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As a tradition, logistics’ managers used to focus on cost efficiency in
the first place, though strategic value-chain issue is gaining importance
recently. A strategic value-chain perspective forces logistics system to be
realigned and restructured so that they gain competitive differentiation and
advantage in the industry.

Though customer centered value management is mandatory for
success, it is not enough since today’s business’ marketing efforts are aimed
to build brand equity to build relations with existing customers and to
collect valuable customers for almost lifetime span. In that sense marketing
trend for logistics is changing from customer centered service to lifetime
relationship so called customer relationship marketing (CRM).

There are many descriptions of how logistics creates customer
satisfaction. The most traditional are based on the creation of time and place
utility. The so-called "Seven R’s" of customer satisfaction of logistics
service consists of; company's ability to deliver

1) at the right amount of the right product;

2) at the right place;

3) at the right time;

4) in the right condition and packaging;

5) in the right quantity;

6) at the right cost or price;

7) with the right information [1] .

Customer relationship marketing (CRM) is an inherently inbound,
reactionary method of marketing, generally initiated by a customer or
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prospect performing an action such as placing an order or making an
inquiry. Relationship marketing of course is in direct contrast to mass
marketing and it is not cost efficient for logistics operations to apply it as
tailor made applications of niche marketing firms [2]. The reasons why the
logistics firms should apply CRM are [3]:

1) changing demographics, more sophisticated competitors, and
overcapacity in many industries means fewer customers.

2) costs almost five times as much to attract a new customer as to
keep a current one satisfied.

3) losing a customer means losing the entire number of purchases
over a customer lifetime.

Logistics firms trying to build CRM should understand that the
customers have different service expectations and different service levels.
For example, for many customers operating features as cycle time
compression, exact point-in-time delivery performance are acceptable
expectations whereas others may look for day-to-day six sigma logistics
support willing to pay for the extra cost. For some customers traditional
“value” for logistics are service dimensions of availability, timeliness, and
condition. Though for many other customers, the idea of value has been
broadened to include numerous value-added operational tasks, such as
packaging, third-party inventory management, bar coding, and information
systems.

Firms must also develop the flexibility of adaptation to satisfy the
expectations that may emerge in the future. Second, firms that want close
relation with their customers, must develop operating systems capable of
quickly reacting to change. Ways to achieve this include providing frontline
employees with necessary authority to approve special customer requests,
quickly accommodate stock outs through multiple service locations and
being ready for different situations by having plans prepared before.
Simplifying routine day work and having crisis management tools available
also help flexibility. Lifetime logistics marketers may also enhance their
marketing efforts by assessment [4]:

In the future, value-added activities will be leaded by the customer
and it seems that the movement for all the logistics operations will be
towards being truly customized for each customer which may be called one-
to-one marketing though it seems impossible to apply right now due to high
cost associated.
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AJAIITUBHE YIIPABJIIHHS MAPKETUHI"OBOIO
JIAJBHICTIO 3AKJIAY PECTOPAHHOI'O TOCITIOJAPCTBA
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Xapxiecokuil OeparcasHull yHigepcumem xapyuy8aHus ma mopeieni

[IpuckopeHHs Ta KapAUHAIBHICTH 3MiH, IO BiIOYBAaIOTHCS B CBITI B
ycix cdepax XUTTA, 3HAYHO 30UTBIITYe 0araToaclneKTHICTH PIi3HOTO BUAY
HEBM3HAUEHOCTEH, 3 SKUMH JOBOAWTHCA CTHKAaTHCA B  Ipomeci
(YHKIIOHYBaHHS  CYO’€KTIiB  TOCHOHApIOBAaHHA, 30KpeMa  3aKJIajiB
pecTropaHHOro rocrnojgapcTBa. lle BHMarae mOCTIHHOTO MOHITOPHHTY
CUTyallll Ta BIJACTCXKCHHS UWHHUKIB, TIOMiH, SBWIN, BIUIUB SKHX
MOCHITIOBATUMETBCST HaHOMMKYMM 4YacoM, W KOOPIMHYBAaHHS isUIBHOCTI
BIZIMOBITHO /10 CUTYallii, 110 yTBOPIOBAaTUMEThCS. TOMY B yMOBax Cy4acHHX
BUKJIMKIB 3allOPYKOI0 BW)KMBAHHS Ta IOJAJbIIOl YCHIIIHOT MAisUIBHOCTI
3aKjaJy pECTOPaHHOrO TOCHOAApCTBA €  JIOTPUMAHHS  [PUHIMIIB
alalTUBHOCTI Ta THYYKOCTI MapKEeTHHTY, IO 3yMOBIIIOE 3alpOBaJUKECHHS
a/lalITUBHOTO YIIPABJIiHHSI MapKETHHTOBOIO JIISUTBHICTIO.

VY 3aranbHOMY PO3yMiHHI aJlaliTUBHE YIPABIIHHS PO3TIIIAETHCS K
¢opMa yNpaBiiHHS IANPUEMCTBOM, IO JIOTIOMAara€ HOMYy THYYKO
3MIHIOBATHUCS, IIBUJKO MPUCTOCOBYBATUCS 10 IijeH, IO OHOBIIOIOTHCS,
3aBlaHb, (PYHKIIH mianpueMcTBa, A0 3MiH B 30BHIIIHEOMY €KOHOMIYHOMY
CepeoBUIIll, B yMOBaX CBOEI MisUTbHOCTI. KJIFOUOBMMH acreKkTamu MpH
[OMY € BHBYEHHS CEPEOBHUINA, MiICTPOIOBAHHS CBOE MisJIBHOCTI IMij
3allUTH CEePEJOBUILA, BHYTPILIHIX pe3epBiB 1 caMoi IisIbHOCTI J0 3aluTiB
crioxuBadis [3].

VYpaxoByroun, IO MapKeTHHTOBa AiSUIBHICTD  MiAIPHUEMCTBA
CIpsAMOBaHAa Ha Te, 00 JOCHTH OOIPYHTOBAHO, BPAXOBYIOUH 3aIUTH
PHHKY, BCTAHOBJIIOBAaTH IOTOYHI i, TOJIOBHE, JAOBrOCTPOKOBI (CTpaTerivyHi)
LTI, IMIJIIXM IX JOCSTHEHHS Ta pealibHi JUKEpena pecypciB TocroapchbKoi
JUSTIBHOCTI, BM3HA4YaTH AaCOPTUMEHT 1 SIKICTb mpoaykuii, il mpiopurery,
ONTUMAJIBHY CTPYKTYPY BHPOOHHMIITBA 1 OarkaHmid npuOyTok [1], amanTuBHE
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