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ABSTRACT  
Companies constantly strive to increase their profits, but the competition is tough in the market. 

Businesses try to either keep their existing customers through increased satisfaction, or to win 

new customers and new market shares in order to reach their objective. The term Customer 

Relationship Management (CRM) was developed in the late 1990s, in order to facilitate 

relationships at the “business to consumer market”. CRM is used as a tool in order to build long-

term relationships between sellers and buyers. Through this relationship both the company and its 

customers should receive mutual benefits, such as retention and good service. 

 

The purpose of this thesis is to gain a better understanding of how CRM can be used in an 

automotive retail company. To reach this understanding the thesis starts with three research 

questions, about challenges of CRM, the core components and core dimensions of CRM and 

factors affecting the CRM strategy. In order to be able to find answers to the research purpose 

and questions, a literature review was performed, this review resulted in a frame of reference 

which was used as a basis to the case study. A descriptive case study was chosen, as we aimed to 

create deeper understanding. The research strategy was qualitative and empirical data was 

collected through a deep interview at a middle sized company within the automotive industry. 

 

The findings of this thesis indicate that much of the explored theories regarding CRM and its 

structure are true. Furthermore, the findings indicate that CRM in the automotive industry is an 

important tool in order to create customer loyalty in a highly competitive market.  
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1 INTRODUCTION  
This chapter begins with a research background, followed by a problem discussion. The problem 

discussion then passes to the purpose of the study, where a specific research problem will be 

formulated.  

 

1.1 INTRODUCTION 
Over the past years there have been changes in the business of consumer market (B2C). The 

market has become a very competitive place for businesses as the customers have become more 

demanding and the competition grows stronger every day. (Nguyen, Sherif & Newby, 2007) The 

increased competition has resulted in difficulties for companies to keep their customers without 

introducing customer-focused programs. It is more efficient to keep and develop existing 

customer relationships than to create new ones; consequently companies started to use 

relationship marketing in order to improve long-term profitability. To manage this they changed 

from transaction-based marketing which focused on winning new customers, to a strategy that 

focused on how to manage the relationships with their existing customers, in order to achieve 

customer retention. (Chen & Popovich, 2003) Relationship marketing later developed into a new 

approach - customer relationship management (CRM) - that means serving customers in an 

improved way (Crosby & Johnson, 2000). This concept entails various challenges for the 

companies when implementing CRM, and studies have shown that 70 percent of the companies 

fail in their CRM implementation (Bull, 2003). 

 

Companies within the automotive industry are, according to Peelen (2005), highly dependent on 

the relationships with the customers since they handle high involvement goods and have a low 

rate of customer loyalty, yet a high rate of customer satisfaction (Peelen, 2005, p. 57). The 

automotive industry has grown globally since the late 1980s as a result of foreign direct 

investment, global production and increased cross-border trades. The global vehicle production 

has more than doubled since 1975, from 33 to nearly 73 million in year 2007, this thanks to the 

newly opened markets in China and India that have helped to drive the pace of growth. 

(Sturgeon, Memedovic, Van Biesebroeck & Gereffi, 2009) However, the automotive industry is 

very dependent on the current economic situation and the problem that many traders experience 

is that sales are constantly decreasing (http://www.dn.se), which results in reducing profitability. 

In these times, it is especially important to try to keep the customers that the company has already 

developed a relationship with. 

 

Good customer relationships are at the heart of business success, and a working CRM system 

provides increased profitability. A CRM strategy must include; interaction - between customers 

and company, contact - manage and mapping out points between customer channels and 

company, knowledge - increased learning about customers through their behavior, and relating - 

value creating through interaction with customers, channels, suppliers and partners. (Osarenkhoe 

& Bennani, 2007)  

http://www.dn.se/
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1.2 BACKGROUND  

1.2.1 Marketing - Towards customer orientation 
Historically, companies in general have not been particulary customer oriented, but this has, 

however, changed over the past years. Within marketing practice and theory there has been a 

great focus on the transaction of sales. (Peelen, 2005, p. 23) This mean that the companies 

primary concern was to achieve market leadership, conquering markets, and they had been more 

interested in sales figures and keeping the sales floating, instead of establishing long-term 

relationships with their customers (Peelen, 2005, p. xi). During the 1960s, the customers were 

seen as group of buyers with the same needs. Companies predicted customers future demand and 

produced goods that they forced onto customers through distributors. Later researchers found that 

buyers had different kind of needs, and companies started to maintain relationships as a way to 

establish relationship with them. Customer retention became a key factor in the field of 

relationship marketing. (Ahmad & Buttle, 2002) When the fact that customer relationship is built 

on various exchange processes was accepted, the question about how relationships change over 

time arouse. During the early 1980s, various phases in relationship building were defined. This 

resulted in a new way of thinking about designing strategies for all kind of customer relationships 

in the relationship marketing, customer relationships was also implemented in the field service 

marketing and many important factors to relationship marketing has its origins in the field of 

service. “The nordic school”, with the founders Evert Gummesson and Christian Grönroos, was 

the first one to define relationship marketing and to see relationship marketing as a contrast to the 

transaction marketing, with its marketing instruments and organization. (Peelen, 2005, p. 24) 

 

In 1990s “buyer-seller relationships” started to become more developed when organizations 

realized that relations had consequences for the entire business as they contribute to increased 

profitability (Peelen, 2005, p. xi). At this time relationship marketing was implemented in 

organizations, which resulted in changes in communications patterns, reward systems and 

company culture. Companies faced a new challenge trying to reach the right customers and trying 

to establish profitable relationships with them. (Peelen, 2005, p. xi)  

 

1.2.2 Customer Relationship Management 
The idea behind customer relationship management is not new; even the earliest merchants knew 

it was a good idea to build relationships with customers to keep them coming back. (Jobber, 2004 

p. 797) In order to manage the increased interests in customer retention and customer loyalty, 

CRM was developed. CRM is, according to a comprehensive definition by Jobber (2004, p. 554), 

the relationships between customers and suppliers, and it is a term for the methodologies, 

technologies and e-commerce capabilities used by organizations to manage customer 

relationships. (Jobber, 2004, p. 554) CRM has its beginning in the technology of sales automation 

and calls centre operations. (Osarenkhoe & Bennani, 2007) According to Peelen (2005, p. xi; p. 

23) CRM was created in order to receive a higher customer loyalty through increased customer 

knowledge and deeper communication between customers and suppliers, and to build a common 

understanding of buyer-seller relationship is a prerequisite for CRM.   

 

Companies that focuses on CRM uses technology-based services such as call centers, data 

analysis and website management in order to please a customer in the best way. Companies are 

nowadays using multiple channels (Figure 1) frequently for communication and information 
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gathering. These channels can be sales force, call centers, website, email, fax services or 

distributors. The basic principle behind CRM is that a company should have a single point of 

contact with each customer. (Jobber, 2004 p. 600) When a company uses CRM, they are focused 

on building long-term relationship with their customers, and the company seeks to make the 

relationships sustainable in order to add value to both the company and the customers. (Nguyen, 

Sherif & Newby, 2007)  

 

 
Figure 1 
Customer-company contact points 

Source: Jobber, 2004, p. 601 

 

In business-to-consumer markets, CRM can be used as a tool to create customer loyalty. A 

company can reach higher profitability by increasing customer loyalty, since it is more efficient 

to maintain relationships with the existing customers than to create relationships with new 

customers (Bull, 2003). Today, CRM is highly demanded among businesses, due to increased 

global competition (Bull, 2003). Even though CRM is hard to implement, it has grown to play a 

significant role in the businesses to consumer market as it helps companies to create competitive 

advantage, and thereby increase the profitability. (Galbreath & Rogers, 1999) According to 

Crosby and Johnson (2000), companies want to know as much as possible about their customers 

(need, value, desire and behaviour) to be able to meet customers expectations in the best way. By 

studying a business customer base, the firm will be able to know their targets and design an 

appropriate customer relationship strategy, which should be based on a market research and 

analysis. (Crosby & Johnson, 2000) According to Crosby and Johnson (2000) a business strategy 

must change from a short-term transaction based orientation to a long-term relationship-based 

orientation.  

 

Although there are many different definitions of CRM, none is currently widely accepted yet 

(Ngai, 2005). One definition, which point out CRM as a strategy, is presented by Osarenkhoe and 

Bennani (2007):  “CRM is a strategy used to learn more about customers needs and behaviors in 

order to develop stronger relationships with them.”  

A framework constructed by Peelen, van Montfort, Beltman and Klerkx (2009) describes CRM 
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by looking at eight different components of it. (Figure 2) This approach is holistic and 

emphasizes that the different parts of CRM affects each other.  

 

 
Figure 2 
Building Blocks of CRM  

Source: Peelen, van Montfort, Beltman & Klerkx, 2009 

 

1.2.3 Automotive industry  
According to Peelen (2005, p. 57) the automotive industry is in a highly competitive zone where 

customer loyalty is low while customer satisfaction is high. It is important for manufacturers of 

cars, for example, that the intermediaries of their goods have a well developed relationship with 

their customers, since the manufacturers destiny depends on the middle hands actions. (Peelen, 

2005, p. 57) The Swedish car market (B2C) is greatly affected by the economic situation, and 

private consumers are more price sensitive than businesses, which results in less consumption of 

cars by private customers during recessions. The number of individuals that invest in new cars 

has declined over the past two years due to the economic downturn, while investments from 

corporate customers have increased. (http://www.motormagasinet.se, 2008) 
 

http://www.motormagasinet.se/
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1.3 PROBLEM DISCUSSION 
When a company operates on a fluctuating market, the demand of a business can easily be 

affected by economic instability. During such times it is valuable to have a loyal customer base 

that stays true to a company also when times get tougher. One market that can be seen from this 

perspective is the car dealership. When the economic climate gets tougher the companies in this 

industry observe a change in their demand rather fast. (http://www.swedbank.se) When such a 

situation occurs, it is valuable to have long-term and sustainable relationships with loyal 

customers that companies can maintain and continue to have a relationship with (Nguyen, Sherif 

& Newby, 2007).  

 

It has become increasingly important for companies to have close relationships with their 

customers. A reason for this is that research has shown that organizations with many loyal 

customers also possess larger market shares and higher rate of return on investments. It is more 

efficient to keep and develop existing customer relationships, than to create new ones (Bull, 

2003). Satisfied customers are not necessarily always loyal customers since some of them 

continue to purchase only because they have no other company to buy from (Zineldin, 2006). In 

addition, several repeated purchases does not automatically mean true loyalty from a customer, it 

can be a result from a firm’s low price strategy. (Møller Jensen & Hansen, 2006) This leads to the 

conclusion that it is not always the largest customers who are the most profitable for a company 

(Bishop, 2009).  

 

A company should work hard on communicating with their customers in order to gain knowledge 

and establish long-term relationships with them (Peelen, 2005, p. 13). One way of doing this is to 

implement a CRM strategy and try to develop the organization to become more CRM-oriented. 

CRM is important for a business as it helps to increase the profitability of the company, through 

close relationships that contribute customer retention and customer loyalty. (Galbreath & Rogers, 

1999) 

 

Loyal customers that promote the business will spread a positive spirit among potential 

customers; therefore, the majority of firms strive to build and maintain these kinds of relationship 

with customers. This in turn means that these loyal customers are more resistant to competitor’s 

strategies. (Møller Jensen & Hansen, 2006)  Loyal customers often favors positive word of 

mouth
1
 among other people which may result in new potential customers for a company, since a 

happy customer is likely to tell others that he is satisfied. (Zineldin, 2006) Therefore, a company's 

existing customers can be great advocates for the business’ future sales (Bishop, 2009). However, 

word of mouth can also cause problems for companies if, for example, a customer is dissatisfied 

with an offer and spread bad word of mouth that will hurt a company's image. Research has 

shown that an unhappy customer tends to tell an average of 9-10 people about their bad 

experience with a company, and 13 percent are willing to talk to approximately 20 people. This 

results of course in declining sales for the company. In order to protect a company against this 

type of issues, the manager should ensure to organize a program that responds to complaints 

immediately when issues occur in order to try to resolve them in the best possible way. (Zineldin, 

2006) 

                                                 
1
 Personal communication about a product bwtween target buyers and others (Kotler & 

Armstrong, 2009).  

http://www.swedbank.se/
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Altought success stories of CRM implementation cn be found, it is not easy to implement a 

successful CRM strategy (Bull, 2003). Nevertheless, it is not easy to implement a CRM strategy. 

According to a survey conducted by Giga (2001 in Bull, 2003) about 70 per cent of the 

companies that try to implement a CRM strategy find it quite difficult to succeed with it. The 

reasons for failure with implementation of CRM strategy are difficult to identify by the 

companies. In addition, the survey found that companies do not understand the complexity of 

CRM. They did not have a clear objective in their business and they did not invest enough money 

in the provision of CRM software. (Bull, 2003) A company’s CRM strategy is affected by both 

internal and external factors that make the implementation of the strategy harder (Dimitriadis & 

Stevens, 2008).  

 

This thesis will focus on the strategy component of CRM since it is a central part of CRM. CRM 

is more than just technology, it is a strategic vision and it affects the whole company and all of 

the employees need to strive in the same way in order to succeed with the implementation. 

(Payne & Frow, 2005) 

 

1.4 RESEARCH PURPOSE 
In light of the discussion above, this thesis has the following purpose: 

 

To gain a better understanding of how the CRM strategy can be used in a 

automotive retail company. 
 

1.5 RESEARCH QUESTIONS 
 

RQ1: How can the core components and core dimensions of CRM in automotive retail companies 

be described? 

 

RQ2: How can the major challenges of CRM, encountered by automotive retail companies be 

described?  

 

RQ3: How can the influence of major internal and external factors on automotive retail 

companies CRM strategy be described? 
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1.6 DISPOSITION OF THE STUDY 
In this section the structure of this thesis is presented. (Figure 3) 

 

Chapter one provided the background of this study, presented a problem discussion, purpose as 

well as three reseach questions. 

  

Chapter two consists of a literature review in which relevant literature of CRM, related to the 

three research questions, are presented. Furthermore, the literature review covers theories 

regarding how CRM strategy can be used in the automotive industry. 

 

Chapter three describes the frame of reference for the thesis, where we present a theory that we 

aim to use in our future study. A frame of reference is presented in the end of this chapter. 

 

Chapter four includes the methodology process of this thesis, where we present our approach for 

the study. 

 

Chapter five provides the gathered empirical data. First we present a brief presentation of the 

company, followed by a presentation of the data collected.    

 

Chapter six includes an analysis of the empirical data.  

 

Chapter seven contains the overall conclusions that can be drawn from the research. Conclusions 

will be drawn in relation with the research questions. 

 

 
Figure 3 
A schematic presentation of the disposition of the study. 

Source: Authors own construction 
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2 LITERATURE REVIEW 
This chapter presents literature relevant to our research questions, which were presented in 

previous chapter.   

 

2.1 CRM DEFINITION 
The term CRM is not crystal clear. There is confusion about what it stands for, means and how to 

implement it. As a result, CRM has different meanings depending on who you ask. (Payne & 

Frow, 2005) There are various opinions about CRM and from which aspects one can see it. Chen 

and Popovich (2003) refer to CRM as a combination of people, process and technology. These 

three parts aim at understanding the customers and managing the relationships with them since it 

focuses on customer retention and relationship development.  

 

If one instead take into account what Crosby and Johnson (2000) believe, CRM needs to include 

a business strategy, supported by technology and human resources. The strategy also needs to 

align relevant processes in connection to CRM and shall be focused on building proactive 

customer relationships that build profitable customer loyalty for the organization and support the 

desired customer expectations. (Crosby & Johnson, 2000) 

 

Peelen (2005, p. 3) has pointed out four different major views regarding CRM, the aspects are 

technology, process, strategy and real time marketing. The first aspect, technology, helps the 

company to gain knowledge about their customers, for example what and when they bought 

something. The company can also look at previous behavior of a customer and thereby make 

predictions about future purchases. (Xu, Yen, Lin & Chou, 2002) Followers of this technology 

philosophy advocate that the main element of CRM is the possibility to establish customer 

contact between employees from different departments through Internet, telephone and also face-

to-face. (Peelen, 2005, p. 3)  

 

There are supporters who say that the second aspect of CRM, the process, works in order to 

identifying customers, creating customer knowledge and building relationships. (Nguyen, Sherif 

& Newby, 2007) As one can see, the technology view is not mentioned in this way of looking at 

CRM. This approach demand greater focus on the customer, and focus on not only one 

transaction, but the whole relationship building. It strives to get the company to know the 

customer more as a person than just a buyer of their goods. (Peelen, 2005, p. 4)  

 

The third aspect of CRM is that it should be seen as a business strategy and it should optimize the 

mixture of the goals which are to increase revenue and profit, but also to raise customer 

satisfaction. (Peelen, 2005, p. 4) Osarenkhoe and Bennani (2007) have developed a model, the 5-

S, that describes the core dimensions of relationship strategy implementation. The 5-S:es are; 

structure, staff, style, systems and schemes within the company.  

 

The fourth aspect, real time marketing, emphasizes on building an infrastructure in order to 

develop long-term relationship between customers and suppliers. This will reduce the distance 

between customer and company, and what things becomes easier, for example: check if a product 

is in stock and read other users opinions about a specific product. (Peelen, 2005, p. 5)  

As previously mentioned, CRM lacks a generally accepted definition. Instead, there are several 
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different definitions and the viewpoints differ considerably, and the authors’ viewpoints are very 

different. The definition of CRM has been described in several ways, for example as a process, 

strategy and a technological solution. (Dimitriadis & Stevens, 2008) 

 

A definition formulated by Kincaid (2003) refers to CRM as more than the relationships, “The 

strategic use of information, process, technology, and people to manage the customers 

relationship with your company across the whole customer life cycle”. (Kincaid, 2003, p. 41)  

 

Swift (2001, p. 12) are defining CRM as an “Enterprise approach to understanding and 

influencing customer behavior through meaningful communications in order to improve customer 

acquisition, customer retention, customer loyalty, and customer profitability”. In this definition 

the customers are in focus, and the author does not mention any other tool to handle the 

relationship other than understanding the customers by using communication tools.  

 

Parvatiyar and Sheth (2001) have another definition of CRM; “A comprehensive strategy and 

process of acquiring, retaining, and partnering with selective customers to create superior value 

for the company and the customer. It involves the integration of marketing, sales, customer 

service, and the supply-chain functions of the organization to achieve greater efficiencies and 

effectiveness in delivering customer value”. (Parvatiyar and Sheth, 2001) This definition is 

deeper than the aforementioned, and emphasizes on the positive exchange between customers and 

the company. This definition mentions, unlike the ones mentioned above, that a company should 

work with customers that they have selected in order to bring value to both the customers and 

also to the company. Not all customers are willing to develop long-term relations with a firm, 

thus, the company needs to select who these customers are (Peelen, 2005, p. 56).  

 

This thesis is following a definition mentioned in chapter one by Osarenkhoe and Bennani 

(2007); “CRM is a strategy used to learn more about customers needs and behaviors in order to 

develop stronger relationships with them”. This definition is general, short, simple, informative, 

and it highlights CRM with focus on the relationships. The definition by Kincaid (2003) is wider 

than this one by Osarenkhoe and Bennani as it also points out that a business needs to use 

technology, information and employees in order to be able to handle the long-term relationships 

over the customer life cycle that CRM should bring. This definition by Osarenkhoe and Bennani 

(2007) is similar to the definition made by Swift (2001) since it aims to keep a strong 

communication with customers in order to learn more about their behavior.  

 

The definition by Parvatiyar and Sheth (2001) stands out since it brings up the customer value as 

an important part of CRM, the other definitions refers only to the relationship with the customers, 

customer loyalty and customer retention and do not mention the value that a company actually 

delivers to the customer. What the definitions above have in common is that the customer is in 

focus and that it is a concern how to establish long-term relationships with them. These four 

definitions of CRM points out how important it is to view CRM as a extensive set of strategies 

for managing those relationships with customers that relate to the overall process of marketing, 

sales, service, and support within the organization. In order to satisfy the customer, information 

technology and information systems can be used to support and integrate the CRM process. 

(Ngai, 2005) Since there is no widely accepted definition about CRM, the best way to achieve a 

picture of what CRM stands for is to read and mix different definitions and to summarize them. 
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2.2 BUILDNING BLOCKS 
CRM is, as mentioned before, a very broad concept and, according to Peelen et al., (2009), 

consists of eight blocks that cover all aspects of CRM. (Figure 4) 

 

This model starts with the vision, since in order to establish a mutually beneficial relationship 

between buyers and sellers, it requires a deep synthesis of strategic CRM vision. This vision 

includes a company’s aim of CRM, and focuses on values and behavior standards for the 

employees. The vision is a company’s way to success through the organizations top management 

commitment to customer focus, and it significantly affects the way in which the entire 

organization accepts and practices CRM. It also affects the communication of CRM through the 

company. In this model the CRM vision is the first component because it develops the other 

components, due to the fact that it determines the size and directions of CRM within the 

organization. The CRM strategy works like a road map for a company and it describes how the 

organization intends to realize its vision, which will not have any influence on the other parts if 

the company does not implement the strategy. It gives directions so that all within the company 

works together towards common goals; to make choices in order to optimize the customer value 

experience. It also results in balance to enterprise revenues and satisfies customers and brand 

loyalty. (Peelen et al., 2009) 

 

CRM has to result in a valued customer experience and the CRM strategy should be transformed 

into programs that deliver and extract value. When this is done the whole customer lifecycle 

experience is relevant, since the scope of the organization is no longer just limited to the 

transaction but also includes customer relationship. The company should strive to deliver an 

service or product that exceeds the customer's expectations and has a positive impact on loyalty, 

recommendation behavior and customer lifetime value. Organizational collaboration is 

necessary and a company needs to be built around the customer segments needs, which requires a 

leading role for customer management instead of product or brand management. Customer 

satisfaction, customer loyalty and increased customer profitability can be reached through a well 

functioning customer management. The actions taken by the company and the customers should 

match each other in order to fulfill the responsibility of the customer management, which is to 

create reciprocity between companies and customers. (Peelen et al., 2009) 

 

The CRM process consists of various logical sequences of activities through to the customer 

lifecycle. The components relating to CRM process; therefore, comprise the breakdown of the 

customer value experience into logical sequences of activities. Successful CRM requires the 

process to form a closed loop, where a new sequence of activity starts when another ends. There 

should also be an understanding of the interrelations of these processes during the customer 

lifecycle. (Peelen et al., 2009) 

 

CRM information is the basis of the value creation process and can be seen as the key to success. 

Customer information is one of the major resources of a company and allows the firm to target, 

and to focus on customer’s needs and desires. A well developed CRM information can lead to a 

greater capacity to predict future demand, increase cross sell ratios and when customer 

satisfaction is supported by CRM applications a positive impact will occur. (Peelen et al., 2009) 

For the realization of CRM, firms rely on information technology such as the five customer 

contacts point (Jobber, 2004, p. 601). In order to enable service, marketing and sales processes, 
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many CRM applications have been developed. When an organization adopts CRM in their 

business and starts to focus on lifetime value, it often requires that the company redefine its 

metrics. In order to measure the success and progress of CRM there are several metrics that can 

be used. Some intermediate metrics that allows the organization to evaluate the degree in which it 

is capable of delivering value to the customer and to retrieve value from the customer are; 

customer retention, share of wallet and softer variables (customer satisfaction and loyalty).  

(Peelen et al., 2009) 

 

 
Figure 4 
Building Blocks of CRM  

Source: Peelen, van Montfort, Beltman & Klerkx, 2009 

 

2.3 CRM STRATEGY  
There are different types of strategies a company can choose between when implementing CRM, 

but there is a great difference if the company chooses to adopt an offensive or a defensive 

approach to the strategy. An offensive strategy implies that the company aims to win market 

shares, to get new customers and to get rid of the competition quickly. If a company chooses to 

adopt a defensive strategy, the focus is on defending and maintaining its current position on the 

market. A defensive strategy also involves striving after increased customer satisfaction. In order 

to keep the competitors on distance difference barriers are set up. (Peelen, 2005 p. 53)  

 

According to Chen and Popovich (2003), the goal in a product-focused approach is to find 

customers for the product by using mass marketing efforts, while the goal in a customer-centric 

approach is to develop products and services to fit customer needs. The goals of the customer-

centric model are to reduce costs of sales and service, increase revenue, improve operation and 
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promote customer loyalty. (Chen & Popovich, 2003) 

 

To achieve CRM success, a company needs to have a vision, a strategy and organizational change 

in order to be able to create long-term relationships with customers. The company should also 

involve customers in the creation of valuable experiences, and create the proccess around the 

customer lifecycle. (Peelen et al., 2009) 

 

One strategy, suggested by Freeland (2003 in Nguyen, Sherif & Newby, 2007), is that companies 

should define goals when implementing CRM into their business in order to facilitate the 

implementation. This would widen their CRM since service, marketing and sales would work 

together to serve the customers in a better way and provide a higher quality. This strategy 

involves a goal that consists of two main objectives followed by several of milestones. The first 

main goal is the guiding principles, which consist of three parts that together end up in this 

summation; make the customer aware of your product by using catchy styles and unique logos. 

The CRM program should be planned in order to serve both the financial capability and to 

eliminate risk. Finally, the contact that the company has with its customers decides the future 

since a happy customer returns. (Nguyen, Sherif & Newby, 2007) The second main goal in this 

strategy is the components for success, which consist of four steps that are compiled as follow; 

state which customers the business wants according to the current business model and corporate 

mission. The capability to understand the need and predict the behavior of the customers. At the 

same time drive down the cost of service and to improve the quality of customer interactions, and 

also efficiently quantify and optimize all resources in ways that other companies have not done 

yet. (Nguyen, Sherif & Newby, 2007) 

 

According to a study conducted by PMP (Project Management Professional) research from 2001 

until 2004, the major reasons for a company to use CRM are to improve the customer 

satisfaction, retain existing customers and to improve customer lifetime value. Further, cost 

saving was found to have the lowest priority of the alternatives in that study. (Xu & Walton, 

2005) Yet, “it costs five times more to attract a new customer than it does to keep an existing 

one” as Kandampully and Duddy (1999) stated. The competitive advantages that could be gained 

when using a CRM strategy are increased customer loyalty, because full information about a 

customer’s preferences and buying behavior are available in a very short time. Superior services 

are also an advantage from the use of CRM, since the company has the purchasing history of the 

customer and therefore can offer personalized service. Finally, a company that uses CRM gain 

superior information gathering and knowledge sharing, for the system is updated each time a 

customer has contact with the firm. (Nguyen, Sherif & Newby, 2007)  

 

2.3.1 FOUR CORNERSTONES  
According to Peelen (2005 p. 7), CRM consists of four cornerstones, (Figure 5) which are: 

customer knowledge, relationship strategy, communication and the individual value proposition. 

Customer knowledge is used in order to develop a long-term relationship with customers and to 

supply customization. Customer knowledge includes knowledge about customers needs, 

strategies, background situations, competence or financial situation. (Peelen, 2005, pp. 93) 

Relationship strategy answers questions like whom to develop customer relationship with and 

how a company should operate in order to develop the customer relationship. The relationship 

strategy can be used in order to increase sales, avoid competition, or increase customer loyalty. 
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Communication answers how a dialog is conducted, single or multi channel environment. The 

individual value proposition is how far a company has reached in the customization, development 

of products, services, process, communications, funding or partnership. (Peelen, 2005, p. 8)   

 

 
Figure 5 
Four cornerstones of CRM  

Source: Peelen, 2005 p.7 

 

2.3.2 CORE COMPONENTS & CORE DIMENSIONS OF A STRATEGY 

2.3.2.1 Core components 
Osarenkhoe and Bennani (2007) suggest that the content of CRM strategy consists of six 

components. (Figure 6) This approach serves the purpose of linking the components of the 

strategy to its implementation. Emphasis of quality, when the major reasons for losing customers 

are due to poor service. The core product is no longer enough, the key to a successful business is 

through the service. Measure customer satisfaction but manage customer service, this focuses on 

understanding and defining the different advantages a customer expects before an actual purchase 

is done. It also contains the management of expectations and the performance after the purchases. 

Invest in people, both internal and external relationships are of importance for the company. If the 

people within the organization understand the objectives set and meet the required standards, 

implementation of relationships orientation can be achieved. Maintaining dialogue with 

customers, another element for reaching success in CRM is to build long-term relationships. By 

listening to individual customers and adapting to their preferences, a company has a higher ability 

to retain the customers and make them loyal. Setting realistic targets and assessing performance, 

a company needs to have an understanding of how a customer perceives their offerings and what 

factors that are most valuable for the individual customer. Relationship-based interface, this 

means being in touch with both internal and external customers. There is a gap between what 

firms do, what they should do, and what is most desirable to do. The means of communication 

should be adapted to the needs of the individual customer. (Osarenkhoe & Bennani, 2007)  



 Litterature review  

14 

 

 
Figure 6 
Core components of CRM strategy  

Source: Osarenkhoe and Bennani, 2007 

 

2.3.2.2 Core dimensions 
According to Osarenkhoe and Bennani (2007), the core dimension of relationship strategy 

implementation consists of Structure, Staff, Style, Systems and Schemes. (Figure 7) Structure and 

staff are software strategies, and styles, systems and schemes are technical elements connected to 

the strategy. The aim of 5-S is to link strategy to implementation of social and structural ties in 

the relationship. In order to manage this, the company has to tie people, organizational systems, 

and processes together, if they want to be able to develop the social bonds and structural ties that 

are required in a relationship implementation. Structure includes organizational structure for 

relationships, for example, team based structures such as key account management. Staff entails 

managing the social structure of a relationship cross-functionally, with focus on the people 

dimension. Training programs of various kinds are the most important here. Style of the manager 

means what the manager says and does.  The actions and beliefs of the manager set the outcome 

of an implemented strategy. Systems includes a setup of different kinds of relational systems for 

strategy implementation, as supply chain management system, relationship performance system, 

sales service processes and order fulfillment systems. Schemes that support relationship 

implementations such as relational communication, loyalty and retention programs, and 

investment and adaptation patterns. (Osarenkhoe & Bennani, 2007)  

 

 
Figure 7 

Core dimension of relationship strategy  

Source: Osarenkhoe and Bennani, 2007 
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2.4 CHALLENGES RELATED TO CRM 
One of the major challenges when implementing CRM is to know when the timing for the 

implementation is right and many companies have difficulties to develop a CRM strategy as they 

lack the resources to develop CRM software (Bull, 2003). Zineldin (2006) presents a framework 

(the 5Q-model) that consists of five different qualities that influence the satisfaction and loyalty 

of a customer. The model consists of the quality of -object, -processes, -infrastructure, -

interaction and the quality of atmosphere. This framework can help the managers to analyze 

which changes in the CRM strategy that affect the satisfaction and loyalty of a customer. All of 

the different qualities can be seen as CRM challenges since their implementation will affect the 

satisfaction of the company’s customers. The five stages can be hard to implement successfully 

because if the company uses this model impropriately it runs the risk of loosing customers, due to 

low level of satisfaction. (Zineldin, 2006) 

 

It is a challenge to find a balance between maintaining existing customers and finding new ones. 

According to Zineldin (1999) it is more important to keep and satisfy the existing customers than 

getting new ones, since it is less costly and more profitable. Customer retention can also 

contribute to lower the customer acquisition costs, since retention helps to build a reputation 

around the company that spreads a positive spirit. (Xu & Walton, 2005) If the level of satisfaction 

exceeds the expectations of the customer, he may become fond of the company. This implies that 

the consumer becomes more loyal to the entire company and starts spreading positive word of 

mouth, which is very good for the company's survival. But it can also result in the opposite, that a 

consumer gets disappointed and start spreading negative word of mouth about the company, 

which can be devastating for the future for business. (Osarenkhoe & Bennani, 2007)  

 

Many companies find it challenging to define which of their customers that are most profitable 

for their business, and which ones that instead are costing a lot of money for the company, as 

there is no easy way to measure this. (Bull 2003) Profitability is not just about measuring the 

level of expenses in the company. Some of the customers may even cost the business a lot of 

money, for example, when a customer has unrealistic expectations of the service, they can 

become a burden on the business service resources. Therefore, it is important for a company to 

profile the customers in order to know which ones are the most profitable and which ones may 

cost the company money. Thereafter, the company may be able to allocate its resources on the 

most effective way in order to maintain customer relationship. (Bishop, 2009)  

 

It is a good idea for a company to invest in staff training and development even in harsh times 

because the skills, talent and capabilities of the people are what will enable customer service 

delivery to succeed. Making a customer feel special is the best way to help them become even 

more loyal to the business, and a satisfied customer can be the best advocates for future sales, as 

they spread positive word of mouth and recommendations which may result in increased 

customers for the company as consumers always seeks to gain the best value for money. (Bishop, 

2009) A dissatisfied customer tells approximately 9-10 persons about the bad incident they had 

with the company. This is obviously not very positive since word of mouth travels fast. Yet, if the 

company handles the complaints in a good way, about 95 per cent of the dissatisfied customers 

are likely to come back to the company at another time. Also a happy and satisfied customer will 

return once again, and they are also willing to tell other about their good experience. (Zineldin, 

2006) Companies often reduce their CRM activities when budgets come under strain within a 
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company (Bishop, 2009). According to Bishop (2009) one of the first areas to suffer cuts are 

investments in staff training and development, which can be seen as another challenge of CRM. 

This since the employees are an essential part of a company's CRM efforts and needs to pay full-

time attention to the implementation (Chen & Popovich 2003). 

 

Many organizations do not make enough research and planning before implementing CRM, 

which may have the result that the flexibility is not enough and that the CRM lacks commitment 

and support from the top management. (Nguyen, Sherif & Newby, 2007) Further challenges of 

CRM are due to poor leadership. Most of CRM programs are implemented based on a technical-

requirements focus, rather than on a business-needs focus. Leaders of CRM often lack a well-

developed strategic CRM plan, and they are measuring specific activities within their functions 

when working on the overall strategies of the company should be the main focus. (Nguyen, Sherif 

& Newby, 2007) 

  

2.5 INTERNAL AND EXTERNAL FACTORS INFLUENCING CRM 
The internal and external factors that influence a companys CRM strategy have to be considered 

in order to succeed. The internal factors include the employees of a business, and also to avoid 

building CRM on negative grounds (for example if the products do not meet customers 

expectations), this may have the result that the company is not able to put the customers desires 

into their products and services. This can lead to a failure in customer retention and loyalty. 

(Dimitradis and Stevens, 2008; Peelen, 2005) 

 

Dimitradis and Stevens (2008) explain that it does not exist any generally accepted framework 

for CRM success factors. However, they summarize that the internal environment of a company 

can be summarized in five factors that influence the implementation and performance of CRM. 

These five factors are the strategy, which is considered as the starting point of CRM. The key 

reasons to fail with the CRM strategy are if the company fails with the implementation of the 

CRM strategy across the whole company and also fails to integrate it with the marketing and 

corporate strategy. Next internal factor is the organizational environment, numerous cultural and 

structural factors have been shown to have an impact on the success of CRM. Furthermore, the 

organizational environment can influence a company’s capacity to benefit from the investments 

in CRM and also influence the success of the efforts in CRM technology. The third factor, multi-

channel integration, consists according to Payne and Frow (2005), of six types of both physical 

and virtual contact points with the customer, such as sales force and electronic commerce. 

(Dimitradis & Stevens, 2008) The fourth factor, people and the management, are responsible for 

the daily work with the CRM, and some of them have also contact with the customers. These 

employees are supposed to implement the CRM strategy in a human level in order to success 

with the implementation. It can be more difficult and complex to handle these areas with staff and 

company structure than to handle technologies and customer analysis. The last of the internal 

factors that affect a company is the technology which helps to support CRM related activities and 

to contribute to better organizational performance. Thus, it is important to not view CRM as only 

a technology since seeing it that way strongly contributes to failure. (Dimitradis & Stevens, 2008) 

 

Peelen (2005, p. 56) points out that the external factors consists of the customers, the competition 

and the distributors of the products. The company needs to identify which of its customers are 

willing to develop deeper relationships with them. All customers are, of course, not interested in 
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this; some stays satisfied with single purchases. Since not all of the customers are about to 

develop this kind of relationship, the company needs to perform a differentiated marketing 

approach where the loyal customers will be better rewarded. Though, the customers need to 

accept these marketing conditions if the company should be able to implement this strategy. 

(Peelen, 2005, p. 56) Further, the competition on the market is also important to consider. If the 

company operates on a market where it has a monopoly situation, it will take less effort to create 

customer retention and loyalty. If the competition on the other hand is tough, more effort is 

necessary to exceed the customers’ expectation and to create loyal customers. (Peelen, 2005, p. 

56) The last factor to consider in the external environment of a company is, according to Peelen, 

the distribution of the products. It is important to create a strategy that strengthens the relation to 

the customers, especially if the companies use intermediaries to serve their customers. To achieve 

stronger relationships with customers, the company can record customer data and keep contact 

with the customers over the Internet or telephone. This leads to companies building more 

confidence to the intermediaries since they are better suited to handle these kinds of data. There 

might occur a channel conflict if the intermediaries begin to feel threatened by the actions of the 

suppliers, since the supplier is powerful and can lower the intermediaries compensation or start 

selling directly to the customers. When designing the CRM strategy all mention above must be 

taken into account since it is supposed to suit all involved. (Peelen, 2005, p. 57) 

 

While Peelen (2005) take both customers and the environment into account when describing the 

external factors around a company, Dimitradis and Stevens (2008) focuses on the relationship 

with the customers. They states that the external side of the environment is based on the 

relationship from the customers point of view (Dimitradis & Stevens, 2008). Detailed studies 

have been performed concerning, for example, relationship quality, satisfaction with a 

relationship, trust and commitment. (Dimitradis & Stevens, 2008) When customers expectations 

and experience of a relationship are closely matched, satisfaction will occur. The following 

external factors affect a company’s CRM success. The first factor to consider is the relationship 

expectations. These expectations can, for example, be confidence, time savings or social 

satisfactions. Moreover, the perception of the relationship has to be taken into account. This 

includes how a customer perceives and interprets different actions by the CRM channels, touch 

points of a CRM strategy and system that he comes in contact with. (Dimitradis & Stevens, 2008) 

This is, however, not easy to measure, and the authors’ opinions are different since it can be seen 

both as an overall construction or an analytical component (Palmatier el al., 2006). 

 

How much effort is needed in order to develop customer loyalty and retention depends on what 

kind of market the company is operating at. If it operates at a market with high competition it will 

take more effort to create deep relationships compared to if they have a monopoly situation. 

(Peelen, 2005, p. 56) It is important to manage the distributors in a appropriate way since it can 

occur channel conflicts if the intermediaries feel threatened by the suppliers. It is positive for the 

whole business if the relationship between the suppliers and the intermediares can be 

strengthened since in some cases the intermediares handle the customer contacts. (Peelen, 2005, 

p. 57) 
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3 THEORETICAL FRAMEWORK  
In the previous chapter a review of the literature and models related to the research questions 

and research purpose were presented. Based on the literature review, this chapter outlines the 

theoretical framework for this study. This leads to the emerged frame of reference and the 

conceptualization which will help us when collecting data. This framework describes our theory 

that is the basis of our empirical study.  

 

3.1 THEORETICAL MODEL 
In order to fulfill our purpose “To gain a better understanding of how the CRM strategy can be 

used in an automotive retail company”, relevant theories has been selected in order to answer our 

research questions:  

 

 How can the core components and core dimensions of CRM in automotive retail companies be 

described? 

 How can the major challenges of CRM, encountered by automotive retail companies be 

described?  

 How can the influence of major internal and external factors on automotive retail companies 

CRM strategy be described? 

The selected theories that this thesis is based on are as follow: the building blocks framework by 

Peelen, van Montfort, Beltman and Klerkx. The core components and core dimension of a 

strategy by Osarenkhoe and Bennani. Challenges of CRM. The factors that influence a strategy 

by Peelen and by Dimitradis and Stevens. Selected parts of these theories have been chosen when 

the frame of reference were created. 
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According to Peelen (2005, p.7), CRM consists of four cornerstones; customer knowledge, 

relationship strategy, communication and the individual value proposition. As stated above, this 

thesis will focus on the part concerning strategy. (Figure 8)  

 

 
Figure 8 
Selection of four cornerstones of CRM  

Source: Peelen, 2005 p.7 

 

3.2 BUILDING BLOCKS 
In this model the part about strategy will be in focus. As we mentioned before, a company's CRM 

strategy mirrors the companies CRM vision, and describes how the organization should operate 

in order to achieve their goals. This can be accomplished through a strong customer centricity, 

where companies have the customers at heart of every activity within the company. (Peelen et al., 

2009) This can be done through use of the five customer contact points that were mentioned in 

chapter one, sales force, call centers, website, email, fax services or distributors (Jobber, 2004, p. 

600). The company also strives to establish close relationships with consumers in order to 

optimize the value of the individual customer and attain high customer satisfaction, customer 

retention and customer loyalty. (Peelen et al., 2009) The CRM strategy works like a road map for 

the company, and gives directions to all of the companies different departments. It provides 

directives for employees to work toward common goals in order to achieve results that balance 

enterprise revenues and profits. (Peelen et al., 2009) (Figure 9) 
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Figure 9 
Selection of Building Blocks of CRM  

Source: Peelen, van Montfort, Beltman & Klerkx, 2009 

 

3.3 CRM STRATEGY 
There are different elements to consider when implementing a relationship strategy; the company 

has to consider whether it aims to apply an offensive or defensive approach; if they want to work 

with new or existing customers. If they strive to win new market shares or try to defend the 

current position. (Peelen, 2005, p. 53) 

 

3.4 CORE COMPONENTS & CORE DIMENSIONS OF A STRATEGY  
Osarenkhoe and Bennani (2007) describes that CRM consists of six core components (Figure 6). 

These core components are as follow: The emphasis on quality - lack in service is the major 

reason for losing customers. Measure customer satisfaction but manage customer service - this 

means understanding and defining the various expectations before a purchase and also manage 

the after sales behavior. Invest in people - make sure that people within the organization 

understand and meet the required standard. Maintaining dialogue with customers - it is important 

that the companies listen and adapt to the preference of customers in order to build long-term 

relationships. Setting realistic targets and assessing performance - understand the customer’s 

view of different parts in the offering that the company provides to the clients. Relationship 
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based interface - companies should communicate with both internal and external customers, in 

order to meet customer demand as good as possible. (Osarenkhoe & Bennani, 2007)  

 

Osarenkhoe and Bennani (2007) have developed a core dimension of CRM framework (5-S), 

where they describe the core dimensions of relationship strategy implementation (Figure 7). 

These 5-S are what a business shall focus on when trying to tie relationship with customers. The 

5-S:es are; structure, staff, style, systems and schemes within the company.   
 

3.5 CHALLENGES RELATED TO CRM 
A company is facing several challenges (Xu, Yen, Lin & Chou, 2002) related to CRM. 

Depending on a company’s type of business and how far they want to extend its CRM, the 

management should investigate potential issues that may come before, during and after the CRM 

implementation. (Nguyen, Sherif & Newby, 2007) The types of challenges may vary depending 

on what industry the company belongs to. Different companies are experiencing various 

challenges in their CRM work, such as bad timing, lack of resources to develop CRM (Bull, 

2007) poor leadership, new technology, and finding a balance between maintaining existing 

customer and getting new ones. (Nguyen, Sherif & Newby, 2007)  
 

3.6 INTERNAL AND EXTERNAL FACTORS INFLUENCING CRM 
It is important to build the company around the right customer base, which means that the 

company needs to identify witch of its customers that are willing to develop long relationships 

with them (Peelen, 2005, p. 56). The company has to avoid the situation where they choose to 

implement CRM based on negative aspects. In the worst case scenario, this leads to decreased 

customer loyalty and customers switching to another supplier. (Peelen, 2005, p. 55) The five 

internal factors that influence a company’s CRM strategy are according to Dimitradis and 

Stevens (2008) the strategy, the organizational environment, the multi-channel integration, the 

people, the management and the technology. These factors includes the starting point of CRM, 

various cultural factors that affect the strategy, it includes also both physical and virtual contact 

points with the customer. The people and the management are responsible for the daily work with 

the CRM, and the technology helps to support CRM related activities and to contribute to better 

organizational performance. (Dimitradis & Stevens, 2008) 

 

Peelen (2005, p. 56) points out that the external factors consists of the customers, the competition 

and the distributors of the products. Dimitradis & Stevens (2008) focuses on the relationship with 

the customers when they talk about the external factors that influence a company. They explain 

that the relationship expectations and the perception of the relationship have to be taken into 

account when talking about external factors affecting a CRM strategy. (Dimitradis & Stevens, 

2008) The competition on the market determines how much effort a company needs to make in 

order to create customer loyalty. The more competition on the market, the more effort is required 

from the company as compared to a monopolistic situation. (Peelen, 2005, p. 56) 
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3.7 EMERGED FRAME OF REFERENCE 
Parts of the strategy models; the building blocks framework, the core components and core 

dimensions of a strategy, challenges and factors influencing a strategy (mentioned in section 3.1) 

are chosen because they are considered as a good complement to each other. They are also well 

suitable to help fulfilling the purpose of the study, which is to gain a better understanding of how 

the CRM strategy can be used in an automotive retail company. (Figure 10) The “building 

blocks” are an overall model that shows the various parts of how to reach a successful CRM 

implementation and how the different parts affect each other. The strategy section is not that 

comprehensive that it can be used by itself in order to make a full analysis of a company’s 

strategy choices. Therefore, parts of the other models have been selected in order to complement 

the building blocks model. The other models bring more deep going knowledge about strategy 

and implementation.  
 

The strategy part from the four cornerstones (internal/external and offensive/defensive) are about 

factors to consider when a company is about to implement a CRM strategy. In addition, the 

corecomponents and core dimensions of CRM presented by Osarenkhoe and Bennani were 

chosen since they describe the different elements in a CRM strategy in a comprehensive and 

detailed way. 

 

                                              
Figure 10 
Emerge frame of reference 

Source: Authors own construction 
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The figure on the previous page mirrors how a CRM strategy gets affected by both internal and 

external factors and by different challenges related to CRM. 

 

The picture below (Figure 11) summarizes our conceptualization of key concepts used in this 

study.  

 

CONCEPT 
CONCEPTUAL 

DEFINITION 
SOURCE MEASURE 

Challenges of CRM Create: Loyal customers, brand 

loyalty, customer retention, 

word of mouth 

(Xu, Yen, Lin & 

Chou, 2002) 

(Nguyen, Sherif & 

Newby, 2007) 

(Bull, 2007) 

   

Major challenges (As 

perceived by the 

respondent in this study) 

CRM Strategy 

components 

   

 Emphasis on quality Lack in service (Osarenkhoe & 

Bennani, 2007) 

Major reasons for losing 

customers (As perceived by 

the respondent in this 

study) 

 Measure customer 

satisfaction 

Expectations before a purchase 

and after sales behavior 

(Osarenkhoe & 

Bennani, 2007) 

Understand customers 

expectations (As perceived 

by the respondent in this 

study) 

 Invest in people People in the organization 

understand the standard 

(Osarenkhoe & 

Bennani, 2007) 

Description of required 

personal standard used in 

the organization 

 Dialogue with 

customers 

The company listen to the 

customers and adapt their 

preferences 

(Osarenkhoe & 

Bennani, 2007) 

Description of the 

company’s  

communication with their 

customers 

 Realistic targets Understand the customers view (Osarenkhoe & 

Bennani, 2007) 

Customer satisfaction (As 

perceived by the 

respondent in this study) 

 Relationship based 

interface 

Communicate with both 

internal and external customers 

(Osarenkhoe & 

Bennani, 2007) 

Description of internal and 

external customers in the 

organization 

    

CRM Strategy 

dimensions 

   

 Structure Structure for relationships  (Osarenkhoe & 

Bennani, 2007) 

Description of 

relationships within the 

organization (As perceived 

by the respondent in this  

study) 



 Theoretical framework  

24 

 

 Staff People dimension of a 

relationship 

 (Osarenkhoe & 

Bennani, 2007) 

Description of how the 

social structure of a 

relationship is managed 

 Style Actions of a manager  (Osarenkhoe & 

Bennani, 2007) 

Description of what the 

manager  

say and do (As perceived 

by the respondent in this 

study) 

 Systems Setup of relational systems  (Osarenkhoe & 

Bennani, 2007) 

Description of what system 

that is used in the 

organization  

 Schemes Programs that support 

relationship implementation 

 (Osarenkhoe & 

Bennani, 2007) 

Descriptions of loyalty and 

retention programs used in 

the organization.  

Factors affecting CRM 
   

 Internal The strategy, organizational 

environment, multichannel 

integration, people and 

management, technology 

(Peelen 2005) 

(Dimitradis & 

Stevens, 2008) 

(Payne & Frow, 

2005) 

Major internal factors (As 

perceived by the 

respondent in this study) 

 External Customers, competition, 

distribution, relationship 

expectations, perception of the 

relationship 

(Peelen 2005) 

(Dimitradis & 

Stevens, 2008) 

(Payne & Frow, 

2005) 

Major external factors (As 

perceived by the 

respondent in this study) 

 
Figure 11 

Conceptual framework  

Source: Authors own construction 
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4 METHODOLOGY  
This chapter explains and justifies the methodological approach used to attain data on the 

research questions in order to meet the purpose of the thesis. The chapter also present the choice 

of research strategy, literature search, data collection, interviews, selection of study, analytical 

and methodological problems. 

 

4.1 Purpose of the research 
There are three different types of reseach designs that can be used to study a business problem, 

expoloratory, descriptive or causal design (Hair, Money, Page & Samouel, 2007, p. 153). The 

purpose of this reseach is descriptive, as the aim is to describe how CRM strategy can be used in 

an automotive retail company. A descriptive reseach is designed to obtain data that describes the 

characteristics of the chosen topic. And the data collection usually involves a structured process 

that either is conducted by interviews or observations. (Hair, Money, Page & Samouel, 2007, p. 

155) 

 

4.2 Research approach 
When collecting data two types of techniques can be used, quantitative method and qualitative 

method. Quantitative method uses numbers, calculations, and measures of things. It is a generic 

term used in the social sciences for researchers systematically collected empirical and 

quantifiable data, which are summerized in statistical form. These processed data are analyzed 

and the results are based on testable hypotheses. Qualitative method basically involves data in 

forms of words, pictures, descriptions or narratives. In social sciences a collective term applies 

for different approaches united by the researcher himself in the social reality being analyzed. The 

data collection and analysis occur simultaneously and interactively, and the researcher seeks to 

capture both human documents and their meanings. (Sullivan, 2001, p. 20) 

 

In this thesis a qualitative approach was adoped as we wanted to achieve a deeper understanding 

of CRM, and in a small investigation it is well suitable to collect qualitative data (Denscombe, 

1998, p. 398). To obtain increased knowledge about this phenomenon used both primary and 

secondary sources. The primary sources consisted of an interview and academicals articles. The 

secondary sources are based on information about the company gatehered from their website. 

 

There are three different types of perspectives in business economics, they are; analytical 

approach, systems approach and actors approach. The analytical and system approaches mainly 

seek to explain, while actors approach aims to create understanding. (Abnor & Bjerke, 1994, pp. 

62)  

 

The analytical approach relies on the view that the overall picture is the sum of the parts, when 

the different parts are known you can receive the entire image. (Abnor & Bjerke, 1994, p. 65) 

According to Abnor and Bjerke (1994, p. 66) the whole picture in the system perspective deviates 

from the sum of the parts. This approach explains or understands the different parts based on the 

wholeness properties. (Abnor and Bjerke, 1994, p. 66) 
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According to the actors approach, the overall picture will be understood from the characteristics 

of the different parts. This approach seeks to understand the actors in the environment they 

operate. The knowledge that is developed in this perspective becomes individual dependent, since 

it is explained from the point of view of the actor and it refers to the reality that the actor is a part 

of. The result that comes out of the perspective helps to create a general understanding for 

different contexts. (Abnor & Bjerke, 1994, pp. 67) Based on the reseach purpose, an actors 

approach was employed in this study. 

 

4.3 Research strategy 
There are different types of research strategies, among which the most common are: case study, 

survey, archival studies, history and experiment (Yin, 2009, p. 8). Case studies focus on 

collecting data about a specific event or activity, and are conducted in order to obtain a complete 

picture of the entire situation within a firm or industry. (Hair, Money, Page & Samouel, 2007, pp. 

203). A case study is an empirical inquiry that investigates a phenomenon within its real life 

context and can be either exploratory or descriptive. It is conducted empirically and focuses 

primarily on social relations and processes within the case. (Denscombe, 1998, pp. 59) This 

thesis is a descriptive case study since it aims to gain a deeper understanding of CRM within a 

company. A case study is suitable since it is deep enough to exam the complexity in a given 

situation and this thesis aims to understand the context in a company. 

 

To relate theory and empirical data there are three different theoretical approaches that can be 

used in order to make conclusions; deduction, induction and abduction. Deduction is built on 

logic and induction is based on empirical data. The last one, abduction, is a mixture of both 

induction and deduction. These approaches are used in order to draw conclusions related to the 

purpose of the thesis. (Thurén, 1991, pp. 19) An inductive approach seeks to build theory from 

knowledge that has been collected by empirical data. The authors begin at the empirical plane, 

where they try to create general conclusions by studying and observing empiricism. (Abnor & 

Bjerke, 1994, p. 108) When using a deductive approach the author begins in the theory and tries 

to gain an understanding for a specific moment in reality. This means that the conclusion 

becomes valid if it is logically connected. (Thurén, 1991, pp. 23) As the work started in the 

theory about CRM this thesis is based on a theoretical deductive approach and we draw our 

conclusions in connection to the theories that were used. 

 

4.4 Literature review 
In order to find relevant information about the chosen area, the project started with a literature 

review that was done primarily through the library database at Luleå University of Technology, 

by the use of search engines such as PRIMO and Emerald yet some of the information has been 

collected through books. Relevant literature were collected by the use of the following keywords: 

CRM, customer relationship management, customer retention, customer loyalty, automotive 

industry, CRM strategy. These words have been used both individually and together in different 

combinations. Internet, Google, has also been used in a small extent. 
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4.5 Data collection method  
There are several data collection methods that can be used in order to collect information to a 

case study, the different methods are; documentation, archival records, interviews, direct 

observation, participant observation and physical artifacts (Yin, 2009, pp. 99). Interviews are 

suitable to use with case studies as case studies often are about people and behavior. Interviews 

can provide important and detailed information about the chosen topic. (Yin, 2009, p. 108) In 

order to collect empirical data one interview was conducted. It was considered appropriate 

according to the purpose of the thesis, which is to create understanding. An interview can provide 

deep information of high quality and unexpected results (Hair, Money, Page & Samouel, 2007, 

pp. 196). 

 

4.5.1 Interview  
There are four types of techniques that can be used when performing an interview; structured 

interviews, depth interviews, unstructured interviews and semi structured interviews (Abnor & 

Bjerke, 1994, pp. 242). A structured interview is a standardized interview used for quantitative 

studies, directed to a respondent. A depth interview is a non control interview used for qualitative 

studies where the informant receives deeper information from the respondent. (Denscombe, 1998, 

pp. 233) Unstructured interview is used when the research is directed towards an unexplored area 

(Hair, Money, Page & Samouel, 2007, p. 200).  

 

In this thesis we performed a personal interview using a semi structured approach, which is a 

mixture of structured interview and unstructured interview. This method can result in more 

insightful and unexpected findings, which may improve the result of the interview. (Hair, Money, 

Page & Samouel, 2007, p. 197) This is suitable as the thesis have an actor approach (Abnor & 

Bjerke, 1994, p. 245)  

 

4.6 Sample selection  
Sample selection can be done in several ways, for example, as  random selection, systematic 

sample, stratified sample and cluster sampling to mention the most common ones (Denscombe, 

1998, pp. 33). When a case study is performed, a limited group of participants is selected to take 

part in the research. During a case study, information of different type gets collected in order to 

provide a holistic view of the chosen topic. (Patel & Davidson, 2011, pp. 56) This thesis used a 

subjective selection because the authors had some knowledge of the investigated company from 

the past. The respondent was chosen since he, as the owner and CEO of the firm, most likely 

possesses the most valuable data. (Denscombe, 1998, pp. 33)  

 

This thesis aims at studying how a CRM strategy can be used in an automotive retail company. A 

medium sized company in Sweden, Luleå, “Müllers Bil AB”, was selected for this survey as the 

firm possesses the largest markets shares in this industry in Norrbotten and they have an 

outspoken idea of working customer oriented. The reason why only one company was chosen to 

study is that it was deep information that was sought after and time and resources to perform 

more than one interview were limited. Also, this company was selected since the word of mouth 

brings the fact that they have a lot of recurrent customers, which resulted in a curiosity about the 

company's CRM strategy. The selected respondent was the owner and CEO Jan Müller at Müllers 

Bil AB, he was selected because he possesses the best and deepest knowledge of the subject and 
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he is the one who sets up guidelines for strategy and CRM activities.  

 

4.7 Data analysis  
A case study is especially hard to analyze as there is no generally accepted way to proceed. (Yin, 

2009, p. 127) The material from the three hour long interview, such as the recording of the 

conversation and the notes, were used when the analysis of the collected data was performed. The 

information considered the most important from the interview was then written in the empirical 

part of the thesis. After that the theory was put together with empirical data to make it possible to 

identify similarities and differences.  

 

4.8 Methodological problems  
It is important to work in order to strengthen the reliability and the validity of a thesis, when the 

research is performed. Reliability means properly performed measurements; another scientist 

should be able to perform the same measurement and thereby obtain the same result. If they do 

so, it raises the reliability of the work. (Thurén, 1991, p. 22) Validity involves examining the 

right thing, that is, what was intended to be investigated. It is important to investigate the things 

that were aimed at from the start. (Sullivan, 2001, p. 131) An interview guide was made based on 

the theoretical framework and important concepts from the theory were formulated into questions 

in the interview guide in order to strengthen its validity (Patel & Davidson, 2011, pp. 102).   

 

A disadvantage that can occur during a personal interview is in general the so-called “interviewer 

effect” (Arbnor & Bjerke, 1994, p. 243). This is when a respondent gets affected by the presence 

of the interviewer due to his sex, ethnicity, age race, color or response to certain answers. A 

respondent may choose to answer a question in a certain way in order to make a good impression 

or to hide the fact that they have not understood the question. Another reason for this may be due 

to the fact that unstructured interviews may be very time consuming and the respondent may lose 

focus with time and, consequently, answer without having any reflection. (Halvorsen, 2009, p. 

89) To reduce this effect, a neutral approach, such as neutral tone, neutral facial expression, and a 

passive approach was used during the interview. 

 

In order to strengthen the reliability of the thesis, a semi-structured interview was used and two 

persons were present at the interview. This raises the reliability since it minimizes the risk of the 

interviewer understanding the answers in the wrong way. A tape recorder was used, which made 

it possible to listen to the interview again and avoid misunderstandings. (Patel & Davidson, 2011, 

p. 104) 
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4.9 Overall picture of our methodology section 
The picture below presents an overview of our methodology. (Figure 12) 

 

 
 

Figure 12 
Method overview 

Source: Authors own construction 
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5 EMPIRICAL DATA 
This chapter contains the empirical data that was collected for the thesis. It consists of 

information gathered through an interview. 

 

5.1 Information about Müllers Bil AB  
Müllers Bil AB is a mid-sized, third generation, family business located in Luleå, Sweden. The 

company is a car dealership that was founded in 1946 by Allan Müller. Today the company is run 

by Jan Müller, owner and CEO. Müllers Bil AB has over one hundred employees and an annual 

turnover of SEK 375 millions. Müllers is a reseller of Audi, Seat, Volkswagen and Skoda, and its 

sales are about 1800 vehicles a year. The company is one of the leading car dealers in the 

northern Sweden, with a market share exceeding 30 percent. Müllers is a authorized complete full 

service garage and the company has also a facility in the neighboring municipality Piteå. 2012 

was a good year for Müllers Bil AB, as they beat their sales record, with a sales increase of 20 

percent. (http://www.mullers.se/) According to the CEO, Jan Müller, some of the company's 

main competitors are Nordiska Bil AB, Englunds Bil AB and Bilkompaniet Sigoro AB.  

 

Müllers Bil AB’s business idea: 

By working customer-focused, we will be able to meet our customers' wishes and needs of a 

transportation problem in a professional and profitable manner. The characteristic of our 

business will be happy customers that can function as our ambassadors, and  happy returns 

because of our high quality and well trained staff. (http://www.mullers.se/) 

 

Müllers Bil AB’s slogan: 

Müllers simply better! (https://www.facebook.com/MullersBilAB) 

 

5.2 CRM at Müllers Bil AB 

5.2.1 Introduction  
Müllers Bil AB implemented CRM in 2007. The main focus during this time has been on 

customer relationship, and they have worked in order to build trust and a positive spirit among 

the customers. Müllers Bil AB wants to mediate a pleasant experience when the customers enter 

its car sales facilities. The CEO points out that the company strives to create a positive word of 

mouth among their customers. Müllers is working hard to please their customers in the best way, 

they are, for example, using various events in order to create a positive experience in connection 

to their brand among their potential and existing customers. Müllers Bil AB lacks a written CRM 

vision, but the owner explains that the wish is to get customers to act as ambassadors for the 

company, and that customers will return to Müllers Bil AB stores because of their high quality 

and friendly manners. 

 

5.2.2 CRM channels 
The different CRM channels that Müllers Bil AB have used so far are; computer systems,  direct 

marketing such as flyers, e-mail and SMS. The owner describes e-mail and SMS as an effective 

and inexpensive way to reach out to the customers. The computer system that is used stores 

information about customers. This is handled both by internal and external systems that collect 

http://www.mullers.se/om-muellers/foeretagsinformation.aspx
http://www.mullers.se/om-muellers/affaersid%C3%A9.aspx
https://www.facebook.com/MullersBilAB/info
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customer data such as e-mail, address and telephone number. The official Swedish vehicle 

register is used by the company to collect information about cars and their owners. These 

computer systems are then used as a base when various CRM activities are arranged. The 

company has also used flyers previously, but their use has been reduced, since it has become a bit 

outdated due to the impact on both costs and the environment. The respondent considers his 

company to be good at marketing themselves, they are primarily using direct marketing, 

television and social media in order to reach the customers. 

 

5.2.2.1 Events 
Müllers Bil AB invests a lot in various events for its customers. These events create a positive 

spirit among the visitors, and during these nights the company is generous in their offer, which 

contains various snacks, different beverages and involves mingling with the employees. At such 

events Müllers organizes contests for their visitors, where they have the opportunity to win great 

prizes if they participate in quizzes based on information about Müllers and the car industry in 

general. Müllers Bil AB strives to communicate high class and quality to their customers, in order 

to make them impressed by their generosity and make them feel special. These customer 

evenings are arranged strategically on weekdays, as the demand for alcohol is lower than it is on 

weekends. The respondent tells that the response from these customer evenings is better 

compared to an add in a newspaper or a commercial on the television, and it is also cheaper 

despite the purchase of expensive luxury goods to the visitors. He also explains that through these 

events they hope to establish close emotional relationships with their customers and create a 

positive “word of mouth” effect, since the customers appreciate the experience that Müllers Bil 

AB offers. The response from these customer evenings are so positive that the owner hopes that 

these customers will act as ambassadors for the company in the future. Müllers Bil AB has 

conducted various events with different themes during the years, in order to reach all of their 

customer segments. Some of the events were initially held at shorter intervals to attract 

customers, but the frequency has later decreased in order to let the customer expectations have 

time to rise between each event. This allows the customers to create a positive word of mouth 

between each event. 

 

“Ladies evening” is a very popular event exclusive for women and it is arranged in cooperation 

with different stores for women. This event comes with a theme and the last event was visited by 

over 700 ladies who mingled, watched car shows and entertainment. Müllers Bil AB arranges 

also a golf tournament every summer in cooperation with Volkswagen (VW) as a part of VW-

masters. This tournament is considered the biggest in Sweden out of the competitions in VW-

masters. It is such a popular event for golfers that it is always sold out. Other customer evenings 

that have been arranged are events with focus on equestrian sport and skiing, and of course 

regular happenings and openings connected to the business. 

 

5.2.2.2 Tire hotel 
Different car brands have different intervals between the service intervals, according to Jan 

Müller. From the customers point of view, a longer service interval can be seen as a good thing 

since they do not need to visit the car repairer that often, which also means lower costs for the 

customers. One problem that Müllers Bil AB has experienced connected to service intevals is that 

the company does not have sufficient contact with their customers, since they do not visit the 
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store that often. This is due to the fact that the car brands that Müllers Bil AB works with have 

long service intervals, which results in fewer visits to the stores. In order to deal with this, and be 

able to meet the customers more often, Müllers Bil AB has introduced a tire storage. This “tire 

hotel” is not for profit, but it serves as a way to strengthen customer relationships and generate 

repeated customer visits. In this way the customers have to visit the store once during the spring 

and once in the autumn to change tires. The hotel has a capacity to storage about 3000 car tires, 

and the hotel offers tire change, wheel washing, tire inspection, ordering of new tires to attractive 

prices and convenient tire change (spring and autumn). Jan Müller explains that the tire hotel is 

very popular and has been fully booked for a long time, even though they have expanded the 

number of stored tires over the last years. 

 

5.2.2.3 Word of mouth 
The owner explains that Müllers Bil AB tries to work proactively with word of mouth, thus, they 

are trying to create a good reputation in order to position themselves in the minds of the 

customers. They want the customers to have Müllers Bil AB in mind when discussing a car 

purchase. The owner further describes that this industry can be quite standardized, but they have 

tried to put their own touch on the business. The respondent explains that they have invested a lot 

in creating a first class hotel feeling in their Audi hall in order to get customers to feel a sense of 

luxury when visiting this showroom. The events that are organized are seen as long time 

investments, since Müllers aims to be positioned in the visitors mind for about five years. 

Everything above contributes to create an experience for the customer when visit the store or an 

event, and existing customers will hopefully act as ambassadors for the company. 

 

5.2.3 CRM objectives 
The owner describes that all objectives in the interview guide are important (appendix 9.3). It is 

seen as important to increase the revenue, as well as increase the sales success. The company has 

succeeded in this part since they have doubled their sales volume over the last four years. The 

company has made cost savings when they switched to more focus on e-mail and SMS and 

reduced the print advertising, yet the marketing costs of television and ads are still high. The 

marketing costs will decline even more when the close contact with the customers are further 

developed, this is seen as the most important goal with the CRM strategy. Other goals with 

Müllers Bil AB´s CRM-strategy is to strengthen their brand name, convey their slogan and 

strengthen their relationships. According to the respondent these goals are important to the 

company since it is customer oriented and aims to keep their existing customers, Müllers Bil AB 

has an objective “to be the best car dealer in town”. 

 

5.3 CRM strategy 
The CEO describes that Müllers Bil AB normally adopts a defensive CRM strategy, as the aim is 

to keep and maintain existing customer base. Meanwhile he explains that the firm sometimes 

changes the CRM strategy and become more offensive. This is usually related to financial crises, 

since Müllers need to becomes more offensive in their strategy in order to keep the sales floating. 

The respondent explains that his company primarily works in order to keep those market shares 

that they already have, and they want to keep the customers they have because it is less expensive 
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than finding new customers. However, Jan Müller also states that it currently is a tougher climate 

and in order to keep up the sales the company has to attract new customers as well. 

 

5.4 Core components 
The CEO at Müllers Bil AB explains that bad service leads to customer loss. To prevent this he is 

careful to educate his employees, so that they should be service minded, meet customers with a 

good manner and meet required standards. Further he says that everyone within the company 

should take account of the customer lifecycle when trying to establish long-term relationships, 

and try to put themselves in the customers expectations before, during and after a purchase, in 

order to meet customers in the best way. Jan Müller emphasizes the importance of maintaining a 

dialogue with customers, he wants the sellers to communicate with their customers and adapt 

their preferences in order to make them retain.  

 

5.5 Core dimensions  

5.5.1 Structure & Systems 
Jan Müller has divided the responsibility for the customers after the car brands. The sellers of 

Audi are responsible for Audi-clients and Volkswagen sellers are responsible of Volkswagen-

clients and so on, but the respondent also points out that they have standardized this procedure so 

that any seller can replace another. Müllers has also selected a key account manager who has the 

major responsibility for the biggest business customers. Müllers has not got any sort of loyalty 

club, only different service packages where the customers can get a better offer if they buy more. 

It is not possible to create a loyalty club at the moment as it is very time- and energy consuming. 

 

The owner explains that the company evaluates how the customer strategy gets implemented by 

performing measurements and analysis over the sales success to obtain feedback. To collect 

information about customer satisfaction, Müllers has hired an independent company who 

performs research on behalf of the company. The information is then used in order to verify 

Müllers Bil AB´s market shares and to estimate the current word of mouth. The data is also used 

as a basis for the vendor's individual commissions that is connected to the satisfaction of the 

customers. 

 

The CEO perceives that the relations among Müllers employees are really good, and the majority 

are strongly loyal to the firm. The owner wants his staff to thrive and work hard to achieve a 

good cohesion of the staff. He offers internal events, dinners parties and commission to his 

employees, and if a person has worked for him 25 years he will be rewarded with a golden 

watch.   

 

5.5.2 Staff  
The company organizes staff training in order to meet their goals of being unique and stand out 

from the crowd. Jan Müller considers his employees to be customer oriented, but points out that 

there is always room for improvement. Müllers Bil AB has recently hired several new 

colaborators and the respondent believes that it is important to train all staff in CRM. He plans to 

develop his employees further in CRM thinking during the autumn, through meetings and 
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additional training in order to teach the staff how to understand the customers’ feelings and 

thinking. Besides CRM, customer receivers and sellers get training by the different car brands, 

where they all go through video exam in order to get their certificate. 

 

5.5.3 Style 
According to the respondent, the leadership culture at Müllers has always been very open, and the 

company is not hierarchical structured. Over the past ten years the leadership and spirit in the 

company has become more customer oriented, in order to meet customers expectations 

accurately.  Müllers Bil AB values all of their staff equally and strives to maintain high standards, 

and are, therefore, using terms such as car technician instead of car mechanic as the word sounds 

negative.  The owner considers this leadership culture as positive from a customer point of view, 

as it creates harmony among the employees and the clients. It also provides a safe atmosphere in 

the stores. He describes himself as a leader who is straight forward. He distributes both justified 

criticism but primarily praise. The respondent is also careful to always inform his staff about 

what the situation of the company is as he considers communication as a success factor that 

strengthens the staff. He also points out that it is important to inform customers about the 

company's success. The employees should be proud of their work at Müllers Bil AB since they 

have been involved in the entire process of making Müllers what it is today. This hopefully 

brings positive word of mouth about the company and its events. Müllers Bil AB CEO says that 

he has a very loyal staff, and that he offers them gym membership, occupational health services 

and therapy when needed. The owner primarily wants to rehabilitate “energy thieves” at the 

company, instead of terminating the employment. He thinks there usually are some reasons for 

their actions and behavior. 

 

5.5.4 Schemes  
Müllers Bil AB has a customer strategy that aims to keep existing customers. To be able to reach 

this goal, Müllers has skilled salespeople who work hard to establish a relationship with 

customers. The sellers are following specially developed sales systems, and needs to be available 

by telephone and e-mail for clients in order to give them good service. The sales people work 

proactively in order to meet customers needs. The sellers maintains contact with customers and 

calls them after a purchase, in order to control how the product is working and help the customers 

with problems that may have occurred. They also control the customer satisfaction and have 

appointments for services. The seller also contacts clients when time for car replacement is 

getting closer according to the product lifecycle. Customers can also receive targeted offers sent 

home when their birthday is near.  During the recession, when the pressure is lower in the stores, 

the sellers sometimes perform car show-offs for potential users. This activity is mostly made at 

larger companies in order to get them to switch to some of Müllers car brands in the future.   

 

Müllers Bil AB strives to reach a high customer satisfaction, customer loyalty and customer 

retention.  But sometime they lose customers. This can depend on the lack of the service or the 

product. Lack of service may occur if the sellers are occupied with other customers and one 

customer feels left out and does not receive the expected service. Losing customers because of a 

product is when a customer does not feel that the product meets his  expectations and do not 

fulfill his needs. The loss of customer can also be due to external factors such as the relocation of 

a customer. The attitude against the automotive industry is tough and with every small mistake 
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that Müllers Bil AB makes, great criticism from the customer occurs in form of bad word of 

mouth. 

 

5.6 Challenges related to CRM 

5.6.1 Customers  
One of the major challenges that Müllers Bil AB is facing, as preceived by the respondent, is the 

issue of “silent customers”. This refers to customers who do not feel satisfied with the service at 

Müllers Bil AB, but keep this to themselves, without informing the company about their negative 

experience related to the visit. This means that the company is unable to meet the criticism, nor 

can they compensate the customer. The main problem related to this issue is not that one 

customer is dissatisfied with the offer or service, it is instead that the customer tends to spread 

bad word of mouth about Müllers Bil AB to potential customers. The CEO points out that this is 

really negative for the company and hard to recover from. However, regarding customer 

satisfaction, the owner argues that there will always exist customers that the company can not 

please no matter how much they try, and these customers take a lot of energy from the 

employees. The respondent states that these customers are not worth putting effort in maintaining 

since they will never be satisfied. 

 

5.6.2 The automotive industry  
The owner further describes the automotive industry as a tough market to operate on since it is 

easy for customers to switch between car brands. The sales of business cars is also governed by 

what brands the different companies have signed agreement with. It is also a tough market 

because of the fact that a bad word of mouth among customers spreads relatively fast. The owner 

thinks that people who are not familiar with the company tend to listen to bad reputation that may 

circulate on the market. In order to prevent this, Müllers finds it especially important to work 

with elements that create a positive word of mouth about their brand on the market because 

customers who encounter negative information about the company instead have some positive 

things to reflect back on, and will, therefore, not absorb the negative reputation in the same way. 

If it comes to Müllers knowledge that a customer is dissatisfied with their service, it is the sellers 

responsibility to solve the problem, compensate the customer and close the case. Müllers Bil 

AB´s ways of dealing with these problems has been very successful as they have received the 

highest ratings in customer satisfaction through surveys for several years. 

 

5.6.3 Employees  
Another challenge that the owner has experienced is how difficult it is to get the entire staff to 

work towards being a more customer oriented company. This has been a common goal for all of 

the workers since year 2007 and the CEO points out that it is the older generation of the company 

that has had most difficulty to adjust to the new routines to the new thinking. In order to facilitate 

the work with customer focus, the owner concentrates on strengthening the company internally 

by using training and workshops for all employees. Lectures about Müllers culture and company 

values are important parts in the education program in order to inform the staff about Müllers 

manners and customs, and get them to strive towards the same direction. The respondent also 

stresses that working with CRM is very energy intensive at every stage, and that working 
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pressure is high in the automotive industry. In order to facilitate for the employees, the owner is 

paying attention to new work requirements, and adapts them into his business in order to ease for 

his staff. Müllers Bil AB has, therefore, invested in lifters to the cars for reducing injury and is 

providing the employees occupational therapy.  

5.6.4 Suppliers  
According to the respondent, problems connected to the company's suppliers might arise when 

information regarding the business quality requirements are lacking. Müllers Bil AB is 

outsourcing parts of their business to other firms, and it is important that these firms match 

Müllers standard and their requirements for quality. Otherwise, a lower standard may have the 

result that Müllers Bil AB’s standing and reputation gets blackened. In order to prevent such 

problems, Müllers Bil AB cares to inform suppliers about their policy, standards and 

requirements for quality, and they also sign agreements in order to fulfill these. 

5.6.5 Economy  
A constant challenge that everyone in the automotive industry is facing is economic cycle turns 

that affect the world economy and reflects on the market demand. When there is a recession in 

Sweden, Müllers sees a clear decrease in the demand of cars for private customers. The demand 

from corporate customers is not affected to the same extent, and stays more stable regardless of 

the prevailing economic situation. The owner is working to get his staff proactive at recessions, in 

order to keep the sales volumes floating. He is also paying attention to competitors, the general 

market and products in order to create a good strategy for the company during tough times. 

 

5.7 Internal and external factors influencing CRM 

5.7.1 Internal factors  
The first step Müllers Bil AB has taken when segmenting their customers was to separate those 

who have a drivers license and those who do not. Thereafter, the company has chosen to focus on 

the age group that they consider to have the highest purchasing power in this industry. This age 

group can be divided in two main groups, new cars and second hand cars. On the market for new 

cars Müllers has chosen to focus on a segment of people between 40-60 years old, and on the 

market of second hand cars they have chosen to focus on the age range between 30-60 years old. 

These age groups were chosen because Müllers Bil AB sees them as the one with the highest 

purchase power. Next step when segmenting the customers was to separate corporate clients and 

private clients. Since corporate customers may have specific contracts to follow and these 

customers are handled by the key account manager at Müllers Bil AB, they need to be in a 

different segment from the private clients. There is also a segmentation based on the brands that 

Müllers is a reseller of. Here the customers are divided into different segments depending on 

what car brand they have selected to buy. Müllers Bil AB has a product range that covers all price 

categories of cars. They have chosen this strategy in order to be able to have something to offer to 

all customer segments regardless of their financial situation. 

 

Müllers Bil AB is using internal databases in order to organize collected information about their 

customers. These databases consist of programs with information about customers, such as phone 

number, address and e-mails. However, Jan Müller states that Müllers Bil AB lacks a record over 

the customer's purchase history. He further explains that the customer information is collected in 
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order to better understand Müllers customers. The planning of the various events is also 

facilitated by a database that stores information about which customers have visited the events 

previously. This database is used as a basis for invitations to events in the future. 

 

The company also uses information collected by other companies, such as various sporting 

unions and other statistical databases in order to receive statistics over their customers’ 

interests.  This information is then used in order to predict sales and arrange customer evenings, 

as Müllers Bil AB gets a hint of customers preferences, both now and in the future.  The owner 

describes further that it is easier to increase both efficiency and profits when the company knows 

the customers because they can adapt better to the customers’ needs. 

 

All communication channels (television, radio, Internet, e-mail, telephone, personal selling and 

social media), except radio, are considered as important to Müllers Bil AB. Radio is less 

important because it is expensive and inefficient since it does not provide that much response, 

and it is also hard to identify which customer segment would be  listening. Telephone is, on the 

other hand, of great importance to the company since they send out text messages to customers, 

perform personal sales and keeps customer contact through this channel. Television is regarded 

as one of the most important communication channels that the company uses, according to the 

respondent. He further describes that Müllers TV-commercial works both as a television publicity 

and a radio, since the viewers do not always see the TV-screen but only hear the message. 

Therefore, the voice and the spoken message in the tv-commercial is equally important as the 

pictures. The owner explains that the company buys a certain number of hits, meaning how many 

individuals that the commercial reaches. This allows the company to select whether they want to 

run their advertisements more frequent but on a less popular time with fewer viewers each time. 

They can also choose to run their ad with a reduced frequency, but on greater time with more 

viewers every time. The company therefore has to decide upon which day and what time their 

advertising should be running. According to Jan Müller, customer communication through the 

Internet is very important, and is an emerging tool in the industry. Müllers Bil AB is trying to 

make the customers visit their website often. They attach the link to their website and Facebook 

page in their ads, in order to attract customers to visit them. Social medias are not used that 

widely yet at Müllers Bil AB and the owner admits that the organization has a lot to develop in 

this area. 

 

5.7.2 External factors 
The respondent explains that there are several external factors influencing Müllers Bil AB´s 

CRM, including the world economy, competitors, the product distribution, news, wars, weather 

and so on. The world economy causes economic fluctuations which in turn affect the demand for 

Müllers offers. 

 

When there is a recession in Sweden, Müllers invests more in CRM activities and tries to provide 

better deals to their customers. Müllers Bil AB is working with lower interest rates, lower costs, 

longer credit periods and package prices towards private customers, not that much to corporate 

customers since they do not get influenced by the recession to the same extent. This strategy 

gives the company lower margins as they “gives away” more to lower prices, which affects the 

economy negatively. The owner says that his company possesses market leadership in the North 

of Sweden and does not want competitors to meet their success and take over parts of their 
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market shares, therefore, it is important to keep an eye on competitors and their actions so that 

Müllers does not fall behind. 

 

The distribution of product can affect Müllers CRM in terms of long delivery times, which might 

negatively affect the customer satisfaction. Jan Müller says that if they know that it is difficult to 

get hold of an item, the company avoids advertising that product to a greater extent. Müllers Bil 

AB has quite a lot of freedom to design their ads, but the different suppliers of the car brands 

have some restrictions that they must follow. For example, Müllers can not mix advertisments 

about Audi and Skoda cars in the same ad for example, but this is not seen as a problem 

according to the CEO.  He adds that the different car brand suppliers often are sponsoring the 

advertisment that is targeted to their brands. 

 

External factors such as news, wars and weather are also affecting customers purchasing power 

on some level. If the news publishes some scandal that can be linked to the car industry, the 

purchasing power immediately gets reduced. Then there is not much we can do, the owner says, 

but he also points out that people forget things quite quickly and the sales figures will soon rise 

again. The respondent also tells that if the weather is sunny, people are in a better mood and tend 

to buy more items. 

 

Finally, the owner explains that a business owner should never be satisfied with a state. He 

should always strive to improve a situation, have milestones set up, and never be afraid of 

changing. To become a good entrepreneur you must like to live in alternation, because change is 

the future! 
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6 ANALYSIS  
The following chapter presents the analysis of the data through comparisons between the 

theoretical framework and collected data. The purpose is to establish differences and similarities 

between the empirical data and theory. 

 

6.1 RQ1: How can the core components and core dimensions of CRM in automotive 
retail companies be described? 

6.1.1 CRM STRATEGY 
As stated in Peelen (2005 pp. 53) there are two ways of thinking about the CRM strategy, to 

apply either an offensive or defensive strategy. Data shows that Müllers Bil AB applies both 

defensive and offensive strategies in order to grow according to the CEO. Müllers Bil AB 

normally uses a defensive strategy, meaning that they do not strive to attract new customers and 

win new market shares.  

 

6.1.2 Core components  
Osarenkhoe and Bennani (2007) point out that the content of CRM strategy consists of six core 

components. 
 

6.1.2.1 Emphasis of quality 
The major reason to losing customers is due to service gaps. The company can not attract their 

customers only with the product, they need to offer great service as well. The service has become 

the key to a successful business as the authors state. (Osarenkhoe and Bennani, 2007) The 

empirical data supports theory since Müllers Bil AB operates in an industry with strong 

competition, and they need to fulfill the customers’ expectations regarding service, as stated in 

the theory. In order to manage this, they have hired an independent company that calls the 

customers to get feedback about their opinion and satisfaction. Based on these phone calls the 

sellers get individual provision, based on the customer satisfaction. The staff is also trained and 

educated in customer service, and Müllers Bil AB works hard to please the customers according 

to the CEO of the company. 
 

6.1.2.2 Measure customer satisfaction but manage customer service 
The theory includes defining and understanding the different advantages a customer expects, 

before an actual purchase is made. It also contains the management of expectations and the 

performance after the purchases. (Osarenkhoe and Bennani, 2007) Müllers Bil AB is operating in 

an industry with goods that requires high involvement from the customers side. This means that 

the customer can easily expect benefits, such as discounts of various kinds, since they get familiar 

with the seller and the company. The CEO says that it is important that the sellers keep contact 

with the customer after the purchase because there may be difficulties for the customer with such 

a technical product like a car. 
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6.1.2.3 Invest in people 
The authors (Osarenkhoe and Bennani, 2007) state that relationships are important for a 

company, both internal and external. The implementation of relationship orientation within an 

organization gets facilitated if the employees understands the objectives and meets the required 

standards. (Osarenkhoe and Bennani, 2007) Data shows that Müllers Bil AB has manage this 

internally, by investing in education for the employees and preparing them for customer contact. 

But Müllers has recently hired several new employees, because of this a new training program 

will be conducted during the upcoming fall. The company will also start a process where the core 

values of the company will be implemented or repeated to both new and existing employees, in 

order to clarify what objectives Müllers Bil AB has. Müllers Bil AB has some contact with 

external intermediaries, and they are careful to inform them the values Müllers Bil AB has and 

what they expect from the other company. In order to make sure that the intermediary follows 

these standards and requirements a contract is formulated and signed.  

 

In order to manage the competition on the market, Müllers Bil AB tries to keep the existing 

customer base - they guard their market shares. But the CEO further explains that they can not 

stand and watch if the competitors make moves that jeopardize his company's future sales.  One 

step in the process to keep the customer base is to arrange the various events to maintain the 

curiosity from the customers, and to stand out from the competitors. 

 

6.1.2.4 Maintaining dialogue with customers 
The empirical data from the interview match the theory by Osarenkhoe and Bennani (2007) that 

explains that this component focuses on how a company can work in order to build long term 

relationships with its customers. Müllers Bil AB is trying to make their customers loyal by 

listening to individual customers and their preferences in order to retain them. The company is 

arranging different events as a benefit for their existing and potential customers, and they have 

established an “tire hotel” in order to meet their clients more often. The sellers at the company is 

keeping dialogue with their customers by telephone and e-mail, in order to maintain relations, 

serve customers with informations and help to solve problems that may occur.  
 

6.1.2.5 Setting realistic targets and assessing performance 
Theory states that a company needs to understand how its customers perceive their offers and 

also understand what elements are the most valuable for the individual customer (Osarenkhoe and 

Bennani, 2007). Empirical data shows that Müllers performs customer surveys in order to 

understand it clients and how they perceives the different offers that Müllers Bil AB has. The 

company tries to estimate the current word of mouth in order to understand what opinions the 

customers have about the company, Müllers Bil AB aims to work proactively and to maintain the 

positive word of mouth that they have observed earlier.  
 

6.1.2.6 Relationship-based interface 
The empirical data collected from the interview supports Osarenkhoe and Bennani (2007) idea. 

Theory implies that a company needs to be in touch with both internal and external customers. 

There is a gap between what firms do, what they should do, and what is most desirable to do. The 

means of communication should be adapted to the needs of the individual customer. (Osarenkhoe 

and Bennani, 2007) According to the CEO at Müllers Bil AB, there has been a gap between how 
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the management wants the employees to work, and how the employees are working in practice. 

Jan Müller says that it is the older generation who had difficulties adapting to the new CRM 

concept, where they are supposed to work with customers in focus. But he also points out that 

this gap has decreased over time, when the employees have seen that the new approach has 

provided good results in customer relationships. 
 

6.1.3 Core dimension (5-s) 
According to the core dimension model, constructed by Osarenkhoe and Bennani (2007), 5-S of 

relationship implementation needs to be featured in a company's CRM strategy.  
 

6.1.3.1 Structure  
Osarenkhoe and Bennani (2007) describes that structure involves how the company has arranged 

the organizational structure for their relationships. For example, if the responsibility for the 

customers has been divided among the employees. Müllers Bil AB support this theory since they 

has organized their sales units after the different car brands. The Audi-sellers take care of Audi 

customers, the Skoda-sellers focuses on Skoda customers and so on. These sales units have 

appointed each individual seller in the unit as responsible for their own client group. Though, 

every seller at Müllers Bil AB should be able to replace one another if needed, and serve the 

customers in a good way. This means that the salespeople at the company work in teams. Müllers 

Bil AB also has a key account manager that has the main responsibility over the sales to business 

customers.  

 

6.1.3.2 Staff 
Staff entails managing the social structure of a relationship cross-functionally, with focus from 

the people dimension (Osarenkhoe & Bennani, 2007). Osarenkhoe and Bennani (2007) point out 

that various kinds of training programs is the most important here. The interview shows Müllers 

Bil AB is not built hierarchically and the company strives to achieve a familiar spirit at the 

company. They are using several education programs to get employees to be service minded and 

well educated. Müllers want their staff to be prosperous and are working in order to get the staff 

to thrive at work. The company ensures that their employees can experience happiness and 

arranges parties, conferencing and competitions among their staff.  

 

6.1.3.3 Style 
Osarenkhoe and Bennani (2007) states that style is what the manager says and does. The 

leadership style at Müllers Bil AB is very open minded, and the company is not built 

hierarchically. The manager is straightforward and gives both praise and justified criticism, he 

primarily wants to rehabilitate employees that are a nuisance for the company, in order to help 

people and get as loyal staff as possible. The manager tries to create harmony among the 

employees, which can be seen as positive from a customer point of view, since it helps the 

building of a safe atmosphere in the stores and promotes customer orientation.  
 

The collected data indicates that the manager is working proactively in order to encourage 

positive word of mouth about Müllers Bil AB´s brand. And he also uses communication as a 

success tool, as he communicates with employees and their customers in order to provide 
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information about the progress of the company. The relations among Müllers employees are 

really good, and the majority are strongly loyal to the firm. The owner wants his staff to thrive 

and are working hard to achieve a good cohesion of the staff. He offers internal events, dinners 

parties and commission to his employees. 
 

6.1.3.4 Systems 
According to Osarenkhoe and Bennani (2007), systems consist of a setup of different kinds of 

relational systems for implementation of the CRM strategy, such as sales service processes, 

supply chain management, relationship performance scorecards and order fulfillment system. In 

order to facilitate the sales service process a standardized approach has been created at Müllers 

Bil AB when meeting customers. This procedure was developed in order to facilitate for the sales 

people, so that everyone uses the same practice when meeting the customers. This way makes it 

easier for a sales person to cover for another when needed. This standardization facilitates for 

both the customer and the employee. The employees feel more secure in meeting the customers, 

and the customers feels more comfortable since they are familiar with the sales routine. Müllers 

Bil AB is also training their sales people in how to interact with customers, in order to develop 

the sales service process.  

 

The collected data from the interview support theory since Müllers Bil AB in order to cooperate 

with the suppliers need to follow some ground rules and guidelines in some of the business areas, 

such as marketing. Jan Müller also points out that they are able to act free to some extent, they 

are able to design their sales halls as they like. They can also, in cooperation with the car brands, 

run different campaigns when its suites Müllers. But when it comes to ads and placement in the 

sales halls they are a bit controlled of the suppliers since they are not allowed to mix the different 

car brand as they like.  

 

The interview did not reveal any information about the relationship performance scorecards and 

the order fulfillment system.  

 

6.1.3.5 Schemes 
Osarenkhoe and Bennani (2007) point out that schemes are supporting relationship 

implementations. Müllers Bil AB wishes to build long term relationships with their customers 

and strives to reach a high customer satisfaction, in order to develop customer retention and 

customer loyalty. Müllers Bil AB stores information about their existing customers in order to get 

a picture over how their customer base appears, they also use the information when they invite 

clients to events and to send out targeted customer offers. Müllers Bil AB lacks a customer club 

which is something that they are considering to develop in the future. The company has recently 

started to use the social media, such as Facebook, in order to become more available for their 

customers on the internet. The sellers at Müllers are well educated, in order to be able to serve 

customers in a good way. They also need to workproactively to be able to meet customer 

expectations.  
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6.2 RQ2: How can the major challenges of CRM, encountered by automotive retail 
companies be described?  

6.2.1 Challenges 
In the model building blocks the CRM strategy are described as a company's road map, 

that  should serve as a guide for the company regarding its CRM vision. The CRM strategy gives 

directions to people within the company, so that they can work towards the same goals and serve 

customers in order to optimize customer satisfaction. It also causes balance to enterprise 

revenues, satisfied customers and brand loyalty. (Peelen et al., 2009). It is a major challenge for 

the company to get the entire workforce to work in the same direction. Another challenge for 

Müllers Bil AB ais to decide which of the  five contacts points (Jobber 2004 p. 601)  the 

company should focus on when trying to reach to their customers. The company can not use all 

of the contact points at the same extent, and must, therefore, carefully consider which ones are 

most successful, in connection to their customer segments. When deciding what channels to have 

the primarily focus on, Müllers Bil AB has collected information about their customer through 

telemarketing.  

 

One challenge that Müllers Bil AB has experienced over the years is connected to the new car 

technology that has brought changes in the customers visits patterns. New cars have longer 

service intervals compared to older ones, which has reduced the customers visits to the stores. In 

order to meet this challenge with the declined customer flow, Müllers has tried to develop ways 

to get customers to come visit more often. One way is through their tire hotel that gives them two 

extra customer visits on their facilities each year. Müllers also brings contact with the clients at 

the tire hotel per telephone, as they books times for tire changes and tires orders. The tire hotell 

can be seen as a CRM activity in order to establish relationships with custosince the hotel is not 

operated as a source of profit for the company. Müllers is happy to meet clients more often and 

the customers are happy as Müllers offers them help with management of their tires. Müllers 

strives to establish close relationships with their consumers in order to optimize the value of the 

individual customer, attain high customer satisfaction and receive customer retention and 

customer loyalty. 

 

The timing for implementation of CRM is important (Bull, 2003), in order to get it right and 

receive a higher customer satisfaction. A manager is often unsure about the timing for starting 

implementing a CRM strategy and how it will affect other aspects of the company’s operation. 

(Nguyen, Sherif & Newby, 2007)  Data indicates that Müllers Bil AB seems to have succeeded in 

their CRM implementation as they appear to have established many long-term relationships with 

their customers. The customers seem to be satisfied and loyal to the firm, and spread positive 

word of mouth about the company. It is also a challenge for a company to find a balance between 

maintaining existing customers and finding new ones as Zineldin (1999) points out. It is more 

costly to find new customer than it is to satisfy existing customers (Bishop, 2009). Normally 

Müllers Bil AB applies a defensive strategy but when a recession occurs they switch to a more 

offensive strategy in order to balance new and old customers and keep the sales floating. 
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6.3 RQ3: How can the influence of major internal and external factors on automotive 
retail companies CRM strategy be described? 

6.3.1 Internal / External 
As Dimitradis and Stevens (2008) states, technology is used in order to support different CRM 

activities that the company uses. In line with this, Müllers Bil AB uses internal databases in order 

to organize the collected information about their customers. These databases consist of programs 

with information about customers, such as phone number, address and e-mails. However, Jan 

Müller states that Müllers Bil AB lacks a record over the customer's purchase history. Such a 

record could be useful in order to be able to send out customized advertising through SMS and e-

mail.  

 

In the external environment around a company are the customers, the competitors and the 

distributors of the products (Peelen, 2005 pp. 56). Since Müllers Bil AB operates on a market 

where there is high competition, it takes more effort to create customer loyalty and retention. The 

company has to work harder to exceed customer expectations and to create customer loyalty is a 

challenge. (Peelen, 2005, p.56) One way Müllers Bil AB works with this is through the events 

they organize with regular intervals. They aim to exceed customer expectations by having a 

exclusive tone and to be generous in their offer these evenings. As the CEO explains, these 

events take a lot of energy from everyone in the company, but it is worth the effort because it 

helps to create long-term relationships and loyal customers. In order to keep the competitors 

away, Müllers Bil AB is careful to estimate the current word of mouth and to evaluate the present 

situation of the company. The distributors of the products are managed through contracts in order 

to ensure that they follow the agreement and service standards that Müllers Bil AB requires. 
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7 CONCLUSIONS & IMPLICATIONS 

7.1 RQ1: How can the core components and core dimensions of CRM in automotive 
retail companies be described? 

It is of importance to take into account whether to use an offensive or defensive approach when 

implementing a CRM strategy. Contrary to the literature, the results shows that the company are 

combining the two strategies when operating on the market. The company primarily uses a 

defensive approach, which is something that we believe is common in the automotive industry. 

Yet, when a recession in the economical climate is shown, companies may switch to a more 

offensive approach. Our findings indicates that the car industry in general seems to follow the 

same concept and adapt the strategy to the economical situation.  

 

In line with the literature, the findings confirm that the core components of CRM are used when a 

company is formulating their CRM strategy. It is of great importance to offer good service within 

the automotive industry, in order to attract and keep customers. It is also important to understand 

the different advantages that a customer expects, before, during and after a purchase. A company 

should be able to handle relationships both internally and externally, which is facilitated if the 

employees at a firm are well informed about the objectives and standards of the CRM 

strategy.  Automotive retail companies are operating in an industry with goods that requires high 

involvement from the customers and the companies need to fulfill the customers expectations 

regarding service in order to retain them. 

 

The five core dimension of relationship implementation of CRM need to be included in a 

business CRM strategy. The major finding connected to this research question is that the core 

dimension model is used. This is not always a conscious choice, as a company often just identify 

the most important factors related to the implementation of their CRM strategy, and these factors 

appear to be the same as the one in the 5-S model. Many other companies are probably also 

applying this model in their CRM strategy without knowing it, as they have not based their CRM 

activities on this model on purpose, but work by it anyway.  
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7.2 RQ2: How can the major challenges of CRM, encountered by automotive retail 
companies be described?  

This thesis highlights that it exists many different challenges related to CRM. One difficulty 

seems to be in connection to the measurement of the CRM process. The result shows, in line with 

the literature, that it is hard to evaluate how a companys CRM activities work in practice, since it 

does not exist a formal way of measuring it. Meaning that companies do not really know how 

their CRM activities are affecting their ability to build long-term relationships with customers. 

This often leads to a problem connected to the management, as many firms tend to cut back on 

CRM activities when the business needs to make some cost savings. This savings may lead to an 

even worse financial failure since the company risks to lose customers.  

 

The findings support the theory, which explains the importance of having a clear CRM vision 

that works as a road map for the employees. The vision facilitates the implementation of the 

companys CRM strategy. In addition, the findings from this study indicates that companies who 

lacks a formal CRM vision, should develop one and inform all the employees, in order to achieve 

better cohesion and customer orientation.  

 

Research has shown that it is difficult for a manager to analyze when and how to alter a CRM 

strategy appropriately, as a wrong decision may result in reduced customer flow and a lower 

customer satisfaction. CRM is constantly evolving and new technology and methodologies arise 

all the time, which is a contributing factor to managers doubts about when to begin to implement 

a CRM strategy. Often when companies fails with their CRM implementation, it is due to 

insufficient research and planning by the management befor the actual implementation, or that 

the business lacks a well develop strategic CRM plan due to poor leadership. 

 

A company should design their CRM strategy in order to create a balance between maintaining 

existing customers and finding new customers. They also need to define which of their customers 

that are profitable for the company and the ones that are not. Findings indicated that it is often a 

great challenge deciding which customers that are most profitables, since it is difficult to measure 

this. Companies also needs to keep in mind what the future might bring, because some 

relationships can be non-profitable at the beginning and change and become more profitable in 

the future, or it may be the other way around. A companys CRM activity are supposed to bring 

the firm long-term relationships, and it is of great importance for the firm to maintain these 

relationships in order to increase the customer satisfaction and receive loyal customers. If the 

company succeeds with their CRM activities it may lead to emergence of positive word of mouth 

about their firm, which spreads rather quickly among the population and is good for the business.  

 

Findings show that companies are facing problems with silence customers, who do not inform the 

sellers that they are dissatisfied with the companys service. These customers tend to start a bad 

word of mouth around the company that might ruin the reputation of the business. Another issue 

that has been shown in this case study, is associated with financial crises, where it becomes hard 

to keep business floating when customers tend to reduce their purchases.    
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7.3 RQ3: How can the influence of major internal and external factors on automotive 
retail companies CRM strategy be described? 

 

A finding from this thesis concerning external factors is that a company has to focus on the 

appropriate customer base in order to achieve their goals with the CRM strategy. It is important 

to segment the customers in order to find which to target and who to approach with advertising. 

By doing so, the company will find profitable customers that fit into their product offerings. This 

may also result in that the company most likely will find customers who are willing to develop 

long-term relationships, otherwise the implementation will fail.  

 

The result from this study shows that it requires a lot of effort to create customer loyalty and 

retention on a market with high competition. Therefore, companies on the market need to be 

aware of the competitors actions and the customers needs and wants. On a market with high 

involvement goods, customers are very precise about what they want to purchase, and will 

probably not settle for another product that do not fulfill their requirements. The companies need 

to put a lot of energy trying to satisfy the customers and make them come back.  

 

Another external, recently evolved factor that may influence companies CRM strategy is social 

medias. The majority of the larger companies are using, for example, Facebook at regular basis. 

The companies that recently have begun to use social media (Facebook) as a way to connect with 

customers, should invest more in this area, as it is a constantly evolving field. Many companies 

are daily joining the various modes of communication that social media are bringing. We would 

recommend most companies to enter some of the communication channels that the market offers, 

for example, twitter, instagram and YouTube. 

 

Result suggests that companies in the automotive industry should create a loyalty club and a 

record over the customer's purchasing history, even though it costs a lot in time, energy and 

money. This would make the customers feel even more special, as they would receive more 

targeted offers and get special invitations to events and other gatherings. We think that having a 

loyalty club would pay off in the long run, as the outcome would be more long-term relationships 

for the companies.  A loyal club would also help the companies to collect and store information 

about their customers digitally. The stored information should contain contact details about 

customers, history of previous purchases and information regarding the interests of the specific 

customer. 
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7.4 IMPLICATIONS OF THEORY 
The purpose of this study was to gain a better understanding of how the CRM strategy can be 

used in a automotive retail company. The thesis has tried to describe this area by applying 

existing theories in connection to a company within the industry. The most noted of this 

investigation is that firms within the automotive industry need to invest in building relationships 

with customers in order to achieve company brand loyalty.   

 

7.5 IMPLICATIONS FOR FURTHER STUDIES  
This study has tried to provide a better understanding of how the CRM strategy can be used in a 

automotive retail company. There are many areas in this field that can be used to further research. 

The list below suggests some suitable areas that need further research: 

 

 

 Studies of how CRM can be measured and evaluated in a company 

 Comparing how CRM can be used in different types of companies 

 Studies of how word of mouth and CRM affect each other 

 Study the effect price has vs brand loyalty in the B2C market 

 Comparing CRM in B2B vs B2C market 
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9  APPENDIX   

9.1 Intervju guide  
Namn på respondent:  

Namn på företag: 

Position på företaget:  

Antal anställda:  

 

Allmänt om företaget och CRM  

1. Vilka Customer Relationship Management (CRM) aktiviteter har företaget 

implementerat?  

2. Beskriv när och hur dessa aktiviteter implementerades? 

3. Varför implementerades CRM? 

4. Vilka målsättningar har företaget med CRM idag? 

o Öka intäkterna 

o Öka antal lyckade affärer 

o Minska försäljnings & marknadsföringskostnader (genom bättre kunskap om 

kunden) 

o Bygga relationer med kunder 

o Finns det några andra målsättningar? Vilka? 

5. Varför är just dessa målsättningar viktiga för företaget? 

Utmaningar relaterade till CRM 

6. Vilka större utmaningar medförde implementeringen av CRM för företaget?  

   a.  Vilka utmaningar var relaterade till: 

o Kunder 

o Anställda 

o Ägare 

o Leverantörer 

b. Hur hanterades dessa utmaningar? 

 

7. Vilka större utmaningar medför företagets arbete med CRM idag, beskriv varför?  

a. Vilka utmaningar är relaterade till: 

o Kunder 

o Anställda 

o Ägare 

o Leverantörer 

b. Hur hanteras dessa utmaningar? 

 

8. Ser ni några större framtida utmaningar relaterade till företagets arbete med CRM? 

a.  Vilka utmaningar är i så fall relaterade till: 

o Kunder 

o Anställda 

o Ägare 

o Leverantörer 

b. Hur kan företaget hantera dessa utmaningar? 
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CRM Strategi 

9. Vad är företagets kundstrategi? (Hur arbetar ni för att behålla era kunder) 

10. Hur utvärderar ert företag resultatet av denna kundstrategi? 

11. Hur har ni lagt upp strukturen för hanteringen av era viktigaste kunder? Utveckla. 

12. Hur ser relationerna ut mellan de anställa på företaget? 

13. Har ert företag organiserats på ett visst sätt för att göra det möjligt att skapa nya relationer 

och behålla gamla?  

14. Har ni utsett någon som är ansvarig för vissa kunder? 

15. Hur interagerar ert företag med era kunder? Beskriv. 

16. Kan ni beskriva er vision och ert mål med CRM? 

17. Är er personal kundorienterad? Om ja, på vilket sätt?  

18. Hur förbereder ni personalen att tänka angående CRM, förklara? 

19. Har ert företag tränat de anställda på hur de ska agera för att optimera CRM? 

20. Använder ni er av några utbildningsprogram för personalen? Vilka, varför? 

21. Om ni förlorar kunder, beror det på bristande service eller på produkten? 

22. Hur skulle du förklara ledarskapskulturen (sett över tid) inom företaget? 

23. Är denna kultur positiv eller negativ sett ur ett kundperspektiv? 

24. Hur skulle du beskriva din ledarskapsstil?  

25. Påverkas de anställdas syn på CRM strategin av denna ledarstil? 

26. Använder ni några typer av belöningssystem till de anställda? Om ja, vilka? 

27. Upplever du att bilbranschen har icke lojala kunder, men ändå nöjda kunder?  

28. Anser du att något av dessa mål är viktiga för er, förklara varför? 

o Kundlojalitet  

o Kundnöjdhet  

o Customer retention 

a. Arbetar ni aktivt för att främja dessa? Om ja, förklara hur. 

29. Finns det några lojalitetsprogram riktat till kunderna i ert företag? Om ja, hur ser de ut? 

30. Arbetar ni med kundkontakt genom hela produktlivscykeln? Utveckla.  

Interna faktorer som påverkar företagets arbete med kundrelationer 

31. Hur identifierar och segmenterar ni era kunder?  

32. Hur organiserar ni informationen om era kunder?  

33. Till vilket ändamål samlar ni in information om kunderna: 

o Förstå vilka kunderna är 

o Bättre möta behoven hos kunderna 

o Få information om framtida försäljning 

o Öka effektiviteten samt att öka vinsten 

34. Är följande kommunikations kanaler viktiga för att nå ut till era kunder, om ja på vilket 

sätt? 

o TV & Radio 

o Webbsidor 

o Email  

o Telefon  

o Personlig försäljning  

o Sociala medier 

35. Är det någon skillnad på behandlingen av en kund som gör ett enstaka köp, och de som 

gör återkommande köp? Om ja, på vilket sätt?  
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36. Har ni mött kunder som haft en negativ inställning till ert företag efter att de varit i 

kontakt med er?  

37. Jobbar ni för att vinna nya marknadsandelar eller arbetar ni för att behålla de ni redan har?  

Externa faktorer som påverkar företagets arbete med kundrelationer 

38. Vilka externa faktorer påverkar er CRM? 

o Ekonomi 

o Konkurrenter 

o Distributionen av produkterna  

39. Har tillverkarna av era produkter stort inflytande på ert företag?  

40. Hur arbetar ni för att överleva låg konjunkturer? Då privat personer inte investerar i bilar i 

samma utsträckning?  

41. Ser du några fler externa faktorer som påverkar företagets arbete med kundrelationer? 

42. Är det något utöver detta som du vill kommentera eller lägga till vad gäller företagets 

CRM arbete? 
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9.2 Interview guide  

 

Name of respondent:  

Name of company: 

Position at the company: 

Number of employees:  

 

General information about the company 

1. What Customer Relationship Management (CRM) activities has the company  

implemented? 

2. Describe when and how these activities were implemented. 

3. Why did CRM get implemented?  

4. What goals does the company have with CRM today? 

o Increase revenue 

o Increase the number of successful deals 

o Reduce sales and marketing costs  

(Through better understanding of the customer) 

o Build relationships with customers  

 

o Are there any more goals? Which ones?  

5. Why are these objectives important to the company? 

 

Challenges related to CRM 

6. What were the major challenges of the implementation of CRM at the company? 

    a. Which challenges were related to:  

o Customers 

o Employees 

o Owners 

o Suppliers 

b. How did the company handle these challenges?  

 

7. What are major challenges with the companies CRM today? Explain why. 

a. What challenges are related to:  

o Customers 

o Employees 

o Owners 

o Suppliers  

b. How did the company handle these challenges?  

 

8. Do you see any major future challenges related to the company's work with CRM? 

a. If yes, what challenges are related to: 

o Customers 

o Employees 

o Owners 

o Suppliers  

b. How can the company handle these challenges?  
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CRM Strategy 

9. What is the company's customer strategy? (How do you work to keep your customers) 

10. How do you evaluate the company’s results of the customer strategy?  

11. 11.How do you manage your most important customers? Develop.   

12. How are the relationships between the employees in the company? 

13. Has the company been organized in a certain way to make it possible to create new 

relationships and maintain existing relationships? 

14. Have you designated someone who is responsible for certain customers?  

15. How does your company interact with your customers? Describe. 

16. Can you describe your vision and your goals with CRM? 

17. Are your employee’s customer oriented? If yes, in what way? 

18. How do you prepare the employees to think in CRM terms? Please, explain.  

19. Has your company been training employees on how to act in order to optimize CRM?  

20. Do you use any training program for the employees?  Which ones and why? 

21. If you lose customers, is it because of a lack of service or product? 

22. How would you explain leadership culture (seen over time) within the company? 

23. Is this culture positive or negative from a customer perspective? 

24. How would you describe your leadership style?  

25. Does this leadership style affect the employee’s view of CRM strategy?  

26. Do you use some kind of reward system for employees? If yes, which ones? 

27. Do you feel that the automotive industry has satisfied customers but not loyal customers? 

28. Do you consider any of these goals as important to you? Please, explain why. 

o Customer loyalty 

o Customer satisfaction  

o Customer retention 

a.  Do you work actively to promote them? If yes, please, explain how. 

29. Is there any loyalty program for customers in your business? If yes, describe them. 

30. Do you work with customer contact throughout the whole product lifecycle? Develop. 

 

Internal factors affecting the company's work on customer relations 

31. How do you identify and segment your customers? 

32. How do you organize the information about your customers? 

33. For what purpose do you collect customer information? 

o Understanding who your customer is 

o Better meeting the needs of customers 

o Receiving information about future sales 

o Increasing efficiency and profits 

 

34. Are the following communication channels important for your company in order to reach 

out to your customers?If yes, whichj ones? 

o TV& Radio 

o Web pages 

o Email 

o Phone 

o Personal selling 

o Social media 
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35. Is there any difference in the treatment of a customer making a single purchase, and those 

who make repeat purchases? If yes, in what way? 

36. Have you encountered clients who had a negative attitude to your company after they 

have been in contact with you? 

37. Are you working in order to win new market shares, or do you work in order to keep your 

existing market shares?  

  

External factors that affect the company's work on customer relations 

38. What external factors affect your CRM? 

o Economy 

o Competitors 

o Product distribution 

 

39. Do the manufacturers of your products have  a great influence on your business?  

40. What are you doing to survive the recession, when individuals do not invest in cars to the 

same extent? 

41. Do you see any other external factors affecting the company's work with customer 

relations?  

42. Is there anything else that you would like to comment or add about the firm's CRM job? 


