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ABSTRACT 

 

Purpose: This study evaluates the impact of 

Customer Relationship Management (CRM) 

implementation on service quality in road 

freight logistics companies in Hanoi, 

Vietnam.  

Design/Methodology/Approach: A mixed-

methods approach was implemented, 

combining quantitative data from surveys of 

142 road transport enterprises and analyzed 

using SPSS software. CRM practices were 

analyzed across three dimensions: Customer 

Relationship Management (CRM), logistics 

service, service quality.  

Findings: The findings reveal that CRM 

adoption significantly improves logistics 

service quality, with customer support and 

personalization showing the strongest 

positive effects. However, many firms still 

rely on traditional methods, highlighting a 

gap between CRM's potential and current 

practices. The study contributes to the 

theoretical understanding of CRM in 

logistics and provides actionable 

recommendations for enhancing operational 

efficiency and customer satisfaction in 

Vietnam's growing logistics sector. 

Research limitations/ Implications: The 

study is restricted to Hanoi and might not be 

representative of all Vietnamese industrial 

companies. The dataset should be expanded 

across industries and geographies in future 

studies. 

Originality/value: This study contributes 

both theoretically and practically to the field 

of Logistics. Theoretically, it proposes a 

specific evaluation model to assess the 

impact of CRM on Logistics service quality, 

providing a theoretical foundation for future 

research, particularly in the Vietnamese 

context. Practically, the study offers 

optimization solutions for CRM 

implementation to enhance service quality in 

road transport companies, tailored to 

Vietnam's specific conditions. Additionally, 

it provides actionable recommendations to 

help businesses effectively adopt CRM, 

thereby improving competitiveness and 

better meeting customer demands.  

 

Keywords: CRM, customer relationship 

management, logistics service quality, road 

freight transport, Hanoi Vietnam. 

 

INTRODUCTION 

Vietnam's logistics sector has witnessed 

rapid growth over the past decade, with an 

estimated market value of USD 50–60 billion 

and a sustained annual growth rate of 14 - 

16% [1]. The industry contributes 

approximately 5–6% of national GDP, yet 

continues to be constrained by high logistics 

costs accounting for 16.8-17% of GDP 

significantly higher than the global average 

http://www.ijrrjournal.com/
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[2]. Hanoi, as the logistics hub of Northern 

Vietnam, processes nearly 40% of the 

region’s road freight, positioning road 

transport firms at the center of growing 

service demands and competitive pressures. 

Within this dynamic environment, Customer 

Relationship Management (CRM) has 

emerged as a critical strategic tool for 

logistics service providers seeking to 

enhance service quality, operational 

efficiency, and customer satisfaction. 

Globally, CRM implementation has been 

associated with a 70% increase in customer 

satisfaction [3] and significant improvements 

in client retention and service 

responsiveness. However, in Vietnam’s 

logistics context, CRM adoption remains 

limited. Only 30% of road transport firms in 

Vietnam have adopted professional CRM 

systems, with most relying on ad-hoc or 

manual approaches that limit scalability and 

service differentiation [4]. 

Existing research on CRM has 

predominantly focused on sectors such as 

retail and banking [5] [6], offering limited 

empirical insights into its role in logistics 

services. Moreover, logistics studies often 

emphasize financial or operational 

performance metrics, neglecting service 

quality indicators centered on customer 

experience and satisfaction. This highlights a 

critical research gap in understanding how 

CRM practices influence service quality in 

emerging-market logistics, particularly 

among road freight providers. 

Theoretically, this study is grounded in the 

Resource-Based View (RBV), which posits 

that sustainable competitive advantage arises 

from firm-specific capabilities that are 

valuable, rare, inimitable, and non-

substitutable [7]. CRM when treated as an 

integrated organizational resource 

comprising technology, knowledge, 

customer-centricity, and structure can be a 

strategic asset that enhances service delivery 

and customer relationships in ways that are 

difficult for competitors to replicate. 

This research also draws on the Service-

Dominant Logic (SDL) framework, which 

views value as co-created between firms and 

customers through interaction, relationship 

building, and responsiveness [8]. From this 

perspective, CRM facilitates value co-

creation by aligning internal processes with 

customer needs, fostering real-time 

responsiveness and trust. 

To address the literature gap, this study aims 

to empirically assess the impact of CRM on 

logistics service quality in road transport 

firms operating in Hanoi. Specifically, it 

investigates four core CRM dimensions 

Customer Focus on key clients, Knowledge 

Management of customer data, CRM 

Organizational Structure, and Technology-

Based CRM and examines their effects on 

service quality dimensions including 

responsiveness, reliability, and tangibility. 

Using a structured survey distributed to 150 

logistics firms and analyzed through 

multivariate regression, the research seeks to 

(1) expand the theoretical understanding of 

CRM’s role in logistics performance, and (2) 

offer evidence-based managerial insights for 

firms seeking to leverage CRM as a driver of 

competitive advantage in Vietnam’s logistics 

landscape. By contextualizing CRM in a 

transitional market setting, the study 

contributes both to academic discourse and 

practical strategy formulation in service-

based industries. 

 

LITERATURE REVIEW 

Related theories 

The theoretical foundation of this study 

draws from multiple perspectives, including 

the Resource-Based View (RBV), Service-

Dominant Logic (SDL), Relationship 

Marketing Theory, and Organizational 

Innovation Theory. The RBV asserts that 

strategic resources such as CRM—when 

valuable, rare, inimitable, and well-

integrated can enhance competitive 

advantage through superior service delivery 

[9][10]. SDL emphasizes co-creation of 

value through customer interaction, 

positioning CRM as a platform to align firm 

capabilities with customer needs [11][12]. 

CRM itself is rooted in Relationship 

Marketing Theory, promoting long-term 

engagement over transactional exchanges 
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[13][14], and is considered a form of 

organizational innovation requiring new 

processes and technologies [15][16]. CRM is 

conceptualized in this study through four 

dimensions: key customer focus, knowledge 

management, CRM organization, and 

technology-based CRM [17][18]. 

Meanwhile, service quality is measured 

through the SERVQUAL model, which 

includes tangibles, reliability, 

responsiveness, assurance, and empathy 

[19], and is adapted in logistics contexts to 

include operational accuracy and 

responsiveness [20][21]. Prior research 

affirms that CRM practices positively 

influence logistics service quality by 

enhancing responsiveness, customization, 

and relational continuity [22][23], forming 

the basis for this study’s conceptual 

framework. 

 

Construct 

Customer Relationship Management 

(CRM) 

Customer Relationship Management (CRM) 

is a multidimensional concept that has 

evolved into a core strategic tool for 

enhancing business competitiveness. CRM is 

"a business strategy that integrates processes, 

technologies, and people to optimize 

interactions with customers, thereby driving 

sales growth and customer loyalty [24]." This 

strategic perspective treats CRM not merely 

as software but as a comprehensive 

philosophy centered on customer value. 

Another common perspective sees CRM 

primarily as a technological tool. CRM is a 

system that manages all of a company’s 

relationships and interactions with current 

and potential customers, aimed at improving 

business relationships [25]. In this view, 

CRM involves modern software platforms 

that enable data tracking, automated 

workflows, and analytics to support 

customer engagement. 

A third view emphasizes CRM as an 

organizational capability, particularly in 

managing sales and post-sales processes. In 

the Vietnamese context, CRM as a 

standardized selling process involving four 

key stages: approach – consult – close – 

after-sales care [26]. These interpretations 

reflect CRM as a practical management 

process that strengthens customer retention. 

These complementary perspectives strategic, 

technological, and organizational provide a 

comprehensive foundation for analyzing 

how CRM implementation can enhance 

logistics service delivery. 

Customer Relationship Management (CRM) 

is understood as a strategic approach that 

integrates people, processes, and technology 

to manage a company's interactions with 

current and potential customers. CRM goes 

beyond software it is a customer-centered 

philosophy aiming to build long-term 

relationships, increase satisfaction, and 

enhance business performance [27] [28]. 

Based on these theoretical and practical 

foundations, this study conceptualizes CRM 

as a strategic system comprising four core 

dimensions: 

1. Key Customer Focus: The capability of 

identifying and prioritizing high-value 

customers to deliver tailored services and 

support. This dimension reflects the 

firm's ability to understand, segment, and 

serve strategic customers [29] [30]. 

2. Knowledge Management: The ability to 

systematically collect, store, analyze, and 

use customer data to enhance service 

personalization and improve decision-

making [31]. 

3. CRM Organization: The establishment 

of a formal CRM structure with clear 

roles, standardized processes, and cross-

functional coordination to implement 

customer relationship strategies 

effectively [32] [33]. 

4. Technology-Based CRM: The use of 

digital platforms, including CRM 

software, AI, data analytics, and 

automation tools, to support customer 

interactions and service delivery [34] 

[35]. 

Thus, in this study, CRM is defined as an 

integrated strategic system that combines 

people, technology, and processes through 

four components mentioned above, aiming to 
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enhance logistics service quality in road 

transport companies. 

 

Logistics service quality (LSQ) 

Logistics service quality (LSQ) is 

increasingly recognized as a key factor in 

achieving customer satisfaction, enhancing 

competitive advantage, and maintaining 

long-term relationships in the supply chain. 

It refers to the overall ability of logistics 

service providers to meet customer 

expectations through efficient, reliable, and 

value-adding service processes [36]. While 

early definitions of LSQ focused on 

operational metrics such as delivery speed 

and order accuracy [37], recent studies have 

emphasized the importance of customer 

perceptions, including responsiveness, 

flexibility, and communication effectiveness 

[38]. 

In emerging markets such as Vietnam, where 

logistics infrastructure and management 

practices are still developing, LSQ is a key 

differentiator for firms, especially in road 

transport services. Providing consistent and 

reliable logistics services is essential to retain 

customers and build trust [39]. Furthermore, 

higher logistics service quality is associated 

with improved customer loyalty, reduced 

operational risk, and better firm performance 

in both B2B and B2C contexts [40] [41]. 

In the scope of this study, Logistics service 

quality is defined as the extent to which the 

Logistics services provided by the enterprise 

meet the needs and satisfy customers, 

including intangible factors such as service 

attitude, problem handling ability, etc., and 

tangible factors such as: facilities, 

management processes, business operations, 

delivery time, etc. 

 

Logistics Service in Road Transport 

Companies 

In the context of road transport enterprises, 

logistics services primarily involve the 

planning, coordination, and execution of 

freight movement from origin to destination. 

Logistics encompasses the strategic 

management of procurement, transportation, 

and storage to achieve cost-effective and 

timely delivery [42]. This definition is 

particularly relevant to road freight firms, 

which often act as second-party logistics 

(2PL) providers—offering transportation 

services without full integration into clients' 

supply chains [43] [44]. 

Road transport logistics services are 

characterized by their operational flexibility, 

last-mile connectivity, and responsiveness to 

diverse delivery requirements [45]. In 

Vietnam, road freight plays a dominant role 

in domestic logistics, especially in urban 

hubs like Hanoi, where over 35% of Northern 

freight activities are concentrated [46]. 

However, these firms often operate 

independently from other logistics functions 

such as warehousing, customs, and inventory 

control, which are more typical of third-party 

logistics (3PL) providers. 

Given this context, logistics service quality 

(LSQ) in road transport companies hinges on 

factors such as delivery timeliness, cargo 

condition, driver communication, and 

vehicle reliability [47][48]. These attributes 

align with the SERVQUAL dimensions 

particularly responsiveness and reliability 

and highlight the importance of CRM as a 

strategic tool to enhance client satisfaction 

and service consistency in fragmented 

service environments [49]. 

 

Hypothesis development 

In today’s competitive and customer-

oriented business environment, Customer 

Relationship Management (CRM) is 

increasingly recognized as a key strategic 

lever for enhancing service quality and 

fostering long-term customer loyalty. 

According to the Resource-Based View 

(RBV), internal capabilities such as CRM if 

they are valuable, rare, inimitable, and non-

substitutable can serve as sources of 

sustainable competitive advantage [50]. 

Meanwhile, the Service-Dominant Logic 

(SDL) posits that value is co-created between 

the firm and the customer through active 

engagement and reciprocal service processes 

[51]. 

Building upon these theoretical 

underpinnings and empirical insights from 
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prior research, the following hypotheses are 

proposed to examine the relationship 

between CRM dimensions and logistics 

service quality in the context of road 

transport companies. 

 

CRM Key Customer Focused and Logistics 

Service Quality 

CRM key Customer Focused reflects a firm’s 

commitment to identifying and prioritizing 

high-value clients and tailoring services to 

meet their specific needs. Customer 

segmentation and customized service 

delivery enhance customer satisfaction and 

retention [52]. In service-intensive industries 

such as logistics, focusing on key clients 

enables more accurate, consistent, and 

efficient service fulfillment [53]. 

Effective customer prioritization is crucial 

for managing customer life cycles and 

aligning resource allocation [54]. This 

practice improves customer responsiveness 

and reliability core components of logistics 

service quality. From the synthesis of 

theoretical and empirical evidence, this study 

proposes the hypothesis: 

H1: CRM Key Customer Focused has a 

positive impact on logistics service quality. 

 

CRM Knowledge Management and 

Logistics Service Quality 

CRM Knowledge Management involves the 

systematic collection, analysis, and 

utilization of customer information to 

enhance service effectiveness. The 

importance of knowledge as a strategic asset, 

particularly in dynamic service environments 

[55]. 

Customer knowledge management as a pillar 

of successful CRM implementation [56]. By 

understanding customer behavior, 

preferences, and feedback, firms can develop 

more personalized and responsive services. 

Effective knowledge management 

significantly improves service 

responsiveness, reliability, and customer 

satisfaction in the hospitality sector [57]. On 

this basis, the study proposes the hypothesis: 

H2: CRM Knowledge Management has a 

positive impact on logistics service qality. 

CRM Organization and Logistics Service 

Quality 

CRM Organization refers to the internal 

structure, roles, and coordination 

mechanisms established to implement CRM 

strategies. Well-structured CRM teams and 

processes foster operational consistency, 

communication efficiency, and better 

customer experiences [58]. 

While some studies caution that rigid 

structures may reduce flexibility [59], others 

suggest that appropriately designed CRM 

organizations enhance service reliability, 

coordination, and response time [60]. In 

logistics, where time and accuracy are 

paramount, an efficient CRM organization 

contributes to smoother service delivery and 

issue resolution. Relational capital and 

internal organizational alignment have also 

been shown to significantly impact 

collaborative innovation and service delivery 

effectiveness [61]. From the above 

arguments, the study proposes the 

hypothesis: 

H3: CRM Organization has a positive impact 

on logistics service quality. 

 

CRM based Technology and Logistics 

Service Quality 

CRM based Technology encompasses the 

use of digital platforms, CRM software, data 

analytics, and automation tools to support 

customer interaction and service 

management. Technology enables real-time 

communication, efficient data tracking, and 

service consistency [62].  

Technology adoption in CRM enhances 

transparency, service personalization, and 

operational efficiency [63][64]. In logistics, 

advanced CRM systems facilitate route 

optimization, order tracking, and prompt 

customer feedback, thus strengthening key 

dimensions of service quality such as 

responsiveness, reliability, and tangibility. 

Therefore, the study proposes the hypothesis: 

H4: CRM based Technology has a positive 

impact on logistics service quality. 

Based on these Hypotheses, we propose the 

theoretical model as shown in Figure.1 
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Figure 1: Theoretical model 

 

 

MATERIALS & METHODS 

Measurement model 

All observed variables in this study were 

measured using a 5-point Likert scale, with 

response levels ranging from 1 (Strongly 

Disagree) to 5 (Strongly Agree). The 

measurement scales were developed based 

on relevant theoretical foundations and prior 

studies, and subsequently refined through 

qualitative research and expert consultation. 

The independent variables include four 

constructs: CRM Focus on Key Customers 

(KCF), measured by 5 items; CRM 

Knowledge Management (KLM), measured 

by 4 items; CRM Organization (ORG), 

measured by 5 items; and CRM Based 

Technology (CBT), measured by 4 items. 

These measurement items were adopted from 

the studies [65] [66] [67]. 

Finally, Logistics Service Quality (LSQ) is 

the dependent variable, consisting of 5 items 

adapted from the SERVQUAL model 

developed by [68] and modified to fit the 

logistics context by [69]. Similarly, empirical 

studies conducted in Southeast Asia have 

shown that cognitive proximity and supplier 

collaboration can enhance service 

effectiveness and innovation through 

improved knowledge sharing [70] [71] 

 

Data 

Primary data were obtained via a structured 

questionnaire distributed to 150 road 

transport logistics firms operating in Hanoi, 

with 142 valid responses used for analysis. 

Firms were selected based on their active 

CRM deployment, with over 55% having 

implemented CRM strategies for more than 

three years. The respondent firms were 

mainly SMEs with fewer than 200 

employees, consistent with Vietnam’s 

logistics industry structure. 

The survey instrument, designed in 

Vietnamese, was piloted with industry 

professionals for clarity and relevance. All 

items used a five-point Likert scale (1 = 

strongly disagree to 5 = strongly agree). 

Confidentiality and voluntary participation 

were ensured throughout the data collection 

process. The demographic profile and 

implementation maturity of the sample 

enhance the validity and generalizability of 

the results. 

 

RESULT 

 
Table I: Characteristics of Respondent Firms 

Criteria 
Frequency 

Percentage 

(%) 

Years of Operation 

Under 3 years 11 7.7 

3 to under 5 years 61 43.0 

5 to under 10 years 55 38.7 

10 years or more 15 10.6 

Number of Employees 

Under 50 49 34.5 

50 to under 100 50 35.2 

100 to under 200 36 25.4 

200 or more 7 4.9 

CRM Implementation Period 

Under 1 year 18 12.7 

1 to under 3 years 45 31.7 

3 years or more 79 55.6 

 

The descriptive statistics (Table I) offer a 

contextual overview of the 142 road logistics 

firms in Hanoi surveyed in this study. A 

majority (81.7%) had operated for more than 

3 years, with 10.6% exceeding 10 years of 

experience, indicating a relatively mature 

sector. In terms of human resources, 69.9% 

employed between 50 and 200 staff, 

reflecting the dominance of small to mid-

sized enterprises. Importantly, 55.6% of 

firms had adopted CRM for over three years, 

suggesting a meaningful level of integration 

of CRM practices. 
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Statistic result 

These statistics confirm that the sample 

comprises firms with sufficient operational 

and CRM experience to provide meaningful 

insights on CRM’s impact. Table I presents 

descriptive statistical results. 

 

Measurement model testing 

Cronbach’s Alpha  

According to the analysis results (Table II), 

all measurement scales of the constructs had 

Cronbach’s Alpha values greater than 0.8, 

which indicates a high level of internal 

consistency. The corrected item-total 

correlation coefficients for all observed 

variables were greater than 0.3. Additionally, 

the Cronbach’s Alpha values for each scale 

did not increase when any observed variable 

was removed. Therefore, all observed 

variables in the model meet the reliability 

requirements, and the measurement scales 

accurately reflect the meanings of the 

respective constructs. 

 

 
Table II: Cronbach’s Alpha Reliability Test Results 

Construct & Items Cronbach’s 

Alpha 

Corrected Item-Total 

Correlation 

Alpha if Item Deleted 

Scale: CRM Focus on Key 

Customers (KCF) 

0.928 
  

KCF1 
 

0.775 0.920 

KCF2 
 

0.814 0.912 

KCF3 
 

0.847 0.906 

KCF4 
 

0.807 0.913 

KCF5 
 

0.822 0.910 

Scale: CRM Knowledge 

Management (KLM) 

0.924 
  

KLM1 
 

0.821 0.902 

KLM2 
 

0.839 0.895 

KLM3 
 

0.813 0.904 

KLM4 
 

0.823 0.902 

Scale: CRM Organization (ORG) 0.934 
  

ORG1 
 

0.825 0.919 

ORG2 
 

0.838 0.917 

ORG3 
 

0.872 0.910 

ORG4 
 

0.812 0.921 

ORG5 
 

0.782 0.927 

Scale: Technology-Based CRM 

(CBT) 

0.926 
  

CBT1 
 

0.818 0.907 

CBT2 
 

0.863 0.893 

CBT3 
 

0.807 0.911 

CBT4 
 

0.834 0.903 

Scale: Logistics Service Quality 

(LSQ) 

0.910 
  

LSQ1 
 

0.756 0.894 

LSQ1 
 

0.844 0.875 

LSQ1 
 

0.801 0.884 

LSQ1 
 

0.700 0.904 

LSQ1 
 

0.768 0.891 

 

Exploratory factor analysis 

The results of the EFA for the group of 

independent variables show that the KMO 

coefficient reached 0.883 and Bartlett’s Test 

of Sphericity had a significance level of 

0.000, indicating that the data is highly 

suitable for factor analysis (Table III). For 

the dependent variable group, the KMO 

coefficient was 0.880, with a significance 

level of 0.000, and the total variance 

explained was 73.711%. Five observed 

variables converged into a single factor 
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representing logistics service quality (LSQ) 

(Tables III and IV). 

 
Table III: EFA Results – Independent Variables 

Measure Value 

Independent Variables 

KMO Measure 0.883 

Bartlett's Test of Sphericity (Sig.) 0.000 

Dependent Variable 

KMO Measure 0.880 

Bartlett's Test of Sphericity (Sig.) 0.000 

 
Table IV: Factor Extraction – Dependent 

Variable (LSQ) 

Variable Factor Loading 

LSQ2 0.906 

LSQ3 0.879 

LSQ5 0.854 

LSQ1 0.846 

LSQ4 0.804 

Eigenvalue 3.868 

Total Variance Explained (%) 73.711 

 

Pearson Correlation Coefficients 

All Pearson correlation coefficients between 

the dependent variable (CLDV) and the 

independent variables had a significance 

level of 0.000, indicating statistically 

significant positive correlations. 

Specifically, the correlation coefficient 

between LSQ and KCF was 0.440; with 

KLM was 0.578; with ORG was 0.594; and 

with CBT was 0.559. The independent 

variables were also correlated with one 

another; however, this is not sufficient to 

conclude the existence of multicollinearity, 

and this was further verified using VIF 

values in the regression analysis. (Table V) 

 
Table V: Pearson Correlation Coefficients  

LSQ KCF KLM ORG CBT 

LSQ 1 0.440 0.578 0.594 0.559 

KCF 0.440 1 0.297 0.272 0.250 

KLM 0.578 0.297 1 0.362 0.366 

ORG 0.594 0.272 0.362 1 0.446 

CBT 0.559 0.250 0.366 0.446 1 

(All correlations significant at Sig. = 0.000) 

 

Confirmatory Factor Analysis 

The results of Cronbach's alpha, Composite 

Multiple linear regression was employed to 

test the four research hypotheses (H1–H4) 

regarding the relationship between CRM 

constructs and logistics service quality. The 

results of the analysis indicate that the model 

is statistically significant, with the F-test 

significance level at 0.000 and an adjusted R-

squared value of 0.585, demonstrating that 

the CRM variables explained 58.5% of the 

variance in service quality (Table VI). 

 
Table VI: OLS Regression Summary 

Indicator Value 

Sig. of F-test (ANOVA) 0.000 

Adjusted R-squared 0.585 

Durbin-Watson 1.941 

 

According to the results (Table VII), all four 

independent variables were statistically 

significant at the 5% level. Specifically, the 

CRM construct focusing on key customers 

(KCF) had a standardized regression 

coefficient β = 0.199 with Sig. = 0.001; the 

knowledge management construct (KLM) 

had β = 0.312 with Sig. = 0.000; the CRM 

organization construct (ORGL) had β = 

0.313 with Sig. = 0.000; and the technology-

based CRM construct (CBT) had β = 0.256 

with Sig. = 0.000. Furthermore, the variance 

inflation factors (VIFs) for all four variables 

were below 2 (ranging from 1.147 to 1.349), 

indicating that multicollinearity was not 

present in the model. 

Based on the standardized regression 

coefficients, the level of influence of the 

factors is ranked in descending order as 

follows: CRM organization (ORG) had the 

strongest impact with β = 0.313, followed by 

CRM knowledge management (KLM) with β 

= 0.312, then technology-based CRM (CBT) 

with β = 0.256, and finally CRM focus on 

key customers (KCF) with β = 0.199. All 

coefficients were positive, indicating that the 

CRM factors had a direct positive effect on 

logistics service quality. 

Therefore, all four research hypotheses were 

accepted at the 5% significance level, 

confirming that the components of CRM 

strategy contribute positively to enhancing 

the logistics service quality of road transport 

enterprises in Hanoi.
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Table VII: Regression Results and Impact of CRM Factors on Logistics Service Quality 

Independent 

Variable 

Standardized 

Beta 

Sig.  VIF Impact 

Direction 

Impact 

Level 

Decision 

KCF 0.199 0.001 1.147 + IV Accepted 

KLM 0.312 0.000 1.272 + II Accepted 

ORG 0.313 0.000 1.349 + I Accepted 

CBT 0.256 0.000 1.342 + III Accepted 

 

DISCUSSION 

Discussion of Findings 

This study provides empirical insights into 

the influence of Customer Relationship 

Management (CRM) on logistics service 

quality in the context of road transport 

enterprises in Hanoi. Based on the results of 

multiple linear regression analysis, all four 

CRM components—CRM organization, 

knowledge management, technology 

utilization, and key customer focus—were 

found to exert a significant and positive 

impact on logistics service quality. Among 

these, CRM organization (β = 0.313) and 

knowledge management (β = 0.312) emerged 

as the most influential factors, underscoring 

the central role of organizational structure 

and knowledge capability in driving service 

performance improvements. 

The impact of CRM organization reflects the 

importance of clearly defined internal 

processes, enhanced cross-departmental 

communication, and prompt customer 

response mechanisms. Knowledge 

management, on the other hand, serves as the 

foundation for collecting, storing, and 

leveraging customer data to personalize 

services and enhance customer experiences. 

While the role of technology (β = 0.256) is 

somewhat less prominent, it remains 

essential in enabling CRM systems to 

automate and process information 

efficiently. The customer-centric CRM 

component (β = 0.199) affirms that 

prioritizing strategic customer segments 

enhances service customization and long-

term loyalty. 

These findings confirm that CRM practices, 

when effectively deployed, significantly 

contribute to service responsiveness, 

reliability, and overall customer 

satisfaction—key metrics of logistics service 

quality. The evidence aligns with prior 

studies asserting the performance-enhancing 

role of CRM in emerging economies, 

particularly within sectors experiencing 

digital and service transformation. 

 

Theoretical Implications 

Theoretically, this research contributes to 

extending the Resource-Based View (RBV) 

in the logistics service context by 

conceptualizing CRM as a composite of 

valuable, rare, inimitable, and non-

substitutable organizational resources. The 

study reinforces the argument that strategic 

deployment of CRM enables firms to 

develop dynamic capabilities—especially in 

organizing knowledge and responding 

effectively to customer demands—that 

enhance service quality. 

Moreover, the findings refine existing CRM-

service quality models by emphasizing the 

need to differentiate between the operational 

and strategic roles of CRM elements. In 

particular, while technology and information 

systems are critical enablers, it is the 

organizational and knowledge-driven 

dimensions of CRM that yield the most 

substantial effects on service performance. 

These distinctions are particularly relevant in 

the context of emerging markets, where 

resource constraints and institutional 

variability may affect CRM adoption and 

implementation differently than in developed 

economies. This aligns with recent findings 

in supply chain literature emphasizing the 

importance of supply chain integration and 

innovation speed in achieving superior 

performance under uncertainty [72]. 

 

Managerial Implications 

From a managerial standpoint, the results of 

this study offer practical guidance for 

logistics enterprises aiming to enhance their 

service quality through CRM initiatives. 
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Business leaders should prioritize the 

development of structured CRM 

organizations with clearly defined roles, 

responsibilities, and workflows to improve 

internal alignment and customer 

responsiveness. Furthermore, cultivating a 

culture of knowledge management is 

essential for capturing customer insights, 

sharing best practices, and facilitating real-

time service customization. 

Investments in CRM technologies should be 

strategically aligned with organizational 

capabilities to support automation, data 

integration, and customer interaction. 

However, firms should avoid an overreliance 

on technological solutions alone. Instead, 

managerial focus should be directed toward 

building customer-centric strategies that 

recognize and respond to the preferences and 

needs of high-value customer segments. 

In sum, a balanced CRM implementation that 

integrates people, processes, and 

technologies is key to achieving consistent 

service excellence in logistics operations. 

 

Limitations and Future Research 

Directions 

Despite its contributions, this study has 

several limitations. First, the sample is 

geographically limited to road transport 

firms in Hanoi, which may constrain the 

generalizability of the findings to other 

logistics modalities or regions. Future 

research should broaden the scope to include 

a more diverse sample of logistics providers, 

including maritime, rail, and warehouse 

services. 

Second, the study focuses exclusively on 

four CRM components. Additional 

dimensions such as employee engagement, 

customer feedback mechanisms, or CRM 

analytics capabilities could further enrich the 

analytical framework.  

Finally, the study does not examine 

mediating or moderating variables, such as 

customer satisfaction, loyalty, or digital 

readiness. Future studies should explore 

these mechanisms to better understand the 

pathways through which CRM drives service 

performance. 

CONCLUSION 

This study highlights the strategic role of 

Customer Relationship Management (CRM) 

in improving logistics service quality, with a 

focus on road transport companies in Hanoi. 

By examining CRM through four key 

dimensions—key customer focus, customer 

knowledge management, CRM organization, 

and technology-based CRM—the findings 

confirm that a comprehensive CRM 

approach positively influences critical 

aspects of service quality, including 

reliability, responsiveness, and empathy. 

Grounded in the Resource-Based View and 

Service-Dominant Logic, the results position 

CRM as a strategic capability that enables 

firms to co-create value with customers and 

adapt to evolving service expectations. In the 

Vietnamese logistics sector, this study fills a 

theoretical gap and offers practical insights 

for firms seeking to enhance customer 

satisfaction and performance. Managers are 

encouraged to invest in CRM systems and 

align internal processes with relationship-

building strategies. Future research could 

explore CRM’s long-term impact or extend 

its application across broader logistics and 

supply chain contexts. Overall, this study 

reinforces the essential role of CRM in 

enhancing logistics service quality for 

businesses in general and road transport 

companies in particular. 
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