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Abstract 
 
The purpose of this study is to gain a better understanding of what are the valid critical 
success factors in Iranian CRM projects according to CRM experts and advisors and as a 
result what is the average success score of these projects in our country.  
 
My research begins with the definitions and understanding of customer relationship 
management as systems of automation in one hand and complex philosophy and strategic 
revolutions in the other hand. Then the literature was reviewed considering components 
and modules of such I.S systems leading to relationships between the elements of CRM as 
a multi-dimensional construct to find out the Critical Success Factors in CRM projects as 
the reasons to fail or success. Then the metrics of these CSFs are found and the 
questionnaire designed in Likert type, translated and tested as the adequateness of the 
metrics to modify the CSF and the currency of translation. Then the validated 
questionnaires were used in self administrated interviews and the results were analyzed 
statistically leading to the items that are paid close attention such as "Multidisciplinary 
team responsible for implementation of the CRM project" and "Integration of other IS 
within the company with CRM for consistency and availability of information related to 
customers" AND items that are not paid enough attention such as "Channels of 
communication with customers" or "CEO support".  
 
Furthermore the analysis shows that in technology understanding of customer relationship 
management, Iranian projects were not bad with a score of more than sixty to seventy out 
of one hundred while in strategic sales and support systems and internal marketing to 
change and modify the mindsets were about fifty out of one hundred. This is while we can 
observe that CRM consultants had a view of "start" in shaping the CRM strategy with the 
top CEO support but in another scope went through integration and channels of 
communication with customer and in their final step had a focus on supporting operational 
management.  
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1. Chapter One- General Problem Area 
 
The purpose of the first chapter is to present the problem area. Initially an 
introduction and background is provided to motivate the importance of the subject. 
Then the problem area will be discussed and overall aim of the study will clearly be 
shown at the end.  
 
1.1. Introduction & Background 
Paradigm Shift's conditions force business to change rapidly implementing new 
technologies to acquire and retain customers. These technologies are used for 
distributing and collecting information on both companies and customers. Our clients 
and customers are highly educated, more specialized, live longer and are under more 
influence of the global markets and international culture and ways of thinking. 
However in one sentence "Customers' knowledge is substantially increasing". 
Consequently they find new options and change their buying behavior almost every 
second. Supplying such customers need more dynamic businesses and of course 
cultural change issues in dramatically shifted organizations. 
 
News tools of data gathering for customers also gives the companies opportunity to 
new methods of finding and completing information on customers and consumers' 
behavior to be more successful in their relationship with their bosses: "CUSTOMER". 
In fact based on the nature of marketing, it clearly involves voluntary exchange 
"value" in the both parties "willing-relationship". (Ghavami, Olyaei, 2006). Methods 
of  completing information or channels of understanding customers or tools of 
retaining them meets through different systems and strategies one of which is "CRM". 
 
CRM is abbreviated for Customer Relationship Management, the industry term for set 
of methodologies and tools that leads to customer's long term relationships with the 
customers. At its core, CRM is an enterprise wide-mindset, mantra and set of business 
processes and policies that are designed to acquire, retain and service customers 
(GREENBERG, 2001). In fact CRM is a concept enabling companies to tailor exact 
and specific product or service to each "individual" customer. In its best practice, 
CRM shall be used to create fully personalized, one to one experience that gives the 
customer not behaved indifferently or sincerely being cared for and as a result, 
opening new opportunities in the market based on detail preferences and carefully e-
documented history of the customer.  
 
"CRM is about customer knowledge to better understand and serve them. It is an 
umbrella concept that places the customer at the center of an organization. Customer 
service is an important component of CRM. However CRM is also concerned with 
coordinating customer relations across all business functions, points of interactions 
and audiences. (Bose and Sugamaran, 2003) 
 
Bose states that "at the core CRM involves the integration of technology, and business 
processes; used to satisfy the needs of a customer." Mr. Bose continues by giving an 
explanation in IT terms, where CRM is defined as "an enterprise wide integration of 
technologies and functions such as data warehouse, websites, intranet/extranet, 
telephone support system, accounting, sales, marketing and production" (Persson, 
2004)  
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CRM strategy implementation is based on this concept that the customer is at the top 
priorities of the companies' assets and the organizations' different departments (such 
as marketing, sales and service, operations, etc) should gather qualified information 
on all details related to "this priority" to create a really valuable database for the very 
effective use of data stored in there as a platform for enhancing customer relationship 
with best performance and management and optimal customer service to attract his 
most loyalty. Thus in the core CRM is also a change revolution with use of IT to 
maximize the customization through different channels.  
 
Finally a strategy revolution like CRM is more sophisticated than the use of IT or 
simply a database of the customers. It requires a long-term plan, strong organizational 
commitment and appropriate investment (Ghavami, Olyei, 2006). They should know 
the customers' lifetime value hence with the appropriate data capture, access and 
analysis system shall enable the company to decide which customer is more profitable 
to design the campaign management software to target those customer and manage a 
variety of offers to courage the customers to remain with the firm and after all 
implements a sales force to carefully customize all retention services for valuable 
customers. 
 
However the industries that first tried to integrate IT and marketing functions had 
numerous fails. (Stone, 2000). Regarding CRM a technology, rushing to implement 
the software and not looking at it as an IT complex master plan and carefully 
reengineering process that is a must in CRM that caused them never fully cover all 
requirements; all resulted very poor performance of the CRM systems and thus the 
huge incorrect database was all they gain from CRM (Ibid).  
  
CRM technology is basically an enabler but more than planning on this tool, we need 
to organize people and process along with business goals and strategies for 
establishing long-term, collaborative relationship with customers (Ibid). Finding an 
evaluation means and checklist observation of CRM project is what this study is 
looking for.  
 
 
 
 
 
 
 
 
 
 
 
 
 

 
(Greenberg, 2001) 
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Problem Discussion  
 
Paradigm shift and new marketing conditions broadly sharpened competition. The 
number of the competitors increases almost every moment while in the other hand the 
service and products "differentiation", available in the market environment is 
decreasing. CRM is emerging as an important toll, innovative way and an opportunity 
to retain the customers beneficially. (Bose, 2003) Companies that are most successful 
in customization will surely remain leader of their business tomorrow.  
 
Corner [2002) believes that approximately one third of implemented systems are seen 
to have met expectations. The reason for much failure is that the companies are not 
clearly adapted to CRM approach as a complex strategy and its successful 
requirements but simply over-rating technology! Therefore it is of great significance 
to develop a better understanding of CRM. What it is, what are the critical points that 
should be considered and how shall these success factors be found and evaluated in a 
CRM project.  
 
Accordingly, the research problem will be finding critical success factors of a CRM 
projects and the metrics for such points and as a result of testing them in our country, 
the factors' existence and finally rate of success in Iranian CRM projects.   
 
Therefore "serially", the main research questions are: 
 

i. What is the rate of existence or consideration of each of the CSF in projects and 
considering the findings, what are their relations? 

 

ii. What is the rate of Success of Iranian CRM projects according to consultants? 
 
 
Outline of the study 
 
This dissertation consists of five chapters. First chapter came above is the introduction 
to generally introduce the concept and reasons to motivate the research that lands the 
research problem. Chapter two aims two target. First the literature on CRM concept, 
strategy and process-based I.S system and it's components, types and elements of it 
leading to the factors and tools as valid CSFs for a successful CRM projects. At the 
end of the chapter the metrics for evaluating each factor is brought and the works and 
documents related to research questions will is presented. Another mean of chapter 
two is clearly showing the ups and downs of the researcher in the literature leading to 
the current research area. Chapter three presents the frame of the references, clearly 
showing the data-analysis framework and research methodology used in every steps 
of the study. Chapter four provides a delineation of the empirical data gathered and 
results found from each step is presented.  This chapter will show both the success 
score to each individual critical success factor of a CRM projects from the 
perspectives of the society in which the study has been done and also total success 
rate of Iranian CRM projects. Finally the last chapter will present the summery and 
overall conclusion that can be drawn from this study including further research and 
recommendations.  
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Chapter 2- Literature Review 
 
Introduction 
While retaining customer loyalty has been a sales principle since the beginning of the 
time (even Adam needed to retain Eve's loyalty despite immense pressure from his 
competitor, the Snake (The Book)) CRM is actually a tremendous step forward in 
creating a system that can provide a means for retaining individual loyalty in a world 
of nearly 6 billion souls. In order to understand CRM, we have to take a look at the 
meaning of customer; because customers are not what they used to be. 
 
2.1. CRM Definition 
While "The customer is a king" has been a mantra since the 1940s but really we can 
not call them as (1) the paying client, (2) employees, (3) supplier or vendor, (4) the 
partners. What this means is that the historic customer has become the contemporary 
customers with whom you exchange value (Greenberg, 2001). 
 
There is a standard industry road response to recite what CRM is and what CRM is 
not. For sure it is not a technology, though technology is a CRM enabler. It is a 
strategy and/or set of business processes or better to say is a methodology. The 
Knowledge Capital Group defines CRM as a subset of something the call enterprise 
relationship management (ERM), which involves customers, suppliers, partners and 
employees (Ibid, P9). CRM can be a personal understanding of small business owners 
and merchants who do a majority of their trade face to face; on a scale permitting 
them to know and understand their customers or a very big enterprise to integrate the 
whole system processes and forecast what "the customers" want or will want. At its 
core, CRM is an enterprise wide-mindset, mantra and set of business processes and 
policies that are designed to acquire, retain and service customers. (Ibid, p 13) 
 
A lot of definitions on customer relationship exist in literature, e.g. [Homburg 1995], 
[Meyer/Oevermann 1995], [Peppers/Rogers 1999], [Belz 1998], [Bliemel/Eggert 
1998], [Diller/Kusterer 1998], [Andersen et al. 1999], [ECCS 1999]. Harker has 
summarized in his paper 26 definitions of relationship marketing (Harker, 1999). I 
apply the his definition as the final statement: “The Management of Customer 
Relationship in Business Media comprises the design, development and application of 
holistic concepts in order to manage relationships to economically valuable current or 
future customers” (Buehrer, 2002). In order to distinguish from traditional CRM 
perception I apply this definition as it represents the holistic view on the management 
of customer relationship. (Ibid) 
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Figure 1, (Ghavami/ Olyaei, 2006) 

 
2.2. Types of CRM  
 
Actual information systems architectures in practice encompass operational, 
analytical and sometimes collaborative CRM. These information systems are 
frequently arranged as components of a “closed loop” control system (winter, 2005).  
 
Operational CRM: This is the front-office CRM that enables and streamlines 
communication and involves the areas where the direct customer contact appears for 
example a call center or email promotions (Johansson/ Sparredal, 2005). Operational 
CRM attempt to provide seamless integration to back-office transaction with customer 
interfaces and the majority of self described CRM products on the market today fall in 
to operational category (Ibid). So it’s clear that the “Information systems” are used to 
automate campaigns, loyalty programs and sales processes as far as possible (winter, 
2005). 
 
Analytical CRM: Information systems are used to support the identification of 
possible customer product assignments (“leads”). Analytical CRM also known as 
back-office or strategic CRM involves understanding the customer activities that 
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occurred in the front office and enables an organization to analyze customer 
relationships through data mining (Johansson/ Sparredal, 2005). The tasks of 
analytical CRM also include the integration of customer information across all 
products and channels as well as the prediction of customer behavior (winter, 2005).  
 
Collaborative CRM: Collaborative CRM is almost an overlay. (Greenberg, 2001) It 
is communication center, the coordination network that provides the neural path to the 
customer and supplier (Johansson/ Sparredal, 2005).. It can also mean communication 
channels such as the Web or Email, Voice applications or snail mails. He states that it 
also could mean channel strategies (Ibid). However it is Information systems that are 
used to support individual customer communication, the creation of individualized 
offerings as well as to process customer interactions using a wide range of channels 
(winter, 2005). 
 
2.3. CRM Objectives  
 
In this section, different objectives of CRM will be discussed in order to present 
different views of the topic. So here we have a verification of “CRM Objectives” 
(Greenberg 2001 Referred to the following Writers)  
 
2.3.1. Objectives by Burnet: 
Bernet (2001) discuss the objectives of CRM generally falls in to three categories; 
cost saving, revenue enhancement and strategic impact and gives the three following 
items as objectives of CRM from his point of view: 

1. Win Rate: Since the “sales process” will improve; so the win-win situation 
will be gained more within the organization 

2. Increased Margins: Since you know the customer more, your efforts will be on 
time and customized to win more profit. 

3. Improved Customer Satisfaction Rate: as mentioned in the previous one, more 
customized offers will be given in the right time for the right person to win 
their loyalty more. 

4. Decrease General Sales/Administrative Cost: You have a specified target 
market, segmented carefully and their knowledge is managed clearly; so it’s 
clear that the cost of marketing and sales process or other administrative or 
inventory costs will be increased much.  
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2.3.2. Objectives by Wilson, Daniel & McDonald  
Wilson et all (2002), claim that the organizations are becoming increasingly aware of 
the importance of moving closer to their customer and their extended enterprise 
business units. So the objective of CRM to meet the specified need is to provide the 
right offer at the right time for the right customer through the right channel with the 
following aims:  

1. Increased customer retention & loyalty: to increase the organization 
profitability, the ability to change the frequent buyers to loyal customer and 
partners is a must in CRM.  

2. Higher customer profitability: It’s clear that offering the right product at the 
right time will increase the rate of profitability of each customer and market 
segment. 

3. Creating value for customer: Based on the knowledge we have from the 
customers and according to his/her characteristics, the company can create a 
value for him to retain him much longer and meet his specific needs. 

 

2.3.3. Objectives by Bayon, Gutsche, Baur 
Bayon et all (2002), claim that the three factors influence marketing regarding to 
CRM that the organization should view objectives for marketing applications offered 
by CRM as follows:

1. Closed-Loop Marketing: CRM should improve marketing management and 
programs with such a comprehensive marketing systems that can support 
planning, campaign management, execution, Internet support and analysis. 

2. Better Information for Better Management: Implement highly focused targeted 
campaigns with better returns on marketing investment. 

3. Expand marketing channels through the Web: to increase marketing reach and 
effectiveness, CRM will utilize the power of net, decrease the costs and 
maximize usage of the situations in paradigm shift. 

 

2.3.4. Objectives by Kim, Suh and Hwang: 
According to Kim et all (2003) CRM objectives can be divided in to four categories as 
described below: 

1. Customer Knowledge: 
a. Collecting appropriate customer information 
b. Analyzing customer data 
c. Acquiring new customers 
d. Improving skills of employee 
e. Improving CRM Technique 
f. Secure service 
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2. Customer Interaction 
a. Appropriate response to customer request 
b. Integration of business processes
c. Improving channels management 
d. Maximizing the effectiveness and efficiencies of organization 

operations
e. Customizing products and services

3. Customer Value 
a. Improving customer retention
b. Profits increase  
c. Improving customer service and support 
d. Building an attractive and virtual community 

4. Customer Satisfaction 
a. Improving service quality 
b. Establishing relationships with customers 

 
This is clear that the suggested middleware of CRM applications will have two main 
Objectives (Zigner, 2001) to meet different views on implementing such “Business 
Media Framework”:  

- The external objectives: to satisfy customer requests. 
- The internal objectives: to maintain an enterprise wide CRM database. 
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Figure 2; Views on CRM (Buehrer et all, 2003) 

 
2.4. General advantages 
Customer Relationship Management (CRM) emerged as an intermingle of different 
management and information systems' approaches, in particular Relationship 
Marketing and technology-oriented approaches such as (CAS) Computer Aided 
Selling and (SFA) Sales Force Automation. (Bernner et all, 2005) So CRM can be 
defined as an interactive process achieving the optimum balance between corporate 
investments to satisfy customer needs to generate the maximum profit and involves: 
(Ibid) 
 
• Measuring both inputs across all functions consist of marketing, sales and services 
costs and outputs in terms of customer revenue, profit and most important: "value". 
• Acquiring, scientifically forecasting and continuously updating knowledge about 
what the customer needs, his motivations and behavior over the lifetime of the 
relationship. 
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•Applying customer knowledge to continuously improve performance within the 
whole supply chain; through "a process of learning from successes and failures". 
• Integrating the activities of marketing, sales and service to achieve the company 
vision as a common goal.  
• The implementation of appropriate systems (What Limayem calls it "with the 
help of IT Technology) to support customer knowledge acquisition, sharing and the 
measurement of CRM effectiveness. 
• Constantly flexing (measuring, evaluating and act accordingly) the balance between 
marketing, sales and service inputs against hanging customer needs to maximize 
profit. 
 
To integrate all activities of marketing, sales, and service; CRM requires strong 
integration of business processes which involve "interaction with customers". These 
front-office or CRM processes are mostly unstructured and non-transactional. Their 
performance is predominantly influenced by the underlying supply with knowledge 
about products, markets, and customers (Ibid). 
The origins of CRM can be traced back to the management concept of "Relationship 
Marketing where we formerly called it “pipeline management”. Levitt proposed a 
systematic approach for the development of buyer-seller relationships (Levitt, 1983).
He saw “Relationship Marketing” (RM) as an integrated effort to identify, build up 
and maintain a network with individual customers and to continuously strengthen the 
network for the mutual benefit of both sides, through interactive, individualized and 
value-added contacts over a long period of time [Shani/Chalasani, 1992]. (Ibid)  
On the other hand, CRM has to be influenced by several information systems 
concepts, focusing on distinct application areas. For example, systems for Computer 
Aided Selling and Sales Force Automation are responsible for the control and 
automation of sales processes, whereas other systems for service or marketing 
automation focused on service respectively marketing processes. In the course of 
process integration these systems continually merge towards integrated CRM systems. 
Implementing intimate customer relationship management offers organizations 
several advantages. To begin with, the relationship can create a committed customer. 
More than simply a repeat purchaser, the committed customer has an emotional 
attachment to the seller. (Johansson/ Sparredal, 2005) These emotions however can 
include elements of trust, liking and believing in organizations ability to respond 
effectively and promptly to a customer problem and to meet his needs with creating a 
value. Committed customers can be viewed as organizational assets who are likely to 
be a source of favorable word-of-mouth referral and are more resistance to 
competitors’ offers. (Ibid)  
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Moreover in the recent years, CRM's potential to contain and reduce cost as has been 
mentioned above has been explored. CRM in concert with other processes can help 
reduce chum or turnover in an organizations' customer base. (Ibid)  
There is no doubt that CRM can be major factor in achieving competitive advantage 
because delivering a better trade-off between benefits and sacrifices in a product or 
service will let us offer better value that competitors and this is a sustainable 
competitive advantage  (Ghavami/ Olyaei, 2006) 
Another advantage is simplified information availability. The sales people can access 
information from anywhere and consequently with accurate information to offer 
rightly on right time and as a result: retain them. Through CRM we can have the 
chance to maximize your relationships, build long-term loyalty and chase the Holy 
Grail of increased lifetime value from your customers  
 
With CRM one can also measure both inputs across all of marketing, sales and 
services costs and outputs in terms of customer revenue, profit (Winter, 2002) and 
most important: "value". Acquiring, scientifically forecasting and continuously 
updating knowledge about what the customer needs, his motivations and behavior 
over the lifetime of the relationship is another advantage (Ibid). Applying customer 
knowledge to continuously improve performance within the whole supply chain; 
through "a process of learning from successes and failures" is another. We can 
integrate the activities of marketing, sales and services to achieve the company vision 
as a common goal (Ibid). The implementation of appropriate systems with the help of 
IT Technology to support customer knowledge acquisition, sharing and the 
measurement of overall sales activities’ effectiveness is another item we find as an 
advantage of CRM that causes constantly flexing (measuring, evaluating and act 
accordingly) the balance between marketing, sales and service inputs against hanging 
customer needs to maximize profit.. (Ibid) 
 
2.5. Process type of CRM 
 
2.5.1. CRM Service Processes 
This type of process consists of sub-processes with direct customer interaction 
designed for a complete coverage of the customer process. The following processes 
can be distinguished: 
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2.5.1.1. Campaign Management 
Campaign management is the core marketing process, which puts the ideas of 
relationship marketing into practice. It can be defined as planning, realization and 
controlling of marketing activities directed at already known recipients (Brenner et 
all, 2005). 
 
2.5.1.2. Sales Management 
The aims of sales management are to find out the needs of potential or existing 
customers as comprehensive as possible, to advice the customer on possible 
alternatives for the satisfaction of the identified needs, to provide the customer with 
an offer, and to close a contract as the final step (Ibid). 
 
2.5.1.3. Service Management 
Service management can be referred to as planning, realization and controlling of 
services offered in the after-sales phase (Ibid). 
 
2.5.1.4. Complaint Management 
Complaint management is about receiving, processing and communicating the 
dissatisfaction articulated by the customer throughout the customer process (Ibid). 
 
2.5.2. CRM Support Processes 
These are processes with direct customer interaction which are not designed for a 
complete coverage of the customer process, but for performing support tasks in the 
context of CRM (Ibid). In the context of this process type, two support processes can 
be identified: 
2.5.2.1. Loyalty Management 
Loyalty management, also known as customer retention management, can be defined 
as the planning, realization and controlling of measures, which aim at the optimization 
of the duration and intensity of customer relationships. When the business is seen at 
every transaction through the eyes of the customer, it easily delivers a better 
experience to your customers, which in return increases loyalty to your company. 
And, through customer-focused business practices, you often find new ways to 
streamline old methods and jettison administrative overhead that no longer benefits 
you or your customers. 
 
As several studies have indicated retaining customers perhaps offers a more 
sustainable competitive advantage than acquiring new ones (Brenner et all, 2005).. 
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Several marketers are concerned with keeping customers for life rather than with only 
making a one-time sale (Parvatiyar et all, 2001). There is greater opportunity for 
cross-selling and up-selling to a customer who is loyal and committed to the firm and 
its offerings. 
 
2.5.2.2. Market Research 
The main focus of market research is the systematic design, collection, analysis and 
reporting of data and results relevant for a specific marketing situation. 
 
2.5.3. CRM Analysis Processes 
These processes consolidate and analyze knowledge collected in other CRM 
processes.  The results of the analysis will be handed over to other CRM processes as 
well as service innovation and creation processes in order to improve their efficiency 
(Brenner et all, 2005). The first gathered data here uses as the input for the other 
processes like a chain to meet the said objectives above (Ibid, P 14-15). 
 
2.5.3.1. Customer Scoring & Lead Management 
As opposed to the management of leads, customer scoring aims at generating a 
shortlist of existing customers, which seem to be suitable for the offering of certain 
services or products. The goals are to exploit cross-selling potentials, to reduce 
contact costs and to increase customer satisfaction. Lead management comprises the 
consolidation, qualification and prioritization of contacts to potential customers (Ibid). 
 
2.5.3.2. Customer Profiling & Segmentation  
Customer profiling is concerned with the analysis of available knowledge about 
customers in order to classify and characterize each customer individually. As 
opposed to customer profiling, customer segmentation deals with the clustering of 
homogenous customer groups, which have similar needs and requirements (Ibid). 
 
2.5.3.3. Feedback & Knowledge Management 
Feedback and knowledge management are responsible for collecting and analyzing 
knowledge from the customer, which can be used for the improvement of products 
and services as well as processes within a company (Ibid). 
 
2.5.4. CRM Management Processes 
These processes comprise all entrepreneurial management tasks for design, control 
and development of CRM service, support and analysis processes (Ibid). In detail, the 
processes are as follows: 
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2.5.4.1. Multi-Channel Management 
Multi-channel management comprises the integrated and coordinated development, 
design and control of product and knowledge flows to as well as from customers 
through different media and channels. 
2.5.4.2. Performance Management 
Performance management is the control process of all CRM processes described 
above. It enables an integrated control and allocation of resources. 
 
2.6. A Categorization of CRM at the Systems Level 
Customer Relationship Management can be categorized in a number of different 
ways. One categorization commonly used to differentiate the CRM concept at the 
systems level is the division into analytical, operational and collaborative CRM. 
The operational CRM comprises applications, which face the customer. Usually, 
these applications have to be integrated across the back office and the front office. 
Examples for applications prevailing at the operational side of CRM are solutions for 
sales force automation, components for computer aided selling or enterprise 
marketing automation (EMA).  
Data collected and created by operational CRM has to be analyzed in a further step. 
This is the domain of analytical CRM. The analyzed data is in turn made available to 
the operational side supporting the customer-facing applications. This kind of 
interaction between operational and analytical CRM has the ultimate goal to establish 
a closed loop between these two types of CRM. Therefore, these interactions are also 
referred to as closed-loop CRM. An essential part of analytical CRM is a data 
warehouse solution which can be complemented by various tools for analysis such as, 
for example, OLAP (Online Analytical Processing) and data mining. 
Analytical and operational CRM activities are supplemented by collaborative CRM. 
This type of CRM coordinates interactions with customers and business partners 
across different channels and touch points. This can include building blocks such as, 
for example, the establishment of networks with business partners by the means of a 
portal, the management of customer interactions via E-Mail, fax and phone or the 
implementation of channel alignment strategies (Cook, 2005). 
The interaction between the different types of CRM is part of the CRM architecture 
developed by the Competence Center Customer (That is done by the users of each 
client), Knowledge (That is analyzed and confirmed by managers), and performance 
as a direct result of the research activities in this field. However the key is to change 
the focus of the justification processes to how much value new systems could provide. 
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As several times mentioned above, the knowledge value-added methodology might 
provide the necessary framework (Ibid).  
So the system is a mix of processes and technology integrated to support planning, 
execution and monitoring of coordinated customer, distributor and influence 
interactions through all channels resulting in mutually rewarding relations with 
customer (Meyer/ Oevermann, 1995).  
 
2.7. Requirements for IT-supported CRM 
 
The goal of relationship management is to forge, maintain and utilize “personal” 
relationships with profitable customers efficiently (Schulze, 2001). For this reason, 
the introduction of CRM systems will only achieve sustainable success if its use 
brings benefits from the standpoint of both the company and the customer, if added-
value is also created for customers compared with traditional, transaction-centered 
marketing and sales strategies. 
 
2.7.1. Requirements from the company’s standpoint 
The advantages of CRM from the company’s standpoint include those with a 
technical bias (e.g. data integration, automation of marketing or sales processes) as 
well as those with a business bias (e.g. extension and consolidation of profitable 
customer relationships). (Reisinger, 2001), for example, distinguishes between 
potential management (e.g. recognition of customer behavior, identification of cross-
selling potentials), multi-channel marketing (e.g. support for cross-channel sales 
processes), campaign management (e.g. optimized direct marketing measures) and 
data management (e.g. building up an integrated customer database). Since the 
technical effects are ultimately aimed at realizing business potentials, the description 
of CRM potentials from the company’s standpoint given below is based on the 
business perspective:  
 
2.7.1.1. Sales development: CRM enables prospective new customers to be targeted 
with individualized – and thus attractive – offers, thus increasing the effectiveness of 
sales development (Schulze, 2001). 
 
2.7.1.2. Extension of profitable customer relationships: Customer relationships 
pass through different phases which, following initial un-profitability due to sales 
development costs, are characterized by increasing profitability as a result of 
decreasing price sensitivity, cross-selling and up-selling (Schulze2001; Swift, 2001). 
Profitable customer relationships must be kept profitable as long as possible or even 
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made more profitable. CRM can contribute towards achieving that goal through the 
identification of additional sales potentials and/or by preventing the migration of 
profitable customers through the “individualization” of pricing, discounts and the like. 
2.7.1.3. Transformation of less profitable into profitable customer relationships: 
As a result of high sales development costs, short retention period and/or low sales, 
Customer relationships can also reach a stage of little or no profitability after a certain 
length of time. CRM helps to identify customer relationships of this kind and make 
them profitable through cross-selling or up-selling (winter, 2005).  
 
2.7.1.4. Recognition and termination of unprofitable customer relationships: 
Many customer relationships cannot make profitable because there is no reaction to 
company activities. CRM can help to identify customer relationships of this kind and 
end them by changing the terms and conditions or, if necessary, by not renewing or 
terminating the contract (Ibid).  
 
2.7.2. Requirements from the customer’s standpoint 
As a basic principle, both the individualization of goods and services as well as the 
comprehensive coverage of customer processes are perceived as added value by 
customers (Winter 2002): 
2.7.2.1. Individualization of offerings: The more specifically an offering caters for 
the current product portfolio, the current phase in life, life events which may have 
taken place or transactions which may have been performed by the customer, the 
greater the likelihood of the offering being seen as attractive. When CRM puts 
companies in a position to make attractive offers, this is also viewed as positive from 
the customer’s standpoint. For this reason, telecom providers, for example, have 
started offering profitable customers tariffs based on their individual 
telecommunication habits. These tariffs are perceived as attractive because they 
primarily provide discounts on frequently used connections. 
 
2.7.2.2 Comprehensive coverage of needs: “Consumers may not use the term, but 
what they really want is ‘aggregation’ – one-stop access to all their financial data” 
(Berinato 2001). By aggregating bank accounts for example, integrating planning and 
evaluation functions, giving access to a wide range of information on financial 
services from different providers and if necessary, community functions such as 
discussion forums or product evaluation, is conveying such concept.  
 
2.7.2.3 Multi-channel capability: Forecasts are based on the assumption that only 
roughly 20% of customers will want to access additional information exclusively 
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through traditional channels (“branch traditionalists”) or exclusively through 
electronic channels; But 60% customers will prefer similar access to extra services 
through a range of different channels (Winter 2000), i.e. from the branch, ATMs and 
telephone banking from a fixed or mobile network to PC or PDA-assisted electronic 
banking in the direct related fields. It is only through multi-channel-capable CRM, i.e. 
the conceptual separation of product processing, channel processing and CRM (Ibid) 
that it is possible to ensure that customers are treated consistently and receive 
consistent offerings despite access through a range of different channels (Gronover/ 
Riempp, 2001). 
 
The prerequisites for utilizing these potentials from the customer’s standpoint differ 
significantly from the prerequisites from the company’s standpoint: the aggregation of 
information and the individualization of offerings reach their limits in the latter case 
as soon as the impression arises that the customer is being watched by “big brother” 
or when information is evaluated outside of the permitted application area (e.g. in 
company networks) or completely without the customer’s consent. In the context of 
holistic customer process support it must be borne in mind that there has to be 
genuine choice and objective advice – precisely because of the high level of self-
organization among the communities which are formed – (i.e. a company’s 
possibilities of highlighting its own offerings are limited) and that a certain percentage 
of consumers and (e.g. very specific) consumer processes cannot or do not want to be 
reached through pre-structured, holistic support. 
 
2.8. Conceptual Foundations of Customer Relationship Management Systems 
 
Specification of the conceptual foundations of CRM systems is based on the 
framework comprising four main levels and referred to as the “IS architecture” (Leist/ 
Winter, 1999). This framework has proved to be successful for structuring a wide 
range of areas that at least implies the following procedural model: 
 
2.8.1. At the strategy level it is necessary to specify from the business perspective 
how customer relationships are to be designed on principle and what role will be 
assigned to them in the respective business model (the “what” of business modeling).  
 
2.8.2. At the process level – again from the business standpoint – it is necessary to 
specify which activities and which performance indicators can be used to plan, 
organize and control the target customer relationships outlined in the previous step 
(the “how” of business modeling).  
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2.8.3. At the application level the components of the information system are 
specified from a business perspective, i.e. the customer relationship processes 
identified at the process level must be transformed into a meaningful information 
system structure. If a CRM system already exists in the form of standardized business 
software it must be configured so that customer relationship processes are supported 
as far as possible without overlaps and gaps.  
 
2.8.4. Finally, at the software level the application specifications from a business 
perspective have to be transformed into suitable software module / component 
specifications. The prime focus here is no longer an overall architecture without 
overlaps and gaps but an optimal level of reuse and integration. If CRM software 
modules or components already exist in the form of standardized business software 
they must – where necessary – be integrated with other software modules and 
components as consistently as possible.  
 
2.9. Self-Services in Customer Relationships 
Going back twenty-five years, Lovelock and Young [Lovelock/Young 1979] analyzed 
the “outsourcing” of activities usually performed by the company to the customers as 
a possibility to increase the overall profitability. Nowadays companies attach great 
importance to the introduction of self-services. It is even expected, that “self-services 
could indeed transform the service economy in much the same way that mass 
production transformed manufacturing, by allowing services to be delivered at low 
cost in large volumes” [Economist 2004]. Wikström refers to them as to the usage of 
self-service as a “a sort of joint venture in the marketplace, in which the consumer 
increasingly assumes the role of co-producer“ (Wikström, 1996).  
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(Wikström, 1996) 

 
In a self-service environment, the customer is directly involved in the service process 
consequently, the component “self” of the term “self-service” comprises two 
characteristics: 
 
1. In the context of the process dimension of a service, a self-service is characterized 
by an increased involvement and integration of the customer into the workflow of the 
actual service. 
 
2. In the context of self-service interaction between customer and company, the 
human element is eliminated on the side of the service provider (=company). 
Therefore, the interaction type “human-human” is not part of the “self-service” 
concept. In the current literature, the role of the technology that is used as an enabler 
for self-service offerings is becoming increasingly important. This development is 
demonstrated by terms such as Technology-Based Self-Service (TBSS)“ [Dabholkar 
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1996); Self-Service Technology (SST)“ (Bitner et al., 2002), (Lee/ Allaway 2002), 
and Self-Service Automation“ [Schöler 2004]. 
 
 
2.10. CRM applications  
 
Fulfillment of the said two objectives on page 7, should result in satisfied customers 
on one hand, and a structured mechanism to track, handle and satisfy these requests, 
on the other hand (Zigner, 2001). The suggested solution is addressing the following 
problems identified as stumbling block preventing organizations form achieving full 
CRM:  
 
2.10.1. Control – As the organization is employing several operational systems, it is 
very difficult to track a customer interaction across the boundaries of the individual 
operation systems (Ibid). 
 
2.10.2. Data Sharing – Each operational system has its own proprietary data storage 
and usually does not easily share it with other systems. Therefore, information about a 
customer is fragmented and it is difficult to obtain a full picture of the customer by a 
decision maker (Ibid). 
 
2.10.3. Multi-modal access – With the advent of the Internet and electronic 
commerce, the traditional entry point into an organization (used to be telephone and 
fax) are changing. There is a requirement for new and flexible means of 
communication to be introduced into organizations to allow an improved customer 
experience (Ibid). 
2.10.4. Analysis – Most of the disparate CRM systems suffer from poor analysis 
capabilities. Where the analysis capabilities are good they are limited to the 
information maintained by the specialized software, and does not provide 
organization wide cover (Ibid).  
2.10.5. Process flexibility – CRM requires constant improvement of the customer 
experience. It means ever changing processes and flexibility. Organization may 
require that their information intake and flow change with the changing market 
conditions (Ibid). Existing CRM systems don’t cater for that. 
 
The answers to above requirements are not by replacing the operational systems, but 
by supplementing them with:  
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a. Control – in the form of a ‘Big Brother’ like monitoring capability that logs the 
flow of events from one CRM subsystem to another and provides monitoring 
capabilities through a workflow system. The monitoring also provides alerts and 
escalation options to ensure that customer events do not get stuck within the 
organization or fall between the cracks. 
b. Data Sharing – by hooking into the data stores of the disparate systems and 
providing a global view of the customer. 
c. Multi-modal entry – by providing new information intake facilities and directing 
them into the appropriate CRM sub-system. 
d. Analysis – by providing state-of-the-art analysis capabilities of information from 
the disparate CRM sub-systems and the supplemental organization wide information 
stored in the CRM database. The information also contains the full log of customer 
events flowing through the middleware. 
f. Process Flexibility – the CRM operational engine is a process engine that is freely 
customizable by the organization. Therefore, it can be amended by changing the 
information flow rules and processing rules as required by external business 
conditions. 
 
2.11. Architecture 
The system architecture is illustrated and described in detail in figure 3. 

 

 
(Zigner, 2001) 
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All the different incoming information is tracked by the system independent of the 
incoming channel. Each interaction produces data that are stored as interaction 
documents in the engine. The CRM engine acts as a virtual funnel that collects all the 
interaction documents and takes responsibility for handling them, either in an 
automatic manner or in a manual way (Ibid). 
 
 
2.12. The components of CRM 
Based on past related literature (Crosby and Johnson, 2001; Day, 2003; Fox and 
Stead, 2001; Kalustian et al., 2002; O’Halloran and Wagner, 2001; Paracha and 
Bulusu, 2002; Ryals and Knox, 2001; Tiwana, 2001) CRM is considered as a really 
multi-dimensional construct consisting of four broad behavioral components that 
according to the following diagram in implementation processes (Leo et all, 2004), 
they are also mentioned as Critical Success Factors of CRM:  
Key customer focus 
CRM organization 
Knowledge management 
Technology-Based CRM. 
 
 This is in accord with the notion that successful CRM is predicated on addressing not 
only the three key areas: people; technology; and processes but also one more 
important one that is “strategy” (Ibid), and that only when all these four work in 
concert can a superior customer-relating capability emerge (Ibid). 
 
Then however it is clear that if a CRM is to implement correctly different elements of 
it shall be viewed and focused. However the examinable CSF will also be presented in 
this chapter.   
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Figure 5, CRM Process theory: relationships between elements 
 

  
 

 (Ghavami/ Olyaei, 2006) 
 
 

As a result; with having these factors as the critical points in implementing CRM, 
considering the main four components of CRM as a multi-dimensional construct said 
in the previous page, CSF of CRM implementation is clearly found out. As those four 
areas were found out; consequently it will be easy to search for these components in a 
way that the following "misconceptions” are found out. (Verhof/ Langerak, 2002)  
 
2.13. Misconceptions of CRM 
 

a) Is the company (or Implementer) considering CRM a technology or is he 
looking at it as a holistic view and PBR? 

b) Are the firms focusing on customer relationship development or are they 
trying to teach the clients of the systems: how to use the software? Are they 
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using the CRM system as a search engine to evaluate the new addresses for 
new customers or are they using it to retain their customer and manage the 
durable relationship with him? So it the system installed and implemented in a 
way that clarifies the unrelated activities of customer acquisition and CRM 
database? 

c) Do the customers face with a warm open-faced company or with a strong-head 
software? Are the processes (that are integrated) reengineered and designed in 
way to make the customer feel satisfied and valued or not? (Verhof  et all, 
2001)  

d) What are the processes models for reengineering? Are they redesigned 
according to most profitable customers' needs or are they redesigned 
according to what the managers and CEO offered?  

e) Does the system and analytical reports, forecast the duration of lifetime 
relationship with customers specially those of most profitable ones?  

f) Is the Internet used as an enhancement tool for CRM and is the infrastructure 
technology considered in the designing process? 

 
These misconceptions and the previous “does & don’ts” shape the purpose of this 
study to measure out why failure projects happen?  
 
2.14. CRM Assessment  
 
Esteves and Pastor define a CSFs as the limited number of areas in which results, if 
satisfactory, will ensure a successful competitive behavior for the organizations. In 
this context, it is considered that a factor is critical for a CRM strategy when its 
presence guarantees that the implementation of this strategy will be successful. CSFs 
related to the implementation of this type of project must consider all aspects that are 
involved. To this effect, the CSFs set is proposed taking into account:  

• Processes. This aspect involves the main processes of relationship with the 
customer, such as marketing, sales, and service. Here, the importance of their 
definition, interrelationship, and documentation, will be taken into account. 

• Human factor. For this aspect the CSFs having a human component and, thus, 
predominantly organizational, will be grouped. 

• Technology. This aspect will include the CSFs depending directly of technological 
aspects, components, and tools that must be present in every organization starting this 
type of strategy. 
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By nature, each of the CSFs has a direct or indirect influence on the three components 
involved in the CRM strategy (people, processes, and technology). CRM is a 
combination of people, processes and technology that seeks to understand a 
company’s client base. Managing a successful CRM implementation requires an 
integrated and balanced approach to technology, process, and people. Nevertheless, 
one or two predominant factors exist that characterize the CSFs. Table 1 shows a list 
of the proposed CSFs to implement efficiently a CRM strategy, identifying for each 
one the aspects that characterize them most.  

 

2.15 Proposed CSFs for CRM 

Table 1- CSFs classification according to human factor, processes and technology  

ID CSF Human factor Processes Technology 

1 Senior management commitment X   

2 Creation of a multidisciplinary team X X  

3 Objectives definition X   

4 Communication of the CRM strategy to the 
staff X X  

5 Staff commitment X   

6 Customer service  X X 

7 Sales automation  X X 

8 Marketing automation  X X 

9 Support for operational management X X X 

10 Customers contacts management X  X 

11 Information systems integration   X 
  

(Mendoza et al, 2006) 

Kim, Suh & Hwang (2003) proposed a special application framework for evaluating 
CRM success or what we say "CRM Met-Goals".  In their framework CRM itself is 
evaluated through the Critical Success Factors' average score gathered from raw-data 
and the CSFs are evaluated by appropriate metrics. According to Kim et al (2003) 
there are some reasons why performance measurement is so powerful in enhancing 
such I.S projects implementation. First clearly measurement removes the ambiguity 
and different sayings (disagreements) that surround the high-level strategic concept. 
Second the measurement provides us the precise language for clearly communication 
at all levels what the organization wants to accomplish through CRM and how it tends 
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to do it. Third measurement allows the continual evaluation of organizational straight 
viewpoint and functions and clear alignment on CRM strategic implementation. 
Finally measurement in this approach not only improves the probability but also 
speeds the pace at which change occurs.     

 

2.16. Metrics for CRM-CSFs 

In Table 2 and Table 3, each CSFs will present its conceptual definition and the 
metrics that allow evaluating each one presented by Mendoza et al, 2006.  

Table 2, List of proposed Metrics for CRM's CSFs – part 1  

ID Conceptual definition Metrics 

1 
Guaranteeing the commitment and 
participation of the organization’s senior 
executives in the CRM project 

1. Presence of the CRM project in the company’s 
strategic plan 

  2. Percentage of members of the board of 
directors that participate in the CRM project 

  3. Percentage of the budget assigned to all the 
initiatives related to the CRM project 

  
4. Percentage of the budget assigned to all 
outsourcing activities such as hiring external 
counselors to fulfill the CRM project 

2 
Creating of a multidisciplinary team 
responsible for implementation of the 
CRM project 

5. Percentage of the members of the team 
responsible for implementing the CRM project 
who are leaders of their areas 

  6. Frequency of CRM project implementation 
follow-up meetings 

  7. The responsible legal manager to who CRM 
committee reports the progress  

3 

Integrating the different areas of the 
company so as to meet the general CRM 
objectives of the company and of each of 
the areas 

8. Existence of public documents where each area 
is aware of the objectives related to the CRM 
project of itself environment 

  
9. Existence of public documents where each area 
is aware of the objectives related to the CRM 
project of the rest of the areas of the company 

  
10. Percentage of participation by the different 
areas involved in the follow-up meetings of the 
CRM project 

  11. Existence of public documents that clearly 
mentions and modifies CRM goals 
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ID Conceptual definition Metrics 

  
12. Percentage of previous projects that have 
required multidisciplinary work in the company 
& have been successful 

  13. Percentage of personnel's dispositions to 
share information 

4 
Publishing the objectives, benefits and 
implications of the project to all the 
company’s staff 

14. Use of electronic media to disseminate the 
objectives, benefits and implications of the CRM 
project 

  
15. P Use of audiovisual media to publish the 
objectives, benefits and implications of the 
CRM project [Such as SMS or Multimedia 
CDs etc) 

  
16. Use of internal bulletins and publications 
to disseminate the objectives, benefits and 
implications of the CRM project 

  17. Staff Motivation level toward CRM project 

  
18. Percentage of staff that as 'attended talks' or 
seminars to learn the significance of CRM 
 

5 Guaranteeing the staff’s commitment to 
the CRM strategy 

19. Percentage of staff who fails to comply with 
company working hours  

  20. Staff Reward's Turnover for CRM success 

  21. Percentage of Staff who doesn't obtain the 
results according to the raised work objectives 

 
Table 3, List of proposed CSFs for CRM – part 2  
 

ID Conceptual definition Metrics 

6 
Providing a pre and post-sales customer 
service independent of the means the 
customer uses to communicate with the 
company 

22. Average response time when dealing with 
requests from customers for information 

  23. Average response time for dealing with 
customer complaints 

  24. Percentage of the company budget earmarked 
for activities related to pre and post-sales services 

  25. Frequency with which customer satisfaction is 
measured 

7 Automating the company sales process 26. Existence of public documents with which 
sales people are aware of the division's 
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ID Conceptual definition Metrics 

objectives clearly 

  27. Existence of a 'segmentation' document of the 
company’s customers 

  28. Existence of a documents of customers’ 
lifetime value [C.L.V.] 

  29. Existence of a document of customer 
satisfaction ratio [C.S.R] with the company 

  30. Average time spent by salespeople on 
administrative work 

  
31. Average time spent by the sales manager in 
obtaining a unified view of the status of each of 
its customers 

  32. Average time spent by salespersons in placing 
an order 

  
33. Average time spend by salespeople in 
obtaining information on all the offers made and 
on documentation sent to customers 

  34. Percentage of complaints related to the 
products or services sold 

8 
Automating the activities and handling 
of marketing information in the 
company 

35. Average time taken to implement a new 
marketing campaign 

  36. Average time taken to see the impact of a new 
campaign on sales 

  37. Average time spent updating all the 
information related to sales 

  
38. Average time taken to obtain an updated sales 
report by type of product, geographical zone, 
channels, etc 

9 Implementing mechanisms to support 
operational management 

39. Average frequency with which the equipment 
that supports the company’s operation breaks 
down 

  
40. Percentage of the technology area’s budget 
that is earmarked for supporting operational 
management 

  41. Average time taken to fix an operating 
problem or failure in the company  

10 Developing adequate channels of 
communication with customers 

42. Existence of possibility to ask for a service or 
advice with  SMS or animators in the website 

  43. Percentage of transactions carried out 
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ID Conceptual definition Metrics 

personally by customers at an office or branch of 
the company 

  44. Percentage of transactions carried out by 
customers remotely, by phone or fax 

  

45. Percentage of transactions carried out by 
customers remotely, using electronic means such 
as websites or e-mail 
 

11 
Integrating Information Systems (IS) for 
consistency and availability of 
information related to customers in the 
company 

46. Number of IS that have information on 
customers and ARE integrated 

  47. Time taken to update information among 
different IS that share customer information 

  
48. Number of IS on average that have to consult 
someone in the company for customer queries or 
operations 

 
 

 
Having CSFs and their examinable metrics now is a tool in hand to test and appraise 
CRM projects in most of the contributions… .   
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2.17. Summary of Literature 
 
As said in the first chapter Paradigm Shift's conditions force business to change 
rapidly implementing new technologies to acquire and retain customers in a word of 
rapid competitor creator! In fact "Customers' knowledge is substantially increasing". 
Consequently they find new options and change their buying behavior almost every 
second. Supplying such customers need more dynamic businesses and of course 
cultural change issues in dramatically shifted organizations. 
 
Methods of  completing information or channels of understanding customers or tools 
of retaining them meets through different systems and strategies which one of very 
new and effectives of them is "CRM". 
 
CRM stands for Customer Relationship Management, the industry term for set of 
methodologies and tools that leads to customer's long term relationships with the 
customers. At its core, CRM is an enterprise wide-mindset, mantra and set of business 
processes and policies that are designed to acquire, retain and service customers 
(GREENBERG P13). In fact in its best practice, CRM shall be used to create fully 
personalized, one to one experience that gives the customer not behaved indifferently 
or sincerely being cared for and as a result, opening new opportunities in the market 
based on detail preferences and carefully e-documented history of the customer.  
 
Bose states that "at the core CRM involves the integration of technology, and business 
processes; used to satisfy the needs of a customer." Mr. Bose continues by giving an 
explanation in IT terms, where CRM is defined as "an enterprise wide integration of 
technologies and functions such as data warehouse, websites, intranet/extranet, 
telephone support system, accounting, sales, marketing and production" (Persson, 
2004) 
 
Actual information systems architectures in practice encompass operational, 
analytical and sometimes collaborative CRM. These information systems are 
frequently arranged as components of a “closed loop” control system. These three 
types of CRM are to get to the objectives such as a) Closed-Loop Marketing: to 
improve marketing management and programs with such a comprehensive marketing 
systems that can support planning, campaign management, execution, Internet support 
and analysis, b) Better Information for Better Management: Implement highly focused 
targeted campaigns with better returns on marketing investment. And c) Expand 
marketing channels [Mostly] through the Web: to increase marketing reach and 
effectiveness, CRM will utilize the power of net, decrease the costs and maximize 
usage of the situations in paradigm shift. 
 
The industries that first tried to integrate IT and marketing functions had numerous 
fails. Regarding CRM a technology, rushing to implement the software and not 
looking at it as an IT complex master plan and not carefully reengineering process 
that is a must in CRM caused them never fully cover all requirements and all resulted 
very poor performance of the CRM systems and thus the huge incorrect database was 
all they gain from CRM. Most organizations perceive CRM concept as a technological 
solution for problems in individual areas, accompanied by a great deal of 
uncoordinated initiatives. Nevertheless, CRM must be conceived as a strategy due to 
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its human, technological, and processes implications, at the time an organization 
decides to implement it. On this basis, the main goal stated in this literature review 
was finding the structures and components of CRM finally leaded to eleven clear 
Critical Success Factors and totally of forty eight metrics for the CSFs. Table 1 of 
chapter two is showing the CSFs separately divided in to the three aspects of CRM 
(People, Process and Technology)  
  
 

ID  CRM CSFs Human 
factor Processes Technology 

1 Senior management commitment �   

2 Creation of a multidisciplinary team � �  

3 Objectives definition �   

4 Communication of the CRM strategy to 
the staff � �  

5 Staff commitment �   

6 Customer service  � � 

7 Sales automation  � � 

8 Marketing automation  � � 

9 Support for operational management � � � 

10 Customers contacts management �  � 

11 Information systems integration   � 
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3. Chapter Three- Methodology 
 
The first two chapters provided the introduction and background of the study along 
with the conceptualized literature. Chapter two had also the duty to show the lines that 
I have been moving around literature to get to the point of doing this specific research 
and now in chapter three, the methodology used in this research will be provided to 
clarify how the research problem has been solved. These chapters starts with the 
research approach and is followed by a presentation of the research design, the data 
collection tools and further more, a description of how the data were analyzed.  
 
Methodology is said that is the science that studies the methods of problem solving. It 
is theoretical analysis of the methods appropriate to the field of study or to the body of 
methods and principles particular to a branch of knowledge (Wikipedia).    
 
We are going to study the rate or score of success (and as a result: Failure) of CRM 
projects in the country of Iran.  
 
There are several ways and methods to carry out a research. What is all there in 
common is that it involves a sequence of activities that are highly interrelated that 
together will constitute the research process. Though it is not for sure a straight order 
in research process but it could be described like a common pattern. 
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3.1. Research Purpose 
 
According to Wiedersheim-Paul and Ericsson (1999) there are three classification of 
research available when dealing with a research problem: Exploratory, Descriptive 
and Explanatory. 
 
Descriptive Research  
In this type of doing a research, we aim to describe the various phenomenon related to 
individuals, situations, events, population etc that occur (Ibid). The purpose may be 
developing empirical generalization. While generalization begins to appear, worth 
explanations also are shaped that leads to theory development.  (Reynolds, 1971). 
Also descriptive research is used when the problem itself is well-structured and there 
is no need to search for case or effect relations. It clearly seeks to answer who, what, 
where and how questions. In other hand descriptive research can not give answer to 
why or however it doesn't give us the cause and effect explanations. Zikmund (2000) 
believes that when solving a business problem is enough with information obtained 
from describing a situation, it is not required to know why things are in the way they 
are!  
 
Exploratory Research  
Exploratory research is to clarify and define the nature of the problem allowing the 
investigator to just "look around" finally to develop suggestive ideas. (Reynolds, 
1971) Here the researcher must gain information as much as possible concerning his 
specific problem. However when the problem is not well-known or available 
knowledge is not absolute so the exploratory research is conducted by flexibility 
regarding the methods applied. As the word shows; instead of following exactly 
formal procedures, the researcher here has to be open in new ideas, perspectives and 
insights which may redirect the "exploration" in a new direction. (Malhorta, 1996)  
 
Explanatory Research 
The goal here is to develop precise theory that can be used to explain the empirical 
generalization. (Reynolds 1971) Based on this, the researcher formulate Hypothesis 
that are tested empirically. (patel and Tebelius, 1987 )   According to Yin (1994), the 
study is exploratory when the focus is on cause and effect relationships explaining 
what causes produces what effects. So when it is a must to show one variable causes 
or determines the other variable. When the problem is difficult to demarcate and the 
clear apprehension about the model is not there  
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The research purpose and research questions indicate that the study in this dissertation 
is primarily descriptive since the intention was to describe the area of research and 
draw some conclusion from collected data. When asking questions about the CRM 
approach to describe the situation it shall be said that the work is descriptive.  
 
However the study is also cause and effect (Explanatory) since the Hypothesis was 
shaped. The hypotheses were "the existence of eleven Critical Success Factors" in 
Iranian CRM projects. With answering the questions and explaining the variables 
(Metrics) caused effects (Success of Failure of CSF) and when we begin to explain 
the relation between mentioned variables, the study is surely can be classified as 
partly "explanatory" too.   
 
Also since the study starts with the literature review which later on it is compared 
with the empirical findings and because the purpose of the study is not to produce a 
new theory but to compare and validate a found model in a new contribution; This 
dissertation is mainly inductive approach.  
 
Research Approach 
 
The research approach is usually either qualitative or quantitative (patel and Tebelius, 
1987). Qualitative data implies "soft" data such as "atmosphere at work" and is often 
presented as words and observations. Quantitative data implies "hard" data, like 
information on profits, gained and order size and is often presented as numbers that 
will determined the quality or extent of some phenomena. When making an 
exploratory research, the data collected is often qualitative (Zikmund 2000) . The 
abstract of approaches considering their strengths and weaknesses has been explained 
by Ghavami and Olyaei (2006) in their thesis referring to the mentioned writers (at the 
bottom of the tables):  
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Since the nature of this study is ethically measuring discrete that aims to provide a 
complete picture of successful CRM implementing by the means of and with the tools 
of its Critical Success Factors "validation" and "measurement", and to understand the 
interrelations of the metrics in a "population" to explain the "casual relationships"; 
this dissertation is surely quantitative. The Hypotheses are not formed but clearly like 
the assumptions, their existence are considered and are tested and evaluated 
accordingly by statistical analysis that are all hints for quantitative research approach.  
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Research design is the plan and structure of investigation so conceived as to obtain 
answers to research questions. The plan is overall scheme or program of the research. 
It includes and outline of what investigator does from writing hypothesis to final 
validation process. (Cooper and Schnider – P 146) 
 
Data Collection & Research Strategy  
 
As it mentioned in several place above, the main research question is to find out the 
rate and reasons of Success or Failure of CRM projects. Now it was time to decide 
which method of data collection should be chosen. The data collection can be divided 
in two sources. Primarily Data is gathered and assembled specifically for a research 
project in hand. Secondary data has already been gathered for purposed rather than 
problem in hand. Secondary data is often found inside the companies and institutes 
and research centers and can be collected quickly but primarily data should be 
collected from a specific population or source of situations, events and persons.  
 
In this research there was no secondary data available as far as I searched. It seems 
that there is no evaluation of CRM projects in Iran that can be referred to within the 
companies and research centers. However since the population (Advisors of CRM in 
Iran) has been chosen and their knowledge on CRM is abstracted and evaluated with 
models in the literature; the data collection in this dissertation is driven as primarily 
data.  
 
According to Yin (1994) there are five primarily research strategies: Experiments, 
Surveys, Archival Analysis, Histories and Case studies. Each strategy has its 
advantage and disadvantage that Johansson and Sparredal referred to Yin as followed. 
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The purpose of this research is to understand the "whyness" but it seeks to find out 
how CRM projects are "behaved" and what are the reasons of success or failure of 
CRM projects? In fact I had to focus on the last recent project each advisor had in his 
CV as a contemporary event and tried to collect data from that specific I.S project 
(Event). I wanted to know how many metrics and factors of a successful CRM 
projects are considered in Iranian works. So though the dissertation aims to study the 
"experiment" of advisors but in depth I investigated their knowledge on CRM to find 
out "where" they are weak and "what" are the elements they are considering or not 
considering; that it clearly shows my data collection strategy a "Survey".  
 
When choosing a survey, the most difficult or better to say important part is finding 
the population or sample. Since the companies and organizations that CRM was 
implemented could be widely geographical spread (For example: KHEARD, the 
institute that the researcher worked himself had three CRM projects in hand, each in 
one corner of the country) and also because my primarily search and interviews 
showed that the companies themselves didn't have a wide holistic view of CRM goals 
AND after consulting with professors at the division of e-Commerce in TMU; I found 
out that it will not only be difficult to reach to the companies, convincing them on 
their evaluation on a complex project that maybe they are not convinced with project 
itself, but also professional investigating from not experts may be doubtful )like 
asking them about CLV (Customer Lifetime Value or similar professional terms)) so 
it prevented me targeting the companies themselves. I myself as the investigator was 
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working in the same field and had ties with information systems' consultants. They 
are not many of them in our country and mostly spread in Tehran, Mashhad, Tabriz, 
Isfahan and Shiraz. I choused them as my population thinking that it will be easier 
convincing high educated professionals "semi-colloquies" to interview with me! Also 
there is "Tehran's international Fair in Electronic, Computer and Information systems" 
that is the most important event in IT world in our country and the previous years 
approximately all of those who claimed in papers and sites to be I.S consultants had 
taken part in the exhibition. I believed that they will participate in the same fair this 
year too but because of country economy factors most of them didn't. So in addition 
to them, I collected all professional Magazines in the field such as: TADBIR, WEB, 
E-BUSINESS & COMPUTER, INFORMATION TECHNOLOGY ERA, GOZIDEH 
MODIRIAT. I searched all numbers of the current year and collected all promotions 
on I.S projects within them and about one hundred items were found that they claimed 
to be consultants in information systems. I did not do it with any judgment such as 
high quality of promotion or having a website or else. I just choused all who claimed 
to be consultant of any managerial problem or be a solution provider ay my society. 
Another problem soon appeared! I had 52 questions in more than 12 pages. I sent the 
questionnaires after I asked them to fill it out by telephone but not only they never did 
it but also after seeing the questions they didn't ever answered to my follow-up 
telephones! Same thing happened to my emailed questionnaire though I put the 
questionnaire in Iran Expert website with more than 46000 members (about 14000 of 
them in computer science and management and business fields) and in addition to 
this, I sent them to all PhD students of TMU in the divisions of IT and Industrial 
Engineering and I even tried to satisfy "those who ever did a CRM projects" to take 
part in the investigation by putting a lap-top" as a lottery for the winner; but all these 
activities were unsuccessful and only 4 questionnaires were returned none of which 
were complete enough to rely on. So I had to change my strategy to face-to-face 
interviews. I asked for a time and went to their offices hold the questionnaire at my 
hands (unless they clearly asked to have the paper themselves. Even then I tried to 
give them one copy to study but I read the questions myself and ticked their answer 
on questionnaire. 61 questionnaires were gathered but from those who they 
themselves filled out the questions I saw some items with two answers and some with 
no answered. I had to delete these ones. I faced with a new problem too. When 
interviewing with three or two advisors at the same meetings and they asked me 
questions to clarify some items, when each of them answered a specific choice, others 
started to copy from them and when entering the data in to SPSS I surprisingly found 
several choices exactly the same. I doubted and consulted with Professor Peter Naude 
the kind supervisor. He said if I can not rely on their answers I can delete the 
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duplicates and I deleted them. So 48 questionnaires were gathered and entered in to 
software. 
  
 
3.4. Syntax of Questionnaire 
 
As mentioned in the last pats of chapter two, the critical success factors of CRM were 
extracted according to literature in the three parts of people, processes and 
Technology. Considering them a questionnaire has been found in the key article by 
Mendoza et al, 2006 but it had both binary and Likert type questions and validated by 
eight high wrought experts internationally and then feature analysis has been done on 
findings and with considering 75 percent as acceptable levels, the above items were 
shaped and validated. But I (after consulting with Professors Aghdasi and Naude) 
revised all questions in Likert type in eleven separate parts to simplify the statistical 
analysis as followed.  
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ID CSF Divided Parts No. of Q** 

1 Senior management commitment 
Participation of the 

organization’s senior 
executives in the CRM project 

4 

2 Creation of a multidisciplinary team 
Multidisciplinary team 

responsible for 
implementation of the CRM 

project 

3 

3 Objectives definition 
Integrating the different areas 
of the company so as to meet 
the general CRM objectives 

6 

4 Communication of the CRM strategy to the staff 
Publishing the objectives, 

benefits and implications of 
the project to all the staff 

5 

5 Staff commitment 
Guaranteeing the staff’s 
commitment to the CRM 

strategy  
3 

6 Customer service 
Pre and post-sales customer serv

independent of the means the
customer uses to communicate w

the company 

4 

7 Sales automation Automation of the company's 
sales process 9 

8 Marketing automation 
Automation of the activities 
and handling of marketing 

information in the company 
4 

9 Support for operational management Mechanisms to support 
operational management 3 

10 Customers contacts management Channels of communication 
with customers 4 

11 Information systems integration 

Integration of Information 
Systems (IS) for consistency 

and availability of information 
related to customers in the 

company 

3 

Total number of questions (except demographic ones) 48 
 

** Number of questions is equal with number of metrics of each CSF.  
*   Complete questionnaire in Persian and English is attached in the appendix.  
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According to the parts of the questionnaire that is brought above, to achieve the 
research purpose of this study; I will answer the following questions. 
 
� Which critical success factor is considered in Iranian CRM projects according to 

advisors and what is the rate of this consideration and estimated contribution in 
CRM projects ? 

� What is the rate of overall success of CRM projects in the country according to 
them?

 
So the questionnaire is designed. I put 5 demographic questions first because as 
mentioned in several places in chapter two, some IT solutions like a hot-line or a call 
center is also said CRM solutions. I tried to understand about the type of projects I am 
studying. I asked about their education, responsibility of the interviewed advisor, 
Company type where the advisor was answering questions about, and time to 
implement the project. The last demographic question was to investigate which 
departments were integrated with CRM. This question was: 
 
Which departments are now integrated with CRM software? (Please indicate as much as you 
developed 'stations' in the company) 

 
Marketing 

Dir 
Operators Sales Reps Sales Dir R&D Accountants Financial Dir 

Official 

Dir 

Foreign 
Procurement 

Domestic 

Procurement 
Warehousing 

External 
Deputies 

Web-Based 

Database 

Q.C/ 

Industrial 

Eng 

After Sales 

Service Dept 
CEO 

Other Departments (Please write the name) …………………………………………… 
 
This question was a small study itself. Since the results can show that if mindset of 
"people" are integrated with CRM (By checking if the official and human resource 
management [which is the same departments in most Iranian industry and all sample 
we interviewed] has access to CRM network or not) or do they predict to have e-CRM 
by checking if they chose 'web-based database' as part of CRM or not. Though the 
results in contrast with the findings of the answer to "research question" was not 
surprising but gave us great hints for weakness and opportunities in Iranian CRM 
projects almost very good ways for further studies of Academic persons and links for 
managers to invest on for future. I just entered the added numbers in to simple excel 
file and presented the result in column (bar) chart to be able to compare the findings 
with each other and see which parts are considered important through implementation 
by our country advisors and which parts aren't.  
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Finally it was time to translate the questionnaire to Persian. After that I gave it to nine 
information systems' consultants that I was sure of their knowledge in I.S because 
they were teaching CRM in Mashhad Business Schools and two of them were 
university professors. This was the pilot test for currency of translation. I hereby 
mention that I hold a bachelor degree on English Literature but corrected what most 
of the nine targeted men mentioned about the currency of translation. The 
questionnaire was ready. I also asked them "Since they are teaching CRM themselves: 
Do they see the metrics of each CSF enough for a CRM project according to what 
they studied or experienced or not?" They add nothing to the questions just correcting 
very few translated words that were accepted by me if more than three of them 
mentioned it. As said above I first tried to put the questionnaire in the websites and 
email it to experts available in the internet but I was not successful. So I went to them, 
interviewed with them myself. I first asked for a time by telephone giving them some 
hints about the work and then asked a time for I can ask something from their 
valuable knowledge on CRM. Each advisor was questioned just for a recent CRM 
project he was involved. A great chance happened sometimes! 23 of them 
(Approximately half) made the appointment at the place they were advising at the 
time but I removed those 4 ones that the project was not finished yet officially. 
 
3.5. Data Analysis 
 
After entering the data in to SPSS software, I first checked the reliability of the 
findings but I omitted the demographic questions in considering Alpha Cronbach. The 
number was reliable enough (.91) to start the analysis. The interviewed advisors had 
five-choice-questions to select only one of them. The scale was selected thoroughly 
and cautiously ordinal, so with selecting Minimum and Maximum, I could found the 
mean of each CSF separately and as a result I could decide about the rate of success 
or failure of each CSF in Iranian project and so the first research question was 
answered.  
 
Considering the same "descriptive analysis" for a new variable that I named it in 
SPSS "CRM-Success" as to extract 'mean' for all CSF means (that found in the last 
paragraph) gives us total CRM success that is 2.86 [About 57 percent] with the 
standard deviation of 0.57 that is the answer to second research question and most 
findings of this dissertation.  
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In fact the relation of each metric with CSF was clear but since it had a new 
contribution I analyzed the "Correlations" between each metric with other metrics 
and its specific CSF. The results will be shown in the next chapter. 
 
I did some feature-analysis too. The factor analysis could not present a contribution of 
CSF in three dimensions of people, process and technology but it is giving a model 
that I named it three dimensions of which are named "Start" with 4 CSF, "Practice 1" 
with 6 CSF and the only separate CSF (Supporting for Operational Management) had 
to be in a third group that I named it "Practice 2".  
  
Finally for ensuring the internal and external validity of the study and steps of the 
performances: I got all advisors names and addresses. Some of them even signed the 
questionnaire themselves and most attached a business card to it. I also asked for the 
name of the projects they are answering me and all of them (except 8) gave me the 
name of the place they advised. The name of the institutes I interviewed or the 
projects they answered to me about are all saved safe to present if needed.  
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4. Chapter 4- Data Presentation 
 
4.1. Reliability  
As seen above, the Reliability was considered and calculated for all metrics that were 
answered by advisors. So the rate 91 percent shows high level of reliability.  
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4.2. Demographic Questions 
 
The previous chapter showed the research methodology and statistical outline I paced. 
In this chapter the empirical data collected form my 48 respondents will be presented. 
The data collected by the means of the questionnaire that explored in chapter 3 and 
that was according to the metrics of CSFs from literature that already explained in 
chapter two. As mentioned the process of getting in to the statistical findings in the 
last chapter, now the numerical numbers and findings are presented each followed by 
a judgment of literature and the researcher myself.  

Education 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Considering the above result; It shows that 3 of the respondents (more than 6 percent) 
did not hold a university degree and more than 70 percent of them were with BA or 
lower degrees. Since I put the name of the fields they study in university I found out 
that the numbers of advisors that were studying much related courses (MBA, MIS, 
Business Administration, E-Commerce and IT) were eight while those of studying not 
related courses as accountants, agriculture, law and psychology were nine! If we add 
electronic engineers to this group it will be fourteen and if computer engineers are 
added they will be more than sixty percent of them. Only less than one third of them 
higher education  
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Using "Post Hoc Tests" and "Homogeneous Subsets", I extracted so many "Means 

Plots" for demographic questions. Almost 11 plots for each!. But considering the final 

findings, I present only the first-placed and last-positioned CSF for each demographic 

question, though the full results are available in archives.  

 
 

 
Surprising finding indicates that though "CRM Committee" had the best position in 
the eyes of consultants, but when respondents had higher education with MS degree 
or more, they had less emphasize on this issue.  
  

  
This plot is not giving a clear scope but seems that in most cases (no matter what the 
degree of education is), the level of customer contact management is low.  
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Responsibility 
 

 
 
 
 
 
 
 
 
 
 
 
The above analysis shows that 66.66 percent of the respondents (18+14) were the 
directors of the CRM project and 93 percent of them were surely informed about all 
details of CRM projects. This shows the integrity of respondents and high validity of 
the research.  
 

 
 
Here also the plot indicates that when the position of the advisor was higher, doing 
and shaping CRM committee was good while the worst situation here is for CEO Rep 
as an internal member of responsible team. 
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We wanted to present only the best and worst ones here, but as a result of CEO Rep 
role in CRM committee that was weak, we also present his strength level in 
contribution assurance of the personnel:  
 

 
 
And for communication channels and level of success in customer contact points: 
 

 
 
It is clear that in most cases of the advised-companies, the top manager's 
representative could not be successful or at least could not consider it important to 
improve the communication channels with customer. However in the best situation, 
the average number was not more than half, indicating the total poor appearance of 
the CSF.  
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The first item mentions personal and home offices that you see only had one positive 
answer. SMEs and Corporations had about 96% and one NAT (National & 
International Co.). This is another reason that advisors could be more aware of 
different complex components of CRM. 
 

 
Though the SMEs and Corps were almost 96 percent of the targeted companies these 
consultants advised, they were not very successful in CRM Team shaping. CRM 
Committee is almost at the center of their attention mentioning it a little more than 
average.  
 
 
 

SME 
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Communication channels were a bout 30 percent on small and home offices but SMEs 
and Corps that had about 96 percent of the companies, could not gain a score even 
about 60 out of 100.  

SME 
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Time to implement 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
This pie chart shows my cautious attention toward the interviewed advisors to do 
CRM project. Since the literature clearly and many times assure us CRM as a 
complex sophisticated strategy implementation as change management and innovative 
process reengineering in three aspects of People, Performance and IT technology but 
here we observe that in 41.6 percent (14+6) it took less than 6 months to implement 
all these IT revolutions. This may have the result that global standards in 
implementing CRM may not be considered and we shall not expect high CRM 
success.  

Less than 3 months  

Between 3 & 6 months 

Between 6 & 9 months 

Between 9 & 12 months 

More than 12 months 
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The chart however shows that in best situation with a year or more implementing 
CRM, we had the least emphasize on CRM committee, while those who did CRM in 
less time, were more numbers and more attention to responsible team for CRM.  
 
  

 
 
All the worst, if we look back through literature considering CRM implementing well 
when it is done with more time in more details, channels of communication in the 
CRM projects that took less than three month is about 60 percent while for those 10.5 
percent of the companies that did CRM in better details it is lower than 57 percent and 
those who implemented CRM strategy in 9-12 months were about 43 percent. All the 
numbers are in around average area… .  
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a. The chart shows that CEO had been connected to CRM network and in more 
than 60 percent he had access to CRM. This number as close to the rate score 
that same CSF (CEO Support) got in the questionnaire itself. 

b. Operators got very low mark here less than 12 percent that shows the 
customers will not behaved "indifferently" as his or her first contact point and 
this seems against CRM success according to literature.  

c. The number of Salespersons availability to the software is again lower than the 
sales manager. The high amount (near to 100%) is good but shows that 
advisors or at least the companies who implemented CRM, saw it as a sales 
activity while it is a holistic view in all departments most of which are 
accountants (got 33.33% of the respondents' affirmative answer) procurement 
(in average got 26.041% of the respondents' affirmative answer), Marketing 
department (got at its very best situation 31.25%), Warehouses (39.58%) all 
lower than half. 
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d. Though the score of the sales director and salespeople is near to 100% but 
surprisingly the external deputies had 22.91% attention and "after sales 
service" had 29.16%. It is clear that channels of communication with the 
customer and sales and service as the support (Operational) management are 
the weakest point.  

e. The lowest number of the affirmative answers towards users of CRM network 
after "Those who answers telephones (operators)"; goes to "web-based 
Database". We see that technology understanding of CRM is not also hopeful. 
Since e-CRM had about 10.41% position in Iranian CRM projects according 
to my survey's sample.  

f. The third worse position is for R&D that got a score of 14.5% to clarify the 
rate of success in revolutionary innovation management within the sample I 
studied. Though the familiarity of the researcher (Myself) makes me a little 
less worry hopping that SMEs in our country mostly do not have R&D 
departments as a separate division. They do change their process or strategy in 
a much faster methods such as brainstorming meetings or else. Maybe the very 
low number is just a hint for radical decision to correct and stick the position 
of R&D as related link between sales and production line.  
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4.3. Descriptive Statistics 
 

N Minimum Maximum Mean
Participation of the organization’s senior 
executives in the CRM project 48 1.25 4.25 2.6771

Multidisciplinary team responsible for 
implementation of the CRM project 
 

48 2.33 5.00 3.5556

Integrating the different areas of the 
company so as to meet the general CRM 
objectives 

48 1.33 4.50 3.0729

Publishing the objectives, benefits and 
implications of the project to all the staff 48 1.00 4.40 2.7208

Guaranteeing the staff’s commitment to the 
CRM strategy 48 1.00 4.67 2.8819

Pre and post-sales customer service 
independent of the means the customer 
uses to communicate with the company 
 

48 1.50 4.50 2.7708

Automation of the company's sales process 48 1.67 4.78 3.0000

Automation of the activities and handling of 
marketing information in the company 48 1.00 4.00 2.6927

Mechanisms to support operational 
management 48 1.00 4.33 2.5000

Channels of communication with customers
 48 1.00 4.50 2.4948

Integration of Information Systems (IS) for 
consistency and availability of information 
related to customers in the company 

48 1.00 5.00 3.2014

Valid N (listwise) 48

 
This table is the answer to the one of the two main questions of the research. The 
rate that each CSF is considered is brought here. The acceptable level naturally 
must be higher scores than 2.5 that mean the critical success factors that have a 
score of more than 2.5 are considered and those who are lower than 2.5 are not 
considered by CRM experts in Iran. Here I changed them to percents for simple 
comparison & contrast: 
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CSF Percent of Consideration in Iranian 
CRM projects according to its Advisors 

1. Senior management commitment 53.542

2. Creation of a multidisciplinary team 71.112

3. Objectives definition 61.458

4. Communication of the CRM strategy to the staff 54.416

5. Staff commitment 57.638

6. Customer service 55.416

7. Sales automation 60

8. Marketing automation 53.854

9. Support for operational management 50

10. Customers contacts management 49.896

11. Information systems integration 64.028

 
In the literature (Mendoza et al, 2006), the "feature analysis" has been done on results found 
after sending the literature-based metrics to eight international experts and the acceptable 
level for each metric and as a result for each critical success factor was 75%. Here as 
mentioned in the methodology, I believe that since the question is "finding the comparative 
extent for existence of each CSF"; the above table is enough. It doesn't need any more 
judgment because it is clear that which elements are paid close attention and which are not. 
Since the priority of CSF assumed equal in the literature, we can again assume the loading 
weight of each of them on total CRM project equal and then sorting them seems correct.  
 

CSF (Sorted Descending) � %
Customers contacts management 49.896
Support for operational management 50
Senior management commitment 53.542
Marketing automation 53.854
Communication of the CRM strategy to the staff 54.416
Customer service 55.416
Staff commitment 57.638
Sales automation 60
Objectives definition 61.458
Information systems integration 64.028
Creation of a multidisciplinary team 71.112
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4.4. Correlations 
 
CSF 1 

  
  

CRM_in_BP Board_in_CRM Budgt_of_CRM
_in_Co 

Budgt_of_CRM
_of_Outsrcng 

Board_in_CRM Pearson Correlation .338(*) 
  Sig. (2-tailed) .019 
  N 48 

   

Budgt_of_CRM_in_Co Pearson Correlation -.067 .177 
  Sig. (2-tailed) .653 .230 
  N 48 48 

  

Budgt_of_CRM_of_ 
Outsrcng 

Pearson Correlation 
.167 .529(**) .437(**) 

  Sig. (2-tailed) .255 .000 .002 
  N 48 48 48 

 

Participation_of_Seniors Pearson Correlation .591(**) .809(**) .496(**) .764(**) 
  Sig. (2-tailed) .000 .000 .000 .000 
  N 48 48 48 48 

*  Correlation is significant at the 0.05 level (2-tailed). 
**  Correlation is significant at the 0.01 level (2-tailed). 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
The relation between the four metrics of the first CSF is presented here. Member of 
the Board presence in the CRM committee has the highest correlation while the 
Budget has the lowest. 
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R2=0.591 

R2=0.496 R2=0.809 

R2=0.764 
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CSF 2 

 
  

CRM_as_Dailys CRM_Dir_ 
Reports_to 

CRM_Meetings_
Frqncy 

CRM_Dir_Reports_to Pearson Correlation .033 
  Sig. (2-tailed) .824 
  N 48 

  

CRM_Meetings_Frqncy Pearson Correlation .275 .160 
  Sig. (2-tailed) .058 .279 
  N 48 48 

 

MultyDecip_team_ 
responsible 

Pearson Correlation 
.619(**) .533(**) .813(**) 

  Sig. (2-tailed) .000 .000 .000 
  N 48 48 48 
**  Correlation is significant at the 0.01 level (2-tailed). 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
In CSF 2, the correlation between "CRM meeting frequency" and the CSF is higher 
than the one to whom the CRM committee manager reports. This is also similar 
evidence according to last CSF relations and function of the metrics.  
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R2=0.619

R2=0.533R2=0.813 



 
  
 

 
66

CSF 3 

  

Depts_target
s_in_ CRM 

General_ 
CRM_Aims 

other_depts_
Targets_of_
CRM 

Former_ 
Sccssful_IS_
Prjcts 

Deps_ 
Senerjetics_i
n_CRM 

Staff_ 
Willngnss_ in_ 
KnwldgShrng 

General_CRM_Aims Pearson 
Correlation .685(**) 

  Sig. (2-tailed) .000 
  N 48 

     

Other_Depts_Targets_ 
of_CRM 

Pearson 
Correlation .210 .090 

  Sig. (2-tailed) .151 .541 
  N 48 48 

    

Former_Sccssful_IS_ 
Prjcts 

Pearson 
Correlation .599(**) .482(**) -.049 

  Sig. (2-tailed) .000 .001 .740 
  N 48 48 48 

   

Deps_Senerjetics_in_ 
CRM 

Pearson 
Correlation .354(*) .222 -.173 .311(*) 

  Sig. (2-tailed) .014 .130 .239 .031 
  N 48 48 48 48 

  

Staff_Willngnss_in_ 
KnwldgShrng 

Pearson 
Correlation .451(**) .334(*) -.065 .357(*) .585(**) 

  Sig. (2-tailed) .001 .020 .663 .013 .000 
  N 48 48 48 48 48 

 

Integration Pearson 
Correlation .870(**) .757(**) .296(*) .695(**) .562(**) .659(**) 

  Sig. (2-tailed) .000 .000 .041 .000 .000 .000 
  N 48 48 48 48 48 48 

 
**  Correlation is significant at the 0.01 level (2-tailed). 

� Correlation is significant at the 0.05 level (2-tailed). 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
The third CSF as mentioned in chapter two means the mindset integrity and as seen 
above the correlation between "General CRM Goals" & "Each Department's goals" 
with  the this critical success factor is higher while the weight of information on 
details of other departments' goals in CRM is the lowest (0.29)  

R2=0.357 R2=0.870 
Integrating 
the different 
areas of the 

company 

Departments’ 
targets in CRM

General CRM 
aims 

Departments 
synergetic in 

CRM 

Staff willingness 
in knowledge 

sharing 

Former 
successful IS 

projects 

Other 
Departments 

targets of CRM

R2=0.296R2=0.757

R2=0.659
R2=0.562
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CSF 4 

 electrnc_Bultn_ 
in_CRM 

Multimedia_ 
Bultn_in_CRM Bultn_in_CRM Staff_intrst_in_

Succss_CRM 

Percntage_Staff
_Takepart_in_ 
CRM 

Multimedia_Bultn_in_CRM Pearson Correlation .564(**) 
  Sig. (2-tailed) .000 
  N 48 

    

Bultn_in_CRM Pearson Correlation .270 .433(**) 
  Sig. (2-tailed) .064 .002 
  N 48 48 

   

Staff_intrst_in_Succss_CRM Pearson Correlation .051 -.020 .523(**) 
  Sig. (2-tailed) .730 .894 .000 
  N 48 48 48 

  

Percntage_Staff_Takepart_in
_CRM 

Pearson Correlation -.082 .143 .638(**) .609(**) 

  Sig. (2-tailed) .579 .332 .000 .000 
  N 48 48 48 48 

 

Objective_Publish Pearson Correlation .517(**) .621(**) .874(**) .636(**) .704(**) 
  Sig. (2-tailed) .000 .000 .000 .000 .000 
  N 48 48 48 48 48 

 
**  Correlation is significant at the 0.01 level (2-tailed). 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Whereever in this dissertation, the respondents were faced with a question of 
electronic services they didn't accept its role in CRM while the technology itself as an 
abstract mean got highest attention in CRM projects! Here it is also applied: while 
electronic dissemination got lowest correlation, the use of hard copies as internal 
bulletins got the highest correlation in the analysis. The second position goes to "staff 
commitment in CRM seminars but their motivation has 0.07 lower weight.  

 

Publishing 
CRM 

objectives 

Multimedia 
publishment 

Use of internal 
bulletins 

Electronic 
dissemination 

  

Staff motivation 
level  

Staff taking part 
in CRM seminars

R2=.636  

R2=.704 

R2=.517 

R2=.621 
R2=.874  
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CSF 5 

    

Staff_Prblms_with
_Strt_ wrkng_hour 

Staff_Prizes_ 
for_CRM_ Succss 

Staff_Not_ 
Realized_CRM 

Staff_Prizes_for_CRM_Succss Pearson Correlation -.065 
  Sig. (2-tailed) .662 
  N 48 

  

Staff_Not_Realized_CRM Pearson Correlation .279 .265 
  Sig. (2-tailed) .055 .068 
  N 48 48 

 

Contributution_assure Pearson Correlation .704(**) .477(**) .785(**) 
  Sig. (2-tailed) .000 .001 .000 
  N 48 48 48 
**  Correlation is significant at the 0.01 level (2-tailed). 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Staff problems with working hours and their not realization of CRM goals and means 
has high correlation with the CSF but "the money they got as rewards for getting to 
the goals" has the lower correlation. These concepts are vise versa so the correlations 
of them are. If as the researcher want to put a personal judgment, I would say that the 
lower this correlation is means exactly the lower staff and personnel of the companies 
were synergetic to help and take their role in CRM.  
 
Naude (2006) believes that the moment the relation between the company [Read it the 
CEO- Researcher] and the staff is forming, is the "moment of truth", since it is the 
time that the real relation between the staff and the customer (Not the company & the 
customer) is shaped. This is one of the reasons that critical success factor's 
performances in Iranian CRM projects are not good enough for successful CRM.  

 
  

Staff rewards 
turnover 
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CRM 

 
Staff problems 
with working 

hours 
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staff 

commitment 
to CRM 
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R2=0.704

R2=0.477R2=0.785 
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CSF 6 

 
 

Avr_AnswrngTime
_Whn_Asks4_Info 

Avr_AnswrngTime
_Whn_Complains 

AfterAndBefore_ 
Sales_Srvce_Budgt 

Frqncy_Evaluated_
Custmr_Satisfction
_lvl 

Avr_AnswrngTime_Whn_Compl
ains 

Pearson Correlation .391(**) 

  Sig. (2-tailed) .006 
  N 48 

   

AfterAndBefore_Sales_Srvce_Bu
dgt 

Pearson Correlation -.155 .081 

  Sig. (2-tailed) .293 .584 
  N 48 48 

  

Frqncy_Evaluated_Custmr_Satisf
ction_lvl 

Pearson Correlation .003 .086 .062 

  Sig. (2-tailed) .985 .560 .674 
  N 48 48 48 

 

Customer_service_support Pearson Correlation .559(**) .696(**) .435(**) .532(**) 
  Sig. (2-tailed) .000 .000 .002 .000 
  N 48 48 48 48 

**  Correlation is significant at the 0.01 level (2-tailed). 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
This analysis shows that the correlations of the four metrics of fifth CSF are very 
close to each other makes them flat factors. However the response time has got the 
highest correlation but considering a separate budget for after sales service is not even 
having half of attention. This CSF's average score was 2.73 (55.4%) though as 
mentioned in literature, it is one of the very important parts of operational CRM itself.  
  

Average 
response time 
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customer 
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After and 
before sales 
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satisfaction 
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R2=0.532 

R2=0.435 R2=0.559 

R2=0.696 
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CSF 7 

  

Sales_Duty
_ 
Document 

segmentation
_Document 

CLV_ 
Document 

CSR_ 
Document 

Sales_Daily_
Bureaucracy 

Sales_ 
AvrTime_ 
to_Get_ 
Custmrs_ 
Image 

Orders_Avr
Time_ 
Taken_by_
Sales 

Sales_AvrT
ime_to_Get
_AllOrders
_Details 

Percntage_
of_ 
Cmplains_ 
form_ 
AllSales 

Segmentation_Docu
ment 

Pearson 
Correlation .331(*) 

  Sig. (2-tailed) .022 
  N 48 

        

CLV_Document Pearson 
Correlation .356(*) .339(*) 

  Sig. (2-tailed) .013 .018 
  N 48 48 

       

CSR_Document Pearson 
Correlation .267 .342(*) .666(**) 

  Sig. (2-tailed) .067 .017 .000 
  N 48 48 48 

      

Sales_Daily_Bureau
cracy 

Pearson 
Correlation .461(**) .413(**) .565(**) .458(**) 

  Sig. (2-tailed) .001 .004 .000 .001 
  N 48 48 48 48 

     

Sales_AvrTime_to_
Get_Custmrs_Image 

Pearson 
Correlation .033 .111 .282 .387(**) .247 

  Sig. (2-tailed) .821 .453 .052 .007 .090 
  N 48 48 48 48 48 

    

Orders_AvrTime_Ta
ken_by_Sales 

Pearson 
Correlation .454(**) .323(*) .169 .354(*) .540(**) .236 

  Sig. (2-tailed) .001 .025 .251 .014 .000 .107 
  N 48 48 48 48 48 48 

   

Sales_AvrTime_to_
Get_AllOrders_Dtail 

Pearson 
Correlation .314(*) .201 .002 .109 -.060 -.031 .181 

  Sig. (2-tailed) .030 .170 .990 .461 .688 .834 .219 
  N 48 48 48 48 48 48 48 

  

Percntage_of_Cmpla
ins_form_AllSales 

Pearson 
Correlation .120 .037 .050 .217 .133 .359(*) .291(*) .011 

  Sig. (2-tailed) .416 .805 .737 .138 .367 .012 .045 .941 
  N 48 48 48 48 48 48 48 48 

 

Sales_Process_Auto
mation 

Pearson 
Correlation .622(**) .563(**) .641(**) .727(**) .713(**) .542(**) .695(**) .306(*) .428(**) 

  Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000 .034 .002 
  N 48 48 48 48 48 48 48 48 48 

*  Correlation is significant at the 0.05 level (2-tailed). 
**  Correlation is significant at the 0.01 level (2-tailed). 
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Sales Process Automation as mentioned in the literature of chapter two with the name 
of SFA is undividable part of Operational CRM. However even now that the score is 
on the fourth position between other CSF but as you observe in the above chart, the 
correlation between metrics and CSF has got high ups and downs.  
 
The other important factor is that in the 5th question of the demographic investigations 
in part c of the above pages, it was mentioned that SFA could not get a good score 
since the use of related departments for CRM software and network was already 
tested and found less between 39 to 26 percent. This means that in technology 
understanding of SFA as a tool of CRM the advisor had better judgments though 
"Sales Process Automation" has got his position in both "Process" & "Technology"  
and as a result not a good place in "Process" part. They got good score to this CSF 
(60%) but when they are asked if the warehouses were using from CRM information 
and analysis they answered "No"! It is clear that the reason is lack of "customer-
based" reengineering otherwise it is impossible to omit warehouse from automation 
with sales and marketing. .   

 
Sales Process 
Automation 

Sales average 
time to get all 
order details 

Percentage of 
complaints 

related to sales 

Average time in 
placing an order 

Existence of CLV 
document 

 

Existence of 
segmentation 

document 

Existence of CSR 
document 

 

Sales manager 
time to get 

customer image 

Salespeople time on 
administration 

work 

Existence of sales 
duty document 

R2=0.563 

R2=0.641 

R2=0.727 

R2=0.713 
R2=0.542 

R2=0.695 

R2=0.306 

R2=0.428 
R2=0.622 
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CSF 8 

 
 

AvrTime_to_ 
Impliment_ 
NewMP 

AvrTime_to_ 
Evaluate_MPs_ 
Effcts 

AvrTime_to_ 
Get_AllCustmr_ 
Servic_Info 

avrTime_getting_R
eport_of_ 
SalesRecords 

AvrTime_to_Evaluate_MPs_Effcts Pearson Correlation .252 
  Sig. (2-tailed) .084 
  N 48 

   

AvrTime_to_Get_ 
AllCustmrs_Servic_Info 

Pearson Correlation .066 .161 

  Sig. (2-tailed) .656 .274 
  N 

48 48 

  

AvrTime_Getting_Report_ 
of_SalesRecords 

Pearson Correlation -.176 .331(*) .578(**) 

  Sig. (2-tailed) .230 .022 .000 
  N 48 48 48 

 

Marketin_Automation Pearson Correlation .431(**) .679(**) .725(**) .698(**) 
  Sig. (2-tailed) .002 .000 .000 .000 
  N 48 48 48 48 

**  Correlation is significant at the 0.01 level (2-tailed). 
*  Correlation is significant at the 0.05 level (2-tailed). 

This CSF has got the eights' position among others wile time to get all customers 
service information has the highest correlation meanwhile average time to implement 
new marketing campaign has the lowest. However if we get to innovation 
management and that the ability of analyses that CRM presents, is the enabler of 
change management; we find out that the revolution in the company is not happened 
accordingly.  
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R2=0.431 

R2=0.698 R2=0.679 

R2=0.725 
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CSF 9 

 
 

Avr_Stopping_ 
Time_of_ 
Spprtng_Mchn 

Prcntage_of_ 
CoBudgt_for_ 
OprationalMng 

AvrTime_Solving_ 
SpprtngMchn_ Prblm 

Prcntage_of_CoBudgt_for_ 
OprationalMng 

Pearson Correlation .153 

  Sig. (2-tailed) .299 
  N 48 

  

AvrTime_Solving_SpprtngMchn_
Prblm 

Pearson Correlation .197 .324(*) 

  Sig. (2-tailed) .179 .025 
  N 48 48 

 

Supporting_Operational_ 
management 

Pearson Correlation .700(**) .720(**) .652(**) 

  Sig. (2-tailed) .000 .000 .000 
  N 48 48 48 

**  Correlation is significant at the 0.01 level (2-tailed). 
*  Correlation is significant at the 0.05 level (2-tailed). 

 
 
 
 
The second bad position in the chosen CSFs is for this one while the correlation of the 
metrics with the CSF is very high. So surprisingly the importances of metrics were 
separately confirmed by the respondents but it is not correctly behaved in the projects.  
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R2=0.700

R2=0.720R2=0.652 
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CSF 10 

 
 

Site_or_SMS_ 
Possibility_toAsk_
for_Srivce 

Prcntage_of_ 
Trnsctions_Out_of
_CntralOffc 

Prcntage_of_ 
Trnsctions_by_Tel
_or_Fax 

Prcntage_of_ 
Trnsctions_by_ 
email_or_Wbsite 

Prcntage_of_Trnsctions_Out_of_
CntralOffc 

Pearson Correlation .046 

  Sig. (2-tailed) .755 
  N 48 

   

Prcntage_of_Trnsctions_by_Tel_
or_Fax 

Pearson Correlation .127 -.066 

  Sig. (2-tailed) .390 .653 
  N 48 48 

  

Prcntage_of_Trnsctions_by_email
_or_Wbsite 

Pearson Correlation .514(**) -.033 .494(**) 

  Sig. (2-tailed) .000 .822 .000 
  N 48 48 48 

 

Communication_Channels Pearson Correlation .657(**) .448(**) .619(**) .750(**) 
  Sig. (2-tailed) .000 .001 .000 .000 
  N 48 48 48 48 

**  Correlation is significant at the 0.01 level (2-tailed). 

The lowest paid attention CSF in Iranian CRM projects is this one. The correlations of 
the four metrics are not closed but clearly show the variety of tools importance within 
the CSF. However e-CRM also in 5th item of the demographic questions got a very 
low position and here we see that the correlation of using websites' element in 
successful communicating with customer is high and this is another internal validity 
evidence for my correct judgment of poor performance of CRM projects or at least 
poor advisors knowledge.  
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R2=0.657 

R2=0.750 R2=0.448 

R2=0.619 
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CSF 11 

 
 

Other_Co_IS_ 
Systems_Intgrated
_ with_CRM 

AvrTime_Updated
_IS_Updated_with
_echothr 

IS_Needs_ 
Markeing_ 
Research_ 
Intgrated_with_ 
CRM 

AvrTime_Updated_IS_Updated
_with_echothr 

Pearson Correlation .530(**) 

  Sig. (2-tailed) .000 
  N 48 

  

IS_Needs_Markeing_Research_I
ntgrated_with_CRM 

Pearson Correlation .534(**) .264 

  Sig. (2-tailed) .000 .070 
  N 48 48 

 

IS_Integration Pearson Correlation .863(**) .731(**) .782(**) 
  Sig. (2-tailed) .000 .000 .000 
  N 48 48 48 
**  Correlation is significant at the 0.01 level (2-tailed). 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
The second best position among other CSF is this one so the analysis shows that 
the correlation of the three metric with CSF is also high. It means that in 
technology understanding CRM (Not globally and web-based but in internal 
network within the organizations) the advisors were very good. As the researcher 
have the same personal experience since one of the very first questions the 
advisors ask in the introduction meeting is the type of the software the target 
company is using in his accountant or procurement or warehouse departments.   
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R2=0.863

R2=0.731R2=0.782 



 
  
 

 
76

4.5. Factor Analysis  
 
4.5.1. Principle Component Analysis  
This analysis is to decrease the number of components involved in project. The 
findings are as follows: 
 

Total Variance Explained

Initial Eigenvalues Extraction Sums of Squared Loadings Rotation Sums of Squared Loadings

Component Total % of Variance Cumulative % Total % of Variance Cumulative % Total % of Variance Cumulative %

1 5.292 48.112 48.112 5.292 48.112 48.112 3.726 33.870 33.870

2 1.606 14.601 62.714 1.606 14.601 62.714 3.109 28.260 62.129

3 1.133 10.302 73.016 1.133 10.302 73.016 1.198 10.886 73.016

4 .801 7.282 80.298       

5 .660 6.001 86.299       

6 .411 3.736 90.035       

7 .315 2.864 92.899       

8 .291 2.649 95.548       

9 .238 2.168 97.715       

10 .146 1.326 99.041       

11 .105 .959 100.000       

Extraction Method: Principal Component 

Analysis. 

      

 
Considering the eleven critical success factors of CRM projects in to three parts and 
rotating with three components, the result is considerable as:  
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Rotated Component Matrixa

 Component 

 1 2 3

Participation_of_Seniors .321 .793 .106

MultyDecip_team_responsible .199 .756 .262
Communication of the CRM strategy to the staff .121 .877 .087

Objective_Publish .204 .825 -.166

Contributution_assure .698 .449 -.349

Customer_service_support .779 .209 .157

Sales_Process_Automation .838 .386 -.038

Marketin_Automation .823 .161 .141

Supporting_Operational_management .132 .107 .878

Communication_Channels .785 .105 .022

IS_Integration .649 .132 .379

Extraction Method: Principal Component Analysis.  

 Rotation Method: Varimax with Kaiser Normalization. 

a. Rotation converged in 4 iterations.  
 
It is clear that we can classify the four blue above CSF as "START" with CEO 
supports in shaping the committee and publishing the objectives and to convey CRM 
strategy to the staff. The second green above CSFs shall be named "FIRST 
PRACTICE", though they have published and teach CRM goals but in practice could 
not communicate the personnel commitment to automate the sales and marketing 
process resulting the same conveyance with customer service in different channels 
even the same level of information system integrations. However if I call "supporting 
for operational management" as "SECOND PRACTICE", the above analysis indicates 
its differentiation.  
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The scattering points above also indicate three dimensional dispersal of CRM CSF in 
Iranian projects.   
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4.5.2. Cluster Analysis  
 
Improving the attitudes towards Iranian CRM projects, I tried to classify advisors 
views on CRM finding similarities between CSF and level of alliance among them.   
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Results indicate that participation of senior management (CEO Support) is a close 
item to objectives publish and strategy conveyance to the staff and in the other hand 
supporting operational management, IS Integration and responsible committee are 
those which could be classified in the same clusters.  



 
  
 

 
80

4.6. Final Judgment 
 

Observing some parts of alliances, the answer to first research question was presented 
and now again is brought here: 
 

CSF (Sorted Descending) � %

Customers contacts management 49.896

Support for operational management 50

Senior management commitment (CEO Support) 53.542

Marketing Automation 53.854

Communication of the CRM strategy to the staff 54.416

Customer Service & Support 55.416

Staff Commitment 57.638

Sales Process Automation 60

Objectives definition 61.458

Information Systems integration 64.028

Creation of a multidisciplinary Team 71.112

 
 
 
Now the total judgment on CRM projects according to advisors is presented here.  
 

 Descriptive Statistics  

N Minimum Maximum Mean
Std.

Deviation 
CRM_Success 48 1.73 4.01 2.8698 .57730 
Valid N (listwise) 48

 
Total CRM Success: we can change the score (2.869) to percentage that the 
answer will be 57.39% that is the same number that comes from the average of 
the following blue numbers. This is the last finding and answer to the main 
research question in this dissertation.  
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 Chapter 5- conclusion & Recommendations  
 
5.1. Final Summery  
 
There is a standard industry road response to recite what CRM is and what CRM is 
not. For sure it is not a technology, though technology is a CRM enabler. It is a 
strategy and/or set of business processes or better to say is a methodology. The 
Knowledge Capital Group defines CRM as a subset of something the call enterprise 
relationship management (ERM), which involves customers, suppliers, partners and 
employees. CRM can be a personal understanding of small business owners and 
merchants who do a majority of their trade face to face; on a scale permitting them to 
know and understand their customers or a very big enterprise to integrate the whole 
system processes and forecast what "the customers" want or will want. At its core, 
CRM is an enterprise wide-mindset, mantra and set of business processes and policies 
that are designed to acquire, retain and service customers. (Greenberg, 2001) 
 
Objectives of CRM: 
According to Kim et all (2003) CRM objectives can be divided in to four categories as 
described below: 

1. Customer Knowledge: 
a. Collecting appropriate customer information 
b. Analyzing customer data 
c. Acquiring new customers 
d. Improving skills of employee 
e. Improving CRM Technique 
f. Secure service 

2. Customer Interaction 
a. Appropriate response to customer request 
b. Integration of business processes  
c. Improving channels management 
d. Maximizing the effectiveness and efficiencies of organization 

operations  
e. Customizing products and services

3. Customer Value 
a. Improving customer retention  
b. Profits increase  
c. Improving customer service and support 
d. Building an attractive and virtual community 
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4. Customer Satisfaction 
a. Improving service quality 
b. Establishing relationships with customers 

 
Process type of CRM 
 
1. CRM Service Processes 

1-1. Campaign Management 
1-2. Sales Management 
1-3. Service Management 
1-4. Complaint Management 

2. CRM Support Processes 
2-1. Loyalty Management 
2-2. Market Research 

 
3. CRM Analysis Processes 

3-1. Customer Scoring & Lead Management 
3-2. Customer Profiling & Segmentation  
3-3. Feedback & Knowledge Management 
 

4. CRM Management Processes 
4-1. Multi-Channel Management 
4-2. Performance Management 

 
CRM Assessment 
 
Esteves and Pastor define CSFs as the limited number of areas in which results, if 
satisfactory, will ensure a successful competitive behavior for the organizations. In 
this context, it is considered that a factor is critical for a CRM strategy when its 
presence guarantees that the implementation of this strategy will be successful. CSFs 
related to the implementation of this type of project must consider all aspects that are 
involved. To this effect, the CSFs set is proposed taking into account:  

• Processes. This aspect involves the main processes of relationship with the 
customer, such as marketing, sales, and service. Here, the importance of their 
definition, interrelationship, and documentation, will be taken into account. 

• Human factor. For this aspect the CSFs having a human component and, thus, 
predominantly organizational, will be grouped. 



 
  
 

 
83

• Technology. This aspect will include the CSFs depending directly of technological 
aspects, components, and tools that must be present in every organization starting this 
type of strategy. 

By nature, each of the CSFs has a direct or indirect influence on the three components 
involved in the CRM strategy (people, processes, and technology). CRM is a 
combination of people, processes and technology that seeks to understand a 
company’s client base. Managing a successful CRM implementation requires an 
integrated and balanced approach to technology, process, and people. Nevertheless, 
one or two predominant factors exist that characterize the CSFs. Table 1 shows a list 
of the proposed CSFs to implement efficiently a CRM strategy, identifying for each 
one the aspects that characterize them most.  

Table 1.  

CSFs classification according to human factor, processes and technology  

ID Critical Success Factors (CSF) Human 
factor Processes Technology No. of 

Metrics 

1 Senior management commitment X   4 

2 Creation of a multidisciplinary team X X  3 

3 Objectives definition X   6 

4 Communication of the CRM strategy to the 
staff X X  5 

5 Staff commitment X   3 

6 Customer service  X X 4 

7 Sales automation  X X 9 

8 Marketing automation  X X 4 

9 Support for operational management X X X 3 

10 Customers contacts management X  X 4 

11 Information systems integration   X 3 
  

(Mendoza et al, 2006) 

This dissertation aimed to understand why CRM projects fail or success. In fact it is to 
find out which points in a successful implementation of CRM are considered correctly 
and which points and items are not considered. To realize this issue, The metrics of 
the CSFs were studied by dispensing a questionnaire of 5 demographic questions 
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about the respondent education and the target CRM-Implemented company and 48 
questions exactly the same number as the metrics of all CSF for CRM. Then the data 
is entered in to SPSS software and mean of the value and correlation of each CSF and 
its metrics was the answer to the research questions. The findings presented the 
percentage of success (Or consequently the percent of failure) of CRM projects 
according to the advisors' knowledge and their recent CRM project. The findings are 
confirmed for CRM projects that implemented during the last 15 months before 
March 2006 and results show as following:  
 

CSF (Sorted Ascending) � Percent of presence in 
CRM projects 

Creation of a multidisciplinary team 71.112

Information systems integration 64.028

Objectives definition 61.458

Sales automation 60

Staff commitment 57.638

Customer service 55.416

Communication of the CRM strategy to the staff 54.416

Marketing automation 53.854

Senior management commitment 53.542

Support for operational management 50

Customers contacts management 49.896
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Though we could not find the contribution of CRM three aspects (People, Process, 
and Technology) rate of success, but we could classify these factors in three different 
stages as seen in the following 3 dimensional plot. 
 

 

Now the total judgment on CRM projects according to advisors is presented here:  

 Descriptive Statistics  

N Minimum Maximum Mean
Std.

Deviation 
CRM_Success 48 1.73 4.01 2.8698 .57730 
Valid N (listwise) 48

 
Total CRM Success in our country as mentioned in the last chapter is 57.39%.
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5.2. Implication for managements 
 
This study aims for find the critical success factor of CRM and tests them to see 
which one of them is considered with enough attention by advisors and consultants 
and how much they are considered. In this dissertation not only a checklist of critical 
success factors of CRM were found in the literature and validated through the study 
but also metrics of those CSF are shaped and the correlation between them and the 
CSF is found and extracted. The final finding that is some stages of factor analysis 
indicates CRM projects in three aspect of "Start", "Practice part one" and "Practice 
part two". The found doctrine is a roadmap for companies and organizations not only 
to check their CRM success or failure but also for them amid the projects to see which 
points are paying enough attention and which points aren't.  
 
After all the work is not statistically complex and shall also be used by CRM 
consultants for the evaluation of their projects or previous I.S systems with similar 
aims to test the adaptability level of them with their projects in hand. Also kind 
advisors and consultants could acquire good applicable knowledge where to put more 
emphasize and what are the points that should be strengthen in their knowledge and 
their expert institutes in this step by step analysis.  
 
 
5.3. Implication for Academic Persons, Further studies 
 
This study validated the CRM Critical Success Factors in Iranian projects according 
to advisors and experts. University references can do it from other contribution such 
as in banking industry or oil sector or hospital segments. It is also can be done from 
the perspective of sales directors and the CEOs too. Also the empirical findings, 
theory and percentage of consideration of each CSF can be tested in case studies like 
Iran Khodro or many similar corporations who want the study full individualized.  
 
E-Business is another area where we can impediment CRM well. E-CRM is said to 
the CRM for web services and electronic industries that are increasingly growing in 
Iran and could soon have a position in academic research. The validated model for 
successfully testing a CRM implementation is useful there too.  
 
Though the study contributes the literature for validated process of testing CRM, it is 
also possible to consider parts of it just to evaluate small IT solutions such as hot-lines 
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and call centers as modules of CRM at one hand and SCM and ERP projects as larger 
I.S projects than CRM.   
 
 
Also ERM (Experience Relationship Management) that is the effect of CRM 
according to the customer's point of view and physiological possibilities added to 
CRM, a new road without any contribution in our country at the moment, is a good 
way to continue after this study. However if ERM seems something quite different, At 
least a study could be done from another perspective and that is putting the goals that 
target organizations implemented CRM were seeking; in front of the customers 
(Maybe loyal customers, profitable customers, etc) to test if they find those goals met 
or not? This could be done for operational CRM though the study also could be done 
for Analytical CRM from the point of view of more experts & knowledgeable persons 
and collaborative CRM for some of the supply chain members and business partners.  
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Appendix A- The English Questionnaire 
 
Preface 
 
Customer Relationship Management is an I.S-type project seeking some goals in organizations. 

This dissertation is to find out the factors that were ignored in implementing CRM. Please have it 

in mind that all the questions in this research are related to just one specific CRM projects (that 

you recently advised) and your answers must not be about different projects at all. Also please 

remember that the answers will be effective and reasonable in contrast to each other and choosing 

choice one or five doesn't mean that the project is weak or strong. So please select the correct 

answer without paying attention that what the question will finally result. 

 

We are not asking your name and your institute in this questionnaire and not either the name of 

the company you advised. After all we are not going to judge on your personal knowledge but the 

task is to add up the grand sum of all consultants' believes and their total attentions to different 

dimensions of CRM. So without any worry about your privacy and any one's ever judgment on 

your work or the companies you advised, fill out the questionnaire helping the researcher to clearly 

discover the items that are paid close attention in CRM projects and the items that are not.  

 

I also would like to present the final results to you if you want me to. Thanks indeed. 

 
Bahman Moghimi 
E-Commerce Student 
Bahman@Moqimi.net 
B.Moghimi@Yahoo.Co.Uk  
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Demographic Questions: Please be sure that your answers are related to the just one & most 
recent and biggest CRM project you were involved.  
 
Please indicate your university degree         
1. Diploma �    2. Technician �         3.B.A or B.S �        4.M.A or M.S �        5.PhD �   
Your field of graduation: ------------------------------------------------------------------- 
 
Please indicate your role in CRM Project    
 
1. CRM Committee Dir �    
2. External Advisor, the Responsible Dir � 
3. External Advisor, member of the CRM Committee �   
4. CEO Rep in the company you implemented CRM � 
5. Others � please indicate: ------------------------------------------------------------------- 
 
How long did the project take time?             
1. Less than 3 Months � 
2. Between 3 & 6 Months � 
3. Between 6 & 9 Months � 
4. Between 9 & 12 Months �  
5. More than one year �  
 
In the company you implemented CRM; how many employees (in over all departments) did 
it have?                                                             
1. SOHO. (Small office, Home office similar small family businesses) 
2. SME (Small to medium enterprises, 5 or 10 to maximum 200 Staff) 
3. Corps. Nearly big enterprises and corporations (200 to 600 Staff) 
4. Nat.  (National & International organizations with more than 600 Staff)  
5. Others�. Please Indicate: ------------------------------------------------------------------- 
 
 
Which departments are now integrated with CRM software? (Please indicate as much as you 
developed 'stations' in the company) 
 
Marketing Dir Operators Sales Reps Sales Dir R&D Accountants Financial Dir  Official Dir. 

        
 

Foreign 
Procurement 

Domestic 
Procurement Warehousing External 

Deputies
Web-Based 
Database 

Q.C/
Industrial Eng

After Sales 
Service Dept 

CEO

        
 
Please be sure that you name all departments and divisions who are using CRM stations or 
have access to the software and network. Name those which is not brought above: --------------
-----------------------------------------------------------------------------------------------------------------------
----------------------------------------------------------------------------------------------------------------------- 
 

 
 



 
  
 

 
95

 
1- Participation of the organization’s senior executives in the CRM project  

 

 
1  1  2  3  4  5 

Percentage of the CRM goals clearly mentioned and repeated in 
company's "Strategic Plan [S.P.]" 
  
5= More than 75% of CRM goals are mentioned in the S.P. 
4= between 50% & 75% of the CRM goals are mentioned in the S.P. 
3=between 25% & 50% of the CRM goals are mentioned in the S.P. 
2=Lower 1/4th of them [Less than 25%] of the CRM goals are mentioned in 
the S.P. 
1= None of the CRM goals are mentioned in S.P. OR as far as I know there 
is no S.P. in the company  
 

     

2  1  2  3  4  5 

Percentage of members of the board of directors (Those who handle 
company's operations) that participate in CRM project 
 
5=More than 75% of them, 4=between 50% & 75%, 3=between 25% & 
50%, 2=Lower 1/4th of them, 1=None but the external advisor 

     

3  1  2  3  4  5 

Percentage of the budget assigned to all the initiatives related to the 
CRM project such as integrations, optimizations, technologies and 
call centers etc.  
 
5= More than 20%, 4= Between 10% and 20%, 3= Between 5% and 10%,  
2= less than 5%, 1= no budget 

     

4  1  2  3  4  5 

Percentage of the budget assigned to all outsourcing activities such 
as hiring external counselors to fulfill the CRM project 
 
5= More than 20%, 4= Between 10% and 20%, 3= Between 5% and 10%, , 
2= less than 5%, 1= no budget 
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2- Multidisciplinary team responsible for implementation of the CRM project  
 

 

5  1  2  3  4  5 

Percentage of the CRM goals that are part of the duty's of the 
different divisions' managers as "their projects" 
 
5= More than 75% of CRM tasks is divided as different manager's 
project  
4= Between 50% & 75% of CRM tasks is divided as different 
manager's project  
3=Between 25% & 50% of CRM tasks is divided as different 
manager's project  
2=Lower 1/4th of them [Less than 25%] of CRM tasks is divided as 
different manager's project  
1= None of the CRM tasks are mentioned in daily schedule of the 
managers OR as far as I know managers were not involve in CRM like 
a real project. [their role was just data gathering etc]   
 

     

6  1  2  3  4  5 

To Whom the "Top CRM Project Manager" reports? 
 
5= Board of directors, 4= CEO, 3= Vice President, 2=Sales Dir, 1= 
other managers OR I don't know 
 
 

     

7  1  2  3  4  5 

Frequency of CRM project implementation follow-up meetings 
 
5= every two weeks, 4=Once a months, 3=every two months, 
2=every three months, 1=No scheduled meeting OR I don't 
know 
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3- Integrating the different areas of the company so as to meet the general CRM 
objectives  

 
 

8  1  2  3  4  5 

Existence of public documents where each area is aware of the 
division's objectives clearly.  
 
5= All divisions have the training papers & brochures 
4= Most of the division have the training papers & brochures including 
the CEO 
3= Most of the division have the training papers & brochures but not the 
CEO 
2= Only related division have the training papers & brochures (Sales 
Force Only) 
1= No training papers & brochures were dispensed OR I am not aware of 
that 
 

     

9  1  2  3  4  5 

Existence of Public documents stating in writing: "the objectives 
sought by the CRM project" 
 
5= All divisions have that document 
4= Most of the division have that document including the CEO 
3= Most of the division have that document but not the CEO 
2= Only related division have that document (Sales Force Only)  
1= Not such document were dispensed OR I am not aware of that 
 

     

 
10      

Existence of public documents where each area is aware of the 
objectives related to the CRM project of the rest of the areas of the 
company 
 
5= All divisions have that document 
4= Most of the division have that document including the CEO 
3= Most of the division have that document but not the CEO 
2= Only related division have that document (Sales Force Only) 
1= Not such document were dispensed OR I am not aware of that 

     

11  1  2  3  4  5 

Percentage of previous projects that have required 
multidisciplinary work in the company & have been successful 
 
5=over 90%, 4=between 75% & 90%,  3=between 50% & 75%, 2=Less 
than 50%, 1= No project of this type have been carried out OR I am not 
aware of that  
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12  1  2  3  4  5 

Percentage of participation by the different areas involved in the 
follow-up meetings of the CRM project 
 
5= All divisions were participating clearly as Synergetic Teams 
4= Most of the divisions including the CEO were involved and 
participating clearly as synergetic teams 
3= Most of the divisions but not the CEO were involved and 
participating clearly as synergetic teams 
2= Related divisions (Mostly Sales Force) were involved and 
participating clearly as synergetic teams 
1= The outsourced company was entangled OR I am not aware of the 
divisions participations   
 

     

13  1  2  3  4  5 

Percentage of personnel's dispositions to share information 
 
5=Very good, 4=Good, 3=Regular, 2=Bad, 1=Absent 
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4- Publishing the objectives, benefits and implications of the project to all the staff 

 

14  1  2  3  4  5 

Use of electronic media to disseminate the objectives, benefits and 
implications of the CRM project 
 
5= More than 75% of the staff  received the objectives and benefits of CRM also 
through electronic medias (Such as internal newsletter etc) 
4= Between 50% to 75% of the staffs received it through e-Medias  
3= Between 25% & 50% of the staffs received it through e-Medias 
2= Lower than 25% of  the staffs received it through e-Medias 
1= There is no e-Media used for this purpose OR I am not aware of it.  
 

     

15  1  2  3  4  5 

Use of audiovisual media to publish the objectives, benefits and 
implications of the CRM project [Such as SMS or Multimedia CDs etc) 
 
5= More than 75% of the staff  received the objectives and benefits of CRM also 
through audio visual medias  
4= Between 50% to 75% of the staffs received it through audiovisual Medias  
3= Between 25% & 50% of the staffs received it through audiovisual Medias 
2= Lower than 25% of  the staffs received it through audiovisual Medias 
1= There is no audiovisual Media used for this purpose OR I am not aware of it.  
 

     

16  1  2  3  4  5 

Use of internal bulletins and publications to disseminate the objectives, 
benefits and implications of the CRM project 
 
5= More than 75% of the staff  received the objectives and benefits of CRM also 
through internal bulletins 
4= Between 50% to 75% of the staffs received it through internal bulletins 
3= Between 25% & 50% of the staffs received it through internal bulletins 
2= Lower than 25% of the staffs received it through internal bulletins  
1= No internal bulletins used for this purpose OR I am not aware of it. 
  

     

17  1  2  3  4  5 

Staff Motivation level toward CRM project 
 
5=Very high, 4=High, 3=Medium, 2=Low, 1=Null 
 

     

18  1  2  3  4  5 

Percentage of staff that as 'attended talks' or seminars to learn the significance of 
CRM 
 
5=more than 90% of employees, 4=between 90% & 75%, 3=Between 75% & 
50%, 2=Between 50% & 25%, 1= Lower than 25% of them 
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5- Guaranteeing the staff’s commitment to the CRM strategy  

 
 

19  1  2  3  4  5 

Percentage of staff who fails to comply with company working hours 
 
5=Less than 1%, 4=between 1% & 3%, 3=between 3% & 6%, 
2=between 6% & 10%, 1=more than 10% 

     

20  1  2  3  4  5 

Percentage of Staff rewards' turnover for CRM-met goals 
 
5= Approximately more than 75% of their salary were added for 
meeting CRM goals  
4= Approximately between 50% & 75% of their salary were added for 
meeting CRM goals 
3= Approximately between 25% & 50% of their salary were added for 
meeting CRM goals 
2= Approximately lower than 25% of their salary were added for 
meeting CRM goals 
1= No Reward was given OR I am not aware or it 
 

     

21  1  2  3  4  5 

Percentage of Staff who doesn't obtain the results according to the 
raised work objectives 
 
5=Less than 1%, 4=between 1% & 3%, 3=between 3% & 6%, 
2=between 6% & 10%, 1=more than 10% 
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6- Pre and post-sales customer service independent of the means the customer uses to communicate 

the company 
 

 

22  1  2  3  4  5 

Average response time when dealing with 'requests for information' 
 
5=real time, 4=1 h, 3=8 h, 2=more than 24 h, 1=it is not known 

     

23  1  2  3  4  5 

Average response time for dealing with 'customer complaints'  
 
5= real time, 4=30 min, 3=1 h, 2=more than 2 h, 1=it is not known 

     

24  1  2  3  4  5 

Percentage of the company budget earmarked for activities related to 
pre and post-sales services 
 
5=more than 15%, 4=between 10% and 15%, 3=between 5% and 
10%, 2=less than 5%, 1=no assigned budget 

     

25  1  2  3  4  5 

Frequency with which customer satisfaction is measured  
 
5=in each interaction, 4=whenever it makes a purchase, 3=every two 
weeks, 2=once a month, 1=it is not measured 
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7- Automation of the company's sales process  

 
 

26  1  2  3  4  5 

Existence of public documents with which sales people are aware 
of the division's objectives clearly 
 
5= All sales people are trained & have the document & know them 
clearly 
4= All sales people are trained & know the divisions goal but there is 
no public document 
3= Most of the sales people know the goals & have the document 
2= Only the director superintendents of the sales divisions have sales 
planned goals 
1= No sales planning documents were printed OR I have not heard of it 

     

27  1  2  3  4  5 

Existence of a 'segmentation' document of the company’s customers 
 
5= All the target market is clearly segmented and its documents were 
printed and dispensed  
4= All the target market is clearly segmented but there is no document 
available for that 
3= The segmentation is according to products (Not according to 
customer) AND its clear document is printed and dispensed 
2= The segmentation is according to products (Not according to 
customer) but there is no clear document dispensed.  
1= There is no segmentation in the sales processes OR I am not aware 
of any printed document about that. 
 

     

28  1  2  3  4  5 
Existence of a documents of customers’ lifetime value [C.L.V.] 
 
5= All the target market is clearly analyzed and its documents were 
printed and dispensed  
4= More than 20% of the most profitable customers are clearly 
analyzed and the CLV is carefully followed up & monitored. 
3= Regularly the CLV is analyzed and there are some documents 
2= It is seldom analyzed and there are some documents 
1= There is no CLV analyzed OR I am not aware of existence of any 
documents about that. 

     

29  1  2  3  4  5 
Existence of a document of customer satisfaction ratio [C.S.R] with the 
company 
 

5= All the target market is clearly analyzed and its documents were 
printed and dispensed  
4= More than 20% of the most profitable customers are clearly 
analyzed and the CSR is carefully followed up & monitored. 
3= Regularly the CSR is analyzed and there are some documents 
2= It is seldom analyzed and there are some documents 
1= There is no CSR analyzed OR I am not aware of existence of any 
documents about that. 
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30  1  2  3  4  5 

Average time spent by salespeople on administrative work 
 
5=less than 1 min, 4=between 1 and 5 min, 3=between 5 and 15 min, 
2=more than 15 min, 1=it is not known 

     

31  1  2  3  4  5 

Average time spent by the sales manager in obtaining a unified 
view of the status of each of its customers 
 
5=real time, 4=1 h, 3=8 h, 2=more than 24 h, 1=it is not known 

     

32  1  2  3  4  5 

Average time spent by salespersons in placing an order  
 
5=real time, 4=1 h, 3=8 h, 2=more than 24 h, 1=it is not known 

     

33  1  2  3  4  5 

Average time spend by salespeople in obtaining information on 
all the offers made and on documentation sent to customers  
 
5=less than 1 min, 4=between 1 and 5 min, 3=between 5 and 15 min, 
2=more than 15 min, 1=it is not known 

     

34  1  2  3  4  5 

Percentage of complaints related to the products or services sold 
 
5=less than 1%, 4=between 1% and 5%, 3=between 5% and 10%, 
2=more than 10%,1 = it is not measured 
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8- Automation of the activities and handling of marketing information in the company 
 

 

35  1  2  3  4  5 
Average time taken to implement a new marketing campaign 
 
5=less than 5 days, 4=between 5 and 10 days, 3=between 10 and 20 
days, 2=between 20 and 30 days, 1=more than 30 days 

     

36  1  2  3  4  5 

Average time taken to see the impact of a new campaign on sales 
 
5=less than 2 days, 4=between 2 and 5 days, 3=between 5 and 15 
days, 2=between 15 and 30 days, 1=more than 30 days 

     

37  1  2  3  4  5 

Average time spent updating all the information related to customer 
service 
 
5=less than 1 min, 4=between 1 and 5 min, 3=between 5 and 15 min, 
2=more than 15 min, 1=it is not known 

     

38  1  2  3  4  5 

Average time taken to obtain an updated sales report by type of 
product, geographical zone, channels, etc 
 
5=less than 1 min, 4=between 1 and 5 min, 3=between 5 and 15 min, 
2=more than 15 min, 1=it is not known 
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9- Mechanisms to support operational management  

 
 

39  1  2  3  4  5 

Average frequency with which the equipment that supports the 
company’s operation breaks down  
 
5=less than 1 time every 45 days, 4=less than 1 time by month, 
3=between 1 and 5 times by month, 2=more than 5 times by month, 
1=it is not known OR there is no support unit 

     

40  1  2  3  4  5 

Percentage of the technology area’s budget that is earmarked 
for supporting operational management  
 
5=more than 20%, 4=between 10% and 20%, 3=between 5% and 
10%, 2=less than 5%, 1=no assigned budget 

     

41  1  2  3  4  5 

Average time taken to fix an operating problem or failure in the 
company  
 
5=less than 1 h, 4=between 1 and 2 h, 3=between 2 and 8 h, 2=more 
than 8 h, 1=it is not possible to be determined 
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10- Channels of communication with customers  

 
 

42  1  2  3  4  5 

Existence of possibility to ask for a service or advice with  SMS 
or animators in the website 
 
5= Both options are available AND integrated with other requested 
services within the software 
4= Both options are available BUT not integrated with other requested 
services within the software 
3= One of the options is available AND integrated with other 
requested services within the software 
2= One of the options is available BUT not integrated with other 
requested services within the software 
1= None of the above options are possible for requesting service or 
advice.  

     

43  1  2  3  4  5 
Percentage of transactions carried out personally by customers at an 
office or branch of the company 
 
5=More than 75%, 4: Between 50% and 75%, 3: Between 25% and 
50%, 2: less than 25%, 1: not measure) 

     

44  1  2  3  4  5 

Percentage of transactions carried out by customers remotely, by 
phone or fax 
 
5=More than 75%, 4: Between 50% and 75%, 3: Between 25% and 
50%, 2: less than 25%, 1: not measure) 

     

45  1  2  3  4  5 

Percentage of transactions carried out by customers remotely, 
using electronic means such as websites or e-mail 
 
5=More than 75%, 4: Between 50% and 75%, 3: Between 25% and 
50%, 2: less than 25%, 1: not measure) 
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11- Integration of Information Systems (IS) for consistency and availability of information related 
to customers in the company 

  
 

46  1  2  3  4  5 

Number of IS that have information on customers and ARE 
integrated 
  
5=More than four, 4: three systems, 3: two systems, 2: One system, 1: 
there are some but not integrated OR there was no previous I.S there) 

     

47  1  2  3  4  5 

Time taken to update information among different IS that share 
customer information  
 
5=less than 1 min, 4=between 1 and 5 min, 3=between 5 and 15 min, 
2=more than 15 min, 1=it is not known 

     

48  1  2  3  4  5 

Number of IS that have to consult someone in the company for 
customer queries or operations  
 
5=More than four, 4: three systems, 3: two systems, 2: One system, 1: 
there are some but not integrated) 

     

 
 

Thanks again for your corporations  
Bahman Moghimi, e-Commerce student 
 
Tarbiat Modares University (Department of Industrial Engineering), Tehran 
Luleå University of Technology (Department of e-Commerce), Sweden 

-------------------------------------------------------
Central Business School (Kherad Inc)
No 92, Sajjad Blvd.  
Mashhad, Iran

Cell: (+98) 915 310 1686 

Email: Bahman@moqimi.net      / B.Moghimi@Yahoo.co.uk

 



 
  
 

 
108

Appendix B- The Persian Questionnaire 
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1- ����� %" 2��3�� �%� 2���4� 5�%�6� CRM  

 
5   4      3    2    1 1  

           Y���� %� ��5�CRM��� #����$ ��D� �� ��O ���A ��Z������ ���7�	 � [=L� �	 ��   
  
5 ( %� ���"	75 %  Y����CRM #�A ��O 6"7 ���A ��Z������ ���7�	 � �("� ���  
4 ( 1"	50 �� 75���� %� �5�  YCRM ��O 6"7 ���A ��Z������ ���7�	 � I=5 *��� �	 

��� #����$ ��D� �� #�A  
3 ( 1"	25 �� 50 Y���� %� �5� CRM ��O 6"7 ���A ��Z������ ���7�	 � I=5 *��� �	 

��� #����$ ��D� �� #�A  
2 ( %� ����25 Y���� �5� CRM #�A ��O 6"7 ���A ��Z������ ���7�	 � �("� ���  
1 ( Y���� %� E��D<"�CRM ��> ��� #��7 #��8 e���A ��Z������ �6� ���7�	 � 

 �� ���7�	 1"(f /7�� �� 1� �� �F78 �� �00000�)��Z������ (��� ��A��7 �=2� ���A � . 
5   4      3    2    1 2  

           #&��' � ���A #���� I�"� ��W�� =W� �5�CRM ) ���A *����5 �5� �(f � �� 
�((� �� �V�@� *8 h�7�%� ����"V�R� : #&��' �CRMi�(�A�� ��D�� 6"7 (  

  
5 ( %� ���"	75 % #&��' ����"V�R� � N�7� #�=	 P�R� 6"7 ���A *�� �� E��� *����5

CRM /��(�A�� =W�   
4 ( 1"	50 �� 75 ����"V�R� � N�7� ��A�� =W� ���A *�� �� E��� *����5 %� �5� 

��' #&CRM 6"7�(�A�� =W�   
3 ( 1"	25 �� 50 ����"V�R� � N�7� ��A�� =W� ���A *�� �� E��� *����5 %� �5� 

 #&��'CRM�(�A�� =W� 6"7   
2 ( %� ����25 #&��' ����"V�R� � N�7� ��A�� =W� ���A *�� �� E��� *����5 %� �5� 

CRM�(�A�� =W� 6"7   
1 (� E��� *����5 %� E��D<"� ��"�� � ��":�!� �"V=K!CRM ���"�  �0000� ��A��7 

 #��j��� #&��' U������ #�=	 ���A %� k�@ 1����� %� 
5   4      3    2    1 3 

           #&��' +,�-� U���� �	 ��� C�M�@� �� ���A U� �2�=	 %� ��5�CRM  U"�> %�  :
������ 6��� e �&=V=(D� e �%�� �A�j� e �)f�lD�  � ... 
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5   4      3    2    1 4 

           ���A %� k�@ ����"V�R� ��� �	 �� �2�=	 %� ��5�(outsourcing) @� ����� C�M� %�
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2 �!��� 8CRM) 2��3�� %" ;<�!6� �� ��)�%� 5����� =!(�� %��&!�� >
�(� =��(  
 
 

5   4      3    2    1 5  
              Y���� %� ��5�CRM              *�� ����0��� � ����!> %� E��� �� ��2 ����� *�=(� �	 �� 

��� �	 �7��%����� #����$ p�	� *�  
  
5 (   %� q"	75 %   Y���� %�CRM              ��!0> ���0� �0	 ���� �� Q ��2 ����"V=K!� *�=(� �	 

��� #����$ p�	� ��=	��.  
4 (  1"	50 �� 75 Y���� %� �5�  CRM    ���0� �0	 �0��� �� Q ��2 ����"V=K!� *�=(� �	 

��� #����$ p�	� ��=	�� ��!>.  
3 (  1"	25  �� 50�� %� �5�   Y��CRM    ���0� �0	 �0��� �� Q ��2 ����"V=K!� *�=(� �	 

��� #����$ p�	� ��=	�� ��!>.  
2 (   %� ����25     Y���� %� �5� CRM          ���0� �0	 �0��� �0� Q ��02 ����"V=K!� *�=(� �	 

��� #����$ p�	� ��=	�� ��!>.  
1 (    Y���� %� E��D<"�CRM       �!> ���� �	 ���� �� Q ��2 ����"V=K!� *�=(� �	  ��=	�� �

         Q %�0"7 �=0� I�0���� h�0;�� 62 �	 ����!> Q *����� q:7 /7�� �� �� �F78 �� �� #��7 p�	�
��� #�=�7 ��)�� 6"f N1�����  

 
5   4      3    2    1 6  
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3- �@,%��A� (Integration) ����� ��
�B C��*� �� ����!�" 5-. 2��3�� DE!F� <�-6F� CRM  
 

5   4      3    2    1 8  
             �R� �(� �� �=2�    Y���� �� ��CRM           ��� #��� [�A �����5 ���A %� q-	 �� ���	 � 
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1 (� #��7 v�%=� �A%=�8 Q C�@ �(�0000/���� �	 *8 %� #�(	 �  
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5   4      3    2    1 9  
                               �0A�	 #�0A �0�O *8 � �����05 �0� ����2� �7��L ���� � #�A �"��� Q �(� �� �=2�: 

" #&��' �,� Y����CRM %� �(���� ..."   
  
5 (�7� ��A�� ����� � ��=	�� �(� ���A ������� E���  
4 ( �A� ������ �,�F(� ���A ������� �u��CEO�7� ��A�� ����� � �(� 1�� N   
3 ( ���A ������� �u��)�A� ������ 62 �	 ���V�(�7� ��A�� ����� � �(� 1�� N  
2 (t���� ����-	 ��(�) r��� �	 
=	�� ����-	 �(R�*(�7� #��� ����� � �(� 1��  .  
1 (/���� �	 *8 %� #�(	 �� #��7 v�%=� UDA 1�� �	 C�@ �(�  

* Sales Force 
 
 

5   4      3    2    1 10  
                           �0� �0� �0A�	 1�� �)7��7 �� I=5 1�� �	 ����2� �7��L ���� � ��=�� �(� �� �=2�

        �� ������ �=� � ���A %� ��-	CRM     � ��78 �	   ���A �����!> ����   ���=@ ��� 
��� #�A �"2=� � ����� �W4��� N����*   

  
5 (�7� ��A�� ����� � ��=	�� �(� ���A ������� E���  
4 (��� �u�� �A� ������ �,�F(� ���A ����CEO�7� ��A�� ����� � �(� 1�� N   
3 ( ���A ������� �u��)�A� ������ 62 �	 ���V�(�7� ��A�� ����� � �(� 1�� N  
2 ( t���� ����-	 ��(�)r��� �	 
=	�� ����-	 �(R�**(�7� #��� ����� � �(� 1��  .  
1 (	 �� #��7 v�%=� UDA 1�� �	 C�@ �(�/���� �	 *8 %� #�(  
  

 * �� ������ %� r��� ���� *8 � �� ��� �=2� ��(� P�u� *�=(� �	 ��8 �� �!(�� =B(�
 ��:��� �	CRM���� �(��=@ ��� *8 �	 ��7� �  :i�A�	 v,s�  

 
** Sales Force 
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              � ��R�� ����"� �� *��%�� 9	�� ��� #&��' �5� +,�-� �MM-� ����"V�R� * �=@ � �

��� #�=	 9�=� � ��A��   
  
5 ( %� q"	90�7� #�=	 9�=� ���� #&��' 1"(f �5�   
4 ( 1"	75 �� 90�7� #�=	 9�=� ���� #&��' 1"(f �5�   
3 ( 1"	50 �� 75�7� #�=	 9�=� ���� #&��' 1"(f �5�  
2 ( %� ����50�7� #�=	 9�=� ���� #&��' 1"(f �5�   
1 (          /�� ��A��7 6$�� *��%�� 1�� � �	��� ��0� #&��'�000�      ��� #&��' %� ����� X7�F(�� 

E��7 *��%�� 1�� �,�>  
  

 * e��Z������ �6� ���7�	 �(7��MIS��78 ���B7 �   
  

5   4      3    2    1 12  
             =W� *�6"�P�R�      %� �' ����� � �&�("�        � I�!0,2 � ���0A +,�-� ����-	   ��0R�

  #&��' ��")"'CRM : *  
  
5 ( �	 
=	�� I�!,2 � ���A ����-	 �����CRM�(�A�� P�R� =W� .  
4 (       �A� ������ ?-A �,�F(� ���-	 �u��CEO          �0	 
=0	�� �0D� I�!,2 � CRM 

�(�A�� P�R� =W�.  
3 (            �0	 
=0	�� �0D� I�!0,2 � N�0A� ������ 62 �	 ���V� ���-	 �u��CRM  =W0� 

�(�A��.  
2( #&��' ����"V�R� � r��� �	 t���� ����-	 ��(� CRM�(�A�� P�R� =W�   
1 (                 I=05 � � #�=0	 ���0� � �0D7��"' ���A e#&��' ��")"' I�!,2 ��6$�	 P=K!�

               %� X7�F(�� �0000� �A �� I�!,2 � =W� �	 I=�� +,�-� ����-	 %� *���� �����5
 � �>�� *�6"� ���-	 %� E��� �� �����	�"Dj� �/�!"7 #�$8 !  

  
 *                 �=0� Q *��%�� �����!> � ��7����'� %� *�6"� �f /"7��	 �� �!(�� Y�� P�=K� 1�� �

        I�!,2 � NP�R� ����� � J�	 �&�7� �	 �B7CRM  �0�78 %� *�6"� �f � �7� #��� �� ���A 
 �7��%�� ��=��� � +",D� X!� �	)*����� �>�� *��	 ( ��A�� =W� I�!,2 ��7� !  
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                     �0�2 *��0"M-A q07�� *��y$ �"�@� � � I����� ��8 v�2 �	 U(��' �>�� *�6"�
 #&��' � #��j���CRM:   

  
5 (  H=@ �"!	    4 (  H=@     3 (  �V=�R�    2 (   X��(� �7  
1 (�=@ ��7 /�f �	 U(��' � �� �>�� 1"(f  
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46!$� 8  ����� <���H� � C��*� %�CRMI+��� 3� J��� �* � 5�� <���   
 

5   4      3    2    1 ��  

                ��� �7�� %� #��j��� *�6"��D"7���DV�)       ���A �D�A �� Q �,@�� 1�V=	 �(7�� (  Y���� ��
CRM � C�@ I=5 �	 �A�	 #��� ���(� )�� 1�V=	 � ���� ��� �7�� 62 �	(  

  
5 ( %� q"	75 % �7� ��A�� ����� �D"7���DV� I����7 t�=� � Y���� N���A U(��'  
4 ( 1"	50 �� 75 % �7� #��� ����� � Y���� �D"7���DV� I����7 t�=� N���A U(��'  
3 ( 1"	25 �� 50 % �7� #��� ����� � Y���� �D"7���DV� I����7 t�=� N���A U(��'  
2 ( %� ����25 t�=� ���A U(��' �5� �7� #��� ����� � Y���� �D"7���DV� I����7   
1 (� #��7 #��j��� *��%�� � =B(� 1�� ���	 P��"F�� ��� �7��00 �01�E��7 �����   

 
5   4      3    2    1 15  

           ��� �7�� %� U(��' #��j��� *�6"����=M� ��=5)  �� z� E� z� �(7��CD�A%=�8  ( ��
 Y����CRM=5 �	 �  �A�	 #��� r%=�8 C�@ I))�7�� {��� ����6	� ���� 62 �	((!  

  
5 ( %� q"	75 % Y���� N���A U(��'CRM�7� #��� ����� �� �7�� 1�� t�=� �   
4 ( 1"	50 �� 75 % Y���� N���A U(��'CRM�7� #��� ����� �� �7�� 1�� t�=� �   
3 ( 1"	25 �� 50 % Y���� N���A U(��'CRM t�=� � �7� #��� ����� �� �7�� 1��  
2 ( %� ����25 Y���� ���A U(��' �5� CRM�7� #��� ����� �� �7�� 1�� t�=� �   
1 (    Y���� r%=�8 ���	CRM    NU(��' �	       I=05 � �0<78 �(7�� ���=M� ��=5 ��� �7��

E��7 ����� *8 %� X7�F(�� �000� #��7 #��j��� *��%�� � N#�A #�% P�u� P�=K�.  
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                             � /"��0j� �R0�=� � t!0	 ���0	 �7��%�� *�� Q �A%=�8 ��� 1�V=	 � }=V���� %� #��j���

 ����6�CRMU(��' ���	 6"7 � ���A ���	   
  
 ( %� q"	75 % Y���� N���A U(��'CRM�7� #��� ����� I����7 1�� t�=� �   
4 ( 1"	50 �� 75 %��� N���A U(��' Y�CRM�7� #��� ����� I����7 1�� t�=� �   
3 ( 1"	25 �� 50 % Y���� N���A U(��'CRM�7� #��� ����� I����7 1�� t�=� �   
2 ( %� ����25 Y���� ���A U(��' �5� CRM�7� #��� ����� I����7 1�� t�=� �   
1 (    Y���� r%=�8 ���	CRM    � ������7 NU(��' �	 00    �=��� C�@ I=5 �	 �    � t!0	 �

 /"��j� �R�=�CRM�(A�	 ��A�� *��%�� � �  #��7 #��j��� N�000�E��7 ����� 1� .  
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           #&��' 9�=� ���2� �	 ���A U(��' U���� � �>�� *�6"�CRM  :*  

  
5 (    J�	 �"!	4 (    J�	3 (    �V=�R�2 (    1"��'1 (I��j� �	  
  

 *�(	 v�2 9�=� ��2 U(��' P�R� =W� � ��u� �&�("� � �>�� *�6"� %� ��A �,� �
 #&��' �%��CRMi��� *�6"� �f �� N�B7 �=� Q   
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                             �=0� � �B7 P���� � m4	 �	 � #��8 /� ��$ ���A �,@�� I�!,2 � �� �,(��' �5�

CRM         0�2 � ��V�0s� �M-A �=@ �� ��@���'            ���0A I�!0,2 � ���("�0� � �0;�� �
�7� #��� �;�� � ��8��$)  ��"�� ���� I�!,2 %� �"� �	CRM (  

  
5 ( %� q"	90     U(��' �5� 4 ( 1"	75 �� 90    �5� 3 ( 1"	50 �� 75 %U(��'  
2 ( 1"	25 �� 50 %      U(��'1 ( %� ����25�7� #��� ����>� 1"(f N U(��' �5� ! 
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5 <�* <K���!�� %" I+��� 5�%�6� � %
LM ���L� 8 CRM 
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�7�� UD�� *��%�� ��� I���� �	 �� �,(��' �5�  
  
5 ( %� ����1     %4 ( 1"	1 �� 3     % 3 ( 1"	3 �� 6     % 2 ( 1"	6 �� 10%   
1 (�000� �5� #� %� �00��"	 : #&��' � ��8 1��CRM���)7 ��> ���	 �=� ��   
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                 #&��0' Y��0�� �	 �	�"��� � �":�=� �	�	 �� �j,�-� ������ Q �V�� r��$ *�6"� ����
CRM���$ 9,R� U000(��00' �	   

  
5 ( %� q"	75�7� #�=�7 ����� r���' q��6��  N *��>=:� Q �5�   
4 ( 1"	50 �� 75�7� #�=�7 ����� r���' q��6�� N *��>=:� Q �5�   
3 ( 1"	25 �� 50�7� #�=�7 ����� r���' q��6�� N *��>=:� Q �5�   
2 ( %� ����25�7� #�=�7 ����� r���' q��6�� N *��>=:� Q �5�   
1 (1"(f/�!"7 #�$8 *8 9,R� %� X7�F(�� �� #��7 �@���' �A���'   
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     Y���� �� �,(��' �5�CRM               � X!0� N*��%�0� � q��� ���7�	 � ��7��8 �	 �2=� �	 � 
�7� #��D7 �� )��A ?"-�� �	(  

  
5 ( %� ����1     %4 ( 1"	1 �� 3     %3 (	 1"3 �� 6     %2 ( 1"	6 �� 10%  
1 ( %� ���"	10 %    #&��' � ��8 1�� �00�CRME��7 ����� 1� �00� ��7 ����$ ��   
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6O��P 3� �/� � I)Q ����R 8 � 2���!6� ��/.��� S
.% T��%� ��  

 

5   4      3    2    1 22  

  
  
  
  

 

  
  
  
  

 

  
  
  
  

 

  
  
  
  

 

  
  
  
  

 

*��% t�=���(� �� I����� ���=@� �� �7��% e ����� ���=@ �	 ��=)-��'   
  
5 (     �,5���	4 ( �u����1     ���� 3 ( �u����1     ��� %� 2 ( ����24����   
1 ( %� �0��"	24/�� #��D7 ��"$ #%��7� �7�$��2 =� �	 � *��% 1�� �00000000� N����   
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        e{=2 H�	� �� ����� ���=@ �	 ��=)-��' *��% t�=��)  ����D0A �� ������ �� �7��%
�(� �� [�s� �: (  

  
5 (     �,5���	4 ( �u����1     ���� 3 ( �u����1     ��� %� 2 ( ����24����   
1 ( %� �0��"	24/�� #��D7 ��"$ #%��7� �7�$��2 =� �	 � *��% 1�� �00000000� N����   
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��� ����� C�M�@� r��� %� �' � U�> I���@ �	 �:">� �� ���A �2�=	 %� ��5�  
  
5 ( %� q"	15   ���A U� �2�=	 �5�     4 (	 1"10 �� 15 % ���A U� �2�=	  
3 ( 1"	5 �� 10 %   ���A U� �2�=	          2 ( %� ����5 %���00A U� �2�=	  
1 (/���� �	 *8 %� 1� �� ����"7 C�M�@� �7�$��2 I=5 �	 �� �2�=	 1"(f  
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3s� �� �7��% �=��'�=A �� #�"F(� *������ ���L   
  
5 (���$ �� �(�!� �F"�7 � �(F!���L N�=@�	 �� �.  
4 (���$ �� �(�!� �F"�7 � �(F!���L N�=A E�F7� ��(���� �� ���@ �� *��% ��.  
3 (���$ �� �(�!� �F"�7 � �(F!���L N��D� ��j� �� ��.  
2 (���$ �� �(�!� �F"�7 � �(F!���L N��D� �7����.  
1 (                 %� 10� �� � #��7 ��"$ #%��7� {=2 H�	� � *������ ��(����L 3s� *��%�� 1�� �

E��7 ����� *8  
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7O��P ����� 2
����
�� 8  
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                               �0� �0� � *����'� +���� �	 ��!7 � r��� ����� �� E=�� z���� � � ���R� �(� �� �=2�
*���� �%�� �� #�$8 N  

  
5 (��� � ��@=�8 � �=� �(� � #��� r%=�8 �>� �	 r��� U(��' �����7�� �"�@� �   
4 (��� #��� r%=�8 �>� �	 r��� U(��' �7� ����!"7 �=2=� ��(� 1"(f   
3 (���u�� � ��@=�8 � �=� �(� � #��� r%=�8 r��� U(��' J������7�� �"�@� �   
2 (   �� � ���� ��(�             �0"�@� � � ��(0� 1"0(f � #�=	 ��@�	 *����'� Y���� %� r��� ���� ���'

�7��  
1 (                 ���0��� ���� %� �7�$��2 I=5 �	 r��� *����'� �"V�R� %��7� /�f �(� � r��� ���� ���7�	

�!"7 �=2=�E� ��A��7 ����� *8 %� 1� ��   
 

5   4      3    2    1 27  
           �	 P�� ��(� �=2�(Segmentation)�00�  "��(	 /"!:�"���A *������ Q :  

  
5 ( �����Y�� �%�	��� #����$ ���(� � ��f ��=	�� �(� � #�A ��(	 /"!:� [=L� � �>� �	 .  
4 (            ��� #�A ��(	 /"!:� [=L� � �>� �	 Y�� �%�	 ������V�          �07�$��2 I=05 �0	 *8 �(0� 

��� #��7 ���(�.  
3 (   ��(	 /"!:� IJ=M4� z����	               � � �=02=� 6"7 *8 �(� � #�A E�F7� *��%�� I���@ {=(� �� 

��� #����$ /"�j� � /"!:� r��� ��W�� *�"� .  
2 (           #�A E�F7� *��%�� I���@ {=(� �� IJ=M4� z����	 ��(	 /"!:��V�        I=05 �0	 *8 �(0� 

��� #����)7 ���(� �7�$��2.  
1 (       � ��(	 h62 �	 P�� ��(�(Segmentation)   2� ���A �   � ��A��7 �= 0000    �0�@ *8 %� #�0(	 �

E� ��A��7  
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           ����� ��� P=� r%� *8 � �� ��(� �=2� *�A�	 #�A *�"	 � ��"$ #%��7� �>� �	  

  
5 (��� �=2=� *������ %� E��� �� � �=2=� r%� �(� � #�A U",4� �>� �	 Y�� �%�	 �����  
4 (   %� q"	20 %������                 �0� � �=02=� r%� �(� � #�A U",4� ��6F� �>� �	 e�8�=� ���"	 Q *

��"$ �� ��> �2=� �=� ��78 t���A �>� �	 � ��� �=2=� *�78 %� E���  
3 (�WR	��� �=2=� �("�% 1�� � ���(�� � �=A �� ��"$ #%��7� *������ ��� P=� r%�   
2 (����� ��� P=� r%�* ���A 1�� �  @ � �0��7/� �,"���$ �� =�"7=� � ��"$ #%��7�  .  
1 (               0� #�=�7 �=2=� I�� �(,	 � ����� �� r%� ��"$ #%��7� I��n� �	 P�� ��(�0    %� X07�F(�� �

/�!"7 #�$8 *��%�� � *8 �=2�   
  

* Customers’ Lifetime Value [C.L.V.] 
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     ��"$ #%��7� �	 �(�� ��(� �=2� "����� ��(����L 3s�"  *  *��%�� �  

  
5 (           �(� � #�A U",4� ��6F� �>� �	 Y�� �%�	 �����  ����� {�(>� ��!7       %� E��0� �0� ���	 

��� �=2=� *������  
4 (   %� q"	20 %    �(� � #�A U",4� ��6F� �>� �	 e�8�=� ���"	 Q *������C.S.R %� E��� �� 

> �2=� �=� �>� �	 � ��� �=2=� *�78��"$ �� ��  
3 (                   *��%�0� � �0("�% 10�� � ���(0�� � �=A �� ��"$ #%��7� *������ {�(>� 3s� �00WR	

��� �=2=�  
2 (  =���� 1��(C.S.R) ���A 1�� �  /� �,"@ � �0��7���$ �� =�"7�� � ��"$ #%��7�  .  
1 (    (�� �� #�=�7 �=2=� *��%�� � ��!7 1�� ��"$ #%��7� I��n� �	 P�� ��(�  *8 �=02� %� X7�F

/��(A ��7 � =���� 1�� �M-A �00� /�!"7 #�$8  
  

*: Customer Satisfaction Ratio [C.S.R] 
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           �������	 � ���� ����� Y�5 r��� U(��' �� �7��% 1")7�"�) *��%�� I���:� h�W�� y@� �"B7
 ��(�� � ����� � I�A�j� ��n �� � (...%� �� � �((� ��:  

  
5 ( %� ����1                        �:">� 4 ( 1"	1 � 5     �:">�   
3 ( 1"	5 �� 15                     �:">� 2 ( %� ���"	15�:">�   
1 (��� #��7 ��"$ #%��7� *��%�� � P�=K� 1�� �B7 �=� �>� �	 {=L=� 1��  
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           �� %� �(��B7 � �f�lD� ���=M� �� �(� �� Y�5 r��� U(��' %� E��� �� �� �7��% 1")7�"�

i��8 ��� �	 q7������ %� E���  
  
5 (     �,5���	4 (     ���� ��3 (     ���� ���2 (���� ��f � �!"	  
1 (� � ��� I��j�� r��� ��W�� %� E��� �� ���	 �(� E�B7 � �f�lD� ��=M� �>� �("�% 1�� 

E��7 ���$8 *8 %� 1� �00000� #�=�7 �2=� �=� �5�@  
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          �((� �� r�j� �� �	 
=	�� I�",�� E�F7� � ��n Y�5 r��� ����� �� �7��% 1")7�"�  

  
5 (     �,5���	4 (     ���� ��3 (     ���� ���2 (���� ��f � �!"	  
1 (D� *��% #�=�7 �2=� �=� �5�@ #%��7� �("�% 1�� � � ��A��7 �=2� r�j� �� ���	 �7�!

E��7 ���$8 *8 %� 1� �00000�  
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                           �� ���(�� � I�A�j� �",� �	 
=	�� I����� �� �((� Y�5 ���	 r��� U(��' �� �7��% 1")7�"�

� �	 � N#�A #������ *������ �	�7�8 ��  
  

5 ( %� ����1     �:">� 4 ( 1"	1 �� 5    �:">� 3 ( 1"	5 �� 15�:">�   
2 ( %� ���"	15�:">�   
1 (                   ��0"$ #%��7� %� 1� �00� �!"7 �!"� �7�D�� 1"(f �000� ���F7� �� P=� �	 �7��% �f /7�� ��7

/�!"7 #�$8 =���� 1�� 
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          � �����DA �5���� #����$ P=5� *��%�� �	 #�A ��@��� ����� �� P=M4� %� �  

  

5 ( %� ���� �1 %/�� ��A�� �����DA r���.  
4 (/�� ��A�� �����DA r��� �5� T(' �� �� 1"	.  
3 (/�� ��A�� �����DA r��� �5� #� �� T(' 1"	.  
2 (/�� ��A�� �����DA r��� �5� #� %� ���"	.  
1 (��%�� � *�6"� 1��E� #�=�7 #��8 *8 %� 1� �� ��� #��7 ��"$ #%��7� * 
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82��3�� %" ����%�3�� ��BWX� DE!F� <�-6F� 2
����
�� 8   
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	 ���2 ���7�	 �� �=A �� �� �7��% t�=����� ��:��� *��%�� � � �	���%� :  
  

5 (     %� T(' %� ����4 (     %� #� T(' 1"	3 ( %� �!"	 �� #� 1"	  
2 (            %� �� �� �!"	 1"	1 ( �00� %� �� %� ���"	" #��j��� �=� +,�-� ��� �Z������

����)7 ��>"/�!"7 *���2 � X7�F(�� �00�  �  
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 � � �	���%�	 � I��",�� ���2 ���7�	 �n� *�=� �� �� �7��% t�=��"r��00�" #����� 
�=�7  

  

5 (     %� �� %� ����4 (     %� T(' �� �� 1"	3 (      %� #�67�' �� T(' 1"	  
4 (        %� �� �� #�67�' 1"	1 (?-�� �00� %� �� %� ���"	�!"7  
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 �	 �� ��8 ��� �	 � *������ I���@ �	 
=	�� I����� E��� *�=� �� �� �7��% t�=��
�=�7 %�:  

  

5 (     �:">� �� %� ����4 (      �:">� ��f �� �� 1"	3 (�:">� #�67�' �� T(' 1"	  
2 (:">� #�67�' %� ���"	        �1 (�!"7 ?-�� 
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 �� ���"����2 �"Dj� �� P=M4� {=7 z����	 �A��� r�6$ *�=� �� �� �7��% t�=��
i�=�7 �"�� N��(�� ���B7 �� v�%=� ���V�7��  

  

5 (     �:">� �� %� ����4 (      �:">� T(' �� �� 1"	3 ((' 1"	�:">� #�67�' �� T  
2 (        �:">� #�67�' %� ���"	1 (�!"7 ?-�� 
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92��3�� ����E�B 5����� �%
��� <�* �
� 8  
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           ��7�2 �����)��� �� �7��% t�=��*�(7�� ��%�	 �� %� *��%�� ����"V�R� ���2� �   

  
5 (�� %� ����      %� T(' � U�f �� � �	 4 (#�� � �	 �� %� ����  
3 (                     #�� � �R�� T(' �� �� 1"	2 (#�� � �R�� T(' %� ���"	  
1 (/���7 #�((� I='�� I�Rs> � ����)��� �� #�)��� �5� �� �!"7 ?-��  
  
* :� �����)��� �� �"V=� t@ #�(� � ���� �����)��� �(7�� �' I���@ �� XM7 � P�R

r��� %� ��78 ���B7 � P=M4� �!� �����)��� ��   
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           ����2� � ���",�� q-	 I='�� �	 �� *��%�� �2�=	 %� ��5� * ����� C�M�@� ��

���:  
  
5 (      �5� �!"	 %� ���"	4 (     �5� �!"	 �� #� 1"	3 (#� �� T(' 1"	�5�   
2 (          �5� T(' %� ����1 (��� #��7 ��!	 ��!> 1�� ���	 �� �7�$��2 �2�=	  

 
*: Operational Management.  
 

5     4       3    2    1 41  

           � *��%�� h#�((� I='�� � ���",�� IJ8 1"A�� � ����)��� UD�� �� �7��% t�=��
�((� �� Y���	:  

  
5 (� �� %� ����     ���4 (      ���� �� �� �� 1"	3 (���� ��� �� �� 1"	  
2 (          ���� ��� %� ���"	         1 (�=�7 ?-�� � �Rs> *��% *�=� ��7  
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102���!6� �� �X�)�%� <�-[�$�� 8   
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           �	 #���� �� ����� ���=@� *�D��SMS���!	� � =���"7� ���D�=5 9��� %� �� :  
  
5 (                   *��%�0� � I���0@ �0��=@� ��0� #="A ���� �	 � #�=	 ��y' *�D�� ����� �� ��

 �%�� *�!D�(Integrate)�7� #�A  .  
4 ( *��%�� � I���@ ���=@� ��� #="A ���� �	 �000V� #�=	 ��y' *�D�� ����� �� ��

=� �7�$��2 � #��7 �%�� *�!D��7�"$ �� ��> ���	 �.  
3 (                    � I���0@ �0��=@� ��0� #="0A ���� �	 � #�=	 ��y' *�D�� ����� �� 1�� %� �D�

 �%�� *�!D� *��%��(Integrate)� #�A ��.  
2 (                � I���@ ���=@� ��� #="A ���� �	 �00V� ��� ��y' *�D�� ����� �� 1�� %� �D�

�	 �=� �7�$��2 � #��7 �%�� *�!D� *��%���7�"$ �� ��> ��.  
1 (���7 �=2� *��%�� � ����� �� 1�� %� E��� �"� %� #��j��� *�D�� .  
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                     ���0A I��RA �� �,5� �"� Q ����� %� �D� � *������ ?-A �,"�� �	 �� ��J���� �5�
 �=A �� E�F7�)7 ����!> � ����� ���� � =W� �	 %�"7 ��!"(  

  
5 ( %� ���"	75      �5� 4 ( 1"	50 �� 75      �5� 3 ( 1"	25 �� 50�5�   
2 ( %� ����25       �5� 1 (��� #��7 ��"$ #%��7�  
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                         �,"�� �	 �� #� %� I=5 �	 *������ ?-A �,"�� �	 �� ��J���� �5�   ���0� �� 1j,� 
�=A �� E�0F7�) �!"7 XRA �0���� � =W� �	 %�"7 �(  

  
5 ( %� ���"	75      �5� 4( 1"	50 �� 75      �5� 3( 1"	25 �� 50�5�   
2 ( %� ����25       �5� 1 (��� #��7 ��"$ #%��7�  
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                   �,"�� �	 �� #� %� I=5 �	 *������ �,"�� �	 �� ��J���� �5�   �V�0�"F�� ��0� �7��
)���!	� 9��� %� �� U"��� �(7��( �=A �� E�0F7� )�!"7 XRA �0���� � =W� �	 %�"7 �(  

  
5 ( %� ���"	75      �5� 4( 1"	50 �� 75      �5� 3( 1"	25 �� 50�5�   
2 ( %� ����25       �5� 1 (��� #��7 ��"$ #%��7�  
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       ������� �����!"� ���R�* �	 � �7�� �=@ � *������ %� ������� �� CRM :  �f�lD�
(Integrated)�7� #�A   

  

5 (  �	 �� /�!"� ��f %� ���"	CRM�7� �f�lD�   
4 ( �	 �� /�!"� ��CRM�7� �f�lD�   
3 ( �	 �� /�!"� ��CRM�7� �f�lD�   
2 ( �	 �� /�!"� ��CRM ��� #�A �f�lD�   
1 ( � �)��D� �	 ��� �7�� �=2� ������� /�!"� ����R�CRM �000� �7� #��7 �f�lD� 

��� ��A��7 �=2� *��%�� 1�� � U�> %� ������� /�!"�  
 

* :�A #��j��� Q ������� /�!"� �(7�� I�A�j� eI����� er��� e���	�!� � #
��(�� ���B7 � r��� %� �' I���@ eXRA �$�(���7 e���� =�� e�2�@  
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           �	 P���� � *��%�� ������� �����!"� %� E��� �� � *������ I����� �7��% t�=��

 #Z�� �	 ������� �����!"� ����CRM �	 ���$ �� %�*:  
  

5 (          �:">� �� %� ����4 (          �:">� T(' �� �� 1"	3 ( �:">� #�67�' �� T(' 1"	  
2 (             �:">� #�67�' %� ���"	1 ( �!"7 ?-�� .        ����)7 ��> �2=� �=� �� #��7 ��"$ #%��7�

���  
  

* :           =A �� ��n *������ I��������-	 %� �D� � ��>� �� �!(�� =B(�� :    P=0� �0:f
i�7=A %� �	 � #��� ����� � I����� 1�� 6"7 ������� �����!"� ���� �� ��� ��  
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                      I���:� �	 ����2� ��� #="A �� ����� ���%�"7 �=� � ���	 �� ������� �����!"� ���R�

         (� I=�� �7��%�� *��	 �� *�� ?-A �� �� *��%��           60"7 � �)��0D� �	 P�� 1"� � � �(
CRM�7� �f�lD�    

  

5 (  �	 �� /�!"� ��f %� ���"	CRM�7� �f�lD�   
4 ( �	 �� /�!"� ��CRM�7� �f�lD�   
3 ( �	 �� /�!"� ��CRM�7� �f�lD�   
2 ( �	 �� /�!"� ��CRM ��� #�A �f�lD�   
1 ( � �)��D� �	 ��� �7�� �=2� ������� /�!"� ����R�CRM �000� �7� #��7 �f�lD� 

��� ��A��7 �=2� *��%�� 1�� � U�> %� ������� /�!"� 
 

 2����P ���� ��  
%�� 5���� ��@6$�" �%� ���+%�� <
46$�" 8 ���&� ��-���]
� 
�[
[ � 2��-�   

  
-------------------------------------------------------

����� ��	
��	 �	������ ����� )��� �����(  
 ��	�� � �	�� ���� � ��!� "#��$�92

Email: Bahman@moqimi.net      / B.Moghimi@Yahoo.co.uk
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Last but most, let me thank the Lord Almighty for all inspirations and synergies 

I got from. I adore and best worship his warmth & honors... . 
  
  

  
 
 
 
 
 
 
 
 
 
 
 

The End. Bahman Moghimi. 
2008 


