8 6 Vol.8 No.6
2005 12 JOURNAL OF MANAGEMENT SCIENCES IN CHINA Dec. 2005
1 1 2 2
(1. , 210093; 2. , 300071)
: F713.50 A :1007 - 9807 (2005) 06 - 0027 - 10
O )
, CRM

(customer relationship management , CRM)

1 CRM
,  CRV
1.1
. 55% CRM
. CRM

12004 - 08- 03;

(19739 ,

CRM ),

11 : ;

, CRM
CRM
Gartner Goup 1.2
;. CRM CRM ' )
CRM
: 2005- 09- 10.

(70202002) ; (70472052) .



— 28 — 2005
, CRM
, CRM
CRM (4 — ,
; CRM
CRM [2] [1] . , ,
L Cw 1
CRM 1
CRM ,
1 [3] . 1 (Rug)
1 [4] 1
2
CRM '
CRM , '
R Qﬁ
RIS
AN {E
1 CRM
Fg. 1 Qonceptud framenork for value oriented cusomer relationship management based customer equity

2.1 CRM

1994-2007 China Academic Journal Electronic Publi

ing House. Al

CRM

CRM

ghts reserved

http://

.cnki.ne



— 29

Hling

2.2

8]

CRM

CRM

(6]

ul

(Up-

[9]

Sheth
[9]

[10]

1b

1c



— 30 — 2005 12
1d
2.3 CRM
' ’ ’ [14] . ’
Hennig- Thurau 114, ,
, ( )
(1] [7 5]
. Y H /
(Crosy) ; : ;
[12] ,
[13]
y l 1
, 2a
2.3.1 2b
2c
, 2d
2e
, 2f
, 2.3.2
(1
, Kuehn

[16]



— 31

CRM

6
{3 CR\/I
_ CRM
(7] , (Likert) 7 ;
| , 400 (200 200
/ )
/ ’ 382
, 3.2
[17]
Cw 1
[18]
, 18
, 3
3a
( )
3b (
/ )
3c (
).
3d
¥ 4
3 (structura equation nmodd) .
3.1 RS



— 32 — 2005 12

4.1 (P<0.005) ,
, (average variance extracted , AVE) 0.60,
AVE 0.50 , 1

, (conposdte reliahility)

, AVE
—20.70. , ,
’ 1 ’
0.83 , , (latent endogenous
0.90; , , variables)
R? 0.7956 0.6013 0.8052,
—0.60( 0.856 4) ,
1 AVE
Table 1 Qorrdation codfficient metrix and the square root of average variance extracted
0.926
0.758 0.930
0.658 0. 756 0.913
- 0.681 - 0.790 - 0.719 0.918
0.348 0.447 0.469 - 0.636 0.902
0.673 0.772 0.804 - 0.613 0.744 0.920
0.676 0.818 0.652 - 0.723 0.725 0.676 0.925
LAVE
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Table 2 Sructurd equation node Pecification based on partid leas square technique: Three sstsof equations

Ni= +Yi€1+tYEo+tY stV ida+
Latent Sructura Equations N2 =B tYoh1+tYEo+Yobfa+tYoahatln
M =B +T€ +Q) N3z =PBani+B=2 +Yaf1+Yaho+tYafs+Vaba+ls
Xu = ANaf1 +€ ., Xa =hNef2+€a, Xa =Aafst€a, Xa=Aufat€m
X = A af 1 +E€ 2, X2 =Nk 2+, Xz =Mak3z+Em, X =AMk s+E€w
Xz = A afi1 +€ s, Xz =ANefiot€m, Xm=Aafs+tE€m, X =Aufs+E€u
Reflective Xu = Nad 1 +€ . Xxu =Naf3+€a, Xu=Aufs+€wm
Measurement Equations Xas = N 4 +E€ x5
(x =N§ +e,,y =AQ +¢) yu =Ayf1+€y, Ya=Apllo+€w, Yun =Aalas+€ym, X =Audia+€ s
Vi = Aydl1 +€ o, Vo =Apdl2o+E€ym, Yo =Adls +E€ g,
Yz =Aydli+€ys,  Yn =Apdlo+Eym, Yo =AdlatEym

Weight Relations

&1 = WuXy + QX + 0 Xs + 0¥ Xy

&) = WaXxa + WpXy + 0¥ 5Xas

&3 = Waxa + WpXe + W gXs + 0k ayXs

&4 = Waxg + WpXe + W aXag + O uXa + 0¥ s5Xa5 + OF 46 Xag

& = Q&xn = Qy) My = Wuyn + Yo + WhYns
M2 = Ghaya + WYz + hsyzs
M3 = Whaya + WY + hxys
, RS Gaph , /
(partial leagt square, ALS)
) y 3
3 1
(condructs) ,
, 3 2e 1c  —
, la 1b 1d. ,
_ , , CRM
3
Table 3 Path codficients of the gructura equation nodel and enpirica results
T T
la 0.078 | 0.691 1b 0.056 0.441
1c 0.172 |2.238""| id -0.024 | -0.305
2a 0.157 [1.649 " 2b 0.527 7.561 "
2c 0.162 [2.204™| 2d -0.139 | -1.781"
2e 0.235 [2.318 " X 0. 460 4.286 "
3a 0.103 | 0.924 3b 0.108 1.184
3c 0.076 | 0.682 3d -0.088 | -0.808
3e 0.479 |8.466""
P<0.05; ™ P<0.025.
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Value oriented cusomer reationship management based on cugomer equity :
Conceptual framewor k and empirical analysis

WANG Yong-gui', HAN Shun-ping*, XINGJin-gang®, YU Bin®
1.Budgness Shool , Nanjing Univerdty , Nanjing 210093, China;
2.Busness Shool , Nankai Universty , Tianjin 300071, China

Abstract : Although cusomer relaionship management in busness and academic fields is becoming increasngy im
portart in today’ s cusomer-centered era, the current Stuation of relevant gudies and practicesis ot © optimidic,
and many problems exig. Thereore, based on extensve literature review , this pgper develops an integrated frame
work for val ue-oriented cugomer relationship management in peroective of customer equity by uncovering the cur
rent trgps and problems in cusomer relationship management research and practices. Then following severa hy
potheses proposed based on the framenork , more atention is given to the building of gructura equation nodels by
usng Partia Leag Sguare Method and hypotheses teding on the bads of the evidence from China. As aresult , the
key dimendons of cugomer value are identified and their inpacts on cugomer equity are examined. This definitely
lays a slid foundation for future theoretical research and practica applications.

Key words: cugomer equity ; cugomer value orientation ; cusomer relationship management ; relationship quality



