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ABSTRACT

As environmental protection and sustainable development are generally valued in the world, many countries have promoted green

related issues and actions, and Taiwan is no exception. For a country, advocacy of green concept can enhance quality of the nation.

For a business, green image is consistent with the current trend of environmental protection and can enhance business image.

Customer relationship management and business image are closely related. Environment protection is an important issue, and cloud

service is one of the methods for reducing environmental pollution. Thus, whether a business can strengthen its closeness with

customers and create a triple-win situation for profits, environmental protection and customers through green image of products and

cloud service techniques are worth investigating. This study uses green product manufacturers in Taiwan to discuss the relations

between customer relationship management, cloud service and marketing performance. The results of empirical research indicate:

1.Promotion of customer relationship management can increase marketing performance. 2.Customer relationship management has

positive effect on cloud service. 3.Use of cloud service can increase marketing performance. 4.Cloud service has intermediary effects

on customer relationship management toward marketing performance.
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