PO ERNRERS, KEAHA
& (BP) AU ERNHERTRHEZHRHATHRELE
PREXUMITE S WMAIRE, WEHHEEAEREN—
MIEHNEF TEAMBIOEBERAZ. EUSHAPRES
FEBETLUFBMIITEF XWRBBEREARKEME. A
AHEESHBEREN. BAR., B WU REEANE
FIEBRERBKMAKK, TARKETAEN>=HRKES
WABEK (Vandermerwe, 2000)

MARIMBRAL R, AABREFEGRAPERIESR
FPHREAFRIAEERENENPAALGME S ZH—
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MK ERE A ERNAEMER (Wheaton, 2000) ,
UEFAFLHTEN FHSEHERLBEREE
B, KENEFFPRABEEENESRELLHESHMT,
plan—x—BHURBEEEH, KEBUEFSHNF LB
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wmEY, EEREBERMKEUARE K, ERHEME, &
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EEAMEXRRAEHE LEREMR CLVEEBRRNVNEE, B
K CLV B— N RGAHMBEBUNEN AT SE A RRM T,

Z HMREX

(—) HEig®X

EEHEBEHP ¥R (Marketing Science Institute, 2004 -
2006) CLELZILFREFHETI BB RBVMETR (F
WX, BRER), 2005); REWMAEENH L EHILARL
T 3% B & Bt (Institute for the Study of Business Markets,
ISBM) FIigd# Tk E 4 5.0> (Center for Business and in-
dustrial Marketing, CBIM) ¥4 % /M EL& S RF AKX
FERLR

“80/20730 " AK, ETEEK 20% KB ERE T
2 F] 80% KIFIIE, Wi 50% B A H R # 30% rY3E BB
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BRI HE B R 7E CRM P # 3 F B 9% 1E AR O 3 19 38 R
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stein H. , 2001),

AHUKREBZE I BEARER, HFREANESIE, FF
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() KAfE

B, MEALEFHEARASEEKFNHELMER,
ERMBSBEATBEESTHBRREUEFER, X@aM
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BEMHFEETMHEASTNARVEFRENSF. B
WE PR E ST IA B RR AN S B RE M, R
RBEE, S NESRFRA U AL HEM 20% ~
80% KM%, B RIFEMENBRAM, FKEGHBE KR
Af; AR, EREHOGL, MESHELHXRBKA,
e W% 5 ERA B L (Reichheld, 1996), 7EH#E
HERRWSK, MMBEERREP, BATFREER,
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HK, HAETA % & 68 4 4l i 5k F 1 MR E
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BE, BRNRENCVERBEEARMNE ST, Z8E
FTEERSFEEMEFEEL, XETHEHDS (AMA)
FE2004 4E8 HAM THHEHNEFEX: THEHKR
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%% “Z P Hr{E” (Customer Value) . BHEPRFRH—F
St (R, 2005), REFEHLLTAMBETHEH
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HEIHE T
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b #E4T 2 P BT AR T SR Y o SR A R Oy R
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485 . 05SG38,
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WBIRT T ZMEE (Claudio Marcus, 2001; William G. Zik-
mund and Raymond Mcleod. Jr. , 2004),
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( William Reedy, 1999) .

HREZH I RMEAFREE SAS AFWAA, BFAX
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MAZEPKNERER, ARMERE XA E M SR
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MBI FXR, NTHLZHEFENRARS, EIE
EAHRE, EEXNMEE, REAEYHNEFAX—B.

Nancy Taylor (2002) A% CRM RE P XA KEE (Cus-
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