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CUSTOMER RELATIONSHIP MANAGEMENT
AND FIRM PERFORMANCE: AN EMPIRICAL
STUDY OF FREIGHT FORWARDER SERVICES

Kuo-Chung Shang' and Chin-Shan Lu?

Key words: customer relationship management (CRM), freight
forwarders, structural equation modeling.

ABSTRACT

This study empirically identifies customer relationship man-
agement (CRM) and examines its impacts on firm perform-
ance in the context of freight forwarder services. Using data
collected from a survey of 144 freight forwarding firms in
Taiwan, a structural eguation modeling exercise was con-
ducted to identify crucial CRM dimensions and their influ-
ences on the perceived financia performance. Results indi-
cated that CRM dimensions such as customer response and
profit interaction are found to have significantly positive ef-
fects on the perceived financia performance aspects of profit
and growth rate.

This research not only investigates crucial CRM but also
proposes a model for empirical studies to link CRM and firm
performance. To the best of our knowledge, this study is one
of the first to examine CRM in the freight forwarder services.
The model may be used as a stepping stone for empirical
research in transportation services on CRM.

The understanding of relationships between customer re-
sponse, information technology, knowledge management ap-
plication, profit interaction, and organizational performance
may provide a clue as to how freight forwarding companies
can adjust customer relationship creation processes to sustain
their performance.

. INTRODUCTION

Customer relationship management (CRM) is becoming an
important issuein marketing in order to gain customer loyalty,
improve customer retention rates [30, 49], as well as increase
profits[19]. CRM refersto amanagement approach that seeks
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to create, develop, and enhance relationships with carefully
targeted customers in order to maximize customer value and
corporate profitability [4, 5, 18]. A magjority of research has
been limited to examining CRM in a particular service indus-
try, including banking and insurance [46], television enter-
tainment services[35], retailers[17, 49], and financial services
companies[12]. Freight forwarder is a particularly customer-
intensive service sector and links buyers and sellers, creating
economic value by effectively delivering products to custom-
ers. It playsanimportant rolein delivering ahigh quality cus-
tomer service and its performance has linkage with manufac-
turers'/suppliers’ performance [36]. For achieving speed, fre-
guency, and reliability in modern logistics services, freight
forwarding firms require instant information and effective
CRM for their customers.

A freight forwarder or forwarding agent is a person or
company who arranges the carriage of goods and the associ-
ated formalities on behalf of a shipper. The duties of afreight
forwarder include booking space on a ship, providing all the
necessary documentation and arranging customs clearance.
Not only are freight forwarders looking less and less different
from one another, but a growing range of freight forwardersis
providing the same of service. In particular, the freight for-
warder industry in Taiwan has become highly competitive.
There are nearly 700 freight forwarders in Taiwan and the
percentage of foreign firmsin this market has consistently re-
mained at a high level [36]. To survive in this dynamic and
competitive marketplace, the best way for freight forwarding
companies to retain customer loyalty isto provide an environ-
ment where customer relationships are effectively managed
[49]. Thus, customer relationship management is a critical
source of gaining competitive advantage and superior per-
formance in the freight forwarder service sector.

Despite CRM having been found to enhance competitive
performance (e.g. [18, 46, 50]), prior studies highlighted the
importance of CRM rather than the cause-and-effect rela-
tionship between CRM and firm performance [9, 23, 28]. To
our knowledge, relatively few empirical studies have exam-
ined CRM dimensions in the context of freight forwarder
services. It istherefore worthwhile to fill the literature gap by
examining the relationship between CRM and firm perform-
ance. Accordingly, the purpose of this research is to identify
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key CRM dimensions and examine their influences on or-
ganizational performance in the context of freight forwarder
services.

There are five sections in this paper. The second section
provides a review of the literature on the definition of CRM
and dimensions. Section 3 describes the methodological con-
text, including the questionnaire survey, sampling technique,
and methods of analysis. Section 4 presents the results and
findings of the survey. Conclusions drawn from the analyses
and strategic implications for freight forwarding companies
are discussed in the final section.

II.LITERATURE REVIEW AND HYPOTHESES

CRM refers to the implementation of a specific technology
solution project, an integrated series of customer-oriented tech-
nology, and a holistic strategic approach to managing cus-
tomer relationshipsto create shareholder value[42]. CRM can
be defined as a term for methodologies, technologies, and
e-commerce capabilities used by companies to manage cus-
tomer relationships [48], and the management approach that
involves identifying, attracting, developing and maintaining
successful customer relationships over time in order to in-
crease retention of profitable customers[8, 39].

CRM has also been defined varioudly as “ data-driven mar-
keting” [33]; “a management approach that enables organiza-
tions to identify, attract and increase retention of profitable
customers by managing relationships with them” [26]; “the
development and maintenance of long-term mutually benefi-
cia relationships with strategically significant customers”
[10]; and “managerial efforts to manage business interactions
with customers by combining business processes and tech-
nologiesthat seek to understand acompany’s customers’ [31].
CRM s proposed as an ongoing process that involves the
development and leveraging of market intelligence for the
purpose of building and sustaining a profit-maximizing port-
folio of customer relationships [51].

A number of criticdl CRM activities or dimensions have
been identified from previous studies. These CRM dimen-
sions include information technology [18, 44, 46], knowledge
management application [2], customer communication [17],
customer acquisition [22], customer interaction [29, 40, 51],
customer response [2, 51], and customer transaction [25].
Specifically, information technology, knowledge management
application, customer response, and customer interaction were
the most frequently used dimension in the previous studies
because together they cover awide range of CRM activities.

A magjority of studies found that information technology
was critical for effective customer relationship management
[8, 18, 46]. The application of information technology pro-
vides abilities for firms to collect and analyze data on cus-
tomer patterns, interpret customer behavior, develop predic-
tive models, respond with timely and effective customized
communications, and deliver product and service value to
individual customers [11]. Feinberg and Kadam [18] exam-

ined the impacts of e-CRM on customer satisfaction. Results
indicated that eeCRM was related to customer satisfaction
with aretail site but not to sales and profit. Ryals and Payne
[46] revealed the use of information technology in imple-
menting CRM inthefinancial servicessector. They concluded
that data warehouses are a powerful tool which managers can
use in improving effectiveness and efficiency. Chen and
Popovich [11] also pointed out that companies that success-
fully implement CRM with an integrated technology and
process will reap the rewards in customer loyalty and long run
profitability. Accordingly, this study hypothesizes that:

H.: The information technology dimension is positively as-
sociated with firm performance in freight forwarder ser-
vices.

Zablah et al. [51] provided a detailed description of the
CRM dimensions which includes knowledge management ap-
plication and customer interaction management. The knowl-
edge management process refers to a firm's activities that
focus on capturing information about customers and markets
(e.g., customer response to a direct mail campaign and obtain-
ing data from secondary sources), employing analysis tech-
niques to identify trends and patterns related to customers
behavior and market conditions, and direct contact with the
customer [2]. On the other hand, interaction management fo-
cuses on the exchange of core benefits (i.e., products and ser-
vices for money), information exchange, social exchange (i.e.,
interpersonal exchange), and any combination of thethree[29,
40, 51]. Hence, the dimensions of knowledge management
application, customer response, and customer interaction, are
essential for successfully carrying out CRM which, in turn,
enhances organizational performance. Accordingly, this study
further hypothesizes that:

H,: The knowledge management application is positively
associated with firm performance in freight forwarder
services.

Hs: The customer response is positively associated with firm
performance in freight forwarder services.

H,4: The customer interaction management is positively asso-
ciated with firm performance in freight forwarder ser-
vices.

1. RESEARCH METHODOLOGY

1. Sample

The samples for this study primarily focus on the freight
forwarders in the Taiwanese market. The population of these
firms is drawn from the Members of International Freight
Forwarders Association in Taipei, the Republic of China. There
were 696 membersin the association. A questionnaire survey
was sent to all freight forwarding companies. The initial
mailing elicited 83 usable responses. A follow up mailing was
sent two weeks after the initial mailing, which generated an
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Selection of CRM Attributes

u Literature Review
u Theoretical Basis
u Interviews with 11 freight forwarder practitioners

\ 4

Attaining the Crucial CRM Dimensions
u Exploratory factor analysis of entire set
u Reliability through Cronbach’s alpha >= 0.7

L

Confirmatory Study
u Convergent Validity

| Fit indices and unidimensionality assessment
> y’, nonsignificant

V/df <2

GFI, TLI > 0.90

RMSEA <0.07

Standardized residual < 2.58

Modification indices < 10.0

| Discriminant validity

Test Structural Equation Model
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\%

| Fit indices
u t-values of structural coefficients for significance

Fig. 1. Analytical steps.

additional 61 usable responses. A total of 144 usable ques-
tionnaires were collected, representing 20% of the target
sample. The possibility of non-response bias was checked
by comparing early and late respondents’ responses for all of
the constructs using ANOVA. No significant differenceswere
found [6]. Thus, it was concluded thereis no evidence of non-
response bias.

Morethan 76% of respondentswere vice president or above
or manager/assistant manager. Relatively few respondents
were director, general employee, and others (4.4%, 14.9%,
and 6.0%, respectively). Just over aquarter (30.5%) had been
in operation for more than 20 years, while 29.9% had been
operating between 11 and 20 years. Nearly 20% of respon-
dents had been operating between 6 and 10 years, while 18.1%
had been operating for less than 5 years. Over three-quarters
(78.5%) of freight forwarder respondents were local compa-
nies, while 11.1% and 10.4% were foreign companies, and
joint venture with local and foreign companies, respectively.

2. Research Methods

The research was accomplished by conducting a question-
naire survey. The research steps as shown in Fig. 1 included
the questionnaire design and various methods of analysis,
described bel ow.

The first step was the selection of CRM and financial per-
formance attributes by reviewing the literature on marketing
and management research, followed by the design of the
guestionnaire, personal interviews with 11 freight forwarder
practitioners, and a content validity test. The questionnaire
design followed the stages outlined by Churchill [14]. In-
formation sought was first specified, and then the following
issues were settled: type of questionnaire and its method of
administration, content of individual questions, form of re-
sponse to and wording of each question, sequence of questions,
and physical characteristics of the questionnaire.

In the process of determining questionnaire items, it is
crucia to ensure the validity of their content, which is an im-
portant measure of a survey instrument’s accuracy. Content
validity refers to the extent to which a test measures what we
actually wish to measure [16]. The assessment of content
validity typically involves an organized review of the survey’s
content to ensure it includes everything it should and does not
include anything it should not. It provides a good foundation
on which to build amethodologically rigorous assessment of a
survey instrument’s validity.

Thus, the content validity of the questionnaire in this study
was tested through a literature review and interviews with
practitioners; in other words, the questions were based on
previous studies[18, 29, 44, 46, 51] and judged as relevant by
11 freight forwarder executives. Interviews with practitioners
resulted in minor modifications to the wording and examples
provided in some measurement items, which were finally ac-
cepted as possessing content validity. Based on a review of
previous literature and personal interviews with freight for-
warder practitioners, the measures of CRM and financia
performance are shown in Table 1. Respondents were asked
to rate them using a five-point Likert scale where ‘1’ corre-
sponded to ‘strongly disagree’ and ‘5’ represented ‘strongly
agree’.

In the second step, factor analysis was conducted in order
to identify and summarize a large number of CRM attributes
into a smaller, manageable set of underlying factors, called
dimensions. A reliability test was conducted to assess whether
these CRM dimensions were adequate. In the third step, the
researchers assessed the validity of the measurement model,
including unidimensionality, reliability, convergent validity,
and discriminant validity, by using confirmatory factor analy-
sis (CFA). Following validation of the measurement model
SEM (if appropriate) can be used to estimate the structural
model. Analysis was carried out using the SPSS 12.0 (2003)
for Windows and AMOS 5.0 (2003) statistical packages.

IV.RESULTSOF EMPIRICAL ANALYSES

1. Perceptions of CRM

In order to evaluate CRM, respondents were asked to rate
20 CRM attributes. The results shown in Table 1 indicate that
the four most important attributes (those having a mean score
greater than 4.0) of CRM from the perception of the freight
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Table 1. Respondents perceptions of CRM attributes and
perceived financial performance.

No CRM attributes Mean SD.
Our company uses phone calls, e-mails, and
C5 personnel visits to communicate with custom- 4.49 0.81
ers.
c6 Our company pror_nptly responds to customers’ 439 087
problems, suggestions, and complaints.
co Our company actlve_ly responds to customers 407 094
enquiries of our services
Our company actively provides transportation
c7 related information to customers. 405 0.97
Our company actively understands customers
c8 service requirements and expectations. 391 109
c19 _Our company proyid&s a variety of service 389 099
items and information.
Our company’s computer system is capable of
C1 storing, searching, and analyzing customers 3.86 1.01
data.
ci5 Our cgmpany has _flexible measures for cus- 380 093
tomers’ urgent requirements.
Our company has different marketing patterns
Cl6 for target customers. 368 100
Our company uses customer information to
CL7 develop anew market. 366 091
Our customers often introduce other customers
13 to use our company’s services. 363 097
Our customers can easily find our company’s
10 services related information. 362 097
cla Our_company gnalyzes individual customers 359 102
profit contribution.
Our company provides price differentiation for
C20 CUSIOMErS. 355 1.13
C18 Our company applies customer information to 342 095
marketing planning.
Our company actively provides price discount
c12 for loyal customers. 337 0%
Our company has a computer system effi-
ca ciently to handle customer’s information 330 119
Our company is capable of using computer
2 system to categorize targeted markets. 329 115
Our company’s computer system is capable of
C3 organizing and classifying interaction between 3.27 1.17
sale representatives and customers.
Our company sends gifts to customers peri-
cu odically. 316 1.23
Perceived financial performance attributes
P1 Our company’s profit rate is higher than the 342 080
average level of the industry.
P2 Our company’s growth rate is higher than the 343 0.90

average level of the industry.

Note: The mean scores are based on a five-point Likert scale (1 =
strongly disagree to 5 = strongly agree); S.D. = standard de-
viation.

forwarding firms are: our company uses phone calls, e-mails,
and personnel visits to communicate with customers; our
company promptly responds to customers problems, sugges-
tions, and complaints; our company actively responds to cus-
tomers' enquiries of our services, and our company actively
provides transportation-related information to customers. The
present study indicates that, when developing their customer
relationships, freight forwarding firms need to be especialy
concerned about their CRM activities to increase their per-
formance and competitive advantage.

2. ldentifying Crucial CRM Dimensions

Exploratory factor analysis with VARIMAX rotation was
employed to identify crucial CRM dimensions in freight for-
warder services and an eigenvalue greater than one was used
to determine the number of factors[14]. Asshownin Table 2,
results revealed that three factors accounted for approximately
61.6% of the total variance and were thus considered to rep-
resent all the CRM attributes. To aid interpretation, variables
with loadings of 0.4 or greater on only one factor were ex-
tracted, which is a conservative criterion based on Hair et al.
[24]. Four factors were subsegquently found to underlie the
CRM sets based on surveyees responses. They are labeled
and described below:

(1) Factor 1, designated customer response dimension, con-
sisted of fiveitems. ‘Our company promptly responds to
customers problems, suggestions, and complaints’ had
the highest factor loading on this factor. Since all these
attributes arerelated to customer response, thisfactor was
called ‘ customer response’ and it accounted for 39.27% of
thetotal variance.

(2) Factor 2, termed the knowledge management application
dimension, consisted of five items. ‘Our company has
different marketing patterns for target customers' had the
highest factor loading on this factor. This factor was
identified as ‘knowledge management application’ and it
accounted for 8.67% of the total variance.

(3) Factor 3, named information technology dimension, com-

prised fiveitems. ‘Our company is capabl e of using com-

puter systemto categorize targeted markets' had the high-
est factor loading on this factor. All items related to in-
formation technology and , hence, this factor was named
‘information technology’. It accounted for 7.10% of the
total variance.

(4) Factor 4, termed benefit interaction dimension, consisted
of five items. ‘Our company actively provides price dis-
count for loyal customers’ had the highest factor loading
on thisfactor. All itemsrelated to benefit interaction and,
therefore, this factor was identified ‘benefit interaction’
dimensions and it accounted for 6.60% of the total vari-
ance.

3. Reliability Test
A reliability test based on Cronbach’'s Alpha was used to
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Table 2. Resultsof factor analysis.

No CRM attributes Factor 1 Factor 2 Factor 3 Factor 4
C6  Our company promptly respondsto customers' problems, suggestions, and complaints. 0.813 0.153 0.276 0.019
C5  Our company uses phone calls, e-mails, and personnel visitsto communicate with customers.  0.793  0.133 0.144 0.133
C9  Our company actively responds to customers’ enquiries of our services. 0.703 0.217 0.069 0.264
C7  Our company actively provides transportation related information to customers. 0.653 0356 0304 0.186
C8  Our company actively understands customers' service regquirements and expectations. 0.617 0.340 0.247 0.036
C16 Our company has different marketing patterns for target customers. 0.206  0.825 0.015 0.117
C18 Our company applies customer information to marketing planning. 0.060  0.769 0.230 0.226
C17 Our company uses customer information to develop a new market. 0.324  0.739 0.239 0.112
C15 Our company has flexible measures for customers’ urgent requirements. 0.386  0.688 0.177 0.193
C19 Our company provides avariety of service items and information. 0451 0547 0.319 0.129
C2  Our company is capable of using computer system to categorize targeted markets. 0.045 0286 0.781 0.090
C4  Our company has a computer system efficiently to handle customer’s information. 0.197 0044  0.737 0.119
c3 Sall,l; (r:gprr:grﬁastﬁ/cggﬁgerc L?;sézr;rissh capable of organizing and classifying interaction between 0156  0.221 0.730 0.044
c1 ((j)aL:; company’s computer system is capable of storing, searching, and analyzing customers 0270 0045 0716 0.092
C14 Our company analyzesindividua customers profit contribution. 0334 0369 0446  0.055
C12  Our company actively provides price discount for loyal customers. 0.007 -0.007 0207  0.748
C11 Our company sends giftsto customers periodically. 0.052 0.181 0.280 0.676
C13  Our customers often introduce other customers to use our company’s services. 0437 0161 -0.049 0.580
C20 Our company provides price differentiation for customers. 0144 0183 -0.130 0.568
C10 Our customers can easily find our company’s services related information. 0379 0308 0.268 0.417
Eigenvalues 7855 1733 1420 1.320
Percentage variance 39.27 8.66 7.10 6.60

Table 3. Cronbach alphavalue for each CRM dimension.

CRM dimension Number Cronbach 1 g2
of items  Alpha
1. Customer response 5 0.86 4,18 0.76
2. Knowledge management
application 0.87 369 078
3. Information technology 5 0.81 346 084
4. Benefit interaction 0.70 347 0.70

Note: 1. Represent mean scores based on a five-point scale (1=
strongly disagree, 5 = strongly agree). 2. Standard deviation.

determine whether the measures of CRM were consistent and
reliable. Asshown in Table 3, the Cronbach Alpha values of
each dimension were al equal to or above the suggested
threshold of 0.70, which was considered adequate for con-
firming a satisfactory level of reliability in research [14, 41,
47]. Table 3 also shows respondents agreement level with
each CRM in the current situation.

Results showed that the critical CRM dimensions as per-
ceived by respondents were customer response (mean = 4.18),
followed by knowledge management application (mean =
3.69), benefit interaction (mean = 3.47), and information tech-
nology (mean = 3.46).

4. Discriminant and Conver gent Validity

Before testing the hypotheses, a confirmatory factor using
AMOS was performed to ensure the validity of the measure-
ment scale [3]. Results indicated that unidimensionality and
convergent validity were satisfactory [20, 32] because: (1) the
three goodness-of -fit indices (the comparative fit index, CFl =
0.91; the Tucker-Lewis index, TLI = 0.90; and the root mean
square error of approximation, RMSEA = 0.067), satisfied the
cutoff criteria [7, 27]; (2) no pair of standardized residual
values, which represent ‘ the differences between the observed
correlation or covariance and the estimated correlation or
covariance matrix’ [24], was greater than £2.58; (3) no espe-
cialy larger modification indices (MI) values were antici-
pated to be modified; (4) al expected parameter change (EPC)
values were smaller than +0.3; (5) all variables, t-values were
significant (t-values > +1.96); and (6) all factor loadings (A) on
each variable were greater than 0.7. Discriminant validity,
which was assessed using the yZieen: teSt to compare the
base model (unconstrained) and other pairs of constructs
(constrained) [1, 3], was satisfactory because al pairs of latent
variables were statistically significant (p < 0.05).

5. CRM and Perceived Financial Performance
Structural equation modeling (SEM) results are displayed
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inFig. 2. Thefit indexeswere accepted (Chi-square = 323.46;
d.f. = 199, p = 0.001; CFl = 0.91; TLI = 0.90; RMSEA =
0.067), implying that this estimated model was a good-fit
model. No variablesin thismodel had to be modified because
none had sizeable standardized residuals (value > +2.58), nor
especialy larger Ml and EPC values. To summarize, overall
requirements for model identification were satisfied.

Results of the SEM analysis indicated that a positive sig-
nificant relationship (A = 0.470 t = 2.43) was found between
customer response and perceived financial performance (Hs).
This implies that freight forwarder managers enthusiastically
responding to shippers (customers') problems and under-
standing customers service requirements, etc. can improve

firm financial performance in the aspects of profit and growth
rate. The abovefindings are consistent with the propositions of
previous studies of Alavi and Leidner [2] and Zablah et al.
[51].

Results also indicated that benefit interaction had signifi-
cant positive effects (A = 0.672; t = 2.20) on perceived finan-
cia performance in freight forwarder services (H;). This
implies that freight forwarding companies not only have to
promptly meet customers' requirements but provide benefit
interaction services such as price discount, gift, and incentives
for their customers to retain a long-term customer relation-
ship. The findings are consistent with prior studies on CRM
[29, 40, 51].
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This study expects that knowledge management applica-
tion (H,) and information technology (H,) could affect per-
ceived financia performance. However, the results show that
the effects of knowledge management application and infor-
mation technology on perceived financial performance in
terms of profit and growth rate were not supported in this study.
The knowledge management needs to be based on the appli-
cation of information technology. This implies that informa-
tion technology does not support all kinds of organizational
performance directly. It isnot surprising because information
technology is costly for the small and medium size of freight
forwarding companies. In addition, although intranet, internet,
data warehouse or ERP system can help collaborative work,
this technologically facilitated communication cannot replace
face-to-face contact for tacit-to-tacit customer services.

V. DISCUSSION AND CONCLUSIONS

Customer relationship management has been seen as a cru-
cial organizationa capability to enhance competitive advan-
tage [45]. Thisstudy has drawn attention to the importance of
the relationship between CRM and firm performance in the
freight forwarder service context. The main findings of this
study based on a survey conducted in Taiwan are summarized
below.

The five most important CRM attributes from the percep-
tion of the forwarder are use phone calls, e-mails, and per-
sonnel visits to communicate with customers; promptly re-
sponds to customers’ problems, suggestions, and complaints;
actively responds to customers' enquires of our services; ac-
tively provides transportation related information to custom-
ers; and actively understands customers' service requirements
and expectations. This is consistent with previous CRM
studies on service attributes [8, 40, 49]. The present research
indicates that freight forwarders need to be especialy con-
cerned about these service attributes when developing their
service offerings.

Factor analysis was conducted to classify the identified
CRM attributesinto four critical service dimensions: customer
response, knowledge management application, information
technology, and benefit interaction. The results indicate that
customer response was the most important CRM service factor,
followed by knowledge management application, information
technology, and benefit interaction.

A positive significant relationship was found between the
customer response and perceived financial performance. This
finding suggests that freight forwarding companies should
particularly emphasize CRM attributes such as communica-
tion with customers, response to customers problems and
complaints, understanding customers' service requirements,
and actively responds to customers’ enquires of their services
in order to increase their competitive edge. The impact of the
benefit interaction factor on perceived financia performance
was also supported in this study. This suggests benefit inter-
action factor, including price discount, gifts, and price dif-

ferentiation were all critical service attributes for freight for-
warding companies to take into account when developing
CRM.

However, the influences of the information technology and
KM application on firms financia performance were not
supported in this study. Although many previous studies have
indicated information technology [11, 18] and KM application
[29, 40, 51] factors influence financial performance, the em-
pirical relationship between these two factors and financial
performance is unclear. This is not surprising because the
application of information technology is costly for the small
and medium size of freight forwarding companies.

Several contributions are drawn from this study. First, de-
spite an awareness of the existence of the notion of CRM for
many years, it is only now gaining acceptance as a way of
sustaining a competitive advantage in a particular market.
However, no empirical study of CRM has been discussed in
previous transportation-related service sector. This research
not only investigates crucial CRM but also proposes a model
for empirical studies to link CRM and firm performance. To
the best of our knowledge, this study is one of the first to
examine CRM in the freight forwarder services. The model
may be used as a stepping stone for empirical research in
transportation services on CRM.

Second, from a theoretical perspective, abody of literature
has explored the importance of such maritime liner service
attributes astransit time, frequency of service, on-time pick-up
and delivery, reliability of delivery, ability to provide spe-
cialized equipment and requirement, low loss and damage
records, and fast response to shippers' requirements to assist
management’s improvement of service performance[9, 15, 36,
37, 43]. Lu[38] argued the importance of key capabilitiesin
shipping services such as operational capability, customer
service, human resource management, information integration,
purchasing, and financial management based on the theory of
the resource-based view. However, the success of services or
operations should depend on the implementation of a CRM,
which in turn depends on CRM dimensions such as customer
response, information technology, knowledge management
application, and profit interaction. This research provides an
approach for understanding CRM in the freight forwarder
service context.

Third, a practical point of view, the understanding of rela-
tionships between customer response, information technol ogy,
knowledge management application, profit interaction, and
organizational performance may provide a clue as to how
freight forwarding companies can adjust customer relation-
ship creation processes to sustain their performance. Freight
forwarder managers will be better able to find which dimen-
sions are critical for CRM and, since freight forwarding com-
panies may not manage al modes of customer relationship
creation, they may need robust strategies that involve trade-
offs. Finally, this study specifically focuses on the freight
forwarding industry. This study’s insights into freight for-
warder managers perceived CRM may also be of interest to
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other serviceindustriesinclude airlines, shipping, rail and road
operators by providing a useful approach for more effectively
evaluating their CRM. The results may also be of value to
current and potential freight forwarding companies. The list
of CRM attributes may help freight forwarders or other service
companies to identify and assess their strengths and weakness
in developing customer relationship management.

However, this research would like to point out the various
limitations of the study, which provide meaningful directions
for future research. First, the data collected on self-reported
financial performance and perceptions of CRM in freight
forwarder services may have been subject to bias in terms of
managers or general employees’ willingness to report and re-
spond. Managers may have been reluctant to report financial
performance because of potential personal repercussions and
an interest in avoiding lawsuits against the company. Hence,
further research could measure financia performance of
freight forwarding companies by actual observational method.

Second, this study was limited to four CRM dimensions
according to the previous studies of Feinberg and Kadam
[18], Peppard [44], Ryas and Payne [46], Alavi and Leidner
[2], Kalafatis [29], Metcalf et al. [40], and Zablah et al. [51].
Although these four dimensions are important and by them-
selves explain CRM, customer relationship management is a
complex construct. Future studies should seek to consider
CRM enablers such as organizational structure [13] and or-
ganizational culture [13, 21, 34]. Finally, this study’s findings
only reflect the situation regarding CRM at a particular mo-
ment in time. Future studies may be conducted using the lon-
gitudina approach to investigate the short- and long-term
effects of CRM on service operations.
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