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ABSTRACT

The purpose of this research were to study the correlation and effect of
contemporary customer relation management affecting marketing performance of the
car dealership in the Northeast. The instrument was a questionnaire. The sample group
consisted of 127 car dealership executives in the Northeast. The statistics used in
analysis were multiple correlation analysis and multiple regression analysis. The
findings found that relationship building with customers and customer tracking with
technology had positive correlation and impact on the marketing performance.

Therefore, the executives should focus on contemporary customer relation
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management especially in aspect of relationship building with customers and customer
tracking with technology in order to build and develop relations with the customers
constantly while relation helped to develop needs of business and customers. So, if
the customers open their mind to accept the quality of product and service, business

will continuously maintain old effective customers.

Keyword: contemporary customer relation management, marketing performance,

car dealership
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