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Abstract

Under the e-commerce environment, demand characteristics show demand personalization, pro-
duct/service customization and customer resource trends. So customer relationship management
is becoming more and more important for enterprises. Based on the demand characteristics and
competition pattern of Chinese logistics market, based on the theory of relationship marketing,
this paper establishes a customer relationship management model of TPL enterprise which adapts
to the e-commerce environment. This model consists of three parts: service design, service man-
agement and relationship management. Service design is based on high quality demand prediction
and market positioning, and service blueprint technology is used to design customer satisfaction
and efficient service products. Service management is the all-round control of the production
process of service products. Demand management, process management and value management
are the core tasks of this stage. The relationship management aims to make the loyalty of cus-
tomer resources as the goal, select the effective relationship types, cultivate loyal customers, and
support the marketing strategic objectives of logistics enterprises.
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Table 1. The comparison of relationship marketing and transaction marketing
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Figure 1. Six market models of relationship marketing
B 1. XFREHMHIER

£ IR ARRA Rk B

KAREF RFZFK B e
LR W H1E

bapii] AT The e EEs

Figure 2. Relationship marketing KMV model
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Figure 3. The composition of the service blueprint
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Figure 4. The logistics customer relationship management mode to adapt to the e-commerce environment
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