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Abstract |, today world, the necessity of continuing activities and maintaining the competitive advantage is
attention to customers that due to their direct relationship with organization actions are valuable source
for opportunities, threats and operational questions related to the industry. This study aims to investigate
the effect of customer relationship management (CRM) on the performance of small and medium size
enterprises (SMEs). Statistical population of this study is managers active in industrial park in Mashhad.
Statistical sample of this research is 105 managers who were selected randomly from among the
managers of industrial park located in this city. Library method was used for gathering data. In this
research, survey method and questionnaire were used to identify the effect among variables and data
analysis was done by AMOS18 and SPS5519 software. Results showed that CRM has significant effect on
the performance of enterprises. Technology is a key factor which influences SMEs and leads to superiority
on competitors. Besides, for achieving more desired performance, enterprises should pay attention to
market and customers.
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1. Introduction

In past, customers expected on-time delivery, good quality, cheap product and after-sale services
from producers. Trade was based on the relationship and intermediaries were powerful in the distribution
chain but nowadays, organizations act in the dynamic and complex environments, the competition among
organizations has increased, products life-cycle are reduced and life-cycle of organizations decline rapidly
(Mehrabi et al., 2010).

In many cases, products with similar qualities are produced by producers and this is the customer
which decides to buy (Kotler & Armstrong, 2004). Attitude of companies is toward increasing the
satisfaction of customer and high profit due to expansion and increase in the competitive space. With
transition from traditional economy and intensifying competition in new dimensions, customer is the main
axis of activities of organization such that from competitive view, survival of organizations depends on
identifying and attracting new customers and maintains existing customers (Elahi et al., 2005). Yunja et al.
research (2004) shows that costs of attracting new customers is five times of maintaining existing
customers. This means that instead of distinguishing products, organizations should identify their
customers and shift toward emphasis on the increasing the share of customer. Regarding 20/80 rule,

*. Corresponding author



mailto:Amir.Mozaheb@icloud.com
mailto:Smaalamolhoda@yahoo.com
mailto:M.Fotoohi90@yahoo.com

International Journal of Academic Research in Accounting, Finance and Management Sciences
Vol. 5 (2), pp. 42-52, © 2015 HRMARS

customers are shard in 80% of organization’ sale. This shows the necessity of maintaining long-term
relationship with profitable customers in order to maximize the profit (Alejandra, 2007).

In recent years, by increasing the expectations of customers, CRM is considered as an inevitable
necessity for success of business. There is great dependence between seller and buyer hat customers
expect to have their products and companies need technology by which they can create new innovations
for improving and attracting customers. This research studies the effects of CRM on the performance of
SMEs that attention to it improves the performance of industries. Be developing enterprises and increasing
communications, companies consider CRM as undeniable necessity. Therefore, in this research, we try to
answer this question that what is the effect of CRM on the performance of SMEs in export.

1.1. Research Purposes

Benefits of CRM and its effects on the industries and companies were studied (Buttle 2004, Egan
2008). Regarding the vital role of CRM in performance of target industries, this research seeks these
purposes:

1. Creating a relational model based on the relationship between CRM and performance of SMEs;

2. Studying the correlation between CRM and performance of SMEs;

3. Studying the effect between CRM and performance of SMEs.

In this research, definition of SMEs is based on the European Union that defines these companies
with less than 50 jobs. Results of this research can help these industries to identify CRM and evaluate their
effects on the performance of companies.

2. Literature review

CRM as a new concept was emerged in the middle of 1990s. Although CRM is an important
discussions in recent years, but there is no shared definition for it. Some definitions of CRM from expert’s
view are presented in able (1).

Table 1. Definition of CRM from different point of view

CRM Researchers

It is the process of mixing processes and technologies related to the customer Kodwel, 1998

It is the method of using software and technology for automatic management and improving

. Greenberg, 2001
the operation

Organizational approach is for understanding behavior of customer to attract the customer Suifder, 2001

It is better service to customers in all organizational level Dodes, 2001

It is the information that helps companies to understand the needs of customers and evaluate

their behavior against operational processes STl e

It is the general process of preserving profitable customers Payne, 2004
It is a method which provides a solid, integrated and coherent view of customers Karakostas, 2005
Integration of sale, marketing and services’ strategies and preventing 1D view about customers Ngai, 2005

CRM is the business strategy focused on the customer that increases the loyalty and satisfaction of
customer by presenting him the personalized services and some know it as a managerial approach which
includes identifying, attracting, developing and maintaining the successful relationship with customer in
order to increase profitability. Research showed that 5% increase in preserving the customer will lead to
95% increase in the value for organization (Greenberg, 2002). CRM is a strategic necessity for all
organizations because its effective implementation increases the satisfaction of customer, loyalty and
attraction and more sale and buy (Wu et al.,, 2007). General process of developing and maintain the
profitable communication with customer is by delivery or presenting a higher value to customer and
achieving his satisfaction (Kotler, 2004). Gamson (2002) considers CRM as a necessary rule for those
organizations that need development and growth that in this regard, identifying the key dimensions of CRM
is very important (Payne and Frow, 2004). Regarding the widespread studies in CRM, there is numerous
classifications that some of the most important of them are presented below:
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Table 2. Factors related to the CRM

Researchers Classification of factors related to CRM
Berson et al. (1999) Operation, analysis, interaction
Swift (2001) Data gathering, storage, summarizing, display and application
Amrit (2001) Understanding the behavior of customers based on multiple view
Ming & Chen (2002) Internet support, customer support and market support
Lindgreen (2004) Organizational structure, knowledge management, value creation strategy, information
technology, culture, individuals, process, interaction with customer
Zablah et al. (2004) Philosophy, capacity and technology
Chen, Q., Chen, H (2004) | Excellent leadership, internal market, management knowledge and IT business

2.1. Enterprise performance

Performance of SMEs is a widespread concept which shows the final results of operational activities
of an organization (Salzlgi, 1984). Evans (1996) suggests that evaluating the performance of enterprises is a
key factor for company that helps it to manage its resources and controls them effectively. Besides,
organizational performance shows hat how an organization reaches to mission and targets. Organizational
performance indicates beginning from a certain position and reaching to a target that may include some
target points including market share, sale volume, motivation, customer satisfaction and quality level
(Boisort, 2006) and it is indicators of evaluating the level of success (Ducket & Stew, 1993).

2.2. Performance measurement

Venkatraman (1986) proposed three views for performance evaluation:

1. Financial performance which includes achieving profit.

2. Company performance which is a set of financial and operational performances which includes
market share.

3. Organization performance includes two above views and resolving conflict between them.

Barney (2000) divided enterprise performance measurement into four groups: company survival,
shareholder interest, simple accounting indicator and accounting index after regulation. Balanced score
card (BSC) is a performance measurement method that is introduced by Kaplan and Norton (2004) which
considers financial and non-financial aspects and divided it into four views financial, customer, internal
process, learning and growth. Balanced Scorecard evaluates financial, non-financial and reasoned views, in
addition to financial views (Pinon, 2002).

2.3. Customer

Customers are the best asset of an organization and regarding modern competitive world; customer
orientation in organizations has certain importance and leads managers to understand the importance of
CRM in organization (Greenberg, 2002). Organization strategy focuses on he manner of attracting
customers and maintaining and developing communication with existing customers and research is the
purpose of CRM which requires identification of customers and only those customers should be considered
than their behavior is effective (Richardo, 2006). In other words, effectiveness of CRM is based on the
analysis of customer segmentation that in order to developing effective attraction strategies, it needs
comprehensive understanding of needs, behavior and profiles of different groups of customers (Mosad,
2006). Customer satisfaction is generally described as meeting the expectations of individual (Oliver, 1980).
Customer satisfaction is the feeling or attitude of a customer to a product or service after is use. Loveluck et
al. (2003) sated the satisfaction of customer as perceived service based on required service.

Hypothesis 1: Customer support is effective on the SMEs performance.

Traditional marketing strategies were focus on the concept of 4 Ps: price, product, place and
promotion in order to increase the market share and their initial attention are increasing the volume of
exchange between seller and buyer. In this regard, sale volume is a measure of strategies’ performance and
marketing techniques. But CRM is a business strategy which is beyond increase in the volume of the
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exchange and its purpose is increasing profitability, income and customer satisfaction that organizations
use widespread tools and approaches and methods for achieving this goal (Elahi and Hiedari, 2005).

Hypothesis 2: market support is effective on the performance of enterprises.

2.4. Technology

In many business relations, technology is the origin of new ways of doing work such that most
companies seek to conform themselves with these technologies. What is considered in the CRM is that
company’s do not begging from zero. All these companies have general information of customers and this
information is in separate information. One of the major challenges that companies face it is need for
integration of systems to be able to use existing information in relation with customers (Peppar, 2000).
Technology has powerful role in the establishment of CRM (Das, 2004) and let the companies to more
customize and provide more service with less cost and high profit for companies (Linderin, 2004; Sin et al.,
2005). Therefore, technology is a key factor in implementing of this strategy (Hansonia 2002; Mandz et al.,
2007).

3. Research conceptual model

Conceptual model as starting point and basis for studies and researches that specifies the variables
and their relations (Kernel, 2005). In this research, variables related to CRM are drawn from table (1) and
business performance is a combination of balanced scorecard (BSC) and Venkaterman (1986). In this
research, three variables were selected as effective variables on the performance of industries that each of
them are measured by questionnaire.

Internal process

/ Customer

Customer support ‘

Technology }\5 CRM ey | SMEEs —“é Innovation \v
Ne— \
|
/ \ Financial ’
Market support J
Learning l

Figure 1. Research conceptual model

4. Research methodology

This research is applied in terms of purpose and descriptive-survey in terms of method and nature. In
this research, for measuring the reliability of the questionnaires, first standard questionnaires were used
and after appropriate correction, it was delivered to the experts and practitioners and managers and then
revisions in questionnaires were done. In this research, reliability of questionnaire was measured using
Cronbach alpha which is shown in table 4.

4.1. Statistical population and research sample

Regarding above-mentioned explanations about statistical population, and place and time of this
research, statistical population of this research are all managers in SMEs in Mashhad. The reason for
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selecting this people is that that they have tangible activity with customers and face challenges, bottlenecks
and existing realities.

There are different methods for determining he sample volume that mathematical methods are the
most accurate methods for calculating the sample size. If these variables were of interval scale and the
population sample was limited, below formula is used. In this relation, N is population volume (Momeni,
2007: 220).

Nx z* xa? 180 x 1.96* x.677° 100

n= =
g2 X(N-1)4+(z2 xo?) .1* x(180-1)+(1.96* x.677%) (1)

Based on the sample size, 105 questionnaires were distributed between managers and practitioners.
It should be mentioned that among distributed questionnaires, 100 questionnaires were returned that only
98 questionnaires were suitable for data analysis.

4.2. Data gathering tool

Three procedures were used for data gathering.

A. Library method: in this study, researcher has used library resources like books, internet and
similar research to gather data about theoretical foundation and literature review.

B. Search by electronic resource: in order to become aware of studies in other parts of the world
and achieving research findings, scientific articles and information exchange and email were used.

C. Field study: because this is a descriptive research, the instrument was questionnaire. Field study
includes distribution and collection of questionnaires consisting of two parts demographic (age, size,
education and activity) and main body is measured as a measurement instrument that evaluates the
variables of the study and it is a combination of factors related to the CRM and SMEs which includes 35
guestions with Likert five-point scale.

4.3. Data analysis and findings

Questionnaire is the main data gathering tool. Using SPSS19 software, a measure was designed for
the research variables and data were analyzed. In order to study the relationship between variables,
correlation test was used. Results of correlation test are shown in following table.

Table 3. Correlation between variables

Variables Technology | Customer | Market | Financial | Customer | Growth & Internal SEM
support | support support learning process | performance

Support 1.000

Customer 0.697** 1.000

support

xzrpk;tt 0.755** | 0.920** | 1.000

Financial 0.792** | 0.746%* | 0.751** | 1.000

f:;;‘;':’ter 0.736** | 0.885** | 0.871** | 0.746** 1.000

E;ormtnhg& 0.730%* | 0.883** | 0.856** | 0.702** | 0.766** 1.000

Lr:toecrgi 0.715%* | 0.918** | 0.903** | 0.721** | 0.756** | 0.877** 1.000

SME % % * % * * % % % * % * %

Serformance | %807 0.927 0.944* | 0.863 0.948 0.947 0.948 1.000

** Correlation is significant at the 0.01 level.

Regarding above table, it can be said that all variables have significant relationship with each other in
the 99% confidence level and 1% error. Among independent variables. Market support has the highest
relationship with the SMEs performance as 0.944. Technology has the least relation (0.807) relationship
with dependent variable of research. In addition, all independent variables of the research (technology,
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customer support and market support) have significant relationship with the performance of SMEs
(innovation, financial, growth and learning, internal process and customer). An important point is that
among the customer support dimensions, the highest relationship (0.918) was with internal process and
lowest relationship with (0.730) between technology and growth and learning. Finally, it can be stated that
all independent research variable including technology, customer support and market support have
significant and positive (direct) relationship with SMEs.

4.4. Testing research hypothesis

Research hypotheses are”

1. Customer support has effect on the SMEs performance in export companies.

2. Market support has effect on the SMEs performance in the exporting companies.

3. Effect of technology on the SMEs performance has effect on exporting companies.
Following figure shows hypothesis testing.
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Figure 2. Initial model

Numbers of questionnaire items are confirmatory factor loading that for obtaining them, each
measurement model was implemented separately in the software and for each of them; significant factor
loading was implemented in the software which shows that how much that question has explained the
variable. Confirmatory factor loading indicates explanation of that variable with related question that
usually should be higher than 5% and significant; otherwise that question should be eliminated from next
testing (Fotiouhi Ardekani et al.,, 2013) because it has low explanation capability and confidence.
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Therefore, we eliminate the factor loading lower than 5%. Following tables show the items and factor
loading.

Regarding table 4, all questions related to the factor analysis are high and significant. As a result,
guestions have high capability for measuring the research variables and there is no need to eliminate them.
By eliminating the questions and required revisions, final model is as bellow:

Table 4. Results of confirmatory analysis and significance

Factor BT
Significance t Items Significance cenfirmato Items
load ry load
.920 Bl afena 951 Ad
730 B2 o Al 0935 A3
.O89 B3 afeee 938 A2
884 B4 035 Al
924 B5 A0 .708 AS
.003 Bo o A0 945 A9
.940 B7 sfvnse 971 A8
o LI 8006 B8 sfs e 972 AT
TR 846 B9 AR 947 A
ofe o 902 B10 TALE .745 Al3
ofunn 878 Bll ofe = 827 Al2
sfuee .895 B12 sfn e .785 All
923 B13 924 AlO
tfens 903 Bl14 i AL 80O Al4
afuna 204 BIR afn e 767 B15
937 B19 wfvnn 915 Blo
.939 B20 o LT 925 B17
.870 B21
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Figure 3. Final model and confirmatory load of hypothesis
Here, we should study the total indicators of model fitness to insure their suitability. Total fitness
indicators related to this model are in acceptable scope and show good fitness of data. Results are shown in
following table.

Table 5. Indicators and measurements of fitness for final model of first hypothesis

df CMNI CMNI/DF FMR IFI CFI TLI PNFI PCFI RMSEA
22 29.11 1.266 0.0.38 0.977 0.976 0.936 0.624 0.575 0.049

In this model, based on the p-value in above table, we can say that all fitness indicators related to
research hypothesis were in acceptable scope. As a result, we should consider significance of loadings and
model factors. Following table shows minor indicators.

Table 6. Minor indicators and paths of first hypothesis

Sig CR.  SE Estimate Path
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b 5.853 310 1.001 Business_performance o= crm
b 6.326 335 995 Market Suport L ] crm

.766 Techno i crm
bt 6.274 519 957 Custome_Suport D — crm

.801 Innovation <«— Business_performance
e e 8.784 118 .834 Finacial <« Business_performance
b 9.601 131 971 Customer <«€— Business_performance
E L 10.950 .148 954 Learning <€— Business_performance
S 9.797 121 967 Proscess <€— Business_performance

Results of above table indicate that all factor loadings have significant difference with zero.
Therefore, based on the results shown in above table, we can state the results of hypothesis testing:

First hypothesis: effect coefficient of customer support for the performance of SMEs is 0.95 and
because the p-value is lower than 0.05 and critical value is 6.24, it could be claimed that first hypothesis is
confirmed. As a result, customer support has direct effect on the SMEs performance in exporting
companies.

Second hypothesis: effect of market support on the SMEs performance is 0.9 and because the P is
lowers than 0.05 and critical value is 6.32, it can be claimed that second hypothesis is confirmed. As a
result, market support has positive effect on the performance of SMEs.

Third hypothesis: technology effect on the SMEs performance is 0.766 and because p-value is less
than 0.05, it can be claimed that third hypothesis is confirmed. As a result, technology has effect on the
SMEs performance in exporting companies.

5. Discussion and Conclusion

This research studies the effect of CRM on the SMEs that improves the performance of industries and
companies. By development and growth of communications, companies consider CRM as a deniable
necessity. Todays, there are high dependencies between seller and buyer that customers expect to have
their own products. And companies needs technology to create new innovations and attract customers. In
research of Seamen et al., they found strong relationship between CRM and market performance (Taherpor
& Taibi Toolo, 2010). While this research shows the low relationship between CRM and market
performance. In other words, results of this study show that companies and industries have low attention
to markets such that they should improve their performance with market analysis. During interviews and
guestionnaire review, it become clear that industries are not aware of their customers and this leads to
customer dissatisfaction. In order to solve the problem, it is suggested that companies and SMEs use
knowledge management tools for integrating customer information. Implementation of CRM software in
industries have significant role in the data gathering and analysis. As a result, if using CRM does not lead to
added value for customers and competitive advantage for industries, there is no result except wasting
resources. Regarding vital and key role of SMEs and customer-oriented approach in the organizations,
researchers can study the role of knowledge management and relationship marketing on the SME’s
performance and present suitable solution to improve it.

Suggestions based on the results:

1. Government and especially small industries can improve the SMEs performance by consultation,
conferences and programs related to CRM.

2. It is recommended that regarding presented models, they use suitable strategies and show their
purpose of marketing among the holders of companies and show that CRM will be the best alternative for
operations and procedures and it is compatible with norms and needs.

3. Managers of SMEs can increase the abilities of their employees in the information system such
that their employees become familiar with common information systems and acquire necessary skills for
improving the performance of these industries.
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4. SMEs should enhance their recognition of environment and customers in order to improve their
performance. For example, through customer segmentation and identifying interests and tastes and
predicting needs.

References

1. Amrit, T. (2001). The Essential Guide to Knowledge Management. E-Business and CRM
Application. Prentice Hall.

2. Alejandra Costa Aizcorbe, Universidad Andhuac, México (2007). Customer Relationship
Management (CRM) As An Innovative Element Of Direct Marketing And Its Impact On Market Performance,
International Business & Economics Research Journal — Volume 6, Number 5,pp.8

3. Barney, J.B. (2002). Gaining and Sustaining Competitive Advantage, 2nd ed. Pearson Education,
Inc., Upper Saddle River, NJ, pp. 20-73 and 149-157.

4. Berson, A., Smith, S.J., Thearling, K. (1999). Building Data Mining Applications for CRM. McGraw-
Hill, Columbus.

5. Boisvert, Hugues. (2006). "Building more Efficient Businesses", CMA, Error! Hyperlink reference
not valid..

6. Buttle, F., (2004). Customer Relationship Management — Concepts and Tools. Butterworth-
Heinemann, Oxford.

7. Chang, T.M., Liao, L.L., & Hsiao, W.F. (2005). An empirical study of the e-CRM performance
influence model for service sectors in Taiwan. In Proceedings of the 2005 IEEE international conference on
e-technology, e-commerce and e-service (pp.240-245).

8. Chen, Q., Chen, H. (2004). Exploring the success factors of eCRM strategies in practice. Database
Marketing & Customer Strategy Management 11 (4), 333—- 343.

9. Chen, J. & Ching, R. (2004). An empirical study of the relationship of IT intensity and
organizational absorptive capacity on CRM performance. Journal of Global Information Management, 12(1),
1-17.

10. Christopher, B. (2003). Strategic issues in customer relationship management (CRM)
implementation. Business Process Management Journal 9 (5), 592-602.

11. Das, K., (2004). h-CRM: The key to lifelong business relationships, New Delhi: Viva Books.

12. Dugrette, D.J., Stowe, A.M. (1993). A performance measurement model for the office of
inspector general. Government Accountants Summer, 27-50.

13. Evans, H.G., Ashworth, M., Chellew, A., Davison, A., Towers, D. (1996). Exploiting activity-based
information: easy as ABC. Management Accounting 74 (7), 24-29.

14. Egan, J. (2008). Relationship Marketing — Exploring Relational Strategies in Marketing, 3rd ed.
Pearson Education Ltd., Harlow.

15. Fotouhi Ardakani, Mohammad. Kamalian, Amin Reza, Sheikhzadeh, Rajab Ali. Alamolhodaei,
Seyyed Mohammad Ali. Mozaheb, Amir. (2013). The Study of Personal Affective Factors on
Entrepreneurships Decision Making of Small and Medium Business ( SMES) Using Structural Equation
Modeling (SEM)., Reef Resources Assessment and Management Technical Paper., Available online at
www.behaviorsciences.com RRAMT 2013- Vol. 38, 2013, 5., pp 270-278.

16. Greenberg, P., (2002). CRM at the speed of light: capturing and keeping customer in Internet Real
time, McGraw — Hill Osbome media, 2nd edition.

17. Greenberg, P. (2001). CRM at the Speed of Light. Osborne/McGraw-Hill, Berkeley, CA.

18. Isidro and Martinez-Roman (2011). Self employment and innovation. Exploring the determinants
of innovative behavior in small businesses, res. policy(2012), page 1-12

19. Peppard, J. (2000). European Management Journal.,Vol. 18 (3) ,pp.312-327.

20. Jamal, Ahmad and Kamal Naser (2002)."Customer Satisfaction and Retail Banking: An Assessment
of Some of the Key Antecedents of Customer Satisfaction in Retail Banking", International Journal of Bank
Marketing, 20, (4), 146-160.

21. Hansotia (2002). Hansotia Gearing up for CRM: Antecedents to successful implementation
Journal of Database Management, 10 (2) (2002), pp. 121-132

51


http://www.behaviorsciences.com/
http://www.sciencedirect.com/science/article/pii/S026840121100003X#bbib0125

International Journal of Academic Research in Accounting, Finance and Management Sciences
Vol. 5 (2), pp. 42-52, © 2015 HRMARS

22. Kaplan, R.S., Norton, D.P. (2004). Strategy Maps: Converting Intangible Assets into Tangible
Outcomes. Harvard Business School Press, Boston

23. Karakostas, B., D. Kardaras, and E. Papthanassiou (2005). "The state of CRM adoption by the
financial services in the UK: an empirical investigation", Information & Management, 42 (4), 853-63.

24. Kernel, Pernille (2005). Creating implementing a model for sustainable development in tourism
enterprises, journal of cleaner product :v :13, p: 151-164.

25. Kotler, P. and G. Armstrong (2004). Principles of Marketing. 10th ed. New Jersy: Prentice-Hall.
Englewood Cliffs.

26. Li, P. (2001). The critical success factors of customer relationship management (CRM)
technological initiatives. Doctoral Thesis. Concordia University.

27. Lindgreen, A. (2004). The design, implementation and monitoring of a CRM programme: A case
study, Marketing Intelligence & Planning, Vol. 22 No. 2, pp. 160-186.

28. Ming, V., Chen, J.M. (2002). Building a value measurement model for CRM system — an empirical
study based on quality function development. Soochow Journal of Economics and Business 39 (December),
1-36.

29. Mendoza, L.E., A. Marius, M. Pérez, A.C. Griman (2007). Critical success factors for a customer
relationship management strategy Information and Software Technology, 49 (2007), pp. 913-945

30. Mosad Zineldin (2006). The royalty of loyalty: CRM, quality and retention, Journal of Consumer
Marketing, 23/7, pp. 434, 435.

31. Ngai, E.W.T. (2005). Customer relationship management research (1992-2002) an academic
literature review and Classification, Marketing Intelligence & Planning, 23(6), 582- 605.

32. Oliver, R.L. (1980). "Cognitive Model of the Antecedents and Consequences of Satisfaction
Decisions", Journal of Marketing Research, 17, 460-9.

33. Payne, A., Frow, P. (2004). The role of multi channel integration in customer relationship
management, Industrial Marketing Management, Vol.33, 527-538.

34. Pineno, C.J., (2002). The balanced scorecard: an incremental approach model to health care
management. Journal of Health Care Finance, 28 (4), 69—-80.

35. Ricardo Chalmeta (2006). Methodology for customer relationship management, The Journal of
Systems and Software, 79, pp .1019.

36. Shwu-Ing Wu, Chien-Lung Lu (2012). The relationship between CRM, RM, and business
performance: A study of the hotel industry in Taiwan, International Journal of Hospitality Management 31
(2012) 276-285.

37.Sin, LY., Tse, A.C., and Yim, F.H. (2005). “CRM: Conceptualization and scale development”,
European Journal of Marketing, Vol. 39 No. 11/12, pp. 1264-1290.

38. Szilagyi, A.D. (1984). Management and Performance, 2nd ed. Scott Foresman and Co., New
Jersey.

39. Sin, L.Y.M,, Tse, A.C.B., & Yim, F.H.K. (2005). CRM conceptualization and scale development.
European Journal of Marketing, 39(11/12), 1264-1290.

40. Swift, R.S. (2001). Accelerating Customer Relationship: Using CRM and Relationship Technology.
Prentice Hall, New Jersey.

41. Thompson S.H. Teo, Paul Devadoss, Shan L. Pan (2006). Towards a holistic perspective o customer
relationship management (CRM) implementation: A case study of the Housing and Development Board,
Singapore Decision Support Systems, 42, pp.16-14.

42. Venkatraman, N., Ramanujam, V. (1986). Measurement of business performance on strategy
research: a comparison of approach. Academy of Management Review 11 (4), 801-814.

43. Wu, S.I., Hung, J.M. (2007). The performance measurement of cause-related marketing by
balance scorecard. Total Quality Management & Business Excellence Journal 18 (7), 771-791.

44. Wu, S.I.,, Hung, J.M. (2008). The performance evaluation model of CRM on non-profit
organization. Total Quality Management & Business Excellence 19 (3—4), 321-342.

45. Wu, Wann-Yih, Tsai, Cheng-Hung (2007). The empirical study of CRM: Consumer-company
identification and purchase intention in the direct selling industry, National Cheng - Kung University,
Tainan, Taiwan ,International Journal of Commerce and Management, Vol. 17 No. 3, 194-210.

52



International Journal of Academic Research in Accounting, Finance and Management Sciences
Vol. 5 (2), pp. 42-52, © 2015 HRMARS

46. Yonggui wang, Hing Po Lo, Renyong Chi and Yongheng Yang (2004). An integrated framework for
customer value and customer relationship management performance: a customer-based perspective from
China, Journal of Managing Service Quality, Volume 14 Number 2/3, pp.173.

47. Zablah, A.R., Bellenger, D.N., Johnston, W.J. (2004). An evaluation of divergent perspectives on
customer relationship management: towards a common understanding of an emerging phenomenon.
Industrial MarketingManagement 33 (6), 475—489.

48. Elahi, SH., & Hiedari, B. (2005). CRM. Tehran: business publication.

49. Taherpor Kalantari, H., Tayebi Toolu, A. (2010). CRM with marketing performance; business
management landscape. No. 1, 109-122.

50. Mehrabi, Javad; Babaye Ahari, M., Taati, M. (2010). Development management journal, pp.61-71.

51. Loveluck, CH., & Laren Right (2003). Marketing and services’ principles. Translated by Abolfazl
Ardeshi Tajzade Namin. Tehran. SAMT.

53



