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CHAPTER 1

INTRODUCTION

This chapter starts with the statement and significance of the problems.

Objectives and research problems were identified to find out the way to explore.

Definitions of some issues were set to make the same understanding and to scope

the area of this dissertation.

1. Statements and Significance of the Problems

In the early 20th century, business paradigm was mainly product oriented.

Companies sold what they had and did not response customers so much. The

concept was continued into the 1920s and manufacturers faced increased

competition and, as a result, companies started to focus on selling as the foundation

of marketing initiative. Consequently, the paradigm was then moved to sales

oriented. However, in the middle of 20th century, many companies realized that they

should produce what customers want. Finally, the paradigm was shifted to

customer oriented, including customer orientation, an integration of marketing

activities, and long term profitability (Barnes, 2001). The three stages of a new

marketing paradigm (Kotler, Jane and Maesincee, 2002), as shown in table 1, were

also mentioned in the same way. The idea starts from selling concept which focuses

on hunting down prospects and using the mass persuasion power of advertising and

the individual persuasion power of personal selling, and then moves to marketing

concept which stresses on developing appropriate segment based offerings and

marketing mixes and delivering high customer satisfaction and then customer loyalty

contributing repeated purchasing and leading to high profits, and finally shifts to

holistic marketing concept which emphasizes on integrating the value exploration,
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value creation, and value delivery activities with long term mutual profits among key

stakeholders– consumers, collaborators, employees, shareholders, and

communities.

Table 1: The Three Stages of a New Marketing Paradigm

Name Starting Point Focus Means Ends

Selling concept Factory Products Selling and

promoting

Profits through

sales volume

Marketing

concept

Customers’

varying needs

Appropriate

offerings and

marketing mixes

Market

segmentation,

targeting, and

positioning

Profits through

customer

satisfaction

Holistic

marketing

concept

Individual

customer

requirements

Customer value,

company’s core

competencies,

and

collaborative

network

Database

management

and value chain

integration

linking

collaborators

Profitable

growth through

capturing

customer share,

customer

loyalty, and

customer

lifetime value

In addition, Ed Peelen (2005) showed that customers would play a crucial role in

the transition of product – or market oriented organizations into customer –

oriented ones. Focusing on new marketing concept, Kotler (1997) depicted in details

that it comprises four pillars: target market, customer needs, integrated marketing,

and profitability. The idea, as illustrated in figure 1, starts with a well defined target

market, focuses on customer wants and needs, integrates all marketing activities or

contact points and finally satisfies customers to produce profitability.
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Figure 1: The Marketing Concept

Empirically, long term customer satisfaction should be the goal of all marketing

activities, indeed of all organization (Barnes, 2001). The focus of a relationship based

approach to doing business is an understanding of what the customer wants and

needs and a view of the customer as a long term asset who will provide a stream of

earnings as long as their needs are satisfied. The view that successful marketing

meant having a great product and a great price was no longer seen to be sufficient.

That is not to say that product and price are not important but rather that having

them is not sufficient to guarantee marketing success in the form of customer

retention, loyalty and a long term mutually beneficial relationship. The focus of

marketing has shifted to include both customer retention and customer loyalty as

well. This retention is achieved through long term customer satisfaction, based on

the creation of value for customers. When customers feel they have received value,

they will reward the company with loyalty. They would come back if they are

satisfied. To create customer satisfaction, retention or loyalty, something of value

must be offered.

Kotler, Jane & Maesincee (2002) stressed that, to achieve profitable growth

through capturing customer share, customer loyalty, and customer lifetime value,

one of the most important parts is value delivery and one of key strategies to do that

is customer relationship management (CRM) as shown in figure 2. It allows the

company to discover the potential customers, their behaviors and individual needs.

Target

Market

Profits

through

customer

satisfaction

Integrated

Marketing

Customer

Needs
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CRM is absolutely cited as the critical part of many new marketing concepts. For

more instance, Jones (2002) introduced that CRM has been rediscovered as a major

tenet of customer retention – driven by the increasing market complexity and

competition and by several studies that have highlighted the benefits of customer

management. Ed Peelen (2005) mentioned that relationship marketing, now named

CRM, was again high on the agenda of top management. As well, many researchers

confirmed that CRM has attracted the expanded attention of practitioners and

scholars and has emerged as one of the most important areas in marketing and in

the overall management of the firm (Parvatiyar & Sheth, 2001).

Customer

Focus

Core

Competencies

Collaborative

Network

Value

Exploration

Value

Delivery

Value

Creation

Customer

Relationship

Management

Internal

Resource

Management

Business

Partner

Management

Business

Partners

Resource

Space

Business

Domain

Competency

Space

Customer

Benefits

Cognitive

Space

Market

Offering
Business

Architect

Market

Activities

Operational
System

Figure 2: A Holistic Marketing
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As a strategic marketing tool, CRM can enhance relationship with one’s

customers and ultimately lead to greater customer loyalty, retention, and

profitability (Ngai, 2005; p. 582). Javalgi, Martin & Young, (2006) agreed that the

strategic outcomes of CRM are customer satisfaction, customer loyalty, customer

retention, and ultimately enhanced customer lifetime value. Moreover, companies

are becoming increasing aware of many potential benefits of CRM as follows (Kim,

Suh & Hwang, 2003):

Increased customer retention and loyalty

Higher customer profitability

Creation value for customer

Customization of products and services

Lower process, higher quality products and services

In case of CRM implementation in different market, businesses are forecasting

great benefits in adopting an enterprise wide integrated CRM strategy (Chan, 2005).

For example, CRM can maximize underwriting results, support profitable growth,

and expand customer relationship in the insurance industry and can pull together

data from across a bank’s systems, implement more targeted marketing efforts, and

more response to customers in the banking industry. In pharmaceutical industry

(Boothe, 2002), as the industry explores new technologies and faces economic

change, many companies have begun to experiment the concept of customer

centricity, known as Customer Relationship Management. CRM’s value to

pharmaceutical companies is not just near term increase sales or market share but

also the integration of insights and the long term development of relationships with

customers and physicians.

Ling (2001) mentioned about components of a CRM implementation that

include enabling technology to support activities for example, a data warehouse,
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analysis tools, campaign management , the skills to use the tool kit intelligently and

the culture to be customer focused. However, technology is not only the answer for

customer relationship management.

To avoid unsuccessful CRM implementation, key reasons for failure include the

failure to create an enterprise wide CRM strategy, the inability to integrate with

legacy systems, and not having an approach to analytics (Chan, 2005, p. 32).

2. Goal and Objective

The objectives of this dissertation are to find out the initial CRM conceptual

framework and then to explore which factors of that CRM would have an influence

on the outcomes, for example, customer satisfaction, customer loyalty, and

customer retention, in health product business. Finally, the qualitative analysis

would be proceeded to support an explanation to those factors. The ultimate goal of

this dissertation is to propose the crucial factors of CRM in real implementation, not

in theory, particularly in a limited resources and budget constraints.

3. Research Question

In this dissertation, research questions were proposed as follows:

3.1 Does customer relationship management (CRM) have an influence on health

product business?

3.2 What are the determinants of customer relationship management on

customer satisfaction in health product business?

3.3 What are the determinants of customer relationship management on

customer loyalty in health product business?
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3.4 What are the determinants of customer relationship management on

customer retention in health product business?

The answers were any options for entrepreneurs to utilize and execute CRM in

their business and finally generate the maximize outcomes.

4. Definition of Term

To make the same understandings in this dissertation, some definitions must be

identified as follows:

Customer Relationship Management (CRM) is the strategy for strengthening

long term relationship and enhancing customer value and shareholder value with

individual key customers to increase customer satisfaction, customer retention,

customer loyalty and finally profitability.

Health product business is a business of health products, which promote health

status but not treat any diseases. The examples are like food supplement, herbal

products, products which do not cause any diseases in the future.

High standard is the standard of products which are at least met the standard of

trusted organization, such as Food and Drug Administrative.

Company is the newly established company, namely Greenie Health (Thailand).

The company was strictly run under the initial CRM framework. Every single move of

company, including business strategy and policy, marketing communication, and so

on, was focused on the process of that CRM framework.

Member is the member of the company.
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CHAPTER 2

LITERATURE REVIEW

This chapter provides a background of customer relationship management

(CRM) which mentions the paradigm and the origin of CRM. CRM definition is also

summarized and its continuum is demonstrated.

1. An Origin of CRM

As long as 50 60 years or more ago, do you remember the old grocery?

Storekeepers were indeed practicing CRM and they knew mostly all customers by

name. Not only that, but they knew how many people were in each customers’

family, the stage of the children’s education, some family backgrounds, and so on.

Sometimes customers’ children could stay and play in that grocery. Customers and

their family felt empathy once they visited the store. However, CRM was not

recognized during that period.

The term “CRM” began to grow in 1990s (Ling & Yen, 2001; Xu et al., 2002) and

was emerged due to the efforts of the information technology (IT) vendor, as sales

automation and calls center operations, and practitioner community in the mid

1990s (Payne & Frow, 2005; Osarenkhoe & Bennani, 2007). Ngai (2005) reported

that the majority (37.1%) of the CRM articles, publicized during 2000 2002, is related

to IT and IS because of its emerging from IT field.

Moreover, developed from relationship marketing, the term of CRM also

overlaps with terms used to describe some programs. Temporal and Trott (2001)

cited that customer relationship management is sometimes called customer

relationship marketing, or just relationship marketing. Parvatiyar & Sheth (2001)
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confirmed that, in the marketing literature, the term CRM and relationship

marketing are used interchangeably. Osarenkhoe & Bennani (2007) also expressed,

similarly, the origin of CRM that early relationship marketing aimed to obtain

information about the customers’ preferences or customer database and then

evolved into “one to one marketing”, creating more customized offers for their

customers, and finally, CRM was developed to secure and manage one to one

relations and to create a profitable customers with long term relationship. Lastly, Ed

Peelen (2005) mentioned that relationship marketing is now named CRM. Thus,

relationship marketing, relationship management and CRM can be substituted in the

marketing literature.

2. CRM Definition

After reviewed from many books and literatures regarding CRM, the concepts

and ideas can be summarized in many ways. In an aspect of definition, the

terminology of CRM is rich and it has evolved so quickly that neither business

managers nor experts seem to agree on a common definition of CRM.

Before the mid 2000s, there is no universally agreed definition, although CRM

has become widely recognized as an important approach (Ngai, 2005; Ling & Yen,

2001). It is not just a theoretical problem for marketing experts; it is also a practical

problem for business and technology managers who focused on CRM. For instance,

In Frederick Newell’s book, Loyalty.com: Customer Relationship Management in the

New Era of Internet Marketing, he defines it as a process of modifying customer

behavior over time by strengthening the bond between the customer and the

company.

Martha Rogers and Don Peppers, in Enterprise One to One: Tools for Competing

in the Interactive Age, say the idea behind CRM is to establish relationship with

customers on an individual basis, and then use the information you gather to treat
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different customers differently. The exchange between a customer and a company

becomes mutually beneficial, as customers give information in return for

personalized service that meets their individual needs.

Some experts give more sweeping definitions of CRM, describing it as a business

and technology discipline that helps companies acquire and retain most profitable

customers. Others elaborate CRM as the implementation of customer centric

business strategies that drive re engineering of work processes.

Stewart Deck, from Customer Relationship Management Research Center,

defines CRM that is a strategy used to learn more about customers’ needs and

behaviors to develop stronger relationships with them and Fayerman (2002)

summarized, in the same way, that CRM is a business strategy designed to optimize

revenue and customer satisfaction but Dave Sutton, CEO of Zyman Marketing Group,

deliberates more details that CRM is the process to deliver the right messages to the

right people at the right time in order to activate more purchasing and deliver value

to the customer differently and better than the competition

In point of technology, Paul Greenberg summarized the definition of CRM that is

“a philosophy and a business strategy, supported by a system and technology,

designed to improve human interactions in a business environment”

Even if CRM emerges from information technology but it is not seen only

technology but also process, strategy, application and so on (Ling & Yen, 2001). More

importantly, CRM technology is often incorrectly equated with CRM (Keinartz, Krafft,

and Hoyer, 2004), and a crucial reason for CRM failure is focusing CRM as a

technology initiative (Kale, 2004).

In addition, Payne and Frow (2005) gathered some definitions and descriptions

of CRM in the appendix of their article as follows:

CRM is data driven marketing (Kutner & Cripps, 1997).
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CRM attempts to provide a strategic bridge between information technology and

marketing strategies aimed at building long term relationships and profitability

(Glazer, 1997).

CRM can be viewed as an application of one to one marketing and relationship

marketing, responding to an individual customer on the basis of what the

customer says and what else is known about that customer (Peppers, Rogers, &

Dorf, 1999).

CRM is a management approach that enables organizations to identify, attract,

and increase retention of profitable customers by managing relationships with

them (Hobby, 1999).

CRM involves using existing customer information to improve company

profitability and customer service (Couldwell, 1999).

CRM includes numerous aspects, but the basic theme is for the company to

become more customer centric. Methods are primarily Web based tools and

Internet presence (Gosney and Boehm, 2000).

CRM is an enterprise approach to understanding and influencing customer

behavior through meaningful communication to improve customer acquisition,

customer retention, customer loyalty, and customer profitability (Swift, 2000).

CRM is an e commerce application (Khanna, 2001).

CRM is a term for methodologies, technologies, and e commerce capabilities

used by companies to manage customer relationship (Stone and Woodcock,

2001).

CRM is a comprehensive strategy and process of acquiring, retaining, and

partnering with selective customers to creat superior value for the company and

the customer (Parvitiyar and Sheth, 2001).

CRM is about the development and maintenance of long term, mutually

beneficial relationships with strategically significant customers (Buttle, 2001).

CRM is an enterprisewide initiative that belongs in all areas of an organization

(Singh and Agrawal, 2003).
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However, after the mid 2000s, the clear definition from some researchers,

experts, and authors can be found and CRM in depth information can be utilized

effectively. CRM definitions can be summarized more strategically and

unidirectionally.

Javalgi, Martin & Young, (2006) defined CRM is a strategic concept with

incorporates the strategic outcomes of satisfaction, loyalty, customer retention and

profitability while relying on technology to harness market relevant data and guide

decision making. Cunningham, Song & Chen (2006) showed, similarly, that CRM is a

strategy that integrates concepts of knowledge management, data mining, and data

warehousing to support an organization’s decision making process to retain long

term and profitable relationships with its customers.

The key meanings of CRM are rather scattered among strategy, process,

development, application, and technology. However, Payne and Frow (2005)

expressed their definition, being quite long and covering wide angle meaning, that

“CRM is a strategic approach that is concerned with creating improved shareholder

value through the development of appropriate relationships with key customers and

customer segments..”

So far, all gather definitions of CRM can be categorized and the key issues of

CRM meaning are summarized as below:
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Issue Frequency

Managing relationship / Communication 10

Strategy 7

Selective / Key customers 6

Company profit 4

Approach 4

Technology 4

E commerce 3

Acquiring customer 3

Retaining customer 3

Customer value 3

Application 2

Initiative, Development, Methodology, Integrating, All organization,

Partnering, Company value, Customer loyalty

1 (each)

In conclusion, even there are many definitions and meaning of CRM, Payne

and Frow’ definition is preferred and inclusive but the final definition, for this

dissertation, is more concise as below:

Customer Relationship Management (CRM) is the strategy for strengthening

long term relationship and enhancing customer value and shareholder value with

individual key customers to increase customer satisfaction, customer retention,

customer loyalty and finally profitability.

2.3 The CRM Continuum

Customer relationship management has evolved from technology related issue

to strategy related one. Ngai (2005) reviewed articles, published in Marketing,

Business and Management, and Information Technology (IT) and Information
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Systems (IS) journals during 1992 2002 and found that 191 articles, 93 per cent of

205 CRM articles, were just publicized during 2000 2002. The majority of the articles

(37.1%) is related to IT and IS because of its emerging from IT field. Thus, it is not

surprising that IT issues would be focused in early stage of CRM.

Moreover, according to Payne & Frow (2005) ideas, CRM can be defined to

three perspectives, as shown in figure 3. Elaborated in a case, firstly, some

organizations invested a lot of budgets on IT solutions and system integration, for

instance, sales force automation project. At this matter, CRM is defined narrowly

and tactically as a particular technology solution. Secondly, others referred CRM to a

wide range of customer oriented IT and Internet solutions, so this CRM is

represented a point near the middle of the continuum. Finally, CRM can be defined

more strategic and holistic approach. Many researches and articles are mentioned

more strategic ally (Payne & Frow, 2005; Osarenkhoe & Bennani, 2007; Parvatiyar &

Sheth, 2001; Ngai, 2005; Peppers, Rogers, & Dorf, 1999; Swift, 2000; Buttle, 2001)

and a lot of organizations also initiate CRM as a holistic approach to create

shareholder value.

Figure 3: The CRM continuum
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CHAPTER 3

CONCEPTUAL FRAMEWORK ANDMODEL

This chapter elaborates many CRM frameworks and models. Those conceptual

frameworks vary and present different aspect of CRM, including analytical,

operational, and cooperative view. Key CRM communications are mentioned

similarly among many frameworks. The CRM framework of Payne & Frow is

proposed to be the origin of initial conceptual framework of the dissertation.

1. Models and Concepts of Customer Relationship Management

Some important CRM frameworks and models were reviewed, for example,

Payne and Frow: CRM Framework, Osarenkhoe & Bennani (2007): An integrative

framework for implementing CRM strategy, Ling & Yen (2001): Functional

Components of CRM Architecture, Parvativar and Sheth (2001), Kim, Suh & Hwang,

Javalgi, Martin & Young (2006), Fayerman (2002), Chan (2005).

The detailed and crucial CRM models and concepts were elaborated one by one.

In an aspect of CRM components, Javalgi, Martin & Young (2006) proposed that a

market oriented organization takes market research information and transforms it

into market intelligence information and then uses it for customer relationship

management program. CRM is also defined as a strategic concept which

incorporates the strategic outcomes of satisfaction, loyalty, retention and

profitability while relying on technology to harness market relevant data and guide

decision making as illustrated in Figure 4.
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Chan (2005) suggested an integrated framework for CRM, as depicted in Figure

5, including external CRM, conceptual CRM, and internal CRM. Different types of

data from web based transactions, call centers, point of sales, marketing surveys,

mailing and other touchpoints can be consolidated via the conceptual CRM model

creating useful customer information and knowledge. CRM process and technology

implementations at the external and internal levels are also mapped to the

conceptual model creating roadmap for the integration of data, processes and

technologies.

Fayerman (2002) presented the CRM Ecosystem, shown in Figure 6, which is a

component based application that automates customer related business processes.

The major components are the operational CRM, the analytical CRM, and the

collaborative CRM. The operational CRM involves the automation of horizontally

integrated business processes regarding front office customer touch points and

back office applications. The analytical CRM is created a data warehouse that feeds

Figure 4: Framework for marketing research, market orientation, and CRM
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Figure 5: An integrated CRM framework

Figure 6: CRM ecosystem
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various analytical applications and data marts. The objective of this component is to

develop a panoramic view of customer. Collaborative CRM facilitates interaction

between customers and companies. Marketing communication and customer

interaction are included in this process.

Another model of Parvativar and Sheth (2001), as demonstrated in Figure 7,

developed a four stage CRM process framework, such as a customer relationship

formation process; a relationship management and governance process; a relational

performance evaluation process, and a CRM evolution or enhancement process.

Firstly, the CRM formation process comprises defining the purpose of engaging in

CRM; selecting parties for appropriate CRM programs; and developing programs or

activity schemes for customer relationship engagement. Secondly, the relationship

management and governance process helps in the maintenance, development, and

execution aspects of CRM. It also helps in strengthening the relationship among

relational partners, and if the process is satisfactorily implemented, it ensures the

continuation of the relationship. Thirdly, the CRM performance metrics helps in

taking corrective action in terms of relationship governance or in modifying

relationship marketing objectives and program features. Loyalty and satisfaction are

the key performance in marketing goals. Lastly, the CRM evolution process is the key

function to deliver success or divest CRM program. For companies that can chart out

their relationship evolution cycle and state the contingencies for making

evolutionary decisions, CRM programs can be more systematic.

Similarly to earlier framework, Kim, Suh, and Hwang (2003) expressed, as in

Figure 8, the cause and effect relationship and related perspectives in the CRM

evaluation process. Four perspectives are demonstrated including customer

knowledge, like customer information; customer interaction, like marketing

communication or touch points; customer value, like customer loyalty and

acquisition; and customer satisfaction, finally to increase profitability.
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Figure 8: Cause and effect relationships and related perspectives in CRM process

Figure 7: CRM framework
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Moreover, Kim, Suh, and Hwang (2003) showed, as illustrated in Figure 9, the

evaluation process of CRM and examples of communication channel in CRM process,

including service center, retail branch, call center, sales force, internet virtual

community, e mail, and others. Focusing on customer communication and

information technology, Chen and Popovich (2003) presented customer touch

points, including web site and internet, e mail, call center, voice response system,

and kiosks. CRM technology and data warehouse are supportive to front and back

office functions, as shown in Figure 10.

Figure 9: The evaluation process of CRM

Figure 10: CRM applications
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Considering the CRM whole process, Osarenkhoe & Bennani (2007) proposed a

process oriented framework to facilitate successful implementation of CRM strategy

as illustrated in Figure 11. The framework is analyzed from historical background of

relationship marketing and the extent definitions and conceptualization extracted

from the literatures as well as business academics and field interviews. The core

components of CRM are as follows (Donaldson & O’Toole, 2002):

Emphasis on quality

Measuring customer satisfaction but manage customer service

Investing in people

Maintaining dialogue with customers

Setting realistic targets and assessing performance

Relationship based interfaces

In the topic of implementation, core dimensions are as below:

structure (for example, team based structures)

Staff (managing the social structure of a relationship cross functionally)

Style (everything that staff believe, say, and act which determine the

outcome of an implemented strategy)

Systems (for example, sales service process, relationship performance

scorecards)

Schemes (for example, loyalty and retention programs)



22

In an aspect of technology, CRM is focused on information system and CRM

architectures are mainly on customer warehouse as shown in Figure 12 (Ling & Yen,

2001). It is believed that customer information and the associated technology tools

are the foundation upon which any successful CRM strategy is built. The outcomes of

executing an effective CRM campaign are increase customer value, higher customer

retention, increased customer recruitment, and finally higher profitability. Customer

Figure 11: Process oriented CRM framework
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touch points are highlighted for the key for improving customer relationship.

Database marketing strategies that have driven direct mail and tele services are

becoming the core for CRM strategy development and information processing. A

CRM strategy includes not only the integration of information and customer

touchpoints but the training and empowerment of employees and the automation of

systems that facilitate customer interaction and communication.

Nevertheless, another interesting process oriented CRM model or framework

Payne & Frow framework are demonstrated with the whole process and shown

with some applicable constructs. Actually, the processes are similar to and are

integrated all components from earlier CRM framework. Additionally, Ed Peelen

(2005) mentioned that the four cornerstones of CRM are customer knowledge,

Figure 12: Information and CRM architectures
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relationship strategy, communication, and the individual value proposition.

Compared with Payne and Frow framework, these foundations are in line with those

of Payne and Frow customer knowledge with customer strategy component in

strategy development process, relationship strategy with business strategy

component of strategy development process, communication with multichannel

integration process, and the individual value proposition with value creation process.

Payne and Frow elaborates more components and shows some relationships among

those processes.

2. CRM Payne & Frow Framework

The conceptual framework for CRM strategy (Payne & Frow, 2005) comprises 5

key components including strategy development process, value creation process,

information management process, multichannel integration process, and, lastly,

performance assessment process. The concept covers the whole process of strategic

management thinking, starting from business and customer strategy to initiate

business vision, industry and competitive characteristics, through value analysis, and

utilizing information technology to facilitate the whole process, then executing

through many marketing communications directly to key individual customers and

finally, monitoring the outcomes with performance and shareholder results. Each

component has some supportive ideas as followings:

2.1 Strategy Development Process

This initial process consists of 2 parts business strategy and customer strategy.

Business strategy must be considered first and it would be developed to customer

strategy.

Business Strategy focuses on business vision and industry and competitive

characteristics. Similar to this idea, Shah and Murtaza (2005) proposed that the

major and first step to implement a successful CRM initiative is to consider corporate

vision. The top management must have a customer centric focus. Without such
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concept, CRM will not succeed. Mack, Mayo & Khare (2005) also presented the

Diamond framework of CRM that consistes of CRM vision, CRM activities and CRM

basis. At first stage, CRM strategy is aimed to integrate into corporate strategy.

Customer Strategy is considered in an aspect of customer choice, customer

characteristics and segment granularity. It involves examining the existing and

potential customer base and identifying which segmentation are appropriate.

2.2 Value Creation Process

This process is a direct consequence of strategy development process. It

involves extraction and delivery of value as followings:

The Value the Customer Receives is exploring and determining what value a

company can provide to customers. The concept has evolved from earlier idea in

business to business and services marketing, that views the customer as a co creator

and co producer. A company should also consider an assessment to identify and

then quantify the relative importance that customer perceive on the various

attributes of a product.

The Value the Organization Receives and Lifetime Value is a perspective that a

company must recognize and understand the customer value, including customer

acquisition, customer retention and particularly, customer lifetime value. An

organization should learn a profitability of customers from cross selling, up selling

and building customer advocacy.
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2.3 Information Management Process

Payne & Frow (2005) stated that “the information management process is

concerned with the collection, collation, and use of customer data and information

from all customer contact points to generate customer insight and appropriate

marketing responses.” The process includes some elements as follows:

Data Repository is a company memory of customers. Every customer contact

points should be continuously collected into the repository.

IT Systems include computer hardware, software, and middleware used in the

organization.

Analysis Tools are to utilize data warehouse and apply to campaign

management analysis, credit scoring and customer profiling.

Front Office and Back Office Applications are the technologies to support all

activities that involve direct contact to customers, including sales force automation,

call center management and to support internal administration and supplier

relationships, including human resources, procurement, warehouse management,

logistics software, and some financial processes, respectively.

2.4 Multichannel Integration Process

This process is notably recognized as the most critical process in CRM because it

contacts, transfers and delivers all values directly to customers. It comprises many

elements such as:

Sales Force, including field account management, service, and personal

representatives

Outlets, including retail branches, stores, depots, and kiosks

Telephony, including traditional telephone, facsimile, telex, and call center

contact
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Direct Marketing, including direct mail, radio, and traditional telephone

Electronic Commerce, including e mail, the Internet, and interactive digital

television

Mobile Commerce, including mobile telephony, short message service and text

messaging, wireless application protocol, and 3G mobile services

To support the ideas of above communications, Shah & Murtaza (2005) also

demonstrated customer touch points in CRM which include cell phone, pager, and

PDA (grouped as M commerce), website and e mail (grouped as E commerce),

telephone and voice response (grouped as telephony). They also stressed that

successful corporations must use the Internet technology to enhance CRM.

2.5 Performance Assessment Process

This process is established to ensure that CRM activities go to the right direction

and get the right performance. It comprises two key components as follows:

Shareholder Results are the ultimate goal of CRM, including employee value,

customer value, shareholder value, and cost reduction.

Performance Monitoring is to set up standards, metrics, and key performance

indicators for CRM, particularly reflecting five main processes.
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CHAPTER 4

RESEARCH METHODOLOGY AND DESIGN

This chapter provides the research process starting from population and

samples, research instrument development, initial conceptual framework, and the

survey process. Overview picture of the research methodology would be illustrated

with the flow chart. The validity and reliability test were explained as well.

1. Research Design

The research was designed to assess the hypothesis of this dissertation.

Quantitative and qualitative researches were designed to achieve their goals.

Quantitative was focused on questionnaire survey to customers and company staffs.

Qualitative was run with phone interviews of each segment, including classic, silver,

gold, and platinum. Most importantly, participant observation was used to describe

the implementation of CRM process. The design was applied a three stage approach,

illustrated in Figure 14, as follows:

1. The development of research instrument

2. Survey process

3. Analysis and interpretation

The initial conceptual framework – shown in Figure 15 and originated from

Payne and Frow was reviewed and proposed. The first draft of questionnaire was

developed with this framework and then was validated by 5 key experts as well as

was passed by the reliability test. Thus, the final questionnaire was completely

designed. For the next 2 years, the survey was done and the data was collected

through two dimensions – customer and company side to interpret and compare the

different angles between them. The phone interviews, using semi structured

question, were done to explore some customer insight. All data were consequently

analyzed and interpreted.
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Figure 14: Research step and process

5 Phone Interviews
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Figure 15: Initial CRM conceptual framework
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2. Population and Samples

There were 2 kinds of samples, including customers and company staffs. Expert

interviews were also in the process.

Population and samples were the members in Greenie Health (Thailand), a new

and small company, established since June 13, 2008 for this dissertation and

executed marketing activities under CRM strategic direction, complied with the

reviewed framework. Greenie members were recruited from Greenie shops and

Greenie booth exhibitions. Starting from setting up, total Greenie members were

160 members. Members were categorized into 4 groups as following:

1. Classic Member was the member who applied for Greenie member and paid for

the member fee amount of 150 Baht. The Classic could not collect the Greenie

point.

2. Silver Member was the member who applied for Greenie member and paid for

the member fee amount of 300 Baht. The Silver could collect the Greenie point

and gain the benefit of that point.

3. Gold Member was the Silver member who collected Greenie Point starting from

500 to 999 points. The Gold could collect the Greenie point and gain the benefit

of that point.

4. PlatinumMember was the Silver or Gold member who collected Greenie Point at

least 1,000 points. The Platinum could collect the Greenie point and gain the

benefit of that point.

All Greenie members were recruited to CRM campaign and enrolled for the

survey research. For this dissertation, the samples were 121 members (75%) of 160

populations.

Moreover, five company staffs were conducted a short interview with

questionnaire survey. The details of each item in questionnaire were discussed.
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3. The Development of Research Instrument

This section explains the development of the research instruments in this

dissertation. Initial conceptual framework was proposed first by reviewing literatures

and interviewing some experts. The first draft of questionnaire was prepared and

validated by 5 key experts. The second draft questionnaire was consequently issued

and then tested with reliability to create the final questionnaire.

3.1 Initial Conceptual Framework

As earlier mentioned, CRM literatures were reviewed and CRM models were

gathered to finalize the initial conceptual framework which was finalized with Payne

and Frow Framework as an origin of the concept. Moreover, CRM expert

interviewing was run to ensure and complete the framework. After that, the Greenie

was set up to run and execute the marketing and business strategy under the

conceptual framework. This company was operated and focused on health business.

Key marketing communications, such as sales force, direct mailing, telephony and

other related ones, were directly implemented to Greenie members. The details will

be elaborated in chapter 5.

3.2 The First Draft Questionnaire

After the framework and company were established, the first draft

questionnaire, both customer and company, was created. It comprises four parts as

follows:

1. Product usage

2. Operation and marketing activities of company

3. Evaluation of customer satisfaction, customer retention, and customer loyalty

4. General customer information

All questions in part 2, referred to independent variables, came from key

constructs in Payne and Frow framework and those in part 3, related to dependent

variables, were created by using constructed questions from earlier satisfaction
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measurement scales as elaborated in table 2. However, some questions were

adjusted to fit the established company. The revised questions were shown as

below:

IT system and office application were not used because of limited resources

of company formation.

Questions for satisfaction variables were added to clarify more dimensions of

satisfaction. Referred to customer satisfaction scales (Fornell et al., 1996;

Hallowell, 1996; Keiningham et al., 2007; Qin & Prybutok, 2008; Türkyılmaz &

Özkan, 2007; GrØnholdt et al., 2000; Donio', 2006), overall satisfaction are

used in the scale but some papers found other aspects of satisfaction related

to research questions. Those satisfaction were interesting for this dissertation

including product benefit, information communicated to customers, variety

of products, product design, usage convenience of products, service on

consultation, compared price with other products, overall service and

company public relations.

However, the first questionnaire was then validated by key experts later.

3.3 The Second Draft Questionnaire

The first draft of questionnaire was tested for comprehensiveness, wording, and

length as well as reviewed by 5 key experts in CRM and questionnaire development.

Some adjustments were revised as below:

Wording and sentences were adjusted to fit with customer aspect.

Questions of dependent variables in customer retention were finalized to

check propensity to leave in 1, 3, 6, and 12 months, respectively, instead of 6

months, 1 years, and 2 years.

Those in customer loyalty were adjusted to explore repurchase intention in 1,

3, 6, and 12 months, respectively, instead of 6 and 12 months only.

After that, the second draft was developed and would be test for reliability

accordingly.
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Construct Variable Example Questions References

Customer

Satisfaction

Overall

satisfaction

Overall, how satisfied are you

with the company?

Fornell et al., 1996;

Hallowell, 1996;

Keiningham et al., 2007;

Qin & Prybutok, 2008;

Türkyılmaz & Özkan, 2007;

GrØnholdt et al., 2000;

Donio', 2006

Fulfillment of

expectation

To what degree did company

X fulfill your expectation?

Fornell et al., 1996;

Türkyılmaz & Özkan, 2007;

GrØnholdt et al., 2000;

Donio', 2006

Compare with

ideal

Imagine a company which is

perfect in all aspects. How

close to this ideal do you

consider the company X to

be?

Fornell et al., 1996;

Türkyılmaz & Özkan, 2007;

GrØnholdt et al., 2000

Customer

Retention

Propensity to

leave /

Continuation

The likelihood of the

respondent leaving the

service provider at six months

in the future

Ranaweera & Prabhu,

2003

The likelihood of the

respondent leaving the

service provider at one year in

the future

Ranaweera & Prabhu,

2003

The likelihood of the

respondent leaving the

service provider at two years

in the future

Ranaweera & Prabhu,

2003

Table 2: Questions and constructs in questionnaires (part 3)



36

Construct Variable Questions References

Customer Loyalty Repurchase

intention

Six/twelve months from now,

how likely are you to still be

using Company or brand X?

GrØnholdt et al., 2000;

Türkyılmaz & Özkan, 2007;

Fornell et al., 1996;

Leverin & Liljander, 2006;

Keiningham et al., 2007;

Donio', 2006

Cross buying

intention

GrØnholdt et al., 2000;

Aspinall et al., 2001;

Türkyılmaz & Özkan, 2007;

Leverin & Liljander, 2006

Price tolerance As a consumer to this brand, I

feel that I am prepared to pay

more for higher quality

products

GrØnholdt et al., 2000;

Türkyılmaz & Özkan, 2007;

Fornell et al., 1996; Donio',

2006

Recommendation

to others

I would recommend the

company to friends and

acquaintances

GrØnholdt et al., 2000;

Türkyılmaz & Özkan, 2007;

Leverin & Liljander, 2006;

Keiningham et al., 2007;

Donio', 2006

3.4 The Final Questionnaire

The second draft of questionnaire was tested with the reliability. The

questionnaires were distributed to 30 Greenie members. The wordings and

sentences were a little bit change from the first draft. For the result of reliability rest

showed the Cronbach’s alpha coefficient ( ) is 0.9234. The interpretation of this test

(Jump 1978) explains the reliability as following:

If 0.7 for exploratory research, pass the reliability test

If 0.8 for basic research, pass the reliability test

If 0.9 for important research, pass the reliability test

Table 2: Questions and constructs in questionnaires (part 3) [continue]



37

This questionnaire was grouped as basic research so the result showed high

reliability. Thus, the final questionnaire was settled for the survey research.

4. Survey Process

The survey process was divided into 2 dimensions. The former was customer

aspect, approached to customer or Greenie members. The latter was company

aspect, surveyed to company staff. For customer aspect, the first process was face

to face survey, distributed to 55 Greenie members. The second one was mail survey,

mailed out to 77 Greenie members. The last one was face to face survey, sent to 5

company staff. For the mail survey to Greenie members, telephone reminding

directly to the members was utilized to ensure the feedback of questionnaire. Out of

77 mail out questionnaires, sixty six were returned. The total respondents for

customer dimension were one hundred and twenty one.

Moreover, the informants were selected to explore customer insight. Five

Greenie members – two for platinum member, one for gold member, one for silver

member and one for classic member were chosen by using highest volume of

customer profitability or sales in each segment.

5. Data Analysis and Interpretation

The result of survey was analyzed and interpreted in the next step. The details

would be explained in chapter 6.
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CHAPTER 5

COMPANY ESTABLISHMENT

This chapter gives an inside information of company establishment. CRM

implementation would be elaborated and followed to initial CRM conceptual

framework, in this dissertation, step by step. The details of activities would be shown

to understand the whole concept of CRM implementation.

1. Company Set Up

The participant observation was used to elaborate and describe the

implementation of CRM process. The execution was explained and started with

company set up. A new and small company had been established since June 13,

2008, particularly for this dissertation. The vision of the company was to be trusted

as the distinguished natural and herbal business for health promotion with the key

value of effective product benefit, high product standard, and professional

consultation. Total staffs were 5 persons; 1 managing director, 1 consultant

manager, 1 operation staff, and 2 marketing staffs. The company’s headquarter was

located at Ploenchit area. Every single step of company set up was run, for example,

operation management, staff recruitment and selection, production process,

marketing communication, and so on. Company name and logo were created and

chosen to fit the company vision and direction. Greenie Health (Thailand) was

agreed among company staffs. Tag line was also discussed and finalized as “lively

health society”. Many options of logo, seen in figure 16, were compared and the

final one was as below.
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[The final logo of Greenie]

Figure 16: Greenie Health’s logo

2. Health Products Available

Related to the company vision, all products must be truly benefits and met high

quality standard. The products of the company were categorized into 3 groups.

Firstly, natural and herbal foods were the most popular products. One of highlighted

natural foods is GABA rice, which was very much recognized in the past one two

years. Secondly, herbal teas – panjakan and mulberry tea – were very high quality

standard. Lastly, Biodegradable food packaging was additional products which are

safe for carcino toxicity, unlike Styrofoam. Total items of products are 30 SKUs (Stock

Keeping Unit).

3. CRM Implementation Under Initial Framework

To operate CRM execution, the initial CRM framework was the master plan and

the processes were followed step by step.
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3.1 Strategy Development Process

Started from business strategy, the company focused on CRM strategic

direction. Business vision and mission were set. Market analysis, especially in health

products, was explored. Market penetration and product development were

considered to select new products for the company. After that customer strategy

was analyzed and customer segmentation was evaluated. Customers would be

grouped into 4 kinds of members, including classic, silver, gold, and platinum

member.

3.2 Value Creation Process

Value customer receives was seriously discussed. Products and services were

screened and put very much effort on key value of the company – benefit, standard,

and consultation. Herbal teas, panjakan and mulberry, were picked up first. These

herbal supplements were tested by Department of Medical Sciences, Ministry of

Public Health, that the products, in a recommended dose, can support health issue,

concerning hypertension, diabetes, and hyperlipidemia. Biodegradable packaging

was considered secondly because it causes no effect on carcinogen, unlike Styrofoam

which induces cancer in case of using with hot or cools foods. Lastly, GABA rice and

its line extension were chosen to be a star of company’s products. GABA rice was

proved that some neurotransmitters were increased if GABA rice was taken. It would

help memory and physical health because of many minerals and vitamins inside. For

company service, consultation, related to health business, was totally agreed to be

one of company’s value.

For value organization receives, the direction of customer satisfaction, loyalty,

and retention was finalized. The marketing communication would be focused on the

way to satisfy customers’ need and then to retain existing customers. Customer

acquisition was raised to enroll members through booth exhibition, outlet, and shop.
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3.3 Information Management Process

IT systems were prepared for CRM execution. Own designed customer database,

as shown in figure 17, via internet was set up and customized to the company

direction.

Figure 17: Internet based customer database
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Product category and purchasing record, as illustrated in figure 18 and 19

respectively, were also created to closely follow up customer profile and

profitability.

Figure 18: Product category
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Figure 19: Purchasing record
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3.4 Multichannel Integration Process

One of the most powerful processes in CRM implementation is multichannel

integration or integration of marketing communication. The channels, referred to

the initial framework, were approached and contacted, including sales force

[consultant], outlet [shop], telephony [contact center and facsimile], direct

marketing [newsletter], electronic commerce [e mail and internet], and mobile

commerce [short message service, SMS]. Most importantly, integration of all

communication was strongly considered to ensure that customers would get the

same functional and emotional messages, and same direction.

Sales force or consultant is one of the key values of company. Pharmacist and

nutritionist were trained to consult directly to customers. Consultant would be

available during booth exhibition and workshop.

Outlets or shops were operated at headquarter near Chidlom market. The

products were also consigned to 6 specialty health stores.

Telephony was selected with contact center and facsimile. Contact center was

accessible for members to approach, complain, and talk with the company. Facsimile

is another channel for customer contact.

Direct marketing in this CRM execution is newsletter and informative brochure.

Newsletters, as exampled in figure 20, were sent out to members two times.

Contents in these newsletters were health issues and key communications

concerning company value, loyalty program, and so on. For brochures, as illustrated

in figure 21, product knowledge and benefit, company information, and member

benefits were included in these communication tools.
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Figure 20: Greenie newsletters
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Figure 21: Greenie brochures

Electronic commerce, like e mail and internet, were executed and created to be

another channel for customers. Contents in internet were the same as other

communication channels, such as newsletter and brochure. The design of internet,

as seen in figure 22, was chosen to build company image and customer

characteristic. Customer tracking and database were also linked to this internet

channel. All contact points, content and design, in the internet were related to other

channels.

Mobile commerce, like SMS, was implemented to recall any events for members

or remind member benefits, such as member get member campaign. Particularly

before the event, members would be called to invite to the activity.
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Figure 22: Greenie internet (www.greenie.co.th)

Loyalty program, like workshop, had been run for members who were interested

in this kind of activities. Invitation, seen in figure 23, was sent out directly to

members via direct marketing. The tmosphere are demonstrated in figure 24 and 25.

Figure 23: Invitation of the workshop
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Figure 21: Member activities and event atmosphere
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Figure 25: Greenie members at the workshop

3.5 Performance Assessment Process

Business strategy, company culture, and company value were considered to set

up performance assessment – competency evaluation – to ensure that company

outcomes would be in line with strategy development process. Core competency

and professional competency was a tool for staff performance.
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CHAPTER 6

DATA ANALYSIS

This chapter demonstrates the analysis of data, including basic statistics and

multiple regression on customer satisfaction, customer loyalty, and customer

retention. Factors influencing these outcomes are shown in figures.

1. Data Analysis

The analysis of this dissertation is divided into 2 major parts. The former is the

analysis of customer side and the latter is that of company side. Customer side

analysis can be categorized into as follows:

Using basic statistics, including frequency, its percentage, mean, standard

deviation (s.d.), coefficient of varience (c.v.), standard error of mean (s.e. mean),

and 95% confidence interval. The goal of these data was to explore overview

information of customer profiles and opinions.

Using multiple regression analysis by stepwise technique to identify which

factors of CRM influence on customer satisfaction, loyalty, and retention.

Using qualitative analysis by conducting a phone interview with 5 subjects to find

out customer insight.

In company viewpoint, five company staffs were evaluated by questionnaires

testing with the same meaning of questions as those of customer side.

1.1 Basic Statistics for Customer and Company Side

As shown in Table 3, The samples have occupation as freelance or own business

(37.5%), employee (30.0%), housekeeper (15.0%), government staff (8.3%), others

(7.5%), and student (1.7%). Their education are graduate (48.3%), below graduate

(30.6%), master degree (18.3%), and above master degree (2.5%). The incomes of

the samples are during 10,000 to 19,999 Baht (27.7%), below 10,000 Baht (17.6%),
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Characteristics Basic Statistics

Frequency Percent Remarks

Occupation Missing =

1Employee 36 30.0

Government Staff 10 8.3

Housekeeper 18 15.0

Freelance/Own Business 45 37.5

Student 2 1.7

Others 9 7.5

TOTAL 120 100.0

Education Missing =

1Below Graduate 37 30.6

Graduate 58 48.3

Master Degree 22 18.3

Above Master Degree 3 2.5

TOTAL 120 100.0

Income Missing =

2Below 10,000 Baht 21 17.6

10,000 19,999 Baht 33 27.7

20,000 – 29,999 Baht 12 10.1

30,000 – 39,999 Baht 15 12.6

40,000 – 49,999 Baht 20 16.8

At least 50,000 Baht 18 15.1

TOTAL 119 100.0

Age Missing =

1Below 18 yrs 3 2.5

18 – 30 yrs 4 3.3

31 – 40 yrs 31 25.8

41 – 50 yrs 43 35.8

51 – 60 yrs 27 22.5

Above 60 yrs 12 10.0

TOTAL 120 100.0

Table 3: Basic Statistics of Data Analysis
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40,000 to 49,999 Baht, (16.8%), above 50,000 Baht (15.1%), 30,000 to 39,999 Baht

(12.6%), and 20,000 to 29,999 Baht (10.1%). The members’ ages are majority during

31 to 60 years old with 41 – 50 years old at 35.8%, 31 – 40 years old at 25.8%, 51 –

60 years old at 22.5%, above 60 years old at 10.0%, 18 30 years old at 3.3%, and

below 18 years old at 2.5%.

For basic statistics of independent and dependent variables for customer and

company, as seen in Table 4 and 5, the results are as followings:

For customer side:

The top five highest means of independent variables are benefit (bus1), service

(sha1), standard (bus2), newsletter convenience (dir1), and profit (sha2) with

8.50, 8.47, 8.38, 8.32, and 8.31, respectively.

The top five highest means of dependent variables are benefit satisfaction (Y12),

information satisfaction (Y13), design satisfaction (Y15), convenience satisfaction

(Y16), and variety satisfaction (Y14) with 8.30, 7.98, 7.74, 7.73, and 7.70.

For company side:

The top five highest means of independent variables are benefit (bus1),

consultant convenience (sal1), standard (bus2), shop convenience (out1), and

sms convenience (mco1) with 9.60, 9.60, 9.40, 9.40, and 9.40, respectively.

The top six highest means of dependent variables are benefit satisfaction (Y12),

repurchase intention 3 (Y22), repurchase intention 6 (Y23), repurchase intention

1 (Y21), recommendation to others (Y27) and variety satisfaction (Y14) with 8.60,

8.60, 8.40, 8.20, 8.20, and 8.20, respectively.

Average score of company side is usually higher than that of customer side. It

implies that communication process should be better to accelerate customer

perception running to company perception.
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Table 4: Results of basic statistics [customer side]

Factor (n = 121)

Customer Side

m
e
a
n

s.
d
.

c.
v
.

s.
e
.
m
e
a
n 95% C.I.

Lo
w
e
r

U
p
p
e
r

Benefit (bus1) 8.50 1.490 0.1753 0.135 8.23 8.76

Standard (bus2) 8.38 1.699 0.2027 0.158 8.07 8.70

Consultation (bus3) 7.86 2.556 0.3252 0.235 7.39 8.32

Member activity (cus1) 7.58 2.857 0.3769 0.287 7.01 8.15

Value proposal (vcr1) 5.58 3.416 0.6122 0.333 4.92 6.24

Product value (vcr2) 7.83 2.454 0.3134 0.223 7.39 8.28

Member criteria (vcr3) 7.06 2.791 0.3953 0.281 6.50 7.62

New member (vor1) 7.22 2.693 0.3730 0.248 6.73 7.71

Cross selling (vor2) 7.65 2.430 0.3176 0.224 7.21 8.10

Up selling (vor3) 7.78 2.389 0.3071 0.217 7.35 8.21

Words of mouth (vor4) 6.50 3.508 0.5397 0.322 5.87 7.14

Consultant C. (sal1) 7.63 2.216 0.2904 0.202 7.22 8.03

Consultant S. (sal2) 7.51 2.693 0.3586 0.245 7.03 8.00

Shop C. (out1) 6.58 2.645 0.4020 0.240 6.10 7.05

Shop S. (out2) 7.04 2.778 0.3946 0.256 6.54 7.55

Contact center C. (tel1) 7.03 3.222 0.4583 0.295 6.44 7.61

Contact center S. (tel2) 6.22 3.253 0.5230 0.305 5.62 6.82

Fax C. (tel3) 4.42 3.151 0.7129 0.286 3.85 4.99

Fax S. (tel4) 3.74 3.170 0.8476 0.288 3.17 4.31

Newsletter C. (dir1) 8.32 2.551 0.3066 0.234 7.86 8.78

Newsletter S. (dir2) 7.91 2.559 0.3235 0.233 7.45 8.37

E mail C. (eco1) 4.86 4.026 0.8284 0.367 4.13 5.59

E mail S. (eco2) 4.62 3.957 0.8565 0.364 3.90 5.34

Internet C. (eco3) 4.80 4.068 0.8475 0.371 4.06 5.54

Internet S. (eco4) 4.65 3.978 0.8555 0.363 3.93 5.37

SMS C. (mco1) 6.63 3.532 0.5327 0.322 5.99 7.26

SMS S. (mco2) 6.17 3.627 0.5878 0.330 5.51 6.82

Integration (int1) 7.11 2.922 0.4110 0.279 6.56 7.66

Data storage (dat1) 7.16 2.935 0.4099 0.270 6.63 7.70

Internet serve (ana1) 4.66 3.986 0.8554 0.397 3.88 5.45

Market analysis (ana2) 7.62 2.059 0.2702 0.190 7.24 7.99

Service (sha1) 8.47 1.907 0.2251 0.176 8.13 8.82

Profit (sha2) 8.31 1.807 0.2174 0.191 7.93 8.70

Internet tech. (per1) 5.30 4.080 0.7698 0.402 4.50 6.10

Evaluation (per2) 7.92 2.157 0.2723 0.212 7.50 8.34
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Table 4: Results of basic statistics [customer side] (Continue)

Factor (n = 121)

Customer Side

m
e
a
n

s.
d
.

c.
v
.

s.
e
.
m
e
a
n 95% C.I.

Lo
w
e
r

U
p
p
e
r

Overall satisfaction (Y11) 7.46 1.775 0.2379 0.161 7.14 7.78

Benefit satisfaction (Y12) 8.30 1.721 0.2073 0.156 7.99 8.61

Information satisfaction (Y13) 7.98 1.749 0.2192 0.159 7.66 8.29

Variety satisfaction (Y14) 7.70 1.621 0.2105 0.147 7.41 7.99

Design satisfaction (Y15) 7.74 1.651 0.2133 0.150 7.45 8.04

Convenience satisfaction (Y16) 7.73 1.966 0.2543 0.179 7.37 8.08

Consultant satisfaction (Y17) 7.03 3.199 0.4550 0.298 6.44 7.62

Price satisfaction (Y18) 6.73 2.441 0.3627 0.225 6.28 7.17

Service satisfaction (Y19) 6.74 3.171 0.4705 0.296 6.15 7.32

PR satisfaction (Y110) 7.03 2.097 0.2983 0.194 6.65 7.42

Fulfillment of expectation (Y111) 6.95 2.926 0.4210 0.273 6.41 7.49

Compare with ideal (Y112) 7.43 2.048 0.2756 0.190 7.05 7.81

Repurchase intention 1 (Y21) 5.02 3.240 0.6454 0.351 4.32 5.72

Repurchase intention 3 (Y22) 5.72 2.820 0.4930 0.299 5.12 6.31

Repurchase intention 6 (Y23) 5.81 2.332 0.4014 0.262 5.29 6.33

Repurchase intention 12 (Y24) 6.32 2.884 0.4563 0.315 5.70 6.95

Cross buying intention (Y25) 5.85 3.024 0.5169 0.298 5.26 6.45

Price tolerance (Y26) 6.03 2.906 0.4819 0.269 5.50 6.57

Recommendation to others (Y27) 7.21 2.169 0.3008 0.201 6.82 7.61

Preference 1 (Y31) 3.87 2.764 0.7142 0.298 3.28 4.46

Preference 3 (Y32) 4.38 2.946 0.6726 0.334 3.72 5.05

Preference 6 (Y33) 3.85 2.617 0.6797 0.311 3.23 4.46

Preference 12 (Y34) 3.54 2.635 0.7444 0.302 2.94 4.14
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Table 5: Results of basic statistics [company side]

Factor (n = 5)

Company Side

m
e
a
n

s.
d
.

c.
v
.

s.
e
.
m
e
a
n 95% C.I.

Lo
w
e
r

U
p
p
e
r

Benefit (bus1) 9.60 0.548 0.0571 0.245 8.92 10.2

Standard (bus2) 9.40 0.548 0.0583 0.245 8.72 10.0

Consultation (bus3) 8.80 0.447 0.0508 0.200 8.24 9.36

Member activity (cus1) 8.80 0.447 0.0508 0.200 8.24 9.36

Value proposal (vcr1) 8.60 0.548 0.0637 0.245 7.92 9.28

Product value (vcr2) 8.20 0.447 0.0545 0.200 7.64 8.76

Member criteria (vcr3) 8.20 0.447 0.0545 0.200 7.64 8.76

New member (vor1) 7.40 0.548 0.0740 0.245 6.72 8.08

Cross selling (vor2) 8.00 1.000 0.1250 0.447 6.76 9.24

Up selling (vor3) 8.00 1.000 0.1250 0.447 6.76 9.24

Words of mouth (vor4) 8.60 0.548 0.0637 0.245 7.92 9.28

Consultant C. (sal1) 9.60 0.548 0.0571 0.245 8.92 10.2

Consultant S. (sal2) 9.20 0.837 0.0909 0.374 8.16 10.2

Shop C. (out1) 9.40 0.548 0.0583 0.245 8.72 10.0

Shop S. (out2) 9.00 0.000 0.0000 0.000 7.64 8.76

Contact center C. (tel1) 8.20 0.447 0.0545 0.200 6.92 8.28

Contact center S. (tel2) 7.60 0.548 0.0721 0.245 6.92 8.28

Fax C. (tel3) 7.60 0.548 0.0721 0.245 6.92 8.28

Fax S. (tel4) 7.60 0.548 0.0721 0.245 8.24 9.36

Newsletter C. (dir1) 9.00 0.000 0.0000 0.000 6.92 8.28

Newsletter S. (dir2) 8.80 0.447 0.0508 0.200 7.29 9.51

E mail C. (eco1) 7.60 0.548 0.0721 0.245 8.24 9.36

E mail S. (eco2) 8.40 0.894 0.1065 0.400 8.72 10.0

Internet C. (eco3) 8.80 0.447 0.0508 0.200 8.16 10.2

Internet S. (eco4) 9.00 0.000 0.0000 0.000 7.92 9.28

SMS C. (mco1) 9.40 0.548 0.0583 0.245 7.92 9.28

SMS S. (mco2) 9.20 0.837 0.0909 0.374 8.64 9.76

Integration (int1) 8.60 0.548 0.0637 0.245 7.92 9.28

Data storage (dat1) 8.60 0.548 0.0637 0.245 7.49 9.71

Internet serve (ana1) 9.20 0.447 0.0486 0.200 7.24 8.36

Market analysis (ana2) 8.60 0.548 0.0637 0.245 7.64 8.76

Service (sha1) 8.60 0.894 0.1040 0.400 6.92 8.28

Profit (sha2) 7.80 0.447 0.0573 0.200 8.92 10.2

Internet tech. (per1) 8.20 0.447 0.0545 0.200 8.72 10.0

Evaluation (per2) 7.60 0.548 0.0721 0.245 8.24 9.36
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Table 5: Results of basic statistics [company side] (Continue)

Factor (n = 5)

Company Side

m
e
a
n

s.
d
.

c.
v
.

s.
e
.
m
e
a
n 95% C.I.

Lo
w
e
r

U
p
p
e
r

Overall satisfaction (Y11) 7.60 0.548 0.0721 0.245 6.92 8.28

Benefit satisfaction (Y12) 8.60 0.548 0.0637 0.245 7.92 9.28

Information satisfaction (Y13) 7.00 1.000 0.1429 0.447 5.76 8.24

Variety satisfaction (Y14) 8.20 0.447 0.0545 0.200 7.64 8.76

Design satisfaction (Y15) 7.60 0.548 0.0721 0.245 6.92 8.28

Convenience satisfaction (Y16) 7.20 0.447 0.0621 0.200 6.64 7.76

Consultant satisfaction (Y17) 8.00 1.000 0.1250 0.447 6.76 9.24

Price satisfaction (Y18) 7.20 0.447 0.0621 0.200 6.64 7.76

Service satisfaction (Y19) 6.60 0.548 0.0830 0.245 5.92 7.28

PR satisfaction (Y110) 7.20 0.447 0.0621 0.200 6.64 7.76

Fulfillment of expectation (Y111) 7.20 0.447 0.0621 0.200 6.64 7.76

Compare with ideal (Y112) 7.60 0.548 0.0721 0.245 6.92 8.28

Repurchase intention 1 (Y21) 8.20 0.447 0.0545 0.200 7.64 8.76

Repurchase intention 3 (Y22) 8.60 0.548 0.0637 0.245 7.92 9.28

Repurchase intention 6 (Y23) 8.40 0.894 0.1065 0.400 7.29 9.51

Repurchase intention 12 (Y24) 7.80 1.643 0.2107 0.735 5.76 9.84

Cross buying intention (Y25) 7.80 0.447 0.0573 0.200 7.24 8.36

Price tolerance (Y26) 7.40 0.548 0.0740 0.245 6.72 8.08

Recommendation to others (Y27) 8.20 0.447 0.0545 0.200 7.64 8.76

Preference 1 (Y31) 5.40 3.130 0.5797 1.400 1.51 9.29

Preference 3 (Y32) 5.40 3.130 0.5797 1.400 1.51 9.29

Preference 6 (Y33) 6.00 2.345 0.3909 1.049 3.09 8.91

Preference 12 (Y34) 6.60 1.517 0.2298 0.678 4.72 8.48
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1.2 Results of Multiple Regression on Customer Satisfaction

As shown in Table 6 7, the topic of multiple regression on customer satisfaction

can be shown below and overall pictures can be elaborated as figure 26 37:

Overall Satisfaction

Benefit Satisfaction

Information Satisfaction

Variety Satisfaction

Design Satisfaction

Convenience Satisfaction

Consultation Satisfaction

Price Satisfaction

Service Satisfaction

PR Satisfaction

Fulfillment of Expectation

Compared with Ideal

Remarks:

All number standing means significant difference at 0.05.

The number means the ranking of factors in each equation.



58

Table 6: Results of Multiple Regression for independent variables (standard customer satisfaction)

Process Construct Factor

Customer Satisfaction

O
v
e
ra
ll
(Y
1
1
)

F
u
lf
il
lm

e
n
t
o
f

e
x
p
e
ct
a
ti
o
n
(Y
1
1
1
)

C
o
m
p
a
re

w
it
h
id
e
a
l

(Y
1
1
2
)

Strategy

Development

Business Strategy Benefit (bus1) +12

Standard (bus2)

Consultation (bus3) 6

Customer Strategy Member activity (cus1) +9 7

Value

Creation

Value Customer

Receives

Value proposal (vcr1)

Product value (vcr2) +2

Member criteria (vcr3) +6

Value Organization

Receives

New member (vor1)

Cross selling (vor2) +3 +7 +5

Up selling (vor3) 5

Words of mouth (vor4) 4 +1

Multichannel

Integration

Sales Force Consultant C. (sal1)

Consultant S. (sal2) 9

Outlet Shop C. (out1)

Shop S. (out2) +8 4

Telephony Contact center C. (tel1)

Contact center S. (tel2) 6

Fax C. (tel3)

Fax S. (tel4)

Direct Marketing Newsletter C. (dir1) +2

Newsletter S. (dir2)

Electronic Commerce E mail C. (eco1)

E mail S. (eco2)

Internet C. (eco3) 8

Internet S. (eco4) +7

Mobile Commerce SMS C. (mco1)

SMS S. (mco2) +13 +8

Integration (int1)

Information

Management

Data Repository Data storage (dat1) +3 2

Analytical Tool Internet serve (ana1)

Market analysis (ana2) 11

Performance

Assessment

Shareholder Results Service (sha1) 4

Profit (sha2) +3

Performance

Monitoring

Internet tech. (per1) 5 10

Evaluation (per2) +1 +1

R2

0
.9
1
7

0
.9
9
0

0
.9
2
9
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Process

Construct Factor

Customer Satisfaction

B
e
n
e
fi
t
o
f
p
ro
d
u
ct
(Y
1
2
)

P
ro
d
u
ct
In
fo
rm

a
ti
o
n
(Y
1
3
)

P
ro
d
u
ct
V
a
ri
e
ty

(Y
1
4
)

P
ro
d
u
ct
D
e
si
g
n
(Y
1
5
)

U
sa
g
e
C
o
n
v
e
n
ie
n
ce

(Y
1
6
)

H
e
a
lt
h
C
o
n
su
lt
a
ti
o
n
(Y
1
7
)

C
o
m
p
a
re
d
p
ri
ce

(Y
1
8
)

S
e
rv
ic
e
(Y
1
9
)

C
o
m
p
a
n
y
P
R
(Y
1
1
0
)

Strategy

Development

Business Strategy Benefit 9 13

Standard 8 7 4 7

Consultation 6

Customer Strategy Member activity 7 6 9

Value Creation Value Customer

Receives

Value proposal 11 +1 +3 +9 +8

Product value +3

Member criteria +1 +8 +1

Value Organization

Receives

New member +5 +7

Cross selling +4 +1 +1 +3 +2

Up selling 3 1 3

Words of mouth +3 +4 +8 +6 2

Multichannel

Integration

Sales Force Consultant C.

Consultant S. +7 11

Outlet Shop C. 9 14

Shop S. +6 +10

Telephony Contact center C. 3 3

Contact center S. 10 9 +6

Fax C. 10 5 9 +5

Fax S. +4 4 9

Direct Marketing Newsletter C. +4 +5 +6

Newsletter S. +8 +1 +1 +1 +4 +11

Electronic Commerce E mail C. +5

E mail S. +6 +5 +4

Internet C. 3

Internet S.

Mobile Commerce SMS C. 7

SMS S. +1 +8

Integration 1 2 +7 +1 5

Information

Management

Data Repository Data storage +5 1 2 4

Analytical Tool Internet serve 5 +1 9 2

Market analysis +10 +8

Performance

Assessment

Shareholder Results Service 7 8

Profit +2 +1

Performance

Monitoring

Internet tech. 6 2

Evaluation +2 +1 +2 +1 +6 +1 +1 +1

R2

0
.9
7
8

0
.9
1
3

0
.9
8
7

0
.9
8
0

0
.8
6
3

0
.9
6
6

0
.9
3
5

0
.9
0
6

0
.9
8
1

Table 7: Results of Multiple Regression for independent variables (all customer satisfaction)
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Strategy

Development

Business

Strategy

Consultation (bus3) [6]

Value Creation

Value Customer

Receives

Value

Organization

Receives

Product Value (vcr2) [2]

Cross selling (vor2) [3]

Words of Mouth (vor4) [4]

Multichannel

Integration

Sales Force

Outlet

Consultant S. (sal2) [9]

Shop S. (out2) [8]

Internet S. (eco4) [7] E Commerce

Performance

Assessment

Performance

Monitoring

Internet Tech. (per1) [5]
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Figure 26: Factors influencing on overall satisfaction (Y11)

Model: Overall Satisfaction

Y11= 1.071 .738(bus3) + .405(vcr2) + .416(vor2) .307(vor4) .215(sal2) +

.259(out2) + .190(eco4) .278(per1) + 1.169(per2)

R2= 0.917

Overall

Satisfaction

(Y11)
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Figure 27: Factors influencing on benefit satisfaction (Y12)

Model: Benefit Satisfaction

Y12= 3.983 .245(bus1) .336(bus2) .087(vcr1) + .087(vcr3) + .360(vor4) +

.240(sal2) + .187(out2) .165(tel2) + .408(dir1) .539(int1) .210(ana1) + .821(per2)

R2= 0.978
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Figure 28: Factors influencing on information satisfaction (Y13)

Model: Information Satisfaction

Y13= 3.652 .627(bus2) + .385(vor1) + .456(vor2) .482(vor3) .152(out1) +

.206(dir2) + .246(eco2) .507(int1) + 1.120(per2)

R2= 0.913

Information
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(Y13)
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Figure 29: Factors influencing on variety satisfaction (Y14)

Model: Variety Satisfaction

Y14= 2.936 .177(bus1) + .233(vcr3) .98(out1) .257(tel2) .123(tel3) + .302(tel4) +

.102(dir2) .276(eco3) + .119(mco2) + .233(int1) .379(dat1) + .357(ana1)

.193(per1) + .811(per2)

R2= 0.987

Variety
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Figure 30: Factors influencing on design satisfaction (Y15)

Model: Design Satisfaction

Y15= .691 + .217(vcr1) + .142(vor2) + .397(vor4) 1.078(tel1) + .638(tel2) .454(tel3)

+ .232(dir2) + .308(mco2) + .207(int1) 1.246(dat1) .204(ana1) .701(sha1) +

2.061(sha2) + .354(per2)

R2= 0.980
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Figure 31: Factors influencing on convenience satisfaction (Y16)

Model: Convenience Satisfaction

Y16= 7.490 .567(bus2) + .252(vcr1) + .176(vor1) .344(vor3) + .125(vor4)

.129(tel3) + .277(dir1) + .091(dir2) .235(ana1) + .428(per2)

R2= 0.863
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Figure 32: Factors influencing on consultation satisfaction (Y17)

Model: Consultation Satisfaction

Y17= 6.173 .677(cus1) + .344(vcr1) + .162(vcr3) + .325(vor2) + .412(vor4)

.437(sal2) 1.798(tel1) .781(tel4) + .577(eco2) 1.079(dat1) .805(sha1) +

3.604(sha2)

R2= 0.966
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Figure 33: Factors influencing on price satisfaction (Y18)

Model: Price Satisfaction

Y18= 2.137 .352(bus2) .395(bus3) + .091(vcr1) .375(vor3) .091(tel4) +

.191(eco1) + .340(dir2) + .157(ana2) .497(per1) + 1.600(per2)

R2= 0.935
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Figure 34: Factors influencing on service satisfaction (Y19)

Model: Service Satisfaction

Y19= 11.732 .288(cus1) + 1.060(vor2) .923(vor4) + .245(tel3) + .266(eco2) +

2.022(per2)

R2= 0.906
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Figure 35: Factors influencing on public relations satisfaction (Y110)

Model: PR Satisfaction

Y110= 2.100 .114(cus1) + .278(vcr2) + .388(vor2) + .074(out2) + .208(dir1) +

.058(dir2) .116(mco1) .236(int1) .257(dat1) + .166(ana2) + .739(per2)

R2= 0.981
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Figure 36: Factors influencing on fulfillment of expectation (Y111)

Model: Fulfillment of Expectation

Y111= 1.438 + .107(bus1) + .198(cus1) + .210(vor2) .272(vor3) + .648(vor4)

.316(out2) .383(tel2) + .439(dir1) .121(eco3) + .045(mco2) + .350(dat1)

.104(ana2) .088(per1)

R2= 0.990
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Figure 37: Factors influencing on compare with ideal (Y112)

Model: Compare with Ideal

Y112= 3.506 .242(cus1) + .184(vcr3) + .422(vor2) + .137(mco2) .590(dat1)

.792(sha1) + .954(sha2) + 1.231(per2)

R2= 0.929
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After combining the beta weight of all factors, as seen in table 8, the top ten

outstanding factors influencing customer satisfaction (CS) are ranked, from highest

to lower, between standard CS (Y11, Y111 and Y112) and all CS (all Y) as below:

1) Evaluation (Performance Assessment)

2) Words of Mouth (Value Creation)

3) Cross selling (Value Creation)

4) Data Storage (Information Management)

5) Profit (Performance Assessment)

6) Shop satisfied (Multichannel Integration)

7) Internet Technology (Information M.)

8) Service (Performance Assessment)

9) Product Value (Value Creation)

10) Consultation (Strategy Development)

1) Evaluation (Performance Assessment)

2) Data Storage (Information Management)

3) Profit (Performance Assessment)

4) Words of Mouth (Value Creation)

5) Cross selling (Value Creation)

6) Integration (Multichannel Integration)

7) Up selling (Value Creation)

8) Internet Serve (Information M.)

9) Internet Technology (Information M.)

10) Contact Center C. (Multichannel Int.)

Interestingly, six factors are in common, with underlying, between standard CS

and all CS, for instance, evaluation, words of mouth, cross selling, data storage,

profit, and internet technology.
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Construct Factor

Customer Satisfaction
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3
)

T
o
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B
e
ta

W
e
ig
h
t

R
a
n
k
in
g

Strategy

Development

Business Strategy Benefit (bus1) .054 .054 21

Standard (bus2) .000 22

Consultation (bus3) .531 .531 10

Customer Strategy Member activity (cus1) .153 .251 .404 12

Value Creation Value Customer Receives Value proposal (vcr1) .000 22

Product value (vcr2) .578 .578 9

Member criteria (vcr3) .254 .254 16

Value Organization Receives New member (vor1) .000 22

Cross selling (vor2) .576 .212 .572 1.360 3

Up selling (vor3) .291 .291 14

Words of mouth (vor4) .539 .827 1.366 2

Multichannel

Integration

Sales Force Consultant C. (sal1) .000 22

Consultant S. (sal2) .221 .221 18

Outlet Shop C. (out1) .000 22

Shop S. (out2) .357 .316 .673 6

Telephony Contact center C. (tel1) .000 22

Contact center S. (tel2) .266 .266 15

Fax C. (tel3) .000 22

Fax S. (tel4) .000 22

Direct Marketing Newsletter C. (dir1) .432 .432 11

Newsletter S. (dir2) .000 22

Electronic Commerce E mail C. (eco1) .000 22

E mail S. (eco2) .000 22

Internet C. (eco3) .181 .181 19

Internet S. (eco4) .389 .389 13

Mobile Commerce SMS C. (mco1) .000 22

SMS S. (mco2) .047 .192 .239 17

Integration (int1) .000 22

Information

Management

Data Repository Data storage (dat1) .345 .782 1.127

)

4

Analytical Tool Internet serve (ana1) .000 22

Market analysis (ana2) .070 .070 20

Performance

Assessment

Shareholder Results Service (sha1) .635 .635 8

Profit (sha2) .743 .743 5

Performance Monitoring Internet tech. (per1) .533 .123 .656 7

Evaluation (per2) .993 1.022 2.015 1

Table 8: Summary of standard beta weight (customer satisfaction)
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1.3 Results of Multiple Regression on Customer Loyalty

As shown in table 9, the result of multiple regression on customer loyalty can be

summarized as follows:

Repurchase Intention 1, shown in Figure 38

Repurchase Intention 3, shown in Figure 39

Repurchase Intention 6, shown in Figure 40

Repurchase Intention 12, shown in Figure 41

Cross buying Intention, shown in Figure 42

Price Tolerance, shown in Figure 43

Recommendation, shown in Figure 44

After combining the beta weight of all factors influencing customer loyalty, as

seen in table 10, the top ten outstanding factors are ranked, from highest to lower,

as below:

1) Up selling (Value Creation)

2) Product Value (Value Creation)

3) E mail satisfied (Multichannel Integration)

4) New member (Value Creation)

5) Cross selling (Value Creation)

6) Data Storage (Information Management)

7) SMS satisfied (Multichannel Integration)

8) Service (Performance Assessment)

9) Integration (Multichannel Integration)

10) SMS convenience (Multichannel

Integration)
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Strategy

Development

Business Strategy Benefit (bus1) +12

Standard (bus2)

Consultation (bus3)

Customer Strategy Member activity (cus1) +6 6

Value Creation Value Customer

Receives

Value proposal (vcr1) 4

Product value (vcr2) +2 +1

Member criteria (vcr3) +7 3

Value Organization

Receives

New member (vor1) +1

Cross selling (vor2) +5 +6 +1

Up selling (vor3) 5 +1 +1 +1

Words of mouth (vor4) 3

Multichannel

Integration

Sales Force Consultant C. (sal1) +6

Consultant S. (sal2) 5

Outlet Shop C. (out1) +4 +4

Shop S. (out2)

Telephony Contact center C. (tel1) +3

Contact center S. (tel2)

Fax C. (tel3) 6 10 +8

Fax S. (tel4) 8 3 +10

Direct Marketing Newsletter C. (dir1) +2

Newsletter S. (dir2) +8 9

Electronic Commerce E mail C. (eco1) 4

E mail S. (eco2) +2 +2 +7

Internet C. (eco3)

Internet S. (eco4) +5

Mobile Commerce SMS C. (mco1) 4 5 9

SMS S. (mco2) +2 +4

Integration (int1) 3 3

Information

Management

Data Repository Data storage (dat1) 6 2

Analytical Tool Internet serve (ana1)

Market analysis (ana2) 3 11 7

Performance

Assessment

Shareholder Results Service (sha1) +1 +5

Profit (sha2) 2

Performance

Monitoring

Internet tech. (per1)

Evaluation (per2)

R2

0
.9
9
0

0
.9
4
5

0
.9
7
5

0
.9
7
9

0
.8
3
9

0
.9
7
1

0
.9
8
1

Table 9: Results of Multiple Regression for independent variables (customer loyalty)
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Table 10: Summary of standard beta weight (customer loyalty)
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Figure 38: Factors influencing on repurchase intention 1 (Y21)

Model: Repurchase Intention 1

Y21= 13.012 + .399(cus1) + .200(vcr3) + .275(vor2) + .446(out1) .161(tel4) +

.486(dir1) .445(int1) + 1.186(sha1)

R2= 0.990

Repurchase
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(Y21)
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Figure 39: Factors influencing on repurchase intention 3 (Y22)

Model: Repurchase Intention 3

Y22= 9.424 + 1.695(vor1) .325(vor3) + .388(sal1) .395(tel4) .319(mco1)

1.500(sha2)

R2= 0.945

Repurchase
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Figure 40: Factors influencing on repurchase intention 6 (Y23)

Model: Repurchase Intention 6

Y23= 1.861 .353(vcr3) + 1.043(vor3) .322(dal2) + .369(out1) .078(tel3) +

.433(eco2)

R2= 0.975
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Figure 41: Factors influencing on repurchase intention 12 (Y24)

Model: Repurchase Intention 12

Y24= .778 .217(vcr1) + .169(vor2) + .661(vor3) + .765(eco2) .171(mco1)

.374(ana2)

R2 = 0.979

Figure 42: Factors influencing on cross buying intention (Y25)

Model: Cross buying Intention

Y25= 2.435 + .992(vor3) + .798(mco2) .616(int1)

R2 = 0.839

Repurchase

Intention12

(Y24)

Cross buying

Intention

(Y25)
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Strategy

Development

Benefit (bus1) [12] Business

Strategy

Value Creation
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E mail C. (eco1) [4]

Multichannel

Integration

Telephony

E mail S. (eco2) [7]

Fax C. (tel3) [10]

Newsletter S. (dir2) [8]

E commerce

M Commerce

Direct Marketing

Analytical Tool

Internet S.(eco4) [5]

Value Customer

Receives

Data Repository

SMS C. (mco1) [9]

Value

Organization

Receives

Product value (vcr2) [2]

Words of mouth (vor4) [3]

Cross selling (vor2) [1]

Market analysis (ana2) [11]

Data storage (dat1) [6]

Figure 43: Factors influencing on price tolerance (Y26)

Model: Price Tolerance

Y26= 1.767 + .137(bus1) + 1.103(vcr2) + 1.159(vor2) .577(vor4) .174(tel3) +

.219(dir2) .529(eco1) + .394(eco2) + .480(eco4) .194(mco1) .678(dat1)

.270(ana2)

R2= 0.971

Price

Tolerance

(Y26)
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Data storage (dat1) [2]
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Figure 44: Factors influencing on Recommendation (Y27)

Model: Recommendation to Others

Y27= 1.703 .237(cus1) + .702(vcr2) + .562(tel1) + .123(tel3) + .026(tel4) .081(dir2)

+ .277(mco2) .414(dat1) .226(ana2) + .479(sha1)

R2= 0.981

Recommendation

(Y27)
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1.4 Results of Multiple Regression on Customer Retention

As shown in Table 11, the result of multiple regression on customer retention

can be summarized as follows:

Preference 1, shown in Figure 45

Preference 3, shown in Figure 46

Preference 6, shown in Figure 47

Preference 12, shown in Figure 48

After combining the beta weight of all factors influencing customer retention, as

seen in table 12, the top five outstanding factors are ranked, from highest to lower,

as below:

1) Profit (Performance Assessment)

2) Data Storage (Information Management)

3) Evaluation (Performance Assessment)

4) Integration (Multichannel Integration)

5) SMS convenience (Multichannel Integration)
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Process

Construct Factor

Customer Retention

P
re
fe
re
n
ce

1
(Y
3
1
)

P
re
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n
ce

3
 (

Y
3

2
) 

P
re
fe
re
n
ce

6
 (

Y
3

3
) 

P
re
fe
re
n
ce

1
2

 (
Y

3
4

) 

Strategy

Development

Business Strategy Benefit (bus1)

Standard (bus2)

Consultation (bus3) 2 +8

Customer Strategy Member activity (cus1)

Value Creation Value Customer

Receives

Value proposal (vcr1)

Product value (vcr2)

Member criteria (vcr3)

Value Organization

Receives

New member (vor1)

Cross selling (vor2)

Up selling (vor3)

Words of mouth (vor4)

Multichannel

Integration

Sales Force Consultant C. (sal1)

Consultant S. (sal2) 4

Outlet Shop C. (out1) +3

Shop S. (out2)

Telephony Contact center C. (tel1)

Contact center S. (tel2)

Fax C. (tel3) 3 6

Fax S. (tel4) 8

Direct Marketing Newsletter C. (dir1) +7

Newsletter S. (dir2) +5

Electronic Commerce E mail C. (eco1)

E mail S. (eco2) +5 +4

Internet C. (eco3)

Internet S. (eco4)

Mobile Commerce SMS C. (mco1) 5 4 3

SMS S. (mco2)

Integration (int1) +1

Information

Management

Data Repository Data storage (dat1) +2 +2

Analytical Tool Internet serve (ana1)

Market analysis (ana2)

Performance

Assessment

Shareholder Results Service (sha1) +6

Profit (sha2) 2 1 1

Performance Monitoring Internet tech. (per1)

Evaluation (per2) +1 +3 +7

R2

0
.7
5
7

0
.6
9
5

0
.9
7
8

0
.9
8
6

Table 11: Results of Multiple Regression for independent variables (customer retention)
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Table 12: Summary of standard beta weight (customer retention)
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D
e
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p
m
e
n
t Business

Strategy

Benefit .000 15

Standard .000 15

Consultation 1.007 .170 1.177 6

Customer Member activity .000 15

V
al
u
e
C
re
at
io
n

Value

Customer

Receives

Value proposal .000 15

Product value .000 15

Member criteria .000 15

Value

Organization

Receives

New member .000 15

Cross selling .000 15

Up selling .000 15

Words of mouth .000 15

M
u
lt
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h
an
n
e
lI
n
te
gr
at
io
n

Sales Force Consultant C. .000 15

Consultant S. .461 .461 9

Outlet Shop C. .402 .402 11

Shop S. .000 15

Telephony Contact center C. .000 15

Contact center S. .000 15

Fax C. .664 .335 .999 8

Fax S. .264 .264 13

Direct

Marketing

Newsletter C. .205 .205 14

Newsletter S. .424 .424 10

Electronic

Commerce

E mail C. .000 15

E mail S. .386 .673 1.059 7

Internet C. .000 15

Internet S. .000 15

Mobile

Commerce

SMS C. .380 .555 .886 1.821 5

SMS S. .000 15

Integration 1.888 1.888 4

In
fo
rm

at
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n

M
an
ag
e
m
e
n
t Data

Repository

Data storage 1.223 1.672 2.895 2

Analytical Tool Internet serve .000 15

Market analysis .000 15

P
e
rf
o
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an
ce

A
ss
e
ss
m
e
n
t

Shareholder

Results

Service .376 .376 12

Profit .884 1.622 1.948 4.454 1

Performance

Monitoring

Internet tech. .000 15

Evaluation 1.365 .574 .282 2.221 3
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Multichannel

Integration

Evaluation (per2) [1]

Shop C. (out1) [3] Outlet

Shareholder

Results

Performance

Assessment

Performance

Monitoring

Profit (sha2)[2]

Integration (int1) [1]

Multichannel

Integration

Sales ForceConsultant S. (sal2) [4]

Fax C. (tel3) [3]

SMS C. (mco1) [5]

Telephony

M commerce

Consultation (bus3) [2] Strategy

Development

Business Strategy

Figure 45: Factors influencing on preference 1 (Y31)

Model: Preference 1

Y31= 21.466 2.276(bus3) .702(sal2) .679(tel3) .418(mco1) + 2.084(int1)

R2= 0.757

Figure 46: Factors influencing on preference 3 (Y32)

Model: Preference 3

Y32= 5.369 + .665(out1) 1.805(sha2) + 2.527(per2)

R2= 0.695

Preference3

(Y32)

Preference1

(Y31)
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Fax C. (tel3)[6]

Newsletter C. (dir1) [7] Direct

k i

Information

Management
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Integration

E mail S. (eco2) [5]

SMS C. (mco1) [4]
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Performance
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Performance
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Evaluation (per2) [3]

Strategy

Development

Business StrategyConsultation (bus3) [8]

Shareholder

Results

Data storage (dat1) [2]

Profit (sha2) [1]

Data Repository

Telephony

Figure 47: Factors influencing on Preference 6 (Y33)

Model: Preference 6

Y33= 11.279 + .344(bus3) .332(tel3) + .253(dir1) + .352(eco2) .590(mco1) +

1.333(dat1) 3.211(sha2) + 1.096(per2)

R2= 0.978

Preference6

(Y33)
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Information

Management

Shareholder

Results

Data storage (dat1) [2]

Multichannel

Integration

Data Repository
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Figure 48: Factors influencing on Preference 12 (Y34)

Model: Preference 12

Y34= 15.244 .249(tel4) + .398(dir2) + .601(eco2) .919(mco1) + 1.776(dat1) +

.703(sha1) 3.917(sha2) + .527(per2)

R2= 0.986

Preference12

(Y34)
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CHAPTER 7

RESULTS & DISSCUSSION

This chapter provides the results and discussion of CRM on each outcome,

including customer satisfaction, customer loyalty, and customer retention. The

learning from CRM implementation is inputted into this part of dissertation.

1. Results on Basic Statistics

The top five highest means of factors influencing on customer satisfaction,

customer loyalty, and customer retention, from customer side, are benefit (strategy

development process), service (performance assessment process), standard

(strategy development process), newsletter convenience (multichannel integration

process), and profit (performance assessment process). Those of factors, from

company side, are benefit (strategy development process), consultant convenience

(multichannel integration process), standard (strategy development process), shop

convenience (multichannel integration process), and sms convenience (multichannel

integration process). The results showed that benefit and standard are the major

concern both customer and consumer side. Both of them are also key value of

company’s vision. Consequently, they are the origin of both CRM process in theory

and implementation. The company must continuously focus on both benefit and

standard to maintain the value customer receives and retain the value organization

receives. Service and profit are other major issues for customers. For qualitative

analysis, they are perceived that if the company can provide the best service and

generate the great profit; all benefits would come back to customers or members.

The most accessible channel to customers’ sight is newsletter. Some experiences or
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implementation to this kind of target, between 31 to 60 years old, shows that direct

marketing has an crucial role to approach this target. The internet or any high

technologies are quite far away from them and not practical for them to read or

access. However, from company staffs’ opinion, consultant, shop and sms are the

good channel for customers. Consultant or sales force is the most powerful channel

to communicate, educate, and deal with customers. Customers also appreciate when

they have a chance to talk with the sales force. Shop is also the most profitable

channel to generate incomes to the company. The more branches of shop are

expanded, the more profits are gained. Lastly, sms is the easiest way to

communicate with customers but, in practice, customers response very little to this

channel.

2. Results on Customer Satisfaction

According to customer satisfaction scale, the key variables to measure customer

satisfaction are overall satisfaction (Y11), fulfillment of expectation (Y12), and

compare to ideal (Y13). The independent variables affecting those outcomes are as

follows:

Effect of CRM on Overall Satisfaction

The independent variables influencing on overall satisfaction are 9 factors, out

of total 35 factors, and ranked by beta weighting as below:

Factor Construct Process

1) Evaluation (+) Performance Monitoring Performance Assessment

2) Product Value (+) Value Customer Receives Value Creation

3) Cross selling (+) Value Organization Receives Value Creation

4) Words of Mouth ( ) Value Organization Receives Value Creation

5) Internet technology ( ) Performance Monitoring Performance Assessment

6) Consultation ( ) Business Strategy Strategy Development

7) Internet satisfied (+) Electronic Commerce Multichannel Integration

8) Shop satisfied (+) Outlet Multichannel Integration

9) Consultant satisfied ( ) Sales Force Multichannel Integration
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Strategy Development:

Consultation is the key business strategy for the company to create value for

customer. It would influence to overall satisfaction, even in a negative way. It is

evidenced that customers joining the workshop enjoyed consulting and testing for

their health.

Value Creation:

Product value, cross selling, and words of mouth affect on overall satisfaction.

Product value is related to the core value of business and linked to service on

consultation. Cross selling is easily seen that it influences to company business. Once

starting the company, the products were sold only 2 SKUs (Stock Keeping Unit), the

business was very hard to run and sales were very low. However, GABA rice and

Biodegradable Packaging for Environment were listed in the company, customers

paid more attention to the company and it finally created the value to the company.

Words of mouth actually and directly influences to value of the company. If the

company is not perceived the value by customers, they will not say the story of the

company to other customers. Nevertheless, this factor has a negative relationship to

overall satisfaction.

Multichannel Integration Process:

Key communication channels to achieve overall satisfaction are internet, shop,

and consultant (sales force). Major sales come from Greenie shop at head office.

Unplanned, internet is not installed tracking record for visitors, so it is not objectively

measured the effectiveness of internet channel. Customers perceive the value of

Greenie in an aspect of consultant so it is ensured that customers will get the benefit

from this service.

Information Management Process:

This process is not recognized for customers to perceive overall satisfaction. It

can be said that information management is the back up process so it will not be

recalled from customers.
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Performance Assessment Process:

Overall satisfaction is influenced by evaluation and internet technology.

Especially, evaluation is the top ranking by beta weight. It is perceived from

customers that the company pays attention for customer relationship management

and finally it makes customers satisfy with the way of doing business.

Effect of CRM on Fulfillment of Expectation

The independent variables influencing on fulfillment of expectation are 13

factors, out of total 35 factors, as below:

Factor Construct Process

1) Words of Mouth (+) Value Organization Receives Value Creation

2) Newsletter convenience (+) Direct Marketing Multichannel Integration

3) Data Storage (+) Data Repository Information Management

4) Shop satisfied ( ) Outlet Multichannel Integration

5) Up selling ( ) Value Organization Receives Value Creation

6) Contact Center satisfied ( ) Telephony Multichannel Integration

7) Cross selling (+) Value Organization Receives Value Creation

8) Internet convenience ( ) Electronic Commerce Multichannel Integration

9) Member Activity (+) Customer Strategy Strategy Development

10) Internet Technology ( ) Performance Monitoring Performance Assessment

11) Market Analysis ( ) Analytical Tool Information Management

12) Benefit (+) Business Strategy Strategy Development

13) SMS satisfied (+) Mobile Commerce Multichannel Integration

Strategy Development:

Member activity and benefit are the strategy to complete fulfillment of

expectation from customers. They generate the value to achieve expectation.

Value Creation:

Words of mouth, up selling, and cross selling are shown to be the highlighted,

especially words of mouth. As known, words of mouth are very powerful to convince

customers to join the company and it creates relationship with customers.
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Multichannel Integration Process:

Newsletter convenience, shop satisfied, contact center satisfied, internet

convenience, and SMS satisfied can be channels to fulfill customer expectation.

Newsletter convenience can meet this target of customers, mainly aged between 31

60 years old. However, internet can be next way to penetrate new generation of

target. Surprisingly, the shops of company are not many but shop satisfied can be

achieved.

Information Management Process:

Data storage and market analysis help company serve customers. However,

investment in information management is limited and it would support the company

more, if the top management put priority in this issue.

Performance Assessment Process:

Internet technology can serve customer expectation and all information of the

company, including product information and some activities, can be seen in the

internet.

Effect of CRM on Compare with Ideal

The independent variables influencing on compare with ideal are 8 factors, out

of total 35 factors, as below:

Factor Construct Process

1) Evaluation (+) Performance Monitoring Performance Assessment

2) Data Storage ( ) Data Repository Information Management

3) Profit (+) Shareholder Results Performance Assessment

4) Service ( ) Shareholder Results Performance Assessment

5) Cross selling (+) Value Organization Receives Value Creation

6) Member Criteria (+) Value Customer Receives Value Creation

7) Member Activity ( ) Customer Strategy Strategy Development

8) SMS satisfied (+) Mobile Commerce Multichannel Integration
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Strategy Development:

Member activity can increase the relationship with customers and affect the

position of the company compared to the ideal.

Value Creation:

Cross selling and member criteria have an impact on customer perception.

Multichannel Integration Process:

Only SMS satisfied is perceived as the position of the company in spite of the

fact that SMS is not recognized by customers

Information Management Process:

Only Data storage has an impact on compare with ideal.

Performance Assessment Process:

Evaluation, profit, and service are related to a thought of customers that the

company has an attention to strengthen relationship with customers.

The Whole Pictures of CRM influencers on Customer Satisfaction

Using combining standard beta weight of all independent factors, influencing on

customer satisfaction regarding standard customer satisfaction scale, evaluation

comes first. Customers realized that if the company has awareness on customer

relationship management, customers would get many more benefits. The most

important way to achieve this goal is, originally, focusing on CRM in business strategy

to create, communicate and then evaluate company value. Words of mouth and

cross selling are the most factors of value creation to generate customer

satisfaction. As known, the power of words of mouth can create great creditability

and trust among customers. Absolutely, trust is an influencer of customer

satisfaction, also customer loyalty and retention. Cross selling makes customers have

more options to choose company’s products and satisfies them. Data storage is

another significant factor to support CRM implementation. Customers are ensured

that the company really pays attention to strengthen relationship with them. Profit is
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the major point to make sure that the company go the right way and can generate

benefits back to customers.

Effects of CRM on each detail of satisfaction are shown as below.

Effect of CRM on Benefit Satisfaction

The independent variables influencing on satisfaction of product benefit are 12

factors, out of total 35 factors, as below:

Factor Construct Process

1) Integration ( ) Multichannel Integration

2) Evaluation (+) Performance Monitoring Performance Assessment

3) Words of Mouth (+) Value Organization Receives Value Creation

4) Newsletter convenience (+) Direct Marketing Multichannel Integration

5) Internet Serve ( ) Analytical Tool Information Management

6) Shop satisfied (+) Outlet Multichannel Integration

7) Consultant satisfied (+) Sales Force Multichannel Integration

8) Standard ( ) Business Strategy Strategy Development

9) Benefit ( ) Business Strategy Strategy Development

10) Contact Center satisfied ( ) Telephony Multichannel Integration

11) Value Proposal ( ) Value Customer Receives Value Creation

12) Member Criteria (+) Value Customer Receives Value Creation

Effect of CRM on Information Satisfaction

The independent variables influencing on satisfaction of product information,

distributed to customers, are 9 factors, out of total 35 factors, as below:
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Factor Construct Process

1) Evaluation (+) Performance Monitoring Performance Assessment

2) Integration ( ) Multichannel Integration

3) Up selling ( ) Value Organization Receives Value Creation

4) Cross selling (+) Value Organization Receives Value Creation

5) NewMember (+) Value Organization Receives Value Creation

6) E mail satisfied (+) Electronic Commerce Multichannel Integration

7) Standard ( ) Business Strategy Strategy Development

8) Newsletter satisfied (+) Direct Marketing Multichannel Integration

9) Shop convenience ( ) Outlet Multichannel Integration

Effect of CRM on Variety Satisfaction

The independent variables influencing on satisfaction of product variety are 13

factors, out of total 35 factors, as below:

Factor Construct Process

1) Internet Serve (+) Analytical Tool Information Management

2) Evaluation (+) Performance Monitoring Performance Assessment

3) Internet convenience ( ) Electronic Commerce Multichannel Integration

4) Fax satisfied (+) Telephony Multichannel Integration

5) Data Storage (+) Data Repository Information Management

6) Internet Technology ( ) Performance Monitoring Performance Assessment

7) Integration (+) Multichannel Integration

8) Member Criteria (+) Value Customer Receives Value Creation

9) Contact Center satisfied ( ) Telephony Multichannel Integration

10) Fax convenience ( ) Telephony Multichannel Integration

11) SMS satisfied (+) Mobile Commerce Multichannel Integration

12) Newsletter satisfied (+) Direct Marketing Multichannel Integration

13) Benefit ( ) Business Strategy Strategy Development
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Effect of CRM on Design Satisfaction

The independent variables influencing on satisfaction of product design are 14

factors, out of total 35 factors, as below:

Factor Construct Process

1) Data Storage ( ) Data Repository Information Management

2) Profit (+) Shareholder Results Performance Assessment

3) Contact C. convenience ( ) Telephony Multichannel Integration

4) Words of Mouth (+) Value Organization Receives Value Creation

5) Fax convenience ( ) Telephony Multichannel Integration

6) Contact C. satisfied (+) Telephony Multichannel Integration

7) Service ( ) Shareholder Results Performance Assessment

8) SMS satisfied (+) Mobile Commerce Multichannel Integration

9) Internet Serve ( ) Analytical Tool Information Management

10) Value Proposal (+) Value Customer Receives Value Creation

11) Newsletter satisfied (+) Direct Marketing Multichannel Integration

12) Evaluation (+) Performance Monitoring Performance Assessment

13) Integration (+) Multichannel Integration

14) Cross selling (+) Value Organization Receives Value Creation

Effect of CRM on Usage Convenience Satisfaction

The independent variables influencing on satisfaction of usage convenience are

10 factors, out of total 35 factors, as below:

Factor Construct Process

1) Up selling ( ) Value Organization Receives Value Creation

2) Internet Serve ( ) Analytical Tool Information Management

3) Value Proposal (+) Value Customer Receives Value Creation

4) Standard ( ) Business Strategy Strategy Development

5) Newsletter convenience (+) Direct Marketing Multichannel Integration

6) Evaluation (+) Performance Monitoring Performance Assessment

7) NewMember (+) Value Organization Receives Value Creation

8) Words of Mouth (+) Value Organization Receives Value Creation

9) Fax convenience ( ) Telephony Multichannel Integration

10) Newsletter satisfied (+) Direct Marketing Multichannel Integration
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Effect of CRM on Health Consultation Satisfaction

The independent variables influencing on satisfaction of health consultation are

12 factors, out of total 35 factors, as below:

Factor Construct Process

1) Profit (+) Shareholder Results Performance Assessment

2) Data Storage ( ) Data Repository Information Management

3) Contact C. convenience ( ) Telephony Multichannel Integration

4) Fax satisfied ( ) Telephony Multichannel Integration

5) E mail satisfied (+) Electronic Commerce Multichannel Integration

6) Words of Mouth (+) Value Organization Receives Value Creation

7) Member Activity ( ) Customer Strategy Strategy Development

8) Service ( ) Shareholder Results Performance Assessment

9) Value Proposal (+) Value Customer Receives Value Creation

10) Cross selling (+) Value Organization Receives Value Creation

11) Consultant satisfied ( ) Sales Force Multichannel Integration

12) Member Criteria (+) Value Customer Receives Value Creation

Effect of CRM on Price Satisfaction

The independent variables influencing on satisfaction of price are 10 factors, out

of total 35 factors, as below:

Factor Construct Process

1) Evaluation (+) Performance Monitoring Performance Assessment

2) Internet Technology ( ) Performance Monitoring Performance Assessment

3) Up selling ( ) Value Organization Receives Value Creation

4) Newsletter satisfied (+) Direct Marketing Multichannel Integration

5) E mail convenience (+) Electronic Commerce Multichannel Integration

6) Consultation ( ) Business Strategy Strategy Development

7) Standard ( ) Business Strategy Strategy Development

8) Value Proposal (+) Value Customer Receives Value Creation

9) Fax satisfied ( ) Telephony Multichannel Integration

10) Market Analysis (+) Analytical Tool Information Management
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Effect of CRM on Service Satisfaction

The independent variables influencing on satisfaction of service are 6 factors,

out of total 35 factors, as below:

Factor Construct Process

1) Evaluation (+) Performance Monitoring Performance Assessment

2) Words of Mouth ( ) Value Organization Receives Value Creation

3) Cross selling (+) Value Organization Receives Value Creation

4) E mail satisfied (+) Electronic Commerce Multichannel Integration

5) Fax convenience (+) Telephony Multichannel Integration

6) Member Activity ( ) Customer Strategy Strategy Development

Effect of CRM on Company Public Relations Satisfaction

The independent variables influencing on satisfaction of company public

relations are 11 factors, out of total 35 factors, as below:

Factor Construct Process

1) Evaluation (+) Performance Monitoring Performance Assessment

2) Cross selling (+) Value Organization Receives Value Creation

3) Product Value (+) Value Customer Receives Value Creation

4) Data Storage ( ) Data Repository Information Management

5) Integration ( ) Multichannel Integration

6) Newsletter convenience (+) Direct Marketing Multichannel Integration

7) SMS convenience ( ) Mobile Commerce Multichannel Integration

8) Market Analysis (+) Analytical Tool Information Management

9) Member Activity ( ) Customer Strategy Strategy Development

10) Shop satisfied (+) Outlet Multichannel Integration

11) Newsletter satisfied (+) Direct Marketing Multichannel Integration
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3. Results on Customer Loyalty

According to customer loyalty scale, the key variables to measure customer

loyalty are repurchase intention for 1, 3, 6, and 12 months, cross buying intention

(Y25), price tolerance (Y26), and recommendation to others (Y27). The independent

variables affecting those outcomes are as follows:

Effect of CRM on Repurchase Intention 1

The independent variables influencing on customer loyalty of repurchase

intention 1 are 8 factors, out of total 35 factors, as below:

Factor Construct Process

1) Service (+) Shareholder Results Performance Assessment

2) Newsletter convenience (+) Direct Marketing Multichannel Integration

3) Integration ( ) Multichannel Integration

4) Shop convenience (+) Outlet Multichannel Integration

5) Cross selling (+) Value Organization Receives Value Creation

6) Member Activity (+) Customer Strategy Strategy Development

7) Member Criteria (+) Value Customer Receives Value Creation

8) Fax satisfied ( ) Telephony Multichannel Integration

Effect of CRM on Repurchase Intention 3

The independent variables influencing on customer loyalty of repurchase

intention 3 are 6 factors, out of total 35 factors, as below:

Factor Construct Process

1) NewMember (+) Value Organization Receives Value Creation

2) Profit ( ) Shareholder Results Performance Assessment

3) Fax satisfied ( ) Telephony Multichannel Integration

4) SMS convenience ( ) Mobile Commerce Multichannel Integration

5) Up selling ( ) Value Organization Receives Value Creation

6) Consultant convenience (+) Sales Force Multichannel Integration
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Effect of CRM on Repurchase Intention 6

The independent variables influencing on customer loyalty of repurchase

intention 6 are 6 factors, out of total 35 factors, as below:

Factor Construct Process

1) Up selling (+) Value Organization Receives Value Creation

2) E mail satisfied (+) Electronic Commerce Multichannel Integration

3) Member Criteria ( ) Value Customer Receives Value Creation

4) Shop convenience (+) Outlet Multichannel Integration

5) Consultant satisfied ( ) Sales Force Multichannel Integration

6) Fax convenience ( ) Telephony Multichannel Integration

Effect of CRM on Repurchase Intention 12

The independent variables influencing on customer loyalty of repurchase

intention 12 are 6 factors, out of total 35 factors, as below:

Factor Construct Process

1) Up selling (+) Value Organization Receives Value Creation

2) E mail satisfied (+) Electronic Commerce Multichannel Integration

3) Market Analysis ( ) Analytical Tool Information Management

4) Value Proposal ( ) Value Customer Receives Value Creation

5) SMS convenience ( ) Mobile Commerce Multichannel Integration

6) Cross selling (+) Value Organization Receives Value Creation

Effect of CRM on Cross buying Intention

The independent variables influencing on customer loyalty of cross buying

intention are only 3 factors, out of total 35 factors, as below:

Factor Construct Process

1) Up selling (+) Value Organization Receives Value Creation

2) SMS satisfied (+) Mobile Commerce Multichannel Integration

3) Integration ( ) Multichannel Integration
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Effect of CRM on Price Tolerance

The independent variables influencing on customer loyalty of price tolerance are

12 factors, out of total 35 factors, as below:

Factor Construct Process

1) Cross selling (+) Value Organization Receives Value Creation

2) Product Value (+) Value Customer Receives Value Creation

3) Words of Mouth ( ) Value Organization Receives Value Creation

4) E mail convenience ( ) Electronic Commerce Multichannel Integration

5) Internet satisfied (+) Electronic Commerce Multichannel Integration

6) Data Storage ( ) Data Repository Information Management

7) E mail satisfied (+) Electronic Commerce Multichannel Integration

8) Newsletter satisfied (+) Direct Marketing Multichannel Integration

9) SMS convenience ( ) Mobile Commerce Multichannel Integration

10) Fax convenience ( ) Telephony Multichannel Integration

11) Market Analysis ( ) Analytical Tool Information Management

12) Benefit (+) Business Strategy Strategy Development

Effect of CRM on Recommendation to Others

The independent variables influencing on customer loyalty of recommendation

to others are 10 factors, out of total 35 factors, as below:

Factor Construct Process

1) Product Value (+) Value Customer Receives Value Creation

2) Data Storage ( ) Data Repository Information Management

3) Contact C. convenience (+) Telephony Multichannel Integration

4) SMS satisfied (+) Mobile Commerce Multichannel Integration

5) Service (+) Shareholder Results Performance Assessment

6) Member Activity ( ) Customer Strategy Strategy Development

7) Market Analysis ( ) Analytical Tool Information Management

8) Fax convenience (+) Telephony Multichannel Integration

9) Newsletter satisfied ( ) Direct Marketing Multichannel Integration

10) Fax satisfied (+) Telephony Multichannel Integration
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The Whole Pictures of CRM influencers on Customer Loyalty

Using combining standard beta weight of all independent factors, influencing on

customer loyalty, value creation process plays very significant role in this outcome.

Up selling, product value, new member, and cross selling have an impact on

customer loyalty. If the customers perceive value they receive, they would be loyal

to the company. The value of product is the critical point of view and variety of

product is another crucial one. Nevertheless, in contrast with customer satisfaction

results and qualitative survey, e mail is interesting for customers to make them be

loyal.

4. Results on Customer Retention

According to customer retention scale, the key variables to measure customer

retention are preference for current product for 1 (Y31), 3 (Y32), 6 (Y33), and 12

(Y34) months. The independent variables affecting those outcomes are as follows:

Effect of CRM on Preference for Current Product 1

The independent variables influencing on customer retention of preference for

current product for 1 month are 5 factors, out of total 35 factors, as below:

Factor Construct Process

1) Integration (+) Multichannel Integration

2) Consultation ( ) Business Strategy Strategy Development

3) Fax convenience ( ) Telephony Multichannel Integration

4) Consultant satisfied ( ) Sales Force Multichannel Integration

5) SMS convenience ( ) Mobile Commerce Multichannel Integration
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Effect of CRM on Preference for Current Product 3

The independent variables influencing on customer retention of preference for

current product for 3 months are only 3 factors, out of total 35 factors, as below:

Factor Construct Process

1) Evaluation (+) Performance Monitoring Performance Assessment

2) Profit ( ) Shareholder Results Performance Assessment

3) Shop convenience (+) Outlet Multichannel Integration

Effect of CRM on Preference for Current Product 6

The independent variables influencing on customer retention of preference for

current product for 6 months are 8 factors, out of total 35 factors, as below:

Factor Construct Process

1) Profit ( ) Shareholder Results Performance Assessment

2) Data Storage (+) Data Repository Information Management

3) Evaluation (+) Performance Monitoring Performance Assessment

4) SMS convenience ( ) Mobile Commerce Multichannel Integration

5) E mail satisfied (+) Electronic Commerce Multichannel Integration

6) Fax convenience ( ) Telephony Multichannel Integration

7) Newsletter convenience (+) Direct Marketing Multichannel Integration

8) Consultation (+) Business Strategy Strategy Development

Effect of CRM on Preference for Current Product 12

The independent variables influencing on customer retention of preference for

current product for 12 months are 8 factors, out of total 35 factors, as below:

Factor Construct Process

1) Profit ( ) Shareholder Results Performance Assessment

2) Data Storage (+) Data Repository Information Management

3) SMS convenience ( ) Mobile Commerce Multichannel Integration

4) E mail satisfied (+) Electronic Commerce Multichannel Integration

5) Newsletter satisfied (+) Direct Marketing Multichannel Integration

6) Service (+) Shareholder Results Performance Assessment

7) Evaluation (+) Performance Monitoring Performance Assessment

8) Fax satisfied ( ) Telephony Multichannel Integration
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The Whole Pictures of CRM influencers on Customer Retention

Using combining standard beta weight of all independent factors, affecting on

customer retention, profit is the most influencer on customer retention. Customers

feel secure on company profit, and then retain with the company. Data storage and

evaluation are the supports to facilitate CRM going to the right direction. Customers

believe that the company focuses on retain themselves and they return with

retention.

5. Results on Qualitative Analysis

After executing the CRM and loyalty program as earlier mentioned, the

participant observation was recorded and expressed. Customer satisfaction can be

enhanced by several factors as follows:

Key CRM Process

According to empirical study regarding Payne & Frow’s framework, strategy

development, value creation, and multichannel integration play a crucial role to

implement CRM successfully and increase customer satisfaction. As known, strategy

development derives from company direction. If top management does not pay

strong attention to CRM direction, the implementation will not, absolutely, execute

smoothly. Value creation is the transferring process from strategy development to

multichannel integration and then to customers. Thus, this process is very critical to

ensure customers about company value. Consequently, if communication through

multichannel integration process is not great enough, the whole process, especially

the upstream process like strategy development and value creation, will be

collapsed. The right channel must be identified, particularly to right market target.

However, information management process and performance assessment

process were the back up process. They fulfilled the completeness of CRM process.

For information management, if the company and staff realize and have CRM

mindset, it is just a facilitator to the process. For performance assessment as well, it
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is only the monitoring process to ensure the company direction, especially CRM,

going the right way.

Product Value

Greenie products have some values, including benefit, standard, variety, and

product in trend. All products were guaranteed with truly benefits. Product standard

were also highlighted, for example royal project of GABA rice, gamma ray of herbal

tea, and high standard of biodegradable packaging. Variety of product caused cross

selling and up selling. Customers have many more options to purchase products and

they satisfy. Obviously, GABA rice had line extension to powder and water, instead of

rice only. Moreover, trend of GABA was raising so much and the demand had

increased and sales were growing up. For example, the company could enroll not

many members. Once GABA rice was in the product list, customers hung on the

trend, so the company could get many more from this tactic. So the more value

products are, the more satisfaction customers get.

Contact Points or Channel of Communication

Customers were satisfied with some key contact points – booth exhibition, shop,

newsletter, contact center, and consultant. For instance, customers could directly

talk with company staffs and consultants during booth exhibition, namely

Ambassador’s wife exhibition and held at Siam Paragon Hall during February 28 to

March 1, 2009. They could see the products and ask for some product information.

At this event, 65 new members, nearly half of all members, could be enrolled in

Greenie member list. Greenie shop also played an important role, like exhibition. For

newsletter, this kind of target, mainly during 31 – 60 years old, usually prefer hard –

copied materials, instead of soft – copied ones, like the internet or e mail. Thus,

customers satisfied with this marketing tool. However, contact center was not

contacted by customers so much even contact center was publicized to the member

in all promotional materials. Actually, contact center would be powerful marketing
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tool but its system must be developed next step. Most importantly, integration of all

communications must be the same direction, same communication, and same

emotional approach.

The rest of communication channel, including facsimile, e mail, the internet, and

sms was not popularly recognized. They might be inconvenience to this kind of

target. Nevertheless, for next generation of target, 18 – 30 years old, these contact

points might be useful for their communications.

Loyalty Program

Some loyalty program had been launched to the members. Each level of

customer segmentation, like classic, silver, gold, and platinum, got each loyalty

benefit. One of organized loyalty campaign was seminar concerning laughing

exercise, held at November 7, 2009. The members who joined the seminar were very

impressive with the event. Because of joining together in the seminar, they got

involvement in the activity. Moreover, at the event, there was a consultation desk,

checking physical health and consulting health issue by pharmacist and nutritionist.

Sold products were available at the seminar as well. The participants also requested

for next seminar. Not only seminar, but special discounts, newsletter, workshop, and

outing activity were included in the loyalty program.

Special Service

One of appreciated results to customers is special service. Delivery for requested

amount was an option to customers. One to one service was also attracted key

customers to stay with the company. Just a case of high volume customer, this

customer requested the company left some products at the guard on the weekend

and she would pick up and then pay for the products on the weekday. It was

extraordinary action to key customer. The customer was very appreciated and still

retained as a customer life time value.
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Other Intelligences

Potential market is another key intelligence for implementing CRM. For this

study, major customers, 44% of total members, can earn below 19,999 Baht per

month. If the income level of market target is higher, CRM campaign can be

executed with high profitability and subsequently input in loyalty program can be

increased much more. For the CRM execution in booth exhibition at Siam Paragon,

many members could be got easily and that members were very much interested in

loyalty campaign.

Star product is extremely important issue for business development, especially

CRM. Once the company launched GABA rice, every activity, effort, and campaign

was effective and got positive response from customers. So the company must have

at least one star product to create product value and establish the flagship in the

customers’ eyes.

For creating customer loyalty, some observations can be shown that loyalty

campaign, product value, and product variety which generates cross selling, are the

key enhancers to customer loyalty. Moreover, product value, effective multichannel

integration, loyalty program, special service and star product are the potential

factors to create customer retention.
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CHAPTER 8

CONCLUSIONS AND RECOMMENDATIONS

This chapter summarizes the dissertation and the process. Recommendations

and limitations would be discussed in this part.

1. Conclusions

Customer relationship management (CRM) is the key marketing strategy to

strengthen long term relationship and enhance customer and shareholder value

with key customers. The ultimate goal of CRM is to increase customer satisfaction,

customer retention, customer loyalty, and consequently company profitability.

Similarly to famous marketing idea, by Fred Wiersema (1998), customer intimacy

describes the ability of a company to become accepted and known as the partner

with its customer, establishing win win relationship with customer. Customer

intimacy creates a virtuous circle elaborating the better the company knows the

customer with its objectives and difficulties, the better able the company is to

provide an optimal solution. The more adapted the company's product or service is,

the happier the customer will be, and the stronger the "intimacy" between the two

parties. It is also about creating a trust and long term relationship with customers. It

gives marketing professionals the opportunity to know, in detail, what their

customers want and makes customers best advocator for an organization’s products

and services. The concept comprises three routes to build close win win

relationships with their customers as follows:

Tailoring is delivering fitting solutions to customers by creating right product at

the right time, crafting customer made solutions, and solving the customer’s

problem.
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Partnering is co innovating with customers by collaborating on design,

synchronizing your options, and executing business integration.

Coaching is guiding toward better results to customers by bringing out full

benefits, shaping up the usage process, and breaking new ground.

After literature reviews and expert interviews had been done, the initial CRM

conceptual framework, originated from Payne and Frow’s concept, had already been

established. The company – namely Greenie Health (Thailand) – had been set up.

Customer and company side questionnaires were developed and then were

validated with the experts and run the reliability test with high Cronbach’s alpha

coefficient. The final questionnaire was completed. Intervention was input to the

population. Marketing communication had been communicated. Newsletters were

sent out to the members two times and member seminar was held one time.

Information management had been implemented to support customer segmentation

and to facilitate marketing communication. Afterwards, the completed

questionnaires were sent out to 135 members. 121 samples complete the survey

and 5 company staffs were surveyed as well. At the same time, 5 phone interviews

were run to find out customer insight.

This study showed CRM factors influencing on customer satisfaction, customer

retention, and customer loyalty in health product business. Even if company

profitability is not investigated, many researches confirm relationship between those

outcomes to company profitability (Hallowell, 1996; Fornell et al., 1996; Reichheld,

1993; Reichheld and Kenny, 1996; Reichheld et al, 2000; Keiningham et al., 2007).

Payne and Frow’s framework, being the masterpiece of the study, is a process

oriented CRM so they are all integrated to successfully implement CRM. Five

processes of this study – strategy development, value creation, multichannel

integration, information management, and performance assessment – have each

role to execute CRM. Strategy development is the origin of CRM concept. The
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company has to initiate both business and customer strategy to generate

consequences of CRM. If top managers do not pay enough attention to establish

CRM as the key strategic driver, the operation of CRM will be failed. Value creation,

particularly cross selling, up selling, words of mouth, product value, and new

member, significantly plays an important role in CRM outcomes, especially customer

loyalty. Customers perceive the value from the company and company does vice

versa. Multichannel integration, known as integration of all contact points with

customers, shows not a potential role in health business in this research.

Nevertheless, only shop satisfied is predominant in customer satisfaction.

Consistently, qualitative research finds those shop and booth exhibitions are the

crucial way to enroll the company members. Information management, recognized

as the origin of CRM concept, especially data storage, is supportive for CRM

implementation. Customers perceive that the company has a good customer data

collection and accordingly can serve customer the best. Information, the company

surveys, and communication, the company conveys, make customers believe in the

company. Lastly performance assessment, specially evaluation and profit, is striking

in customer satisfaction and customer retention. Customers comprehend that the

company has a great evaluation, concerning relationship with customers, and a good

profit to run the benefits back to customers. Similarly with information

management, assessment process creates a positive perception to customers.
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According to qualitative research, strategy development process, value creation

process, and multichannel integration process are the critical process to implement

CRM successfully. Customer satisfaction can be enhanced by several factors, for

example, product value, effective contact points or channel of communication,

loyalty program, and special service. Customers can perceive the quality of the

company, particularly in core value of product benefits and standard, so the

company is recognized in a very positive way in customer sight. Customers were

satisfied with some key contact points – booth exhibition, shop, newsletter, contact

center, and consultant. Most importantly, integration of all communications must be

the same direction, same communication, and same emotional approach. Some

loyalty program had been launched to the members. Each level of customer

segmentation, like classic, silver, gold, and platinum, got each loyalty benefit. Not

only seminar, but special discounts, newsletter, workshop, and outing activity were

included in the loyalty program. Lastly, one of appreciated results to customers is

special service. Delivery for requested amount was an option to customers. One to

one service was also attracted key customers to stay with the company.

For creating customer loyalty, some observations can be shown that loyalty

campaign, product value, and product variety which generates cross selling, are the

key enhancers to customer loyalty. Moreover, product value, effective multichannel

integration, loyalty program, special service and star product are the potential

factors to create customer retention.

Interestingly, as demonstrated in other market situations, market trend in

health popularity is growing up and induces customers purchase health products.

Absolutely, market atmosphere boosts health product business but not a sustainable

growth.

2. Recommendations

This study focuses on process oriented, not tactic oriented, CRM framework.

Osarenkhoe and Bennani (2007) expressed that the implementation of CRM has five
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core dimensions, including structure [team based structure], staff [managing the

social structure of a relationship cross functionally], style [everything that staff

believe, say, and act], systems [sales service process], and schemes [loyalty and

retention program]. So the results in this study are not considered in tactical

execution. Moreover, this research has a tendency toward attitudinal outcomes, not

behavioral ones, even the study has been implemented in a real situation.

Customers, particularly in a Thai culture, usually answer a questionnaire more

positive than it should be. Overall outcome can be perceived much better than the

company has done. Another interesting issue, with Thai culture, key customer touch

points, creating a great response, in health business should be face to face basis,

such as booth exhibition, activity directly with customers, outlet or shop, and sales

force. Obviously seen, most of the company members can be enrolled from booth

exhibition in potential and targeted events. Thus, the right channel in health product

business can be determined.

3. Limitation

The scope of this dissertation was focused on end customer only, not

intermediate one, like shop or outlet. CRM campaign was directly to the member of

the company. Even if there were some shops where sell the company’s products,

there were just a channel of CRM framework – multichannel integration. Thus, outlet

or shop would not been surveyed for this area.

Some results of dependent variables could be explained with the reason, from

quantitative and qualitative outcomes. Others, particularly in negative direction

against independent variables, could not be explicated. Further research should be

explored to find out in depth information.

Intervention period – around six months – was one of research limitations.

Customer satisfaction can be evaluated at least six months since activities have been

executed to customers. Customer retention and loyalty might take more time to be
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measured. Nevertheless, if the time had been much more available to put CRM

campaigns, the outcomes could be seen easier.

More importantly, CRM implementation in a real business takes a lot of effort,

time, and investment to achieve CRM outcomes. Some loyalty campaigns should be

launched to customers but it had not been done. Some investments in new company

establishment need much more money to support the structure and team

development of the company but the budgets were utilized with limitation. CRM

implementation in a small or medium company must be different from that in a big

one, having a lot of effort. However, these research outcomes can be a case learning

for executing CRM campaign in a real business or in a different market situation.
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