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Abstract
The number of governments, which realize the importance of citizen-oriented 

strategies, is increasing nowadays; and they discover that they must deliver genuine 

citizen knowledge across multiple governmental departments to all citizen touch 

points. This leads them to Citizen Relationship Management (CzRM). CzRM was 

originally a private sector holistic business strategy, called CRM and can be defined

as CRM in public sector. The same as many new technologies, CzRM has been 

accompanied by vendor hype and stories of implementation failure. This study aims to 

identify critical success factors (CSFs) for Citizen Relationship Management because

exploring and testing critical success factors will encourage more appropriate 

implementation practice.  

In this dissertation first, all concepts and elements of CzRM are reviewed. Secondly,

different models of CSFs in CRM and e-government are illustrated. Thirdly, frames of 

references for CSFs are presented. Besides, factors of evaluating CzRM strategies are 

analyzed. Then the literature review section comes up with the conceptual model 

which is customized for Municipality of Tehran based on expert interviews. 

Municipality of Tehran has been chosen because of many CzRM projects which have 

been launched there. In order to describe situation of CzRM in Municipality of Tehran 

and evaluate causal relationships between model’s variables, quantitative methods are 

chosen with explanatory research approach by means of a survey strategy. Therefore, 

194 questionnaires have been collected from three major departments in the 

Municipality of Tehran including Call Center of 1888, call center of 137, and Urban 

Planning and Research Center.

The findings of research in Municipality of Tehran show that all of the CSFs are in 

acceptable situation. Top managers of Municipality effectively support CzRM 

strategies, but they should pay more attentions to” citizen issues”. Furthermore, the 

statistics tests show that success and failure of CzRM strategies are highly dependent 

on four major CSFs including Process, Knowledge Management, Citizen Issues, and 

Organization structure. Another contribution of this study is building and validating a 

model for assessing critical success factors of CRM strategies especially in public 

sectors. This is so important because there is no existing common model to guide 

public organization who launching CzRM strategies. 

Key word: CzRM, CRM, CSF, E-government
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Chapter one
Introduction and Research Problem

1.1 Introduction and Research Problem

In first chapter, we are going to bring on a brief description about emerging concept 

of CzRM. Afterward, motivation and importance of this study will be presented. At the 

next step, problem of research will be discussed. After that, Research questions and 

research purpose will be mentioned. Then, General definitions and abbreviations will 

be addressed in the rest of the chapter. Finally, the structure of this thesis will be 

illustrated.

. 
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1.2 The Emerging Concept of CzRM

E-Government in many countries today would like to achieve efficiency in creating 

and delivering services to citizens. In addition, governmental agencies find that 

citizens expect the same level of service given at the civilian business level.

Therefore, most of governments start with automation for cost minimization, effective 

governance and efficient administration. In this phase, typically the government 

website is used to provide basic information only.  Increasing technology 

sophistication, coupled with demand for quality services will force the governments to 

get more customer-centric as shown in figure 1. It is at this stage, that the 

governments will typically use multi channels to deliver their services and develop 

networking capabilities with different departments to provide seamless service to their 

citizens (Kannabiran, Xavier, & Anantharaaj, 2004).

Figure 1: Evolution of Government Services

Source :(Kannabiran, Xavier, & Anantharaaj, 2004)

For example, Municipality of Tehran has launched a website that is called “Tehran.ir 

“, to accumulate all of information about this organization. They are trying to improve 

their relationship with citizens by developing direct or one-to-one contacts with them. 

Providing a single source to answer all queries in one visit or one call, not only 

requires new computer applications, and integration between existing applications and 
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legacy systems but also needs changing process in governmental section as well as 

strategies.  

Citizen Relationship Management (CzRM) is a division of customer relationship 

management that focuses specifically on how governmental bodies relate to their 

constituents (Schellong & Langenberg, 2007). It is a method for public authorities to 

use to reorient their service operations around citizens (Kannabiran, Xavier, & 

Anantharaaj, 2004). The essence of CzRM is to change organizations from a 

bureaucratic structure    to Citizen-centric philosophy. CzRM improves government’s 

relationship with its citizens by placing the citizen at the heart of the organization’s 

processes, activities, and culture. Citizen Relationship Management is more than just 

a software application; it is a strategy for government (Larsen & Milakovich, 2005). A 

Citizen Relationship Management System is a software application that enables to 

implement the above strategy.  It provides the right information, to the right people –

at the right time – in the right manner. Through CzRM, public administrations have a 

golden opportunity to access and manipulate data to gain an accurate picture of citizen 

behaviors and requirements (Kannabiran, Xavier, & Anantharaaj, 2004). CzRM is not 

about getting more information out of people, it is about making better use of the 

considerable amounts of information that government already collects (Smith, 2003)

CzRM provide (where legally possible) a government-wide view of each citizen 

service excellence by increasing the efficiency of service and information delivery to 

citizens  build and strengthen the links and cooperation  between government, its 

citizens and stakeholders (Schellong, 2005)

CzRM is about becoming “citizen-centric”. It is a strategic opportunity to harness 

processes and technology to (Kannabiran, Xavier, & Anantharaaj, 2004):

1. Provide service excellence by increasing the efficiency of service and 

information delivery to citizens.

2. Provide (where legally possible) a government-wide view of each citizen.

3. Build and strengthen the links and co-operation between government, its 

citizens, and stakeholders.

4. Realize operational and financial efficiencies.

5. Assist in community building and outreach.

6. Build an environment, which encourages innovation.
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1.3 Motivation and Importance

The same as any other research project; there are some reasons for choosing this 

research topic. The broad exposure the public has had to private sector products and 

services in the new economy has led its expectations of government products and 

services to rise (Kannabiran, Xavier, & Anantharaaj, 2004). With new found ability to 

do business online (as opposed to in line i.e. waiting in queues), the citizens want not 

only a much greater level of availability, convenience, and reliability of government 

products and services but also a high degree of accountability from them. When 

people see efficient systems in the business world, they tend to expect the same from 

the government departments. On the other hand, Governments wants to be shrink, 

efficient and minimizing the cost. These paradoxical objects are available through 

CzRM because CzRM improved service delivery at lower costs (Coleman, 2005).

Also there are two other motivations. Firstly, CzRM and e-government are growing

industry in Iran, and many public organizations want to deliver their services on-line. 

In these regards many projects which relates to CzRM have been launched. Secondly,

CzRM is a relatively new area of study; it is replete with several researches 

opportunities. Interdisciplinary transfers from consumer research to the public sector 

might provide interesting insights and starting points for further and deeper research 

in Citizen Relationship Management (Schellong & Langenberg, 2006). Due to these 

reasons Citizen Relationship Management has been chosen as the topic of this thesis.

1.4 Research Problems  

In Iran many public organizations consider to establish electronic services to their 

customer and become citizen oriented. They invest enormous amounts of money in

CzRM and E-government projects in the hope that this will bring them strategic 

advantages, but the same as many new technologies, CzRM has been accompanied by 

vendor hype and stories of implementation failure. According to Zeblah et al, between 

35% and 75% of CRM programs fail (Zablah et al., 2004). Therefore, it is so 

important to know which factors are very vital for successful implementation of these 

strategies.
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1.5 Research Questions

This thesis studies the critical success factors as well as effectiveness factors for 

CzRM projects in Municipality of Tehran. Main questions of this research are:  

 What are CSFs of CzRM in Municipality of Tehran?

 How can we determine success of CzRM projects in Municipality of Tehran?

By which criteria?

 What is the current situation of CzRM in Municipality of Tehran?

 How can we improve CzRM in the municipality? To what extent do different 

CSFs of CzRM influence the success of CzRM and which factors have most 

influence on the final success of CzRM? 

1.6 Research Purpose

According to the research problem and research questions, this study is aimed to 

achieve following objectives, which are described below:

 CzRM is relatively new area of study not only in Iran and other developing 

countries but also in the developed countries, so one of the objectives of this 

study is better understanding of CzRM strategies in general.

 Another aim of this research is to identify the factors that have the most 

potential influence on success or failure of Citizen Relationship Management

strategies in Municipality of Tehran as well as ranking of them.

 Assessing critical success factors in Municipality of Tehran and evaluating the 

relationship between CSFs and final success of Municipality of Tehran is the 

third objective of this research.

 Because increasing the likelihood of successful CRM application in public   

organization in Iran is the main objective of this research, working on critical 

success factors (CSFs) will encourage more appropriate implementation.

Consequently, based on CSFs we can provide appropriate objectives and 

strategies for implementing CzRM and give some guides and 

recommendations for Municipality of Tehran and other organizations wishing 

to apply these types of strategies. 
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1.7 Abbreviation

CRM: Customer Relationship Management

CzRM: Citizen Relationship Management

CSF: Critical Success Factor

E-Gov: Electronic government

KM: knowledge Management

CM: Change Management

TPS: Top Management Support

1.8 Definitions

Customer relationship management: the strategic use of information, processes,

technology, and people to manage the customer's relationship with [the] company 

across the whole customer life cycle (Ko, Kim, Kim, & Woo, 2008).

Citizen Relationship Management: (CzRM) can be defined as a strategy enabled by 

technology with a broad citizen focus, to maintain and optimize relationships and 

encourage citizenship (Schellong & Langenberg, 2007).

Citizen: can be defined as a consumer of public goods and services Citizen (Nowlan 

& Scott, 2001).

Critical Success Factor: the limited number of areas in which results, if satisfactory, 

will ensure a successful competitive behavior for the organizations (Rockart, 1979).

E-government: Simply using information technology to deliver government services 

directly to the customer 24/7. The customer can be a citizen, a business or even 

another government entity (Yildiz, 2007).
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1.9 Outline of Thesis

This thesis consists of five chapters. By now, the content of the first chapter has been

presented. Accordingly, the content of the following chapters will be briefly discussed 

below.

Chapter 2
Literature Review

Chapter3
Research Methodology

Chapter 4
Analysis

Chapter5
Summary & 

Recommendation

Chapter 1
Introduction

Figure 2: Overview of the study
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Chapter Two

Literature Review

2 Literature Review 
In this chapter, we will review the literature, which is concern about the Citizen 

Relationship Management. For description of CzRM, we start by definition of CRM 

and e-government. Then about elements of CzRM will be discussed. Later differences 

between CzRM and CRM will be illustrated. Next, concept of CSF will be mentioned. 

After that, the most famous critical success factors models, which have been used for 

customer relationship management, will be introduced. Then three researches in 

CSFs for electronic government area will be presented in order to consider the 

content that CRM are applied. Afterward, CRM evaluation models will be analyzed. 

For proceeding of the research, we build a conceptual model from the previous 

studies. Finally, for helping us in next steps of research and conclusion of this 

chapter, the model will be customized for Municipality of Tehran through expert

interviews. 
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2.1 Introduction

In order to introduce the concept and applications of CzRM, it is essential to 

understand the fundamental concepts of Customer Relationship Management and E-

government. (Holden, Norris, & Fletcher, 2003)

2.2 E-government 

E-government is defined as “the use by the government of Web-based Internet 

applications and other information technologies, combined with processes that 

implement these technologies to enhance the access to and delivery of government 

information and services to the public, other agencies, and other government entities.

Or bring about improvements in government to operations that may include 

effectiveness, efficiency, service equality, or transformation” (E-Government Act, 

2002).

Another definition of E-government emphasizes that E-government differs from 

traditional public service delivery, because it is electronic, not paper based; it is 

available to citizen/customers 24 hours a day, seven days a week; and it provides 

information and service delivery of various types and degrees of complexity (Holden, 

Norris, & Fletcher, 2003). These two definitions are compatible in the sense that they 

both point out that one of the important aspects of e-government is use of World Wide 

Web and other electronic devices to deliver services and provide citizens with 

information. They also differ because the second definition also includes the activities 

between agencies and other units and explicitly mentions e-government as a way to 

improve transformation, efficiency, and effectiveness. These differences appear from

a distinction of e-government between and external perspective and an internal 

perspective (Larsen & Milakovich, 2005).

External and Internal Operations

According to ˚Ake Gronlund, e-government is about changes in both internal 

government operations (the internal side of e-government) and external government 

operations (the external side of e-government). The internal operations refer to the use 

of IT for automation, cooperation and integration among agencies, and e-government 

in this sense has now existed for a couple of decades. The use of e-government in 

terms of external operations is on the other hand new and occurs when government 
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agencies use the internet to provide information and deliver services to citizens 

(Larsen & Milakovich, 2005).

2.3 Customer Relationship Management (CRM)

The idea behind customer relationship management is not new. CRM is an enterprise 

approach to understanding and influencing customer behavior through meaningful 

communications in order to improve customer acquisition, customer loyalty, and 

customer profitability. Most definitions talk about attracting, servicing and retaining 

customer. CRM initiatives start with a business philosophy that aligns company 

activities around customer needs. CRM requires a customer-centric business vision 

and culture to support effective marketing, sales, and service processes (Swift, 2001). 

Hence, CRM is a business strategy to select and manage the most valuable customer 

relationships. The main goal is to optimize the customer value within the customer 

lifecycle. This is an aggregation of the many perspectives on CRM that exist .Some 

authors emphasize the implementation of a single technological solution, others the 

implementation of a series of customer-oriented technology solutions and the final 

group stresses the holistic approach. CRM builds on the principles of relationship 

marketing. Unlike transaction marketing which focused on the selling process (a 

onetime transaction), relationship marketing is attracting, maintaining and enhancing 

customer relationships. Other influences come from Total Quality Management 

(TQM), Business Process Reengineering (BPR) which are already both included in 

New Public Management and Knowledge Management. Several trends like the 

developments in the ICT (e.g. decreasing costs, sophisticated software, higher speed), 

the rigid global competition, and growing knowledge in the marketing  field (one-to-

one marketing  or permission Marketing) had an impact on the CRM evolution. 

Customer Relationship Management can be divided into three parts (Zablah, 

Bellenger, & Joh, 2004):

Collaborative CRM, operative CRM and analytical CRM:

1. Collaborative CRM is focused on channel management. Channel options are:

• Shop / outlets / counter

• Telephony (call center)

• Internet

• Mobile



19

• Sales force

Collaborative CRM involves decisions about appropriate combinations of 

channels, how to keep a single view on the customer, and offers a consistent 

customer experience across channels. Electronic channels are very attractive as 

their self-service potential   offers the chance to reduce costs.

2. The integration of channels with operative processes in the back office is also 

a very important issue. The processes in the back and front offices are 

streamlined through operational CRM. Applications would be Enterprise 

Resource Planning (ERP), Sales Automation (SA) or Computer Aided Selling 

(CAS) systems.

3. The organization and interpretation of customer data through data mining or 

OLAP are within the area of analytical CRM.

Basic principles of CRM are personalization (products, information, services), 

integration (planning processes, business process reengineering, product 

development), interaction (channels, long-term communication, surveys), and 

selection (identify the top 20% of customers who make 80% of the profit). Moreover, 

change management and a strategy promoting customer-oriented culture is vital to any 

CRM concept or project. While identifying and retaining the most profitable 

customers in a commercial sense cannot be the objective of public sector CRM, 

delivering high quality citizen oriented public services is on the agenda of the 

government (Schellong, 2005)

2.4 Citizen Relationship Management

The term Citizen or Constituent Relationship Management is derived from Customer 

Relationship Management .The overwhelming success of information technology and 

electronic commerce in the private sector gave rise to a distinct stream of electronic 

government research. Scholars and practitioners alike devote considerable attention to 

transferring private sector concepts into public sector environment. One of these 

concepts is CRM. . Major differences exist, as government is incident and not product 

based or provides complex services, which are difficult to standardize. Some public 

owned utility agencies (e.g., water, sewer, or power) have even been using CRM 
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software for a while. At the interface between government and citizen, public sector 

agencies offer electronic means to communicate with the citizens, such as call centers 

or web-portals. Although there are great efforts to build customer driven governments 

.in most of the cases, public sector agencies do neither have a consistent customer 

service strategy, nor do they have the means to systematically analyze the concerns 

and issues of their citizens. In the context of e-Government research, both 

practitioners and academic scholars argue that citizen orientation is still far away from 

being fully exploited. In its Global Readiness e-Government, Report the UN 

concludes that information and service provision to citizens has not been fully 

exploited yet. Instead of infusing organizational and institutional change, most of the 

e-government projects represent simple reproductions of existing institutional patterns 

and structural relations among public sector agencies .With respect to CzRM, public 

administrations still tend to be very weak in integrating a citizen centric culture with 

accountability and transparency. They therefore argue that effective CzRM helps 

public administrations to develop and maintain a strong relationship with its citizens. 

(Schellong & Langenberg, 2007)

The Elements of CzRM

Accordingly, CzRM strategies should be multi-channel, developed from a 360◦ view 

of the citizen ,and oriented around the citizen’s needs, not those of the organization 

.All possible services needed by citizens should be provided in integrated solutions, 

such as websites, call-centers, or one-stop-shops. From Internet and email, over text 

messages and telephone, to appearing in person, people will have multiple modes of 

access to government. Furthermore, a multi-channel integrated service increases the 

possibility of self-service. It reduces cost and improves the level of public service. 

Citizens filling out forms on websites reduce the need for workers. Increasingly, 

governments recognize the advantages of having: a single website as a portal, where 

citizens can find information about services, contact information on public offices etc. 

A call-center can provide one single telephone number to public offices, thus making 

it easier for people to know to how to get in contact with government entities. One-

stop-shops provide citizens with a single place to meet with public servants for routine 

business such as relocation reporting, tax filling or social security number 

applications. Services provided by the public sector should be oriented toward citizens 
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needs, not administrative and bureaucratic processes. CzRM facilitates government 

becoming citizen-centric. (Larsen & Milakovich, 2005)

Improved Service Delivery at Lower Costs

The cost and quality of service are not proportional. Multi-channel service within 

CRM provides a higher quality of service at a lower cost. The adoption of the CzRM 

approach within the public sector therefore enables citizens to receive a higher level 

of service at a lower cost. The argument is that personal assistance types of service 

like face-to-face contact or telephone are expensive, whereas self-service on a website 

is less expensive. This relationship is illustrated in figure:

Figure 3: Relationship between cost and quality.

Source: (Coleman, 2005)

Several different elements are worth noticing when making this argument when we 

have CzRM:  

First: a multi-channel contact center allows people to access government services and 

information around the hour. (Time saving). 

Second: when we organized web site from a citizen-centric perspective, the website is 

a virtual one-stop-shop to services and information. Previously citizens would need to 

contact each individual office to apply for and obtain information about government 

benefits. The one-stop-shops, whether virtual or physical of nature, represent a shift 

from department-task organization to citizen-oriented organization. 

Third: CzRM also gives way for the possibility of self-service forth cheaper, yet 

improved, service follows from the less costly nature of internet transactions over 

manual transactions. 
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2.4.1 Differences between CRM and CzRM

According to Coleman, the public and the private sectors are different in some 

essential ways:

 Because the government is a monopoly provider of the service, the citizens are

often legally forced to use the services such as registering a change of address.

 Unlike of private sector maximization of profit cannot be the object of public 

sector

 Different public administrations are not commercial competitors. They should 

therefore have no compunction about sharing experiences and software and 

interchanging data 

 The citizens, through the government institutions, are ultimately the owners of 

the administrations. The organization has therefore even more reason to be 

citizen-oriented.

 Differential marketing, offering a different grade of services to different 

citizens is likely to be hated in the public sectors, and may well raise 

complaints because it is inherently undemocratic, or violate regulations 

regarding transparency and fair treatment of citizens (Coleman, 2005).

Table 1: summarizes differences between CRM/CzRM

private sector public sector

Competition (some) Monopoly

Market orientation Jurisdiction

Million relationships Mill ions / Billion Relationships

Homogeneous product range / 

controllable quantity

Huge number of  heterogeneous products 

(services) / uncontrollable due to political 

decision making

Personalization “One size first  all” Approach

Segmentation(Pareto rule 20-80) Segmentation possible /no termination of 

unprofitable customers

Budget / sunk costs Budget / sunk costs

Legacy systems (IT) Legacy systems (IT)

Poor service image

Organization culture Organization culture
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Human resources (lack of knowledge, 

salaries not competing with private 

sector)

Laws Laws

Accountability/Federalism

Political influence(planning cycle)

Profit orientation /maximizing the 

shareholder value

Democratic understanding /philosophy

Sources: (Schellong, 2005)

2.4.2 CRM driving forces have differences in private sector and public sector

Citizens are also demanding customer service from government alike to what they 

expect from commercial organizations. Whereas businesses and government face 

similar pressure to deliver high-quality service, the driving forces are different for 

each.  Some of the key differences are shown below:

Table 2: Commercial and governmental drivers for using CRM

Commercial Drivers to using 

CRM

Government Drivers to using 

CRM

Increase top line by increasing 

revenue and sales

Meet performance and service 

goals at the lowest cost to 

taxpayers

Increase bottom line by 

reducing the cost of sales and 

service

Budgetary pressures –improve 

quality of service within a 

shrinking budget

Improve customer satisfaction 

to increase customer retention

Improve citizen satisfaction at 

the lowest cost

Increase customer insight to 

maximize revenue potential 

from top customers

Improve operating efficiency 

by focusing the government’s 

resources on the citizens that 

need the services the most

Sources: (Coleman, 2005)

By considering of all the differences, the benefits of bringing CRM approaches to 

public services are obvious. These are some instances of these benefits:
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 Data can be captured once but reused often

 Citizen preferences can be identified through analysis of past interactions

 Services can be personalized based on geography, life stage, or specific 

eligibility requirements

 Applications, filings, payments, or other interactions can be simplified by 

enabling them online

 Automatic notification can be made of license expirations, renewal due dates 

or other time sensitive

 interactions and where possible they may be transacted on-line

 Data can be shared across government agencies and levels in order to facilitate 

dealings with the citizen

 Quick detection and prevention of identity theft and other fraud attempts can 

be enabled. (Coleman, 2005)

2.5 Introduction to CSFs

The concept of identifying and applying CSFs to business problems is not a radical

new field of work. It dates back to the original concept of success factors put forth in 

management literature by D. Ronald Daniel in the 1960s. However, the CSF concepts 

and approach are still very powerful today and are applicable to many of the 

challenges being presented in the information technology and e-commerce field 

(Caralli, 2004): critical success factor (CSF) analysis is associated with the Sloan 

School of Management and has been used as a model for information systems 

development and integration. The idea of critical success factors was developed by 

Rockart to help executives define their information needs (Rockart, 1979). Estevez 

and Pastor define CSFs as the limited number of areas in which results, if satisfactory, 

will ensure a successful competitive behavior for the organizations (Esteves & Pastor, 

2001). CSFs are applied within the context of corporate objectives. Each objective 

should be supported by critical success factors (Defecate, 2002).
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.

Figure 5: Relations between CSFs & Strategy

Sources: (Caralli, 2004)

2.6 CSFs Studies in CRM

CRM implementations have often proved problematical: Customers complain that 

more than 50%of their CRM projects have failed—and the majority will 

underestimate costs by between 40% and 75%, according to Gartner” (King & 

Burgess, 2007). The Gartner industry survey mentioned above identified over-selling 

of the technology coupled with underestimation of the organizational changes 

involved in becoming a customer centric organization as being of particular concern

(King & Burgess, 2007). In the following parts, some studies related to CSFs in CRM 

are reviewed. 

1. Wilson et al. (2002)

Throughout this study, they accordingly group the factors under headings from a 

model of IT-enabled change developed by Ward and Elvin (1999).
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Table 3: Summary of CSFs in Wilson et al study

CRM lifecycle stage

Determine the INTENT Gain champion/sponsor

Ensure market orientation

Define approval procedures which allow 

for uncertainty

Gain board awareness s of strategic 

potential IT

Assess the CONTEXT Identify need for business system 

convergence internally &coordination 

externally

Organize round customer

Address culture change in project scope

Describe CONTENT Involve users interactively in system 

design

Design for flexibility

Manage IT infrastructure

Leverage models of bests practice

Construct intervention PROCESS Rapid strategy /action loop to experiment 

& gain Credibility

Prototype new processes, not just IT

MANAGE intervention process Manage for delivery of benefits ,not 

specification

Source: (Wilson, Daniel, & McDonald, 2002)

2. King and Burgess( 2007) 

King and Burgess compare between CSFs models in ERP & CRM. They mention that

success and failure are well-established areas of study in the information systems 

literature where a number of generic success models have been developed and tested 

in recent years. More specifically, ERP implementations have been the subject of a 

number of studies aiming to identify CSFs (Holland & Light, 1999; Somers & Nelson, 

2001; Akermans & Van Helden, 2002; Hong & Kim, 2002; cited by: (King & 

Burgess, 2006). Somers and Nelson  asked US executives to rank the ERP CSFs—
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producing a “top ten” in terms of the mean score (from 1=low to 5=critical) (Somers 

& Nelson, 2001). The results are shown below:

Table 4: Top ten ERP CSFs 

ERP CSF                                Mean score 

Top management support 4.29

Project team competence                              4.20

Interdepartmental cooperation                      4.19

Clear goals and objectives 4.15

Project management 4.13

Interdepartmental communication 4.09

Management of expectations 4.06

Project champion 4.03

Vendor support 4.03

Careful package selection 3.89

Source: (Somers & Nelson, 2001)

The ERP studies have been followed, more recently, by CRM CSFs studies, which are 

summarized, by Stephen F. King and Thomas F. Burgess in 2007: 

Table 5: studies that are summarized by King and Burgess

Author CSFs mentioned

Goodhueet al.

(2002)

Top management support, Willingness to change  processes, 

Willingness to share data

Croteau&Li 

(2003)

Top management support, Technological readiness , Knowledge 

management capabilities,

Siebel (2004) Clear communication of strategy, Back-office integration, 

Software customization,

Chen&Chen 

(2004)

Champion leadership and internal marketing , Business-IT 

alignment, System integration, Knowledge management, 

Culture/structure change,

Source: (King & Burgess, 2007)

These studies indicate a degree of consensus around a core set of CSFs:
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1. Top management support

2. Communication of CRM strategy

3. Knowledge management capabilities

4. Willingness to share data

5. Willingness to change processes

6. Technological readiness

7. Culture change/customer orientation

8. Process change capability

9. Systems integration capability

Clearly, there are similarities between ERP and CRM implementations and between 

their respective CSFs. Both are large-scale integration technologies, often packages 

supplied by large software vendors. Differences arise in terms of the back-office focus 

of traditional ERP versus the front-office focus of CRM. While ERP is used by back-

office staff (e.g. finance, HR and manufacturing), CRM is used by front-line 

employees (e.g. call centre, sales and marketing). In addition, by definition, an 

effective CRM system should enable an organization to gain greater insight into 

customer behavior and preferences, while ERP analytics are more likely to focus on 

supply and demand for key resources and materials. In terms of the respective CSFs, 

comparing Table 5 with Table 6, there is common ground in areas such as the need for 

top management support and the importance of interdepartmental cooperation, 

communication and data sharing. Differences arise in terms of the significant 

emphasis placed on the competence and management of the project team in ERP, an 

aspect not so strongly identified in the CRM work. Similarly the ERP CSFs cover 

features related to the vendor and the software — an area that CRM CSFs tend not to 

address. In contrast, the CRM research highlights the importance of knowledge 

management, culture change to develop a customer-oriented organization, and 

technological readiness areas not so strongly highlighted in the ERP findings. 

Essentially CRM is about customer interaction and about learning about customers' 

needs and preferences in order to provide more appropriate products and services to 

customers in the future, whereas ERP has a stronger focus on making routine internal 

processes more efficient. This may suggest that the challenge facing CRM initiatives 

that of engendering a significant culture change in many organizations is greater than 

the (not insignificant) process changes heralded by the introduction of ERP (King & 

Burgess, 2007)
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3. Croteau & Li (2003) 

This study proposes a research model that helps managers in identifying the critical 

success factors (CSFs) of CRM technological initiative. The constructs of this model 

includes operational and Strategic Perceived Benefits, Top Management Support, 

Organizational Readiness, Knowledge Management Capabilities. In the below figure, 

Croteau & Li schematic model and hypotheses is illustrated. This model has been 

tested by structural equation models in order to analyze and assess impact of impact 

of CSFs on final CRM success (Croteau & Li, 2004):

Figure 4: Relations between CSFs in CRM Marie et al model

Source: (Croteau & Li, 2004)

4. Merck-Medco model (2006)

The authors worked on CSFs of CRM projects that have been lunched on Merko-

Medco Company. In order to find crucial failure factors of the company, they had

interviews by customers and employees of Merco-Medco Company and produced list 

of barriers. Then exploratory factor analysis was used to identify and classify

principal factors that explained the majority of problem areas. The study results 

suggest a seven-factor 21-item model for describing barriers to the success of 

customer relationship management in terms of: standard operating procedure 

compliance, accountability and ownership, callback information content, customer 

contact process, billing issues dispensing and replacement process ,and queuing 

procedure. These factors explained the majority of customer relationship problems in 
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the company. Next, Structural equation modeling was used to further examine and 

confirm the initial list of factors: (Torkzadeh, Chang, & Hansen, 2006).

5. Tan et al (2002) 

According to Tan et al in order to achieve a successful CRM strategy, an organization 

cannot rely exclusively on a system solution. Five factors are required to implement a 

CRM program effectively. First, a company should have a customer-centric strategy.

Second, commitments from people are necessary. Improving and redesigning the

process are required. Finally, the company should choose suitable software 

technology and prepare infrastructures that are obligatory for implementing CRM 

software (Tan, Yen, & Fang, 2002).

6. Riyad EID (2007) 

Ten critical success factors in three categories of strategic factors, tactical factors and 

operational factors were mentioned by Riyad Eid in 2007. They conducted this study 

in banking industry (Eid, 2007).

Table 6: critical Success Factors in Eid study
CSFs Strategic 

CSFs 

Tactical 

CSFs

Operational 

CSF

Top management support 

Organizational culture 

Developing a clear CRM strategy 

Clear project vision/scope 

Benchmarking 

Employees acceptance 

CRM software selection 

Integration with other systems 

Training 

Realistic CRM implementation schedule 

Enterprise performance metrics for CRM 

Personalization 

Customer orientation 

Data mining 

Source: (Eid, 2007)
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7. Bordoloi C

According to Bordel, in order to develop a successful CRM solution, several key 

factors should be considered:

1) Formulate a solid CRM vision; 

2) Secure executive commitment to the CRM project; 

3) Let business processes drive the CRM implementation; 

4) Choose technology partners wisely; 

5) Assemble a stellar implementation team; and 

6) Manage organizational change effectively.

.

8. Kim & Pan

From process theory points of view, this study examines the process of IS 

implementation by explaining how factors of IS implementation influence each other 

and how interactions among them produce results. In this regard, Kim and pan 

mentioned 10 following critical success factors which categorized in four groups: 

Organizational Commitments which includes (Champion continuity, Management 

support, Resource investment, User participation), Project management 

(Requirements management, Project team skills, Change management), Process, 

Technology (IS design, IS realization) (Kim & Pan, 2006) (Kim h.-w. , 2004).

9. Mendoza et al. (2007) 

Mendoza et al. (2006) have proposed, justified, and validated a model based on 

critical success factors (CSFs) for implementation and diagnosis of CRM strategy. 

Their model is confirmed by a set of 13 CSFs with their 55 corresponding metrics, 

which serves as a guide for organizations wishing to apply CRM strategy. These 

factors cover the three key aspects of every CRM strategy; human factor, processes, 

and technology (Mendoza, Marius, Pérez, & Grimán, 2007)
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Table 7: classification according to human factor, processes and technology

ID CSF Human 

factor

Processes Technology

1 Senior management commitment 

2 Creation of a multidisciplinary team  

3 Objectives definition 

4 Inter-departmental integration  

5 Communication of the CRM strategy to the 

staff

 

6 Staff Commitment 

7 Customer information management 

8 Customer service  

9 Sales automation  

10 Marketing automation  

11 Support for operational management   

12 Customers contacts management  

13 Information systems integration 

Source: (Mendoza, Marius, Pérez, & Grimán, 2007)

10. Bohling et al. (2006) 

In their research; “CRM implementation; effectiveness and insight”, have proposed 

top management attitude toward CRM, alignment with key stakeholder’s 

requirements, Locus of CRM, CRM strategy, budget process management, change 

management and process change as critical success factors for CRM implementation. 

Furthermore, they propose a framework for a CRM initiative implementation. Making 

CRM a business case together with the measuring the implementation continuously 

and setting clear business objectives (Bohling, et al., 2006)

11. Adam Lindgreen et al. (2006)

Lindgreen proposed a model to assess critical aspects of managing relationships

between an organization and its business customers. According to Lindgreen research, 

ten critical aspects of CRM are; people, Culture, relationship management process, 
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knowledge management, information technology, organization, brand strategy, 

customer strategy, customer interaction strategy and value creation strategy.

(Lindgreen, Palmer, Vanhamme, & Wouters, 2006)

12. Sin et al. (2005)

In their research in title of “CRM: conceptualization and scale development”, they 

developed a reliable and valid measuring scale for customer relationship management 

(CRM). The components of their research are named as follow: Key customers, 

Organization, knowledge management, and technology consider as critical areas for 

CRM. The model is classified in cause and effects models that analyze the effect of 

CSFs on firm performances. In this regard, in the following part, some more details 

will be given (Sin, Tse, & Yim, 2005).

  

Figure 5: Sin et al model for measuring CRM
Source:(Sin, Tse, & Yim, 2005)

13. Omidvaran 2007 

Omidvaran’s work is one of two theses have done in Tarbiat Modares University 

related to critical success factors in CRM. In the following figure, you can see main 

success factors of CRM strategy that was suggested by Omidvaran. This research 

concentrates on service industry, especially Iranian Hotel industry .The proposed 

factors are knowledge Management, Information Technology, Top Management, 

staff, integration ,and customization (Omidvaran, 2007) .
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Source: (Omidvaran, 2007)

14. Azari 2008 study

This research is the other thesis, which conducted in TMU. Azari has reviewed three 

articles related to critical success factors in Customer Relationship Management and 

customized them for his research. The following model was proposed to Assess CRM 

effectiveness in Iranian software industry (Azari, 2008).

Figure 7: Azari’s Model for assessing CRM
Source: (Azari, 2008)

Figure 6: CSFs in Omidvaran study

Success    
                 

    CRM

Information 
Technology

Staff Top Management

Knowledge 
Management

Customization  Integration
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2.7 CSFs Studies in E-Government

Clegg et al. reported that 80-90 percent of IT investments in e-government do not 

meet their performance objectives and the reasons for this are rarely purely technical 

in origin (Clegg, et al., 1997). The context of technical change means the way in 

which IT is adopted, developed and implemented, a range of human and

organizational factors, and the roles of managers and end-users are identified as 

critical areas affecting overall organizational performance. A number of government 

organizations at various levels have adopted and made use of information technology 

to manage public services, but the level of information technology capacity varies 

tremendously across the government sector (Gil-Garcıa & Pardo, 2005).As we 

mentioned before, CzRM can be defined as CRM in public service or E-government. 

In the other word, we can assume CzRM as parts of E-government that is interacting

with citizens (Pan, Tan, & Lim, 2004). Therefore, CSFs models in e-government are 

considered in our research. The two following models have been chosen because of 

variety range of CSFs studies in e-government that were covered by them.

15. Gil-Garcı´a et al (2005) study

A selected review of current literature on the challenges to information technology 

initiatives in e-government was used by Gil-Garcıa & Pardo to create a framework for 

the analysis E-government Success. Their suggested challenges were grouped in five 

categories according to their core aspect: (1) information and data, (2) Information

technology (3) organizational and managerial (4) legal and regulatory (5) institutional 

and environmental (Gil-Garcıa & Pardo, 2005). 

16. Kamal (2006) study

By conducting review on more than 24 journal articles, the author identified five 

majors critical success factors (CSF) for IT technology projects in e-government with 

42 corresponding metrics. The main suggested factors are: organizational factors, 

collaborating factors, perceived technology factors, external factors, and supporting 

factors. (Kamal, 2006)
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2.8 Summaries CSFs models

In the following table, CSFs models of CRM and E-government, which were

mentioned in previous parts, are summarized, and their methodologies and objectives 

are bolded.  The CRM models are chronically reviewed and two e-government studies 

are stated at the end of the table.

Table 8: summaries of models that used in this study

Author /yearTitle/journalResearch goalmethodology

Xin Tan, David C 

Yen, Xiang 

Fang/(2002)

Internet integrated 

customer 

relationship 

management: A key 

success factor for 

companies in the e-

commerce arena/ 

The Journal of 

Computer 

Information

To identify important 

factors and phases for 

implementation of 

CRM.

Literature review 

Hugh Wilson,

Elizabeth Daniel 

and

Malcolm 

McDonald(2002)

Factors for Success 

in Customer

Relationship 

Management (CRM)

Systems/ Journal of 

Marketing 

Management

This study

examines factors that 

influence the 

successful

deployment of CRM 

applications

By Using the analytic

induction method 

success factors were 

derived from five in-

depth case studies.

Anne-Marie 

Croteau

Peter Li/(2003)

Critical Success 

Factors of

CRM Technological 

Initiatives/Canadian 

Journal of 

Administrative 

Sciences

Understanding the 

CSFs of customer 

relationship 

management from

technological

initiatives points of 

view

They conduct a survey 

in 57  large

organizations in 

Canada. The data 

analysis was performed

by using structural 

equation modeling 

techniques (PLS)
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Author /yearTitle/journalResearch goalmethodology

Sin, Tse, & Yim, 

2005

CRM: 

conceptualization 

and scale 

development/Europe

an Journal of 

Marketing

To develop a reliable 

and valid measuring 

scale for CRM

By reviewing the 

related literature the 

model was proposed, 

and confirmed by SEM 

methods.

Tae Hyup Roha, 

Cheol Kyung 

Ahnb, Ingoo 

Hanc/(2005)

The priority factor 

model for customer 

relationship 

management system 

success/Expert 

Systems with 

Applications

Based on literature IS 

success &customer 

satisfaction 

perspectives, they 

develop  a success 

measure tool for 

CRM systems

Using a structural 

equation analysis from 

253 respondents of 14

companies

Lindgreen A., 

Roger Palmer, 

Joe¨lle Vanhamme 

and Joost Wouters./ 

2006,

'A relationship-

management 

assessment tool: 

Questioning, 

identifying, and 

prioritizing critical 

aspects of customer 

relationships'/Industr

ial Marketing 

Management

To help managers 

assessing the stage of 

relationships between 

their organization and 

the their  customers

provide a generic 

methodology for

developing a self-

assessment tool that 

include  essential 

attributes of

the relationship-

management 

elements and the 

scoring system

Bohling ,Bowman, 

LaValle , Mittal V., 

Narayandas D., 

Ramani and 

Varadarajan R. 

/2006 

CRM 

Implementation: 

Effectiveness Issues 

and Insights,/ 

Journal of Service 

Research

the authors identify 

factors associated 

with successful

CRM implementation 

and advance 

directions for future

research

Building on

the results of a survey 

of the CRM-

implementation related

experiences of 101 

U.S.-based firm 



38

Author /yearTitle/journalResearch goalmethodology

Gholamreza 

Torkzadeh a, Jerry 

Cha-Jan Chang a, 

Gregory W. 

Hansen/(2006)

Identifying issues in 

customer 

relationship 

management

at Merck-

Medco/Decision 

Support Systems

This paper reports the 

results of a study 

designed in close 

collaboration with 

Merck-Medco to 

identify key barriers 

of its CRM project.

They used focus group

&brainstorming to

identify CSFs. Then 

they conduct survey 

with 1460 response and 

apply EFA and SEM

Ricardo 

Chalmeta/2006

Methodology for 

customer 

relationship 

management/ The 

Journal of Systems 

and Software

Suggest a 

methodology for

CRM implementing 

review of the literature

Kim & Pan, 2006Towards a process 

model of 

information systems 

implementation: the 

case of customer 

relationship 

management/The 

DATA BASE for 

Advances in 

Information Systems

examines the process 

of IS implementation 

by explaining how 

factors of IS 

implementation 

influence each other 

and how interactions 

among them produce 

results

Cognitive mapping 

theory

Stephen F.King 

Thomas F. Burgess 

(2007)

Understanding 

success and failure 

in customer 

relationship 

management/industri

al marketing 

management

t

creating a conceptual 

CSF model for CRM

Dynamic simulation 

model
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Author /yearTitle/journalResearch goalmethodology

Luis E. Mendoza , 

Alejandro Marius, 

María Pérez, Anna 

C. Grimán(2007)

Critical success

factors for a 

customer 

relationship 

management

Strategy/ 

Information and 

Software 

Technology

propose, justify, and 

validate a model 

based on (CSFs) that 

will constitute a guide 

for companies in the 

implementation and 

diagnosis of a CRM 

strategy

DESMET

methodology

Omidvaran/2007Master thesis/TMUIdentifying CSFs in 

CRM in Service 

Industry (case of Iran 

hotels Industry)

Identify CSFs By  

reviewing the 

Literature and 

conducting interviews 

EID/2008Towards a 

Successful CRM 

Implementation in 

Banks An Integrated 

Mode/The Service 

industry Journal 

assessing impact of 

CSFs on effectiveness 

and efficiency of 

CRM solution in bank 

industry

using structural 

equation modeling 

techniques 

Azari/2008Master thesis/TMUAssessment of factors 

leading to CRM 

success

Using CFA for testing 

hypothesis of his study

J. Ramo´n Gil-

Garcı´a, Theresa A. 

Pardot/(2005)

E-government 

success factors: 

Mapping practical 

tools to

theoretical 

foundations/Govern

ment Information 

Quarterly

Identifying E-

government 

challenges and 

providing strategies

for success. 

By conducting 

literature review on 

more than 26 related 

journal articles
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Author /yearTitle/journalResearch goalmethodology

M.M. 

Kamal/(2006)

IT innovation 

adoption in the 

government sector: 

identifying the 

critical success 

factors/Journal of 

Enterprise 

Information 

Management

Proposed factors 

influencing IT 

innovation adoption

success in the 

government sector

He review more than 

24 Journal articles

2.9 Frame of Reference

For the proceeding of the research, we build a pool of critical success factors from the 

previous studies. Following CSFs are extracted through conducting content analysis 

on factors that are mentioned in previous studies as critical success in order to find 

similarities between them and avoid repeating one concept in different words because 

different studies mentioned one factor in separate ways. In fact, there is a common

agreement on CSFs in information system literature as well as CRM and e-

government, while it seems that each author say different thing. The differences arise

from different perspectives on one problem. In this regards, we summarize CSFs of 

our study in the main groups. These CSFs are chosen essentially based on works of 

sin et al. and lindgreen et al. in addition to some other authors. The following CSFs 

are widely accepted in literature and highly mentioned in variety of studies. These 

factors cover the most important aspects of each CRM program. As we mentioned 

before CzRM is CRM in E-government, so the pool has two parts. One part relates to 

CRM and the other relates to e-government. This pool totally has 10 CSF.
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Table 9: Frame of References for CSFs in CzRM

CRM CSFs E-GOV CSFs

            Study                                 

         CSF

W
ilson 

et 
al 

2002

S
trauss 2002

X
in T

an et al 
2002

C
roteau 

&
L

i2003

B
ordolo

i2004

K
im

 
&

 
P

an2006

B
ohling 

2006

L
indgreen 

et 
al 2006

M
endoza 

et 
al 2006

O
m

idvaran 
2006

S
in 

et. 
A

l 
2006

K
ing&

 
B

urgess2007

A
zari2008

E
ID

 2008

G
il 

G
arcia 

&
P

ardo2005

H
uang&

 

B
w

om
a 2003

K
am

al 2006

1 Top management 
Support

              

2 Knowledge 
Management

     

3 Process        

4 Information 
Technology

           

5 Organization and  
project management

         

6 Change 
Management and 
Culture

     

7 CRM strategy           

8 Staff Commitment 
and Expertise

         

9 Environmental  and 
legal  challenges

  

10 Citizen Concerns   
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2.10 Critical factors in CzRM

In this part, we are going to develop and describe CSFs of CzRM based on reviewed 

CSFs models, which have been explained in previous part. 

2.10.1 Top Management Support 
Top management support is a widely accepted CSF in the MIS literature (Table 9). As 

Jarvenpaa and Ives stated “few nostrums have been prescribed so religiously and 

ignored as regularly as executive support in the development and implementation of 

management information systems (Jarvenpaa & Ives, 1991)." Top management 

support refers to the extent to which information technology implementation efforts 

are promoted by the top management in an organization. (Croteau & Li, 2004).An IS 

project typically begins with a commitment from an executive-level “champion”. This 

person has two important roles in promoting the project’s successful resolution. The 

first role is investing adequate resources—both financial and human—in the project. 

In fact, influencing management-level stakeholders the mere presence of a champion 

for resource investment is not enough. The project’s success depends on this person’s 

continuous commitment through system development and implementation. 

Management support is critical to encourage user participation, both by showing top-

level support and by selecting and assigning skilled personnel to the project (Kim & 

Pan, 2006) (Kim h.-w. , 2004). 

2.10.2 Knowledge Management
Peter Drucker speaks of knowledge as ‘‘the most important resource of the 21th 

century.’’ Davenport and Prusak (1998) have shown that it is important to know how 

to collect, store, and distribute useful knowledge. The CRM process can be 

considered as a knowledge-oriented process with the characteristics of knowledge 

intensity and process complexity (Lin, su, & Chien, 2006). Romano (2000) and 

Massey et al. (2001) strongly advocated the relation of CRM with KM and 

specifically customer KM, while the significance of customer knowledge is 

highlighted in several CRM studies (see review in Stefanou et al., 2003). However, 

information should not be confused with knowledge. Knowledge is produced when 

information is analyzed and used to enable and leverage strategic actions. 

Government managers need to embed ICT-generated customer and competitive 

information into their decision-making processes (Sigala, 2005). These processes 
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involve three broad phases that run in parallel namely, “knowledge learning and 

generation, knowledge dissemination and sharing, and knowledge responsiveness. 

1. Knowledge learning and generation: Customer information like their needs 

and preferences may be captured either directly, or indirectly, through two-

way communication in an interactive feedback system. The primary objective 

of knowledge generation is to afford a 360-degree customer view. Business 

intelligence tools like data mining, data warehouses, and data marts help firms 

incorporate customer information into strategic business intelligence. 

2. Knowledge dissemination and sharing: Knowledge is of limited value 

unless it is shared throughout the organization (Schulz, 2001). Further, 

knowledge value escalates through dissemination and sharing (Hult and 

Ferrell, 1997; Slater and Narver, 1995).  Organizations must develop sound 

mechanisms for sharing customer knowledge to facilitate concerted actions by 

different departments. 

3. Knowledge responsiveness or utilization: Knowledge responsiveness takes 

the form of acting on the knowledge generated and disseminated (Kohli and 

Jaworski, 1990). This encompasses selecting target segments, deliberately 

crafting the marketing mix in a manner that elicits favorable customer 

responses and meticulously customizing product and service offerings that 

address customers’ current and anticipated needs. As marketing is now more 

concerned with better responding to customer demand, actions taken in a 

prompt manner not only enhance service quality but also foster long-term 

relationships with customers (Sin, Tse, & Yim, 2005)

Types of customer information

According to the content and interaction types, customer information can be classified

into three types:

(1) Information of the customer;

(2) Information for the customer; and

(3) Information by the customer

First, “of-the-customer” information includes personal and transaction data about a 

customer. It is the type of information most widely collected for CRM 

implementations. Firms obtain the personal data and are able to understand the 

customer’s sales volumes, profitability, purchasing patterns, frequency, preference, 
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etc. For example, banks and credit card firms keep enormous amount of “of-the-

customer” information in their database systems for opening, maintaining, and 

customer accounts billing as well as identifying the most or least profitable customers. 

Database marketing, also called target marketing, is based on the strategic use of “of-

the-customer” information.

Second, product, service and organizational information that are perceived useful by 

customers is referred to as “for-the-customer” information. This type of information is 

presented through diverse communication media so that customers acquire and 

process it to make more informed decisions. Firms can provide such information by 

direct mail, automatic response system (ARS), or Internet home pages.

The third type is “by-the-customer” information. This is the non-transactional 

customer feedback information that includes customer complaints, propositions, 

claims, A/S information, etc. Information of this type must be included in the 

expanded customer data profile because such information is what makes customer 

interactions powerful (Wells et al., 1999). Since it contains customers’ direct 

complaints, needs and suggestions, this type of information can be applied to develop 

new products and services or improve critical business processes (Park & Kim, 2003).

CSFs for Knowledge Management

Davenport and Prusak (1988) identified the following KM critical success factors: 

ICT and organizational infrastructure; friendly culture for knowledge sharing, creation 

and management; change in motivational practices for encouraging and rewarding 

staff when information is collected, shared and used; and open organizational 

structure. (Sigala, 2005)

2.10.3 Information Technology

When an organization wants to shift to a citizen-oriented strategy, it must plan for 

more data as well as greater integration of data from both its back-office (accounting, 

order process, logistics and fulfillment, for example) and front-office (e.g. call centers 

and other customer-facing applications)(Reynolds 2002; cited by (Azari, 2008)). 

Dewhurst et al. (1999) suggest that when companies have large amount of customer 

data, they are able to manage customer relationships more efficiently and effectively.

Data mining techniques are the most accepted and highly needed technology for 

offering CRM capabilities or for defining, developing and managing ‘‘the segment of

one’’ (Sigala, 2005).



45

Information technology (IT) has long been recognized as an enabler to redesign 

radically business processes in order to achieve dramatic improvements in

organizational performance. IT assists with the re-design of a business process by 

facilitating changes to work practices and establishing innovative methods to link a 

company with customers, suppliers and internal stakeholders (Hammer and Champy, 

1993). CRM applications take full advantage of technology innovations with their

ability to collect and analyze data on customer patterns, interpret customer behavior, 

develop predictive models, respond with timely and effective customized 

communications, and deliver product and service value to individual customers. Using 

technology to “optimize interactions” with customers, companies can create a 360 

degree view of customers to learn from past interactions to optimize future ones 

(Chen & Popovich, 2003).

Innovations in network infrastructure, client/server computing, and business 

intelligence applications are leading factors in CRM development. CRM solutions 

deliver repositories of customer data at a fraction of the cost of older network 

technologies. CRM systems accumulate, store, maintain, and distribute customer 

knowledge throughout the organization. The effective management of information has 

a crucial role to play in CRM. Information is critical for product tailoring, service 

innovation, consolidated views of customers, and calculating customer lifetime value 

(Chen & Popovich, 2003).

Software Packages Vendors& Intermediaries

In the private sector, numerous consultant companies offer expertise on Customer 

Relationship Management. While the private sector today is generally influenced by 

CRM practices, a new market is developing for these consultancies as the practices 

are disseminated to the public sector. They possess the specialized knowledge that 

government entities now find useful in order to deal with their present challenges such 

as a decreasing tax base due to a low economy combined with citizens’ tax reluctance 

and higher demands. Yet, most consultant companies are experts in CRM, not CzRM. 

They are familiar with implementing CRM strategies to enhance commercial drivers 

such as increasing revenue and sales, but seldom government drivers such as improve 

quality of service within a shrinking budget combined with public sector 

responsibilities. (Kannabiran, Xavier, & Anantharaaj, 2004) (Larsen & Milakovich, 

2005)
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2.10.4 Process Change 

Business processes can be considered the "strands of activity that link the operations of an 

organization to the requirements of its customers" (IMI, 1994). It is the way in which all the 

resources of an organization are used in a reliable, repeatable and consistent way to achieve 

its goals. It could also refer to a group of activities that convert organizational inputs (e.g., 

human resources) into desired outputs (Azari, 2008).

As with other technological projects, it is necessary to redefine the business processes 

for achieving the desired results (Strauss & Frost, 2002). It is not inherently difficult 

to identify the processes that need to be involved in implementing CRM. The 

difficulty lies in gaining organizational buy-in, developing measurements to assess the 

effectiveness of new processes, and implementing technology to support and enforce 

its use. The improved or redesigned process should concentrate on minimizing the 

time it takes to execute a particular marketing activity and reducing the 

interdependencies among the marketing functions (Tan, Yen, & Fang, 2002)

Monitoring CRM processes like complaint management or customer support is a key activity 

to hold organization's effectiveness and to improve and update processed. Processes should be 

built, mapped, and standardized to realize process improvements (Lindgreen, Palmer, 

Vanhamme, & Wouters, 2006).Organizations must set measurable, clear, specific 

relationship-marketing objectives, and key performance indicators (e.g., retention rate, 

increased sales, customer profitability, and customer satisfaction) with a strong focus on 

customer satisfaction (Lindgreen, Palmer, Vanhamme, & Wouters, 2006)

2.10.5 Organization

Understanding the organization is important for succeeding with Customer 

relationship management (Lindgreen, Palmer, Vanhamme, & Wouters, 2006).

Organizational structure affects the performance of all the organization’s activities. 

Customer centric organizations will not only integrate the sales, marketing, and 

customer service functions but also non-marketing functions. This calls for a high 

degree of cross-functional collaboration in order to present customers with a high

service level. Internal communications must work seamlessly and smoothly among 

customer-facing employees and between them and the rest of the organization. 

Managing a relationship management program requires commitment from top 

management, and different departments must work closely together to maximize 

return on customer information. This again will require well-defined policies and 

procedures. Cross-functional collaborations create enthusiasm, accelerate processes, 
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and facilitate implementations of activities. Besides this, the whole organization must 

possess a flexible character to support customer-oriented decision-making and should 

have the flexibility to anticipate and respond to customer requests (Lindgreen, Palmer, 

Vanhamme, & Wouters, 2006).

Project Management Techniques

In project management, balanced management of business and IT requirements was 

influenced by strong management support, a high level of user participation, and 

balanced high skills in the project team. Balanced high business and IT skills in the 

project team were influenced by human resource investment, a cross-functional 

project team, and the hiring of consulting firms and systems development companies 

with the investment of the necessary financial resources. Management of changes in 

process, system and people was influenced by skills of the project team (Kim & Pan, 

2006). 

2.10.6 Change Management

Implementation of enterprise technology, such as CRM and ERP, requires changes to 

organizational culture (Al-Mashari and Zairi, 2000). While both technology and 

business processes are both critical to successful CRM initiatives, the individual 

employees who are the building blocks of customer relationships. There are several 

underlying dimensions surrounding management and employees that successful CRM 

implementations require (Chen & Popovich, 2003).

CRM initiatives require vision and every employee must understand the purpose and 

changes that CRM will bring. Re-engineering a customer-centric business model 

requires cultural change and the participation of all employees within the 

organization.

Some employees may opt to leave; others will have positions eliminated in the new 

business model. Successful implementation of CRM means that some jobs will be 

significantly changed. Management must show its commitment to an ongoing 

company-wide education and training program. In addition to enhancing employee 

skills and knowledge, education boosts motivation and commitment of employee and 

reduces employee resistance. The employees who don't have a good understanding of 

reasons of the change, those who haven't participate in change formulation, and 

haven't well-communicated and well-trained for new changed activities will resist 
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against the changes CRM program (Lindgreen, Palmer, Vanhamme, & Wouters, 

2006). 

Additionally, management must ensure that job evaluations, compensation programs, 

and reward systems are adjusted on a basis that facilitate and reward customer 

orientation. After all, how people are measured will determine their behavior (Chen & 

Popovich, 2003).

In addition, CzRM Implementation is fraught with several problems such as the 

change in the mind-set concerning the use of information about citizens. It is not only 

just a technology initiative but also it is rather a people oriented effort. Unless the 

government employees willingly adopt these new methods of working, it is not going 

to be easy to implement the CzRM programs. What is needed is a change in the 

mindset. Instead of looking at the traditional rulebook, the government employees 

should learn to look at issues from the citizen’s perspective. (Kannabiran, Xavier, & 

Anantharaaj, 2004)

Staff Commitment and Expertise  

The more commitments from people across the corporation to the transformation of 

business strategy, the more likely CRM implementation succeeds. The commitments 

are psychological as well as technological. People should not only be willing to carry 

out CRM strategy but also grasp necessary technological skills for the enhanced 

business procedure (Mendoza, Marius, Pérez, & Grimán, 2007).

2.10.7 CRM strategy

The strategic view of CRM emphasizes the fact that resources destined for 

relationship building and maintenance efforts should be allocated based on customers’

lifetime value to the firm (i.e. estimated net profits over the course of the relationship. 

More specifically, this view suggests that not all customers are equally valuable and 

that, therefore, maximum profitability can only be achieved when available resources 

are invested in customer relationships that provide a desired level of return (Zablah, 

Bellenger, & Joh, 2004).  

2.10.8 Citizen issues

Citizens Not Customers

In essence, citizens are an integral part of the governmental system, and not only a 

consumer of government services. 
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Overcoming Digital Divides and justice

Another important facet when examining the implementation of CzRM is the 

existence of digital divides .Digital Divide refers to differences due to geography, 

race, economic status, gender, and physical ability to access information through the 

internet, and other information technologies and services and in the skills, knowledge, 

and abilities to use information, the internet and other technologies. Hence, digital 

divide is a complex, multifaceted set of issues that encompass information and 

technology issues as well as social and economic issues. Consequently, the world 

stands divided into people who do and people who do not have access to - and the 

capability to use - modern information technology, such as the telephone, television, 

or the Internet. Governments should be sensitive to those who do not have the access 

to and the capability to use IT do not have the same opportunity to benefit from the 

improved quality of service because the internet is out of their reach (Kannabiran, 

Xavier, & Anantharaaj, 2004) (Larsen & Milakovich, 2005).

Education

The race for a more convenient and internet-augmented government should therefore 

be combined with a concern for ensuring skills, abilities, and possibilities for all 

citizens to go online (Larsen & Milakovich, 2005).

Accountability to Citizen

Accountability is a core value within public administration. In its most narrow sense 

accountability means holding the politicians answerable for their actions by some 

form of external control, .Today, as government becomes increasingly complex, so 

does the issue of accountability. Accountability becomes a matter of satisfying the 

preferences of individual customers of governmental services. Agencies and officials 

have to be accountable to citizens, not customers (Larsen & Milakovich, 2005).

Participation of final users 

Not involving the final users in designing the CRM solution, which means running the 

risk of developing a system that brings more problems than solutions to the users who 

are supposed to benefit from it (Strauss & Frost, 2002).
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Privacy

The other major area that the governments will need to address is Privacy. Currently 

many, countries are enacting privacy acts covering use of personal information in 

private sector and by web site operators (Kannabiran, Xavier, & Anantharaaj, 2004).

2.11 Evaluation of CRM Success

According to Ducker, performance measurement is basic of all management theories. 

Performance measurement is so powerful to enhancing organization. First, 

measurement removes the ambiguity and disagreement that surround high-level 

strategic concepts. Second, measurement provides the precise language for clearly 

communicating at all level what the organization wants to accomplish and how it 

intends to accomplish it. Third, measurement allows the continual evaluation of 

organizational alignment on strategic objectives. Last, measurement not only 

improves the probability but also speeds the pace at which change occurs. There is no 

clear definition of a successful CzRM project. To understand what aspects would be 

important for measuring organization CzRM practices, we looked into the previous 

studies for performance measurement of CRM (keramati & Saremi, 2009).

Hendricks et al, in their research about the effect of implementation of enterprise 

system on the corporate performance, proposed that financial measures are good 

indicators. They used measures such as return on assets and return on sales to analyze 

the impact of CRM implementation on organization’s performance (Hendricks, 

Singha, & Stra, 2007).

Another study related to Izquierdo et al who proposed a framework to measure CRM 

performance effectiveness based on the market based performance and economic 

performance include Market position, Customer Loyalty, Customer perception, 

Economic performance. (Izquierdo, Cillan, & Gutierrez, 2005).

Another study for evaluation of CRM relates to Wang and his colleague. They 

develop an integrative framework for customer value and CRM performance based on 

the identification of the key dimensions of customer value. By emphasizing the 

customer equity-based view, they proposed a framework to measure CRM 

performance. Their model evaluates CRM performance from two perspectives :firstly,

they measure CRM performance in terms of intangibles indictors like: (Customer 

satisfactions and Bran loyalty) that is called relationship quality , and secondly, 
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tangibles indictors like:  (retention, repurchasing, cross selling  and word of mouth 

which is named customer behaviors (Wang, Lo, Chi, & Yang, 2004).

Reinartz et al. conceptualize a construct of the CRM process and its dimensions, then 

operationalize and validate the construct, and empirically investigate the 

organizational performance consequences of implementing CRM processes. Key 

result is that the implementation of CRM processes has a moderately positive 

association with both perceptual and objective company performance (Reinartz, 

Krafft, & Hoyer, 2004).

Greve and Albers provide three models for the explanation of CRM performance 

separated according to the customer lifecycle phase’s initiation maintenance, and 

retention. They analyzed the relationship between CRM technology, CRM technology 

usage, and CRM performance (Greve & Albers, 2006) . 

Furthermore, there are some articles which have been mentioned in part 2.6” CSF 

studies in CRM “, also discussed about measuring CRM performance. In fact, these 

articles investigate the relations between CSFs and final success in CRM strategies.

Bohling et al, Proposed a number of criteria that firms could use to evaluate the 

success of a CRM initiative. These range from project-focused criteria such as 

compliance of the system with specifications, to internally oriented metrics such as 

adoption by employees or proven efficiency gains, to externally oriented metrics such 

as impact on customer retention or loyalty (Bohling, et al., 2006). 

Riyad Eid mentioned following criteria for assessing internal success of CRM or

CRM effectiveness: customer relations, customer transactions, and sales costs. Also 

he investigated different measures for assessing CRM success and finally customer 

retention has been chosen. This criterion has been suggested originally by Jutla et al

as the main criteria for evaluating CRM success (Eid, 2007). 

Croteau and Li choose CRM impact to describe CRM success in the organization. In 

fact, CRM impact refers to the actual benefits that organizations receive with CRM. 

This construct was originally derived from Iacovou et al. (1995); However, Jutla et al 

(2000) customer-focused evaluation framework was preferred because of its high 

pertinence to measuring CRM impact as the ongoing performance, costs, and 

effectiveness of CRM initiatives. Their three customer metrics are customer retention 

rate, customer satisfaction, and customer profitability. Customer retention rate refers 

to the existing customer retention rate for new, old, and repeat or loyal customers. It is 

an internal focus and represents the organizations' level of satisfaction due to the 
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implementation of CRM applications. Customer satisfaction refers to the degree of 

customer satisfaction due to the introduction of innovative products and services. 

Better, lead times, on-time delivery, anticipation of Emerging needs, customization, 

convenience, and team spirit. It is an external focus since it covers the customers' 

level of satisfaction due to the implementation of CRM applications. Customer 

profitability refers to the organization’s position towards its competitors in terms of 

ratio of customer costs per market segment. CRM impact is measured from both an 

internal focus (i.e. organizational focus) and an external locus (i.e. customer focus). 

Internal focus refers to the changes in an organization's-business strategy. Structure 

business processes, metrics, compensation, skills. Moreover, technology External 

focus deals with customer definition and segmentation: an understanding of customer 

needs expectations, feedback, communications, and customer-focused metrics.

(Croteau & Li, 2004).

Hyup Roh et al conduct the research in 2005. Their model focuses on the causal 

relationships among three CRM initiatives they examine the relationships among 

these constructs and develop the research hypothecs. For measuring performance,

they consider efficiency, Satisfaction, and profitability (Roha, Ahnb, & Hanc, 2005) .

Source:(Roha, Ahnb, & Hanc, 2005)

Sin et al. discussed that no simple indicator can adequately capture the multifaceted 

nature of business performance, so two broad categories of measures were used in this 

study. The first measure is related to marketing performance (trust and customer

satisfaction) and the second measure is related to financial performance (return on 

investment and return on sales) (Sin, Tse, & Yim, 2005). 

Figure  8 : Hypothetical CRM success factor model
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The other highly mentioned idea for evaluating tangible and intangible aspects of 

CRM performance is applying Balance Scored Card concept, which was suggested 

originally by Kaplan & Norton. Their model consider following aspects: Financial 

perspective, Customer Perspective, Internal business Perspective, Innovation and 

learning perspective (Kaplan & Norton, 1992). Markus and Tinus indicated that the 

balanced scored cared might be the most appropriate technique for evaluating the 

benefits of enterprise system (Markus & Tanis, 2000) .There are some study that use 

BSC concepts for evaluating CRM (Kim & Kim, 2007). (Kim, Suh, & Hwang, 

2003). Kim et al offer an application framework based on BSC for evaluating CRM 

performance and customized four perspectives of BSC for CRM. These aspects are: 

customer knowledge (innovation and learning), customer interaction (Internal 

business perspective), customer value (Financial perspective), and customer 

satisfaction (Customer Perspective) (Kim, Suh, & Hwang, 2003). These perspectives 

are chosen to measuring benefits and performance of CzRM but for applying these 

dimensions into CzRM we must consider that government doesn’t aim at profit, and 

there’re no ranks in its citizens so financial perspective and customer value must be 

redefined. In fact, governments have two financial aims: cost reduction and gaining 

tax. So we evaluate financial perspective by these indexes and want to measure effect 

of successful CzRM on them.

Resource Based View theory is the other idea which is applied in some studies to 

assess CRM performance (Dong & Zhu, 2008); (Coltman, 2006); (Melville, Kraemer, 

& Gurbaxani, 2004). Based on the resource-based view of the firm, Coltman

identifies the human and technological capabilities are required to successfully 

execute a CRM program. Furthermore, this study shows that a CRM program must be

feasible to achieve success, and this requires a wider understanding of the structural 

and behavioral limits to performance. 

Previous mentioned studies will be summarized in the following table.  According to 

subsequent frame of reference, the metrics of this study for evaluating CzRM 

strategies are Financial Objectives, Service Quality, Customer Satisfaction, and 

Loyalty and Retention.
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Table 10: Frame of References for CRM Success

Metrics Metric References 

1 Financial Objectives (Bohling, et al., 2006) (Hendricks, Singha, & Stra, 

2007) (Kim & Kim, 2007) (Sin, Tse, & Yim, 2005)

(Roha, Ahnb, & Hanc, 2005) (Croteau & Li, 2004)

(Eid, 2007) (Reinartz, Krafft, & Hoyer, 2004)

2 Service Quality (Sin, Tse, & Yim, 2005) (Roha, Ahnb, & Hanc, 

2005) (Eid, 2007)

3 Customer Satisfaction (Bohling, et al., 2006) (Wang, Lo, Chi, & Yang, 

2004) (Izquierdo, Cillan, & Gutierrez, 2005) (Kim, 

Suh, & Hwang, 2003) (Sin, Tse, & Yim, 2005)

(Roha, Ahnb, & Hanc, 2005) (Croteau & Li, 2004)

4 Loyalty ,Trust, and 

Retention

(Bohling, et al., 2006) (Wang, Lo, Chi, & Yang, 

2004) (Izquierdo, Cillan, & Gutierrez, 2005) (Sin, 

Tse, & Yim, 2005) (Croteau & Li, 2004) (Eid, 

2007)

2.12 Initial Model of CSFs for CRM Success (CzRM)

The aim of this research was to investigate different factors lead to CzRM success. 

Therefore, based on studies of CSFs in related disciplines, factors, which influenced 

the success of CzRM strategies, have been identified. The theoretical model ,which

will be described in this study, could enhance our understanding of successful 

implementation of CRM in government sector .From the literature which has been 

reviewed in previous parts the conceptual model will be drowned (Figure 1).This 

model includes two major parts: CSFs in CzRM, and CzRM Success.

CSFs in CzRM are those aspects of the CzRM seems to be crucial to success of a 

CRM strategy. These factors, which are derived from 16 main researches For CSFs in 

CzRM, include Top Management Support, Knowledge Management, Information 

Technology, Process, Change Management, CRM strategy, Organization and project 

management, Staff Commitment and Expertise, Environmental and legal challenges, 

Citizen Concerns.
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On the other hand, we consider primarily on the effectiveness factors: (CzRM 

Success) with the following criteria: Financial Objectives, Service Quality, Customer 

Satisfaction, and Customer Loyalty or trust.

  

  
  
  
  
  
  
  
  
  
  
  

Figure 9: First Moel of This Research

2.13 Customization of the Model for Municipality of Tehran 

This study is going to identify critical success factors in Citizen Relationship 

Management and analyze the effect of these factors in the final Success or failure of 

CRM strategies in public sectors. In these regards, many articles and other reliable 

academics sources, which were related to customer /Citizen Relationship 

Management, were reviewed, besides some other, supportive subjects like those that

Information System success and e-government success are considered to make

reliable initial model for critical success factors in Citizen/Customer Relationship 

Management. The chosen factors are highly mentioned in the literature. Also, because
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we are going to test our model in the real world and test our hypothesis in an 

organization, Municipality of Tehran has been chosen as a case of this study.  

Municipality of Tehran was chose because many projects and strategies about Citizen 

Relationship Management have been launched there. In the next step, we need to 

customize and operationalize our literature-based model for municipality of Tehran. 

On the other hand, when the research purpose is to evaluate a complicated process, 

using qualitative techniques seems to be suitable. Therefore, it would be necessary to 

conduct some qualitative techniques for customization of the model for municipality 

needs and circumstances. As a widespread acceptable method, we have conducted 

structured interviews with not only some Iranian academician experts in field of CRM

but also those practitioners are involved in implementing CzRM in Municipality of 

Tehran.

To make sure about comprehensiveness of our original model, furthermore to make 

convinced regarding its alignment with literature that was reviewed, and consider 

requirements our target organization “Municipality of Tehran” as the case of this 

study ten structured interviews were conducted. The interviewees include both 

academicians who have a reliable background in this field and those practitioners who 

are full familiar with CRM concept and context. In this regards, interviewing with 

Experts of Municipality of Tehran has had a great help for us to customize our model 

for special needs and circumstances of Municipality of Tehran. Besides, conducting 

these interviews provide us access to the knowledge and information resources of 

Municipality of Tehran.    

However, some changes has been done from mentioned interviews (In fact some of 

factors has been merged, redefined, and eliminated from the initial model of study), 

but in general the first model and its metrics has been approved by experts. Some

parts of their recommendation are briefly mentioned:

Having well designed CRM strategy as well as especially customer strategy is widely 

accepted as critical success factors in CRM literature, but in Municipality of Tehran 

and especially in those units that our study is done, there is no difference between 

citizens. Therefore, we have to eliminate this factor in assessing Municipality of 

Tehran. In generally speaking, however, customer strategy can be re-defined in public 

sector. 

The other eliminated factor is environmental challenges. However, thorough all of the 

expert interviews, they emphasize on the importance of environment challenges like 
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political competition and pressure as well as economical situation, but because of the 

scope of this study, they have suggested that this factor has been eliminated.

The following Figure shows the hypothesized and linkages between the constructs. 

These linkages deal with seven sets of hypotheses: 

H1: Top Management Support is positively linked to Citizen Relationship 

Management Success.

H2: Situation of knowledge management is linked with Citizen Relationship 

Management Success

H3: Situation of Information Technology is linked with Citizen Relationship 

Management Success

H4: Situation of Process   is linked with Citizen Relationship Management Success

H5: Situation of change management is linked with Citizen Relationship Management

Success

H6: Situation of organization   is linked with Citizen Relationship Management

Success

H7: Situation of Citizen Issues are linked with Citizen Relationship Management

Success

Figure 10: the final model of this study
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Chapter Three

Research Methodology

3 Research Methodology

In this chapter, the procedure of the research will be presented, and the methods that 

have been used in this thesis will be described. Potter (1996) states that methodology 

is a strategy or plan for achieving some goal and provides the blue prints that 

prescribe how the tools should be used (Ajdari, 2006). Therefore, in this chapter

research purpose, research strategy, and research approach will be argued.

Furthermore, by presenting the procedure of the research, the steps are explained one 

by one to give an overview of the way of capturing and calculating data based on 

using validity and reliability criteria to assure that the study fulfils certain standards, 

and guarantee that the research will be achieve to predetermined  objectives. 

3.1 Research Purpose

Classifying business research based on purpose allows us to understand how the 

nature of the problem influences the choice of research strategies. According to Yin 

(2003), the purpose with research is to state what is to be accomplished by conducting 

research, and how the results of the research can be used. The research purpose can be 
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divided into different groups. According to Yin (2003), research can be used for three 

purposes: exploratory, descriptive, or explanatory (Yin, 2003).

Exploratory research

Exploratory research is often used when problem is not well recognized or it has not 

been clearly defined yet, or its real scope is t unclear. In this kind of research, the 

researcher wants to gather the information as much as possible concerning a specific 

dilemma. Exploratory research helps determine the best research design, data 

collection method and selection of subjects, and sometimes it even concludes that the 

problem does not exist. Exploratory research is quite informal, when it relying on 

secondary research such as reviewing available literature, data, or qualitative 

approaches such as informal discussions with consumers, employees, management or 

competitors. Some more formal approaches through exploratory researches are in-

depth interviews, focus groups, projective methods, and case studies (Yin, 2003).

Explanatory Research

In this research, the primary goal is to understand the nature or mechanisms of the 

relationship between the independent and dependent variable. This approach is often 

used when it is necessary to show that one variable causes or determines the value of 

other variable. This type of research is recommended to use when there is no clear 

apprehension about what model that should be used and what qualities and relations 

that is important (Yahyapour, 2008)

Descriptive research

Descriptive research is used to obtain and earn information concerning the status of 

the phenomena to describe, "What exists" with respect to variables or conditions in a 

situation. Descriptive research is used when the objective is to provide a systematic 

description that is as factual and accurate as possible or when the problem is well 

structured and there is no intention to investigate cause/effect relation. It provides the 

number of times something occurs, or frequency, lends itself to statistical calculations 

such as determining the average number of occurrences or central tendencies (Yin, 

2003). One of its major limitations is that it cannot help determine what causes a 

specific behavior, motivation or occurrence. In other words, it cannot establish a 

causal research relationship between variables (Yahyapour, 2008).

Based on the research question and since I try to find out and explore the factors 

related to successful implementation of Citizen Relationship Management, this study 
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can be exploratory. Taking into consideration that there are not so many studies 

presented in this area previously. Furthermore, my research purpose is explanatory 

because the data has been collected through questionnaires. In addition, we conducted 

the study to find out the relations between the dependent and independent variables of 

the model. On the other hand, I try to analysis current situation of Citizen 

Relationship Management in Municipality of Tehran. Therefore, the research can be

descriptive.

3.2 Research Approach

According to Guba and Lincoln (1994), there are two main research approaches: 

quantitative or qualitative methods. The best research method to use for a research

depends on that study’s research purpose as well as research questions (ajdari, 2006).

There is one significant difference between these two approaches. In the quantitative 

methods are generally concerned with quantifiable and numeric data, usually 

expressed in numbers and statistics, and associated with large amount of samples, 

high concern for representative, and highly structured methods for data collection 

(Cooper & Schindler, 2006).on the other hand, in the qualitative approach, the focus 

lies on describing an event with the use of words. Choosing the suitable approach

depends on the problem definition simultaneously with what kind of information is 

needed (Yahyapour, 2008).  

The goal of this research is to identify the CSFs of CzRM in Municipality of Tehran, 

so to achieve this goal; two main research steps are designed. 

First, library research on related topics is done and the first conceptual model of this 

study is built. More to the point, by means of interview with experts, the initial model 

is customized for Municipality of Tehran.  It means that qualitative methods are used 

to extract factors and design model. 

In the second step of this research, in order to examine the relationship between 

research variables of applied model multivariate data analyses are used based on the 

data which are collected through the survey. Therefore, the second step of the study is 

quantitative.
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3.3 Research strategy

The overall research strategy should be determined from the research questions, the 

characteristics of the phenomenon studied, and the expected types of result in mind. 

In this section, the research strategy will be described.

3.3.1 Experiment / Survey / Archival Analysis / History/ Case Study
There are five main research strategies: experiments, surveys, archival analysis, 

histories, and case studies. Usually case studies are considered appropriate for the 

exploratory phase, while surveys and histories fit the descriptive phase, and 

experiments are the only way of doing explanatory or casual inquires. Based on Yin 

(2003) each strategy has its own advantages and disadvantages depending on three 

conditions (Yin, 2003) (Table 11):

 The type of research question

 The extent of control an investigator has over actual behavioural events

 The degree of focus on contemporary, as opposed to historical, events

Table 11:Situations for Different Research Strategies

Strategy Form of research 

questions

Required control 

over Behavioral 

events

Focuses on 

contemporarily  

events

Experiments How, Why Yes Yes

Survey Who, What, Where, How 

many, How much

No Yes

Archival 

Analysis

Who, What, Where, How 

many, How much

No Yes/No

History How, Why No No

Case study How, Why No Yes

Source:(Yin, 2003)

According to Saunders et al. in any research strategy, what matters is that the strategy 

that is appropriate for the research question(s) and objectives be chosen. These 

strategies should not be thought of as being mutually exclusive. 
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survey is described by Fink (Fink, 1995) as a system for collecting information to 

explain, compare, or clarify knowledge, attitude and behavior. Survey method is an

accepted and general strategy in business research. Surveys allow the collection of a 

large amount of data from a sizeable population in a highly economical way in 

addition to make possibility of generalization of findings. As said by Yin (1994), a 

survey is research strategy that consists of “who”, “what”, “where”, “how many” and 

“how much” forms of research questions (Yin, 2003).

On the other hand, Saunders et al. (2000) describe case study as the progress of 

detailed, intensive knowledge about a single case, or a small number of related cases. 

This strategy is used when the purpose is to get an affluent understanding of the 

context of the research and the processes being enacted. Case study can be a very 

worthwhile way of exploring theory. The case study approach has considerable ability 

to generate answers to the questions “why” as well as “what” and “how”. 

As mention before, I have worked on Municipality of Tehran as a case of this 

research, but this organization is very large with thousands of employees. On the 

other hand, the aim of this research is to investigate the relationship of some variables 

and to test, some predefined hypothesizes, so we are going to use survey in 

Municipality of Tehran as a research strategy. In addition, survey is advantageous 

especially when the research goal is to estimate about some outcomes, this choice also 

is determined by quantitative research approaches.

Appropriate sample should be selected. The sample selection of this study is 

mentioned in the following section. .

3.4 Data collection

Yin (2003) argues that there are six important sources of data collection: direct 

observation, documentation, interviews, archival records, participant-observation, and 

physical artifacts. In addition, he states, “a major strength of case study data collection 

is the opportunity to use many different sources of evidence”. By using multiple 

measures of the same phenomenon, the validity of any scientific study increases. 

Findings or conclusions resulting from a case study are likely to be more convincing 

and accurate if based on several different sources of information. No one of the 

different sources has a complete advantage over the others. The different sources are 
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highly complementary; therefore, as many sources as possible should be used (Yin, 

2003).

According to Yin (2003), one of the most important data collection methods for case 

studies is the interview. 

Documentation helps in stable, unobtrusive and broad coverage of data collection. 

Also use of multiple source of evidence for a study’s data collection is called 

triangulation and is a desired pattern for dealing with case studies, in order to 

converge evidence and establish the occurrence of an event; it also makes the study 

more reliable (Yin, 2003).

In this thesis, interviews and documentation have been one of the main means of data 

collection.  Interviews by expert are used to collect data for qualitative part of our 

research, and websites of Municipality of Tehran will act as a source of 

documentation that will further strengthen our study.

In order to test out the hypothesis and finding CSFs for CzRM strategy in Iran, A 

questionnaire has been designed to collect empirical data for this study. The 

questionnaires have been filled by people are involved in implementing CzRM 

strategy in Municipality of Tehran.

3.5 Questionnaire

Measurement tools are vehicles, which the investigator applies to gather and record 

the necessary information during the research. A number of these means include 

questionnaire, observation and interview. Questionnaire is a collection of written 

questions, which is given putting all the necessary variables for the study and can be 

completed by respondents in attendance, in his absence, directly or indirectly (Cooper 

& Schindler, 2006). Measurement scales are the units that are utilized to assess the 

characters in the questionnaire include nominal, ordinal interval and ratio scales 

(aghamiri, 2007).   

The major measure tool used in this study is the questionnaire. This research has used 

the questionnaire tool to collect the opinions of expert and involvers of CRM Projects

in Municipality of Tehran.

During the process of designing measurement tool (questionnaire), we developed a 

34-item measurement scale to assess situation of CRM Success in Municipality of 
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Tehran. Before the main query, there are some questions, which are related to 

demographic characteristics about target population in order to gain better knowledge 

and views about respondents. In the main parts of questionnaire, the first 30 items

evaluate CSFs of CRM and the last 4-items evaluate the CRM success. In the 

following Table (12), the characteristics of questionnaires along with variables and 

related questions are shown.  

Table 12:Sections of measurement tool (questionnaire)

Related 
factor

Question (Q) Q. 
Code

Q.
NO

Form of 
answer

D
em

ographic

Age Multi

Gender Two 

Department Multi

Position Multi 

Education Multi 

Job Experience Multi 

CRM Knowledge Multi 

T
op 

M
anagem

ent 

S
upports

Mayor and other Top Managers of Municipality 
support CzRM Projects

1

Likert-7Top Managers are leaders of CzRM Projects and pay 
enough attention to citizen–oriented programs

2

There are well-supporting laws for CzRM projects 25

K
now

ledge M
anagem

ent
Citizen are well informed about services 
,opportunities, and other facilities in Municipality of 
Tehran

3

Likert-7

Citizens’ information are  completely gathered in a 
Database

4

Complaints and suggestions of citizen are gathered in 
their database

5

The gathered information and data are analyzed to 
solve their problem and increase service quality

6

The results of analyzed data are shared between 
different departments through Municipality of Tehran

7

There is a network in Municipality of Tehran in order 
to identify and share best practices among employees

9

Inform
ation 

T
echnology

Different technologies like SMS, websites, Phone and 
etc are utilized to communicate to citizen as well as 
deliver on-line services

10

Likert-7
Information Technology are well utilized to record 
,share , and transforming information thorough 
Municipality

11
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Data fragmentation problems are avoided by 
consolidating all citizen information collected from 
various customer-contact channels: face-to-face such 
as sales representatives, fax, mail, telephone, E-mail, 
and Websites

12

The quality of Information Technology services and 
products are in good situation

13

P
rocess

Relationship-management processes are documented 
and procedures are clearly described

14

Likert-7
The CzRM process are constantly improved by 
performance measurement tools

15

The CzRM process are standardized By setting 
concrete and measurable process targets 

16

C
hange M

anagem
ent

Process of knowledge creation is defined; also 
incentives like motivation, reward, and recognition 
are provided to  encourage transforming of tacit 
knowledge to explicit knowledge

8

Likert-7

There is strong Citizen oriented culture in 
Municipality of Tehran

17

CRM is completely aligned with requirements of 
different stakeholders

18

All of employees and managers are involved in 
CzRM have been trained, in order to reduce resistance 
to change

19

CzRM projects are well supported by precise 
planning and schedule and in accordance with Project 
Management techniques

23

All the employees and managers are completely 
trained to use CRM, they are familiar with Citizen-
Centric strategies

24

O
rganization

There are good collaboration and coordination 
between Front and back office units

20

Likert-7Multidisciplinary teams are created 21

Employees are motivated by incentives and rewards 
to encourage a Citizen-focused behavior

22

C
itizen  Issues

The economical and social conditions of citizen are 
considered

26

Likert-7

Privacy of Citizen are respected by Municipality 27

Citizens are well trained and informed 28

Citizen are participated in designing systems and 
process

29

Rules ,process, and procedures are easily available for 
Citizens

30

S
uccess

CzRM Projects increase service quality 31

Likert-7
CzRM Projects decrease the cost 32

CzRM Projects increase Citizen Satisfaction 33

CzRM Projects increase collaboration and trust of 
Citizen

34
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3.6 Sample Selection

Sampling is a survey-based research where researcher needs to analyze the sample 

about a population to answer the research questions or meet the research objectives. 

The generalizability of the study relied on the representativeness of the respondents.

Therefore, a representative selection of Municipality of Tehran Employees was made 

from. The selection included 1888 department, 137 department, Urban Planning and 

Research Center., and Public Relation units. All the selected departments are involved 

on the CRM system. Whereas the following units which include 137, 1888, and Urban 

Planning and Research Center have participated in the research, Public Relation units 

didn’t collaborate with us. A research pack, which contained a covering letter and an 

anonymous (self-administered) questionnaire, was given to employees and managers 

of these departments (289 in total). This procedure resulted in 194 useful responses or 

a 67.1 percent overall response rate.

The number of 194 useful returned questionnaire is acceptable as sample size of this 

study because according to Human Resource department of Municipality of Tehran 

there are above 439 experts and managers involved in CRM projects of Municipality 

of Tehran. On the other hand, according to de Vaus, where the population is less than 

10 000, a smaller sample size than minimum sample size can be used without 

affecting the accuracy. This is called the adjusted minimum sample size. It is 

calculated using the following formula (deVaus, 1991): n′ = n / 1+ ( n / N ) in which”

n′” is the adjusted minimum sample size, and “n” is the minimum sample size which 

can be achieved from sample size table.” n” for the population of 439 is 205 ,and N is 

total population that here is 439, therefore according to the above formula the 

adjusted minimum sample size is equal to 140 (Sunders, Lewis, & Thornhill, 2000).    

3.7 Reliability & Validity

To gain the reliability of this study, the collected data are verified by reliability 

analysis measurement tools. The applied test in this study is Cronbach’s coefficient 

Alpha calculation measurement. Furthermore, as we mentioned before, Factor 

Analysis is used in order to test the model validity. For testing validity of the model, a 
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qualitative test is also used which known content validity. In the following part, each 

test is described briefly. 

3.7.1 Reliability
Internal consistency reliability is the accuracy or precision of a measuring instrument, 

which is the extent of one-dimensionality; on the other words, the detailed items 

(questions) should measure the same thing (Hong & Kim, 2002; Straub, 1989). The 

internal consistency reliability was assessed by calculating Cronbach’s alpha values. 

The reliability test’s results of the constructs are summarized in Table 13. The internal

consistency (Cronbach’s alpha) of the construct ranged from 0.706 (Top Management 

Support) to 0.855 (for Success), which were above the acceptable threshold (0.70) 

(Roha, Ahnb, & Hanc, 2005).

Table 13: Total Reliability

Table 14: Reliability Statistics for Each Factor
Variable Cronbach's Alpha N of Items

Top Management Support .706 3

Information Technology .79 3

Change Management .824 5

Citizen Issues .817 4

Knowledge Management .775 4

Process .782 3

Organization .700 3

Success .855 4

3.7.2 Content Validity

Content validity of the survey instrument was established through the adoption of 

validated instruments by other researchers in the literature. Content validity means 

that we measure what we are supposed to measure. In other words, if we aim at a 

Reliability Statistics

.946 29

Cronbach's
Alpha N of Items
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good measure of CRM success we should be convinced that the measurement 

instrument includes the essential features of CRM success with satisfactory content 

validity established, the measurement items were further tested for consistency, ease 

of understanding, and sequential appropriateness by a series of in-depth interviews 

with CRM project managers and CRM operators. Comments on or suggestions about 

the question sequence, wording choices, and measures were also solicited, leading to 

several minor modifications to the questionnaire. Subjects who had participated in the 

pretests were excluded from the subsequent main study (Roha, Ahnb, & Hanc, 2005).

3.7.3 Factor validity of questionnaire 

Factor validity is a kind of construct validity that is acquired through factor analysis. 

Factor analysis is a statistical art that is applied extensively in humanities. As a matter of 

fact, use of this analysis is essential and necessary to distinguish whether or not the 

questionnaire tests the proposed characteristics. In this analysis, questions that are 

planned to assess a particular character; must possess the joint factorial load. In the 

present research, 30 questions were designed to measure CRM key elements, and 4 

questions were designed to measure CRM success. 

The two tests are applied to test suitability of the execution of factor analysis. The 

first is sufficiency and suitability test of data or KMO, and the other is Bartlett test. 

The results of KMO test for the critical success factors of CRM illustrate that because 

the measure of sample adequacy is more than acceptable level (0.6), the data set is 

fine enough to conduct factor analysis. Likewise, the number of significant Bartlett 

test is equivalent to 0.00 that is smaller than significant level of 0.05. Therefore, that 

indicates correlation matrix has significant information. In addition, Communality 

table, which explains the suitability of the ratio of questions communality, is greater 

than 0.50 for all of the questions that indicates suitability of the questions. 
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Table 15:KMO's Results

KMO and Bartlett's Test

.915

2939.689

406

.000

Kaiser-Meyer-Olkin Measure of Sampling
Adequacy.

Approx. Chi-Square

df

Sig.

Bartlett's Test of
Sphericity
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3.8 Statistical method utilized in the research

3.8.1 Student t-test 
This test is typically recognized as “student test”. This test has different application of 

in the hypothetical test, related to social statistics. This can also be utilized for the 

hypothetical test that considers the social mean as equal, smaller or bigger than a 

particular number, as well as, applying in the test related to average comparison of 

two societies. Four stages of statistical test for x are below (aghamiri, 2007): 

1. Determining the Test Hypotheses

211

210

:

:
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210

:

:







211

210

:

:







2. Statistical Calculation of Test

3. Determining Critical value

4. Decision Making

3.8.2 Friedman variance analysis test
Friedman test is used as a ranking test for the k related sample. This data from 

compound collection has shaped from k observation for a sample with N elements. 

These data come from various experiments.

Parametric test with this variance analysis method is for the classifications of data that

are acquired more than twice during those observations of each individual and groups. 

In all places, a cause is presented for some attitudes that hypothesize bases of variance 

analysis are not evaluated through data, Friedman ranking test technique can be 

appropriate. Steps of Friedman variance analysis test are:

1. Shaping Test Hypotheses

H0: score of different level of one variable is equal together. 

H1: At least score of one pair from different level of a variable is varied

2. Estimating value of Statistical Test

3. Determining critical value, and then make decision.

If the calculated significant level is bigger than α, then H0 will be accepted and if it is 

smaller than α, then H0 will be rejected (aghamiri, 2007).

3.8.3 One-way analysis of variance
In order to check the differences among mean of various groups (more than two 

groups) variance analysis is utilized. This technique is recognized on the analysis of 
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the identified and unidentified factors that clarify the rate of spread data. To state the 

matter differently, while we may have few groups, we must identify that whether the 

mean of these populations are similar or not. The stages of this test are shown as 

below (aghamiri, 2007):

1. Determining Test Hypothesis

This hypothesis can be defined in the following way:

k  ...: 210

H1: At least two of the means are unequal

2. Calculation of Statistical Test

In order to test the hypothesis of equality mean of groups in opposition to inequality

mean of group, table 14 will be shaped which is well known as the analysis of 

variance table. Founded upon this, scattering among groups or sum of squares and 

dispersion within groups or error's sum of squares are compared with the help of the 

test (aghamiri, 2007).

Table 14: Analysis of variance for comparison K

FMean of

Squares

Degree of 

freedom

Sum of Squares
Dispersion 

Source

MSE

MSR

1


K

SSR
MSR

K-1SSRBetween 

Groups

)1( 


nK

SSE
MSE

K(n-1)SSEWithin Groups

Kn-1SSTTotal

Source: (aghamiri, 2007)

3. Decision Making

After shaping the variance analysis table, F calculated quantity with F table quantity 

must be compared with (K-1) and K (n-1) at the significant level of 0.05. If the F

calculated quantity is smaller than F table quantity, Null hypothesis (H0) will be 

accepted; it indicates that groups mean do not have difference with each other. 

Simultaneously, if the F calculated quantity is bigger than F table quantity, Null 
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hypothesis (H0) or equity of groups mean will be rejected. It indicates that groups

mean have distinction with each other (aghamiri, 2007).

In order to make decision by results which are acquired from the analysis through

computer software like SPSS, if the significant statistical level is smaller than the 

error level (a), hypothesis H0  is rejected at the stated confidence level (aghamiri, 

2007).

3.8.4 Regression

Regression is a generic term for all methods, which are attempting to fit a model to 

observed data in order to quantify the relationship between two groups of variables. In 

this study, linear regression is used. Linear regression is applied to model the value of 

a dependent scale variable based on its linear relationship to one or more predictors.

The linear regression model assumes that there is a linear, or "straight line," 

relationship between the dependent variable and each predictor. This relationship is 

described in the following formula. 

yi=b0+b1xi1+…+bpxip+ei 
Where:

yi is the value of the ith case of the dependent scale variable

p is the number of predictors

bj is the value of the jth coefficient, j=0,...,p 

xij is the value of the ith case of the jth predictor

ei is the error in the observed value for the ith case

The model is linear because increasing the value of the jth predictor by 1 unit 

increases the value of the dependent by bj units. Note that b0 is the intercept, the 

model-predicted value of the dependent variable when the value of every predictor is 

equal to 0.

For testing hypotheses about the values of model parameters, the linear regression 

model also assumes the following: 

 The error term has a normal distribution with a mean of 0. 

 The variance of the error term is constant across cases and independent of the 

variables in the model. An error term with non-constant variance is said to be 

heteroscedasticity. 



 The value of the error term for a given case is independent of the values of 

variables in the model and of the values of the error term for other cases

Applying linear regression has following steps:

1. Precisely Defining the Casual Hypothesis:

 Identifying the Cause and the Effect 

 Specifying possible mechanisms

2. Defining the Population

 Defining the unit(s) governed by the casual mechanism

 Specifying the time frame of observation

3. Constructing Measures of the Cause and the Effect

 Defining variables

 Obtaining a sample of data

3.9 Chapter summery

Figure 11
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The value of the error term for a given case is independent of the values of 

variables in the model and of the values of the error term for other cases

Applying linear regression has following steps:

Precisely Defining the Casual Hypothesis:

Identifying the Cause and the Effect 

Specifying possible mechanisms

ation

Defining the unit(s) governed by the casual mechanism

Specifying the time frame of observation

Constructing Measures of the Cause and the Effect

Defining variables

Obtaining a sample of data

11: Research Methodology Summary

The value of the error term for a given case is independent of the values of the 

variables in the model and of the values of the error term for other cases
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Chapter Four

Data Analysis

4 Data Analysis

In the following chapter, we are going to test hypothesis of our study by statistical 

methods which some of them are described in previous chapter .the collected data 

through distributed questionnaires, will be presented and analyzed according to 

mentioned methodology. At first, descriptive analysis will be utilized. Then inferential 

statistics and multivariate statistics will be used. The results are obtained from three

statistical software packages: SPSS 15, LISREL, and excel 2007.



75

4.1 Descriptive Statistics 

By representing Frequency Tables and results of graphical methods in this section, I 

try to present a basic understanding of the characteristics of the variables. 

From the entire 194 gathered questionnaires, 115 of respondents are male which

means about 59.3% of the total. On the other hand, 79 persons were female, 40.7 % of 

entire population. 

Sex

115 59.3 59.3 59.3
79 40.7 40.7 100.0

194 100.0 100.0

Male
Female
Total

Valid
Frequency Percent Valid Percent

Cumulative
Percent

Table 16: Frequency of Respondents' Sex

From the total 194 questionnaires, the ages of 122 respondents were between 20-30 

years old(62.9%), 41 persons were between 30-40 years old (21.1%), 20 (10.3%) 

were between 41 years old to  50 years old, 10 persons have more than 50 and less 

than 60 years old (5.2%) , and finally 1 people has age more than 60 years(1%).  

Table 17: Frequency of Respondents' Age

From the entire 194 respondents, 87 persons belong to “137” (44.8%), 46 

questionnaire belong to 1888 (23.7%), and 44 person (22.7 %%) are in Urban 

Planning and Research Center. Finally, 17 persons work in other departments like 

public Relation and IT department.

Age

122 62.9 62.9 62.9

41 21.1 21.1 84.0

20 10.3 10.3 94.3

10 5.2 5.2 99.5

1 .5 .5 100.0

194 100.0 100.0

20-30 years old

30-40 years old

40-50 years old

50-60 years old

Older than 60

Total

Valid
Frequency Percent Valid Percent

Cumulative
Percent
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Departement

87 44.8 44.8 44.8
46 23.7 23.7 68.6
44 22.7 22.7 91.2
17 8.8 8.8 100.0

194 100.0 100.0

137
18888
Strategic Center
Other
Total

Valid
Frequency Percent Valid Percent

Cumulative
Percent

Table 18: Frequency of Respondents' Department

The questionnaires were distributed between 26 managers in the Municipality of 

Tehran which is about 13.4% of total respondents. Also, 152 experts of this 

organization answered to this questionnaire. 

Job Category

26 13.4 13.4 13.4
152 78.4 78.4 91.8
16 8.2 8.2 100.0

194 100.0 100.0

Manager
Expert
Other
Total

Valid
Frequency Percent Valid Percent

Cumulative
Percent

Table 19: Frequency of Respondents' Job Category

From the total respondents, 51(26%) were diploma, 24 persons have 2 years under 

graduate degree, 77 persons, (39.7%) have bachelor degree, 34 persons have Master 

degree , and finally 8 persons (4.1%) have PhD degree.

Table 20: Frequency of Respondents' Educational Level

The other item which has been asked from respondents, related to their experience in 

Municipality of Tehran. In the following Table you can find the percentage of each 

category:152 persons work under five years in this organization:17 persons work 

Educational Level

51 26.3 26.3 26.3

24 12.4 12.4 38.7

77 39.7 39.7 78.4

34 17.5 17.5 95.9

8 4.1 4.1 100.0

194 100.0 100.0

Diploma

2 years under graduate

4years under graduate

Master

PhD

Total

Valid
Frequency Percent Valid Percent

Cumulative
Percent
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between 5-10 years,10 persons work 10-15 years and 15 people work over 15 years in 

Municipality of Tehran.  

Experience

152 78.4 78.4 78.4
17 8.8 8.8 87.1
10 5.2 5.2 92.3
15 7.7 7.7 100.0

194 100.0 100.0

1-5 years
5-10 years
10-15 years
Over 15 years
Total

Valid
Frequency Percent Valid Percent

Cumulative
Percent

Table 21: Frequency of Respondents' Experience

4.2 Inferential statistics

Before beginning phase of hypothetical tests, it is recommended to be confident about 

the correctness of the research’s measurement tool. Consequently, exploratory factor 

analysis is applied to test construct validity by SPSS package. Furthermore,  

confirmatory factor analysis technique is used as a part of structural equations model

by LISREL software in order to check the accuracy of measurement tool.

4.2.1 Factor analysis of questions related to CRM key elements

1. Top Management Supports

Communality table shows the suitability of the ratio of questions communality. All

the questions are greater than “0.50 “which is threshold of acceptance.

Communalities

1.000 .597

1.000 .748

1.000 .551

TM1

TM2

TM25

Initial Extraction

Extraction Method: Principal Component Analysis.

The results of KMO ,Sufficiency and suitability test of data, for the Top Management 

Supports indicates that data set were good enough for conducting factor analysis because 

the measure of sample adequacy is greater than 0.5 (0.623).
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KMO and Bartlett's Test

.623

117.066

3

.000

Kaiser-Meyer-Olkin Measure of Sampling
Adequacy.

Approx. Chi-Square

df

Sig.

Bartlett's Test of
Sphericity

The below figure shows that the three metrics of Top Management supports can be 

explained by one factor:  

Component Number
321

E
ig

e
n

va
lu

e

2.0

1.5

1.0

0.5

0.0

Scree Plot

Furthermore, total variance explained is greater than 0.50.

2. Information Technology

Communality table illustrates the suitability of the ratio of question items which is 

greater than 0.50 for all the questions except question 13. Therefore, we should omit 

this question.

Communalities

1.000 .637

1.000 .764

1.000 .679

1.000 .133

IT10

IT11

IT12

IT13

Initial Extraction

Extraction Method: Principal Component Analysis.

This test is repeated again and the results are shown in the following table, all of 

questions communality are greater than 0.50.
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Communalities

1.000 .671

1.000 .770

1.000 .694

IT10

IT11

IT12

Initial Extraction

Extraction Method: Principal Component Analysis.

Sufficiency and suitability test of data ,KMO, for factor of Information Technology

explains that data set are good enough for factor analysis because the measure of sample 

adequacy is 0.708 which is greater than 0.5.

KMO and Bartlett's Test

.694

180.271

3

.000

Kaiser-Meyer-Olkin Measure of Sampling
Adequacy.

Approx. Chi-Square

df

Sig.

Bartlett's Test of
Sphericity

The below figure shows that four metrics of Information Technology can be explained by 

one factor:  

Component Number
321

E
ig

en
v
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u

e

2.5

2.0

1.5

1.0

0.5

0.0

Scree Plot

In addition, total variance explained is greater than 0.50 that confirms the result of above 

figure.

Total Variance Explained

2.135 71.179 71.179 2.135 71.179 71.179

.506 16.864 88.043

.359 11.957 100.000

Component
1

2

3

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

Initial Eigenvalues Extraction Sums of Squared Loadings

Extraction Method: Principal Component Analysis.
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3. Change Management 

Communality table is greater than 0.50 for all the questions with the exception of

question 23. Consequently, we should omit this question.

Communalities

1.000 .620

1.000 .507

1.000 .615

1.000 .436

1.000 .609

1.000 .510

CM18

CM19

CM17

CM23

CM24

CM8

Initial Extraction

Extraction Method: Principal Component Analysis.

This test is repeated again to achieve better outcome. The results is shown in the next

table, all of questions communality are greater than 0.50.

The results of KMO test for the Change Management demonstrate that data set are good 

enough for factor analysis for the reason that the measure of sample adequacy is 0.859

that is more than acceptable level.

KMO and Bartlett's Test

.839

309.781

10

.000

Kaiser-Meyer-Olkin Measure of Sampling
Adequacy.

Approx. Chi-Square

df

Sig.

Bartlett's Test of
Sphericity

The under shape shows that six metrics of Change Management can be explained by one 

factor:  

Communalities

1.000 .649

1.000 .552

1.000 .643

1.000 .584

1.000 .519

CM18

CM19

CM17

CM24

CM8

Initial Extraction

Extraction Method: Principal Component Analysis.
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Besides, as the next table shows, the total variance explained is 58.949.

Total Variance Explained

2.947 58.949 58.949 2.947 58.949 58.949

.608 12.152 71.101

.573 11.455 82.556

.494 9.880 92.436

.378 7.564 100.000

Component
1

2

3

4

5

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

Initial Eigenvalues Extraction Sums of Squared Loadings

Extraction Method: Principal Component Analysis.

4. Citizen Issues:

For the factor of citizen issues as well as the other factor, we repeat the process. 

Communality table confirms the appropriateness of the ratio of question items, which 

is greater than 0.50 for all the questions except for question 26. It is indicated that we 

should neglect this question.

Communalities

1.000 .713

1.000 .745

1.000 .555

1.000 .482

1.000 .467

Cz27

Cz28

Cz29

Cz30

Cz26

Initial Extraction

Extraction Method: Principal Component Analysis.

Likewise as before, we repeat this test again, and the results are shown in the 

following table. Now all of the communality are greater than 0.50.
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Communalities

1.000 .720

1.000 .741

1.000 .622

1.000 .513

Cz27

Cz28

Cz29

Cz30

Initial Extraction

Extraction Method: Principal Component Analysis.

The result of KMO test is 0,790. In addition, Bartlett’s test of sphericity is equal to zero. 

Both of results are acceptable, and show that factor analysis is suitable technique for this 

construct. 

KMO and Bartlett's Test

.790

264.755

6

.000

Kaiser-Meyer-Olkin Measure of Sampling
Adequacy.

Approx. Chi-Square

df

Sig.

Bartlett's Test of
Sphericity

Moreover, total variance explained is about 64.900 which is greater than 0.5. 

Total Variance Explained

2.596 64.900 64.900 2.596 64.900 64.900

.619 15.481 80.381

.458 11.451 91.831

.327 8.169 100.000

Component
1

2

3

4

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

Initial Eigenvalues Extraction Sums of Squared Loadings

Extraction Method: Principal Component Analysis.

The below figure demonstrates that five metrics of Citizen Issues can be explained by 

one factor:  
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5. Knowledge Management

Communality table, which is evidence for the suitability of the ratio of questions item, 

is not greater than 0.50 for the questions 4, 5, and 9. It is indicated that we ought to

omit the least value and repeat the procedure again.

Communalities

1.000 .385

1.000 .490

1.000 .451

1.000 .728

1.000 .550

1.000 .328

KM3

KM4

KM5

KM6

KM7

KM9

Initial Extraction

Extraction Method: Principal Component Analysis.

This test is repeated again and the results show that the questions communality of two 

metrics is less than 0.5. So, we skip question 3 and repeat the procedure again.

Communalities

1.000 .390

1.000 .481

1.000 .510

1.000 .737

1.000 .576

KM3

KM4

KM5

KM6

KM7

Initial Extraction

Extraction Method: Principal Component Analysis.

The following results show that all of questions communality are greater than 0.50. 
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Communalities

1.000 .500

1.000 .571

1.000 .765

1.000 .572

KM4

KM5

KM6

KM7

Initial Extraction

Extraction Method: Principal Component Analysis.

According to following table, the Sufficiency and suitability test of data KMO is equal to 

0.737 for the Knowledge Management. On the other side, Bartlett test is about zero. 

Both of them are acceptable and show that data set are good for factor analysis.

KMO and Bartlett's Test

.737

219.945

6

.000

Kaiser-Meyer-Olkin Measure of Sampling
Adequacy.

Approx. Chi-Square

df

Sig.

Bartlett's Test of
Sphericity

Additionally, total variance explained for all of the metrics of process is around 0.60.

.

Total Variance Explained

2.408 60.198 60.198 2.408 60.198 60.198

.684 17.097 77.295

.574 14.354 91.649

.334 8.351 100.000

Component
1

2

3

4

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

Initial Eigenvalues Extraction Sums of Squared Loadings

Extraction Method: Principal Component Analysis.

The below figure shows that, six metrics of knowledge Management can be explained

by one factor:  
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6. Process

All the items which related to process have communalities which are greater than 

0.50. The results are illustrated in the next table.

Communalities

1.000 .646

1.000 .740

1.000 .703

PRO14

PRO15

PRO16

Initial Extraction

Extraction Method: Principal Component Analysis.

Sufficiency and suitability test of data KMO is greater than 0.5 (0.694), and Bartlett test is 

about zero. Therefore, execution of factor analysis is suitable for the Process because the

data set are good enough for factor analysis. 

KMO and Bartlett's Test

.694

157.807

3

.000

Kaiser-Meyer-Olkin Measure of Sampling
Adequacy.

Approx. Chi-Square

df

Sig.

Bartlett's Test of
Sphericity

Also, total variance explained, which shows the suitability of the ratio of questions 

communality, is greater than 0.50 and equal about 70%.

Total Variance Explained

2.090 69.659 69.659 2.090 69.659 69.659

.518 17.279 86.938

.392 13.062 100.000

Component
1

2

3

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

Initial Eigenvalues Extraction Sums of Squared Loadings

Extraction Method: Principal Component Analysis.

The below figure shows that three metrics of Process can be explained by one factor.  
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7. Organization

Communality table shows the suitability of the ratio of questions item, is greater than 

0.50 for all the questions.

Communalities

1.000 .651

1.000 .575

1.000 .654

ORG20

ORG21

ORG22

Initial Extraction

Extraction Method: Principal Component Analysis.

Sufficiency and suitability test of data KMO for the execution of factor analysis for the 

Organization shows that data set were good enough for factor analysis because the 

measure of sample adequacy is greater than 0.5 (0.668).

KMO and Bartlett's Test

.668

100.449

3

.000

Kaiser-Meyer-Olkin Measure of Sampling
Adequacy.

Approx. Chi-Square

df

Sig.

Bartlett's Test of
Sphericity

Furthermore, total variance explained is greater than 0.50 and equal to 62.657.

Total Variance Explained

1.880 62.657 62.657 1.880 62.657 62.657

.612 20.405 83.063

.508 16.937 100.000

Component
1

2

3

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

Initial Eigenvalues Extraction Sums of Squared Loadings

Extraction Method: Principal Component Analysis.
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The below figure shows that, three metrics of Organization can be explained by one 

factor:  
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8. Success

Communality table shows the suitability of the ratio of questions item, is greater than 

0.50 for all the questions. Therefore, all of the metrics are remained.

Communalities

1.000 .604

1.000 .611

1.000 .819

1.000 .787

Success31

Success32

Succes33

Success34

Initial Extraction

Extraction Method: Principal Component Analysis.

Sufficiency and suitability test of data KMO for the implementation of factor analysis for 

the Success shows that data set are fine enough for factor analysis since the measure of 

sampling adequacy is 0.741.

KMO and Bartlett's Test

.747

407.948

6

.000

Kaiser-Meyer-Olkin Measure of Sampling
Adequacy.

Approx. Chi-Square

df

Sig.

Bartlett's Test of
Sphericity

Furthermore, total variance explained is greater than 0.50 and equal about0.70.
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Total Variance Explained

2.821 70.520 70.520 2.821 70.520 70.520

.538 13.462 83.982

.486 12.162 96.144

.154 3.856 100.000

Component
1

2

3

4

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

Initial Eigenvalues Extraction Sums of Squared Loadings

Extraction Method: Principal Component Analysis.

The below figure shows that four metrics of success can be explained by one factor:
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4.2.2 Confirmatory analysis of CzRM Success measurement tool

The conceptual model of this study, which has seven dimensions, is called CzRM 

success measurement tool. This model will be pointed out in the next page:  
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Figure 12 conceptual model of this study

Confirmatory factor analysis in the non-standard estimate condition is applied for 

measurement model of CzRM success .the results is shown in the next page:
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Figure 13: measurement model in the non-standard estimate condition

Basic question is that whether this is an appropriate measurement model for 

measuring success of CzRM or not. In order to respond this problem, several fit 

statistics were utilized to evaluate the acceptability of each of the factor models. With 

a take a quick look at the output of LISREL in non-standard estimate part, we 

discover that measurement tool is proper since ratio of χ 2 (2.29) is lesser than 3 the 

certified boundary.
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As suggested by Bentler and Bonnet [1980], the goodness-of-fit index is employed

and supposed acceptable if above the recommended value of 0.90. Furthermore, the 

comparative fit index (CFI) also is applied and acceptable model fit is demonstrated 

with CFIs above 0.90, as well. Besides, the adjusted goodness-of-fit index (AGFI), 

and root mean square residual (RMSEA) are also presented which both of them are 

desired. The standard cutoffs for the above indices are proposed by experts like:

[Bentler, 1990; Hu and Bentler, 1995; Joreskog and Sorbom, 1982].

In these regards, some of other results that have been acquired from the output of 

LISREL software are presented.

N Indicators Results
1 Degrees of Freedom = 50

2 Minimum Fit Function Chi-Square  (P = 0.0) 1159.80

3 Chi-square/df 2.29
4 Root Mean Square Error of Approximation (RMSEA) 0.082

5 Normed Fit Index (NFI) 0.91

6 Non-Normed Fit Index (NNFI) 0.94

7 Comparative Fit Index (CFI) 0.95

8 Incremental Fit Index (IFI) 0.95

9 Relative Fit Index (RFI) 0.90

10 Goodness of Fit Index (GFI) 0.73

11 Adjusted Goodness of Fit Index (AGFI) 0.68

Figure 14: CFA Goodness of fit

All of the statistics values are in acceptable range with the exceptions of GFI and 

AGFI, which close to suggested standards.

In order to evaluate the observer variables associated to the seven available latent 

variables available in conceptual model, which includes (Top management support, 

information Technology, knowledge management, Change Management, 

Organization, Process, Citizen Issues), standard model estimation should be done. In 

this regard, for the reason that measurement units of the variables are similar, 

possibility of the comparison among observer variables related to one hidden variable 

is provided. Likewise, taking a glance to the obtained factor loadings in CFA standard

model; we discover that factor loadings of all the queries are higher than 0.50 which 
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demonstrates w that CRM critical success factors measurement model get pleasure 

from high degree of strength.

Furthermore, it should be stated that between all the CSFs measurements, there are

positive and important associations

Figure 15: measurement model in the standard estimate condition
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The succeeding figure shows significance of parameters and error coefficient model 

discretely. Since a parameter should be significant, it means that the acquired

parameter should be accidental, by chance and different from zero.  Significant figure 

of parameters must be greater than 1.96 and smaller than -1.96. In this measurement 

model, as has been observed, all the parameter of the model has become significant.

.

Figure 16 T-values of model
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4.2.3 Normal Distribution Test

The One-Sample Kolmogorov-Smirnov Test procedure is utilized to observe normal 

distribution, in our data set. This test was given because Normal Distribution is 

required for some statistical tests that utilized in this study. The results show in the 

following figure-. By considering values of significance for Kolmogorov-Smirnov test 

we can assume that our data set has normal distribution in IT, Process, Organization, 

Change Management, and Citizen, because the p-values are greater than .5 and we 

cannot reject our null hypothesis which claim that our data set has normal distribution.

One-Sample Kolmogorov-Smirnov Test

194 194 194 194 194 194 194 194

5.1924 5.1379 5.2930 4.7758 4.5412 4.3129 4.2204 5.0288

1.00010 1.05576 1.08409 1.04751 1.05996 1.12848 1.22687 1.14920

.135 .118 .125 .093 .092 .097 .068 .098

.068 .048 .058 .065 .092 .041 .068 .046

-.135 -.118 -.125 -.093 -.068 -.097 -.063 -.098

1.875 1.646 1.735 1.289 1.282 1.351 .943 1.369

.002 .009 .005 .072 .075 .052 .337 .047

N

Mean

Std. Deviation

Normal Parametersa,b

Absolute

Positive

Negative

Most Extreme
Differences

Kolmogorov-Smirnov Z

Asymp. Sig. (2-tailed)

TM KM IT Process Organization
Chanage

Management Citizen Success

Test distribution is Normal.a. 

Calculated from data.b. 
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4.3 Analyzing Situation of Critical Success Factors in Municipality 

of Tehran 

4.3.1 Analyzing Top Management Support situation in Municipality of Tehran

For interpreting condition of Top Management Support in Municipality of Tehran we 

are going to make following hypothesis:

Null hypothesis 0H   :

Top management support does not have positive effects on Citizen Relationship 

Management in Municipality of Tehran.

Alternative hypothesis 1H   :

Top management support has positive effects on Citizen Relationship Management in 

Municipality of Tehran. 

60.0:1

60.0:0




pH

pH

Binominal Test

Binomial Test

<= 4 21 .11 .50 .000a

> 4 173 .89

194 1.00

Group 1

Group 2

Total

TM
Category N

Observed
Prop. Test Prop.

Asymp. Sig.
(2-tailed)

Based on Z Approximation.a. 

Figure  17 results of first hypothesis test

The outcomes of statistical computations and analyzing responses of questionnaires 

about effects of Top Management Support in Citizen Relationship Management

success show that in 95% confidence level, and by considering this fact that 

significance of (p-value) is smaller than Alpha, null hypothesis is rejected and we 

must accept alternative hypothesis. Hence we rejected H0, base on the sample 

information, it appears that in Municipality of Tehran 88.83 of respondents declare 

that top management supports Citizen Relationship Management strategies.

Therefore:

Top Management supports has positive effect on Citizen Relationship Management in 

Municipality of Tehran 
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Table  22 frequencies of responses about top management support situation

HypothesisChosen choiceCodeNumberPercent

T
op M

anagem
ent Support

Strongly 

disagree1152.58

Disagree2122.06

Almost disagree3386.53

No opinion411119.07

Almost agree513222.68

Agree615326.29

Strongly Agree712120.79

Total582100

  

  

0

5

10

15

20

25

30

2.58 2.06

6.53

19.07

22.68

26.29

20.79

Strongly disagree                          No opinion                                        Strongly Agree

Figure 18: top management situation
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4.3.2 Analyzing Situation of knowledge management in Municipality of Tehran

For understanding condition of knowledge management in Municipality of Tehran we 

are going to make next hypothesis:

Null hypothesis 0H   :

Knowledge management does not have positive effects on Citizen Relationship 

Management in Municipality of Tehran

Alternative hypothesis 1H   :

Knowledge management has positive effects on Citizen Relationship Management in 

Municipality of Tehran

60.0:1

60.0:0




pH

pH

Binominal Test

Binomial Test

<= 4 35 .18 .50 .000a

> 4 159 .82

194 1.00

Group 1

Group 2

Total

KM
Category N

Observed
Prop. Test Prop.

Asymp. Sig.
(2-tailed)

Based on Z Approximation.a. 

The results of analyzing responses of questionnaires about influences of knowledge 

management on Citizen Relationship Management success illustrate that in 95% 

confidence level null hypothesis is rejected and we must believe alternative 

hypothesis because significance of (p-value) is smaller than Alpha. Base on the

statistical sample, we reject H0 and conclude that knowledge management procedures

support Citizen Relationship Management strategies in Municipality of Tehran 

according to 84.32 of respondents’ declaration. 

Consequently:

Knowledge management has positive effect on Citizen Relationship Management in 

Municipality of Tehran. 



98

Table  23 : frequencies of responses about knowledge management situation

HypothesisChosen choiceCodeNumberPercent

Knowledge

Management

Strongly 

disagree1302.58

Disagree2564.82

Almost disagree3968.27

No opinion418115.59

Almost agree532928.34

Agree631527.13

Strongly Agree715413.26

Total1161100

0

5

10

15

20

25

30

2.58

4.82

8.27

15.59

28.34
27.13

13.26

Pe
rc

en
t

Strongly disagree                          No opinion                                        Strongly Agree

Figure 19: knowledge management situation
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4.3.3 Analyzing Situation of Information Technology in Municipality of Tehran

For inferring position of Information Technology in Municipality of Tehran following

hypothesis are created:

Null hypothesis 0H   :

Information Technology does not have positive effects on Citizen Relationship 

Management in Municipality of Tehran

Alternative hypothesis 1H   :

Information Technology has positive effects on Citizen Relationship Management in 

Municipality of Tehran

60.0:1

60.0:0




pH

pH

Binominal Test

Binomial Test

<= 4 29 .15 .50 .000a

> 4 165 .85

194 1.00

Group 1

Group 2

Total

IT
Category N

Observed
Prop. Test Prop.

Asymp. Sig.
(2-tailed)

Based on Z Approximation.a. 

Analyzing the data acquired from questionnaire about effects of Information 

Technology on CzRM success display that in 95% confidence level null hypothesis is 

rejected and we should accept alternative hypothesis since p-value is smaller than 

Alpha. It looks like that in the Municipality of Tehran 89.68 of respondents make a 

statement that Information Technology supports Citizen Relationship Management

strategies effectively. Therefore, we conclude that Information Technology has 

positive effect on Citizen Relationship Management in Municipality of Tehran.
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Table  24 : frequencies of responses about information Technology situation

HypothesisChosen choiceCodeNumberPercent

Information 

Technology

Strongly 

disagree170.90

Disagree2232.97

Almost disagree3506.45

No opinion412816.52

Almost agree521027.10

Agree624131.10

Strongly Agree711614.97

Total775100

  

  

0

5

10

15

20

25

30

35

0.90
2.97

6.45

16.52

27.10

31.10

14.97

Strongly disagree                          No opinion                                        Strongly Agree

Figure 20: information Technology situation
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4.3.4 Analyzing Situation of citizen Process in Municipality of Tehran
For evaluating conditions of process in Municipality of Tehran the next hypothesis are 

made:

Null hypothesis 0H   :

Process doesn’t have positive effects on Citizen Relationship Management in 

Municipality of Tehran

Alternative hypothesis 1H   :

Process has positive effects on Citizen Relationship Management in Municipality of 

Tehran

60.0:1

60.0:0




pH

pH

Binominal Test

Binomial Test

<= 4 54 .28 .50 .000a

> 4 140 .72

194 1.00

Group 1

Group 2

Total

Process
Category N

Observed
Prop. Test Prop.

Asymp. Sig.
(2-tailed)

Based on Z Approximation.a. 

The results say that because significance of (p-value) is smaller than Alpha, in 95% 

confidence level null hypothesis is rejected and alternative hypothesis is accepted. It 

appears that in Municipality of Tehran 85.57 of respondents declare that process is 

well designed to support Citizen Relationship Management strategies. Therefore,

Process has positive effect on Citizen Relationship Management in municipality of 

Tehran. 
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Table  25 : frequencies of responses about Process situation

HypothesisChosen choiceCodeNumberPercent

Processes

Strongly 

disagree171.22

Disagree2254.35

Almost disagree3518.87

No opinion412621.91

Almost agree519734.26

Agree613423.30

Strongly Agree7356.09

Total575100

  

  

0
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10

15

20

25

30

35

1.22

4.35

8.87

21.91

34.26

23.30

6.09

Strongly disagree                          No opinion                                       Strongly Agree

Figure 21: Process situation
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4.3.5 Analyzing Change Management in Municipality of Tehran
 For examining situation of Change Management in Municipality of Tehran, we are 

going to make following hypothesis:

Null hypothesis 0H   :

Change Management does not have positive effects on Citizen Relationship 

Management in Municipality of Tehran

Alternative hypothesis 1H   :

Change Management has positive effects on Citizen Relationship Management in 

Municipality of Tehran

60.0:1

60.0:0




pH

pH

Binominal Test

Binomial Test

<= 4 73 .38 .50 .001a

> 4 121 .62

194 1.00

Group 1

Group 2

Total

Chanage Management
Category N

Observed
Prop. Test Prop.

Asymp. Sig.
(2-tailed)

Based on Z Approximation.a. 

By considering this fact that significance of (p-value) is smaller than Alpha, the 

results of statistical calculations about effects of Change Management in Citizen 

Relationship Management success present that in 95% confidence level we must 

reject null hypothesis. So, alternative hypothesis must be accepted. It appears from 

questionnaire that in Municipality of Tehran 73.73 of respondents declare that Change 

management supports Citizen Relationship Management strategies effectively. Thus,

Change management has positive effect on Citizen Relationship Management in 

Municipality of Tehran. 
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Table  26 : frequencies of responses about Change management situation

HypothesisChosen choiceCodeNumberPercent

C
hange m

anagem
ent

Strongly 

disagree1585.00

Disagree2827.06

Almost disagree316514.21

No opinion423820.50

Almost agree533028.42

Agree621418.43

Strongly Agree7746.37

Total1161100

  
  

  

0

5

10

15

20

25

30

5.00
7.06

14.21

20.50

28.42

18.43

6.37

Strongly disagree                          No opinion                                       Strongly Agree

  
Figure 22: Change management situation
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4.3.6  Analyzing situation of organization in Municipality of Tehran
Following hypothesis are made because we are going to interpret condition of

organization structure in Municipality of Tehran.

Null hypothesis 0H   :

Organization does not have positive effects on Citizen Relationship Management in 

Municipality of Tehran.

Alternative hypothesis 1H   :

Organization has positive effects on Citizen Relationship Management in 

Municipality of Tehran.

60.0:1

60.0:0




pH

pH

Binominal Test

Binomial Test

<= 4 69 .36 .50 .000a

> 4 125 .64

194 1.00

Group 1

Group 2

Total

Organization
Category N

Observed
Prop. Test Prop.

Asymp. Sig.
(2-tailed)

Based on Z Approximation.a. 

The results of statistical calculations and analyzing responses of questionnaires about 

effects of organization on CzRM success shows that in 95% confidence level we 

must reject null hypothesis and agree with alternative hypothesis because of amount 

of p-value. According to the sample, it looks like that in Municipality of Tehran 79.93 

of respondents declares that Municipality of Tehran is good organized to responses 

the needs of citizens. Hence, from respondents’ points of view, organization is well 

structured and has positive effect on Citizen Relationship Management in 

Municipality of Tehran.
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Table  27 : frequencies of responses about organization situation

HypothesisChosen choiceCodeNumberPercent

O
rganization

Strongly 

disagree1132.25

Disagree2386.57

Almost disagree36511.25

No opinion413823.88

Almost agree517630.45

Agree612421.45

Strongly Agree7244.15

Chosen choice578100
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11.25

23.88

30.45

21.45

4.15

Strongly disagree                          No opinion                                        Strongly Agree

Figure 23: Organization situation
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4.3.7 Analyzing Citizen Issues in Municipality of Tehran
For analyzing condition of Citizen Issues in Municipality of Tehran we are going to 

make following hypothesis:

Null hypothesis 0H   :

Citizen issues are not well considered in Municipality of Tehran.

Alternative hypothesis 1H   :

Citizen issues are good situation in Municipality of Tehran.

60.0:1

60.0:0




pH

pH

Binominal Test

Binomial Test

<= 4 91 .47 .50 .430a

> 4 103 .53

194 1.00

Group 1

Group 2

Total

Citizen
Category N

Observed
Prop. Test Prop.

Asymp. Sig.
(2-tailed)

Based on Z Approximation.a. 

The results show that because of p-value which is smaller than Alpha, in 95% 

confidence level null hypothesis is rejected and alternative hypothesis is accepted. 

Base on the sample information, it appears that in Municipality of Tehran 64.57 of 

respondents are agree with that Citizen Issues are well considered. Therefore, Citizen 

Issues has positive effects on Citizen Relationship Management in Municipality of 

Tehran.

  



Table  28 frequencies of responses about citizen issues situation

NumberPercent

636.53

10911.30

17017.62

18619.27

22923.73

15816.37

505.18

965100
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frequencies of responses about citizen issues situation

HypothesisChosen choiceCodeNumber

C
itizen issues

Strongly 

disagree163

Disagree2109

Almost disagree3170

No opinion4186

Almost agree5229

Agree6158

Strongly Agree750

Chosen choice965

  

Figure 24: Citizen Situations
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4.3.8 Analyzing Situation of CSFs with One Sample T-Test

In this section, the study’s variables are analyzed with One-Sample T-Test. In this 

research seven scale instruments are used in the questionnaire, this scale holds choices 

between 7 (strongly agree) to 1 (strongly disagree). In these regard, if the respondents 

answer 7, 6, or 5 to questions, it could be assumed that from their points of view the 

metrics are in the pleasurable conditions. Therefore, if the means of each variable is

greater than five, it is shown that the variable is in a fine condition. The one sample T-

Test compares the mean of the sample with a given mean to test whether the sample 

mean is equal to proposed means or not. In connection with the point previously 

mentioned, Following hypothesis are recommended:           

                                                                                                                                                                                                                          

H0: µ =3                Accept if P-value > 0.05

H1: µ ≠3                   Accept if P-value < 0.05

For each metric of questionnaire, we assume a hypothesis like the above. The 

following table shows the results of one sample T-Test which provide some 

information like: total mean, standard deviation, standard error mean and significant 

level for acceptance or rejection, and Upper and Lower confidence intervals. The 

following table confirms the results of binary test. Indeed, all of the CSFs and their 

metrics are in good situation except five metrics.   
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4.3.9 One-Way ANOVA

Because respondents are belong to different position, department, and education level,

it is recommended to consider the apparent effects of these variables on their views, 

One-Sample Test

19.397 193 .000 1.722 1.55 1.90

18.538 193 .000 1.691 1.51 1.87

1.805 193 073. .165 -.02 .35

9.552 193 .000 .990 .79 1.19

18.643 193 .000 1.680 1.50 1.86

12.052 193 .000 1.175 .98 1.37

7.007 193 .000 .706 .51 .90

18.089 193 .000 1.526 1.36 1.69

14.559 192 .000 1.363 1.18 1.55

9.983 193 .000 .990 .79 1.19

10.615 192 .000 .912 .74 1.08

7.887 190 .000 .743 .56 .93

7.346 190 .000 .681 .50 .86

3.159 192 .002 .337 .13 .55

2.489 193 .014 .247 .05 .44

5.146 193 .000 .546 .34 .76

3.728 193 .000 .407 .19 .62

.238 191 .813 .026 -.19 .24

3.358 192 .001 .352 .15 .56

8.750 190 .000 .754 .58 .92

5.496 193 .000 .536 .34 .73

1.129 192 .260 .130 -.10 .36

-1.262 192 209. -.135 -.35 .08

8.487 192 .000 .917 .70 1.13

-.377 191 .707 -.042 -.26 .18

10.071 191 .000 .885 .71 1.06

7.934 193 .000 .835 .63 1.04

11.728 192 .000 1.187 .99 1.39

12.086 193 .000 1.196 1.00 1.39

16.607 193 .000 1.19244 1.0508 1.3341

15.012 193 .000 1.13789 .9884 1.2874

16.612 193 .000 1.29296 1.1394 1.4465

10.315 193 .000 .77577 .6274 .9241

7.112 193 .000 .54124 .3911 .6913

3.862 193 .000 .31289 .1531 .4727

2.502 193 .013 .22036 .0466 .3941

12.469 193 .000 1.02878 .8660 1.1915

TM1

TM2

TM3

KM1

KM2

KM3

KM4

IT1

IT2

IT3

PROCESS1

PROCESS2

PROCWSS3

CM1

CM2

CM3 (culture)

CM4

CM5

ORG1

ORG2

ORG3

Citizen1

citizen2

Citizen3

Citizen4

Success1

Success2

Success3

Success4

TM

KM

IT

Process

Organization

Change Management

Citizen

Success

t df Sig. (2-tailed)
Mean

Difference Lower Upper

95% Confidence
Interval of the

Difference

Test Value = 4

Table 29: One Sample T-Test for assesing variables of study
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and determine whether the research findings are effected by them or not. In these 

regards, One-Way ANOVA (analysis of variance) is utilized in order to investigate 

the dissimilarities in responses, which relate to the characteristics of respondents.

Factor Comparison according to department:

At first stage, in order to consider the effect of department on responses, One-way 

ANOVA test is employed among three categories: 1888, 137, and Urban Planning and 

Research Center. One-Way ANOVAs test helps us to observe the mean differences 

among three groups and compare each group responses.

H0: µ1 = µ2= µ3. There is no difference between respondents’ views according to 

their departments.

H1: ∀ µi ≠ µj. There are differences between respondents’ views according to 

their departments.

The following table illustrates the One-Way ANOVA test results for critical success 

factors according to three unlike groups of respondents’ department. The significant 

values for all of hypotheses are greater than accepted level. It means that there is no 

difference among attitudes of respondents based on their departments. These findings 

help us to generalize the findings of the research.

ANOVA

13.294 2 6.647 7.032 .001

164.466 174 .945

177.760 176

25.089 2 12.544 12.372 .000

176.420 174 1.014

201.508 176

38.860 2 19.430 20.863 .000

162.049 174 .931

200.909 176

13.705 2 6.852 6.602 .002

180.601 174 1.038

194.305 176

10.480 2 5.240 4.711 .010

193.543 174 1.112

204.024 176

12.538 2 6.269 5.230 .006

208.561 174 1.199

221.099 176

24.964 2 12.482 9.090 .000

238.929 174 1.373

263.893 176

12.290 2 6.145 4.769 .010

224.186 174 1.288

236.476 176

Between Groups

Within Groups

Total

Between Groups

Within Groups

Total

Between Groups

Within Groups

Total

Between Groups

Within Groups

Total

Between Groups

Within Groups

Total

Between Groups

Within Groups

Total

Between Groups

Within Groups

Total

Between Groups

Within Groups

Total

TM

KM

IT

Process

Organization

Chanage Management

Citizen

Success

Sum of
Squares df Mean Square F Sig.
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4.3.10 Ranking scores of CSFs in municipality of Tehran:

Now, we are going to rank CSFs of CRM in Municipality of Tehran and answer the

question that “is the critical success factors significantly different in their situation?”

In these regards, in order to answer previous question, Friedman Test is applied.  In 

fact, this statistical test evaluates the following hypothesis:

HO: There isn't an important difference among ranks of CSFs. 

HI: There is an important difference among ranks of CSFs. 

Test tatistics(a)

H0 is rejected at significant p-value of 0.05. Therefore, it shows that there is 

important dissimilarity among ranks of CRM CSFs.

According to Friedman’s results, the relevant ranks of each critical success factor are 

presented in next Table:

Table 30Ranking CSFs of CzRM

The above shows that, while Top Management Support is the most satisfactory CSFs,

Citizen Issues is the weakest among CSFs in Municipality of Tehran.

4.4 Analyzing effects of CSFs on CzRM Success

In this section, we are going to analyze the effects CSFs on final success of CRM 

situations. There are two statistical methods, which are utilized in this research: 

correlation and regression.

194N

271.945Chi-Square

6df

.000Asymp. Sig.

Mean 
RankFactors

5.22Top Management Support

4.62Knowledge Management

5.12Information Technology

3.96Process

3.02Change Management

3.46Organization

2.60Citizen issues
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4.4.1 Bivariate Correlations between CSFs and Success

The Bivariate Correlations procedure computes Pearson's correlation coefficient for  

data set with normal distribution, and computes Spearman's rho for that data set 

without Normal Distribution. Correlations measure how variables or rank orders are 

related. Pearson's correlation coefficient is a measure of linear association. Two 

variables can be absolutely related, but if the relationship is not linear, Pearson's 

correlation coefficient is not a suitable statistic for measuring their association. The 

following are the hypothesis for examining correlations between two groups of 

factors:

H0:      There are no significance relations between two variables

H1: There are significance relations between two variables

In subsequent, the table of correlations between variables is illustrated. This table 

shows that there are meaningful correlations between Success and CSFs.

Table 31: Correlations between CSFs and Success

CSFs Success
Information Technology Pearson Correlation .443(**)

Sig. (2-tailed) .000
N 194

Top Management 
Support

Pearson Correlation
.445(**)

Sig. (2-tailed) .000
N 194

Knowledge 
Management

Pearson Correlation
.464(**)

Sig. (2-tailed) .000
N 194

Process Pearson Correlation .590(**)
Sig. (2-tailed) .000
N 194

Organization Pearson Correlation .549(**)
Sig. (2-tailed) .000
N 194

Change Management Pearson Correlation .491(**)
Sig. (2-tailed) .000
N 194

Citizen Pearson Correlation .501(**)
Sig. (2-tailed) .000
N 194
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4.5 Regression model of the effects of CSFs on the CzRM success 

4.5.1 Liner Regression
Regressions are popular statistical methods for calculating relations among

independents and dependents variables. In the conceptual model, we focus to study of 

the relationship between the dimensions of CSF and final success of CzRM strategies. 

In this regards, regression equation is used in which Success is considered as the 

dependent variable and CSFs dimensions as independent variables. Applying 

Regression equations have some requirements and pre-tests. 

For the reason of testing hypotheses about the values of model parameters, the linear 

regression is used also; linear regression model assumes the following pre-tests:

Durbin Watson test, co linearity, and the shape of histogram. We have conducted 

these tests and the results are acceptable for using regression models. The results are 

indicated in the bellow:

Durbin Watson is used for testing variance of the error term, which should be constant 

across cases, and should be independent among the variables in the model. The 

following table shows that the result of Durbin Watson test and it is 2.053. Therefore, 

because the Durbin Watson result is between 1.5 and 2.5, this value is acceptable.

From the following table, we can assume that there is a linear relation between the 

variables because of the p-values is less than .05. 

Model Summaryb

.651 a .424 .402 .88848 2.053

Model
1

R R Square
Adjusted
R Square

Std. Error of
The Estimate

Durbin-
Watson

Predictors: (Constant), Citizen, TM, KM, IT, Organization, Change
Management, Process

a. 

Dependent Variable: Successb. 

ANOVAb

108.059 7 15.437 19.555 .000a

146.829 186 .789

254.888 193

Regression

Residual

Total

Model
1

Sum of
Squares df Mean Square F Sig.

Predictors: (Constant), Citizen, TM, KM, IT, Organization, Chanage Management,
Process

a. 

Dependent Variable: Successb. 
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Another assumption for utilizing regression model is testing co linearity between 

independent variables; in this matter, Multi co-linearity test is used. The Eigen values 

shouldn’t near the Zero and condition index must less than 30. However, this test 

shows that there is some co-linearity between independent variables but it is not so 

significant and we can ignore it.

Collinearity Diagnostics (a)

Model Dimension Eigen value
Condition 

Index

(Constant)
1 1 7.836 1.000

2 .051 12.421
3 .030 16.272
4 .023 18.285
5 .018 20.858
6 .016 21.847
7 .015 22.929
8 .011 26.362

A Dependent Variable: Success

The shape of the histogram should approximately follow the shape of the normal 

curve. This histogram is acceptably close to the normal curve.

Regression Standardized Residual
3210-1-2-3

F
re

q
u

en
cy

30

20

10

0

Histogram

Dependent Variable: Success

 Mean =6.57E-16
 Std. Dev. =0.982

N =194
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Regression equation of this model will be following:

Success = .052*TP + .153*KM -.028*IT +0.345*Process-.077*CM +0.203*ORG 

+.141*Citizen +.991.

From the standardized Coefficient model, we can conclude that the process, 

organization, knowledge Management, and Citizen issues have most influences on 

CzRM success.

Coefficient of determination of regression model (R²) is equal to 0.42 that means that 

42% variance (changes) Success variable is expressed through CSFs and 58% 

changes of CzRM success is expressed through other factors. 

4.5.2 Stepwise Regression

In this part, linear regression is conducted in stepwise method. The stepwise algorithm 

chooses four main dependent variables, which can explain CRM Success effectively:

These factors are Process, knowledge Management, .Citizen Issues, and Organization.

The four Regression equation of this model will be following:

Success=1.938+0.647Process

Success=1.687+.494*Process +.233*Citizen

Success=1.278+0.431*Process+189*Citizen+.174*KM

Success=1.141+0.348*Process+.130*Citizen+.160*KM+.187*Org

Coefficientsa

.991 .402 2.464 .015

.052 .085 .045 .615 .539 .570 1.755

.153 .082 .140 1.854 .065 .542 1.845

.028 .082 .027 .346 .730 .514 1.945

.345 .103 .314 3.344 .001 .351 2.853

.203 .097 .187 2.088 .038 .385 2.599

-.077 .095 -.076 -.807 .421 .352 2.840

.141 .076 .151 1.853 .065 .467 2.142

(Constant)

TM

KM

IT

Process

Organization

Chanage Management

Citizen

Model
1

B Std. Error

Unstandardized
Coefficients

Beta

Standardized
Coefficients

t Sig. Tolerance VIF

Collinearity Statistics

Dependent Variable: Successa. 
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Table 32: Stepwise Regression Model
Coefficientsa

1.938 .313 6.200 .000

.647 .064 .590 10.125 .000

1.687 .311 5.429 .000

.494 .075 .450 6.594 .000

.233 .064 .248 3.636 .000

1.278 .354 3.617 .000

.431 .079 .393 5.470 .000

.189 .066 .202 2.875 .005

.174 .074 .159 2.336 .021

1.141 .357 3.198 .002

.348 .088 .318 3.962 .000

.130 .071 .139 1.821 .070

.160 .074 .147 2.168 .031

.187 .091 .173 2.052 .042

(Constant)

Process

(Constant)

Process

Citizen

(Constant)

Process

Citizen

KM

(Constant)

Process

Citizen

KM

Organization

Model
1

2

3

4

B Std. Error

Unstandardized
Coefficients

Beta

Standardized
Coefficients

t Sig.

Dependent Variable: Successa. 

4.5.3 Regression model CSF on Success Metrics

In order to get better insight about relations of CSFs and CzRM success, regression 

equations have been done between CSFs and Success metrics.

1. Service quality as dependent variable:

Regression equation service quality and CSFs is:

Success = .161*TM + .112*KM -.020*IT +.415*Process-.029*ORG +.080*CM--

.007*Citizen +.1.427.

Coefficients (a)

Model

Unstandardized 

Coefficients

Standardized 

Coefficients

t Sig.B Std. Error Beta

1 (Constant) 1.427 .457 3.121 .002

TM -.007 .096 -.006 -.078 .938

KM .080 .094 .069 .851 .396

IT -.029 .093 -.026 -.308 .758

PROCESS .415 .117 .357 3.550 .000

ORGANIZA .020 .110 .017 .178 .859

Change

Management
.112 .108 .104 1.037 .301

CITIZEN .161 .086 .163 1.865 .064

a Dependent Variable: Success1
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From the standardized Coefficient column, it concludes that the process and Citizen 

issues have most influenced on Service quality.

2. Reduction the cost as dependent variable

Regression equation for cost reduction is:

Success = .224*TM + .165*KM -.067*IT + .323*Process+. .404*ORG-.078*CM -

.108*Citizen +o.595

Coefficients (a)

Model

Unstandardized 

Coefficients

Standardized 

Coefficients

t Sig.B Std. Error Beta

1 (Constant) .595 .571 1.042 .299

TM .224 .120 .153 1.860 .064

KM .165 .117 .119 1.414 .159

IT -.067 .117 -.050 -.574 .567

PROCESS .323 .147 .231 2.204 .029

ORGANIZA .404 .138 .292 2.924 .004

Change

Management
-.078 .136 -.060 -.578 .564

CITIZEN -.108 .108 -.091 -.997 .320

a Dependent Variable: Success2

Standardized Coefficient shows that process, organization, and top Management 

would significantly describe Cost issues.

3. Satisfaction as dependent variable

Regression equation of this model will be following:

Success =- .008*TM + .138*KM -.150*IT + .269*Process+ .258*ORG - .128*CM -

..245*Citizen +.784

Coefficients (a)

Model

Unstandardized 
Coefficients

Standardized 
Coefficients

t Sig.B Std. Error Beta
1 (Constant) .784 .521 1.503 .135

TM -.008 .110 -.006 -.071 .943
KM .138 .107 .104 1.295 .197
IT .150 .107 .116 1.404 .162
PROCESS .269 .134 .201 2.014 .045
ORGANIZA .258 .126 .195 2.044 .042
Change
Management

-.128 .124 -.103 -1.032 .303

CITIZEN .245 .099 .214 2.473 .014

a Dependent Variable: Success3
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In order to improve Satisfaction of citizen, municipality has to work on process and

citizen issues.

4. Loyalty and Trust as dependent variable:

Regression equation of this model will be following:

Success = -.008*TM + .244*KM 042*IT + .3384*Process+. 140*ORG -.216*CM -

.273*Citizen +1.077

Coefficients (a)

Model

Unstandardized 
Coefficients

Standardized 
Coefficients

t Sig.B Std. Error Beta
1 (Constant) 1.077 .521 2.068 .040

TM -.008 .110 -.006 -.072 .943
KM .244 .107 .187 2.288 .023
IT .042 .107 .033 .390 .697
PROCESS .384 .134 .292 2.873 .005
ORGANIZA .140 .126 .108 1.111 .268
Change
Management

-.216 .124 -.177 -1.749 .082

CITIZEN .273 .099 .243 2.757 .006

a Dependent Variable: Success4

Standardized Coefficient values highlight the Process and Citizen Issues for 

increasing citizen loyalty.
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Chapter Five

Conclusion and Implication

5 Conclusion and Implication

In the fifth chapter, we present an overall conclusion according to the findings of 

present study, in addition, some recommendations are provided based on the 

conclusions. After that, in the next part, the findings from the empirical data and 

analysis are discussed as well as limitations and future opportunities for researchers.   
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5.1 Theoretical Implications

We conducted a review of more than 50 CRM journal articles from 2006 to 2009. The 

journals searched include the Journal of Management Information Systems, 

Information Systems Research, The Service industry Journal, Industrial Marketing 

Management, Communications of the ACM, Journal of Services Research, European 

Journal of Marketing, Journal of Marketing Management, Information Systems 

Frontier, and Information and Management. These journals were selected because 

they are regarded to management aspect of information technology or impact of 

information technology on Marketing; Articles were selected if they involve research 

in CRM success and their title, abstract, or keywords emphasized information 

technology Success, Key elements of CRM, critical success factors in CRM or 

Enterprise system Success especially CRM system, CRM efficiency or effectiveness, 

impact of CRM on performance, evaluate CRM, Citizen Relationship Management, 

E-government especially government to citizen, and success and failure in e-

government project, efficiency, after that the articles have been classified in order to 

find the critical aspects of CzRM and the main criteria for evaluating CzRM. 

Classification of the articles in this research was a three-stage process (Keramati & 

Albadavi, 2006). At the first stage the articles which related to key element of CRM 

were selected and more than 20 articles have been reviewed. Then a pool of CSFs 

factors for CRM has been made. After that, for considering differences between CRM 

and CzRM, researches in Citizen Relationship Management and CSFs for electronic 

government area were reviewed (Table9); the next stage is reviewing articles related 

to evaluating enterprise system to find some metrics for evaluating CzRM (Table 10). 

During the search through the articles, deep interviews with the supervisor and some 

other experts are conducted as well as content analysis in order to identify the 

similarity between factors because there are some factors and metrics with the same 

meaning which were only given different titles. So this step was essential to precede 

the research. Finally, this study has identified factors that affect the success of Citizen 

Relationship Management including:

 Top Management Support

 Knowledge Management 

 Information Technology

 Process
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 Change Management

 Organization

 Citizen issues

 CRM strategy

 Environments challenges

After that through a close collaboration with municipality of Tehran, we customized 

our list of potential issues, for them and developed a questionnaire for conducting a 

survey. Here, two of our CSFs including CRM strategy, and environments challenges 

have been deleted. One of the most important findings of this research is to review 

lots of articles related to critical success factors in CRM and propose a tool for 

evaluating critical aspects of Citizen Relationship Management and their final success 

(Table 8).

5.2 Managerial Implications

The results of the t-test and binominal test show that from employees’ points of view 

of Municipality of Tehran, the Citizen Relationship Management is in good situations. 

According to Friedman test, we can conclude that top management support has the 

best situation among the key areas, but the citizen issues are the main concern for this 

organization. Therefore, if they want to improve their activities in this regard, they 

have to pay more attention to this factor.

The results of correlation test suggest that CSFs of CRM enhance performance of 

Municipality of Tehran. Therefore, we suggest to Municipality of Tehran emphasis on 

these CSFs as a mean of improving their Service.

The results of regression model propose that success and failure of CzRM is highly 

dependent on the four following factors: process, organization, knowledge 

Management, and Citizen Issues. These factors have the most influence on CzRM

success. Coefficient of determination of regression model (R²) is equal to 0.42 which 

means that 42% variance (changes) Success variable is expressed through these CSFs. 

In fact, if the Municipality of Tehran wants to improve their system, the efforts in 

these areas must be done.

The most important factors to explain success is process. Many projects are 

unsuccessful because of the lack of harmonization between strategy and processes. 

Public Administrations have to realize all processes in large detail, which might not 
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be possible because of human resource limitations. Furthermore, the managers of 

Municipality of Tehran have to notice the fact that Technology is not essential in 

order to improve the citizen orientation in the public sector. Changing office hours,

redesigning the waiting areas or the openings of one-stop service centers are just some

examples that have had an impact on citizen satisfaction/citizen orientation. Recent 

empirical studies suggest that CRM technology only has a moderate to weak effect on

the overall success of government` relationship to citizens (Schellong & Langenberg, 

2007).

However, Electronic Government and CiRM make a difference and open totally 

different opportunities; the reported success rate of CRM strategies in the business 

sector varies between 30 to 70 percent (Schellong & Langenberg, 2007). The 

organizational challenges natural in any CRM program and the variety of people 

involved present another risk.

Another very essential problem for the public sector is cost due to budget constraints

especially at the local level. A rather long time in the political sphere, and costs

usually run from 60 to 130 Million United States Dollar. Consequently, ruined costs

are other important factors that have to be considered before a CRM strategy is 

selected. Switching between systems is not possible (Schellong & Langenberg, 2006). 

Finally, the research contains some implications for Managers who want to run CzRM 

Projects:

 The recommended citizen relationship management evaluation model provides 

a mean by which the implementation of a CRM project can be examined.

 The CSFs can be used as guidance mean in the planning and execution phase 

of CRM projects.

 Presenting vitality and criticality of the CSFs provide manager a great insight 

for improving decision making in activity definition and resource allocation 

during the planning and implementation of CRM programs.  

 Information Technology: We recommend Municipality of Tehran using 

customer information management, integrated database, IVR technology as 

well as workflow technologies, which provide back office and front office 

integration. Furthermore, employing more data mining techniques are 

suggested to them.
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 Change Management: communicating CRM strategy to the staff, and training

them, and using project management techniques are recommended to 

Municipality of Tehran.

 Top Management Supports: Assign more supporting rules for CzRM strategies

are suitable for improving Citizen Relationship management in Municipality 

of Tehran.

 Citizen issues: Pay attention to social and economical situation of poor people 

as well as training and informing Citizen about new opportunities which 

available through new services which are available in Municipality of Tehran.

 Organization: Employing multidisciplinary teams and multi customers touch 

points.

 Process: Defining customer oriented business processes, Standardization, 

measurement and continuous improvement of the processes. 

 Knowledge Management: Defining customer knowledge transformation 

procedures, to transfer tacit knowledge to explicit knowledge, and using wikis 

and blogs for sharing knowledge.

5.3 Limitation

Likewise any other study, there are certain limitations that should be recognized. 

First, Present study relied on a sample of three departments in Municipality of Tehran 

employees. Consequently, generalization of the findings is not correct. Second, data 

are cross-sectional in nature and it is not possible to determine causal relationships. 

The most important restriction with this study is related to gathering data; however I 

was supported by research and Urban Planning and Research Center in municipality 

of Tehran, but I have not authorized to access internal Information of Municipality of 

Tehran.

5.4 Suggestion Future Research

 One of the future research candidates is evaluating Citizen Relationship 

Management in Municipality of Tehran more completely. For example in a 

separate research, we can evaluate CzRM in this organization with Balanced 

Scored Card system.
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 In addition, since business, performance can have a variety of meanings (e.g. 

short- or long-term growth; financial or organizational benefits); it is broadly 

viewed from two viewpoints in the literature. First, there is the subjective 

concept, which is primarily concerned with the performance of firms relative 

to that mindset of the managers or employees (Golden, 1992). The second 

method is the objective idea, which is based on total measures of performance 

(Chakravarthy, 1986; Cronin and Page, 1988). For this study, a subjective 

rather than an objective approach is used because of the following reasons. 

First, Municipality of Tehran information is classified as confidential.

Therefore, the researcher does not have access to this information .also 

because the Municipality of Tehran is a huge organization, due to limitation in 

time and cost it could not possible to observe these factors in this organization. 

But in case an authorized research team is created, it will be a good idea to

assess critical success factors and their metrics in Municipality of Tehran by 

observation methods and objective criteria. Then compare the results of that 

study with the current study. 

 Another idea for further research is to develop scope of the research. 

Performing the same study with a larger sample size in order to apply SEM 

technique.

 The model and assessment tools of this study could be applied in other  

organizations like other municipalities or public organizations which CRM 

system have been launched to conduct more tests about the hypothesis..

 Applying other methods to find critical success factors for Citizen 

Relationship Management and assess their impact of final success of these 

strategies is one of further research ideas. For example some qualitative 

methods like Delphi, AHP, or DESMET can be utilized for finding CSFs. 

Furthermore, for Assessing impact of CSFs on final Success some techniques 

like System Dynamic or Cognitive Mapping can be applied.

 There are lots of attempts in Municipality of Tehran to improve Citizen 

Relationship Management. In this regards designing an integrated CRM 

system for this organization with integrating databases between different 

departments and emphasizing on Data Mining techniques is one of future 

researches candidates.
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Appendix

A. Questionnaire

A. General Information
E-mail:
--------------------------------------------
Gender:

Male:  □ Female:  □
Age:

Under 20-30:  □ 30-40:  □ 40-50:  □ 50-60□ Upper than 60:  □
Education:

Diploma:□  2 years under graduate :□  Bachelor degree:  □ Master: □
PhD□
Department:

137□ 1888□ Urban Planning and Research Center. of Municipality of Tehran□
Other □  
Occupation:

Manager □  Expert □Other□  
Job Experience:

1-5□  5-10□  10-15□  over 15□  
B. Evaluation of Current situation of Citizen Relationship Management in 
Municipality of Tehran

Please indicate the extent to which you accept or reject
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1. Mayor and other Top Managers of 
Municipality support CzRM
Projects

              

2. Top Managers are leaders of 
CzRM Projects and pay enough 
attention to citizen –oriented 
programs 
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3. Citizen are well informed about 
services ,opportunities, and other 
facilities in Municipality of 
Tehran

              

4. Citizens’ information are  
completely gathered in a Database 

              

5. Complaints and suggestions of 
citizen are gathered in their 
database

              

6. The gathered information and 
data are analyzed to solve their 
problem and increase service 
quality

              

7. The results of analyzed data are 
shared between different 
departments through Municipality 
of Tehran

              

8. Process of knowledge creation 
is defined; also incentives like 
motivation, reward, and 
recognition are provided to  
encourage transforming of tacit
knowledge to explicit 
knowledge

              

9. There is a network in 
Municipality of Tehran in order to 
identify and share best practices 
among employees

              

10. Different technologies like SMS, 
websites, Phone and etc are 
utilized to communicate to citizen 
as well as deliver on-line services 

              

11. Information Technology are well 
utilized to record ,share , and 
transforming information 
thorough Municipality

              

12. Data fragmentation problems are 
avoided by consolidating all 
citizen information collected from 
various customer-contact 
channels: face-to-face such as 
sales representatives, fax, mail, 
telephone, E-mail, and Websites  

              

13. The quality of Information 
Technology services and products 
are in good situation

              

14. Relationship-management 
processes are documented and 
procedures are clearly 
described 

              

15. The CzRM process are 
constantly improved by 
performance measurement tools
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16. The CzRM process are 
standardized By setting concrete 
and measurable process targets

              

17. There is strong Citizen oriented 
culture in Municipality of Tehran

              

18. CRM is completely aligned with 
requirements of different 
stakeholders 

              

19. All of employees and managers 
are involved in CzRM have 
been trained, in order to reduce 
resistance to change.   

              

20. There are good collaboration and 
coordination between Front and 
back office units

              

21. Multidisciplinary teams are 
created 

              

22. Employees are motivated by 
incentives and rewards to 
encourage a Citizen-focused 
behavior.

              

23. CzRM projects are well 
supported by precise planning and 
schedule and in accordance with 
Project Management techniques

              

24. All the employees and managers 
are completely trained to use 
CRM, they are familiar with 
Citizen-Centric strategies

              

25. There are well-supported laws for 
CzRM projects

              

26. The economical and social 
conditions of citizen are 
considered 

              

27. Privacy of Citizen are respected 
by Municipality

              

28. Citizens are well trained and 
informed 

              

29. Citizen are participated in 
designing systems and process

              

30. Rules ,process, and procedures 
are easily available for Citizens

              

31. CzRM Projects increase service 
quality

              

32. CzRM Projects decrease the cost               
33. CzRM Projects increase Citizen 

Satisfaction
              

34. CzRM Projects increase 
collaboration and trust of Citizen

              


