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Preface

Customer relationship management (CRM) is the important branch of management
both in B2B and B2C segments. For the last 30 to 40 years, CRM IT systems grew
together with general IT opportunities, and now they are an essential part of the
management landscape in most companies. Big data opportunities and technologies
provide a breakthrough in customer relationship management and improve the

role of IT in the process. This book provides rich experience in implementing Al,
machine learning, and statistical analysis for CRM. The authors analyze CRM
practices in retail, online shopping, and in the financial and educational sectors. The
chapters contain analytical research and meta-analysis of various customer groups:
differentiated by age, region, and income. This book can be valuable for researchers,
students, and CRM practitioners.

Danil Dintsis

RU Training Center,

Global Business School,
Moscow, Russian Federation

Global Business School,
Barcelona, Spain
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Chapter 1

Introductory Chapter: Customer

Satisfaction Alignment with “On
the Edge” IT Tools

Danil Dintsis

1. Introduction

This book is about the new role of IT in managing customer relationships. CRM (or
customer relationship management) systems are well-known and widely implemented
for a long time. On the edge IT technologies provide an opportunity for a breakthrough
in customer relationship management and improve the role of IT in the process. In this
book the respected authors represent their experience and provide meta-analysis of the
IT technologies implementation in the subject area and the results gained.

In the current chapter, the author, who is the academic editor of the book,
presents his vision and approach of the role of IT and especially on the edge
technologies for customer relationship management.

The growth of the on the edge technologies such as big data [1], machine
learning, and artificial intelligence [2] provides new opportunities for customer
relationship management. In this chapter, the author makes a general overview of
those new opportunities and tools.

I.Implementing artificial neural networks (ANN)

The ANN tools provide support for the vast area of business tasks in CRM area.

a. Define product groups or bundle offers for sales
b. Define customer groups by behavior
c. Search for customer individual preferences
d. Customer recognition technologies:
e. Face recognition to improve customer service
f. Voice recognition
g. Emotion recognition (voice and chat)

II.Graph models. Predict customer path and lifecycle in a company
a. Define probable customer journey (on the example of buying a ticket)

b. Define customer lifecycle in a company

3 IntechOpen



Customer Relationship Management and IT

III.Fuzzy logic models
a. Estimate customer satisfaction
b. Estimate customer demand and develop new products/services/offers
c. Estimate demand
d. Estimate internal capabilities and capacity
e. Estimate external (market/technology) capabilities and capacity

f. Develop a product/service/offer

2. Applied research and analysis methods
a. Author analyses his own projects results.
b. Meta-analysis of existing publications and articles.

c. Analysis of request forms and queries.

3. Implementing of ANN tools

In this section I deliver our team experience of applying emotion recognition of a
customer for call (contact) center systems and leisure services (karaoke and similar).
Well-known fact is that customer satisfaction is one of the most important indicators
for business. Net present score (NPS) is often used as such indicator based on
customer satisfaction surveys. But NPS is a kind of the lagging (or postmortem)
indicator. An organization can implement also the so-called leading (or proactive)
indicators. For example, contact centers and some other services can use speech
emotion recognition services and manage customer satisfaction in a real-time mode.

Detecting customer reaction by emotion recognition is a task, which can be
solved using both supervised and unsupervised ANN learning [2, 3]. In this chapter,
the author represents the example of the emotion recognition based on voice speed
and timbre analysis without speech recognition.

In this model we do not recognize speech, but emotions only. The recognition
technique is based on the analysis of the so-called static and dynamic parameters.
Static parameters are basic voice timbre: gender (if known). Dynamic parameters
are the following: voice timbre change, speech speed and loudness, and surrounding
noise level.

Static parameters are basic for a certain caller (or user). They help to adjust the
dynamic parameters during the contact session. The ANN contains input layer,
which consists of:

¢ Gender (if known)
* Age (if known)

Input audio are separated into eight components. Each component is equivalent
to a certain frequency in the voice audio range: starting from 300 Hz and to 16 kHz.
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* The first hidden layer includes artificial neurons for:
* Basic voice timbre

* Gender (can be empty)

* Age (can be empty)

* Starting surrounding noise level

The second hidden layer proceeds the loudness parameter and contains, for
example, artificial neurons for the following attributes:

* Level of surrounding noise loudness
¢ Level of total voice loudness

* Level of high-frequency loudness

The third layer proceeds the timbre parameters, and contains the following:

* Differences in timbre

* Trend in timbre differences

The fourth layer proceeds speech tempo parameters, such as:

* Faster

e Slower

e The same

* Trend in speech tempo

The output layer contains the artificial neurons, which indicate user’ satisfaction:

* Neutral

* Better

* Worse

* Excited

* Dissatisfied

The simplified example of the ANN is shown in Figure 1.

The training algorithm is based on backpropagation analysis with elements of
convolutional artificial neural network [3, 4].

As the result, a contact center agent can receive an advice about customer

emotions in a real-time visual mode. This helps an agent to correct his/her talk with
a customer and gain customer satisfaction.
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4. Stochastic graph models for customer lifecycle and behavior
prediction

In this section I deliver the stochastic graph model [5], which controls a user—
ticket buyer—behavior at the ticket-selling Website. The goal of the ticket selling
organization is to maximize revenues with minimal expenditures and simultaneously
serve as many clients as possible. The ticket system should be able to predict cus-
tomer behavior at the Website, offer special prices in a dynamic mode, and change
number of offered places (e.g., additional carriers in a train or additional flights).

The stochastic graph tools [6] are worth to solve this class of tasks, because user’s
behavior at a Website is probabilistic at each step. Below we discuss step by step the
model of a ticket-buying process.

The stochastic graph nodes indicate current state of a system, and edge reflects
an action which leads to a new state. Each edge is weighted with a probability of a
certain action—p(ij)—where i is a starting node and j is a target node (Figure 2).

Usually a node will have a loop, which indicates that a user stays at a current
state or leaves the system with a certain probability p(i,i) (Figure 3).

1.The first node is “Start page open” V(1).

There are at least three probable next steps by a user (Figure 4):
a. Authorize in the ticket system (V2).

b. Select a route destination (V3).

c. Leave the ticket system (loop) (V1).

. p(i.j) .

i j

Figure 2.
Simple stochastic graph.
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p(i,j)

Figure 3.
Stochastic loop.

Figure 4.
Stochastic routes at step 1.

2.1f V2 path is selected, the system makes estimate of the demand based on
statistical data. Certain dynamically based tariff is generated for a user

3.1f the user authorizes (V3 node), preferred routes and destinations can be
offered. Let us examine the probabilities at the next step

4.From V2 node the user can:
a. Select the route, time, and carrier (move to V4 node). Note: each of the
mentioned parameters implies on ticket cost. The ticket seller can make
changes dynamically, for example:

i. Add or remove carriers.

ii. Increase/decrease costs for certain routes/carrier types/time
slots.

b. Move to a new selection page (V5 node).
c. Authorize (move to V3 node).
d. Leave the page (move to V1 node).
5.From the V3 node the user can:
a. Select a route and destination from a preferred list (V6 node).
b. Move to a new selection page (V5 node).

c. Leave to the start page (V1 node).
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._,‘po - end of the customer journey

Figure 5.
Stochastic routes at the end of customer journey.

Next, I show the main path on this graph, at which a user moves to buy a ticket
procedure.

6.From V4 node a user can select a place (Figure 5). Note: each place has
attribute of cost (e.g., more convenient according to general statistical
information and more preferred by this certain user). The ticket system can
have varying costs in order to gain more revenue from this certain order or by
filling the carrier. In the first case the price increases and in the second
decreases. See stochastic paths from V4 node in Figure 5.

a. Buy ticket—move to V(7) node.
b. Return to the selection page (V5 node).

As a result, the stochastic graph model can adjust the ticket system behavior
according to the user’s behavior based not only on previous statistical data but on
the probability of his/her behavior in the current session. Those algorithms can
improve both customer satisfaction and operator’ value.

5. Role of fuzzy logic in defining and balancing customer demand while
creating a new product or a service

Fuzzy (or linguistic) models usually implement subject matter (or common)
terms, for example, “good,” “cheap,” “far,” etc. Fuzzy models, as described by Lotfi
Zade and other researchers [7-9], provide formal models based on linguistic terms
by simultaneous inclusion of an element into several sets. The author of the article
provided a research [10], in which he shows the extended definition area of fuzzy
element weight from interval [0; 1] to[— oo; o0]. The extended definition area
provides the opportunity to apply fuzzy logic together with scoring models.

Let us consider a task of developing a new customer offer (either product,
goods, or service) based on customer feedback analysis, company capabilities,
technological opportunities, and other factors. The author previously published his
experience in applying fuzzy logic to develop new service offers for lifelong learn-
ing business [10].

Learning organization efficiency on the other hand depends on student’s satis-
faction and their willingness for continuous learning and capabilities to deliver
learning services cheap and adapt them to changes in customer demand.

Based on customers’ surveys, and their analysis, the author defined students’
professional improvement and satisfaction as one of the critical success factors. The
main satisfaction attributes are:
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* Price (mark this attribute with parameter named P)
* Personalized approach (PA)

* Mobility (MB)

¢ Actual content (AC)

All attributes are represented as fuzzy linguistic variables in L. Zade terms [0;1]
with step 0.2, which is like a common 5 grade model (1-5 grades). Based on those
weights (and a lot of others as well), the learning organization developed a series of
learning methods combining class-based, online, blended, synchronous, and asyn-
chronous learning. Table 1 is the excerpt from the decision matrix.

In this chapter, the general overview of this approach is given, including new
data from the latest projects. The “big data” tools such as ANN, graph models, fuzzy
sets, and others can help organizations in building strong customer relationship,
based on real-time knowledge about customer demand, happiness, and trends.

In this book, the respected reader learns about concrete implementations of IT
tools in CRM systems in different countries and businesses.

Learning method/attributes Class traditional Webinar Blended Self-paced Micro-learning

Price 0.2 0.4 0.2 0.6 1

Mobility 0.2 0.8 0.6 0.6 0.8

Personal approach 0.6 0.2 0.8 0.4 0

Actual content 0.8 0.6 0.4 0.4 0.6
Table 1.

Awareness level of fuzzy model attributes.
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Chapter 2

Customer Relationship
Management Practices in
Islamic Banks

Ahmad Rafiki

Abstract

This chapter explores the implementation of customer relationship management
(CRM) in Islamic banks through two components of organizational and technolog-
ical factors. The CRM is one of the solutions to resolve the two common issues that
are low level of public awareness toward the Islamic banks’ products and low level
of Islamic financial literacy. A mix method that is used in this chapter consists of
quantitative method using descriptive analysis and qualitative method using con-
tent analysis based on a review of literature. A stratified sampling technique is used
to collect questionnaires from a total of 22 respondents. The findings reveal that a
majority of respondents agreed to all statements related to organizational and tech-
nological factors, which affect the CRM implementation. The information in this
chapter can be useful, or as a reference, for stakeholders, particularly the financial
service authority and the bank of Indonesia in developing the Islamic banks.

Keywords: CRM, organizational factor, technological factor, Islamic banks,
Indonesia

1. Introduction

The borderless business transaction is a challenge in this global competition.
There are factors that convince customers to continuously purchase the products.
One of them is an excellent service; thus, companies nowadays are improving their
services by identifying the customers’ preferences and strengthening the relation-
ships with customers, then customers’ expectations can be fulfilled and make
them satisfy.

Managing personalization of the customer experience has been an important
task. The idea of having happy customers through better services is a key motiva-
tion in any organizations. Moreover, the increasing of online price-product trans-
parency causes a change in customers’ orientations and demands, whereby
customers are more meticulous in selecting and comparing the best prices. This is
one of the challenges for the Islamic banks to preserve the customer loyalty and
obtain the “value for money.”

Nowadays, the companies’ ways in approaching the customer are changing
toward more closer and highly responsible. It is therefore necessary to differentiate
the business approaches toward customer and product orientation. As customer
orientation is importantly needed to improve customer relationships, companies

13 IntechOpen



Customer Relationship Management and IT

are focusing on factors such as personalization, personal contact/care, and privilege
marketing to attract customers’ attention. When the managers are able to detect,
monitor, and satisfy customer needs and expectations, it displays the importance of
CRM [1]. In fact, there are studies that revealed the factors affecting the CRM
success (e.g., [2-6]).

Customer relationship management (CRM) is a concept, which consists of
strategies, technologies, and practices used to analyze and manage their interactions
with the customers. The ultimate goal of CRM is to improve the business relation-
ship while driving sales growth and improving customer retention. The company
maintains such relationship by analyzing data and information about the customers
and hence can predict future sales and behaviors.

CRM might be used and applied in many companies including the Islamic banks.
The Islamic bank is an institution, which is governed by the Islamic law called as
shariah. However, this institution requires an understanding on the needs of con-
sumers and establishes reliable relationships with customers; one of the ways is by
applying the CRM in its business operations. Islamic banks must create competitive
advantages and compete in terms of the uniqueness of products and services with
other banks. Therefore, it is important to observe the practices of CRM in the
Islamic banks, which can be used as a reference to other banks.

2. Literature review

CRM is needed by the company that has high concern on dealing with cus-
tomers, which considered as a competitive advantage. The main support of CRM is
the information technology, which plays a role in maintaining and sustaining CRM
[7]. A positive relationship with customers has been attributed to the improved
sales volume among different companies [8]. Using CRM, the Islamic banks are able
to compete in the industry, where the costs of direct sales can be reduced. However,
to get and to collect the information related to the behaviors of consumers are not
an easy task. These consumers’ databases can be useful for any actions to provide
better business operations.

Peppers and Rogers [9] explore the existence of a global tendency to the concept
of CRM, regardless of the industry of the business. This is because the companies
are concerned on creating the customer satisfactions, increasing the expectations,
and achieving the long-term loyalty of the customers.

According to Pradan [10], CRM is increasingly becoming a marketing tool for
retail and wholesale businesses. It is meant for long-term growth, which is
demanded by multinational corporations. Eventually, CRM is effective in providing
strategic concepts through efficiency improvement, customer retention, and mar-
ket development [11]. The application of CRM is beneficial to the companies
including the incidence of innovation, value enhancement, and service improve-
ment. Potentially, company goals regarding the use of CRM are aligned toward
creating value for the customers, customization of products, and improving cus-
tomer profitability [12].

2.1 CRM definition

CRM can be reckoned as a business philosophy that allows organizations to
comprehend customers’ needs and requirements clearly through their histories and
preferences, which can be used as the key in helping organizations to plan for the
long run. Table 1 elaborates CRM definitions.
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Author

Definition

Shang and Chen
[13]

A philosophically related offspring to relationship marketing which is for the most
part neglected in the literature.

Adam et al. [14]

As an enterprise approach that comprehends and affects customer behavior by
using effective communications in order to improve customer acquisition, client
retention, customer commitment, and customer profitability.

Ramani and
Kumar [15]

Involves all the processes needed to achieve, build, and maintain an ongoing
relationship with customers through differential and tailored treatment of
individual customers based on their likely responses to alternative marketing
programs, so the contribution of each customer to the overall profitability of the
firm is maximized.

Goldenberg [16]

As a business approach integrating people, processes and technology in
maximizing relationships with customers.

Raab et al. [17]

A management philosophy that is aligned toward existing and potential customer
relationships within a company.

Grant &
Anderson [18]

New avenues for expansion of the organization through improvement of
customers’ retention, values, and satisfaction.

Schermerhorn

(19]

The concept when in business utilizes the latest technology in maintaining intense
rapport with customers both current and future.

Nickels [20]

The concept is a process of understanding customers and working toward
satisfying and exceeding customer expectation through the provision of customer
needs and desires.

Schermerhorn The concept is important in that it helps the company in anticipating customer
[19] needs and wants and thus building strong customer relationships.

Table 1.

CRM definition.

2.2 Islamic banks development

Islamic banking has positive attention by the international banking system and
has become a very fast-growing element of global capital markets in the last 20
years. Islamic banks still take a large portion of 75% on global Islamic finance total
asset. There is a great interest toward Islamic banking not only by those adopted
Islamic law but also in the global scale. According to World Islamic Banking Com-
petitiveness Report 2016 of Ernst and Young,' it is estimated that the size of assets
of global Islamic banks as of the year 2015 is already over $1 trillion, and the growth
rate thereof between 2008 and 2012 is 17.6%. Although most of them are in the
countries of densely Muslim population, over 300 Islamic banks carry on their
activities in more than 75 countries including many Western ones. The largest share
of Islamic financial assets in the world belongs to Islamic banking, and the ratio
thereof has reached 81% [21].

Meanwhile, the total assets of Islamic banks in Indonesia reach US$29.94 billion
[22]. Another positive indicator of Islamic banks is the Islamic banking growth in
2017 that reaches 11.10%, which is higher than the total banking system growth of
6.78% [23]. However, the Islamic banks in Indonesia have a low market share of 5%,
which ironically contrast with the potential as the most Muslim population of 265
million in the world. Among the problems emerged are limited/unvaried product
range, low literacy and inclusion level of Islamic finance, unfavorable perception
for Islamic banking, lack of talent and qualified employees, limited distribution
networks and outreach, and only focus on the retail segment.

1
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Nalan [21] mentioned that the key principles or features in the Islamic finance
system emphasize on the need of sharing the risk, equity, and stakes with the
customers. The sharing aspect as the main requirement in the Islamic banking
system suggests that the outcome of a project, whether it is profitable or
otherwise, will be shared in an equitable manner [24]. The essence of Islamic
principles is to achieve a fair distribution of wealth. The main aim of the Islamic
banking system is to shield the benefits and interests of all parties who are
involved in the economic transaction and to promote the welfare of the whole
society as well [25].

2.3 CRM and shariah compliance

Islam has shariah law, which brings benefit to all people and avoids the harms.
All products and methods in the Islamic banks have to comply with shariah. CRM is
a tool or method used to collect the data of consumers, build the relationship, and
create the consumers’ retention and satisfaction. Islam allows every person to col-
lect data or any information related to the business purposes. The data must be true
and genuine that should be used for goodness or not use for speculative actions.
Muslims must avoid from cheating and stealing acts.

Build and establish relationship is encouraged in Islam, which is known as
ukhuwah Islamiyyah; thus, it is aligned with CRM objectives. With this relationship,
consumers and sellers can collaborate and support each other aimed to gain mutual
benefits. In CRM, the Islamic banks can widen the network through relationships,
which then able to promote the products efficiently, update any features propor-
tionately, and convey the offerings effectively. As CRM aimed for consumer satis-
faction, Islam always tries to deliver the excellence services as possible. Satisfaction
is ganaah in Islamic term, which means an achievement for every Muslims. Thus,
CRM and Islam have similar goals that carry maslahah for the ummah.

2.4 CRM components

CRM practices represent opportunities to proactively extend the services to its
customers and gain satisfaction and loyalty. Wang and Feng [26] found that CRM
capabilities reflected a firm’s skill and knowledge in regularly establishing,
maintaining, upgrading, and re-establishing beneficial relationships with attractive
customers.

Gupte [27] mentioned that CRM tools are implemented to:

i. manage customer communication and enhance visibility of the organization to
its customers;

ii. act as a one stop shop for customer interactions, customer information, and
accessible databases; and

iii. act as an information management tool, which is practiced to generate,
characterize, store, represent, reproduce, and translate the information.

Two main CRM components are widely used in many organizations including in
the Islamic financial institutions namely organizational and technological factors.
Some organizations have spent tremendous resources on information and computer
technologies; however, the organization factor also needed to support and
implement the CRM.
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2.4.1 Organizational factors

Organizational factors refer to the factors that relate directly or indirectly to the
structural, operational, human, and managerial sides of the business entity. Becker
et al. [28] stated that the organizational factors such as organizational structure,
employee training, employee incentives, and customer orientation are significantly
related to CRM performance. Nath et al. [29] posited that a few numbers of dedi-
cated workers contribute to the failure of CRM implementation; therefore, compa-
nies must engage the workers with necessary advancement and transformation to
accommodate the CRM systems.

Payne and Frow [30] mentioned that the key organizational factors associated
with the CRM success consist of company’s structure and its operational business
procedures. Meanwhile, Croteau and Li [31] added that a suitable organizational
arrangement through collaboration of various units and functions in the company is
crucial to accomplish CRM missions.

Though there are other dimensions of CRM that could be adopted, the organi-
zational factors still remain considered as the main dimensions based on previous
studies [32-50]. There are three organizational factors that will be discussed in
this chapter.

2.4.1.1 Top management support

This crucial attention from the executive level is emphasized by Buttle [51]. In
Islamic banks, the top management support has shown in their plan to conduct
motivation program, which the employees being asked the purpose and dedication
in accomplishing their tasks. With a role model by the leaders, the employees are
transformed into the good behavior or attitudes. This commitment from the leaders
may generate trust, which plays a significant role in building long-term relation-
ships. One of the bodies that always giving its support is a Shariah Advisor Board.
This body will monitor and guide the Islamic banks to the ways in implementing the
shariah principles. In having an innovation of products and services, this body is
expected to encourage its promotions as long as complied with the shariah law.

Below are the impacts of top management support to CRM implementation in an
organization:

Authors Function/impact of top management support to CRM implementation

Adam et al. [14]  Establishes necessary level of commitment of staff with relevant expertise to
support the needs of CRM.

Chen and As an essential element for bringing an innovation online and ensuring delivery of
Popovich [33] promised benefits.

Mendoza et al. Sets the stages in CRM initiatives for leadership, strategic direction, and alignment
[52] of vision and business goals.

Kim et al. [53] e It is essential for assisting the improvement of the relationship and for meeting

customers’ needs when introducing new technologies with its traditional
business activities.

* The key success factor in CRM (customer acquisition, retention, and
expansion).

Sohrabi et al. [54] Is positively related to organizational performance (customer satisfaction,
profitability, customer loyalty, and market share).

Eid [4] Has a minor negative relationship with organizational performance.

Kale [55] Helps CRM deployments and implementation initiatives.
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Most of the abovementioned arguments state a positive relationship between top
management support of CRM initiatives. The absence of continuous commitment
from the top management can result in the failure of the CRM implementations.

2.4.1.2 Customer orientation

Cai [56] posited that customer orientation is defined as “the set of activities,
behaviors, and beliefs that place high priority on customers’ interests and continu-
ously create superior customer value.” The customer orientation can be seen
through the existence of social media that can be used to build sustainable relation-
ships. The client-oriented companies have an emphasis and more attention to per-
sonal workers’ initiatives, which generate unique values for customers. Those
companies recognized the importance of client data handling activities and
practices, which used to attain higher CRM performance.

Authors Function/impact of customer orientation to CRM implementation

Kim [5] The weakness in applying and developing customer orientation is the major
reason of inefficient CRM.

Day and Van den Has a critical connection to relative sales, benefit, social favorable position, and
Bulte [57] retaining client performance.
McNally [58] Customer orientation imperative element for CRM achievement is related to

marketing and information technology, which encourages to create customer
loyalty and other positive impacts to organizational performance.

Various studies on customer orientation were used as the potential precursors of
CRM achievement, e.g., Eid [4], Faed et al. [59], Kim [5], Becker et al. [28], and
Sohrabi et al. [54].

2.4.1.3 Training ovientation

An adequate training is importantly required in the CRM processes to gain
success [13]. The employee’s engagement in a training contributes to the advance-
ment of knowledge by accommodating the employees in seeking, disseminating,
and using the information to respond the customers’ problems and inquiries.
Employees who serve the customers closely must be trained. Kim [5] added that the
training of employees improves features of the quality creation such as accomplish-
ment of administration excellence, communicating with customized correspon-
dence between the firm and its customers, and also could be used as a benchmark
for attitude and behavior.

Training is a requirement to contribute for better outcomes. In Islam, it relates to
purifying one’s soul (tazkiyah al-nafs), embedding Islamic values (at-ta’dib),
understanding the philosophies of Allah’s Oneness and Greatness (at-tawheed al-
uluhiyyah and ar-rububiyyah), the concepts of working as a representative
(khalifah), a team (jemaah), full submission to Allah (ibadah), and a way to succeed
(al-falah). Thus, in order to implement CRM successfully, the Islamic banks need to
invest in training and development of employees’skills.

Authors Function/impact of training orientation to CRM implementation

Payne and Frow It is impossible for an organization to develop and operate suitable customer-
[30] focused systems and processes if they lack trained employees.
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Authors Function/impact of training orientation to CRM implementation

Rigby et al. [60]  Training of employees is a key in implementation process encompassing customer
service, improving efficiencies, nurturing consumer confidence, and repeating
purchase.

Kim [5] Improves CRM performance and achieves CRM goals of high customer satisfaction
and profitability.

Eid [4] Employee training has a significant positive impact on CRM success in the light of
customer retention.

Plakoyiannaki CRM practice failure is due to the lack of full attention for the role of workers.

etal. [61]

A well-trained employee has the ability to create a good customer relationship by
delivering high-quality products and services. Numerous studies stated that
employee training is a key driver, which brings tangible and intangible advantages
in CRM implementation [28, 62-67]. All of them gave positive proof to the role of
employee training to the CRM activities.

2.4.2 Technological factors

Zablah et al. [68] posited that the information technology and communication
(ICT) are utilized as the instruments for communicating throughout organization,
knowledge management, and strategies. The Islamic banks must adopt the ICT as
an important element to implement CRM. Technological factors refer to the factors
that relate to the soft and hard aspects including ICT infrastructure, system evalu-
ation, and selection criteria; vendor after sale support; software selection criteria;
complexity; and integration [2].

Liu [69] stated that there is a necessity to provide the compatible technology and
tools to the company due to the significance on establishment of customer strategy.
However, some managers are not updated with the latest technology and fail to
choose the most suitable package to fit their customer strategy. Kim et al. [12]
warned that the success of the CRM depends on how well the information
technology (IT) is implemented.

Several researches are confirming the relationship between technology factors
and CRM performance such as Lucchetti and Sterlacchini [45], Siegele [70],
Cavalcanti [71], Ndubisi and Jantan [72], Utomo [73], and Buonanno et al. [74].
The components of technological factor are customer data, customer information
processing, and integration of CRM.

2.4.2.1 Customer data

Islamic banks have to collect customer data, which can be analyzed to come
out with a right decision. With a complete data, the marketing or sales staff can
execute the plan of approaching customers and maintain a relationship. Islamic
banks can collaborate with other bodies formally and informally to get primary or
secondary data that can be used for future actions. The danger of dirty,
inaccurate, old data for the companies, which include the erroneous numbers,
mistakes in spelling, and old contact information that has a high probability of
infecting the system, must be avoided. This will also incur huge costs to adjust
any damages.
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Authors

Function/Impact of Customer Data to CRM Implementation

Nelson and
Kirkby [75]

A top cause of failure of CRM initiatives is the poor-quality customer data and
information. This may result in poor data analysis followed by poor decision
making.

Ryals and Payne
[76]

Lack of data quality and quantity to be a barrier to successful CRM initiatives.

Kim et al. [53]

Better quality of data can improve the confidence of the employees in CRM.

Peikin [77]

Data quality occasionally does not strongly support the CRM success.

Bose and Chong
(78]

* The unfortunate problem of “bad data” hinders the growth of CRM
* Most effective and efficient CRM strategies need good quality data.

Jaychandran
et al. [79]

Can support the front-office or customer interaction solutions, which in turn, will
help integrate and analyze the data.

Many researchers as mentioned above provide evidence of the importance of
data analysis and quality for CRM initiatives. A basic factor for successful CRM is an
efficient link of customer data to fulfill the customer expectations. The companies
are overwhelmed with information, and CRM ultimately focuses on effectively
turning information into intelligent business knowledge to administer customer
relationships.

2.4.2.2 Customer information processing (CIP)

Customer information processing is defined as relational information
processing, which encompasses particular routines used by the organization to set
up customer long-term relations [79]. It is also as a component that makes a clear
picture of customer and market behaviors, which leads to suitable business actions
required in the constantly unstable market environments [80].

Kim [5] stated that the effective CIP has become an emerging challenge for the
firms due to the Internet and database technology’s potential to assist the collection
of comprehensive information on customers’ needs, preferences, and behaviors.
Kim also added the construct of CIP that consists of one activity after another such
as acquisition/generation, analysis, interpretation, and storage of customer infor-
mation. Moreover, the CIP is crucial for the Islamic banks because it has to deal with
the constantly changing of products’ offerings as well as the increasingly knowl-
edgeable customers.

Authors Function/impact of customer information processing to CRM implementation

Becker etal.  Has a significant positive link between the activities related to the collection, storage,

[28] and access to customer information and CRM performance.

Kim et al. Managing and using customer information in the marketing efforts will have a strong
[53] impact on their CRM performance improvement.

Kim [5] Can be assisted in identifying their most significant customers to increase their business

value.

Based on the arguments above, it could be concluded that empirical evidence
has shown a positive influence of customer information processing on the CRM
initiatives.
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2.4.2.3 Integration of CRM

Cross-functional integration emerges as key aspects for CRM success [81]. In
both operational and customer-handling systems, various types of integrations are
importantly required such as system compatibility, multi-channel integration,
functional integration, and data integration [30, 63]. There are two factors of
system integration that are crucial to CRM: (i) the connection into legacy systems
and organizational applications and (ii) throughout other functional customer
information [30, 51].

In the Islamic banks, this system integration has a significant and positive influ-
ence on both operational and strategic benefits in the organizations, particularly for
customer retention. Wang and Feng [26] posited that a number of researchers have
shown the importance of system integration as a key success component of a
successful CRM system.

Authors Function/impact of integration of CRM to CRM implementation

Roh et al. [80] The integration of CRM system with legacy MIS system positively influences customer
satisfaction and efficiency.

Capacity [63] The integration helps to forecast the future trend of CRM.

Based on the past studies, the proposed framework of CRM in Islamic Banks is
shown in Figure 1.

Top Management Suppart

Customer Orientation Organizational

Factor
Training Orientation 1 ; -
Magasid Syariah —>» | BMIF.S.
Customer Data - r - -
Customer Infarmation Technological
Processing Factor

Integration of CRM —

Figure 1.
CRM in Islamic banks (Author’s proposed framework).

3. Methodology

This chapter conducts a mix method of quantitative method using descriptive
analysis and qualitative method using content analysis based on a review of litera-
ture from academic research journals, websites, social media platforms, electronic
databases (secondary data), and other relevant sources.
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A descriptive analysis is conducted using a survey by distributing questionnaires
to support the arguments and elaboration on the CRM practices in Islamic Banks. In
this survey, the respondents are the employees from two Islamic banks in Indonesia
(PT. Bank Mandiri Syariah and PT. Bank BNI Syariah), which located in Medan
City of North Sumatera province. A stratified sampling method is used to collect a
total of 22 employees chosen are whom in charge and associated with customer
services, sales and marketing, and information technology.

4, Discussion

There are two parts of questions related to organizational and technological
factors of CRM that are responded by the respondents:
Below are the responses of respondents on each statement in Table 2.

1.45% of respondents agree that top management frequently discusses CRM with
the staff involved, while 19% of them disagree with the statement.

2.40.9% of respondents agree that CRM is regarded as a high priority by top
management. While 13.6% of them disagree with the statement.

3.22.7% of respondents agree that top management perceives CRM to be part of
the organization’s vision, while 13.6% of them disagree with the statement.

4.40.9% of respondents agree that top management motivates the employees to
achieve the CRM objectives, while none of the respondents disagree with the
statement.

5.45.5% of respondents agree that top management is involved to a great degree in
CRM implementation, while 18.2% of them disagree with the statement.

6.45.5% of respondents agree that they strive to improve the value, which
provided to customers, while 4.5% of them disagree with the statement.

7.28% of respondents agree that customer satisfaction is an important business
objective, while 10% of them disagree with the statement.

8.27.3% of respondents agree that they attempt to understand customer needs,
while 13.6% of them disagree with the statement.

9.13.6% of respondents both agree and disagree, respectively, that they pay close
attention to customer service.

10.59.1% of respondents agree that retaining customers is considered to be a top
priority, while none of them disagree with the statement.

11.36.3% of respondents agree that the employees are encouraged to focus on
customer relationships, while 22.7% of them disagree with the statement.

12.68.2% of respondents agree that the training facilitates employee’s learning of

effective ways to address customer complaints, while 13.6% of them disagree
with the statement.
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Statements of organizational Scale
factor
Strongly Agree Neutral Disagree Strongly
agree disagree
Top management measures
1. Top management frequently discusses CRM with the staff involved
Frequency 4 6 8 3 1
Percentage (%) 18 27 36 14 5
2. CRM is regarded as a high priority by top management
Frequency 3 6 10 3 0
Percentage (%) 13.6 27.3 45,5 13.6 0.00
3. Our top management perceives CRM to be part of the organization’s vision
Frequency 1 4 14 2 1
Percentage (%) 4.5 18.2 63.6 9.1 4.5
4. Top management motivates the employees to achieve the CRM objectives
Frequency 3 6 13 0 0
Percentage (%) 13.6 27.3 59.1 0.0 0.0
5. Top management is involved to a great degree in CRM implementation
Frequency 2 8 8 2 2
Percentage (%) 9.1 36.4 36.4 9.1 9.1
Customer orientation measures
6. We strive to improve the value we provide to our customers
Frequency 6 4 11 1 0
Percentage (%) 27.3 18.2 50.0 4.5 0.0
7. Customer satisfaction is an important business objective
Frequency 3 3 14 1 1
Percentage (%) 14 14 64 5 5
8. We attempt to understand customer needs
Frequency 0 6 13 3 0
Percentage (%) 0.0 27.3 59.1 13.6 0.0
9. We pay close attention to customer service
Frequency 2 1 16 1 2
Percentage (%) 9.1 4.5 727 4.5 9.1
10. In our company, retaining customers is considered to be a top priority
Frequency 7 6 9 0 0
Percentage (%) 31.8 27.3 40.9 0 0
11. Our employees are encouraged to focus on customer relationships
Frequency 3 5 9 4 1
Percentage (%) 13.6 27 40.9 18.2 4.5

Training orientation measures

12. Our training facilitates employee’s learning of effective ways to address customer complaints

Frequency 6 9 4 2

1
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Statements of organizational Scale
factor .
Strongly Agree Neutral Disagree Strongly
agree disagree
Percentage (%) 27.3 40.9 18.2 9.1 4.5

13. Our training helps employees understand customer needs

Frequency 1 5 11 5 0

Percentage (%) 4.5 2.7 50.0 2.7 0.0

14. Our training facilitates interpersonal skill training to build customer relationships

Frequency 3 7 10 1 1

Percentage (%) 13.6 31.8 45,5 4.5 4.5

15. Our training helps improve employee’s team building skills to enhance company operations

Frequency 1 6 8 6 1

Percentage (%) 4.5 27.3 36.4 27.3 4.5

16. Our training facilitates learning to promote the quality of our products/services

Frequency 4 6 5 4 3
Percentage (%) 18.2 27.3 2.7 18.2 13.6
Table 2.

Statements on organizational factor.

13.27.2% of respondents agree that training helps employees understand customer
needs, while 22.7% of them disagree with the statement.

14.45.4% of respondents agree that training facilitates interpersonal skill training to
build customer relationships, while 9% of them disagree with the statement.

15.31.8% of respondents both agree and disagree, respectively, that
training helps improve employee’s team building skills to enhance company
operations.

16.45.5% of respondents agree that training facilitates learning to promote the
quality of our products/services, while 31.8% of them disagree with the
statement.

Based on the statements from the organizational factor above, all 16 statements
concluded that the Islamic banks are concerned on the CRM implementation. It is
noted that there are two statements: nos. 9 and 15 where the respondents either
agree and disagree, meaning that the Islamic banks were not focus on customer
service and training, which help to improve employee’s team skills that importantly
support the CRM initiatives:

Below are the responses of respondents on each statement in Table 3.

1.36.4% of respondents agree that the cost of acquiring data within our company is
reasonable, while 9.1% of them disagree with the statement.

2.36.3% of respondents agree that data (error rates, defect rates, scrap, defects,

etc.) are easily available when needed, while 22.7% of them disagree with
the statement.

24



Customer Relationship Management Practices in Islamic Banks
DOI: http://dx.doi.org/10.5772 /intechopen.89225

Statements of technological Scale

factor
Strongly Agree Neutral Disagree Strongly

agree disagree

Customer data measures

1. The cost of acquiring data within our company is reasonable

Frequency 2 6 12 2 0

Percentage (%) 9.1 27.3 54.5 9.1 0

2. Data (error rates, defect rates, scrap, defects, etc.) are easily available when needed

Frequency 3 5 9 4 1

Percentage (%) 13.6 27 40.9 18.2 4.5

3. We can get access to the quality data on time

Frequency 1 3 16 1 1

Percentage (%) 4.5 13.6 727 4.5 4.5

4. Quality data are available to employees, managers, and supervisors up to a great extent

Frequency 3 3 13 3 0
Percentage (%) 13.6 13.6 59.1 13.6 0

5. Quality data, control charts, etc. are displayed on employee’s workstations up to a great extent
Frequency 5 8 4 3 2
Percentage (%) 2.7 36.4 18.2 13.6 9.1

Customer Information Processing Measures

6. We gather customer-related data

Frequency 4 4 8 4 2

Percentage (%) 18.2 18.2 36.4 18.2 9.1

7. We maintain a customer database

Frequency 3 6 7 3 3

Percentage (%) 13.6 27.3 31.8 13.6 13.6

8. We store data extracted from operational data

Frequency 4 6 9 2 1

Percentage (%) 18.2 27.3 40.9 9.1 4.5

9. We use customer database information to develop attractive offerings

Frequency 2 4 13 0 3

Percentage (%) 9.1 18.2 59.1 0 13.6

10. We offer a loyalty program to reward repeat customers

Frequency 0 5 14 2 1

Percentage (%) 0 27 63.6 9.1 4.5

Integration of CRM Measures

11. We provide our sales force with adequate customer information

Frequency 5 5 10 1 1

Percentage (%) 227 22.7 45.5 4.5 4.5

12. We provide customized offers to sales people in the field

Frequency 3 7 8 2 2
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Statements of technological Scale
factor
Strongly Agree Neutral Disagree Strongly
agree disagree
Percentage (%) 13.6 31.8 36.4 9.1 9.1

13. We control sales through multiple sales channels

Frequency 5 8 3 0 6

Percentage (%) 2.7 36.4 13.6 0 27.3

14. We assist the marketing department in generating customized offers

Frequency 4 14 3 1 0

Percentage (%) 18.2 63.6 13.6 4.5 0

15. We allow customer support personnel to access data on customer interactions with all functional
areas

Frequency 4 9 3 4 2
Percentage (%) 18.2 40.9 13.6 18.2 9.1
Table 3.

Statements on technological factor.

3.18.1% of respondents agree that they can get access to the quality data on time,
while 9% of them disagree with the statement.

4.27.2% of respondents both agree that quality data are available to employees,

managers, and supervisors up to a great extent, while 13.6% of them disagree
with the statement.

5.59.1% of respondents agree that quality data, control charts, and so on are

displayed on employee’s workstations up to a great extent, while 22.3% of them
disagree with the statement.

6.36.4% of respondents agree that they gather customer-related data, while 27.3%
of them disagree with the statement.

7.40.9% of respondents agree that they maintain a customer database, while 27.2%
of them disagree with the statement.

8.45.5% of respondents agree that they store data extracted from operational data,
while 13.6% of them disagree with the statement.

9.27.3% of respondents agree that they use customer database information to
develop attractive offerings, while 13.6% of them disagree with the statement.

10.22.7% of respondents agree that they offer a loyalty program to reward repeat
customers, while 13.6% of them disagree with the statement.

11.45.4% of respondents agree that they provide our sales force with adequate
customer information, while 9% of them disagree with the statement.

12.45.4% of respondents agree that they provide customized offers to sales people
in the field, while 18.2% of them disagree with the statement.
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13.59.1% of respondents agree that they control sales through multiple sales
channels, while 27.3% of them disagree with the statement.

14.71.8% of respondents agree that they assist the marketing department in
generating customized offers, while 4.5% of them disagree with the statement.

15.59.1% of respondents agree that they allow customer support personnel to access
data on customer interactions with all functional areas, while 27.3% of them
disagree with the statement.

Based on the statements from the technological factor above, all 15 statements
concluded that the Islamic banks are concerned on the CRM implementation.

Among the biggest Islamic banks in Indonesia where all their headquarters are
located in Jakarta, CRM initiatives have been adopted just few years ago. This is a
concern and a need to improve the development of Islamic banks. The CRM is
useful to overcome several issues, for example, the low level of public awareness
toward the Islamic banks’ products and the low level of Islamic financial literacy,
which caused low penetration of Islamic finance that only reached 11.6%. As many
of the personnel do not practice effective CRM, some of the Islamic banks thus still
engage in training of CRM’s familiarization particularly on its systems’ applications
and technical functions.

In terms of organizational aspect, the top management support is importantly
required to implement CRM in Islamic banks especially when the CRM practices
involved many departments such as customer services, human resources, informa-
tion technology, finance/accounting, marketing, production/operation, and multi
job tasks. With one commitment from the top management, all the subsidiaries
have to obey the instruction of them. From the five questions related to top man-
agement support revealed that majority of respondents agreed on its role in CRM
implementation. Similarly with the two components of organizational factors (cus-
tomer orientation and training orientation), a majority of respondents agreed on the
imperative influence to CRM practices. Meanwhile, some of the Islamic banks did
not have the right structures for recording and updating the customer information.
Thus, they have difficulties to create customer satisfaction and loyalty.

The adoption of CRM creates more satisfied and loyal customers, thereby
resulting in better organizational effects in both the short and long terms [33, 82],
among others by the use of loyalty programs and direct mailings as has been
suggested by Verhoef [83]. Most Islamic banks have developed relationship man-
agement programs to aid in the enhancement of customer relationships. Keramati
et al. [84] asserted that a collaboration of people and technology in an organization
is effective in the attainment of holistic approaches to CRM models.

Moreover, on the technological aspect, the customer data play a crucial role
because it is a main source that must be right, reliable, and valid, otherwise the use
of CRM is ineffective. If a requirement of having a good data is fulfilled, then the
findings or results on data analysis can be useful to make right decision. Based on
the five questions on customer data indicate that a majority of respondents agreed
on the significant impact of customer data to CRM implementation. Similarly for
the two components of technological factors (customer information processing and
integration of CRM), a majority of respondents agreed on both vital effects toward
the CRM practices.

The Islamic banks have to upgrade the database system of CRM. The details of
the customers including their names, phone links, and other communication data
are captured in the database. In addition, for every transaction including deposits
and withdrawals, the details of the customers must be updated. Most of the Islamic
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banks should have automated processes, where details of the customers are auto-
matically captured in the relevant fields for every successive transaction. Moreover,
data retrieval for the different customers is a click away, and customers’ details can
be traced by keying in their names. This is particularly helpful as staff can trace

the saving history of different clients and advice the customers in case of any
problems or issues.

There are several issues that may face by the Islamic banks in implementation of
CRM such as the absence of sufficient human resource and lacked the general
knowledge on the best practices to achieve the better performance. The systems and
technology embedded in CRM will support the existence of human personnel to
maintain the personalized services. Meanwhile, the Islamic banks offered the
highest level of customer service to their clients; thus, CRM is a right system to use
in accommodating any expectations. Additionally with the emergence of the online
platform including social media, the Islamic banks have to improve the quality of
their interaction with customers.

The CRM system is designed to compile customer data and information through
different channels, which connect the company and customers. The channels
include live chat, social media, marketing materials, emails, telephone, and the
company’s website. The systems also provide the customer services staff with data
that will improve the experience of the client. Through this system, the company is
able to complete customer’s information on their personal information, buying
preferences and purchase history. Thus, the systems deliver various benefits espe-
cially in creating a personalized experience.

In Islamic view, CRM is complied with the shariah where more benefits can be
obtained by the ummah (society). Maintaining relationships with customers and
enhancing easy ways in dealings are considered as bringing the goodness to all
people. Islam encourages Muslims to involve in a good intention, process, and
actions, which results valuable outcomes that are not harming others. All of this
can be done and achieved through CRM implementation.

5. Conclusion

The Islamic banks realized the importance of CRM to the organization and the
customers. Organizations in today’s world must remain responsive to the dynamic
needs of the customers. Through applications or platforms provided in the CRM,
all information related to customers’ preferences and expectations are available
and can be used to create a personalized experience. Thus, CRM concept is a way
to help companies in anticipating the same needs and desires of their future
customers.

The results and discussions in this chapter suggest that many of the Islamic
banks are concerned on the implementation of CRM and admitted its usefulness in a
bigger context. It can also be adopted to create competitive advantage that will
develop the Islamic banks. CRM is a continuous learning process aimed at increas-
ing the understanding and knowledge of a company’s client. It is a complex issue,
which requires a holistic approach in the transformation of the culture of customers.
In general, CRM is an increasingly important aspect to the Islamic financial institu-
tions that will improve the company’s chances of retaining and attracting new
customers.
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Chapter 3

Customer Satisfaction with Online
Retail Transactions

Titus Okeke

Abstract

The development of information and communication technology (ICT) and its
wide application in marketing led to the development of online retailing where custom-
ers now shop from the convenience of their homes and/or offices. This has redefined
customer satisfaction as customers can go online to read and learn product reviews
before making purchases. With the emergence of social media, customer engagement
is rife and can create value for the firm. Several models have been employed in study-
ing customer satisfaction with online retailing. These include the disconfirmation
of expectations model, perceived performance model, rational expectations model,
expectations-artifact model, attribution model, cognitive dissonance model, com-
parison level model, contrast model, and the Kano model. This chapter is on customer
satisfaction with online retail transactions. It looked at the concept, models, and
customer engagement; and stressed the need for a holistic/multidimensional approach
to engagement as a way of enhancing engagement in the present information, com-
munication and technology (ICT)-driven age. The methodology involves the review
and analysis of published works/researches and reports as well as review and analysis
of messages and posts by online vendors to customers. It also includes observations and
notice of transactions from customers as they receive wares from online vendors.

Keywords: customer, consumer, satisfaction, loyalty, engagement, ICT, technology,
web, online, POS, retail, products, services

1. Introduction

Customer satisfaction is a customer’s feelings of pleasure or disappointment
from consuming a product or service and comparing perceived outcome to expecta-
tions. Where the experience falls short of expectations, the customer is dissatisfied.
If the consumption meets the customer’s expectations, the customer is satisfied.

If it exceeds expectations, the customer is highly satisfied or delighted. Customer
satisfaction is the ultimate aim of any business organization the world over [1]. Of
atruth, it is the rationale behind the existence of any business in the first instance.
Whenever indicators like productivity, profitability, sustainability, and the likes are
being considered in the world of business, no organization dares neglect the fact that
customer satisfaction plays a significant role in affecting these indicators. Fronting
such goals as productivity, profitability, and growth as the major pursuits of an
organization with less attention on satisfying customers is an exercise in futility.

With the rise in technology as a transformative force and its attendant effect on
the way humans live, work, and interact, ICT has influenced the manner at which
business is been done globally and the case is not different for Nigeria and other
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emerging markets of the world. Also, an increase in global retailing both in terms
of their point-of-supply and point-of-sale has dramatically increased the amount
of and the application of ICT in the retail sector [2]. Arguably, ICT plays a germane
role in the management of complex retail operations. Absolute data control and
information, as well as adequate market knowledge, is paramount in the course
of obtaining a competitive edge in the retail sectors as the market continues to
grow and become more sophisticated [3]. ICT can be deployed to cope with all the
transactions that could be involved. Retailers have beginning to appreciate the role
of ICT as a major enabler in the course of speeding up processes and cost savings to
the business. This becomes a major rationale behind the speedy adoption of ICT in
the conventional retail sector [2].

Put explicitly, online retailing has become a significant part of the daily
activities of business organizations. Access to various online retail platforms
is seen as a necessity rather than a form of luxury especially among the urban
dwellers [2, 3]. And one of the major determinants of the growth of online retail-
ing and ICT are inseparable because online retailers absolutely depend on ICT for
their operations and intensifications [4]. In addition, online retailing focuses on
the application of ICT to facilitate the transaction and interaction between the
business and the customers. Conclusively, ICT is a veritable tool for achieving an
effective and robust online retail transaction; it is the live wire of any successful
online retail transaction. The application of ICT to retailing is further defining
customer satisfaction, loyalty, and engagement; and the extent of application is
frankly speaking limitless. Accordingly, online retail transactions in this study
refer to all activities by retail customers on the Internet and include buying from
online shops, payments and receipts online like automated teller machine (ATM)
banking, mobile banking/money, web banking and point of sale (POS) transac-
tions. This chapter is divided into five sections. Following this Introduction is
Concepts of customer satisfaction in Section 2; Models of customer satisfaction
in Section 3; Customer satisfaction and customer engagement in Section 4; and
Conclusion in Section 5.

1.1 Methodology

The methodology involves the review and analysis of published works/
researches and reports as well as review and analysis of messages and posts by
online vendors to customers. It also includes observations made and taken note of
as customers receive wares ordered from online vendors. Analysis of secondary data
aims at patterns or trends across the results, tracking progressions through time and
is aimed at seeking out repetitions of certain results to build up a case. Of the many
different ways to analyze secondary data, many are not different from those used
for primary data. The methodology in this paper involves analysis that consists of
an examination of what can be counted in published texts and researches. Thus, this
methodology involved an analysis of researches, reports, and other publications as
they relate to customer satisfaction with online transactions. It also involves analysis
of reported cases of online transactions as reported by the Central Bank of Nigeria
(CBN) in some of their published reported relating online transactions especially
online payments which drive other online transactions.

2. Concepts of customer satisfaction

Customer satisfaction simply means giving the users or the final consumers of
firms’ products and services what they need or want with precision [5]. It involves
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mainly about meeting their demands and taste, that is, the input and the thru put
must produce an output that meets up with the customers’ expectations. Precisely,
customer satisfaction denotes meeting customers’ expectations and ought to be an
ongoing and reviewed process for firm’s acceptance and survival.

Before marketing concept stage where needs and wants are put into consider-
ation before actual production of goods and services are various stages through
reliable research work [6]. The rationale behind this exercise is to ensure seamless
marketing and avoid marketing costs that are not necessary. One wonders why
firms budget huge money for sale promotional activities, advertisement, customer
relations, etc. while it is easier and cheaper in terms of time and money to go into
research in order to ascertain what product(s) is/are next in the customers’ minds.
Put pointedly, it is an aberration for any firm to assume that customers will buy
products that do not meet their taste or satisfy their needs or wants. In fact, there
is a paradigm shift from the old satisfying product(s) to a new more satisfying
product. For example, flat screen television used to be a satisfying product a decade
ago, but currently, consumers are demanding for just a flat-screen television set but
a more satisfying smart television set (Internet-enabled flat-screen television) [1].
There is no breaking force as potent as breaking customers’ loyalty when it comes
to products that emanated through research and consider customers’ image. Itisa
known fact that no business firm would like to manufacture products that do not
satisfy the customers in the first instance; however, the modalities to follow is a
major concern.

It is expedient to put into consideration that the cogent point for satisfying
a customer is that business organizations must maintain and sustain a personal
and cordial relationship with the customers. Marinating personal and hitch free
relationships do not only retains and keeps them satisfied with the organization’s
product(s) but it serves as a free source of a promotional tool for the organization
[5]. It is an established fact that word-of-mouth is the most effective and efficient
means of promotion because words from the loved ones and one’s reference and
peer groups are more trusted than any form of advertisement or sales promotion.
So, it creates not only brand loyalty for the organization but also enjoying “free”
publicity from the existing customers.

Furthermore, it is necessary for business firms to monitor the satisfaction of
their customers as it allows the managers to analyze the strengths, weaknesses,
opportunities, and threats of the firm, areas of improvement in order to maximize
the potentials of the business, and eventually maintain, sustain or increase its prob-
ability of success in the market. It is essential for organizations to gauge the satisfac-
tion of its customers in the bid to retaining them, as well as attracting prospects via
recommendations and positive word-of-mouth from existing satisfied customers.
Concentrating on customer satisfaction also enables managers to appraise the devel-
opment of a business firm as a going concern and serves as a yardstick to measure
the performance of its workforce [6].

Although, the majority of business owners strongly believe that customer
satisfaction is germane, can they really support this for certain reasons? Some of
them may respond causally that customer satisfaction is necessary “just because...”
however, evident reasons abound why business firms need to make their custom-
ers happy [5]. First, do not forget that the large chunk of most business so, there is
need for strong repeat business (purchase) base in order to cushion the effect of the
comings and goings of new and short-term customers. Second, a satisfied customer
is a happy customer; a happy is a good promoter. Customer satisfaction is important
because it is an avenue for a happy customer to tell other people about the organiza-
tion products. Happy customers buy more of the company products and the firm
could gain or lose prospects based on words from another customer.
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Another cogent reason for customer satisfaction is that organizations must
remain faithful and truthful to their customers. Most businesses, especially small
businesses, do cheat their customers for a meager amount of money, but in the
long run, they lose their regular customers, which eventually leads to the loss of
goodwill, corporate image, and ultimate collapse of the business. Goodwill is one of
their promises in order to maintain prosperous goodwill. Being a good listener is the
area where most firms are deficient. Any organization that is a good listener should
have its motto as customers’ satisfaction instead of focusing on revenue generation,
being a good listener will further help a firm to track the present market trends by
understanding the demands of the customers. Customer satisfaction is the only sure
bet for surviving in the turbulent business environment and escape the cut-throat
completion in the market.

2.1 Customer satisfaction and customer loyalty

Customer satisfaction is a customer’s positive, neutral or negative feeling about
the value received from an organization’s product in specific use situations [7].
Also, customer satisfaction could be described as a feeling of pleasure or disap-
pointment that results from a company product performance to expectations. If a
customer perception about a certain product is better than expectation, he/she is
delighted, if it as expected, they will be satisfied, if it is less than expected, they
will be dissatisfied [8].

Conversely, customer loyalty refers to what is occurring over time between
a customer and an object in the market (a supplier, brand, a store, etc.). It also
reflects an emotional and business attachment to the service firm [9]. Furthermore,
customer loyalty is the deeply held commitment to re-buy a preferred product in the
future despite situational influences and marketing efforts having the potential to
cause switching behavior. Accordingly, a customer can be loyal to brand, a product/
service, a company and the product environment.

Looking at the relationship between satisfaction and loyalty, in most cases, it
is non-linear. Satisfied customers are not always guaranteed to be loyal. However,

a higher level of satisfaction could lead to more loyal customers especially in the
industrial market and service sectors. These imply that the relationship or link
between satisfaction and loyalty is a function of the product and market categoriza-
tion. A study [10] to investigate the relationship between satisfaction and loyalty
among the bank customers revealed that there exists a strong and positive relation-
ship between satisfaction and loyalty. An empirical study [8] on the association
between customer satisfaction and customer loyalty using the American customer
satisfaction index data and various customers, firms and industry indicators
showed that the actual nature of the association or relationship that exists between
satisfaction and loyalty has a satisfaction impact on competitive setting differences.
This implies that the business environment and the tone of competition that exist
therein influence the link between satisfaction and loyalty.

Furthermore, a study [7] on the relationship between customer satisfaction and
customer loyalty among service customers using the emotional brand image as the
moderator reveal that customer satisfaction and emotional brand image have a sig-
nificant effect on customer loyalty [9]. Further posits that the relationship between
customer satisfaction and customer loyalty in the Indian commercial vehicle
industry is positively strong especially in the industry where prices are more or
less the same among the major players [11]. Similarly, in a study on service quality
dimensions and customer satisfaction online service quality dimensions of Nigerian
Banks, Okeke et al. [12] found that tangibles, price, security, and perceived risks
are significant predictors of satisfaction in online banking. Initially, a reviewer in
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the earlier version of the study raised the question whether price is a service quality
variable and the answer was in the affirmative.

In conclusion, the relationships that exist between customer satisfaction and
customer loyalty are premised on the kind of product categorization, absence or
presence of moderating factor(s), the circumstances, and the market type.

3. Models of customer satisfaction

Several models have been used in consumer satisfaction studies. These include
the disconfirmation of expectations model, perceived performance model, rational
expectations model, expectations-artifact model, attribution model, cognitive
dissonance model, comparison level model, contrast model, and the Kano model.
Others include the planned behavior models, reasoned action models, technology
acceptance models and its various extensions. Other models used in consumer
satisfaction studies are the service quality (SERVQUAL) model in its various forms
like the electronic service quality (e-SERVQUAL) among others. Whereas some of
these models emanate from the brick and mortar retail traditions, they have been
employed in measuring customer satisfaction and loyalty with the emergent online
retail industry. Some of these models are discussed.

3.1 The disconfirmation of expectation model

This model was developed structurally in a series of two papers written by Oliver
[13]. It is a cognitive theory that seeks to describe post-purchase or post-adoption
satisfaction as a function of expectations, perceived performance, and disconfir-
mation of beliefs. In other words, it shows how customer satisfaction is affected
by the summation of product performance and customer’s expectation level. The
model submits that in a situation where the performance that a customer perceives
is adjudged to be higher than the expectations obtained, satisfaction will rise. This
is known as positive disconfirmation. However, when a perceived performance is
lesser than the customers’ level of expectation, the result will be a decrease satisfac-
tion hence, negative disconfirmation [13, 14]. Therefore, satisfaction is a function
of the disparity between performance and expectations, and satisfaction is indi-
cated by the disconfirmation model; it forecasts that as expectations rise, satisfac-
tion will decline.

This review of literature on customer satisfaction model outlines that besides
job satisfaction literature, disconfirmation of expectation model has enjoyed
widespread support from scholars in other fields, and it has been generally used in
appraising and measuring satisfaction with diverse products, like the hospitality
sector [15-19] and restaurant services [20-22], in the automobile industry [23] and
stock market services [24]. However, the disconfirmation of expectations model
has been scarcely used in the field of Internet marketing, sustainability marketing,
health marketing, and social marketing.

3.2 The perceived performance model

This model has deviations from the disconfirmation of expectations model in
that the role expectation plays in satisfaction formation is less significant [13]. It
conceptualizes the theory that the perception of customers about certain product
performance and their expectations pertaining to that performance have a positive
impact on customer satisfaction. Performance is seen as the product’s quality level,
from the perception of the customer, in relation to the price paid. The perceived
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performance is explained to be the value, that is, benefits gained for incurring costs.
The higher the ability of the product, in relation to the cost, the more satisfied the
customer becomes. More so, the perceived performance model is more applicable in
scenarios where a product performs nicely that the expectations of the consumers
get discounted in his/her post-consumption relations to the product. The perceived
performance model displays that expectations are having a direct and positive effect
on satisfaction due to the pivotal role it plays in the process of evaluating satisfac-
tion [13]. The model also portrays that the stronger an expectation of a customer, in
relation to the performance information, the greater the effect of expectations as a
pivot in the process of satisfaction evaluation. The model shows that expectations
have a positive effect on the perceived performance—the capacity of customer
expectation as a predictor of performance. This is mostly experienced when a cus-
tomer has a wealth of experience with a performer that is either predictable or has
less variance. This model has more application in the fast moving consumer goods
(FMCG) sector than sectors that involves complex and heterogeneous service like
project management because the extent of the effect of performance varies from
products or sectors.

3.3 The rational expectations model

This model proposes that the average expectations of an agent in a given
market are equal to the outcomes of that market [25]. From the macroeconomic
perspective, the rational expectation model postulates that each person bases his/
her decisions on three major factors: human rationality, information availability,
and past experience. Applying these propositions to the online retailer-shopper
relationship, it can be said that the expectations of the online retailer’s actual
performance are in the course of rendering the service. According to the rational
expectation model, the whole market expectation can be greater than the sum of
expectation of each customer [26]. It is believed that the totality of the market is
believed to be more rational and accurate than that of individual consumers [27].
The rational expectation model asserts that perceived performance and expecta-
tions are immaterial because they equate each other and both have a single positive
effect on satisfaction [25-27]. This model is used mostly in the field of macroeco-
nomics, micromarketing with less application in the field of micromarketing and
social marketing.

3.4 The expectations-artifact model

There should not be either a positive or negative effect of expectations on
satisfaction, especially in a unique service sector live construction management
and other heterogeneous service sectors [13]. This is because, in the context of most
heterogeneous service sectors, expectations do not necessarily act as the pivot like
in the perceived performance model or as a standard measure for comparison like
in discomforting of expectations model, while evaluating or appraising satisfac-
tion. Performance will result in the expectations as reported by the customers
[13]. The expectations-artifact model demonstrates that there exists a direct and
positive effect of perceived performance on satisfaction and that performance and
expectations have a positive relationship. The model further states that expectations
cannot be linked with satisfaction since it does not have any effect on satisfaction.
This implies that focusing on expectations would be a wasted effort in the course
of enhancing or improving customer satisfaction levels. The model postulates that
expectations are the output of the service production process, have no direct effect
on customer service, and any attempt to meet or surpass customer expectation is
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needless. Rather, the model asserts that in order to improve customer satisfaction,
the focus of any organization should be on performance improvement.

3.5 The attribution model

This model was postulated [28]. The model posits that customers are perceived
to be rational information processors who always look out for a reason to explain or
justify their purchase outcome (satisfaction or dissatisfaction). The model submits
that customers do engage in an attributional process when service delivery is not
in congruence with their prior expectations. The model also assumes that consum-
ers usually search for the cause of a product’s success or failure and attribute the
success or failure using locus of causality (internal and external), stability, and
controllability.

It is further argued that in a situation whereby the customer agrees with the
cause of his/her dissatisfaction, the firm makes the same mistakes repeatedly, the
external attribution process begins. Conversely, in a scenario where agreement,
consistency, and distinctiveness are low, consumers tend to link their negative reac-
tions to themselves. The attribution model has been previously used in predicting
consumer level of dissatisfaction rather than explaining and describing the satisfac-
tion process. We suggest that current studies should focus on the applicability of
this model in predicting consumer satisfaction, especially in the online retailing
studies.

3.6 Cognitive dissonance model

This model was propounded by Yuksel and Yulsel [29]. The model posits
that people possess a motivational drive to alleviate dissonance by altering their
attitudes, beliefs, and behaviors, or by rationalizing or justifying them. From the
consumer behavior perspective, cognitive dissonance is a psychologically uncom-
fortable state that arises from the existence of contradictory (dissonant) relations
among cognitive elements. The model explicitly explains the state of discomfort
purchasers mostly find themselves after making a purchase decision. Even though
cognitive dissonance is an established construct in the field of marketing, its usage
in empirical marketing research is relatively scanty. The reason being that dis-
sonance is a mere transitory phenomenon and it is very difficult to measure disso-
nance or operationalize it using a quantitative and empirical method.

3.7 The comparison level model

This model of customer satisfaction was propounded by Thibaut and Kelly [30].
The model was developed to correct the anomalies of expectation of the disconfir-
mation model. The model posits that the basic determinants of a product compari-
son level are more than one as follows:

i. Prior experiences of a consumer with similar products
ii. Situationally generated expectations
iii. Other consumers’ experience serves as a reference group
The model asserts that norms play a significant role as a basis for comparing

various consumers’ satisfaction judgments. The model further revealed that situ-
ationally produced expectations have less effect on customer satisfaction, while
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expectations that are based on previous experience were the paramount predictor
of customer satisfaction. The model further suggests that different comparison
standards may be brought into the consumption experience by the consumer. Also,
consumers might possibly employ predictive expectations on the basis of external
communication prior to purchase, while various standards (past experiences, other
significant consumers’ experience) might possibly surface after the purchase.
However, there is no adequate information to confirm or disconfirm the standards
that consumers bring into the consumption experience. The theoretical implication
of this is that the comparison standard in customer satisfaction discourse may help
managers to carry out a comparative analysis between their performance and that of
their rivals and undergo necessary actions for product/service differentiation.

3.8 The contrast model

This model was introduced by Hovland et al. [31]. This model postulates that
whenever an actual product performance is short of the consumers’ expectations,
the discrepancy between the expectation and the result will cause the consumer
to magnify the disparity. The model further posits that when the value gain from
consuming a product is lesser than expected, the customer will exaggerate the
difference between the product received and the product expected, and contrast
model further predicts that products that perform below expectation will be rated
poorer than it is in the actual sense. This is a result of the surprise effect on the part
of the consumers that leads to the exaggeration of the discrepancy.

If a firm’s expectation is raised through its advertisement and the customers’
experience is a little lower than the firm’s promise, the product would be rejected
and become absolutely unsatisfactory. Conversely, under-promising in order to
over-deliver in advertising will lead to positive disconfirmation also being magni-
fied. Constructively, the contrast model has been criticized in that it has been
mostly used in laboratory settings where customer satisfaction is highly manipu-
lated, situation specific, and individually focused. It is not certain whether the
hypothesis hold by this model could be tested in the field survey study like online
shopping behavior and others. More so, the contrast model predicts customer reac-
tion rather than dissonance reduction.

3.9 Kano model

According to Prasad [32], Kano model of customer satisfaction was propounded
by Noriaki Kano in 1984. The model groups attributes of a product on the basis of
customer perception and their effect on customer satisfaction. These groupings are
germane for guiding design decisions because they help in indicating how good a
product is and when there is a need for more. This model posits that there exists a
non-linear relationship between product performance and customer satisfaction.
The model further categorizes product attributes into five groups:

Threshold attributes that the customers are expecting and are necessities of a
product.

Performance attributes for which the more the product delivers, the merrier it
becomes. The better fulfillment results in a direct increment of customer satisfac-
tion and non-existence or weak performance of these attributes will automatically
lower the customer satisfaction level.

Excitement attributes are attributes that the customer never expected. Their pres-
ence usually makes the customer highly satisfied and eventually delighted.

Indifferent attributes are those that are negligible because they do not practically
belong to any of the other attribute categories, though they influence decision making.
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Reverse attribute refers to a high level of achievement leading to dissatisfaction
on the basis that not all customers are exactly the same.

Kano model predicts that an attribute will transmit from one category to another
over time. This transition is propelled by the expectations of customers and the
performance level from competing brands or products. The Kano model has been
widely applied in online retail studies like [33, 34] and [34] in online service
convenience.

4. Customer engagement and customer satisfaction

Presently, customer engagement is becoming popular and widely used in various
fields of study. CEOs, marketing experts, advertising gurus, and web analytics
professionals use the term haphazardly. It can be clumsy to see the same word being
used in different scenarios [35]. The diverse meanings of customer engagement
unraveled how experts in each field have pinpointed how it should be measured and
operationalized.

Primarily, there are three main fields of study that usually use this phase; mar-
keting, advertising, and web analytics and optimization [36]. In these three areas,
customer engagement explains the customers/user’s experience in the course of
consuming a product. Since there are no indices for measuring this term, firms that
involve in helping other organizations to design their customer engagement strat-
egy must first key quality indicators, so as to quantify the success. Based on this,
the manner at which companies measure customer engagement differs; however,
there are few common grounds across the organization. Consumer engagement
has received increasing attention from practitioners, academics, and the likes.
Consumer engagement/user engagement/or customer engagement has received
attention in various online and ICT usage contexts, such as mobile commerce appli-
cation [37], online brand communities [38], and mobile payment applications [39].
The terms “customer engagement,” “consumer engagement,” and “user engage-
ment” are used interchangeably in many studies. However, consumer engagement
is conceived as a behavioral, cognitive, and emotional process [40]. This increasing
attention to consumer engagement is largely due to the fact that, unlike customer
satisfaction, consumer engagement targets more long-term interactions as it
encourages customer loyalty and advocacy through word of mouth. Below are the
definitions of customer engagement from various disciplines with the common
features used in measuring it.

4.1 Customer engagement in advertising

Customer engagement is an act of turning on a prospect to a brand idea
enhanced by the surrounding context [35]. Generally, advertising practitioners
use the term customer engagement to describe the manner at which an intending
viewer interacts or relates to an advertisement. Early advertising practitioners
perceived the advertising purchasing process as relatively one-sided-from catch-
ing the customers’ attention by Ad designs, interest, and desire stimulation, to
drive to purchase. However, contemporary advertising practitioners focus on
the people interactions with a particular advertisement using their metaphors
associations and symbols combined with the ad’s messages. Therefore, an engaged
customer is one who has a personal interaction with an advertisement, and who
has convincingly made the choice of buying a product. Thus, many companies
and organizations devout reasonable percent of their communications budget to
online engagement.
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Customer engagement in web analytics/optimization in the realm of web analyt-
ics and optimization, customer engagement explores and explains the manner at
which a user interests or relates to the website of a particular brand [35]. The main
objective of a customer engagement strategy as far as web analytics are concerned
is to increase conversion-online sales, sign-ups for e-mail newsletters, and sign-
ups for free service trails. Customer engagement is defined by web analytics firms
based on diverse indices like the quantity of time each user spends on a website or a
particular web page, numbers of web pages viewed, and numbers of posts each user
make of the social media outlets [35].

4.2 Customer engagement in marketing

From the marketing perspective, customer engagement involves the level of
interaction a customer has with a particular brand. Engagement refers to the level
of a customer’s attention and involvement with a communication [41]. Some online
measures of engagements are Facebook “likes,” Twitter tweets, comments on a blog
or Web site, and sharing of video and/or other content. Engagement can extend to
personal experiences that compliment or transform a firm’s products and services.
In contrast to customer satisfaction and loyalty, customer engagement concen-
trates more on long-term emotional attachment to a brand or a company by the
customers [36]. The high level of customer engagement is a function of increased
word-of-mouth referrals, testimonials, and customer advocacy. Thus, it has been
reported that when there is a satisfactory relationship between an organization and
a customer, an emotional bond is created and this type of relationship can progress
to the engagement stage with the potential to generate more revenue, to ensure
a lifetime of profitable loyalty [42]. It is not uncommon for CEOs and business
executives to be interested in scaling up their customer engagement strategy since it
has a positive relationship with key business outcomes like profitability, stock price,
return on investment, and earnings per share. Marketers may measure engagement
by studying such indicators as customer retention, sales volume and value, revenue
per customer, repeat purchase frequency and marketing cost as well as e-mail opt-in
and time spent on a particular website [36].

4.3 Customer engagement: the ICT perspective

The gradual but steady invasion of technology and the attendant social media
into the day-to-day business and marketing activities has altered each of our
endeavors from making and receiving a telephone call, doing physical exercise to
purchasing groceries [43]. We are constantly depending on technology and other
smart devices to help us in organizing, tracking, and managing our daily activi-
ties. The use of paper is gradually becoming less important and moribund as the
majority of our documents are stored in the cloud. The case is the same for busi-
ness organizations and their practices are fast changing to meet up with the trend.
However, there is still something to be discussed about the human touch’, so how is
it discussed about the “human touch,” so how is customer engagement defined in
this virtual world as against the brick-and-mortar world?

Customer engagement can be described as the interactions between a customer
and a brand through various means of communication, irrespective of the platform
a business operates or a customer uses [43]. The major form of customer engage-
ment is advertising whether online, print, broadcast or any other medium. As busi-
ness organizations spend more marketing naira on the Internet and social media
campaigns advertising is becoming engaging and interactive more especially with
online retail outlets and other businesses conducted on the web.
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The technology installed on social media sites enables organizations to monitor
and record accurately consumer behavior and channel marketing programs based on
customer type, thereby creating a more interactive and real-time experience for the
customer [43]. The output is a customer with a high tendency of returning to interact
with a specific brand. Through proper utilization and definition of customer engage-
ment, through social media and the Internet, organizations are enabled to collate,
track, and decipher customer data meaningfully. This does not only create an avenue
for improved marketing but also stronger customer engagement.

The present digital age via the Internet of Things has enabled customers to
really interact with brands, products, companies, and even creating communities
of like-minded consumers without having any physical contact, thereby enhancing
information access that enhances customer satisfaction and in turn loyalty.

One trending activity of customer engagement that is seeing resurgence is
the loyalty card program. These are organizations that provide special discounts,
perks, information, and other related opportunities for customers that are loyal. In
Nigeria, restaurants, hotels, shopping, recreation centers, and lounges are usually
involved. Initially, this program made use of plastic bar-coded cards that needed
to be presented at the point of purchase. However, the majority of the business
organizations are switching to the programs that only require the customers to link
their credit or debit card to a particular online portal, and their purchase is easily
and continently tracked; no extra card or coupons are required.

By building a steady and reliable interaction between a brand and a customer,
loyalty program establishes constant and dependable customer engagement. Firms
are able to monitor and record precisely customers’ buying behaviors and prefer-
ences, hence building the next customers perk. Customers feel rewarded for being
loyal with normal buying behaviors. More so, these customers could involve in mar-
keting surveys, social media interaction, and other campaigns. Whenever a busi-
ness decides to build new customers and retain the existing one, the use of a loyalty
program is usually the cheapest. By creating a platform that allows the registering of
a credit card, the probability that a customer will sign-up can increase, as there is no
additional step to remember in order to get perks. Having a piece of deep knowledge
about one’s customer base, engaging and rewarding them can be as easy as swiping
of a card at a point of sale terminal.

4.4 Necessities for customer engagement

It is an established fact that customer engagement is very important for the sur-
vival of any business in modern times. Moreover, it is also a known fact that great
customer service is a crucial factor for keeping a healthy customer relationship and
prospecting new opportunities. This is a statement of fact for our highly connected
society. With just one bad customer experience, a company’s name can go viral in
social media, in a derogatory manner. This is the motivation why smart firms are
scaling up their customer service to the next level through the intelligent utilization
of information and communication technology since it provides diverse platforms
for contemporary firms to initiate and maintain a long-lasting relationship with
their customers [43]. Below are the major reasons why customer engagement is
necessary [35]?

a.Improves customer satisfaction: organizations that concentrate on enhanced
customer engagement do experience geometric growth in their revenue and
a boost in customer satisfaction. One of such company’s primary goals is to
create a persistent, consistent, and superior customer engagement throughout
the customer journey.
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b.Encourages customer loyalty: when a customer is fully engaged, he or she
becomes loyal. Customers of any brand will continue to improve the well-being
of the brand and eventually become loyal if the firm can create an enhanced
and impressive customer engagement because an enhanced customer engage-
ment will halt switching behaviors from the customers.

c.Increase revenue and sales: the majority of customers want a fair balance of
price and service, and they would not settle for anything less. Customers prefer
to engage with brands that make it easy to transact with them by spending
more money on such brands. Ultimately, customers value superior service and
are willing to pay a premium price for it.

4.51CT and customer engagement

Technology especially the ICT is offering an important advantage for online
retailers in the area of customer engagement by improving and enhancing customer
service. Continuous evolvements of technologies have empowered customers than
ever [43]. Itis not only advantageous to the customers but it also has brought brands
to be closer to their customers and providing an avenue to comprehend customers
better and keep a track of their behavior in this ever-changing and dynamic com-
munication world [36].

Smart brands that want to make use of technology to resuscitate their customer
services must devise means of helping customers to conversate with brands when-
ever the need arises. Brands should structure their business procedures to accom-
modate efficiency and cost reduction. Firms need to concentrate on consumer data
analytics through insight-driven marketing in order to get better outcomes. As
[41], puts it: although Facebook “likes” and Twitter tweets provide some sense of the
engagement for a brand, a more complete set of measuves is typically needed to get a more
accurate picture of social media or other online activities. Smart brands should further
encourage their personnel to be proactive and always welcome new ways of improv-
ing customer engagement. In the nearest future, organizations that will concentrate
on customer engagement will be able to garner maximum profit.

Smart organizations can deploy the use of technology to improve their customer
engagement as follows:

a.Organizations can adopt email as a means of enhancing their customer service.
This will help them to be responsive to their customers’ queries as soon as

possible.

b.Smart brands can step-up their customer relationship and engagement by mak-
ing use of sophisticated data-gathering software like CRM software.

c. By providing fields on the firm’s Website where the customers can respond to
queries and seek solutions to problems and challenges from other users.

4.6 Online retailing and transactions in Nigeria

In recognition of the emergent e-payment services which were at the early stages
of development in Nigeria, the CBN in 2003 [44] issued guidelines on the operation
of electronic banking in the country. The apex bank in recognition of its roles in the
financial system stability and payments system oversight, the CBN Technical com-
mittee on e-banking produced a report which anticipates the likely impact of the
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movement toward electronic banking and payments on the achievement of CBNs
core objectives. The CBN guidelines on electronic banking are in four categories:

* The Information and Communication Technology (ICT) standards to address
issues relating to technology solutions deployed; standards for computer
networks and Internet; protocols; application and system software as well
as standards on delivery channels like mobile telephone; Automated Teller
Machines (ATMs); Internet banking; point of sales (POS) devices; interna-
tional schemes; electronic bill presentment; switches; Internet service provid-
ers; card schemes; and electronic transfer of funds. Also included are standards
on security and privacy which includes security policy and privacy; standards
on identification; access control; security log/audit trail; backup, recovery and
business continuity; and vendors and outsourcing.

* Monetary policy: the guidelines stipulate that electronic money scheme opera-
tors must supply the CBN with statistical information, about the volume and
value of their transactions, based on agreed format. All categories of electronic
money would be treated as part of the reserve requirements. Issues of elec-
tronic money are also required or subjected to prudential requirements.

* Legal issues: banks are obliged not only to establish the identity of their
customers but also enquire about their integrity and reputation. To this end,
there is an obligation on banks to maintain secrecy and privacy/confidentiality
of customers’ accounts among other legal issues.

* Regulatory and supervisory issues: the guidelines stipulate that in order to miti-
gate the risks associated with all electronic banking businesses, banks should
have in place a comprehensive risk management process that assesses risks,
controls risk exposure, and monitors risks. The regulatory and supervisory issue
also specifies the modalities for introduction of new e-banking/electronic prod-
ucts and services as well as reporting requirements and penalties for default.

The import of the above is that online retail transactions are multiple and varied
as we have explained above; and electronic payments drive the emergent online
retailing. In other words, banks are central to online retailing and are also critical
success factors in customer satisfaction with online/e-commerce operations.

Nigeria’s Internet penetration rate between 2010 and 2019 is 59,653%, which is
higher than the 11,532% penetration rate for Africa over the same period [45]. Also
59.5% of the estimated population of 200.1 million people in March 2019 use the
Internet; while only 17, 000,000 people are Facebook subscribers as at December
31, 2018. Despite poor Internet infrastructure, the proportion of Internet users
in Nigeria is above Africa’s rate of 39.8% and World rate of 57.3% as at 30th June,
2019. Arguably, this rapid growth in the adoption of Internet is redefining the way
Nigerians buy and consume. Indeed, the evolving online retailing and other online
financial transactions in Nigeria is becoming a phenomenon. The Internet has
brought about the emergence of virtual markets with four primary distinct charac-
teristics: real-time, shared, open, and global. Nigeria’s online worth was put at about
N200 billion in 2014 with huge potentials for growth.

As a continuation of the project, “Cashless policy,” which commenced first
in Lagos the Central Bank of Nigeria (CBN) extended its cashless policy to FCT,
Kano, Anambra, Abia, Rivers, and Ogun states beginning from end of 2013
and is expected to cover the whole country in few years. The CBN continued its
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nationwide sensitization campaign on the Cashless Policy, aimed at encourag-

ing members of the public to adopt alternative means of payment in their daily
transactions. The campaign covered 30 states of the Federation, which were not yet
under the policy. The policy was being implemented in some States, namely Abia,
Anambra, Kano, Lagos, Ogun, and Rivers and the FCT. Given the success recorded
by the policy in Lagos and the adaptation of Lagos bank customers to alternative
transaction media, the implementation of the policy in other parts of the country
will aid online shopping in the country. The Internet is considered a mass medium
that provides the consumer with purchase characteristics as no other medium.

Online shopping also has some challenges especially in Nigeria. Rosenberg [46]
avers that anybody or organization building e-commerce platform in Nigeria need
to know the following:

Payment methods and cash-on-delivery: despite attempts to reduce Nigeria’s reli-
ance on cash, the economy is still very much cash-based as credit card penetration
remains limited. Allow customers to pay cash on delivery alongside other payment
methods.

Human contact: Nigerians value human interaction when shopping. They like
to touch, feel, and speak about the product. Have customer relations managers call
customers after the item has been reserved online to make sure the customer really
wants the product. Allow customers to touch and see the product on delivery.

Online deals: offer good online deals to highlight the appeal of online shopping
and build recurring customers as Nigerians are very price sensitive and will com-
pare prices.

Trust: Nigerians are very suspicious of buying online considering high levels of
cybercrime. Once trust is established through the steps outlined above, customers
will shop online for your products with fewer reservations.

Challenges: Nigeria’s e-commerce industry faces various challenges including
poor infrastructure, road congestions, power blackouts, the high cost of Internet,
and cybercrime.

Poor to inadequate infrastructure is a major issue affecting online/Internet
activities in Nigeria. [47] reports that Nigeria belong to the middle electronic
government development index (EGDI) which ranges from 0.25 to 0.50 for the
year under review. Nigeria has a EGDI of 0.3807 for 2018, which is very low. Despite
this low ranking, however, Nigeria’s ranking in the online service component of
the EGDI is much higher at 0.5278. This is a clear indication that, despite the poor
telecommunications infrastructure, Nigerians are keying into online shopping as
a phenomenon in modern day transactions. The UN-EGDI reports that Nigeria has
a telecommunications infrastructure index (TII) of 0.1881; wireless broadband is
23.27 per 100 inhabitants while fixed broadband is put at 0.06 per 100 inhabitants.
Hence, utilizing online to pay for items like school fees through the Remita platform
is always hectic and can take days to accomplish. This calls for serious investment
in the telecommunications infrastructure to address the deficit and bring about
enhanced online operations in Nigeria.

5. Conclusion

Customer satisfaction relates to a customer’s feelings of pleasure or disappoint-
ment from consuming a product or service and comparing perceived outcome to
expectations. Where the experience falls short of expectations, the customer is
dissatisfied. If the consumption meets the customer’s expectations, the customer
is satisfied. If it exceeds expectations, the customer is highly satisfied or delighted.
The development of information and communication technology (ICT) and its
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wide application in marketing led to the development of online retailing where
customers now shop from the convenience of their homes and or offices. This

has redefined customer satisfaction as customers can go online to read and learn
product reviews before making purchases. With the emergence of social media,
customer engagement is rife and can create value for the firm. The relationships that
exist between customer satisfaction and customer loyalty are premised on the kind
of product categorization, absence or presence of moderating factor(s), the circum-
stances, and the market type and competition. Several models have been employed
in studying customer satisfaction with online retailing have used in consumer
satisfaction studies. These include: the disconfirmation of expectations model;
perceived performance model; rational expectations model; expectations-artifact
model; attribution model; cognitive dissonance model; comparison level model;
contrast model; and the Kano model. There is the need for a holistic/multidimen-
sional approach to engagement as a way of enhancing engagement in the present
information, communication and technology (ICT) driven age.

Information technology (IT) companies have been inclined to use the term
customer relationship management (CRM) to describe the software applications
that automate the marketing, selling, and service functions of businesses [48].
Hence, CRM became synonymous with technology. Many organizations especially
those with large customer base like banks and online retailers can employ informa-
tion technology tools to help them customer relationship management (CRM). Data
mining techniques can be used to identify which customers are likely to defect, what
can be done to win them back, which customers are hot prospects for cross-sell
offers, and how best to communicate those offers. Banks want to win a greater share
of customer spend (share of wallet) on financial services. In terms of operational
CRM, many banks have been transferring service into contact centers and online in
an effort to reduce costs, in the face of considerable resistance from some customer
segments. IT-enabled purchasing processes can deliver higher levels of accuracy in
stock replenishment. Manufacturers can run CRM-enabled marketing campaigns
which are highly cost effective. Consumer goods manufacturers deal with the retail
trade. They use CRM to help them develop profitable relationships with retailers.
Through an extensive use of IT, banks are using virtual banking to provide services
without any requirement for the physical walk-in-premises. Apart from the com-
mon forms of virtual banking like ATMs, electronic fund transfer, magnetic ink
character recognition (MICR), a bank like United Bank for Africa (UBA) are using
an artificial human called Leo, the Virtual Banker, to reach customers and access
customers who can chart with the virtual banker on any bank product or service.
Also the Nigeria Access Bank Mobile has in-built mechanism that once you transact
on mobile there is a question for the customer to report any issue with the transac-
tion. Accordingly, CRM helps organizations understand costs-to-serve, issues with
using a particular product/service and customer profitability by deploying relevant
IT solutions like artificial intelligence (AI). AI can be a great solution for to deal
with complex data over time and interact between different customer behaviors
that can be difficult for people to handle. Al can also look at a variety of data,
including new sources and interactions between behaviors to determine risk and by
so doing organizations can use Al analyses to recommend likely better offer that can
most likely retain a valuable customer. Hence, key account management practices
are applied to strategically significant customers or customer segments.

Conclusively, CRM activities in modern companies are easily enhanced effec-
tively and efficiently with the application IT tools and methods. Since CRM involves
planning, organizing, directing, and coordinating actual and potential customers
of an organization, the use of IT tools to generate and manage big data like spread
sheet, machine learning, and artificial intelligence will help improve customer data
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mining. IT tools and methods are veritable instruments in achieving robust and
comprehensive CRM especially in the twenty-first century where customers gener-
ate enormous data that are essential to decision making. CRM software enables
organizations to handle and coordinate their service-related inbound and outbound
communications across all channels. This can enhance effectiveness and efficiency
through service cost reductions, improvement service quality, lifting productivity,
and increasing customer satisfaction.
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Chapter 4

Qualitative Analysis of Different
CRM Evaluation Models

Christoph Weiss, Johannes Keckeis and Manfred Kofler

Abstract

Customer relationship management (CRM) systems help companies to manage
their business processes. Specially for sales, campaigns, contact management, etc.
The simpler and more efficient the business processes are executed, the more
profitable these companies can be. Therefore, the process of selecting and evaluat-
ing a CRM system is an important success factor for each company in every indus-
try and in every company size. The qualitative analysis of CRM evaluation models
examines the necessary phases and activities for selecting a new CRM system. It is
important to go through the relevant phases in the selection in order to be able to
make a decision in a structured manner.

Keywords: analyze, business management, CRM, customer relationship
management, criteria, decision, evaluation, evaluation models, normalize,
market information, model, negotiation, project, requirements, selection,
solution, system

1. Introduction

A customer relationship management (CRM) system is a business management
software [1]. CRM software solutions usually include relevant modules for manag-
ing and executing business processes in a company such as operational CRM pro-
cesses (marketing processes, sales processes, or service processes), analytical CRM
processes (target group analysis, cross-selling analysis, or customer risk analysis),
comprehensive processes (customer value analysis, customer segmentation, or cus-
tomer characterization), or strategic processes (strategic analysis, strategic concep-
tion, or strategic controlling) [2]. A CRM system helps various parts of sales and
marketing departments of an organization to organize and share data and knowl-
edge, reduce costs, and improve the management of their business processes [3].

Various architectures of CRM systems exist on the market: proprietary CRM
systems, modules as a part of ERP systems, and original equipment manufacturer
(OEM) systems in enterprise system landscapes. CRM vendors and implementation
partners offer similar bundles of functionalities in their software-products: a set of
application modules that fit together. Each module includes a variety of functions [3].

There are different approaches for evaluating and implementing a CRM system.
Thus, software evaluation is not a simple technical activity; it is a decision process
including subjectivity and uncertainty with no possibility of arbitrary reduction [4].
As listed in the Appendix, several authors developed evaluation models with dif-
ferent methods between 1998 and 2017. These models are structured in different
phase sequences and are used as a base for this paper.
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2. Methodology
The methodology approach is structured in two phases:
1.Literature analysis
2.Qualitative content analysis (word analysis)

In the first phase (literature analysis), different models in evaluating CRM systems
are identified and used as a basis to develop a new CRM evaluation model. Twenty-
one different CRM evaluation models have been identified (see Appendix: Table 16).

In the second phase, all identified papers are processed via a qualitative content
analysis (word analysis). In this analysis, sources, levels, phases, activities, and
tasks are qualitatively coded. Identical or similar phrases are combined and derived
[5] as shown in Table 1.

Source Level Phase Original wording Activity

Q029E01001 EO01 Requirements Defining requirements: first Define requirements
requirements and then software

Q253E01002 EO1 Requirements Definition of requirement Define requirements

Q139E02012 EO01 Requirements Develop CRM request matrix Define requirements

Table 1.
Example of word analysis.

Within the word analysis, terms are summarized as shown in the following
examples [6]:

* “analyze” (analyze, check, identify, verify, ...)

* “define” (appoint, define, form, setup, organize, ...)

2.1 Different ways of sequencing

Based on the word analysis, the sequences of phases and activities are deter-
mined. Three different calculation types are used to determine the sequences:

1. The phases or activities were normalized in each evaluation model, and an
average value was calculated.

2. Average value is given by the sum of the multiplication of nominations per
phase/activity number, and the frequency of the mentions in this phase/
activity is divided by the amount of nominations per phase/activities.

3.The mean is determined from the occurrence of the identified first and last
phase or activities of the analyzed models.

Phase/activity Nomination in phase/activity > A B C D

> _: number of entries in the 21 papers.
A: average of phase/activity numbers (phases including nominations).
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B: sum of (amount of nominations per phase * phase number)/amount of nom-
inations per phase/activity.

C: normalized phase/activity (see normalization formula in the appendix:
Table 17).

D: ranking (column C).

3. Analysis

The number of phases within the different CRM evaluation models varies
between two and eight phases. In this analysis, only phases which are listed in
minimum three of the 21 papers mentioned before were considered. On average
4,48 phases are present. Table 2 shows the considered phases.

Phase Nomination in phase ) A B C D
(Business)process analysis 1,4 3 2.5000 2.0000 0.1429
Analyze 1,2,3,7 9 4.0000  2.4444 0.2974 5
Conditions 1 3 1.0000 1.0000 0.0000 1
Decision 3,4,5,8 7 5.5000 5.2857 1.0000 13
Evaluation 2,4 3 3.0000 3.3333 0.6667 8
Longlist 2,3 4 2.5000 2.5000 0.3571 7
Market information 1,2,3,4,5 6 3.0000 2.6667 0.3262 6
Negotiation and contract 3,57 3 5.0000 5.0000 0.9524 12
Presentation 3,4,7 10 5.0000 4.2000 0.6888 10
Project initialization 1,2 5 1.5000 1.2000 0.0286 2
Requirement definition 1,2,3 11 2.0000 1.8182 0.2576 4
Selection 1,2,3,4,5,6,8 22 4.5000 3.3182 0.6683 9
Shortlist 3,4,5 4 4.0000  4.0000 0.7667 1

Table 2.

Considered phases.

The following terms are mentioned in the papers on the one hand as an activity
in a selection phase and on the other hand as a phase: definition of requirements,
longlist, market information, presentation, negotiation and contract, and decision.

Each phase is structured with different activities. In this analysis, only activities
which are listed at least two times in the phases mentioned before are considered. In
the 21 papers, these activities are called sub-phases or detail descriptions. Further
identified and analyzed activities will be added after each phase.

3.1 P1 condition phase

The main activity in the first phase is clarification and definition of the strategy. This
concerns the corporate strategy as well as the IT strategy and CRM strategy (Table 3).

Activities Nomination in phase > A B C D
Define strategy 1 2 1.0000 1.0000 0.0000 1
Table 3.

Activities in the condition phase.
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3.1.1 Other activities

It is important to differentiate the CRM evaluation project from other projects in
the company and to focus on the selection and implementation of CRM processes
with a new CRM system. Furthermore, basic requirements are clarified.

3.2 P2 project initialization phase

In Table 4, four activities are identified. At the beginning of the project initia-
tion, a project manager is appointed by the management. The project manager
defines the project and elaborates the project assignment in detail. One focus is
detailing the goals, which have been defined by the management in the condition
phase. Following this, the project will be launched.

Activities Nomination in phase > A B C D

Define a project 1,4 3 2.5000 3.0000 0.4000 4

Define goals 1,3 2 2.0000 2.0000 0.2000 3

Define project manager 1 2 1.0000 1.0000 0.0000 1

Start project 1,2 2 1.5000 1.5000 0.0714 2
Table 4.

Activities in the project initialization phase.
3.2.1 Other activities

A project sponsor is set by the management to give the project the necessary
importance in the company. The project is justified by the project manager who
defines the project team. The detailed project scope is agreed with the project team
and the project client. Another activity includes conducting a preliminary study on
the feasibility of the CRM project. A kickoff is prepared and carried out. A detailed
risk analysis is done and a risk management for the project is established. On the
one hand the project budget is defined and on the other hand a exact timetable is
defined and formulated.

3.3 P3 (business) process analysis phase

In the process analysis phase, all necessary business processes are defined. This
phase includes identification, documentation, and evaluation of all CRM processes.
In further step criteria for the evaluation of CRM systems, CRM providers and CRM
business processes are defined (Table 5).

Activities Nomination in phase > A B C D

Develop processes 1,4 2 2.5000 2.5000 0.2143 2

Set criteria 1,2 2 1.5000 1.5000 0.5000 1
Table 5.

Activities in the project initialization phase.
3.3.1 Other activities

In business process analysis, processes can be further developed and modeled.
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3.4 P4 requirement definition phase

In the requirement definition phase, the requirements (business and technical
view) are determined, analyzed, defined, and prioritized. Specifications are devel-
oped for detailed requirements. These requirements affect the CRM processes, CRM
systems, and CRM providers. The detailed requirements are listed in a requirement
catalog, which is the basis for the specifications (Table 6).

Activities Nomination in phase > A B C D
Analyze requirements 1 2 1.0000 1.0000 0.0000 1
Create requirement catalog 1,2,5 3 3.0000 2.6667 0.4444 5
Create specifications 4,5 2 4.5000 4.5000 0.7143 6
Define requirements 1,2,3 17 2.0000 1.5294 0.1863 4
Determine requirements 1,2 4 1.5000 1.2500 0.0000 1
Prioritize requirements 1 2 1.0000 1.0000 0.0000 1
Set criteria 3,4 3 3.5000 3.3333 0.9167 7
Table 6.

Activities in the requirement definition phase.
3.4.1 Other activities

Selection criteria are weighted, and the decision criteria are prioritized. CRM
processes are developed. Target processes for the processing of CRM activities are

defined.

3.5 P5 analysis phase

An actual analysis of all relevant CRM business processes must be carried and
worked out. This includes all needs for functions and processes of the CRM systems.
Furthermore, the future (CRM) processes will be developed, and the selection
criteria will be evaluated (Table 7).

Activities Nomination in phase 3 A B C D
Analysis needs 2 2 2.0000 2.0000 0.2500 2
Evaluate criteria 2,3 4 2.5000 2.2500 0.4167 4
Capture software 2 2 2.0000 2.0000 0.3330 3
Develop processes 2,3 2 2.5000 2.5000 0.4167 4
Perform an actual analysis 1,2,3 4 2.0000 1.7500 0.1214 1
Perform analysis 2,7 2 4.0000 4.5000 0.6786 6
Table 7.

Activities in the analysis phase.
3.5.1 Other activities
The following points are defined:

* All necessary (CRM) processes evaluation criteria
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* Quantity structure such as number of offers, customers, etc.
¢ IT infrastructure

e CRM improvement potentials

3.6 P6 market information phase

Within the market information phase, not only CRM systems but also CRM
vendors and CRM implementation partners are determined and structured in an
adequate market overview (Table 8).

Activities Nomination in phase > A B C D

Conduct market research 3,4,5 3 4.0000 4.0000 0.4857 3

Market overview 1,2 2 1.5000 1.5000 0.2500 2

Search providers 1 2 1.0000 1.0000 0.0000 1
Table 8.

Activities in the market information phase.
3.6.1 Other activities

In P6, a first longlist is created. This is done based on the evaluation of the
market data. Detailed information is collected from the providers in the form of a
specification.
3.7 P7 longlist phase
3.7.1 Other activities

A longlist of CRM systems and CRM provider (vendor and implementation part-

ner) is created (Table 9). All possible CRM systems and CRM providers are listed.
Based on the defined criteria, the CRM systems and CRM providers are evaluated.

Activities Nomination in phase > A B C D
Create longlist 2,3 3 2.5000 2.3333 0.3810 1
Table 9.

Activities in the longlist phase.
3.8 P8 evaluation phase
3.8.1 Other activities

In addition to the (CRM) business processes (Table 10), the IT infrastructure is
also evaluated.

Activities Nomination in phase > A B C D
Evaluate criteria 2,4 2 3.0000 3.0000 0.6250 1
Table 10.

Activities in the evaluation phase.
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3.9 P9 selection phase
The selection can be done over 1-n stages (basic selection or preselection, fine

selection, and final selection). Depending on size and/or complexity of the evalua-
tion, all three or even two sub-phases can be necessary (Figure 1).

selection phase

basic selection fine selection final selection
phase phase phase

Figure 1.
Selection phases.

The proposals from the selection phase are compared and evaluated according
to predefined criteria. Presentations and workshops will be held for the decision-
making of CRM software and CRM providers. An implementation plan is created
(Table 11).

Activities Nomination in phase ) A B C D
Compare offers 3,4,5 4 4.0000 3.0000 0.5333

Create implementation plan 4,5 2 4.5000 4.5000  1.0000 12
Evaluate criteria 1,2,4 5 2.5000 1.8000 0.5000 5
Make decision 3,57 4 5.0000 5.5000 09643 11
Make rough selection 1,4,5 3 3.0000 3.3333 0.4095 4
Make selection 1,2,3,4,6,8 10 4.5000 3.4000 0.8167 10
Perform fine selection 2,4,6 4 4.0000 3.5000 0.7381 8
Perform preselection 1,256 9 3.5000 2.5556 0.2170 3
Perform presentations 2,4 3 3.0000 2.0000 0.1667 2
Perform workshops 3,6 2 4.5000 4.5000 0.6500 7
Select software 2,3,4 3 3.0000 3.0000 0.8056 9
Tender 1,3,6 3 3.5000 3.3333 0.1000 1
Perform final selection 6,8 2 7.0000  7.0000 1.0000 12

Table 11.

Activities in the selection phase.
3.9.1 Other activities

In the selection phase, it may be necessary to carry out market research again.
Possible first tests of CRM systems are completed. Visits to reference customers of
the CRM providers are prepared and carried out. For this, questions are prepared,
and potential participants are determined. CRM business cases are defined. Possible
CRM providers are contacted and the answered specifications pre-evaluated.
Contract negotiation contracts are drafted, and initial negotiations are carried out.
Detailed requirements are determined, the essential selection criteria are defined,
and, if necessary, the criteria are weighted.
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3.10 P10 presentation phase

During P10 phase, 1-n presentations will be held. This can also be considered as a
proof of concept (Table 12).

Activities Nomination in phase > A B C D

Perform presentations 3,4,7 8 4.2500 8 0.6824 1

Proof of concept 4 2 4.0000 2 0.7143 2
Table 12.

Activities in the presentation phase.

3.10.1 Other activities

An agenda must be created for vendor presentations. The vendor presentations
should be moderated. A documentation (e.g., minutes) of each vendor presentation
is created. Each vendor presentation is rated by a defined Team via defined
questionnaire. For the vendor presentations, data for the prototype is provided.
The activities for the vendor presentations are also valid for the proof of concept.

3.11 P11 shortlist phase
3.11.1 Other activities

A shortlist of CRM systems and CRM providers (vendors and implementation
partners) must be created (Table 13). All CRM systems and CRM providers from the
reduced longlist are collected in the list. Based on previous defined detailed criteria,
the CRM systems and CRM providers are evaluated and reduced to a shortlist.

Activities Nomination in phase > A B C D
Create shortlist 3,4,5 4 4.0000 4.0000 0.7667 1
Table 13.

Activities in the shortlist phase.
3.12 P12 negotiation and contract phase

The focus in this phase is to design the contracts (project contract, software
contract, maintenance contract) and conduct contract negotiations (Table 14).

Activities Nomination in phase > A B C D
Carry out negotiations 3,7 2 5.0000 5.0000 0.9286 1
Table 14.

Activities in the project initialization phase.
3.12.1 Other activities

The negotiation strategy is defined, and the following important contract
elements are identified:

* Costs for licenses, consulting, development

* Terms of payment
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¢ Travel expenses

* Liability

* Warranty

* Delay

* Approval conditions

e Service-Level-Agreements (SLA)

* etc.

3.13 P13 decision phase

In the decision phase, all decisions are collected, and a management summary is
given. Final tests provide information and form the final basis for a definite decision
(Table 15).

Activities Nomination in phase > A B C D

Final testing 1,2 2 1.5000 1.5000 0.1250 2

Make decision 3,4,5,6,8 8 5.5000 5.2500 1.0000 3

Summarize criteria 1 2 1.0000 1.0000 0.0000 1
Table 15.

Activities in the decision phase.
3.13.1 Other activities

Possible reference customers (clients) of the final vendor are identified,
contacted, and visited. During reference visits, the implementation project, the
industry experience of the consultants, and the ongoing support will be discussed.
The final contract negotiations are carried out. In the final phase, the most suitable
system and the vendor or implementation partner are selected.

4, Conclusion

The study is interesting since viewpoints from a literature perspective as well as
from a business side have been considered. The results of the qualitative content
analysis (Figure 2) offer the possibility of the individual design of a procedure
model for the selection of CRM systems.

The selection model can be changed or adjusted if necessary. This applies to the
analyzed phases as well as to the respective activities within the phases.

5. Future work

In the qualitative analysis of CRM evaluation models, 13 phases including spe-
cific activities were identified. Based on this literature review, it is planned to
conduct expert interviews. On the basis of these expert interviews, a new CRM
evaluation model will be defined an afterwards tested via a quantitative analysis to
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confirm the results. Based on this new model, it is planned to develop guidelines
how the model can be used.

P1 conditions P2 project P3 (business)process P4 requirement P5 analysis
phase initialisation phase analysis phase definition phase phase
Pé market P7 longlist P8 evaluation P9 selection P10 presentation
information phase phase phase phase phase
P11 shortlist P12 negotiation P13 decision
phase and contract phase phase
Figure 2.
Thirteen-stage selection model.
Appendix
Model name Number  Model type  Procedure Document type
phases
5 step CRM software selection guide: a 5 Selection Guide Product folder
pragmatist’s guide to CRM software
selection [7]
CRM Evaluierung [8] 3 Evaluation Product folder
CRM implementation method [9] 5 Selection Processes  Conference paper
Software selection steps [10] 3 Selection Steps Journal paper
Uberblick iiber das Referenz- 8 Selection Reference Dissertation
Vorgehensmodell [11] model
Phasen der Softwareauswahl [12] 8 Selection Processes Book
Einfiihrung eines SFA-Systems [13] 3 Implementation ~ Phases Technical article
Selektionsprozess CRM-System [14] 5 Selection Processes Essay
Phasen der Softwareauswahl [15] 3 Selection Phases Technical article
CRM-Softwareauswahl [16] 6 Selection Guide Guide
CRM-Auswabhl in vier Schritten zum 4 Selection Steps Consultation
richtigen System [17]
CRM Beratung [18] 2 Implementation  Stages Consultation
Ubersicht iiber das CRM- 3 Selection Phases Technical article
Selektionsmodell [19]
Auswabhlprozess [20] 4 Selection Phases Consultation
Ideale Vorgehensweise bei einer 8 Selection Consultation
Kampagnenmanagement-Auswahl
[21]
Methodik und Vorgehen: Best Practice 4 Evaluation Steps White paper
CRM-Entscheidungstrichter [22]
Drei Phasen (und ein Kick-Off) zur 4 Selection Phases White paper

Auswahl ihrer CRM-Software [23]
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Model name Number  Model type  Procedure Document type
phases
Auswahl und Einfithrung von 6 Selection Road map Study
CRM-Systemen [24]
Evaluationsprozess fiir CRM-Systeme 3 Evaluation Phases Bachelor thesis
[25]
CRM-Projekt [26] 2 Selection Phases White paper
Vorgehensweie im Uberblick [27] 5 Selection Phases  Presentation slides
Table 16.
Overview of the evaluation models.
# of phases Split  # of phases Split  # of phases Split  # of phases Split
1 0.0000 1 0.0000 1 0.0000 1 0.0000
2 1.0000 2 0.5000 2 0.3333 2 0.2500
3 1.0000 3 0.6667 3 0.5000
4 1.0000 4 0.7500
5 1.0000
# of phases Split # of phases Split # of phases Split # of phases Split
1 0.0000 1 0.0000 1 0.0000 1 0.0000
2 0.2000 2 0.1667 2 0.1429 2 0.1250
3 0.4000 3 0.3333 3 0.2857 3 0.2500
4 0.6000 4 0.5000 4 0.4286 4 0.3750
5 0.8000 5 0.6667 5 0.5714 5 0.5000
6 1.0000 6 0.8333 6 0.7143 6 0.6250
7 1.0000 7 0.8571 7 0.7500
8 1.0000 8 0.8750
9 1.0000
Table 17.
Normalizgation formula.
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Chapter 5
Values and e-Consumer Behavior

Joan Movales Alcidia and Marina Romeo Delgado

Abstract

e-Consumer behavior models prior attitudes to predict e-loyalty in front values
or another internal factors of customers. Scientific literature relegates to a second
term the importance of values in purchase online like a predictive factor of e-loy-
alty. The following chapter explains why values will be determinant in consumer
behavior online and e-loyalty.

Keywords: consumer behavior, shopping online, utilitarian and hedonic values,
e-loyalty, organizational values

1. Introduction

Values are concepts or beliefs about a final desirable state. Values cross-specific
situations guiding the selection and evaluation of events and behaviors ordering
them through a hierarchical structure [1]. In the operational definition of “values”
we can distinguish three dimensions [2]:

* An ethical dimension strategic or of preferential election: in this case the
value is like a conviction or a stable belief in the time that a determinate way
of behavior, or an existential purpose is personal or socially preferable to his
opposite way of behavior or to his contrary existential purpose. The values
can be understood like strategic learnings and relatively stable in the time that
allow us act orienting us to achieve ours outputs.

* An economic dimension or cost: this dimension does reference near at hand of
the significance or to the importance of a thing. When we are making deci-
sions, values are reference guides that allow us regarding people, objects or
ideas. In that sense they can be considered as internal decision criteria.

* A psychological dimension: understood as in which it defines it as: “a moral
quality that moves to tackle big companies and to face without big fear
dangers.”

Beside these dimensions of this definition [2], it is possible to explain the
fragmentation and subjectivity of a concept and sense and different uses across
situations [3-5]. Regarding cultural meanings, ethical, human, and morals, values
are considered like general and categorical concepts that influence in individual
behavior with regard to what results are desirable and not desirable in relation to
surroundings and determinate people to consider besides beliefs prescribed on what
is well or what is bad [6-10].
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Literature puts of self-evident that values are the most important factor that
conform the bases of a culture and affect to the training of attitudes, being consid-
ered, therefore, like a product of a culture and the base on which form individual
values that drive people by the way to taking socially desirable decisions. Therefore,
values are formed between people that live in a determinate generation and go
transmitting them to other generations through a socialization process, being able
to be considered like a concept umbrella that includes elements such as values,
beliefs, and norms shared by a collectively useful for distinguishing a determinate
group of people from another. Regarding meanings referred specifically to consum-
ers, values would be consider like internal guides that head to the individuals in
relation to purchase behavior like consumers [3, 11-14].

2. Values and consumer behavior

Studies of values in consumer behavior try to establish the relations between
concrete attributes of products, abstract attributes and consequences, and con-
sumer values [15]. A second group of the studies about the values and behavior
of consumer are those investigations that consider the values like an antecedent
variable [16]. These investigations try to explain how values influence thoughts and
motivations [17], purchase behavior [18, 19], or product elections, preferences,
attitudes, or needs [20]. Finally, the third kind of studies has been using values to
segment markets or to develop advertising strategies.

2.1 Personal values and consumer behavior

During the last decade, the study of personal values has been an object of a large
attention by part of researchers. They have been multiple the disciplines as well as
the approaches that have stood out the importance of the values. From sociology,
going through psychology and economy, personal values in a direct or indirect way
had been present in numerous studies. According to [12] there are two approaches
to the study of values. The first approach treats to establish relations between the
values and the consumer behavior. Like this, different authors have tried to relate
values of the subject with consumption of products [21], motivations of purchase
[17], retail election [22], choice of a certain kind of food [23, 24], culture [25, 26],
or with consumer behavior in general [18, 19, 22, 27, 28].

The second approach studies values’ influence on the behavior of consumption
[1, 18, 20, 23, 25, 29-33]. The effect of the system of values in the process of deci-
sion of the consumer also has been very established in literature [8].

Personal values are principles that guide behaviors and that are strongly tied
with motivations of individuals. The personal values and the perception of value
would constitute the main managerial strength of the intention of purchase for
products of luxury- especially in the Occident and in the east emergent markets
[34]. In accordance with [22], the strength of the personal value would root in the
perception of utility in relation with the image and the symbolism in association
or dissociation with cultural referents and demographic partner. In relation to the
consumption and the personal values, there are two orientations that have been col-
lected through the literature: the utilitarian orientation and the hedonic orientation.

The utilitarian orientation in consumption has been described like a tendency
to emphasize the perception of functional value or his future provision [22].
Traditionally, functional value has been considered the primary conductive
strength in elections of consumers [22] and the more easily adopted by consumers
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with traditional lifestyles. In this sense, consumers with utilitarian values tend to
have simple lifestyles, considering the consumption like necessary for the survival
but without any purpose of entertainment. Consistently, they tend to be more
conscious of the value and have more positive perceptions of this value in relation to
the price that they have to pay.

The hedonic term recognizes different behaviors in consumers basing them in
mental criteria. Mental criteria include entertainment and appearances of excite-
ment with the experience about the product and/or service. Entertainment reflects
sensory dimensions (sight, hearing, taste, and touch) of a perceived experience.
Sometimes these experiences cannot be reedited in back experiences. For example,
customer experience generates directly emotional excitation, evoking emotions
like pleasure, envy, fury, or anger. We can observe it when somebody goes to the
restaurant and does not value neither the price or the quality of the foods, being for
him or her more important, the decoration of the restaurant or the musical thread.

Study of the hedonic values initiates to finals of the 1970s [35, 36] from the inves-
tigation about consumer motivations and their relationship with products symbolism
[37]. Even so, it is not until years later that some studies recognize in the products
the existence of symbolic values, going further to traditional utilitarian values [38].
From here the acts of consumption are based not in what the consumers think that is
real but in what they wish that it was [36]. The election of a product or a mark bases
frequently in the congruence of the lifestyle and the values of consumption, as well
as the symbolic perception or the meaning of the product or of the mark [36, 37].
Like this, the consumers with strong hedonic values choose his products or the marks
basing more in his symbolic or expressive values that in his functional values.

2.2 Perceived values and consumer behavior

Perceived values are an imperative strategy for organizations [39] giving to
customers an upper input about organizations and adopting an important paper
in all activities of marketing [40-42] of business success. In the actuality comes
accepting the idea that successful companies do not deliver products in return
of a gain but rather value in return of utility. The value perceived is defined like
the result of the comparison by part of the consumer of the profits perceived and
the sacrifices made [43, 44]. According to this definition, we are faced with a
concept of subjective nature characterized by a certain ambiguity [45]. This fact
prevents a uniform interpretation according to the term. Certain confusion in the
term “perceived values” creates difficulties to compare distinct empirical studies
and inconsistency in the procedures of measurement of the value perceived [46].
In this way there is consensus regarding the multidimensional of the concept
of value [39] accepting the existence of several factors that should explain and
measure the value perceived.

Perceived value is therefore a subjective construct in several senses: it varies
between customers [47], between cultures [48], and in different temporary situa-
tions [49]. This last assessment conceives the perceived value like a dynamic factor
that consumer experiences before the purchase, in the moment of the purchase,
in the moment of his use, and after his use. For each one of these moments, the
assessment made is different [50]. Of this form, in the moment of the purchase, the
attributes of the product and the price are determinants, whereas during the use
and after the same, the consequences and results obtained are the most valued ele-
ments by the customer. Therefore, to understand the process by which determinate
values can generate the loyalty in the consumers, it will be necessary to define more
clearly their perceived value [51].
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2.3 Perceived values, preferences, and intentions of purchase

The existing literature signals a perceived value like an indicator of the intention
of purchase [42] relating it besides with the attitude, the preferences, the purchase
behavior, and the loyalty. That is to say, the buyer wishes the function or the service
that the product is susceptible to loan and not the product in himself the same [52].
The training of preferences conceives perceived value like a development of affective
states that correspond with the results of evaluation and ordination of alternatives
about the available purchase made only in function of his qualities and without any
consideration of costs and sacrifices associated. We speak as of a process of evalua-
tion that takes place in absence of restrictions of cost and budgetary, as if of free and
free products treated [53]. However, against profits that can contribute the product,
all consumers have to bear a cost. The cost is not only economic, it also includes the
time of research and the risks associated to the on-line purchase for the e-consumer.
Hence the cost is one of the measures with which the consumer evaluates the sum of
the profits and the satisfaction associated that expects to obtain from the purchase
and the consumption of the product. From this point of view, the price is not but
what the consumer offers or is had to offer in return of the quality that is received or
trusts to receive. The consumer estimates the expectations and the degree of profit or
the advantages that expects to receive in shape of reward when purchasing a prod-
uct/service from the efforts and sacrifices that necessarily will have to make when
he is choosing a product/service. Perceived value affects the purchase intention of
clients. This is a result between the perceived quality of the product and the corre-
sponding sacrifice associated with obtaining it. It coincides with what usually knows
like the relation of quality/price between what is expected to be received—quality
and what in return is necessary to give—price. From all of the above, we can conclude
that the purchase intention is the result of an evaluation process in terms of costs and
benefits [53]. From here, unlike what occurs with the preferences, the intentions of
purchase reveal like predictors reasonable in the final behavior of consumer.

2.4 Perceived values and attitudes in behavior of purchase and loyalty

The concept of attitude refers to the learnt predisposition to answer in a consis-
tent form to an object favorable or not favorable. According to the theory of reasoned
action, the attitude of the consumer influences on the behavior of the purchase of the
same. According to this theory, behavior is determined by intentions and influenced
by attitudes and subjective norms. The relation between attitude and behavior inten-
tions has been widely examined and supported empirically [54]. Since the attitudes
are learnt, these seem affected by the information and the experiences. The value
perceived can influence the attitude of the customer. At the same time, perceived
value is important because of the influences in the confidence of consumer [39].

The existing research about how values influence behavior to go shopping and
the preferences is not very common. There are not too many empirical studies that
demonstrate the relationship between the values and the intention of purchases or
the buying behavior [55, 56].

3. Values and e-consumer behavior

3.1 Values online

Investigations around values online have prospered at the same time that
purchase online has been common [57]. New ways of investigation have opened
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from the instant that the retailers did not comprise the reasons about why custom-
ers used this channel, how it is used, and the requests that were necessary for his
use. Keeney [16] creates a series of objective and specific categories like influence
factors in the intention of purchase in the Internet. Besides, it gave a definition of
value associated to the trade in the Internet like “the value of the network in terms
of profits and costs of both in relation to a product and his processes of research,
request, and reception of the same.” In accordance with [58], the value online
present in the activities that offers the Internet should be generated into the
following process: research, evaluation, solution of the problem, and transaction.
From here that for the companies that operate through the Internet, the value was
one of the key elements since it offers a competitive advantage to the companies
that develop his organizational activities orienting them and focusing to his
customers [58], across perceived value a key to generate to consumer satisfaction
and loyalty. In e-commerce, perceived values affect the intention to adopt the
channel of purchase [59, 60] as well as the attitude to use it and in the intention of
repurchase online [61].

Pahnila and Warsta [57] had proposed a model of consumer behavior online
where hedonic and utilitarian values were antecedents of purchase behavior
prioritizing values in front of the attitudes and focusing their efforts in analyzing
purchase behavior online. Besides the exploration of the paper of perceived values
and consumer behavior in relation of e-commerce, they propose a structural model
in which they hypothesize that utilitarian and hedonic values have a direct impact
on the affections of e-consumers and acting like an indirect way on the behaviors of
purchase in the virtual surroundings. On the other hand, they analyze the impor-
tance of the habit in e-consumers behavior relating it to his time with e-commerce.
The results obtained by these authors confirm the incidence in an indirect way of
hedonic and utilitarian values in affections and indirectly on the behavior in rela-
tion to the e-commerce.

In a virtual purchase, [62] proposes two dimensions of value: like an achieve
component (profits that buyer obtains of the offer to the seller) and like a con-
cede component (monetary costs and not monetary costs in which it incurs in the
acquisition of the offer). In this sense, the importance of perceived value in the
electronic business comes from, between other causes, the ease that offers
to the consumer to compare the characteristics of products and/or services
online in relation to his prices. When the perceived value is low, the customers
will bend for changing to companies and will weaken his loyalty. In other words,
the customers satisfied will not be faithful to a virtual establishment if they
feel that they are not obtaining the greater value perceived. Approach of [62] is
predominantly economic. The economic approach is the first identified approach
in brand management, and several authors pointed out that the elements of
the economic approach serve as a prerequisite for most planning and execution
of brand management still today. Nevertheless, this approximation does not
consider neither the influence that can have the individual characteristics in
the perceptive process that the consumer carries out when he interacts with the
virtual surroundings from their personal values. The impulsive purchase results
to be a product of wishes, longings, and motivations in the unconscious level
of the consumer being and conditioned by the relation of surroundings and his
individual characteristics.

3.2 Predict models of consumer behavior and values online

Multiple predict models about values online show the incidence of utilitar-
ian and hedonic values in a positive affection about e-shop [63] and on e-loyalty
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and the experience of purchase in e-shops [64] or their relationship with fashion
marks. Hedonic and utilitarian values have been studied as market segmentation
criteria, as a background of consumer satisfaction and as influencing factors in
the purchase intention in the online store. Also it has verified their empirical rela-
tion with certain dimensions of the online store, with the catalogue of products,
with the intention of being sponsoring, with the adoption of devices of virtual
purchase, with the antecedents of the attitude and the wish of purchase to the on-
line retail trade, with the use of Internet as a shopping channel, and with prefer-
ences of customer about shopping online. Likewise, it has linked to the hedonic
personal values and utilitarian personal values with factors like flow online with
intention about the use of electronic devices [60] with the gender and the percep-
tion of utility [65] and with the perception of profits to buy in virtual shops [66].

Based on the theoretical foundation some of postulates present in the cognitive
theories of social psychology (theories of the attribution, theory of the cognitive
dissonance and theory of the expectation-value), [67] it is possible to assume that
the e-loyalty to a determinate online shop depends of the degree of adjust/unfit
between personal values of consumer and organizational values perceived in the
on-line shop where the consumer develops his behaviors of purchase. In this way
e-loyalty can be affected in a positive or negative way in function of the degree of
conflict or the existence of congruence between organizational values perceived
by the consumer in the e-shop and his own personal values in each experience
of purchase online. A higher degree of congruence between personal values and
organizational values perceived by the consumer in e-shop can be considered by
e-buyers like as a positive result to repeat their e-purchases in a certain online store.
This positive result increased the probability that in the future the consumer buys
another time in the same e-shop. In this regard, congruence and/or conflict between
organizational values perceived and personal values could be produced during any
one of the three phases that constitute purchase process (research of information,
purchase, and post-purchase process) and always from the relations of interaction
generated between subject and the organization in the e-shop. The apparition of
relations of conflict between personal values and organizational values perceived,
understanding in this case the conflict like the degree of incongruence generated
in the interactive way between personal values and the perceived values across the
mark in the e-shop, would affect in a negative way to the intention of purchase as
to the purchase, without offering possibilities to develop any type of loyalty to a
determinate business B2C by two components: like a future preferential election of
the e-shop and like a repetition of purchase [67].

Morales [67], in his predicted model of e-loyalty, found a clear differentiation
between categories of utilitarian and hedonic values and a strong Pearson correlation
index between utilitarian personal values and utilitarian organizational values and a
weak Pearson correlation index between personal hedonic values and organizational
hedonic values. Results confirm, in accordance with the existent literature [45, 69],
the coexistence of two types of personal values (utilitarian and hedonic) when the
consumers develop their behaviors of on-line purchase [68, 69]. The results obtained
confirm the relationship between personal values and organizational values and the
relationship between personal values and some dimensions of store online like virtual
design, product assortment, aftersales service and virtual store information [67].

4, Conclusions

The scientific literature referred to predictive models of consumer behavior
on-line has centered their efforts in treating to analyze the intention of on-line
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purchase, being scarce the studies that do reference so much to the behavior of
purchase as to the e-loyalty. In all of them, one of the most studied personal factors
has been attitude. Regarding values, in spite of having been a variable collected in
diverse global models like explanatory elements of e-loyalty, the attention loaned
to this variable by part of the researchers has been rather scarce. In spite of models
[70], e-values will be considered like an explanatory element of e-purchase inten-
tion and e-loyalty online as well as attitudes. In the same way, the predictive models
referred to the behavior of the on-line consumer mostly have opted for including
the attitude like one of the explanatory internal factors of behavior of purchase and
the on-line loyalty, to the detriment of the values. Including online values in predict
models of e-behavior online will be a gain to future research for explain better the
confidence deposited by consumers in this new channel.
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Chapter 6

A New Paradigm in Customer
Relationship Management

Bhanu Prakash Nunna

Abstract

This chapter details around the new paradigm within Customer Relationship
Management that the industry is going through. It covers topics like Customer
Expectations, different levels in Customer Satisfaction, types of Customers espe-
cially talking about Millennial’s and their mindset with respect to the expectations
of a certain product, and how the customer relationship is changing the game in
the market. This chapter also covers some of the key sections such as how Customer
relationship management and information technology are playing a key role to
enable firms to achieve their goals and targets. Finally, it summarizes some of the
key successful best practices to be adopted by firms which can help build trust and
relationship with their customers. There by increasing the revenue and customer
satisfaction creating win-win situation for both parties.

Keywords: artificial intelligence, machine learning, CSAT, information technology,
big dataand CRM

1. Introduction

In this chapter, we will introduce some of fundamental approaches to start
building customer relationship, go over the relationship between CRM and IT.

I believe that every user has some basic expectations in terms of customer
relationship irrespective of whether a firm or an organization has a department
to handle the same and if a firm is willing to invest in such positions who manage
relationship with customers.

What is Customer Relationship Management? What are the key goals of CRM
for any firms or organizations? How do we measure CRM metrics? What are the
different logical levels of CRM? These are some of the basic questions that anyone
would have. In my view, Customer Relationship Management is a journey and not
a milestone. The reason it is journey is because the wants of the customer changes
every day-in, day-out. So, firms need to constantly evolve and try to understand
the actual requirements of customers, provide him/her with insight into your latest
product/services portfolio and ensure he/she is happy with the suggested solutions.
It again depends on the life cycle of product/services of the firms until what stage of
the product life cycle they think that the relationship needs to be served.

Organizations have to define the goals and objectives which are measurable and
traceable for all roles involved in Customer Relationship Management. This will
help firms to measure and track the progress of the Organization in terms of how
their products are performing and what customers are saying about their over-all
experience when they consume the products/services of any organizations.
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2. Customer relationship management and IT

Customer Relationship Management as mentioned earlier is a journey and not
a milestone. After the third industrial revolution, which marked a new era with
Information technology as a new domain in the industrial sector, the fourth revolu-
tion totally changed the way people connect with each other, how IT is becoming
one of the core platforms in every industry that we can think. People are smarter,
think differently and their choices entered into a new level creating a different
bench mark for firms to satisfy the customers.

Customer Relationship existed from early 80s as well but it was very straight for-
ward and targeted towards managing relationships on a regular basis using human
interactions. For example, when I used to go to a bank during mid-80s, my father
used to know lot of people in the bank including Bank Manager. Having said that,
that generation used to maintain human relations with all the people with whom
they meet on a daily/monthly basis. Even for that matter, the vegetable vendors,
bankers, grocery store managers, people working in hospitals etc. This was the time
when there was an implicit Customer relationship which is being maintained by
every business/firms in a very interactive way.

After industrial revolution 3.0 [1], people’s mindsets have changed, priorities
are different, how people connect with each other is entirely different and the
expectations of the customers reached to a different level as the customers are more
knowledgeable, they have access to any information they want digitally and people
have become much more smarter and advanced in their thinking. With industrial
revolution 4.0 [2], firms/businesses need to think differently in order to meet the
expectations of the current generation of population.

It is the generation where people look for solutions which can help achieve
their wants and needs much faster than the earlier generation would expect. Here
is where, IT plays a much bigger role to help achieve the target solution required
to keep the customers happy. Businesses/Firms, either small or big need to really
understand who their target customers are in order to serve them better. CRM
solutions will help realize the firms targets if implemented in a rightful manner.

It is not necessary that firms implement CRM solutions which are expensive but
with Industrial revolution 4.0, there are multiple different ways where firms can
come up with innovative solutions to understand customers wants/needs, help
achieve them and also continue the journey along with the customer during the life
cycle of the product including helping them leverage new upcoming features of

the product. For the sake of discussion, imagine you are an owner of a Pizza shop.
Now to improve your sales, you will need to understand some basic trends in what
type of pizzas are being sold more during certain weather conditions or gaming
season like NFL/Soccer or holiday season like Christmas, Thanks giving etc. This
trending data can be leveraged to understand the demographic data of majority of
customers and if there are any outliers, if so can we leverage those outliers etc. This
trending data can be captured using modern CRM solutions and apply artificial
intelligence on the historical data, so that we can come up with some patterns. Some
of the Qualitative data analysis research methods like content or narrative analysis
or grounded theory based on the use cases to be experimented. Not every business
can afford to apply Al on their systems as they are more costly as of now (may be in
future they become commoditized). In case of smaller firms, they can build smart
solutions like Mobile Apps or request customer to fill a small survey (three to five
questions max) or have feedback link on their site or request customer to answer
couple of questions during payment of their order, which will help these firms to
capture all the customer information they need. In some cases, quantitative research
methods like Descriptive Statistical analysis using percentages, frequency could also
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be very helpful in simple analysis and applying AI models to generate consensus. In
scenarios where we need supervised learning based AI models, we could leverage
inferential analysis using Regression models to determine future predictions.

In-case of large firms, there are lot of ways to capture customer analytics data
using big data solutions, which will help gather all the log information, trending
info, recent order information and demographic information for the firms to do
prediction Al modeling or un-supervised Al modeling. Firms can also adopt phase
wise approach by implementing Chat-Bots which will capture initial customer data,
then process that data to apply Al on top of it to predict what kind of car is suitable
for a particular customer based on the input they provide in chat bots. Some of the
revolutionary solutions that firms can think of are using Artificial Intelligence (AI),
Chat-bots (Robotic process automations), Mobile apps to serve customer better and
social networking web pages like face-book pages and twitter handles, etc.

2.1 Types of customers

In early 90s, when we go to buy a TV from an electronic store, the way the
customer is treated is entirely different from the way customer is treated in current
generation. Earlier, the wants of the customer where simple considering the TV
whether it is color/black and white, whether the TV is of good brand and price plays
a major role. Consider the same scenario in 2019, when we go to a digital store to
buy a TV, customer is very knowledgeable in terms of his requirements such as size,
clarity, colors, internet connectivity, no of ports it supports, no of apps it supports,
etc. The wants of the customer has changed drastically but the way firms maintain
the relationship with the customer I believe needs lot of change. The same salesman
will showcase the different TVs and if asked he will provide details on the specifica-
tions and that’s it. The reason I bring this example is to list down different types of
Customers and how the CRM changes with these types.

I believe there are three types of Customers in general: (1) Legacy Customer,

(2) Hybrid Customer, (3) Innovative Customer. Legacy Customers are those people
who would love to stick to their age old value systems which they believe strongly.
These customers, in spite of new products in the market, they would want to stick
their value system and look for products/services which fit their need.

2.2 Legacy customer

Customers who are of generation before 1970s, these customers do not tend to
change themselves along with the current generation. Their value system prefers
human connect and relationships are stronger. For example, if a customer in this
segment visits a showroom to buy a TV, his criteria to buy would be entirely differ-
ent in the sense that it could be as simple as good clarity, bigger, cheaper and very
user friendly. These properties are good enough to take a decision. For this segment
of users, price plays a major role in decision making and also post sales servicing as
well. These are very loyal customers and we cannot afford to lose them.

2.3 Hybrid customer

These type of customers fall in between 1970s and 1980s. The challenge with
these types of customers is that they want to follow older generation in certain
aspects and new generation in certain aspects. This is where it becomes challenging
to serve these types of customers. Need to carefully handle these types of customers
as these are loyal customers and ready to adopt new technologies as per the trend.
Customers in this segment look for value for money, pricing and some adoption of
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new features. For firms, these customers can be targeted to improve the sales and
there-by increasing the revenue. If businesses can maintain good trusted relation-
ship with these customers, then they will become return and loyal customers and go
along association with the firms.

2.4 Innovative customer

The customers in this segment belong to Millennials. This generation users are
very advanced, tech savvy and with high expectations in terms of any product
they buy. Businesses/firms will have tough time understanding these users as their
priorities change all the time, they needs and wants are dynamic in nature. For
example, consider a scenario where a millennial visits a showroom to buy a Flat
TV. Businesses have to think about innovative ways to develop trust and relation-
ship with these customers. Millennials like quick responses, heavy feature load,
discounts and one thing to be noticed is these customers do not compromise on the
price as long as it is feature rich. It is easier to target these firms as long as we have
a proper plan on the launch, provide technical details and provide deals. Think of
Redmi, Amazon, or Flipkart deals on ecommerce sites where in the target is toward
these millennials.

3. Levels of CSAT
3.1 New paradigm in customer relationship management

I believe that businesses/firms need to relook at the way they position customer
for their products. They need to think about what kind of customer problems they
are trying to solve and to which customer type instead of building product first and
look for customers. This paradigm needs to change and keep customer relationship
at its core which fuels the product engine. I understand that most of them already
talked about this example of Apple’s iPod, etc., but think of an example like Bose,
which pioneered speaker systems. The main goal of the company is to provide
extraordinary music experience with their products to customers. Irrespective
of the price range, if firms are able to give the best experience for their products
to the end customers, then sales will improve there by improving customer base.
Similarly, customer relationship is a domain in itself. Every business need to have
at least one representative who can think about, look into, address customer issues,
and also manage customer relationship.

Earlier, businesses used to build products and then used to think about how to
position themselves for products. I think the paradigm changed drastically and
firms started thinking about customers first and then to solve their day to day
problems or enable quick solutions to their mundane tasks, firms started com-
ing up with product ideas. For example, we have started seeing a revolution in
terms of the kind of mobile apps that are being built to solve customer problems.
We have this app called Shuttl or http://ride.shuttl.com which is an App to help
employees commute to their offices. The beauty of this app is it thinks about
customer’s pain points and enabled feature set. One recent example is that, [ was
traveling using this shuttle service and few folks stopped our bus. Suddenly, two
folks from shuttl app got into our bus wearing their companies dresses, started
handing over a small gift bag (which consisted of a Diary, nice pen and a pam-
phlet of offers). They told us that they are handing over this gift to mark their
first anniversary of the company. This really blew my mind that how firms are
evolving their customer relationship management by coming up with innovative
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ideas instead of going with traditional mode of surveys, feedback links, etc. I
think all firms need to think something like this and come up with innovative
ways to constantly have connection with their customer base. This will not only
help firms evolve along with customer but also improve their sales and revenues
accordingly. Some of the ideas which firms can implement are using events to
touch base customers; it could be holiday season or New Year or company anni-
versary, etc.

3.2 Role of IT in customer relationship

The Customer information we capture during any product or service buying
experience is very important. The reason is that is the fundamental way to know,
understand and connect with the consumer of your product or service. IT plays a
major role in making or breaking the trust and belief of customer which decides the
future business of any product or service. With the IT revolution, there are lots of
tools or applications which help capture customer information, analyze and come
up with some inferences around whether a particular customer is new, existing,
loyal and/or most valuable with respect to the products they consume.

The role of IT has become inherent with any domain. Meaning, during early
80s it used to be that only certain functional areas used to leverage IT to capture,
store and update data for example like Banks, Healthcare, etc. After nearly three
decades, IT has become an integral part of every domain. For example, IT is used
in automobile industry, finance, insurance, food industry, textile, pharmaceutical,
oil and natural gas, etc. With IT revolution 4.0, information technology solutions
with technologies like IoT, Al, Machine Learning, Big Data, etc., and information is
leveraged to automate even certain home appliances like Refrigerators, Microwave
Ovens (smart Ovens), Smart Houses, Smart Offices [3], etc.

Some of the other areas that IT is used include sports, for example, soccer play-
ers are hooked up with sensors to read information of a football player during the
match [4] is being played to analyze his mental and physical ability to deal with the
circumstances.

One thing I want to stress is that if we leverage customer information with right set
of data models and mathematical models, then definitely we can leverage the reports
to predict the customer behavior in terms of whether he will return to buy the same
product or not. Firms have to leverage IT with proper machine learning models in
order to predict if certain customers will help increase the revenue, if certain demo-
graphic users can be converted into new customers based on their behavioral analysis.

4. Major pitfalls in CRM implementations

CRM software if not leveraged the right way, then there is potential for nega-
tive impact on the firms rather than positive. Especially, in emerging markets, I
personally have noticed so many instances where customer relationship is being
misused or abused. For example, in developing nations, it is easier to capture
customer information if you come up with some flyer which showcases some festive
season sale or discounted prices for some of products, etc. Let us take a hypotheti-
cal example of Joe going to a mall and there is this guy showing a flyer which talks
about massive discounts on some products in a branded store. With the flyer, is an
attached form which users fill to get those discounts?

If you look at above scenario, usually people might feel there is no risk. But if
you actually think about this information might land into some of the product
companies which try to buy customer information from these firms. These firms
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sell this information which they received directly from customer. They might sell
this information to companies like Target, Best Buy, Honda, Nike, etc as they know
you basic PII data from this exercise. It has been a nightmare in emerging countries
because firms keep buying this information from MNC companies and start calling
people in order to sell their product or service. Out of nowhere, someone calls you
and gives your identity and checks if you are interested in a fitness boot camp, or a
plot or a flat.

Information if used at the right place, with right set of people and tools, with
right analysis, it would be a powerful tool to increase your sales, revenue, customer
satisfaction and most importantly your long term relationship with the customer.
Some of the other pitfalls in CRM implementations is some firms keep contact-
ing customers every other week or once a month, some firms do not connect with
their new customers to understand their experience in order for them to buy same
product next time which makes them a return customer. In few more cases, firms
collect information of the customers during product buying experience and come
up with some deals like customers will enter into a lucky draw to get a Free Washing
Machine and customers will never get to know who is that Winner and his details.

Finally, what I would like to conclude is that CRM implementations need to be
very well thought through. I believe that banks, insurance firms, healthcare ser-
vice providers like diagnostic centers misuse this information at least in emerging
markets by bugging customers or overloading the customers with SMS, phone calls,
emails, etc. and because of this customer gets frustrated and starts to unsubscribe to
these firms in order to reduce this spam or noise.

5. Best practices to improve customer relationship management

While we discussed about major pitfalls in CRM implementations, there are
some really great experiences that I personally remember. The first example that
I quote is of Fidelity Investments in USA. I love their CRM implementations for
example, no matter where you are in the world, the way they greet people, under-
stand customer problem and try to take utmost care to solve their issues.

Some of the best practices include:

* Understand Customer requirements thoroughly.

* Never try to fit your product features with customer requirements in-fact its
other way around.

¢ Build your CRM eco-system in order to help customer with problem solving
than converting customers to your brand.

* Always believe that there are enough customers if you come up with a product
or service which solves the real problem than short term solutions.

* Never ever frustrate any customer by constantly calling them or by spam calls.
¢ Always value customer’s valuable time and provide solutions accordingly.
* Firms need to mentor their CRM eco system to be great listeners

* Ensure your team in product customer care centers has best behavior and
empathy toward customers than meeting their targets.
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Make sure the CRM tools [5] or applications you build for your products capture the
right information to build new customer base, retain existing customers, address
loyal customer problems and gives best customer experience through-out the life
cycle of the product or service.

6. Conclusions

Finally, I hope this chapter at a high level gives an overview of CRM eco system,
their users and different scenarios and how to build an eco-system which helps
firms learn from customers, take feedback and make necessary changes to ensure
customer satisfaction is achieved, also there by increases the user base for any prod-
uct or service during its life cycle. I want to keep it simple and not make it compli-
cated with mathematical models, etc., as I believe that there are some fundamental
changes required before we even think about implementing mathematical models
for Al based CRM implementations which will greatly enhance customer experi-
ence and satisfaction.
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