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ABSTRACT

Since the recession happened during the past years, the government is excepted to bemuch daring and resolute to propose the

economic policy and indicate key developingindustries. To pro-act the challege of key items of 2008’s national developing key

proposal,the Ministry of Economic Affairs drew up “Two Stars, Two Trillions” developing plan toclearly indicate the Taiwan’s

conpentency, updated developing industrial policy, productivestrategies and actions. This plan will speed up the upgrading of

Taiwan industries andreinforce the competitiveness of Taiwan. Two trillions are industries of semiconductor and photo display, and

two stars are industries of digital content and biotechnology.In order to promote the international competitiveness of Taiwan

industries, and to implement the vision of continuous management of enterprise, hereafter, the purposes of this study are raised as

follows: 1. To research and experiment that the marketing strategies. will influence the customer relationship management. 2. To

research and experiment that the marketing strategies will influence the organizational performance. 3. To research and experiment

that the customer relationship management..will influence the organizational performance. 4. To research and experiment that the

relationships between organizational performance and marketing strategy, customer relationship management. This study Utilizing

SPSS10.1, the means, factor analysis,cluster analysis, ANOVA, MANOVA, regression, Pearson statistics were conducted. The

empirical results are listed below: 1. The the marketing strategies significantly influences the customer relationship management.The

more the implements of the marketing strategies is emphasized, the more the performance of the customer relationship management

is better. 2. The marketing strategies significantly influences the the organizational performanc. The more the operations of the

marketing strategy is seriously concerned, the more the performance of the organizational performanc is better. 3. The customer

relationship management significantly influences the organizational performance.The more the operations of the customer

relationship management is emphasized, the more the assessment of the organizational performance is better. 4. There are positive

relationships among marketing strategies, customer relationship management and organizational performance.Reserching the

organizational performance, it should be adoptted and combined with marketing strategies and customer relationship management

at the same time, then it could raise the organizational performance.
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