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Abstract

The study aimed to know The Effect of Customer Relationship Management on Customer Satisfaction in the
Service Sector of Saudia Arabia . The study was based on the descriptive approach the questionnaire was used
to collect the necessary data and then distribute it to a sample of 44 employees has been used in the analysis and
interpretation of the data positive impact of cuctomer relationship management dimention Customer Satisfaction
of the institution under study.

Key Words: Customer Satisfaction ,Customer Relationship Management , Service Quality , Customer Database
Employee Behavior , Handling Complaints , Interaction Management , CRM Based Technology ,

Relationship Development .
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Chapter 1

1.1Introduction:

Customer Relationship Management (CRM) is described as an approach to managing a company's
engagement with current and potential customers through creating a trustworthy partnership. It focuses
on data analysis and an evaluation of its history to build better relationships with customers, focusing
specifically on customer retention and ultimately increasing revenue The CRM program, which
compiles information from various communication channels such as the client's web, the phone, email,
the live chat, and resources and social media, is a primary aspect of the CRM strategy . By the CRM
methodology and the tools utilized, businesses better understand how to meet their needs and target
audiences. CRM systems allow businesses to communicate independently and at a relatively low cost
with large customer groups. Businesses may gather individual customer experience and then formulate
custom solutions and develop mutually beneficial relationships . Such approaches enhance the
operational excellence of companies' headquarters and provide the ability to develop customer
relations. .The CRM approach aims to provide consumers with better benefits and to build good
consumer connections. Throughout fact, it allows monitoring the engagement of the business with

potential customers (Cavaliere,et al.,2021.p,1).

Today’s customers are on average more educated and feel significantly more empowered compared to
the customers of old times. For that, companies at different levels invest their resource to satisfy their
customers through a long relationship. The value of the business relationship with customers involves
managing the process that spans from different locations and directs its interaction with the customers
(ElFarmawi, 2020,p).

Throughout fact, it allows monitoring the engagement of the business with potential customers.
Nonetheless, several businesses do not have a primary concern in customer relationship management .
CRM is concerned primarily with only those customer-focused companies and engaged in building
long-term mutually beneficial relationships. Some businesses would like to personalize the client. The
client is the most important reason for the company's success and is used to develop the objectives and
business model of the enterprise. CRM is mostly needed in the services industry since it depends
heavily on the individual client to pursue an intimacy strategy .

CRM systems are based on IT software to make this partnership simpler. We help manage consumers
effectively across various contact points, evolve in creative systems, learn individual customers, and

provide them with tailor-made solutions ( Cavaliere,et al.,2021.pp.1-2).

Currently, A basic business problem lies in the absence of data concerning the benefits of utilizing
CRM in improving businesses relationship with customers .
declared that there is a need to study the relationship between the use of the CRM system and customer

satisfaction in terms of beneficial interaction between them. The specific business problem that some
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small- to medium size companies in the US face is the lack of literature on links between CRM system
and customer satisfaction and hence retention. Some businesses are not very convinced that the CRM
system could affect customer satisfaction or increase their profitability This research sought to remedy
this aspect by using a quantitative method and a correlation research design to explore how the CRM

system affected customer satisfaction and profitability(ElFarmawi,2020,p1).

CRM is mostly needed in the services industry since it depends heavily on the individual client to pursue an
intimacy strategy [32-36]. CRM systems are based on IT software to make this partnership simpler
( Cavaliere,et al.,2021.p1)

The implementation of a CRM program can impact customer satisfaction and customer information for
various reasons [62]. Likewise, the use of the customer satisfaction and customer experience strategy is
prone to effects [63-71].CRM guarantees that its customers come home happy and strengthen their
interaction with their consumers, and such activities reinforce the relation between sales representatives
and clients.Customer satisfaction has important consequences for the economic performance of
Company A companies as customer loyalty and userbehaviour can be improved, and customer
complaints and client defection risks are minimized. Customers are more effectively supported by
customer relationship management systems and more reliable data in day-to-day operations. When
different problems require fewer meetings with the client, customer satisfaction improves .This
research aims to examine the effects of CRM in ... and how it helps the company pursue its dream of
reaching global customer satisfaction excellence ( Cavaliere,et al.,2021.p2).

The research determined if the correlation between the two variables (CRM system as predictor and
customer satisfaction as a criterion) contributes to the development of the small-to-medium-sized
companies in the US. The result was collated and tabulated within SPSS statistical program to

compute the findings. The result showed the perfect linear relation between two variables, which
meant that the participants agreed that the utilize of the CRM system has impacted customer
satisfaction. The CRM system aimed at improving the linkage with existing customers, finding new
prospective customers, and winning back former customers. It could carry into influence with software,
which assists in collecting and managing customer data. The research exposed that the CRM system
can create profitability to firms once they permit its full operation. The CRM system applications can
also offer the firms with the framework for performing the greatest business practices in every
customer-facing interchange. The participants agreed that the CRM system provides a common
platform for customer interaction and communication. They are responsiveness to customers and
provided them with a comprehensive outlook of the entire customer life cycle. The following table

reflects the statistics of these dimensions (ElFarmawi,2020,pp.3-4).

1.2. Research Problem:

Customer relationship management is important because it is the strongest
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and the most efficient

approach in maintaining and creating relationships with the customers. Customer relationship
management is not only pure business but also is the building of strong personal bonding within people.
However, in this case, after making intensive research researchers found out there are companies that

are unable to use it CRM effectively ( Al-Suraihi,2020.p2).
1.2.1.Theoretical Gaps:

As the survey was conducted from their due to slow and weak CRM also they need to understand how
important it is to maintain their customer's loyalty and make them satisfy so that they know what they
can achieve through its proper implementation. Besides, managing existing clients and flourishing

business strive to get more clients; however, it is still several issues and challenges in reality

( Al-Suraihi,2020.p2).

1.2.2.Practical Gaps:

Learning about CRM can enhance the circumstance and help in testing better approaches for
advertising and business proficiently. Hence in the era of business, every organization should be
recommended to have full fledged knowledge of CRM to cope up with all the business needs and

influence consumer behavior.
This study is conducted to help those companies reach and accomplish those needs.
Following previous researches and documented problems, this study attempts to fill the gaps by

examining the variables identified, sales, technology, customer service and customer satisfaction and

their effect on the consumer behavior ( Al-Suraihi,2020.p2).
This study addresses the following main research question:

"How the CRM system affected customer satisfaction ?"

1.3.Research Significant:

companies will survive by exploiting knowledge resources to maintain customer relationships more
efficiently and effectively, as well as enhance their service quality. CRM is one of the successful
management and marketing strategies that help companies increase their customer satisfaction, loyalty,
and retention to build and manage long-term relationships ( Al-Suraihi,2020.p2).

The significance of CRM, like other managerial inventiveness, is to increase profits by

customer retention. In this situation, CRM achievement is mostly achieved by supplying the
consumers with improved quality of services. This study helps academicians and practitioners

of business to know what strategies of CRM are beneficial to retain customers for a long

time. ( Ahmed, M. 2021.p10).
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1.3.1.The theoretical importance:
The research highlights the importance of understanding customer needs and priorities through CRM
systems to enhance business performance, contributing to the theoretical understanding of customer-
centric strategies.
The findings suggest that the use of CRM systems in business can improve customer satisfaction,
indicating a theoretical link between CRM systems and positive customer outcomes.
(ElIFarmawi,2020,p1).

1.3.2.The practical importance:
The research fills the gap in the literature regarding the relationship between CRM systems and
customer satisfaction in small-to-medium-sized companies in the US
The study develops a new survey instrument to assess the value-added of CRM systems in these
companies, adding to the theoretical knowledge about the impact of CRM systems on customer

satisfaction(ElFarmawi,2020,pp. 3-4).

1.4.Research Questions:

What is the effect of CRM on customer satisfaction?

How the Service Quality (SQ) has a significant effect on customer satisfaction in the
Medium Project."Company A- Saudia Arabia "

How the Customer Database (CD) has a significant effect on customer satisfaction in the
Medium Project. "Company A- Saudia Arabia "?

How the Employee Behavior (EB) has a significant effect on customer satisfaction in the
Medium Project. "Company A- Saudia Arabia "?

How the Handling Complaints (HC) has a significant effect on customer satisfaction in the
Medium Project. "Company A- Saudia Arabia "?

How the Interaction Management (IM) has a significant effect on customer satisfaction in
the Medium Project. "Company A- Saudia Arabia "?

How the CRM Based Technology (CRMT) has a significant effect on customer

the satisfaction in the Medium Project. "Company A- Saudia Arabia "?

How the Relationship Development (RD) has a significant effect on customer satisfaction

in the Medium Project. "Company A- Saudia Arabia "?

1.5. Research Objectives:

To examine the effect of CRM on customer satisfaction.

To explore ( the Service Quality, the Customer Database, the Handling Complaints, the Interaction
Management, the CRM Based Technology and Relationship Development ) on customer

satisfaction in "Company A- Saudia Arabia ". |
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1.6. Research Hypotheses:

There is a statistically significant positive relationship between enhancing customer communication
and customer satisfaction.

H1: Service Quality (SQ) has a significant effect on customer satisfaction in the Medium Project.

H2: Customer Database (CD) has a significant effect on customer satisfaction in the Medium

Project.

H3: Employee Behavior (EB) has a significant effect on customer satisfaction in the Medium

Project.

H4: Handling Complaints (HC) has a significant effect on customer satisfaction in the Medium

Project.

HS: Interaction Management (IM) has a significant effect on customer satisfaction in the Medium

Project

Hé6: CRM Based Technology (CRMT) has a significant effect on customer satisfaction in the

Medium Project

H7: Relationship Development (RD) has a significant effect on customer satisfaction in the

Medium Project.
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1.7. Research Model:

The following figure shows the relationship between the research variables and the research hypotheses as follows:

Customer Relationship Management (CRM):

[ Customer Database ] H1

Service Quality

Employee Behavior

customer satisfaction

Interaction Management

CRM Based Technology

[
[
[ Fnating Comptaits
[
[
[

Relationship Development

Independentvariables Dependent variable

Figure 1.1: Research Model
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1.9. Empirical Study:

(Company A-Saudia Arabia)

This paper seeks to determine if introducing the CRM program impacts consumer trust and faith in
their COMPANY A and increases COMPANY A accountability with their business

.This analysis aims to develop the parameters about the work process for measuring CRM reliability.
Measuring business process efficiency is becoming a key issue for the organization to achieve efficient
and successful outcomes.

If CRM increases COMPANY A accountability with its customers, it is an important question for
COMPANY A regarding customer rights and duties (R&D). COMPANY A openness seeks to provide
consumers of all levels of their interactions by way of language consistency, clarity of data concerning
the same product/service with simpler and understandable details. Another topic that could shed light on
the progress of CRM implementation in improving the partnership with the COMPANY A

and that its trust and loyalty is to research consumers ' views about the program, emphasizing their
opinions for accurate information on their specifications .

1.10 Project Structure:

Structure Project Suggested

MIDOCEAN
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2. Chapter 2: Literature Review

2.1 overview

Today, four major changes shape the business environment. The first change is the gradual
strengthening of the global economy. The second change is the transformation of industrial economies
into knowledge and information-based service economies. The third change is the differentiation of
business structures. Businesses are now based on flat, flexible teamwork. The fourth change is the
emergence of a digital firm. Digital relationships are established between customers, suppliers, and
staff. Business processes are shaped through digital networks. Corporate assets are managed in a digital
environment sensitively to environmental changes. Information systems provide companies with the
necessary communication and analytical

power to manage commercial relationships and organizations on a global scale. Understanding and
meeting individual customer requirements have been an important dimension for

companies that want to gain a competitive advantage.

Satisfying the target audience and understanding the unique challenges facing customers is seen as an
important issue ( Demirel, D.2022.p2).

In today's dynamic world, building long-term client relationships through customer relationship
management (CRM) methods is the key to maintaining stability. To achieve an advantage, a firm must
differentiate itself via exceptional service and provide a consistent, convenient consumer experience.
They may discard the belief that clients are only interested in making quick cash. Customer
Relationship Management strategies are the most effective and efficient way to retain and build
connections with customers, not just for commercial purposes, but also to foster strong personal bonds
among individuals. Once a personal and emotional connection has been established, it is simple for a
company to recognize a customer's true requirements and assist them in better serving them. CRM
methods may assist ensure that everyone in the company understands what consumers want, and then
follow up with actions, solutions, and resolutions based on that knowledge. where clients transfer from
one firm to another in a short period of time. The researcher seeks to investigate the influence of CRM
on customer satisfaction , the purpose of this study was to investigate the impact of CRM on customer
satisfaction

( Alhakimi, W., & Ghaleb, A.2019.p2).

2.2 Customer Relationship Management (CRM)
2.2.1 CRM Definition

Customer Relationship Management (CRM) is a customer-oriented business strategy, with the ultimate
goal of maximizing company profits and customer satisfaction. CRM is defined as the integration of
coordinated sales, marketing and service strategies. CRM stores customer

|
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information and records all contacts that occur between the customer and the company, and creates
customer profiles for company staff who need information about the customer. Experts have different
definitions of CRM. Generally. it can be concluded that CRM is a strategy and effort to establish
relationships with customers and provide satisfying services for customers (M Rozahi, 2010). Another
definition says that Customer Relationship Management is an integrated information system that is
used to plan, schedule, and control pre-sale and post-sale activities in an organization. CRM covers all
aspects related to potential customers and current customers, including call centers, sales forces,
marketing, technical support and field services( Adnan,et al.,2021.p3).

effect on customer satisfaction in Bangladesh's service sector.

2.3.1. Service Quality:

The definition of service quality is becoming increasingly popular in the literature, according

to Gee et al. (2008), in an effort to understand the factors that induce customer satisfaction.
According to studies, service quality has a positive impact on customer satisfaction and has a
significant relationship with it.Firm profitability and customer loyalty According to Hanley
(2008), there are a few ways to improve service quality, including;

1) meeting consumer expectations for good service and offering a wide variety of items.

2) Offer high-quality goods at an affordable cost.

3) Dealing with product complaints from customers.

2.3.2. Customer Database:

To help customer interactions and knowledge generation, the majority of companies are using
technology-based applications. The effectiveness of these technology-based tools, on the

other hand, is decided by means of their reliable and efficient application (Dutu and

Halmajan, 2011).

Furthermore, the data collected by these tools is used for business intelligence and decisionmaking
in order to provide reliable services (Dev and Olsen, 2000). These technology-based

information tools have the added benefit of lowering internal costs while also increasing

income (Moriarty et al., 2008).

Hotels have turned to technology-based tools to appeal to their customers often as a result of
evolving consumer tastes and fierce rivalry (Sirirak et al., 2011).As a result, a customercentric
approach aided by technology-based service tools is needed. Higher customer

satisfaction and profit margins are assumed to be achieved (Ramesh, 2013; Tian and Wang,

2017; Pozza et al., 2018).

Another part of CRM implementation tools is knowledge management, which refers to the

degree to which a company is capable of generating, transmitting, evaluating, and using
knowledge for business purposes. In the life of a firm, according to the knowledge-based

view of the firm, is primarily dependent on knowledge formation and knowledge utilization
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Customer knowledge management, in the context of CRM, is the method of collecting
consumer information through direct, indirect, or interactive processes in order to produce
knowledge and then putting that knowledge to use. Knowledge sharing and use in marketing
decision-making In their analysis, Sin et al., (2005) looked at three factors. Awareness
learning and generation, knowledge distribution and sharing, and knowledge responsiveness
are the three main aspects of “Customer knowledge management". The acquisition of
customer information, such as knowing their needs and desires, from various sources is
referred to as knowledge learning and generation. Business intelligence is now widely used
by companies. Data mining, data warehousing, and analysis tools, such as applications or
apps, are used to make strategic decisions.

Knowledge about customers is another important component of CRM (Stefanou et al., 2003)
that helps businesses form strong bonds with their customers (Zahay & Griffin, 2004) and
improve their competitiveness (Sin et al, 2005).Information generation about consumer
information will be accompanied by knowledge distribution and sharing, which will increase
the value of knowledge.(1997, Hult & Ferrell).

To take coordinated marketing efforts, information will be disseminated and shared with all
relevant departments (Sin et al., 2005).Furthermore, the firm will react in accordance with the
information created and shared value. The companies will work hard to identify the right
consumer segment and create a marketing mix that not only meets the needs of the consumers
but also maintains a long-term partnership with them. These knowledge management
functions are linked to CRM because they ensure accurate customer information that can be
crafted, planned, and exploited.

According to the research of (Peppard, 2000; Sheth, Sisodia, & Sharma, 2000; Parvatiyar &
Sheth, 2001; Sin et al., 2005; Payne and Frow, 2006), this has an effect on customer
relationship management, customer satisfaction, and business success in a variety of ways.
Knowing about a consumer's needs and desires, as well as tailoring marketing to their
preferences through customization and customization, would result in a positive customer
response. Because marketing is now focusing on better responses to customer demand,
marketing campaigns and actions that are taken quickly on the basis of customer demand are
becoming more important. The knowledge gathered would not only improve service

efficiency but also cultivate long-term customer relationships.

Customer knowledge management, in the context of CRM, is the method of collecting
consumer information through direct, indirect, or interactive processes in order to produce
knowledge and then putting that knowledge to use. Knowledge sharing and use in marketing
decision-making In their analysis, Sin et al., (2005) looked at three factors. Awareness

learning and generation, knowledge distribution and sharing, and knowledge
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responsiveness

are the three main aspects of “Customer knowledge management". The acquisition of
customer information, such as knowing their needs and desires, from various sources is
referred to as knowledge learning and generation. Business intelligence is now widely used
by companies. Data mining, data warehousing, and analysis tools, such as applications or
apps, are used to make strategic decisions.

Knowledge about customers is another important component of CRM (Stefanou et al., 2003)
that helps businesses form strong bonds with their customers (Zahay & Griffin, 2004) and
improve their competitiveness (Sin et al, 2005).Information generation about consumer
information will be accompanied by knowledge distribution and sharing, which will increase
the value of knowledge.(1997, Hult & Ferrell).

To take coordinated marketing efforts, information will be disseminated and shared with all
relevant departments (Sin et al., 2005).Furthermore, the firm will react in accordance with the
information created and shared value. The companies will work hard to identify the right
consumer segment and create a marketing mix that not only meets the needs of the consumers
but also maintains a long-term partnership with them. These knowledge management
functions are linked to CRM because they ensure accurate customer information that can be
crafted, planned, and exploited.

According to the research of (Peppard, 2000; Sheth, Sisodia, & Sharma, 2000; Parvatiyar &
Sheth, 2001; Sin et al., 2005; Payne and Frow, 2006), this has an effect on customer
relationship management, customer satisfaction, and business success in a variety of ways.
Knowing about a consumer's needs and desires, as well as tailoring marketing to their
preferences through customization and customization, would result in a positive customer
response. Because marketing is now focusing on better responses to customer demand,
marketing campaigns and actions that are taken quickly on the basis of customer demand are
becoming more important. The knowledge gathered would not only improve service
efficiency but also cultivate long-term customer relationshipssources to come up with their findings.
Defensive marketing can be seen as a major determinant of a firm's marketing performance
and a major controller of offensive marketing, according to economic theory and typeysis. The
researchers discovered that they can increase a company's market share while

lowering its offensive market spending. Exit and speech are two critical mechanisms used by
businesses to detect failure, according to studies (Reactive substances).

According to Fornell and Wernerfelt (1988), the majority of research focuses on efforts to
deter new entry, while concentrating primarily on competition. As a result, a defensive
strategy centered on consumers is needed. They also said that a good marketing campaign
necessitates a mix of offense and defense. However, very little research has been done on the

issue of resource sharing between them. According to the researchers, a
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complaint

management system can influence sales in a variety of ways, including an increase in
anticipated usefulness of purchasing, a reduction in buyer risk, the ability to signal quality,
and the ability to influence sales by word of mouth.

The study's main goal was to look at complaint handling as a defensive strategy how it can be
used to handle consumer complaints so that unhappy customers do not leave the company.
Hirschman's exit-voice hypothesis was used by the researchers to demonstrate the aggregate
market share dynamics, and the study could be used to demonstrate the trade-off between ads
and complaint management. Their research/model revealed that complaint management can
be a useful method for improving customer satisfaction and retaining.

Recently proposed models for enhancing a firm's market using CRM have been found to
downplay the importance of a complaint management framework. The advent of e-commerce
has increased transactional efficiency by removing proximity issues and sluggish transaction
rates. Companies, companies, and markets all need a strategic plan. A global framework that
can efficiently handle consumer concerns, keep track of the frequency of each complaint, and
prioritize the quality of the complaints received

2.3.5. Interaction Management:

CRM reports on the customer's interactions with the company from the customer's viewpoint
(K.Anderson, C. Kerr, 2002, D. Jutla, J.Craig, P. Bodorik, 2001). Customers are normally
unaware of and uninterested in an organization's internal business processes (J. Anton, 1996).
Customers, on the other hand, are strongly influenced by opportunities for contact with the
company. Call centers, frontline salespeople, the Internet, wireless networking networks,
email, fax, and a variety of other interactions are all examples of interactions (P.F. Nunes,
2003, S. L.Pan, J.N. Lee, 2003). Such experiences instill trust and serve as demonstrations of the
organization's service quality

and customer friendliness. Customers have been known to abandon businesses as a result of
poor service and experiences (B.A.Johnson, P.F. Nunes, 2003). Customer experiences with
businesses are linked to customer loyalty and “word of mouth” marketing (T.H. Davenport,
1998, A.P.Massey, M. Montoya-Weiss, K.Holcom, 2001). Customers spend more time
communicating with organizations than they do with the actual buying process, so companies
are providing more time for workers to engage with customers (J. Anton, 1996).

All employees, especially those who communicate with customers, should have a full and
consistent view of the customer. 60 Journal of Marketing & Communicationcould assist in
providing excellent customer service (D.L. Goodhue, B.H. Wixom,H.J. Watson, 2002).
Customers build loyalty and expectations of the company as a result of their experiences, and
companies use CRM to better understand what customers want.

2.3.6. CRM Based Technology:
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CRM-based technology refers to the degree to which a company uses critical information
technology to establish and maintain relationships with potential and current customers (et
al., 2005). Obtaining information technology has a significant impact on CRM practices by
connecting front-desk, sales, and back-office operations, resulting in successful and efficient
customer management through various channels such as the Internet, direct mail, sales calls,
and so on (Chen & Popovich, 2003).

By incorporating CRM-based technology, businesses may improve the capability of their
customer database through IT-enabled or IT-assisted transactions (manual)where the
employee acts as a link between the CRM process and the customer, and the other is
automated contact, which allows the customer to communicate directly with the CRM (Bose,
2002). “Both marketing and information technology must work together with high
coordination to create a seamless process of interaction,” according to Wells, Fuerest, and
Choobineh (1999).

An in-depth examination of the marketing paradigm shift from the manufacturing age of
1850 to the customer-centric era of 2000 (Bose, 2002) raises a new question in the marketing
field: what is driving this shift? Are you looking for a location? Technology is the solution.
According to Wells et al., 1999, there are four phases in which a company may reengineer IT
processes for one-to-one relationships: Identify ways to collect customer information,
redesign data, and conduct IT-enabled transactions and data transmission.

CRM activities rely heavily on information technology (Kincaid, 2003). It enables a company
to comprehend data (Ngai, 2005), collect consumer data, store it, and evaluate it and using
the data to generate information, as well as spreading that knowledge across firms (Crosby &
Johnson, 2001). Multidimensional effects of information technology used in the enterprise
ensure CRM practices are efficient and reliable, allowing a decision maker to tailor and
deliver preferred customer experiences using a rich database of customer patterns, customer
choices, and prediction models (Vrechopoulos, 2004; Hong-kit Yim et al., 2004).

CRM technology, in particular, aids businesses in developing appropriate marketing plans
and implementing them at the appropriate times to ensure timely and efficient service to
stakeholders (Chen & Popovich, 2003). It also improves marketing capability by assisting
managers and staff in achieving marketing goals (Chang, Park & Chaiy, 2010).

According to the analysis of (Wells et al., 1999), with the evolution of relationship marketing,
it is critical for organizations to incorporate CRM-based technology in their businesses with
IT as an enabler, a one-to-one partnership in marketing has emerged, indicating that the
emphasis should be on gaining and retaining a share of each customer rather than the entire
market (Wells et al., 1999). As a result, we can state that CRM-based IT in the workplace
produces a variety of benefits for businesses, including increased customer engagement and

long-term customer relationships, both of which help businesses perform
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better (Butler,

2000).

Previous literature suggests that technology is one of the prerequisites for properly
implementing CRM (Sin et al., 2005), but not the only one, as most recent studies on CRM
implementation show.CRM research shows that it is a more systematic approach to building
strong and efficient consumer relationships (Chen & Popovich, 2003).

IT's job is to assist in the modernization of CRM processes, the facilitation of improvements
in work practices, and the creation of new methods for connecting an organization with its
consumers, suppliers, and internal stakeholders with their ability to collect and analyze data
on consumer patterns, interpret customer activity, create predictive models, and more, CRM
applications take full advantage of technological advancements. Individual consumers receive
timely and accurate personalized updates, as well as product and service value (Chen &
Popovich, 2003). CRM will use IT to refine consumer experiences based on historical data.
2.3.7. Relationship Development:

In order to improve guests' relationships with hotel organizations, customer relationship
growth has been discovered to be a more important dimension of CRM in the hospitality field
(Wang and Feng, 2012; Wu and Lu, 2012). Furthermore, the improvement of customer
relationships is linked to positive organizational outcomes such as financial, customer,
internal, and learning as well as growth results (Mohammed et al., 2013).

According to Dowling (1993), a greater emphasis on customer relationship building in a
particular company would be the key to marketing success, delighting consumers, and
achieving high-organizational efficiency showmanship As a result, customer relationship
growth, in addition to CRM organization, managing information, and CRM-based technology
as dimensions of CRM, have been used in this study to assess their impact on customer
service satisfaction, in accordance with the literature. These dimensions are inextricably
linked to the main components of CRM: individuals, technology, policy, and processes

(Mohammed et al., 2013).

2.2.2 Defining The Scope Of CRM

Defining CRM is required for developing a clear understanding of what CRM means to an
organisation especially when lacking of such clear understanding is considered as a barrier to
successfully implement CRM (Nguyen et al, 2007). Such a fact is significantly important when
considering the wide range of CRM definitions in which CRM is understood differently by different
people (Richard et al, 2007; Sathish et al, 2002; Winer, 2001). Although the view of possible
convergence toward a common definition for CRM (Peelen et al, 2006; Boulding et al. 2005), different

approaches are carried out to define CRM ranging from narrow definitions (technical) to broad
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definitions (strategic) (Payne and Frow, 2006). However, this broadness in defining CRM could be a
result of the new emergence of the concept into two fields of study, Marketing and Information
Technology (Da Silva and Rahimi, 2007). From a technical point of view CRM, Chen and Chin (2004)
defined as CRM as a methodology that heavily employs certain information technologies such as
database and Internet to leverage the effectiveness of relationship marketing process. On the other
hand, the wider definition of CRM concentrates on strategic orientation of CRM. For instance, Gray
and Byun (2001) have defined CRM as a primarily strategic business process issue rather than
technology which consists of the following components: Customer, Relationship, and Management. For
the scope of this research, CRM definition should cover major aspects of CRM and should focus on its
objectives as the capability of CRM to achieve its objectives is highly dependent on its clear definition.
Based on Payne (2004), Payne and Frow (2005) and Shang and Lin (2005), CRM definition for this
research is: a strategic approach that integrates Process, People, and Technology cross functionally to
understands organisation’s customers, improve stakeholder value, and deliver profitable and long term
relationships with the customers. Therefore, success factors for CRM lie in the scope of managing,

integrating, and controlling CRM components ( Almotairi, M..2009.p2).

2.2.3 CRM Components :

Although researchers have developed different detentions for CRM, these definitions are closely
related. There is a general acceptance among researchers of the categorization of CRM components.
CRM consists of three major components: Technology, people, business culture and relationship, and
Process (Ali and Alshawi, 2003). The contribution to each component varies according to the level of

CRM implementation. ( Almotairi, M..2009.p2).

2.2.3.1 Technology :

Technology refers to computing capabilities that allow a company to collect, organise, save, and use data
about its customer. Technology is the enabler for CRM systems to achieve their objectives of collecting,
classifying, and saving valuable data on customers. Integration technology allows organizations to
develop better relationship with customers by providing a wider view of the customer behaviour
(Thompson et al., 2006). Thus, organizations are required to integrate IT to improve the capabilities of
understanding customer behaviour, develop predictive models, build effective communications with
customers and respond to those customers with real time and accurate information (Chen and Popovich,
2003). For an organization to integrate IT, concepts such as data warehouse, software customization,
process automation, help desk and call centres, and internet influence should be addressed (Mendoza et al.

2007) ( Almotairi, M..2009.p2).
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2.2.3.2 .People:

Employs and customers are a key factor for successful CRM projects. CRM is built around customers to
manage beneficial relationships through acquiring information on different aspects of customers. The
main objective of CRM is to translate the customer information into customized products and services
that meet the changing needs of customers in order to gain their loyalty. Nevertheless, a full commitment
of the organization's staff and management is essential for an effective CRM implementation to best serve

customers and satisfy their needs ( Almotairi, M..2009.p3).
2.2.3.3 Business process

CRM is a business strategy that has its philosophical basis in relationship marketing (Chen and Popovich,
2003). CRM success requires a change of business processes towards customer — centric approach. As
such, all business processes that involve both direct and indirect interaction with customers should be
analyzed and assessed (Mendoza et al. 2007). Although CRM has an organization-wide impact, process
that has direct interaction with customers should be dealt with as a priority when integrating and
automating business processes. According to (Mendoza et al. 2007) the main business processes that

should be addressed in CRM implementation are: marketing, sales, and services ( Almotairi, M..2009.p3).

2.2.4 EXPLORING CRM IMPLEMENTATIONS’ FAILURES

The challenge of researching the causes of the problem of CRM failure has motivated many
researchers and practitioners to contribute to the literature on CRM failure and its causes Different
reasons cause the failure of CRM to meet its objectives. While some of these reasons are inevitable,
many can be avoided In general, CRM failure is caused by the complexity of technical and
organisational issues that are associated with CRM implementation The field of CRM failure studies
have provided a wide range for possible causes for CRM failure leading to identify some roots for the
problem that prevent high number of implementations to realise their objectives. According to the lack
of factors such as top management support, aligning internal processes, linking CRM project to
organisation’s higher-level strategies, focus on ROI (Return on Investment), achieving success early in
the project. has supported some of the previous failure causes as he pointed out the following factors as
causes for CRM failure: 1. Thinking of CRM as a pure technology; 2.r Lack of management support; 3.
Lack of customer-centric culture; 4. Lack of readiness process; 5. Poor quality data; 6. Lack of change
management; 7. Lack of vision and strategy; 8. Lack of involving the final user in designing CRM
solutions. Other evidences supporting previous factors is found in the work of Kale (2004) where the
author has named seven reasons (sins) for CRM failure as the following: 1. Viewing CRM as a
technology; 2. Lack of customer-centric vision; 3. Insufficient appreciation for customer life time
value; 4. Inadequate support by top management; 5.Underestimating the importance of change

management; 6. Failing in re-engineering business processes; 7. Underestimating difficulties related to
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data mining and data integration. Other studies have focused on more general factors as possible causes
for the CRM failure. For example, in a study that involved 700 companies, Forsyth (2001) has argued
that the causes of the CRM failure are: Organizational change (29%), Company policies/inertia (22%),
little understanding of CRM (20%), and Poor CRM skills (6%). In addition, lacking of creating proper
CRM strategy was mentioned as main reason by Rigby (2002). The researcher has highlighted four

perils for CRM implementation that are to be overcame: implementing CRM before customer strategy,

rolling out CRM before changing an organisation to match, assuming that more CRM technology is

better, and stalking, not wooing customers. However, other factors such as lack of focus on

human/social factor (employee and customers) were the main problem behind the failure of CRM

implementations and Nevertheless, misconceptions such as assuming that CRM is equal to customer

acquisition and customer satisfaction is equal to customer loyalty

or focusing only on profitable customers could contribute significantly to increasing CRM

implementation failure ( Almotairi, M..2009.p4).

2.2.5 CRM Success Factors :

Success factors have received increasing attention within the literature of CRM. Many

publications of researchers and practitioners have addressed the area of CRM success factors

(Pan et al. 2007). Table (1) and (2) are a summary for the previous studies on the CRM success factors.
( Almotairi, M..2009.p4).

Table 1:

CRM success factors( Almotairi, M..2009.p4).
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2.2.6 THE SELECTION OF CRM SUCCESS FACTORS

The selection of CRM success factors for the scope of this research was based on two criteria:

1. the degree of acceptance for the factor by the literature which will be reflected in the percentage of

the factor occurrence in the literature; 2. the linking between the success factor and the CRM failure

causes as

Success Factor

Percentage
in the
Literature

Reason for Selection

1. Top Management Commitment

80%

Received wide acceptance by literature

Table 3: justifying the selection of CRM success factors( Almotairi, M..2009.p6)

nagement

TVEWUY, ZUU75; T ZUUUy

2. CRM strategy (clear development/ communication)

47%

Received a relatively common acceptance by the literature
Associated with CRM failure causes: Lack of clear CRM strategy and
vision (Sherif and

Newby, 2007; Chalmeta, 2006)

3. Data management (quality / share)

40%

Received a relatively common acceptance by the literature
Associated with CRM failure causes: Poor data quality, management,
and integration: (Chalmeta, 2006); Kale, 2004; Missi et al,

2005)

4. Culture change

47%

Received a relatively common acceptance by the literature
Associate with CRM failure causes: lack of

managing culture change( Chalmeta, 2006;

King and Burgess, 2007)

5. Process change/structure redesign

27%

Received acceptable acceptance by the literature due to the wide
spread of CRM success factors

Associate with CRM failure causes: lack of managing (poor) structure
change and re- (designKale, 2004; Forsyth, 2001)

6. IT systems (management/integration

67%

Received wide acceptance by literature
Associated with CRM failure causes: Poor IT

management/integration (Brink, 2005 ; Meyer

and Kolbe,2005)

7. Skilful, Motivated, and trained staff

40%

Received a relatively common acceptance by the literature
Associated with CRM failure causes: Lack of skilful employees
(Forsyth, 2001; (Bohling et al, 2006)

8. Customer involvement/consultation

27%

Received acceptable acceptance by the literature due to the wide
spread of CRM success factors
Associate with CRM failure causes: Lack of customer’s involvement
Plakoyiannakiet al,

2008 ; McCalla et al, 2003)

9. Monitoring, controlling, measuring, and feedback

33%

Received acceptable acceptance by the literature due to the wide
spread of CRM success factors
Associated with CRM failure causes: Lack/poor of CRM measures
(Mendoza et al,

2007)

10. Inter-departmental integration

33%

Received acceptable acceptance by the literature due to the wide
spread of CRM success factors

Associated with CRM failure causes: Lack of cross-functional/inter-
departmental integration (Sherif and Newby, 2007; Mayer, 2005)

described in table 3. ( Almotairi, M..2009.p5)

CRM success factors are by nature related to its components either directly or indirectly (Mendoza et

al, 2007). To relate CRM success factors to its components, each factor should be define to identify the

nature of the factor in terms of its relation to CRM components taking to consideration that more than

one component could dominant one factor. ( Almotairi, M..2009.p7)

2.2.6.1.Top management commitment
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This factor focuses on the willingness of the top level management to provide sufficient and necessary
recourses needed to the implementation process.

2.2.6.2. CRM strategy
This factor focuses on the clear definition of CRM strategy and its alignment to the organisation’s

general strategy.

2.2.6.3.Data management
This factor focuses on acquiring and analyzing the right quantity and quality of information on

customers to help to meet customer’s needs. *

2.2.6.4.Culture change :
The ability of the organisation to transform into customer-oriented and to consider CRM as an

organisation philosophy that is shared organisation-wide.

2.2.6.5. Process change/structure redesign
This factor focuses on developing necessary changes in the organisation’s structure and the related process to fit

CRM compatibility including the hierarchy and reporting relations

2.2.6.6. IT systems
This factor focuses on the availability and management of technological resources including data warehouse

management, ERP capabilities, internet facilities, and software selection and configuration.

2.2.6.7 Skilful, Motivated, and trained staff This

factor focuses on the availability of experienced and qualified personnel and the ability of providing training
programs.

2.2.6.8. Customer involvement/consultation:
This factor focuses on consultation, interaction, and communication with customer through enhancing

interaction between the organisation and the customers.

2.2.6.9. Monitoring, controlling, measuring, and feedback :
This factor focuses on creating and implementing measurements for CRM implementation and CRM impact on

the organisation’s performance as well as developing appropriate channels to gain feedback for enhancing the

learning process of CRM implementation for required improvements .

2.2.6.10. Inter-departmental integration:
This factor focuses on the integration of different departments and areas of the organisation to meet the

general objectives of CRM and the main company’s objectives as well as the objectives of these

departments.
Success factor People Technology Process
Top Management Commitment X
CRM strategy (clear development/ communication) X X
Data management (quality / share) X X
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Culture change X X
Process change/structure redesign X
IT systems management/integration X

Skilful, Motivated, and trained staff X

Customer involvement/consultation X X X
Monitoring, controlling, measuring, and feedback X
Inter-departmental integration X X

Table 4: linking CRM success factors to its components

2.3. Customer satisfaction

2.3.1 What Is It?
Recent interpretations in the consumer domain now couch satisfaction as a fulfillment response.

Fulfillment implies that a consumption goal is known, as in basic motives of hunger, thirst, and safety.
However, observers of human behavior understand that these and other goals can be and frequently are
modified and updated in various ways. Thus, consumer researchers have moved away from the literal
meaning of satisfaction and now pursue this concept as the consumer experiences and describes it. In
Oliver (1997, p. 13), the following definition has been proposed as being consistent with the conceptual
and empirical evidence to date: Satisfaction is the consumer’s fulfillment response. It is a judgment that
a product or service feature, or the product or service itself, provided (or is providing) a pleasurable
level of consumption-related fulfillment, including levels of under- or over-fulfillment. Here,
pleasurable implies that fulfillment gives pleasure or reduces pain, as when a problem in life is solved.
Thus, individuals can be satisfied just to get back to normalcy, as in the removal of an aversive state
(e.g., pain relief). Moreover, fulfillment is not necessarily limited to the case of met needs. Over-
fulfillment can be satisfying if it provides additional unexpected pleasure; and under-fulfillment can be

satisfying if it gives greater pleasure than one anticipates in a given situation.
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Note that it has not been necessary to provide a separate discussion of dissatisfaction. If the word
displeasure is substituted for pleasure in the satisfaction definition, dissatisfaction results. Thus, the
displeasure of under-fulfillment typically is dissatisfying and, interestingly, over-fulfillment may be

dissatisfying if it is unpleasant — the case of “too much of a good thing.” (Oliver, R. L., 2006.p2).

Customer satisfaction indicates how well the product use experience compares to the buyer’s value
expectations (Razak & Shamsudin, 2019). It is the expectation perceived by both customer and
consumer before purchasing and experiencing the product or services (M. F. Shamsudin, Nurana,
Aesya, & Nabi, 2018). According to (Parasuraman, Berry, & Zeithaml, 1993; Parasuraman, Zeithaml,
& Berry, 1994), since satisfaction is directly linked to customer experience, customers want more than
just simple value (Berry, Zeithaml, & Parasuraman, 1985); they want businesses to overwhelm and
surprise them by going above and beyond the ordinary to meet their needs and wants. Essentially as
according to (Muhammad, Farid Shamsudin, & Hadi, 2016; M. F. Shamsudin, Nurana, et al., 2018;
Mohd Farid Shamsudin, Esa, & Ali, 2019) customer expectations entails extraordinary delivery on 1)
service - the intangible value offered to customers (Alteren & Tudoran, 2016; Gligor, Gligor, &
Maloni, 2019; O’Dwyer & Gilmore, 2018; Rapp, Beitelspacher, Schillewaert, & Baker, 2012); ii)
quality - customers’ perception of how well a company’s products and services meet expectations
(Amin et al., 2017, 2019; M.-K. Kim, Park, & Jeong, 2004; Mwakatumbula, Moshi, & Mitomo, 2019);
111) image - customer’s perception of the company or business they interact with — example: airline
stewards, customer service centre, waiter, hotline call (Basha, Mason, Shamsudin, Hussain, & Salem,
2015; M. F. Shamsudin, Nurana, et al., 2018; M.F. Shamsudin et al., 2018; Mohd Farid Shamsudin,
Ali, Wahid, & Nadzri, 2019; Mohd Farid Shamsudin, Esa, et al., 2019); and finally iv) price - the
commanded price by institution for goods and services and that customers are willing to pay

(M.Shamsudin et al., 2015). ( Hamzah, A. A., & Shamsudin, M. F.,2020.p. 2).

2.3.2.Theories of Customer Satisfaction :

Since the inception of the concept of customer satisfaction, a number of different theories have been
postulated for explaining the same. Some of these theories include the Expectancy-Disconfirmation
Paradigm (EDP), the Value-Precept Theory, the Equity Theory and the Performance-Importance
model. Oliver (1977; 1980) proposed the Expectancy-Disconfirmation Paradigm (EDP) as one of the
most promising theoretical frameworks for the measurement of customer satisfaction. The theory states
that consumers have some prior expectations about the anticipated performance during purchase of
products or services. This expectation becomes the baseline for judging the performance of the product
or service. After use or consumption, their outcomes are compared against prior expectations. If it
matches the expectations, there is confirmation; else there is disconfirmation due to difference in actual
performance and expectations. A consumer is satisfied or dissatisfied depending on the positive and
negative discrepancy between the expectations and perceived performance.
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(Rajendran, R. P., & Arun, C. J. 2019.p3).

Figure 1: Model of Expectancy-Disconfirmation Theory
Source: (Rajendran, R.P., & Arun, C. J. 2019.p3)
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However, there are few limitations in the EDP theory and many researchers have analyzed and
criticised these problems. The first limitation is that customers with little or no experience or
knowledge of products and services may not provide a valid expectation (Haistead et al., 1994). On the
other hand, experienced customers may have better awareness and knowledge which may result in
more accurate expectation (Day, 1977). The second limitation is that the post-purchase evaluation may
not be based on pre-purchase expectations. According to Whipple & Thach (1988), it is proven that
there is high chance of the evaluating criteria changing over time with learning or circumstances which
renders the initial expectation framework illogical. The third limitation is that the meaning of
expectation is not the same for everyone and respondents may perceive it differently (Yuksel and
Yuksel, 2008). Given these problems, the EDP theory for assessing customer satisfaction has to be used
with caution and appropriate assumptions.

Since a number of researchers criticized the EDP paradigm on the grounds that using predictive
expectations as primary determinant of customer satisfaction is not viable, Westbrook and Reilly
(1983) proposed the Value-Precept Disparity theory where values have been used as a better
comparative standard than expectations. According to this theory, satisfaction is an emotional
response triggered by a cognitive evaluative process in which post-purchase perceptions are compared
to one's values, needs or desires (Westbrook & Reilly, 1983). A high disparity between one's values
and one's perceptions indicates high dissatisfaction. However, this theory was also criticized based on
the fact that value alone is not sufficient and it requires realistic expectations (Yuksel and Yuksel,
2008).

Barsky (1992) used the Importance-Performance model to measure customer satisfaction which was
originally proposed by Martilla and James (1977). This model states that satisfaction is a function of
customer perceptions of performance by attributes and importance of that attribute. Thus, satisfaction
is influenced by the customer's perceived importance of specific characteristics of product or service
and how well these characteristics meet their expectations. According to Hemmasi et al. (1994), this is
an effective futuristic technique which provides a direction and identifies areas to focus for

improvement.
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Another popular theory for assessing customer satisfaction is the Equity theory originally proposed by
Adams (1963). Equity theory states that satisfaction exists when consumers perceive their output-
toinput ratio as being fair (Swan & Oliver, 1989). The output and input analysis relate to the benefits
received compared to the sacrifices made during the purchase of a product or service. A consumer
feeling equitably treated depends upon a number of factors such as price paid, psychological costs,
time and effort spent compared to the benefits obtained (Woodruff et al., 1983).

Some of the popular theoretical frameworks developed to assess customer satisfaction have been
discussed. A commonly accepted notion among these theories is that satisfaction is an evaluative
judgement which results from comparison to some standard. While several comparison standards have
been proposed, there is no general consensus on which is the most appropriate to predict customer

satisfaction (Yuksel and Yuksel, 2008). (Rajendran, R. P., & Arun, C. J. 2019,pp.4-5)

2.3.3.EVOLUTION OF CUSTOMER SATISFACTION INDICES

Recognizing its importance, marketing, and consumer behaviour researchers have conducted
comprehensive studies on customer satisfaction for several decades (Spreng and Mackoy, 1996). Many
individual companies and marketers track customer satisfaction on a one-time or continual basis.
However, the research on customer satisfaction took a great leap with the introduction of customer
satisfaction indices at the national level (Ragu Prasadh and Suresh, 2017). In an effort to promote
quality and competitiveness of its market and industry, Sweden became the first country to establish a
national economic indicator reflecting customer satisfaction in the year 1989 (Fornell, 1992). The idea
was to develop an index to gauge how effectively companies and industries satisfy their customers. The
CSI intended to provide customers' evaluation of the quality of products and services at the company
level and also facilitate a cross-Company And industry level comparisons (O'Loughlin and Coenders,
2004). A Customer Satisfaction Index (CSI) represents a uniform and comparable measurement system
for measuring, monitoring and improving customer satisfaction across firms and industries (Fornell et
al., 1996). As the economy changes, theories and measures for performance evaluation must also
change. The present financial indices or measures such as market share, profitability, productivity, etc.
cannot be used effectively as standalone metrics without taking into account the quality of output and
customer satisfaction. Hence, CSI acts as a complement to these conventional indices (Fornell et al.,
1996). It provides an established system for systematic benchmarking over time across firms and a
gauge of how well companies satisfy their customers (Fornell, 1992). The national CSIs provide
benefits to various stakeholders, from customers at the micro level who can use it to make purchase
decisions to greater entities such as government, economists and business stakeholders at the macro
level (Bruhn and Grund, 2000). This distinct idea of developing and implementing a standard metric
based on customer satisfaction at national level served as an inspiration for this research. Hence, it is
worthwhile to review the evolution of the national customer satisfaction indices

(Rajendran, R. P., & Arun, C. J. 2019.p5)
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2.3.3.1Swedish Customer Satisfaction Barometer (SCSB)

The Swedish Customer Satisfaction Barometer (SCSB) was the first national customer satisfaction
index for consumer products and services developed in 1989 (Fornell, 1992). The original SCSB
model shown in Figure 1 consists of two antecedents of customer satisfaction i.e. perceived
performance and customer expectations.

Perceived performance refers to the perceptions of customers regarding the product or service while
expectations refer to the anticipated performance by the customers. Perceived performance represents
perceived value i.e. perception of quality received compared to the price paid (Johnson et al., 2001).
Fornell (1992) contended that when perceived performance i.e. value perceived by the customer
increases, customer satisfaction increases. Similarly, based on Oliver (1980) model, expectations
serve as the cognitive anchor in purchase decisions and hence, alleged to positively affect customer
satisfaction.

The consequences of customer satisfaction are based on Hirschman's (1970) exit-voice theory.
According to this theory, when a customer is dissatisfied with the firm or its products/services, the
feedback is provided via two ways i.e. exit and voice. Exit refers to the state where customer exits or
stops buying from the company, while voice refers to customers' complaining about their
dissatisfaction. Accordingly, the outcomes of satisfaction in SCSB model are customer complaints
and customer loyalty. With higher satisfaction, there will be lower customer complaints and
consequently higher customer loyalty (Fornell, 1992). The rise in satisfaction level also increases
customer loyalty. Loyalty refers to the customers' psychological predisposition to repurchase from the
company, which is the ultimate dependent variable in the model (Johnson et al., 2001).

The index was computed using the data collected from a survey of customers of about 100 major
firms from more than 30 industries in Sweden. The intention was to include a sufficient number of
companies in each industry so that their combined sales would represent 70 percent of the Swedish
market. The findings from the testing of SCSB model indicated that customers in Sweden were not
very satisfied with many of their products and services. The results also revealed that homogeneity of
demand and supply was responsible for variation in satisfaction across industries i.e. industries selling
homogeneous products to a homogeneous market or differentiated products to heterogeneous markets
typically had higher CSBs than other industries (Fornell, 1992). It was also found that monopolistic
markets experienced lower satisfaction than competitive industries. ).

(Rajendran, R. P., & Arun, C. J. 2019,pp.5-6)

2.3.3.2.American Customer Satisfaction Index (ACSI)

The American Customer Satisfaction Index (ACSI) was developed in 1994 based on inspiration from
the original SCSB. The ACSI represents a customer-based satisfaction measurement system for
measuring and monitoring the performance of firms, industries, economic sectors, and national

economy (Fornell et al., 1996). The original SCSB model was used as the
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base to build the ACSI model (see Figure 2). The major distinction between ACSI and SCSB was the
additional antecedents used in the ACSI. The SCSB model had two antecedents i.e. perceived
performance and customer expectations, while the ACSI model has three antecedents i.e. perceived
quality, customer expectations, and perceived value. Perceived quality refers to the degree to which the
product or service offers key customer requirements i.e. customization and how reliably these
requirements are delivered i.e. reliability (Johnson et al., 2001). The perceived value construct is
evaluated using similar measurement items used in SCSB i.e. rating of the quality for the price paid and
price paid for the quality. Moreover, perceived value is used as the mediator for both perceived quality
and customer expectations towards customer satisfaction. Fornell et al. (1996) claimed that addition of
the two variables i.e. perceived quality and value improves the explanatory power and diagnostic
capacity of the ACSI model. Similar to SCSB, the consequences of customer satisfaction in the ACSI
model is based on Hirschman's exit-voice theory and consists of two variables i.e. customer complaints
and customer loyalty. The ACSI was designed to be representative of the entire U.S. economy, which
covered more than 200 firms from over 40 industries of seven vital sectors of the economy. The index
was computed using the survey data from a large representative sample of around 40,000 customers of
major firms from different industries (Fornell et al., 1996). The national ACSI scores were then
published on a quarterly basis during the study. The overall ACSI score was 74.5 in 1994, which then
reduced to 72.4 in 1996 (Q2). The results of the ACSI model testing showed that the variance explained
for customer satisfaction i.e. average R2 was 0.75; while for customer loyalty, it was 0.36. It was found
that the effect of quality on customer satisfaction was greater than perceived value across all sectors.
However, the effect of customer expectations on customer satisfaction was not significant and high
enough, as expected (Fornell et al., 1996). The National Quality Research Centre (NQRC), Michigan
Ross School of Business collects yearly customer survey data and publishes annual reports on ACSI. It
is one of the popular and widely used models for measuring and monitoring customer satisfaction on a
yearly and quarterly basis by companies, marketers, analysts, government, and academicians (ACSI
Methodology Report, 2005). Thus, the development of ACSI marked a significant step ahead in the
evolution of national satisfaction indices. (Rajendran, R. P., & Arun, C. J. 2019,pp.6-7)

2.3.3.3. European Customer Satisfaction Index (ECSI)

Inspired by the successful development of SCSB and ACSI, a European feasibility study was
coordinated in 1997-98 and the ECSI model was proposed. As presented in Figure 3, the model
contains seven interrelated variables i.e. perceived quality, expectations, image, perceived value,
customer satisfaction, complaints and customer loyalty (Eklof et al., 1999). According to Johnson et al.
(2001), the ECSI model varies from the ACSI in two aspects. The first is the addition of corporate
image variable which is conceptualized to be an antecedent of customer satisfaction, and loyalty. The

second difference is the exclusion of customer complaints as a consequence
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of satisfaction. According to Bayol et al. (2000), image, and customer complaints are two optional
variables which are represented in dotted lines in the ECSI model. In 1999, the study was implemented
in 11 European countries based on data from over 100,000 customer interviews across 10 industries
(EPSI Report, 2007). The study measured the satisfaction index for three consecutive years. It was
found that customers in Finland were the most satisfied, followed by Iceland, Ireland, Greece, and
Portugal. Denmark, Sweden, and Russia had lower scores. The study revealed that for some industries
like electricity, the expectations were higher than perceived quality. Hence, the expectations in terms of
quality were not fulfilled. It was also noted that the perceived value was given the lowest rating. Thus,
a large gap between the expectations and quality or value resulted in a severe drop in customer
satisfaction. The loyalty indices of most countries were around 0.7 (Ekl6f and Westlund, 2002).
Currently, an umbrella of European non-profit organization manages the EPSI (Extended Performance
Satisfaction Index) rating initiative which collects, analyzes and disseminates. information about
customer satisfaction and how organizations are perceived by their stakeholders (EPSI Report, 2007)

(Rajendran, R. P., & Arun, C. J. 2019,pp.7-8)

2.3.3.4 .Norwegian Customer Satisfaction Barometer (NCSB)

The first NCSB model was similar to the ACSI model with an exception that it included corporate
image and its relationship with customer satisfaction and customer loyalty (Johnson et al., 2001). The
perceptions of an image of the company held in the consumer's memory positively affect customer
satisfaction (O'Loughlin and Coenders, 2004; Sondoh et al., 2007; Bayol et al., 2000). Hence, image
was predicted to be an antecedent of customer satisfaction in the NCSB model. To keep in trend with
the shift towards more focus on customer relationship, the model was improvised by including the
relationship commitment construct. Johnson et al. (2001) comprehensively reviewed all national CSIs,
analyzed their strengths and weaknesses and proposed a new NCSB model which was an improvisation
on the limitations and flaws of the previous CSIs. The new model eliminated customer expectations and
instead included corporate image. Due to the cross-sectional nature of the survey data collected after
purchase, the data related to the corporate image are actually the post-purchase perception of the
consumers. Based on this rationale, it was incorporated as a consequence of customer satisfaction in the
new NCSB model. The second modification was the replacement of the value construct with the pure
price construct as an antecedent of both customer satisfaction and loyalty. Johnson et al. (2001) argued
that since quality is a part of the value, the quality-value relationship is perplexed. Also, in the ACSI
and SCSB models, the linkage between expectations and value is not clear. Hence, the value was
replaced by pure price construct which is a comparison of product price vs. expected price and
competitor's price. The third change involved was the inclusion of relationship commitment and
corporate image as predictors of customer loyalty. And final change was the addition of complaint

handling as a predictor of both customer satisfaction and loyalty. Johnson et
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al. (2001) proposed that efficient complaint handling affects the probability of repurchase by customers
or recommending it to others. Also, they measured the quality construct using SERVQUAL scale
(Parasuraman et al., 1988), unlike the overall quality scales in other CSIs. Thus, the new NCSB model
as shown in Figure 4 was vastly different from the previous CSIs. The model was validated using
customer data from various companies across five industries (airline, COMPANY As, service stations,
bus transportation, and train transportations) in Norway. A total of 19 items from SERVQUAL
(Parasuraman et al., 1988) to measure quality and 22 items to measure other constructs were used. The
study results showed that the model successfully isolated all the constructs. Perceived price had a
considerable effect on satisfaction, but not on loyalty across all industries. However, commitment
variables showed a significant impact, where affective commitment had a stronger relationship with
satisfaction and loyalty. The effect of the corporate image was small but significant across all
industries. The direct impact of satisfaction on loyalty was low but significant for each industry. It was
greater where the customers had more alternatives such as COMPANY As, gas stations and airlines
(Johnson et al., 2001). Since most of the dimensions of SERVQUAL did not have a significant effect
on customer satisfaction, Johnson et al. (2001) proposed a recommendation that industry or company-
specific drivers of customer satisfaction as proposed by Johnson and Gustafsson (2000) to improve the
model explanatory power.

(EPSI Report, 2007) (Rajendran, R. P., & Arun, C. J. 2019,p8)

2.3.3.5 Swiss Index of Customer Satisfaction (SWICS)

Inspired by other CSIs, a national customer satisfaction index for Switzerland was developed by
researchers from the Universities of Basel, Switzerland. The SWICS model as shown in Figure 5 was
different from ACSI and SCSB with only three constructs in the model. A new construct 'customer
dialogue' was included apart from the traditional constructs of customer satisfaction and loyalty. It was
conceptualized that customers with greater satisfaction are further interested in long-term dialogue and
are more likely to be loyal to the firm (Bruhn and Grund, 2000). The model was tested based on the
data collected in 1997 from a total of 3845 customers of various companies from 20 industries across 6
sectors. The model was validated with a good fit for all industries. The results revealed that customers
in Switzerland seemed to be more satisfied than other countries with an overall index of 81.8. The
index for customer loyalty was 79.9 while that of customer dialogue was 85.5. The results showed that
both customer satisfaction and dialogue had an impact on loyalty, but varied by industry. However,
satisfaction had the greater impact than customer dialogue. The more comparable and similar the core
products/services are the more important is customer dialogue for loyalty (Bruhn and Grund, 2000).
The researchers received a positive feedback for the SWICS results which reflected the successful
implementation and high interest of many stakeholders in measuring customer satisfaction.

( Rajendran, R. P., & Arun, C. J. 2019,p9)
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2.3.3.6 Danish Customer Satisfaction Index (DCSI)

The Danish Customer Satisfaction Index (DCSI) was introduced in 2000 to understand customer
perceptions, their level of satisfaction and their impact on future loyalty in Denmark. It was based on
the ECSI model and the seven constructs from the ECSI were adopted in the DCSI model. The only
difference was perceived quality divided into two components i.e. hardware/product quality and
humanware/service quality (Martensen et al., 2000). The DCSI was tested using data from over 8000
interviews with customers of 30 companies from 8 different industries. The results showed that there
was a huge gap between the highest and lowest CSI scores of industries. The highest was for soft drinks
(CSI = 77) and the lowest for net telecommunications (CSI = 61). A prominent finding was that
expectations had nil or very limited influence on both customer satisfaction and loyalty. Hence it was
recommended to modify or remove expectations from the model in the future studies. Image was found
to be the main driver of satisfaction. Overall, it was observed that the drivers had more impact on
loyalty than satisfaction. In nutshell, the DCSI study was a successful application of the ECSI
methodology in Denmark (Martensen et al., 2000) ( Rajendran, R. P., & Arun, C. J. 2019,p9)

2.3.4. COMPARISON OF NATIONAL CUSTOMER SATISFACTION INDICES

The review of the popular national CSIs highlighted the importance of customer satisfaction
measurement and its successful application by various countries. The evolution of the CSI models has
emphasized the fact that researchers over the years have learned from the past, modified their CSI
models accordingly and implemented them successfully. Researchers have introduced some new
variables, modified or dropped certain variables in the latter CSI models to improve their diagnostic
ability and explanatory power.

he CSIs have also evolved in terms of the conceptualization and measurement of its variables. For
example, in SCSB, there is only perceived value and no perceived quality (Fornell, 1992). Later in
ACSI, perceived quality was separated from the perceived value (Fornell et al., 1996). In ECSI,
perceived quality was differentiated into two variables such as product quality (hardware) and service
quality (humanware) (Eklof and Westlund, 2002). In NCSB, the SERVQUAL instrument (Parasuraman
et al., 1988) was used to evaluate quality (Johnson et al., 2001). Similarly, various national CSIs
conceptualized the same latent variables with different manifest variables. However, it is important that
the manifest variables represent the distinct characteristics of the latent variable which they represent
(Yang et al., 2004). The summary of all variables and manifests of some of the popular national CSIs
are presented in Table 1. Customer expectation was measured in SCSB using a single manifest
variable; while in ACSI, it was measured using three manifests similar to perceived quality i.e. overall
expectation, the expectation for reliability and features of products or services. The empirical studies
suggest that it has little or no influence on customer satisfaction in most circumstances. Though it was
hypothesized as an antecedent of perceived quality and value in SCSB and ACSI, evidences from

various studies showed that expectations had limited effect on other
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constructs. Hence, it was eliminated in the NCSB and SWICS models (Yang et al., 2004). In earlier
studies on ECSI model, the corporate image was posited as the antecedent of customer expectations,
satisfaction, and loyalty. Later, the application of ECSI on Denmark i.e. Danish CSI by Martensen et al.
(2000) proved that image was a significant driver of satisfaction and loyalty with greater impact than
other variables. Corporate image or reputation was introduced in NCSB as an independent latent
variable. However, in the new NCSB model, the corporate image was posited as an outcome of
satisfaction and driver of loyalty which was found to be significant (Johnson et al., 2001). The conflicts
regarding the roles of corporate image in CSI models arose from its varying conceptual assumptions
and connotations (Yang et al., 2004). Customer satisfaction, however, was uniformly measured across
all national CSIs using three manifest variables i.e. overall satisfaction, fulfilment of expectation and
comparison with ideal product or provider. On the other hand, customer loyalty was measured
differentially for the various CSIs. In SCSB and ACSI, it was measured using two manifests i.e. repeat
purchase intention and price tolerance (Fornell, 1992; Fornell et al., 1996). In ECSI, the customer
word-of-mouth i.e. intention to recommend was included (Ekl6f and Westlund, 2002). In NCSB,
loyalty was represented as a behavioural and attitudinal entity with repurchase intention, intention to
speak favourably about the company to others i.e. advocacy and intention to recommend (Johnson et
al., 2001). The customer loyalty measure in SWICS included three manifests i.e. repurchase intention,
intention to switch and intention to recommend (Bruhn and Grund, 2000). The researcher has derived
certain interesting insights from comparison of the methodology and results of various CSIs. A detailed
comparison of the CSIs based on their model composition, the sample used for validation and major
findings are presented in Table 2.

(Rajendran, R. P., & Arun, C. J. 2019,pp.9-10)
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Table 1: Comparison of Latent and Manifest Variables of Various National CSIs

Source : ( Rajendran, R. P., & Arun, C. J. 2019,p11)

LatentMamifest
Variables SCSB ACSI ECSI NSCB SWICS
Overall expectation; Ovenall )
Customer Expectations Expectation for performance Expectation for reliability; - ¥ u::
Expectaticn for feature :
Tangbles;
Overall perception of quality; Overall perception of quality; Rehability;
Perceived Quality Perception of rekability; Meet requirements; Responsiveness;
Perception of features Conpared with competitors Assurance;
Enpathy
X i Quality given price; Quality given price; Quality given price;
e A Price given quality Price given quality Price given quality
Overall image; Image compared to other companies;
Corporate Image/ Business practice; Image of the store;
} - Ethics; What friends say about image;
Social responsibility Overall image
Overall satisfaction; Overall satisfaction; Overall satisfaction; Overall satisfaction; Sl ity
Customer Satisfaction  Fulfillment of expectation; Fulfillment of expectation: Fulfillment of expectation: Performance v ideal; mﬁ‘g‘:fm”
Companison with ideal Conpanison with ideal Conpanison with ideal Expectancy disconfirmation Satizfaction © 110 ideal
The conpensation offerad by the
. i Conplaints to personnel; = company;
. Conplaints to management K— cory ’ Employees treated you politely and
with respect when you conplained
; Likelthood of retention; .
Repurchase intention; Repurchase intention;
Customer Loyalty ¥ : ¥ i o Intention to buy more; oy . i 2 ¥ Intention to recomumend;
Tolerance of price Toleraace of price about the conpany to others; 5 -
Intention to reconunend Likelibood of rec i Ention to Wi
Pnce compared to quality;
Perceived Price Price compared to other companies;
Price conmpared to expectations
Willingness to contact the
. provider;
Customer Dislogne Easiness of dialogue;
Satisfaction with dialogue

Table 2: Comparison of Model, Methodology and Findings of Various National CSIs Source : ( Rajendran, R. P., & Arun, C. J. 2019,p12)

cs1 Variables in the Model Sample Size Findings
. > Perceived 25.000 - Cmmvademmm‘-b smsﬁdnimnun}m:ndsc\ue
SCSB P e (value), Cu 100 firms from 32 - products (services) o
Customer loyalty industries WWQPMNWCSBMOM
- Monopolies experience lower CSB than competitive industmes
Customer tions, Perceived quality 44,994 respondents The national ACSI score - 74.5

200 companies across 7

Vaniance explained (R”) Customer satisfaction-0.75 Customer loyalty-0.36
The impact of quality on customer satsfaction was greater than value

24 The effect of customer expectations was not signifi and high as exp d

- Customers in Finland were the most satisfied Dy Sweden and Russia were the least sansfied

Over 100,000 - For some industnes like electricity, expectations were higher than perceived quality. Thus, expectations in terms of

ECSI Customer expectations, Perceived qualty, mterviews quality were not fulfilled
Perceived value, Image Complaints, Loyalty 4 industries across 11 - Larger gap resulted in a severe drop m customer satisfacton

countries - Perceived value was given the Jowest rating
- Loyalty indices of most countries were around 0.7

~250 respondents per

NCSB thr) Price index, Corporate image,

handling. Cu loyalty

ompany
42 companies from 12
industmies

Corporate image and satisfaction were two Important routes to customer loyalty for most service companies

When quality differences are hard to detect for the an mp: dc

P

existing customers and aTract DEW Prospects

image may help to retain

This model explained more vanance in loyalty than other national indices

itv. Pri The@ahtvdmsuxs(&ﬂl\@ﬂ)chdmsxmmgm
_ Quhq._hxemg!eLCapqmmgg. 2.75£nm . Effact of satist cn loyaity was go es wi had hoices such as banks.
New NCSB  Complamt handling, Affective ¢ 5 e
Calculative conmmitment Customer loyalty gas staticns and airtines
- Recommendation - Enploy overall, generic quality scale for national models
- Limitation - Based on data from small econonty
3.845 3 - Both customer satisfaction and dialogue impact loyalty, but vary by industry
SWICS Customer dialogue, ’binthstnesan'ossé However, satisfaction was more crucal
C sansfaction, Ou loyalty s - The more comparable and sinular the core products/services were, the more Imp was ¢ dialogue for
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Based on the learning from past CSIs, the latter CSIs were developed by introducing new variables,
adapting existing variables, revising the interrelationships between variables and modifying the model
composition. The aim was to improve the explanatory power of the CSI model by transforming it to be
more relevant to their country and research context. A classic example is the eventual elimination of the
customer expectations variable which was a prominent antecedent in ACSI and ECSI, but later
removed in NCSB, SWICS, etc. Based on the findings from ACSI, it was observed that the effect of
customer expectations on customer satisfaction and loyalty was not significant and as high as expected.
Despite satisfactory results in ECSI, the DCSI study in Denmark which was based on the ECSI model
showed that expectations had nil or very limited impact on satisfaction and loyalty. Hence, the study
strongly recommended a change or removal of expectations in future ECSI model. With the
transforming economy and greater competition, the perceptions of image of the company held in the
consumer's memory became vital and corporate image emerged as a promising predictor of customer
satisfaction and loyalty. ECSI, NCSB and DCSI employed corporate image which emerged as an
important driver of customer satisfaction. Despite perceived quality being a primary antecedent of
customer satisfaction in most CSls, there were variations in its effect and significance, thus offering
some noteworthy insights. In ACSI and ECSI, perceived quality was measured using a generic quality
scale and was found to have greater impact on customer satisfaction than other variables like value and
expectations. In the new NCSB, the overall quality was replaced with five specific quality variables i.e.
reliability, assurance, tangibles, empathy and responsiveness from SERVQUAL scale in an effort to
improve the model explanatory power. However, these quality variables did not have a significant
effect on satisfaction. Hence, it was recommended to adopt overall quality variable for national models
and industry or company-specific quality variables for CSI studies on a smaller scale. Thus, it is evident
that knowledge gained from past CSls, the changing economy, country background, regional culture
and community perceptions together played a crucial role in determining the development and

conceptualization of the CSI models ( Rajendran, R. P., & Arun, C. J. 2019,p12).

2.3.4. Customer Satisfaction and Customer Relationship Management(CRM)

Law et al. (2018) states that minimal academic research was undertaken to investigate the adverse
aspects of CRM and thus, this could be considered as an area for future research. Moreover, according
to Edinger, (2018) around one third of CRM projects fail, thus CRM could have its problems and this
requires investigation. The failure is caused by the fact that CRM practices are used for monitoring and
reporting rather than for attracting new sales, thus there is an unrealistic shadow interest in building a
relationship with customers and the main concern of applying CRM is data entry about customers
which leads to invading customer privacy and annoying customers with intrusion and burdens the
organization with unnecessary expenses.

Furthermore, Sota, et al. (2019) note that nearly none of the articles handling CRM have analyzed the

impact of CRM on new customer generation which is critical
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Customers are the key for achieving company’s success. For doing so, the company has to optimize
customer’s satisfaction and minimize various problems which correlate directly to customers. They, the
customers will be postive convinced if their expectations from bought products or services can be met
or even exceeded [1]. The current trend of dynamic progress and customer’s needs can be solved if the
company has reliable and wellorganized customer management systes which is well known as

Customer Relationship Management (CRM)

2.5. Conclusion:

Customers’ satisfaction at the company is in the good category. The highest score is on the statement
"the company has a good quality product". The level of customer satisfaction at the company is
effected by the customer relationship management (CRM) system implemented by the company.
Which with CRM, the company enable study customer characteristics in detail, adjust company
offerings to individual requests, and maintain the privacy of each customer.

1|
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Chapter 3: Research Methodology

3. Chapter 3: Research Methodology

3.1. Introduction
This chapter discusses the research types and research design, respondent and sampling

procedure, questionnaire design, scaling technique, data collection and analysis which were
used to conduct this research.
This chapter outlines the research methodology yemployed to investigate (Company A-Saudia Arabia)

It details the operational definitions for research variables,research design,research
population&sampling methods andt echnique,datacollection methods,types of data,and data analysis
methods&procedures.

3.2. Operational definitions for research variables !
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In research studies, operational definitions are key inclearly defining the variables being measured. An
operational definition describes how a variable will be measured, observed, or manipulated. It helps
researchers ensure that their studies are consistent, reliable, and valid.

3,2,1. CRM (The independent variable)

3,2,2. Customer Satisfaction (The dependent variable)

3.3. Research design (research onion)

This research is basically quantitative in nature. Descriptive research design has been used for this
research, as it has clearly defined objectives .The research process is fully formal and structured, and
data analysis is quantitative. This research design is usually a type of conclusive research, which has its
major objective of describing something. It specifies the methods for selecting the sources of
information and for collecting the data from the sources.

A quantitative survey was used as the primary strategy to obtain the needed information also. This
research has administrated a single cross-sectional design in which only one sample of respondents is
taken from the target population, and information was collected from this sample only once.

* Research philosophy: Positivism

* Research approach: Deductive
* Research strategy: Case study
* Research choice: Mono Method

* Time horizon: Cross-sectional

Positivism

Deductive

Case study

Quantitative

Cross-sectional

Questionnaires
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* Data collection and analysis techniques: Questionnaires

3.4. Research population & Sampling methods and technique
The population of this research is based on all the individuals who are the recipients of saudai's
copmanys Medium Project .

. The representative sample of this population involves those individuals in Riadh who have earlier
assumed services from either public or private organizations. The study is limited by the small sample
size, which may not be enough to fully represent the actual population. The sample size is 30.

3.4.1. Research Population

Sector or company name | Classifications Number of employees
Top Managers 4
Stuff 10

Designed by researcher.

By the researcher,(2024)

3.4.2. Research Sample

Table number (#) Research Sample

The research sample Sample size
Target employees in ### company |30 — 40 employees

By the researcher,(2024)

3.4.3. Sampling Method & Techniques

The sampling method is Probability and the sampling techniques is Simple Random Sampling

3.5. Data collection method

Non-probability convenience sampling technique has been used as it is the least expensive and least
time-consuming of all sampling techniques. The survey continued for 1 week from. SurveyHeart
mobile app had been used to distribute the survey questionnaire. The survey link was google form
shared with 50 respondents through WhatsApp. Out of 30 respondents, 40respondents were participated
in this survey. So, the sample size is 30.

3,5,1. Independent variable (Customer Relationship Management (CRM))

The researcher relied onthe questionnaire of Ahmed, M. (2021). .In order to measure the independent
variable Customer Satisfaction (CRM), in terms of seven dimensions: Service Quality, Customer
Database, Handling Complaints, Interaction Management, CRM Based Technology and Relationship
Development, overall 25 items for the entire variable.

Whereas the Customer Satisfaction (CRM), dimension consists of 7 elements, the Service Quality
dimension It consists of 5 elements, the Customer Database consists of 4 elements,the Handling
Complaints of 3 elements, Interaction Management of 3 elements, CRM



Based Technology of 4 elements and Relationship Development of 3 elements,.

Type of instrument is Likert Strongly agree, agree, neutral, disagree, strongly disagree

Table number (#) Independent variable

Variable Dimensions Number of Items Sources
Service Quality 5
Customer Database 4
Employee Behavior 3
Customer Relationship Handlin.g Complaints 3 Ahmed, M. (2021)
Management (CRM) Interaction Management 3
CRM Based Technology 4
Relationship Development 3
Overall 25

By the researcher,(2024)

3,5,2. Dependent variable (Customer Satisfaction (CS) )

The researcher relied on onthe questionnaire of Jou, G. Y. (2018) In order to measure the independent
variable (Customer Satisfaction (CS) ) , in terms of one dimension, which is the Customer Satisfaction
(CS) with the total 4 items for the entire variable. The instrument type is Likert Strongly agree, agree,
neutral, disagree, strongly disagree .

Table number (#) Independent variable

Variable

Dimensions

Number of Items

Sources

Customer Satisfaction (CS)

Customer Satisfaction (CS)

4

Jou, G. Y. (2018).

By the researcher,(2024)

|
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3.6. Types of data

This research is based on both primary and secondary sources of data
Primary data: Primary data have been collected from the recipients of Medium Project

(Company A- Saudia Arabia ) who have previously assumed services from either public or private
organizations through online survey. Subsequently, these data were analyzed into four steps involving

demographic profile of the respondents, correlation analysis, regression analysis and factor analysis.

Secondary data: Secondary data have been collected from various journals articles, books, websites
articles, statistical database and newspapers articles and reports. These data were mainly used to narrate
the literature review chapter and research background of the introduction chapter and other necessary
parts of this report.

3.7. Statistical analysis procedures

After collecting data, it is essential to analyze the information gathered to draw meaningful
conclusions. As, the Statistical Package for the Social Sciences (SPSS), specifically version 28, were
used to analyze the collected data.

The sample profile test was conducted, via descriptive analysis, to gain insights into the characteristics
of the sample population. It helps researchers understand the demographics, preferences, and other
relevant information about the individuals involved in the study.

Validity and reliability tests are crucial in ensuring that the data collected is accurate and consistent.
Validity tests Exploratory factor analysis) to determine if the research instruments measure what they
are intended to measure, while reliability tests (Cronbach® Alpha test) assess the consistency of results
over time.

The sample profile test was conducted, via descriptive analysis, to gain insights into the characteristics
of the sample population. It helps researchers understand the demographics, preferences, and other
relevant information about the individuals involved in the study.

3.8. Conclusion

The purpose of the study was to determine the impact of customer relationship management on
customer satisfaction in the hotel industry. Descriptive analysis was carried out for demographic
variables. Pearson product moment correlation was employed to carry out a correlation between
different variables and linear regression was applied to portray the dependence of one variable on other
variables.

|
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4.1 Introduction

This chapter presents the results of the field study that were statistically analyzed using the statistical
programs SPSS version 28. The current chapter of statistical analysis includes descriptive statistics for
the sample under study using SPSS version 28. Testing the validity and reliability of the questionnaires
used to collect the required data from the current study sample. In order to test the research hypotheses
and the suitability of the model, simple linear regression analysis was conducted via SPSS 28.

4.2 Characteristics of the study sample.

The study sample was distributed according to gender - age group - number of years of experience -
nature of work and educational level. * Frequencies and percentages were calculated for the study
sample members and are represented by demographic information that includes:

Gender includes (male, female).

The age group includes (from 20 to 30 years, from 31 to 40 years, from 41 to 50 years and more than
50 years).

Number of years of experience including (less than3 years, from 5 to 9 years, from 10 years or more).
Nature of work, including (Manager / Department Head / Assistant Manager/ Employee)
Educational level, includes (Collector / High School / Intermediat).

Gender
F P " Valid Cumulative
requency ereen Percent Percent
Male 36 81.8 81.8 81.8
Valid Female 8 18.2 18.2 100.0
Total 44 100.0 100.0
Age
Valid Cumulative
Frequency Percent Percent Percent
Valid 20-30 years 9 20.5 20.5 20.5
31-40 years 14 31.8 31.8 52.3
40-50 years 19 43.2 43.2 95.5
More than 50 years 2 4.5 4.5 100.0
Total 44 100.0 100.0
Educational
Valid Cumulative
Frequency Percent Percent Percent
Valid High Schoo 7 15.9 15.9 15.9
Collector 37 84.1 84.1 100.0
Total 44 100.0 100.0
Experience
Valid Cumulative
Frequency Percent Percent Percent
Valid Less than 3 years 8 18.2 18.2 18.2
5-9years 12 27.3 27.3 45.5
10 years or more 24 54.5 54.5 100.0
Total 44 100.0 100.0
Position

|
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Valid Cumulative
Frequency Percent Percent Percent
Valid Department Head 6 13.6 13.6 13.6
Assistant Manager 1 2.3 2.3 15.9
Employee 37 84.1 84.1 100.0
Total 44 100.0 100.0
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Educational

/

Gender

d

”

m 20-30 years m 31-40 years

= Male = Female = 40-50 years = More than 50 years m High Schoo = Collector = Total

Experience Position

>

P

= Lessthan3years = 5-9years = 10 yearsor more = Department Head = Assistant Manager = Employee

4.3 Measuring the validity and reliability of study instruments

In order to verify the validity and reliability of the measures used in the study, the internal consistency
validity of the questionnaires used to measure the study variables was tested, in addition to measuring
the convergent validity by measuring the Average Variance Extracted (AVE). While the reliability of
the measures used in the study was measured by Measuring the value of Cronbach's alpha, through the
structural equation modeling (SEM), using the statistical analysis program SPSS version 28 .The
following paragraphs and tables explain this.

4.3.1 Validity of the measures used in the study

The internal consistency validity of the scales used to measure the study variables was tested, in
addition to measuring the convergent validity by measuring the average variance extracted. Internal
consistency validity: It means the extent to which each statement of the questionnaire is consistent with
the variable to which it belongs. Therefore, the researcher measured the internal consistency of the
questionnaires by calculating the correlation coefficients between the score of each statement and the
total score of the variable to which it belongs. According to Kaiser (1974) study, a correlation
coefficient of less than 0.5 is removed from the questionnaire. Convergent Validity: The average
variance between statements that measure the same scale is measured by calculating the average
variance extracted (AVE), whose value must be greater than 0.5 according to Hair et al (2006). The
following tables show the statistical results for (correlation coefficients, standard deviation, calculated
T value, and P value between the score of each statement and the total score of the variable to measure
the validity of the internal consistency of the questionnaires. Also, calculating the value of the average
variance extracted (AVE) to measure the convergent validity of the questionnaires through the equation
model. Structural SPSS version 28, as follows:

MIDocEAN
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Variable Statements KMO [ Factor loadings | Standard deviation | P values | Average variance extracted
SQ1 0.830 0.66433 0.00
SQ2 0.664 0.62201 0.00
Service Quality SQ3 0.569 0.77350 0.00 0.6235
SQ4 0.544 0.66114 0.00
SQ5 0.511 0.68044 0.00
CD1 0.475 0.76215 0.00
CD2 0.531 0.61474 0.00
Customer Database CD3 0.822 0.99470 0.00 0.6544
CD4 0.791 0.85125 0.00
EB1 0.800 0.80531 0.00
Employee Behavior EB2 0.584 0.72409 0.00 0.7270
EB3 0.797 0.66114 0.00
Customer Relationship Management HC1 0.648 0.895 0.68005 0.00 0.7130
Handling Complaints HC2 0.873 0.81833 0.00 0.8127
HC3 0.670 0.86998 0.00
IM1 0.529 0.70935 0.00
Interaction Management IM2 0.822 0.87574 0.00 0.6419
IM3 0.575 0.81315 0.00
CRMT1 0.747 0.77589 0.00
CRMT2 0.860 0.71343 0.00
CRM Based Technology CRMT3 0613 0.63170 0.00 0.7729
CRMT4 0.871 0.77623 0.00
RD1 0.757 0.59018 0.00
Relationship Development RD2 0.767 0.80564 0.00 0.7586
RD3 0.751 0.74567 0.00
CS1 0.874 0.62497 0.00
. . . . CS2 0.920 0.58658 0.00
Customer Satisfaction Customer Satisfaction S3 0.792804 0874 082392 0.00 0.8980 0.8980
CS4 0.923 0.66433 0.00

4.3.2 Reliability of the study tool
The stability of the questionnaire refers to the stability of the questionnaire results and their non-change
significantly if they were redistributed to the sample individuals several times during specific time
periods. To measure the stability of the questionnaires used to measure the study variables, Cronbach's
alpha values were calculated using SPSS version 28. According to (2010) Hair et al, the value must be
greater than 0.7 for the scale to be stable.

Variable Number of Statements | Cronbach's alpha
Customer Relationship Management | Service Quality 5 0.819 0.844
(CRM) Customer Database 4 0.816
Employee Behavior 3 0.832
Handling Complaints 3 0.835
Interaction Management 3 0.807
CRM Based Technology 4 0.824
Relationship Development 3 0.826
Customer Satisfaction (CS) Customer Satisfaction 1 0.783 0.829

(Customer relashinship management CRM) :The statistical results showed that the values of Cronbach's
alpha are (0.819,0.816,0.832,0.835,0.807,0.824,0.826) , which indicates that all values are greater than
0.7 . According to Hair et al (2010), the stability of the scale has been achieved.
(Customer satisfaction CS) :The statistical results showed that the values of Cronbach's alpha are
(0.783) , which indicates that all values are greater than 0.7 . According to Hair et al (2010), the
stability of the scale has been achieved.
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4.4 Descriptive analysis of the study variables

Strongly Disagree | Disagree | Neutral | Agree |Strongly Agree
1 2 3 4 5
level (degree) . ) . .
. Relative weight % Result (general trend) | The value of the arithmetic
Practice/importance
mean
very low From 20 to less than 36% |Strongly disagree From 1 to less than 1.80
Low From 36 to less than 52% |Disagree From 1.80 to less than 2.60
Middle From 52 to less than 68% |Neutral From 2.60 to less than 3.40
High From 68 to less than 84% |Agree From 3.40 to less than 4.20
very high From 84 to less than 100%)] Strongly agree From 4.20 to less than 5
Variable Arithmetic Mean | Standard deviation General trend Level of importance
Service Quality 4.2727 0.45462 Strongly agree very high
Customer Database 3.9602 0.59048 Agree High
Customer  |Employee Behavior 4.2576 0.59656 Strongly agree very high
Relationship  |Handling Complaints 4.1364| 4.123 | 0.70553| 0.410 |Agree Agree |High High
Management |Interaction Management 4.0000 0.63082 Agree High
CRM Based Technology 4.0398 0.50273 Agree High
Relationship Development | 4.1742 0.54507 Agree High
Customer Satisfaction 3.917| 3.917 0.551|  0.551|Agree Agree [High High

4.5 Linear correlation coefficients between the study variables

The results of correlation analysis are shown in Table. It examines the correlations coefficient among
service quality, customer database, employee behavior, handling conflicts, interaction management,

customer relationship management based technology, and relationship development and customer
satisfaction. It is also indicates the direction, the strength and significance of the relationship among all

variables.

|
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Correlations

Variable SQuality CDatabase | EBehavior HComplaints interactionM CTech RelationshipD CSatisfaction
Pearson 1 4927 4217 5197 400" 486" 5427 5497
. Correlation
SQuality g5~ 2 tailed) 0.001 0.004 0.000 0.007 0.001 0.000 0.000
N 44 44 44 44 44 44 44 44
Pearson 492" 1 305" 372" 650" 603" 413" 564"
Correlation
CDatabase Sig. (2-tailed) 0.001 0.044 0.013 0.000 0.000 0.005 0.000
N 44 44 44 44 44 44 44 44
Pearson 4217 305" 1 363" 474" 392" 479" 346"
. Correlation
EBehavior g "o tailed)|  0.004 0.044 0.016 0.001 0.009 0.001 0.021
N 44 44 44 44 44 44 44 44
Pearson 519" 372" 363" 1 546 323" 333" 4447
" Correlation
HComplaints - i ™5 ailed)|  0.000 0.013 0.016 0.000 0.032 0.027 0.003
N 44 44 44 44 44 44 44 44
Pearson 400 650" 474" 546" 1 458" 428" 496"
. . Correlation
interactionM 'gio "2 tailed)|  0.007 0.000 0.001 0.000 0.002 0.004 0.001
N 44 44 44 44 44 44 44 44
Pearson 486 603" 3927 323" 458" 1 4137 588"
Correlation
CTech Sig. (2-tailed)|  0.001 0.000 0.009 0.032 0.002 0.005 0.000
N 44 44 44 44 44 44 44 44
Pearson 542" 413" 479" 333" 428" 4137 1 656
Iationshi Correlation
RelationshipD - Foe ™5 " iled) 0.000 0.005 0.001 0.027 0.004 0.005 0.000
N 44 44 44 44 44 44 44 44
Pearson 5497 5647 346 444" 496" 588" 656 1
. . Correlation
CSatisfaction I'q "o tailed)|  0.000 0.000 0.021 0.003 0.001 0.000 0.000
N 44 44 44 44 44 44 44 44

Interpretation of Correlations:

From the Table, it shows that all the variables are positively correlated.

4.6 Results of testing the validity of the study hypotheses

|
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The Relationship between Service Quality and Customer Satisfaction

the results of regression analysis of overall service quality on customer

satisfaction. The results indicate that the adjusted R-square value is at 0.285 which means service
quality affects 28.5% on customer satisfaction. The table below shows that service quality has a
significant and positive influence on customer satisfaction as f=0.549 and p<0.05.

Model Summary

Adjusted R Std. Error of
Model R R Square Square the Estimate
1 .549° .302 .285 46590

a. Predictors: (Constant), SQuality

Coefficients

Standardized
Unstandardized Coefficients  Coefficients

Model B Std. Error Beta t Sig.
1 (Constant) 1.072 6 1.597 118
SQuality 666 156 549 4.260 <001

a. Dependent Variable: CSatisfaction

The Relationship between Customer Database and Customer Satisfaction
The results of regression analysis of overall Customer Database on customer
satisfaction. The results indicate that the adjusted R-square value is at 0.302 which means

Customer Database affects 30.2% on customer satisfaction.
The table below shows Customer Database has a significant and positive influence on customer satisfaction as

p=0.564 and p<0.05.

Model Summary

Adjusted R Std. Error of
Model R R Square Square the Estimate
1 5647 319 .302 .46026

a. Predictors: (Constant), CDatahase

Coefficients”

Standardized
Unstandardized Coefficients  Coefficients

Model B Std. Error Beta t Sig
1 (Constant) 1.831 AT76 3.848 <.001
CDatabase 527 119 564 4430 <.001
a. Dependent Variable: CSatisfaction |
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The Relationship between Employee Behavior and Customer Satisfaction

The results of regression analysis of overall Employee Behavior on customer satisfaction.

The results indicate that the adjusted R-square value is at 0.099 which means Employee Behavior affects 9.90%
on customer satisfaction. The table below shows that Employee Behavior has a

significant and positive influence on customer satisfaction as f=0.346 and p<0.05.

Model Summary

Adjusted R Std. Error of
Model R R Square Square the Estimate
1 .346° 120 .099 52312

a. Predictors: (Constant), EBehavior

Coefficients®

Standardized
Unstandardized Coefficients  Coefficients

Model B Std. Error Beta t Sig.
1 (Constant) 2.556 575 4.448 <001
EBehavior 319 134 .346 2.389 021

a. Dependent Variable: CSatisfaction

The Relationship between Handling Complaints and Customer Satisfaction

The results of regression analysis of overall Handling Complaints on customer

satisfaction. The results indicate that the adjusted R-square value is at 0.178 which means Handling Complaints
affects 17.8% on customer satisfaction. The table below shows that Handling Complaints has a

significant and positive influence on customer satisfaction as f=0.444 and p<0.05.

Model Summary

Adjusted R Std. Error of
Model R R Square Square the Estimate
1 .444°2 197 178 .49966

a. Predictors: (Constant), HComplaints

Coefficients”
Standardized
Unstandardized Coefficients ~ Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) 2483 453 5.482 <.001
HComplaints 347 108 444 3.208 003

a. Dependent Variable: CSatisfaction
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The Relationship between Interaction Management and Customer Satisfaction

The results of regression analysis of overall Interaction Management on customer satisfaction.

The results indicate that the adjusted R-square value is at 0.228 which means Interaction Management affects
22.8% on customer satisfaction. The table below shows that Interaction Management has a

significant and positive influence on customer satisfaction as f=0.496 and p<0.05.

Model Summary

Adjusted R Std. Error of
Model R R Square Square the Estimate
1 .496° .246 .228 .48405

a. Predictors: (Constant), InteractionM

Coefficients®

Standardized
Unstandardized Coefficients Coefficients

Model B Std. Error Beta t Sig
1 (Constant) 2183 474 4.608 <.001
InteractionM 433 A17 496 3.704 <.001

a. Dependent Variable: CSatisfaction

The Relationship between CRM Based Technology and Customer Satisfaction

The results of regression analysis of overall CRM Based Technology on customer satisfaction.

The results indicate that the adjusted R-square value is at 0.330 which means CRM Based Technology
affects 33% on customer satisfaction. The table below shows that CRM Based Technology has a
significant and positive influence on customer satisfaction as f=0.588 and p<0.05.

Model Summary

Adjusted R Std. Error of
Model R R Square Square the Estimate
1 .588°% .345 .330 45111

a. Predictors: (Constant), CTech

Coefficients®

Standardized
Unstandardized Coefficients Coefficients

Model B Std. Error Beta t Sig.
1 (Constant) 1.315 557 2.360 023
CTech 644 A37 588 4.707 <.001

a. Dependent Variable: CSatisfaction

The Relationship between Relationship Development and Customer Satisfaction

The results of regression analysis of overall Relationship Development on customer satisfaction.

The results indicate that the adjusted R-square value is at 0.417 which means Relationship Development 41.7%
on customer satisfaction. The table below shows that Relationship Development has a

significant and positive influence on customer satisfaction as f=0.656 and p<0.05.
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Model Summary

Adjusted R Std. Error of
Model R R Square Square the Estimate
1 .656° .430 417 .42080
a. Predictors: (Constant), RelationshipD
Coefficients
Standardized
Unstandardized Coefficients ~ Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) 1.148 496 2.318 025
RelationshipD 663 118 656 5.633 <.001

a. Dependent Variable: CSatisfaction

Main CRM factors That Influencing Customer Satisfaction

The adjusted R square value was 0.531, which means that CRM factors

has an effect of 53.1% on customer satisfaction and therefore all variables under CRM are good in
predicting customer satisfaction. Based on the results, Relationship Development is the variable that
contribute the most on customer satisfaction as Relationship Development has the

highest beta value (0.438). The table below also indicates that tolerance value is higher than 0.10 and VIF
value is below than 10.0 and therefore multicollinearity problem is not occurring in this study.

Model Summary

Adjusted R Std. Error of
Model R R Square Square the Estimate
1 .779° .607 531 37745
a. Predictors: (Constant), RelationshipD, HComplaints,
CTech, EBehavior, CDatabase, SQuality, InteractionM
Coefficients®
Standardized
Unstandardized Coefficients Coefficients Collinearity Statistics
Model B Std. Error Beta t Sig. Tolerance VIF
1 (Constant) -.160- 617 -.259- 797
SQuality .085 A79 .070 471 641 498 2.009
CDatabase 134 150 143 892 .378 422 2.368
EBehavior -103- A1 -112- -.852- 400 .636 1.572
HComplaints 109 107 140 1.022 313 584 1.714
InteractionM .037 142 .042 .259 797 412 2425
CTech .291 153 .266 1.909 .064 563 1.777
RelationshipD 443 136 438 3.252 .002 .602 1.662
a. Dependent Variable: CSatisfaction
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The table below Coefficient compares the relative importance of each coefficient in the

regression model. The Standardized Beta Coefficient column shows the contribution of each
individual variable makes to the independent variable in the model.

Coefficients®

Standardize
Unstandardized d 95.0% Confidence
Model Coefficients Coefficients Hypothesis Interval for B
Result Lower Upper
B Std. Error Beta t Sig. Bound Bound
(Constant) -0.160| 0.617 -0.259 0.797 -1.411 1.092
SQuality 0.085] 0.179 0.070 0.471 0.641| H1: Supported -0.279 0.448
CDatabase 0.134| 0.150 0.143 0.892 0.378| H2: Supported -0.170 0.438
; EBehavior -0.103| 0.121 -0.112 -0.852 0.400| H3: Supported -0.348 0.142
HComplaints 0.109| 0.107 0.140 1.022 0.313| H4: Supported -0.107 0.326
InteractionM 0.037| 0.142 0.042 0.259 0.797| H5: Supported -0.251 0.325
CTech 0.291| 0.153 0.266 1.909 0.064| H6: Supported -0.018 0.601
RelationshipD 0.443| 0.136 0.438 3.252 0.002| H7: Supported 0.167 0.719
a. Dependent Variable: CSatisfaction
Customer Relationship Management (CRM)
_ ] R=0.549
Service Quality R2=0 302
R=0.564
— - —— »
Customer Database R=0 319
. R=0.346
Employee Behavior R=012
R=0444 Customer Satisfaction
= —
Handling Complaints R=0 197
R=0.496
N > >
Interaction Management R=0 246
R=0.588
CRM Based Technology R=0 345
. R=0.656
Relationship Development R=0 43

Independent vanables

Dependent variable
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4.5 Conclusion

This research studied the relationship between CRM and customer satisfaction in Company A- Saudia Arabia.
The results found that that CRM factors

has an effect on customer satisfaction and therefore all variables under CRM are good in

predicting customer satisfaction among Company A- Saudia Arabia

In this new era, it is challenging to retain existing customer than attracting new customers

because customers like to compare an organization’s service and product quality with another. The
measurement of which CRM dimensions play a vital role in determining customer satisfaction not

only enable organization to allocate sufficient resources to provide better services, but also enable

them to propose an effective service delivery process strategy plan.
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5.1 Introduction

This chapter deals with the theoretical contribution and practical applications of the study, in addition
to the Recommendations, study’s limitations, Future studies, and the conclusion, as follows:

5.2 Theoretical Contribution

This theoretical study has three goals, all of which are

linked to customer satisfaction and loyalty in relation to CRM. A systematic literature review
in the field of customer experience management was conducted in order to achieve the study's
objectives. As a result, the study's goals are as follows:

v To review the CRM agenda in contemporary service sector.

v" To review the CRM effects on customer satisfaction.
v" To review the CRM effects on customer service.

5.3 Practical Applications

5.4 Recommendations

This chapter suggests some recommendations based on the insights of the findings of this

study which may assist academicians and practitioners of businesses in better understanding

the customer experience management activities that influence customer satisfaction in

Bangladesh's service sector.

1. Improve Service Quality: Traditionally, service sector companies were less concerned
about service quality than they are today. But trends are now changed because there is
extreme market competition and there are plenty of choices for consumers. As a
consequence, Service organizations must enhance their service level to attract consumers and
succeed in this dynamic environment.

2. Upgrade Customer Database: In Bangladesh, most service organizations do not have
adequate valid customer data. They have a lot of customer records, but most of them are not
helpful. Often, organizations can not use the data in their hands. So, upgrading customers'
databases with proper valid data is mandatory to provide service effectively.

3. Improve Customer-Friendly Behavior: There was a time when customer-friendly
behavior was totally absent. Organizations were not too concerned with how to handle

consumers. The situation began to change as the private sectors joined the services market.

The services sector companies are now paying full attention to the friendly treatment of

customers. They have begun to grow a dedicated department to deal well with customers.

Hence, service organizations should focus on improving customer friendly behavior to satisfy
customers.

4. Emphasize on Customer Complaints: Some businesses take decisive action in response
to customer complaints. However, the majority of businesses are unconcerned about the

complaints of their customers. They don't make much of an attempt to resolve consumer

issues. Customers are more satisfied as service companies fix their issues. So, service

organization should emphasize critically on handling customers’ complaints.

5. Improve Interaction Management: These days, businesses are putting a lot of emphasis
on interaction management and relationship development. Most businesses have begun to

capture the interest of customers through social media in full force by improving interaction
management.

5.5 Study’s limitations

5.5.1 Objective Boundaries

he study is limited to stating the reality of Customer Relationship Management (CRM))

with the firs and its dimensions, with mentioning the dimensions, and the second variable( Customer
satisfaction with its dimensions, with mentioning the dimensions.

5.5.2 Human Boundaries

The study is limited to (Manager / Department Head / Assistant Manager/ fl
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Employee)

5.5.3 Spatial Boundaries

The study is limited to the geographical scope of A Company in the Riyadh - Saudai Arabia
5.5.4 Temporal Boundaries

The study will be conducted within the course of the 2024 academic year.

5.6 Future studies

Through the results reached by this study, which showed the close relationship between the first variable and its
dimensions and the second variable and its dimensions, with mention of the dimensions, the researcher
recommends that others who want to continue studies on the same topics unify these results in work
environments and focus on one of the sub-hypotheses and its relationship to the study questions
proposed by the researchers.

5.7 Conclusion

After performing this research and validating it by different data and quantitative review, it
can be effectively stated that CRM is needed in every enterprise and will result in the
optimization of profitability, revenue, and consumer satisfaction. Customer satisfaction is the
most precious thing CRM offers. Consumer satisfaction is the result of an excellent CRM,
because once the customer is pleased, it leads to good word of mouth and loyalty. This, in
turn, aids in the leveraging of the Company As well as the generation of additional sales and
earnings.

Thus, this research is an attempt by the researcher to acknowledge dependent variables and
independent variables that effect CRM Customer satisfaction, service quality, customer
database, employee behavior, handling complaints, interaction management, CRM based
technology and relationship development.

The results of the hypotheses analysis show that all of the predictors of customer satisfaction
are significant. From the supported seven hypotheses, all of them are positively and
significantly impacted on customer satisfaction in the service sector of Bangladesh and
Handling Complaints (HC) is considered to be the most powerful predictor among

them. Organizations should more concentrate on handling complaints of customers,
improving the quality of service, and upgrading valid data of the customers.
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Appendix:

1. Gender : (a) Male (b) Female

2. Age : (a) Below 20 years (b) 20-30 years
(c) 30-40 years (d) 40-50 years
(e) 50-60 years (f) Above 60 years

3. Educational Level : (a) Secondary (b) Higher Secondary
(c) Graduation (d) Post Graduation
(e) Doctoral (f) Others

Section: B

Strongly Disagree Disagree Neutral Agree Strongly Agree
1 2 3 4 5
V1. Service Quality (SQ)

# | Statement SD | DN | Al SA
1 | Customer satisfaction increases as services are delivered fast.
2 | Service accuracy is important for customer satisfaction.
3 The organization meets customers’ expectations by offering a diverse

range of services and maintaining a high quality of service.
4 | For the quality of service rendered, the organization charges a fair cost.
5 | The overall ambience provided by the organization is pleasant.

V2. Customer Database (CD)

# | Statement SD | DN | Al SA
6 The organization utilizes homogeneous, heterogeneous data to handle

customers appropriately.
7 | Upgrading customer database is useful for satisfying customers.
g The organization collects customer data through behavioral and social

media platforms.
9 Officials easily get the necessary customer information to satisfy

customers.

V3. Employee Behavior (EB)

# | Statement SD | DN | Al SA
10 | A reliable service needs highly trained and qualified personnel.
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11 | Helping customers keeps them faithful to the organization.
12 | Being courteous to customers result in their satisfaction.
V4. Handling Complaints (HC)
# | Statement SD | DN | Al SA
13 | Customer problems are handled efficiently by the organization.
14 | Complaints are reviewed on a regular basis by the organization.
5 Customers pay much attention to the organization's response to
complaints.
V5. Interaction Management (IM)
# | Statement SD | DN | Al SA
16 | The confidential handling of clients improves customer satisfaction.
17 | The organization provides excellent customer touch point service.
18 The qrganization interacts with customers and elicits feedback in
attractive ways.
V6. CRM Based Technology (CRMT)
# | Statement SD | DN | Al SA
19 Customer satisfaction is improved when sending e-messages to
consumers.
20 | Customer satisfaction is increased when e-promotion is offered.
o1 The organization gains a competitive advantage by having a functional
website.
22 | Customer satisfaction depends on the availability of e-information.
V7. Relationship Development (RD)
# | Statement SD | DN | Al SA
” Customers are pleased with the organization when they are treated with
respect.
24 The majority of organizations put a great emphasis on client
relationships.
25 The organization offers customized services to address the unique
requirements of each client.
V8. Customer Satisfaction (CS)
# | Statement SD | DN | Al SA
26 | I can conveniently obtain services from the organization.
27 | I am comfortable in using the organization's services.
28 | T appreciate the organization's customer engagement efforts.
29 I am pleased and intend to repurchase the organization's services in the
future.
30 | I would recommend the organization's services to others.
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B. Customer Satisfaction

Questions

Strongly
Disagree
1

Disagree

2

Neutral

3

Agree

Strongly
Agree
5

I am satisfied with employees’
response and prompt services
provided by the hotel.

I am satisfied with products
and services offered by the
hotel.

I am satisfied with hotel
customer oriented behaviour.

Overall, I am happy and
satisfied dealing with the hotel.

|
MIDOCEAN




MIDOCEARN

U NI VERS.I



