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Abstract
Due to rapid economic growth,

development of information technology, and
the change of consumer behavior, the
conventional multi-level distribution channel
has been ssimplified. The role of distribution
centers has become more and more
important. Information technology applied
by distribution centers should be able to
facilitate relationship marketing. The
purpose of this study is to investigate the
effects of applying information technology
on relationship marketing based on
viewpoints of logistics companies in Taiwan
and their customers. Questionnaire surveys
were conducted to collect perception data.
The results indicated that relatively
important information services vary for
different relationship strategies. EIQ, QR,
ECR, WAN, E-Mail, CRM, and EFT
perform relatively better for the strategies of
understanding customer expectations and
building service partnerships, QR, Bar Code,
CRM, EIQ, WAN, ECR, POS, EDI, EOS,
CAPS, and ASRS perform better for the
strategy of total quality management. The
results are useful for distribution centers to
effectively alocate marketing resources and
design more satisfactory  information
systems for relationship marketing.

Keywords. Distribution center, Information
technology, Relationship marketing.
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