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Management strategies for customer relationship of the third
party logistics enterprise

HUI Yu-rong
(School of Economics and Management, Chang an University, Xi’ an 710064, Shaanxi China)

Abstract: Aimed at the controdiction between idle resource of the third party logistics (TPL)
enterprise and less demand of customers, the author thinks that long-term strategic partnership is
an assurance of their relationship, and the service level of TPL, understanding degree of strategic
goals and corporate culture, clarity of division, balance of profits, communicating degree and
transparency of the information are the important factors to affect their relationship. The author
puts forward for management strategies customer relationship of the TPL, establishes the
customer-centered notion, suggests using the internet technology to classify the customer
designs the organization structure in centralization of state power, administrative levels and
integration, and builds customer record to realize demand feedback, which will have the
theoretical guidance for the further development of the TPL.
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