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Emergency and directionsfor CRM in China

QI Jia~yin', HAN X inmin?, LI H uai-zu’
1 School of M anagament, Xi' an Jiaotong U niversity, Xi' an 710049, Ching
2 Chinese A cadany of M achinary Science & T echnology, Beijing 100044, China

Abstractt  Customer relationship management (CRM ) is a focus of managenent research today.

M uch advancedwork is done abroad, and some of its mplenentation are carried out also. How ever,
the corresponding researchwork on CRM in China is delayed to the gecial development of China' s e
conomy. Based on the discussion of CRM 's definition and advantage, the authors analyze the mpor-
tance and emergency for China to come up w ith the international mplenentation of CRM. A |9, sev-
eral future CRM research directions for China are put forw ard

Key words customer relationship managenent; value strategy



