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Abstract 

The purpose of this thesis is to study CRM in tourism SME's in Iran. Hotels, 

hotel apartments and travel agencies of Tehran have been chosen as sample. 

This research explains the objectives for CRM implementation, factors 

influencing CRM implementation and barriers of CRM in tourism SME's in Iran. 

 

From conducting this study some main findings have been found. Firstly CRM 

objectives divided into six categories, which are decreasing costs, sustaining 

competitive advantage, improving customer services, Customer retention, Acquiring 

new customer, increasing profits. Secondly, factors influencing CRM implementation 

can be divided to four initial factors which are communication-distribution 

infrastructure, Business dynamics, Customer relations, Innovation & quality. 

 

Thirdly the barriers divided into nine categories which are: Inadequate 

supporting budgets, Lack of senior management Commitment to CRM, Poor 

communication, an absence of complementary customer management skills, 

Inefficiencies in business process, Lack of end-user input at service stage, a lack of 

standardization, Inter-departmental conflicts, Lack of cultural readiness. 

In the next step research questions will be answered which is the most 

important objective, the most important factors influencing CRM implementation and 

more important barriers influencing CRM implementation according to answers of 

tourism SME's managers. 
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Chapter 1 

1. Introduction 

This introducing chapter will provide the reader with an insight to the research area. 

This chapter will begin by problem discussion followed by the discussion and overall 

purpose of the study. The overall purpose is more specifically defined with two 

outlined researched questions. Finally, the demarcations and the deposition of the 

study are presented. 
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1.1 Background 

Khalifa and Liu (2001) noted that, a survey of more than 1,600 businesses and 

IT professionals conducted by Data Warehouse Institute, found that, some of the 

respondents have CRM project budgets of over $ 10 million. This finding indicates 

that CRM is very important for organizations. The Cap Gemini further added that, the 

average total investment in CRM of 300 U.S and Europeans companies was $ 3.1 

million. More than 69% of the companies surveyed spent less than 45 million and 

more than 13% of the companies spent over $10 million (Sterne, 2000). this finding 

also indicates that a great number of companies spend great amount of their budget on 

CRM therefore it is important for organization to know the objectives of CRM 

implementation, which factors of CRM are most important to them and find their 

obstacle for implementing CRM. A survey of 300 companies conducted at a CRM 

conference concluded that CRM is not a cheap, easy, or fast solution. Mooney (2000) 

further added that, more than two-thirds of CRM projects end up in failure. However, 

he went further to say that, the successful third could obtain up o 75% return on 

investment. 

According to Wilson (2002) CRM is a concept that enables an organization to 

tailor specific products or services to each individual customer according to his or her 

need. In the most advanced scenario, CRM may be used to create a personalized, 

customized, one- to-one experience that will give the individual customer a scene of 

being cared for, thus opening up new marketing opportunities based on the 

preferences, previous behavior and history of customer. Fayerman (2002) said that 

CRM as a customer-focused business strategy that aims to increase customer 

satisfaction and customer loyalty by offering a responsive and customized services to 

each customer. Wilson (2002) again indicated that CRM technology are most 

commonly implemented in functional areas such as customer support and service, 

sales and marketing to optimize profitability and revenue. 

According to Galbreath and Rogers (1999), CRM is relatively a new 

management concept, a new approach to managing customers, currently sweeping 

through business worldwide and it‘s especially finding audience in the professional 

service sector. Freeman 2004 noted that, services comprises of about 80% of US 

economy and above 50% of every county‘s economy. Again he further adds that, 
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world trade in services now approaches $ 1 trillion per year and continue to grow 

even more. Canel, Rosen and Anderson (2000), stated that, the services industries in 

developed countries have been continuously increasing. They went ahead to say that, 

in the U.S alone, during the past 15 years, the non-goods- producing sector, that is the 

service sector of non-agricultural labor force rose 52%. This further makes it 

interesting to study the objectives of CRM and factors that are most important n 

managerial sight. Theses interesting statistics also makes it very imperative for studies 

to be done in the tourism industry.  

According to Canel, Rosen and Anderson (2000), expanding global 

competition, emerging new technologies, and the improved communications have 

increased customers‘ expectations for full satisfied with products and services they 

purchase with. They further added that many manufacturing and service companies 

have been challenged to increase their focus on customer satisfaction and quality of 

products and services. In Iran, tourism has been shattered from competition and has 

had little incentive to drive out inefficiency.  Shielded by regulation and confronted 

by few foreign competitors, tourism SME‘s have allowed their white-collar payrolls 

to become bloated, their investments in information technology to outstrip the 

paybacks and their productivity o stagnant, this in my opinion vindicates the 

importance of this study to be made in the service sector. 

 

1.2 Problem discussion 

Customer focus and attention to customer service is not a new concept. It is 

certainly a business dynamic that has been recognized for a long time by more people 

than the management gurus such as Peter F. Drucker. CRM is more evolution than 

revolution. Thus, achieving the full potential of each customer relationship should be 

the major goal of every business (Boxwell, 2000). Particularly, customer relationships 

play a major role in the competence development of SME's (Skaates &Seppanen, 

2002). SME's are embracing CRM as a major element of business strategy, because 

technological applications permit a precise segmentation, profiling and targeting of 

customers and competitive pressures require a customer-centric culture (Gurau, 

Ranchh od, &Hackney, 2003). 
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To survive in the global markets, focusing on the customer is becoming a key 

factor for SME's. It is known that it takes up to five times more money to acquire a 

new customer than to get an existing customer to make a new purchase. Hence, 

customer retention is in particular important to SME's because of their limited 

resources (Baumeister, 2002). Moreover, a dissatisfied customer causes market 

damage because they are more likely to defect to competition and more likely to 

persuade others to defect. It is therefore no surprise that CRM is an important topic of 

conversation in business world (Feinberg, Kadam, Hokam, & Kim, 2002). 

Tourism industry in Iran has a deep gap to attract tourist from any segments. 

These barriers originate has many reasons from economical to political, principals to 

complicated tools for tourism attraction, from legislation to implementation. Iran as a 

developing country needs a greater portion of tourism industry. In this study by 

reviewing literature review of CRM and using CRM concepts I try to find some 

solutions for decreasing barriers and restrictions to develop Tourism industry and 

attract tourist and pleased them. I have high lightened the importance and potential 

impact of CRM on customer relationship in tourism SME's (Travel agencies, Hotels, 

Hotel apartments in Tehran). I have focused on factors influencing the 

implementation CRM at tourism SME's and the most barriers for implementing CRM 

in tourism SME's. 

1.3 Research purpose 

Based on the reasoning above, the purpose of this study is to analysis critical 

factors influencing CRM implementation in tourism SME's. 

To reach this purpose, the following research questions emerge: 

1- What are the most important objectives for implementing CRM in tourism 

SME‘s? 

2- Which factors influencing CRM implementation in tourism SME's according 

to managers' perspective? 

3- What are barriers of implementing CRM in tourism SME's according to 

managers' perspective? 
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1.4 Hypotheses  

The research attempt to determine whether professional positioning and job 

experiencing of managers and working in larger enterprises has any affect on 

choosing the factors for CRM implementation; Managers choosing the factors 

regarding to customer perspectives and objectives of business; Having separate 

division for CRM in enterprises affect the factor choosing by respondents; And each 

obstacle and factor has the same affect on CRM implementation.   

Therefore the following hypotheses are formulated: 

 1H  :  "Job position" of respondent affects the factors choosing   

 2H : "Customer relations perspective" affects the factors choosing   

 3H : "Number of personnel of tourism SME's " affects the factors 

choosing   

 4H :  "Who is responsible for CRM implementation in tourism 

SME's " affects the factors choosing   

 5H : Each factors has the same affect on CRM implementation 

 6H : "Objective selection" affects the factors choosing   

 7H : Each obstacle has the same affect on CRM implementation 

1.5 Demarcations  

There are many aspects within this research area and due to time limitations I 

will only focus on some of them and a complete picture of topic will not provided. I 

have therefore limited my research to view the above stated research questions. 

Furthermore, this thesis will be based from managers' perspective, and no attention 

will be given to the customer perspective. 
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1.6 Outline of the study  

This study is divided into five chapters. By now, the content of the first 

chapter is already presented and familiar to the reader, consequently; only the content 

of the following chapters will be briefly discussed below.  

The second chapter provides the reader with an overview of the literature, 

relating to the three main research questions of the study. Chapter three describes and 

motivates the research methodology used in this study. Chapter four includes and 

analysis of the empirical data. 

Finally, chapter five contains the overall conclusions that can be drawn from 

the research conclusions will be given in relation to the three research questions and 

the chapter is ended with implications for further research. 
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Chapter 2 

Literature Review 

 

The previous chapter provided the problem discussion of the area of this study, 

leading down to the specific research questions. In this chapter earlier studies within 

the research purpose will be reviewed. The aim of this chapter is to provide relevant 

literature in the field CRM. At the end of chapter literature of Iran tourism industry 

will be reviewed.  

2.1 Background 

2. 1.1. Changes in management systems in 1990s: ERP  

The new framework for company activities that emerged in 1990s, 

characterized by the globalization of markets, technological development, the larger 

number of competitors, and increased customer demands, obliged companies to renew 
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their management systems in order to adapt themselves to the new competitive 

environment (Chalmeta et al., 2001). 

The dynamic of the change was based on both methodological and 

technological elements. Firstly, concepts and methodologies directed towards 

reducing costs and improving the quality of operational activities, such as 

reengineering business processes, supply chain management, and so forth, was 

consolidated. Secondly, innovative technologies became available, thus allowing 

companies to manage an ever increasing volume of information in an efficient 

manner. One of the most important of these technologies was the ERP (enterprise 

resource planning) computer programs (Kennerley and Neely, 2001). 

Consequently, companies have achieved a high level of maturity in the use of 

computer applications to improve the efficiency of the firm's everyday activities. It is 

therefore very common, depending on their size or the sector, for their operational 

level activities in the areas of accounting, sales, purchasing, warehousing, logistics, 

production and human resources to be computerized. 

2.1.2. Changes in management systems in 2000: CRM solutions 

The implementation of ERP produces an improvement in the quality and 

efficiency of business processes. However, when the majority of companies in a 

sector have optimized their internal processes, this improvement becomes a condition 

that is necessary to remain in the market, but ceases to be a competitive advantage 

Dyche, 2001). 

As a result, in the future, differentiation from competitors is going to be based 

on the speed with which a company is capable of responding to the requirements and 

demands of the market with innovative products and services (Boon et al., 2002). 

Therefore, although customer care has always been a basic rule of commercial 

activity, a new model of customer relationship management (known as CRM) is now 

necessary in order to adopt a customer focused form of organization, which 

maximizes the value customers can expect from the company and sees in the 

information derived from the customer the opportunity to establish business strategies 

(Fig.2.1) (Kenneth, 2002).In addition, from the technological point of view, this new 
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customer-focused organizational model makes it necessary to complement the ERP 

applications that have played a key role in the processes of optimizing internal 

procedures (Business Process Re-engineering) and external processes relating to 

supply chain management with CRM Information Technologies (IT) solutions that 

play a key role in customer management procedures (Xu et al., 2002).  

 

 

 

 

Figure 2.1: evolution of technological and management approaches. 
 Source : (Kenneth, 2002). 

 

2.1.3 CRM (Customer Relationship Management) 

‗‗[CRM]. . .isn‘t a technology. As you will see, that‘s true, but not strictly. I 

also heard that it was a ‗customer facing‘ system; That it is a strategy and/or a set of 

business processes, a methodology, It is all of the above or whichever you choose‘‘ 

(Greenberg, 2001, p. 4).  
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While retaining customer loyalty has been a sale principle for a very long 

time, customer Relationship Management (CRM) is actually a tremendous step 

forward in creating a system that can provide a means for retaining individual loyalty 

in a world of nearly 6 billion souls (Crotean &Li, 2001). In order to understand CRM, 

you must also understand the changing nature of the customer because customers are 

not what they used to be. (Greenberg, 2001) 

CRM is a concept that enables an organization to tailor specific products or 

services to each individual customer. In the most advanced scenario, CRM may be 

used to create a personalized, one to one experience that will give the individual 

customer a sense of being cared for, thus opening up new marketing opportunities 

based on the preferences and history of the customer (Wilson, et al., 2002). CRM is 

also a customer-focused business strategy that aims to increase customer satisfaction 

and customer loyalty by offering a more responsive and customized service to each 

customer (Fayerman, 2002). CRM technological initiatives are most commonly 

implemented in functional areas such as customer support and services, sales, and 

marketing to optimized profitability and revenue. However, there is no universal 

explanation of what CRM is, since the area is fairly new and still under development. 

It is therefore important to know that numerous attempts of defining CRM exist and 

that many organizations adapt the definition to their own business and their unique 

needs (Wilson, et al., 2002) the quotations stated below are three example of how 

CRM is defined. 

"CRM is about managing customer knowledge to be understood and serve 

them. It is an umbrella concept that places the customer at the center of an 

organization. Customer service is an important component of CRM; however CRM is 

also concerned with coordinating customer relations across all business functions, 

points of interaction, and audiences" (Bose & Sugamaran, 2003, p.4). 

"CRM is the infrastructure that enables the delineation of increase in customer 

value, and the correct means by which to motivate valuable customers to remain 

loyal- indeed, to buy again"(Dyche', 2001, p.4). 
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"CRM is an enterprise-wide mindset, mantra, and set of business process and 

policies that are designed to acquire, retain and service customer. CRM is not a 

technology, though Technology is a CRM enabler"(Greenberg, 2001, p.14). 

It was found that CRM has, implicitly or explicitly, been conceptualized as a 

(1) process (e.g., Day & Van den Bulte, 2002; European Centre for Customer 

Strategies, 2003; Galbreath & Rogers, 1999; Gronroos, 2000; Plakoyiannaki & 

Tzokas, 2002; Reinartz et al., 2003; Srivastava, Shervani, & Fahey, 1999); (2) 

strategy (e.g., Adenbajo, 2003; CRMGuru, 2003; Croteau & Li, 2003; Deck, 2003; 

Destination CRM, 2002; IT Director.com, 2003; Kracklauer, Passenheim, & Seifert, 

2001; Tan, Yen, & Fang, 2002; Verhoef & Donkers, 2001); (3)philosophy (e.g., 

Fairhurst, 2001; Hasan, 2003; Piccoli, O‘Connor, Capaccioli, & Alvarez, 2003); (4) 

capability (e.g., ITtoolbox.com, 2003; Peppers, Rogers, & Dorf, 1999); and/or (5) 

technological tool (e.g., Gefen & Ridings, 2002; Shoemaker, 2001). Although 

individual definitions tended to advocate a specific perspective, it was not uncommon 

to find conceptualizations that simultaneously stressed multiple perspectives at a time 

(e.g., Kim, Suh, & Hwang, 2003; Pantazopoulos, 2003; Rigby et al., 2002). 

Table 2.1 provides a description and representative conceptualization of each 

of the five major perspectives on CRM. Moreover, the table outlines implications for 

CRM success (i.e., a firm‘s ability to build profitable customer relationships) that 

become particularly salient when CRM is defined in terms of one of the individual 

perspectives. 
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Table 2.1: Dominant perspectives on CRM 

According to zGefen and Riding (2002), CRM can be divided into three 

different types: operational, analytical, and collaborative. Operational CRM, also 

known as a front-office CRM, enables and streamlines communications and involves 

the areas where direct customer contact occurs, for example, a call center or e-mail 

promotion (Romano, 2003). Operational CRM attempts to provide seamless 

integration of back-office transactions with customer interfaces and the majority of 

self-described CRM products on the market today fall into the operational category 

(Adebanjo, 2003). 

Analytical CRM, also known as back-office or strategic CRM involves 

understanding the customer activities that occurred in the front office and enables an 
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organization to analyze customer relationships through data mining (Gefen & 

Ridings, 2002; Shaw, 2001). Analytical CRM requires technology to compile and 

process the mountains of customer data to facilitate analysis and new business process 

to refine customer-facing practices to increase loyalty and profitability (Adebanjo, 

2003). 

Collaborative CRM is almost and overlay (Greenberg, 2001). It is the 

communication center, the coordination network that provides the neural paths to the 

customer and supplier (Schubert & Koch, 2002). It could mean a portal, a partner 

relationship management application, or a customer interaction center (Gefen & 

Riding, 2002). According to Fayerman (2002) it could also mean communication 

channels such as the web or e-mail, voice applications, or snail mail. Fayerman (2002) 

further states that it also could mean channel strategies. In other words, according to 

Schubert and Koch (2002) it is any CRM function that provides a point of interaction 

between the customer and the channel itself. According to Greenberg (2001) the goal 

with CRM is to recognize and treat each customer as an individual using the three 

types of CRM. 

The emergence of the internet heralded a new opportunity for customer 

relationship building (Croteau& Li, 2001). For one thing, search engines made it 

easier for customers to find online merchants and interact with them. Moreover, the 

internet simplified bi-directional communication to merchant. Instead of waiting to be 

mailed a form to open an account or order by phone, a prospective customer need 

only to send an application through cyberspace, resulting in shorter delivery time, 

improved accuracy, and quite often a higher positive perception (Strauss& Hill, 

2001). In fact, the internet is an environment of zero latency, offering real-time 

information, and often on-demand product delivery product delivery (Bradshaw& 

Brash, 2001). 

A new term for taking care of customers via the internet, e-CRM, is recently 

applied by some organizational and academic communities ( Rgins& Greco, 2003); e-

CRM refers to electronic customer relationship management or , more simply, CRM 

that is Web-based ( Dyche', 2001).there is a lot of debate over whether e-CRM is a 

real designation or just a marketing ploy by CRM organizations and academics trying 

to distinguish themselves in the rapidly increasing morass of CRM 
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pretenders( Greenberg, 2001). According to Greenberg (2001) e-CRM is CRM and 

CRM must become e-CRM. 

2.2 CRM Objectives 

In this section objectives for CRM implementation within an organization will 

be discussed. Objectives of CRM will be described in order to present different views 

of the topic. The presented CRM objectives have been verified in previous research 

and studies by each author mentioned below. The selected theories are of importance 

in order to be able to answer the first research question. 

 Objectives by Burnett 

Burnett (2001) discuss that the objectives from CRM generally fall into three 

categories; cost saving, revenue enhancement, and strategic impact, and states that the 

following objectives seems reasonable for a company implementing CRM: 

1. Win rates 

Which will improve since the organization withdraws from unlikely or bad 

deals earlier in the sales process. 

 

2. Increased margins 

By the results from knowing the customer better, efforts can be directed to 

switch less profitable accounts to lower cost/service delivery channels. 

 

3. Improved customer satisfaction rates 

The increase occurs because customers will find that the offer is more in 

line with customers' specific needs. 

 

4. Decreased general sales and marketing administrative costs 

This decrease occurs since the organization has specified and has good 

knowledge about its target segment customers. Thereby the organization is 

using its resources better when no effort is a waste of money or time. 

 

 Objectives by Wilson, Daniel, and McDonald 
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Wilson et al. (2002) claim that organizations are becoming increasing aware of 

the importance of moving closer to their customers and their extended enterprise 

business units. The leading organizations specifically communicate their objectives 

and goals and the CRM objectives are to increase business opportunities by: 

 improving the process to communication with the right customers 

 providing the right offer for each customer 

 providing the right offer through the right channel for each customer 

 providing the right offer at the right time for each customer 

 

By doing this, organizations can receive the following benefits: 

1. increased customer retention and loyalty 

The ability to maintain loyal and profitable customers to increase the 

organizations' benefit. 

 

2. higher customer profitability 

Increasing individual customer margins while offering the right product at the 

right time. 

 

3. creating value for the customer 

Acquiring the right customers based on knowledge or learned characteristics, 

which drive growth and increased margins. 

 

 Objectives by Greenberg 

Greenberg (2001) states that the following objectives seem reasonable for an 

organization implementing CRM: 

 

1. Increased revenue 

Focus the sales force on increasing organizational revenue through better 

information and better incentives to drive top line growth. 

 

2. improved global forecast and pipeline management 

Improve information access, forecasting and pipeline management to improve 

organization's ability to close deals. 



23 

 

 

3. improve win probability 

Improve the focus of organizational sales efforts with better information to close 

deals. 

 

4. reduce cost of sales 

New technologies can lower the cost of deploying sales automation solutions and 

at the same time improve the effectiveness of organizational sales efforts. 

 

5. increase sales representative productivity 

Reduce the steps involved in tracking and quoting customer data with integration 

of sales capabilities across the organization. 

 

6. promote sales representative retention 

Empower organizational sales force to proactively track and monitor their 

performance and compensation levels to better motivate them to achieve goals and 

be successful within their positions and for the organization. 

 

 Objectives by Bayon, Gustsche and Bauer 

 

Bayon et al. (2002) claim that three factors influence marketing to CRM and that 

organizations should be view objectives for marketing offered by CRM as follows: 

 

1. Closed-loop marketing  

Improve marketing management and programs with a comprehensive marketing 

system that supports planning, campaign management, execution, internet support 

and analysis. 

 

2. Better information for better management 

Implement highly focused targeted campaigns with better returns on marketing 

investments. 

 

3. Expand marketing channels through the web 
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Utilize the power of the internet to increase marketing reach and effectiveness. 

 

 Objectives by Ryals and Knox  

According to Ryals and Knox (2001) services that an organization provides to their 

customers have an impact on the customer's perspective of an organization. The CRM 

objectives for services applications according to Ryals and Knox (2001) are stated 

below: 

1. services reduce costs and increases profitability 

Create a profit center out of a service organization using operational and customer 

information to reduce costs and generate more revenues. 

 

2. services improves service delivery 

Create efficient and effective service business sing integrated enterprise-wide 

information available in other front office and ERP applications. 

 

3. services helps organizations to delight customers 

Provide enhanced customer care, service and customer information management 

across the organization to improve customer satisfaction and loyalty. 

 

4. services helps organizations differentiate their product 

Distinguish business by offering services as a differentiator using multiple channel 

communications with customers, full enterprise wide view of customer 

information. 

 

 Objectives by Kim, Suh and Hwang 

According to Kim et al. (2003) CRM objectives can be divided into four 

categories as described below: 

 

1. Customer knowledge: 

This means collecting appropriate customer information, analyzing customer data, 

acquiring new customers, improving skills of employee, improving CRM technique, 

and secure service 
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2. customer interaction: 

This means appropriate response to customer request, integration of business process, 

improving channels management, maximizing the effectiveness and efficiency of 

organization operations, customizing product and services 

 

3. customer value: 

This means improving customer retention, profits increase, improving customer 

service and support, building an attractive virtual community 

 

4. customer satisfaction: 

This means improving service quality and establishing relationships with customers. 

 

2.2.1 Summarizing theories of objectives for CRM implementation  
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The objectives stated by different authors sometimes describe the same thing 

or the same objectives in different words. For this reason, this section is the 

summarization and comparison of theses theories. To make the first research question 

more clear and easy to grasp, I have chosen to divide the question into six categories 

suggest by Ozgener and Iraz (2005) : Decreasing costs, sustaining  competitive 

advantage, improving customer services, customer retention, acquiring new customer, 

increasing profits. 

 

 

By introducing and adopting theories by several authors my frame of reference 

become more extensive and covers several angles from which the objectives can be 

stated. When it comes to the objectives stated by Ozgener and Iraz (2005) all of the 

objectives for CRM implementation included and most of the other authors stated the 

same objectives in different words. 

2.3  Factors influencing CRM implementations in businesses 

 

Attracting new customers , predict customer buying behavior, competitive 

advantage, customer satisfaction, customer retention , acquisition of new customers, 

Build long-term relationship, Effective management of information and knowledge , 

 

Decreasing 

costs 

Sustaining 

competitive 

advantage 

Improving 

customer 

service 

Customer 

retention 

Acquiring 

new 

customers 

Increasing 

profits 

Burnett Burnett    Burnett 

  Wilson et al. Wilson et 

al. 

 Wilson et al. 

Greenberg Greenberg    Greenberg 

 Bayon et al.    Bayon et al. 

Ryals et al Ryals et al Ryals et al Ryals et al   

 Kim et al. Kim et al. Kim et al. Kim et al.  

Table2.2: Summarizing theories of objectives for CRM implementation  
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product & service innovation (websites tailored to customer need, experience & other 

characteristics and the development of mass customization, providing a single & 

consolidated view of customer, calculating the value of the customer, establishing a 

strategy for a multi-channel based communication with the customer, designing and 

developing personalized transaction.) stated by Karakostas, Kardaras,  Poathanassiou 

(2003) as factors influencing CRM implementation. Data warehousing, Knowledge 

management and Portals on the web are the factors stated by Newell (2000). Piccolo, 

O'Connor, Capacciol, Alvarez (2003) stated that Information technology, build long-

term relationship, higher profitability, significant investment in technology are the 

factors influencing CRM. Hart (1995) stated that building organizational / operational 

flexibility is a factor influencing CRM implementation. People, customer 

management and detailed measurement are the factors by Alford 2001. A co-ordinate 

management of strategies and operational business process, ICT, leadership, change, 

cultural and measurement strategies are the factors stated by Tiwana (2001). Data 

management system, Organizational culture , An effective internal communication 

strategy, Closer customer relationship, Determine future purchasing behavior, 

Detailed customer profiles (data warehousing), Full commitment and support of the 

board and senior management are the factors Ryals and Knox (2001). Process fit 

(customer integration process, Linkage to sales channels, personalized marketing 

support process, After sales service process) ;Customer information quality ( Integrity 

of customer information sources , Usefulness of customer information, Support of 

customer scoring and segmentation information, forecasting potential purchasing 

power) ; System support ( invest in the system infrastructure for CRM , open 

networking system for sales-force) ; Efficiency; Customer satisfaction (Increase of 

friendly interaction with customers, Enhancing brand value, Decrease of customer 

complaints, Increase of overall customer satisfaction level) ; Profitability (Increase of 

new customers, Increase of reselling/up selling, Decrease of customers' churn, 

Increase of overall profitability) are the factors by Roh, Ahn, Han (2005). 

Communication-distribution infrastructure (Distribution  channels‘ effectiveness , 

Database and data warehousing and data mining ,Sales force automation, Utilizing 

travel agencies and tour operators, Designing CRM oriented web sites) ; Business 

dynamics (Business image, Business activity quality, Intent of gaining competitive 

advantage) ; Customer relations (Staff training and behaviors , Idea of customer 

retention, Long-term customer relations, Acquainting customers with utilizing 
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products and services) ; Innovation and quality (Globalization and recent advances in 

information technology, Idea of gaining new customers, Product and service quality.) 

are the factors by ozgener & Iraz (2005). 

2.3.1 Summarizing theories of factors influencing CRM 
implementation in business 

The factors influencing CRM implementation stated by different authors 

sometimes describes the same thing or thee same objectives in different word. For this 

reason, the second question divided into four section suggested by Ozgener and Iraz 

(2005) because their study is about Turkey tourism SME's and very close to my study. 

 

communication-

distribution 

infrastructure 

Business 

dynamics 

Customer relations 

 

Innovation & quality 

 Karakostas, 

Kardaras, 

poathanassiou, 

2003 

Karakostas, Kardaras, 

poathanassiou, 2003 

Karakostas, Kardaras, 

poathanassiou, 2003 

Newell 2000    

  Piccolo ,O'Connor , 

Capacciol,Alvarez,2003 

Piccolo ,O'Connor , 

Capacciol,Alvarez,2003 

  Loftness, 2001  

 Tiwana 2001   

Ryals and Knox 

2001 

 Ryals and Knox 2001  

Roh, Ahn, Han 

2005 

Roh, Ahn, Han 

2005 

Roh, Ahn, Han 2005 Roh, Ahn, Han 2005 

Table 2.3 Summarizing theories of Factors influencing CRM implementations in 

businesses 

I exclude the fifth factor of (Ryals et al., 2001)  and second factor of 

(Karakostas et al.,2003) and second factor of (Newell, 2000) as well as first of 

(Hart ,1995) and third factor of (Piccolo et al.,2003) because these variables had low 

loading values and were not included in factor analysis by Ozgener and Iraz (2005). 
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2.4 Barriers of CRM implementations in businesses 

 Absence of strong sponsorship, A lack of cultural readiness, Inadequate supporting 

budgets, An absence of complementary customer management skills, Business needs 

not being adequately translated into IT strategy barriers by Ryals and Knox (2001). 

Inadequate supporting budgets, Lack of senior management Commitment to CRM, 

Poor communication, an absence of complementary customer management skills, 

Inefficiencies in business process, Lack of end-user input at service stage, lack of 

standardization, Inter-departmental conflicts, Lack of cultural readiness are the factors 

stated by barriers by Ozgener & Iraz (2005). 

2.5 Tourism 

 Tourism is firmly established as the number one industry in many countries 

and the fastest-growing economic sector in terms of foreign exchange earnings and 

job creation.  International tourism is the world's largest export earner and an 

important factor in the balance of payments of most nations.  Tourism has become 

one of the world's most important sources of employment.  It stimulates enormous 

investment in infrastructure, most of which also helps to improve the living conditions 

of local people.  It provides governments with substantial tax revenues.  Most new 

tourism jobs and business are created in developing countries, helping to equalize 

economic opportunities and keep rural residents from moving to overcrowded cities.  

Intercultural awareness and personal friendships fostered through tourism are a 

powerful force for improving international understanding and contributing to peace 

among all the nations of the world. 

Tourism is an important global industry with international tourism receipts 

reaching $462 billion in 2001 and accounting for about 8 per cent of total global 

exports for goods and services, making it the largest export category.  For some 

countries, tourism is an important employer and major source of foreign currency.  In 

2003, the US tourism and travel economy is expected to represent nearly 11 per cent 

of GDP and over 16 million jobs.  For France, the world's major tourist destination, 

the corresponding figures are 12.3 per cent of GDP and 3.4 millions jobs.  Sustainable 

tourism is the hope of many developing countries as they attempt to deal with the 

simultaneous problems and opportunities of economic growth, high unemployment, 
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and environmental protection.  For the European Union, the objectives of social 

cohesion and sustainable growth (European Union, 2000) are partially achievable by 

increased tourism, which as well as increasing growth, typically boosts tolerance of 

other customs and cultures. 

2.5.1 Iranian tourism industry 

A review of 3, 167 tourist attractions found that Iran is rich in cultural and 

natural tourism resources, many of which are unique to the world.  Iran's primary 

tangible cultural tourism assets include the ancient city of Persepolis, Naqsh-e-

Rustam, and Choga Zanbil that are listed as part of the UNESCO World Heritage.  In 

terms of Iran's Islamic cultural sites and architecture, the Holy Shrine of Imam Reza 

in Mashad, and Hazrat Masoumeh in Qom are important Shiite pilgrim sites, masjad-

e-Imam in Esfahan, Masjad-e-jamesit in Yazd, and Gombad-r-Soltaniye in Zanjan 

stand out.   A significant section of the Silk Road runs across Iran, as do other great 

caravan routs to the south.  Iran also possesses a rich intangible living culture that is 

exemplified in its cities, towns, village, and rural areas, the most notable of which are 

the cities of Esfhan, Kerman, Yazd, and Shiraz, and towns and villages such as 

Masule in Gilan province, the Oroman valley villages in Kurdistan province, and 

Abeyane village in Esfahan province.  The diverse ethnic communities and villages of 

Iran support a rich array of intangible cultural tourism assets such as their art, craft, 

costumes, music, cuisine, customs, and traditions. 

In addition to its rich cultural heritage, Iran possesses a rich and diverse set of 

natural tourism assets.  It has a range of climates including dry and hot desert 

climates, cold alpine climates, hot and humid climates, mild year round climate, and 

cool summer climates.  Iran has set aside a large number of protected areas including 

48 protected areas, 285 forest parks and reserves of which 25 have been prioritized, 

25 wildlife refuges, 6 natural national monuments, and 11 national parks, many of 

which such as Mian kaleh Wildlife Refuge, the salt lake of Namak, and Golestan 

national park contain unique habitats of international importance.  Other natural 

tourism resources include Iran's hot and cold mineral springs, its therapeutic mud, and 

lake areas with health spa potential, especially the hot volcanic springs in the Sabalan 

Mountaion range and therapeutic mud of Lake Orumiye. 
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Many of Iran's cultural and natural tourism resources are unique in the world, 

reflect its contribution to the civilization of human-being , and in many cases are 

comparable in importance to the cultural assets of Egypt, Turkey, Greece, Iraq, Syria, 

India, South America, and China. 

2.5.2 Tourist Facilities and Services   

The tourism resources of Iran already support a significant industry based on 

moving domestic and international tourists to and within Iran, and serving their 

requirements at its main tourist destinations (Homayooni, 2006). 

To service the requirements of its international and domestic tourists, by year 

2000, Iran's tourism industry comprised (ITTO): 

 1,117 travel operations establishments with permits to operate ticketing 

and tour services, of which around 50% were located mainly in Tehran 

Province.  These offered a large number of tour programs to the 

international and domestic market based include day and overnight 

sightseeing tours of the natural and cultural heritage, adventure based 

tours, desert safaris and trekking, mountain trekking and climbing, Persian 

Carpet tours, bicycling tours, nature tours, and other special interest tours 

focusing archaeology, visiting nomadic tribes, wildlife observation, 

astronomy, art and craft, and sports such as skiing, hunting, and fishing. 

 1,200 tour guides registered with the Traveling Agencies and Tourism 

Monitoring unit of ITTO that licenses and regulates them. 

 2,012 active local ground bus and coach transportation companies (mainly 

bus) operating regular and chartered passenger services in the country.  In 

addition, these were 600 inactive companies suggesting that the market is 

oversupplied and highly competitive.  Of the total number of active 

operators, 1,837 were privately owned, 174 were owned by cooperatives, 

and one, which was owned by the government. 

 13 existing information centers located mainly at main gateways and on 

the main roads offering some information to tourists. 

 2,402 tourist accommodation establishments comprising 525 hotels, 1,782 

as inns and 95 as apartment hotels, and 5,603 beds.  The 525 hotels and 95 
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apartment hotels have been combined and classified into 2,214 high level 

(five star) establishments, 9,300 mid level (3 to 4 star) establishments, and 

13,861 low level (1 to 2 star) establishments.  The existing accommodation 

capacity is concentrated into Tehran and Khorasan Provinces.  

2.5.3 Existing and Potential Tourism Flows 

In 1999, it is estimated that Iran's international and domestic transportation 

system and related tourist facilities and services handled the requirements of 1.3 

million international tourists and 32.5 million domestic tourists (Homayooni, 2006). 

 International Tourism 

The main trends in the volume, expenditure, average length of stay and daily 

expenditure of international tourists to Iran in shown in Table 2.4 

Variable 1990 1991 1992 1993 1994 1995 1996 1997 1998 1999 2000 %AAG 

International 

Tourists 

(10,000) 

Arrivals 

16.2 24.9 27.6 31.1 36.1 48.9 57.3 76.4 100.8 132.1 134.2 23.5 

Per Capita 

Average 

Expenditure 

US$ 

402.5 422.1 436.6 421.5 428.3 419.4 455.8 460.3 461.3 443.4 576.3 1.08 

Receipts in 

$US 

Millions 

65.2 105.1 120.5 131.1 154.6 205.1 261.2 351.7 464.5 585.7 773.5 27.62 

Table 2.4 Trends in international tourism to Iran 1990 to 1999(Source: ITTO, 2000) 

Iran's international tourist market is primarily a regional international market 

that accounts for around 80 percent of international arrivals mainly by road and is 

dominated by the surrounding IOC countries, much of it generating relatively low 

gross yields in per capita expenditure terms.  Iran's dependence upon the faster 

growing lower yielding segments of the regional international market is responsible 

for the low observed poor growth in yield per arrival as expressed in per capita 

expenditure. 

Iran's international market comprises a number of distinct segments. The most 

important segment is the trader and businessmen market that probably represents 
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around 30 percent of the total market.  Iran receives relatively small meetings, 

incentives, convention, and events segment, and a small summer and winter vacation 

market from the region Middle East probably representing around 4 percent of the 

total market.  Iran receives a large pilgrimage market based on its Shiite shrines, as 

well as pilgrims transiting through Iran overland to and from Mecca in Saudi Arabia, 

and Karbala in Iraq, probably representing around 30 percent of the total market.  Iran 

also attracts a large visiting friends and relatives market from the countries 

surrounding the region as well as from the long-haul markets probably representing 

around 26 percent of the market. Finally, Iran receives a relatively small sightseeing 

segment mainly from the long-haul markets of Europe, North America and East Asia, 

probably representing around 10 percent of the total market (Homayooni, 2006). 

 Domestic Tourists 

Comprehensive survey data to establish the volume and characteristic of 

domestic tourism in Iran is not available.  Estimates prepared by the Project Office 

indicate that in 1999, the resident population generated at least 32.5 million overnight 

person trips away from home within the country.   Data on the growth of passenger 

traffic in public rail, road, and domestic air services between 1991 and 1999 found 

that the overall passenger volumes had increased by an annual average of 9.7 percent 

over the period. 

A survey of domestic travel undertaken during the New Year holidays in 2001 

found that Tehran is the main generator of domestic travel followed by the other 

larger cities more or less in order of importance to their population.  Most domestic 

travelers tend to be males, married, well educated, aged between 31 and 60 years, 

travel in family groups, and are mostly employed in the private sector (38 percent), 

followed by public sector employees (30 percent).  The Caspian coast, Mashhad, 

Esfahan, Shiraz, Kerman, and the Persian Gulf Islands tended to be the most popular 

destinations.  The average length of stay was around 6.62 days, while the average 

expenditure per day per traveler is estimated at 64,442.49 Rials.  Around 23 percent 

of travelers used commercial accommodation facilities including hotels, and the main 

purpose of travel during the period was for a vacation holiday 39 percent, visit friends 

and relatives 21 percent, visit a shrine 30 percent (Homayooni, 2006). 
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 Market Development Prospects 

World Tourism Organization research conducted in the late 1990's indicated 

that the future pattern of tourism is likely to be more dispersed and comprise smaller 

rather than larger groups with Free Independent Travel (FIT) based travel dominating 

the market, except in the case of less mature and fast growing developing country 

travel markets.  Traditional sightseeing tour products involving relatively superficial 

encounters with specific attractions and the focus is mainly on visiting as many 

attractions as possible in the time available, while continuing to be of interest to first 

time or less mature travel markets, are less likely to be popular.  At the same time, 

more efficient operations and reductions in prices are forecast in the transportation 

sectors – particularly the airline sub-sector – through continuing deregulation, 

introduction of larger capacity, longer flying range aircraft and forming of operational 

and marketing alliances (Homayooni, 2006). 

2.5.4 The Impact of Tourism 

Because of its nature, tourism may exert both positive and negative impacts on 

the socio-cultural, natural, and economic environment of Iran.  Because the 

development of international tourism has been relatively modest and based on visitors 

with a similar culture, the socio-cultural impacts have to date been limited.  More 

significantly however, is the adverse impact of large volumes of domestic tourism 

upon the cultural and natural heritage sites all of which are suffering various forms of 

degradation.  In economic terms, tourism is a modest player in the Iran economy 

contributing an estimated 3.4 percent to GDP, around 541,000 direct and indirect jobs, 

and about 14 percent to total non-oil exports.  This reflects the overall weakness of the 

industry in terms of its management, promotion, legal structure, and poor linkages 

with other industries (Homayooni, 2006). 
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Chapter 3 

Research Methodology 

Four types of studies can be called research namely, reporting, description, 

explanation and prediction can be called research. Cooper & Emory (1995) define 

research as a systematic inquiry aimed at providing information to solve problems. 

Academic research needs to go beyond mere description, rhetoric and sales stories. 

Questions need to be posed and investigated; themes need to be analyzed. 

This chapter should give the reader detailed and sufficient information in order to 

make an estimate of reliability and validity of methods used. The choices of 

methodology approaches will be explained and justified that have been adapted in 

order to answer the research questions posed.  

 

3.1 Research purpose  

 

Yin (1994) categorizes case studies as exploratory, explanatory and descriptive. 

Exploratory research involves gathering information and developing ideas 

about a relatively under-researched problem or context.  The value of exploratory 

research could be that it clears the ground for other kinds of research, or that it throws 
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up interesting differences and comparisons between more well-studied topics, and 

those that are less well-studied.  The prime purpose is to develop understanding in an 

area that is little understood.  Since ‗exploratory research‘ implies there is less of a 

basis from which to conduct research, and that a given area is not well understood, it 

is more appropriate to carry out this kind of research using qualitative methods.  

Though one might develop hypotheses, this kind of research would not involve testing 

particular hypotheses.  In the scope of a dissertation, it could be quite difficult to 

pursue a research question that is exploratory, since there is less scope to build on the 

work of others.  You would also need to know a body of literature quite well before 

you could demonstrate that what you were doing was in some way original or new, 

and that you could justify spending time as an ‗explorer‘.  It might also be harder to 

justify recommendations.  

Unsurprisingly, descriptive research involves describing a problem, context or 

a situation.  This is a feature of exploratory research as well of course; however 

descriptive-type questions are generally more structured, and more reliant on prior 

ideas and methods.  You would more usually be describing what was happening in 

terms of pre-existing analytical categories, or relying on other ideas in some way.  

The basis for investigation might be a body of ideas in a given field (local 

government), or related area (public sector management), and it could be the case that 

you develop hypotheses and explanations for what is going on.  This type of study 

could be suited to either qualitative or quantitative methods: for example a case study 

is a descriptive piece of research; but statistics and numerical data can also be used to 

describe.  A failing of some descriptive research can be that it leaves the reader 

thinking ‗so what‘.  To avoid this, you would need to show how you're in depth 

description of what was happening somewhere had wider implications.  

Explanatory research can be thought as being concerned with causes.  The 

focus here is on seeking and providing or evaluating an explanation between two or 

more phenomena, ‗low pay causes people to leave‘, or ‗poor management practices 

cause people to leave‘ for example.  Explanatory research typically seeks to identify 

and explain a causal relationship that is substantively important or meaningful.  In this 

kind of research, people typically develop hypotheses to be tested (in light of the 

extant literature) and then see whether the data they have collected can be called on to 
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support or refute those hypotheses.  This type of approach is more likely to employ 

quantitative methods, typically a survey, but one could also seek explanatory type 

research using case study, or observational data. (Morrel, 2006) 

As we know what we want to investigate but we are not aware of answers, we 

have chosen a descriptive research. This approach as our problem is clearly structured 

and we know what to look for. 

3.2   Research Philosophy 

According to (Saunders et al. 2000) two views about the research process 

dominate the literature: positivism and phenomenology. 

Positive approach was influenced by the scientific discoveries made during the 

18th and 19th centuries.  It seemed clear at that time that a body of knowledge existed 

independently of whether people knew it or not, and the scientific task was to 

discover (find) this knowledge.  It was assumed that there are laws that govern the 

operation of the social world and that these can be discovered.  Social behavior is seen 

as a result of external pressure acting on relatively passive people.  It was assumed 

that there was such a thing as absolute truth and that it could be used (once obtained) 

to create a better society.  This research tradition leads to the development of methods 

that concentrate on producing supposedly objective data, usually in the form of 

statistics. 

Phenomenologist deny what positivists assert, that humans can be studies 

using the same philosophical base as used in studying physical objects or other 

animals.  Phenomenologist asserts that there is a difference between the subject matter 

of sociology and natural science.  Humans are active, conscious beings, the make 

choices. 

This line of argument is persuasive in the case of business and management 

research.  The critical to the positivism tradition is that the social world of business 

and management is far too complex to lend itself to theorizing by definite laws. 

In this research in order to study CRM implementation in tourism SME's in 

Iran the positivism philosophical position is approach. It must be considered that both 
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quantitative and qualitative data are based on meanings but the distinction is that the 

former is derived from numbers but the latter expressed through words.  As in our 

research a five-point Liker-type scale questionnaire was utilized to poll the opinion of 

marketers and a large number of statistical analyses have been employed, our research 

philosophy is considered positivism. 

3.3 Research Approach 

In a deductive research approach a theory and hypothesis (or hypotheses) are 

developed and a research strategy is then designed to test the hypothesis (Saunders et 

al. 2000).  But in an inductive approach the data is collected and theory is developed 

as a result of data analysis.  The deductive approach owes more to positivism and 

inductive approach more to phenomenology. 

This research's approach is deductive, as first the hypotheses is developed then 

the research strategy is designed 

3.4 Research Strategy 

Research strategy is a general plan of how to answer the research questions 

that have been set (Saunders et al. 2000).  He outlined the research strategies that may 

be employed as follow: 

 Experiment: classical form of research that owes much to the natural 

sciences and also social sciences, particularly psychology. 

 Survey: usually associated with the deductive approach.  It is a popular 

and common strategy in business research.  They allow the collection 

of a large amount of data from a sizeable population in a highly 

economical way.  Based most often on questionnaire, data are 

standardized and allow easy comparison. 

 Case study: is of particular interest when the purpose is to gain a rich 

understanding of the context of the research and the processes being 

enacted. 

 Grounded theory: data collection starts without the formation of an 

initial theoretical framework.  Theory is developed form data generated 
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by a series of observations.  These data lead to generation of 

predications that are then tested in further observations. 

 Ethnography: the purpose is to interpret the social world the research 

subjects inhabit in the way in which they interpret.  This is obviously a 

research process that is very time consuming and take place over an 

extended time period. 

 Action research: the researcher is part of the organization within which 

the research and change process are taking place. 

This research is an example of a survey strategy in which (Ozgener and Iraz 

2005)'s questionnaire is replicated and the items in the questionnaire measured. 

3.5 Time Horizon 

 (Saunders et al. 2000) believes that most research projects undertaken for 

academic courses are necessarily time constrained.  When planning for the research 

there are two options in the time perspective: 

 Cross-sectional: a study in which a group (or groups) of individuals are 

composed into one large sample and studied at only a single point in 

time. 

 Longitudinal: a study in which an individual or a group of individuals 

in observed over a period of time (Saunders et al. 2000) 

We performed a cross-sectional study.   Cross – sectional studies often employ 

the survey strategy (Easter by-smith et al. 1991; Robson 1993). 

3.6 Data collection method 

The gathering of data may range from a simple observation at one location to a 

grandiose survey of multinational corporations at sites in different parts of the word.  

The method selected will largely determine how the data are collected.  

Questionnaires, standardized tests, observational forms, laboratory notes, and 

instrument calibration logs are among the devices used to record raw data (Cooper 

and Schindler 2003). 
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3.6.1 Sampling 

If we collect and analyze data from every possible case or group member this 

is termed a census (Saunders et al. 2000).  However, for many research questions and 

objectives like this research it will be impossible to collect or analyze all the data 

available owing to restriction of time, money and often access.  Sampling techniques 

provide a range of methods that enable to reduce the amount of data that is needed to 

collect by considering only data from a sub-group rather than all possible cases or 

elements. 

3.6.1.1 Population 

A population consists of all elements-individuals, items, or objects-whose 

characteristics are being studied.  The population that is being studied is also called 

the target population (Mann 1995). The population in this research consists of all 

tourism SME's in Iran but I choose travel agencies, hotels, hotel apartments because 

of limitation on time. 

3.6.1.2 Sampling frame 

The sampling frame for any probability sample is a complete list of all the 

cases in the population from which your sample will be drawn (Saunders et al. 2000). 

The travel agencies, hotels and hotel apartments have been chosen by the list of " 

Civil aviation organization" but because time and money restrictions I  choose the 

travel agencies, hotels and hotel apartments of Tehran -the capital of Iran- which has 

an important place in Iran tourism industry. According to "Civil aviation 

organization" 17 hotels apartments, 76 hotels, 450 travel agencies located in Tehran. 

3.6.1.3 Suitable sample size 

Several qualitative factors should be taken into consideration when 

determining the sample size. These include the importance of decision, the nature of 

research , the number of variables, the nature of analysis, sample sizes used in similar 

studies, incidence rate ( the occurrence of behavior or characteristics in population), 

completion rates and resource constraints. In commercial marketing research, limits 

on time, money and expert resources can exert an over riding influence on sample size 

determination. 
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The confidence interval approach to sample size determination is based on the 

construction of confidence interval around the sample means or proportions using the 

standard error formula. 

According to (Saunders et al. 2000) researchers normally work to a 95 percent 

level of certainty.  This means that if your sample was selected 100 times at least 95 

of these samples would be certain to represent the characteristics of the population. In 

this research I made use of a 95 percent level of certainty. 

The margin of error describes the precision of your estimates of the 

population. For most business and management researches, researchers are content to 

estimate the population's characteristics to within plus or minus 3-5 percent of its true 

value, however in this research a 7 percent margin of error was applied in order to 

reduce the sample size. This means that if 45 percent of our sample is in a certain 

category then our estimate for the total population within the same category will be 

somewhere between 38 and 52 percent. 

 According to (Cooper and Schindler 2003) we calculate the minimum sample 

size as below: 

 0.07= desired interval range within which the population proportion is expected 

(subject decision). 

1.96  =95 percent confidence level for estimating the interval with in which to 

expect the population proportion (subjective decision). 

 =0.0357=standard error of the proportion (0.07/1.96). 

pq= measure of sample dispersion (used here as an estimate of the population 

dispersion). 

 

 =
n

pq
 

 

n=
2

pq

p
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The ratio can never exceed 0.25 .for example, if p=o.5 then q=0.5, and their 

product is 0.25. If either p or q is greater than 0.5, their product is smaller than 0.25, 

and so on. When we have no information regarding the probable p value, we can 

assume that p= 0.5 and solve for the sample size (Cooper and Schindler 2003). 

n =0.25/ (0.0357) 

n = 196 so with a 95 percent level of certainty and a 7 percent margin of error 

the sample size needs to be at least 196 persons. 

According to this minimum sample size 254 questionnaires had been studied 

as the sample size of this research. 

3.6.1.4 Response rate 

While employing all probability samples, it is very important to consider the 

respond rate. According to (Saunder et al. 2000) response rates in business surveys 

reveal rates as low as 15-20 percent for postal surveys. Some authors citing 

respondents' questionnaire fatigue as a contributory factors. Therefore for having 196 

usable questionnaires back for a postal survey, sending at least 1300 questionnaire is 

estimated. So with considering time, budget and so forth limitations in addition to a 

lack of reliable mailing address, database postal survey was rejected. As (Healey 

1991) suggests 75 percent for face-to-face interviews, in order to crease the response 

rate I decided to distribute the questionnaires in a face-to-face interview format. 

Therefore I visited the SME's one by one and choose the managers, arranged a 

meeting and in a semi-interview environment I would give the questionnaire to her or 

him face to face. If he or she had question, I would provide explanations. I collected 

the questionnaires 2 or 3 days after meeting to give time to managers to filling the 

questionnaires patiently.  

As a result the effective response rate in this research performing the above 

method of data gathering was calculated as 93% percent. 
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3.6.1.5 Sampling technique 
 

According to (Saunders et al. 2000) sapling techniques can be divided into two types: 

 Probability or representing sampling: the chance, or probability, of each case 

being selected from the population is known and is usually equal for all cases. 

It is most commonly associated with survey-based research where you need to 

make inferences from your sample about a population to answer your research 

questions or to meet your objectives. 

 Non-probability or judgmental sampling: the probability of each case being 

selected from the total population is not known and it is impossible to answer 

research questions or to address objectives that require making statistical 

inferences about characteristics of population. 

Essentially in this research I selected a probability sample and used a Stratified 

sampling. According to (Malhotra & Briks, 2003) Stratified sampling can ensure that 

all the important sub-populations are represented in the sample.  

The population contains three groups: 

- Travel agencies 

- Hotels 

- Hotel apartments 

Sampling from the three groups was performed in the way that from each one, 

nearly 50% of populations were chosen as sample. 

For observing the principal of choosing the sample randomly, first, supposed 

codes and numbers allocated to each one, then by choosing a number randomly and 

observing a succession according to that number, the samples were selected and 

chosen. 

Also in choosing the managers, acted as follows: some numbers allocated to 

the managers exist in sampling units. By choosing a number randomly the manager 

was selected in order to complete the questionnaires. 
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3.6.1.6 Hypothesis testing procedure 

Hypothesis testing procedures can be broadly classified as parametric or non-

parametric, based on the measurement scale of the variables involved. Parametric test 

assumes that the variables of interest are measured on at least an interval scale. The 

most popular parametric test is the t test conducted for examining hypotheses about 

means. The t test could be conducted on the mean of one sample or two samples of 

observations. In the case of two samples, the samples could be independent or paired. 

Non-parametric tests assume that the variables are measured on a nominal or 

ordinal scale. These tests can be further classified based on whether one or two or 

more samples are involved. 

Non-parametric tests based on observations drawn from one sample include 

the chi-square test, the Komologorov-Smirnov test, the runs test and the binomial test. 

In the case of two independent samples, the chi-square test, the Mann-Whitney U test, 

the median test and the Komolgorov-Smirnov two-sample test are used. These tests 

are non-parametric counterparts of the two-group t test. For paired samples, non-

parametric test include the sign test, the Wilcoxon matched-paired signed-ranks test, 

the McNamara test and the chi-square test. These tests are the counterparts of the 

paired t test. The number of samples is determined based on how the data treated for 

the purpose of analysis, not based on how the data were collected. The samples are 

independent if they are drawn randomly from different populations. For the purpose 

of analysis, data pertaining to different groups of respondents are generally treated as 

independent samples. On the other hand, the samples are paired when the data for the 

two samples related to the same group of respondents. 

Parametric as well as non-parametric tests are also available for evaluating 

hypotheses relating to more than two samples.  

In this study I use non-parametric Kruskal-Wallis test. The Mann-Whitneu U 

test and Wilcoxon two-sample test are mathematically equivalent to the Kruskal-

Wallis test, but they are limited to two groups. 
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Data types that can be analyzed with Kruskal-Wallis should have the 

following characters: 

 The data points must be independent from each other 

 The distributions do no have to be normal and the variances do not have to be 

equal 

 You should ideally have more than five data points per sample 

 All individuals must be selected at random from population 

 All individuals must have equal chance of being selected 

 Sample sizes should be as equal as possible but some differences are allowed. 

The Kruskal-Wallis test is most commonly used when there is one attribute 

variable and one measurement variable, and the measurement variable does not meet 

the assumptions of an ANOVA (normality and homoscedasticity). It is the non 

parametric analogue of a single-classification ANOVA. A single-classification 

ANOVA may yield inaccurate estimates of the P-value when the data are very far 

from normally distributed, or when the variances of the different groups are very 

different from each other. The Kruskal-Wallis test does not make assumptions about 

normality and homoscedasticity. Like most non-parametric tests, it is performed on 

ranked data, so the measurement observations are converted to their ranks in the 

overall data set: the smallest value gets a rank of 1, the next smallest gets a rank of 2, 

and so on. 

I also use Spearman nonparametric correlations test which is Spearman's Rank 

Correlation is a technique used to test the direction and strength of the relationship 

between two variables. In other words, it's a device to show whether any one set of 

numbers has an effect on another set of numbers. It uses the statistic Rs which falls 

between -1 and +1. 

Freidman test also have been used. The Fried test is a non-parametric statically 

test developed by U.S economist Milton Friedman. Similar to the parametric repeated 

measures ANOVA; it is used to detect differences in treatments across multiple test 

attempts. The procedure involves ranking each row (or block) together, then 

considering the values of ranks by columns.  
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3.6.2 Collecting primary data using questionnaire 

 (Saunders et al. 2000) note that the greatest use of questionnaire is made by 

the survey strategy. Questionnaires can therefore be used for descriptive research, 

such as that undertaken using attitude and opinion questionnaires and questionnaires 

of organizational practices, will enable you to identify and describe that variability in 

different phenomena. 

The written questionnaire has some advantages.  For one thing, it is likely to 

be less expensive, particularly in terms of the time spent collecting the 

data.  Questionnaires can be given to large numbers of people simultaneously; they 

can also be sent by mail.  Therefore, it is possible to cover wide geographic areas and 

to question large number of people relatively inexpensively. 

Another advantage of questionnaires is that subjects are more likely to feel 

that they can remain anonymous and thus may be more likely to express controversial 

opinions. .  Also, the written question is standard from one subject to the next and is 

not susceptible to changes in emphasis as can be case in oral questioning.  There is 

always the possibility, however, that the written question will be interpreted 

differently by different readers, which is one reason for carefully pre-testing 

questionnaires. 

Survey questions are generally of two types: open-ended and closed-ended. In 

open-ended questions, customers create their own answers. 

Closed-ended questions limit the responses customers can provide. They may 

include yes/no answers, categories of responses, rank-ordered responses, or scales. 

With closed-ended questions, it is relatively easy to record and analyze responses, and 

you will not receive irrelevant or unintelligible responses. However, you risk missing 

the boat. (Intro to Research Methods, http://cbdd.wsu.edu , 2006) 

3.6.2.1 Questionnaire design 

Because of the reasons mentioned above we used a self-administered 

questionnaire for collecting data. More importantly we are replicating the 

http://cbdd.wsu.edu/


47 

 

questionnaire of the study of Ozgener & Iraz, (2005) that had been done in Turkey 

tourism industry. Hence in this research we also replicated the same questionnaire. 

First, we deduced the questionnaire from of tables that were presented in 

(Ozgener & Iraz .2005) paper, and then translated to Farsi. The translation was edited 

twice. 

(Salant and Dillman 1994) argue that, to achieve as high a response rate as 

possible , you need to explain clearly and concisely why you want the respondent to 

complete the survey on the first page. Regarding this issue a covering letter was 

provided for the first page.  

The questionnaire is designed to poll the opinion of managers with respect to: 

1- the main objectives of CRM implementation 

2- the factors influencing CRM implementation 

3- the barriers for CRM implementation 

The above opinions were measured by requesting respondents to indicate, on a 

five-point Likert-type scales, anchored on " 1 = to strongly disagree " through " 5= to 

strongly agree", their agreement or disagreement with a series of statements the 

characterize the degree to which factors influencing CRM implantation in tourism 

SME's in part A, and most barriers of CRM implementation in part B.  

Likert-type scales were developed in 1932 as the familiar five-point bipolar 

response format most people are familiar with today. These scales always ask people 

to indicate how much they agree or disagree, approve or disapprove, believe to be true 

or false. There's really no wrong way to do a Likert-type scale, the most important 

thing being to at least have five response categories (Likert 1932). 

The questionnaire also contained the question about the customer relations 

perspective and some personal questions to reach to some contextual sense of the 

answers collected such as name, age, position, etc. 

The complete questionnaire is enclosed as Appendix 1. 
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3.6.2.2 Pilot testing 

 

According to (Saunders et al. 2000) the purpose of the pilot test is to refine the 

questionnaire so that respondents will have no problems in answering the questions 

and there will be no problems in recording the data. 

For small-scale questionnaires, it is unlikely to have sufficient time or 

financial resources for such testing.  However, it is still important to have the 

questionnaire pilot tested.  For most questionnaires the minimum number for a pilot is 

10 (Fink 1995). 

As this questionnaire was verified and used before, a pilot was not required, 

however as it was translated into Farsi, we sent it out to 10 managers and supervisor 

to make certain that no problems were raised during the translation process.  Having 

the pilot testing completed and feed backs received, small changes were made through 

the questionnaire. 

3.7 The credibility of research finding  

In order to reduce the risk of obtaining incorrect answer to research questions 

emphases on two particular research designs has to be considered: reliability and 

validity (Chisnall, 1997). Validity is the ability of a chosen instrument to measure 

what it is supposed to measure. Reliability is the extent to which research results 

would be stable or consist if the same techniques were used repeatedly. Moreover, the 

way the measuring is conducted and how the information is processed affects the 

reliability (Wiedersheim-Paul &Eriksson, 1999). 

3.7.1 Reliability 

This is about the results of the investigation, which has to be reliable. If 

nothing changes in a population between two investigations in the same purpose, it is 

reliable. From a deductive point of view if the measure yields the same results on 

different occasions, or from an inductive point of view if similar observations be 

made different researches on different occasions. 

(Robson 1993) asserts that there may be four threats to reliability: 
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 Subject error: has to do with when the interview is carried out, it is of grate 

importance to select a neutral time and date. 

 Subject bias: is a grate problem in organizations where the management is of 

an authoritarian character where the interviewee(s) might say what the 

manager wants them to say, not what they feel. 

 Observer error: can be lessened with a high degree of structure to the 

interview schedule. 

 Observer bias: this is a question about how the interviewer interprets the data 

received. 

As I dispensed the questionnaires according to the list of ' Civil aviation 

organization" I really did not face the subject error. For reducing the subject bias I 

tried to make respondents certain that their answers were considered confidential. 

Since the questionnaire was designed as a survey format I did not face with observer 

error or the observer bias. 

The value of Cronbach Alpha is generally required to be over 0.7 and the 

calculated result was over 0.7. The reliability (Cronbach Alpha of Ozgener & Iraz, 

2005) of the 5 items on ' communication-distribution infrastructure is 0.950 and 3 

items on ' business dynamic" is 0.844 and 4 items on 'customer relations' is 0.789and 

3 items of "innovation and quality" is 0.747. 

3.7.2 Validity 

Validity is concerned with whether the findings are really about what they 

appear to be about (Saunders et al. 2000). There are three tests for validity: 

 Construct validity: establishing correct operational measures for the 

concepts being studied. 

 Internal validity: for explanatory and causal studies only, not for 

descriptive or exploratory studies) establishing a casual relationship, 

thereby certain conditions are shown to lead to other conditions.  

 External validity: establishing the domain to which a study's finings can be 

generalized. 
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If a question can be misunderstood, the information is said to be of low 

validity. In order to avoid low validity, I piloted the questionnaire after translating it 

into Farsi. In addition, meeting was arranged in a semi-interview environment and the 

questionnaires were given to respondents face-to-face, so that if they faced any 

difficulties while filling out the questionnaire, the ambiguity could be explained. The 

validity was, thus, increased.  

Since this study is descriptive no consideration is taken to internal validity. As 

for external validity, this study could be generalized with a 95 percent level of 

certainty and a 7 percent margin of error. 
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Table 3.1 summery of research methodology  
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Chapter 4 

Data analysis  

 

The following chapter presents the data gathered from questionnaire. Firstly 

contributions of respondents and sampling will be analyzed and then each research 

question will be analyzed separately. 

4.1 Sample description: 

49.4% of questionnaires answered by female and 50.6% of respondents were 

male. Only 0.5% of respondents had education below high school level, 27.6% had 

graduated from high school, 53.4% had Bachelors degree and 18.4% had Master's 

degrees or degrees or above; in issue of experience 39.1% of respondents had more 

than five years experience and the rest were less experienced. 

Respondents possess a variety of positions in the field business. They included 

owners (16.7%), senior managers (21%), customer relations managers (5.7%), public 
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relations managers (9.5%), sale managers (35.7%) and others (11.4%), these statistics 

have been shown in table 4.1 in more detail. 

 

Frequencies 

 

Statistics 

 

     Job position  

N            Valid 

                Missing 

210 

28 

Table 4.1: Respondents in this study 

The numbers of personnel ranged between 2 to 528 with the Mean of 

77.24(approximately equal to 77) person. 

4.2. Business approaches to CRM 

98.7% of respondents declared that their enterprises pursue CRM objectives. 

In 46.6 % of enterprises the top and senior managers are responsible for CRM ,when  

26.5% CRM were included in general activities without any structured and fixed plan, 

17.1% of the enterprises had separate and independent CRM division, in 9.8% of the 

enterprises public relations department responsible for CRM and they had to interact 

with customers. These interactions differ from suggestions or solving problems to 

some issue that were not related to Public Relation division. Table 4.2 shows these 

percentages: 

 Frequency Percent Valid 

percent 

Cumulative 

percent 

 owners      Valid 

             Senior managers 

             Customer relations managers 

             Public relations managers 

             Sales managers 

             others 

             Total 

Missing System 

Total  

35 

44 

12 

20 

75 

24 

210 

28 

238 

14.7 

18.5 

5.0 

8.4 

31.5 

10.1 

88.2 

11.8 

100.0 

16.7 

21.0 

5.7 

9.5 

35.7 

11.4 

100.0 

 

 

16.7 

37.6 

43.3 

52.9 

88.6 

100 
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Figure 4.1: Who is responsible for CRM implementation in tourism SME's in Iran 

In term of customer relation perspective, it was calculated that 80.9% of 

SME's were customer oriented, 15.3% were enterprise oriented and 3.8% were service 

oriented. 

4.3 Objectives for CRM implementation: Research question 
one 

Among the six CRM objectives developed by Ozgner & Iraz (2005) the 

objectives prioritized descending in accordance to the answer of Iranian tourism 

SME‘s managers 25.5% of respondents chose "Improving customer services" as the 

most important objective for CRM implementation. After that " Customer 

retention"(19.6%), "Sustaining competitive advantage"(17.6%), "Acquiring new 

customer" (15.5%), "Decreasing cost" (14.7%)," Increasing profit" (6.3%) had chosen 

by respondents .Table 4.3 shows objectives with frequency and percent. 
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Frequencies 

Statistics 

 

     Job position  

 

 

Table 4.2: Objectives for CRM implementation according to managers of tourism 

SME's in Iran 

 

4.4 Factors for CRM implementation in Iran tourism SME's: 
Research Question Two. 

 Figure 4.2 illustrates Mean of factors that influencing CRM implementation 

that comes from questionnaires filled out by Iranian SME's managers. Although all 

factors exceed than 3.0, with a five-point likert scale but based on survey, respondents 

with the Mean of 4.46 declared that making ―Customer relations‖ is the most 

important factor for CRM implementation. 

 

 

 

 Frequency Percent Valid 

percent 

Cumulative 

percent 

Valid    decreasing cost 

             Sustaining competitive 

advantage 

             Improving customer services 

             Customer retention 

             Acquiring new customers 

             Increasing profits 

             Total 

Missing System  

Total  

35 

42 

60 

46 

37 

15 

235 

3 

238 

14.7 

17.6 

25.2 

19.3 

15.5 

6.3 

98.7 

1.3 

100.0 

14.9 

17.9 

25.5 

19.6 

15.7 

6.4 

100.0 

 

 

14.9 

32.8 

58.3 

77.9 

93.6 

100 

N            Valid 

                Missing 

210 

28 
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Figure 4.2 Factors for CRM implementing according to managers of tourism SME's in 

Iran 

 

4.4.1 “Job position" and choosing of CRM implementation factors 

I wanted to conclude that job position of respondents has any influence on 

factors that he/she choose. For this purpose with using Non-parametric Kruskal-

Wallis test, following data have been achieved:   

Hypothesis: there is not any difference in CRM implementation factors 

according to ―Job position" 

 

 

 

 

 

 

Non-parametric Kruskal-Wallis test used .Table 4.3 shows the results: 

 

 

 

 

 

0H = 1 = 2 = 3 = 4 = 5 =  

1H = j   j   (at least two groups exist with different Mean) 
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Table 4.3: ―Job position" and choosing of CRM implementation factors 

 

Non-parametric Kruskal-Wallis test determined that there is not any 

significant difference in the CRM implementation factors according to ―job position‖ 

(   .05).  

Consequently, 0H
 which says there is not any difference in CRM 

implementation factors according to ―Job position ―will be proved; which means 

being the owner  or senior managers or public relations managers or sales managers or 

even CRM managers will not affect  choosing of the factors for CRM implementation.  

 

 

NPar Tests 

Kruskal- Wallis Test 

 

Ranks 

  

Job position N Mean Rank 

Total means of factors     Owners 

                                         Senior managers 

                                         Customer relations managers 

                                          Public relations managers 

                                          Sales managers 

                                          Total 

35 

44 

12 

20 

75 

186 

 

102.63 

99.06 

107.83 

88.70 

84.97 

 

 

              

Test Statistic 

 

 

Factors total 

Mean           

  

Chi-Square 

df 

Asymp. Sig. 

4.370 

4 

.358 

a.  Kruskal Wallis Test 

b. Grouping Variable: Job position 
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4.4.2 "Customer relations perspective" and choosing of CRM 
implementation factors 

I wanted to investigate that if the business is customer- oriented or Product-

oriented or  Enterprises oriented has any influence on the answers of its managers to 

five-point likert scale or not. Due to that with using of Non-parametric Kruskal-Wallis 

test following data have been achieved: 

Hypothesis: there is not any difference in CRM implementation factors 

according to customer relations perspective. 

 

 

 

 

 

 

  

Non-parametric Kruskal-Wallis test used .Table 4.4 shows the results: 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

0H = 1 = 2 = 3 =   

1H = j   j   (at least two groups exist with different Mean) 
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Table 4.4 "Customer relations perspective" and choosing of CRM implementation 

factors 

 

Non-parametric Kruskal-Wallis test determined that there is not any 

significant difference in the CRM implementation factors according to ―customer 

relations perspective‖ (   .05).  

Consequently, 0H
 which says there is not any difference in CRM 

implementation factors according to ―customer relation perspective ―will be proved. 

4.4.3 “Numbers of personnel” and choosing of CRM 
implementation factors 

I wanted to figure out that there is not any difference between answers of 

managers of larger SME's with the answer s of smallest SME's  to five-point likert 

 

Npar Tests 

 

Kruskal- Wallis Test 

 

Ranks 

 

 N Mean Rank 

Total Means of factors   Customer-oriented 

                                        Product-oriented 

                                        Enterprises oriented 

Total 

190 

9 

36 

235 

 

118.19 

111.61 

118.58 

 

Test Statistics ba ,   
 

 

 

Factors total 

Mean           

  

Chi-Square 

df 

Asymp. Sig. 

.084 

2 

.959 

a.  Kruskal Wallis Test 

b. Grouping Variable:  
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scale ; then the Spearman nonparametric correlations has been tested and table 4.5  

shows the answer: 

Hypothesis: there is correlation between ―numbers of personnel‖ and CRM 

implementation factors. 

For finding this relationship Spearman nonparametric correlations test had 

been used. 

 

Nonparametric Correlations 

 

Correlations 
 

 

 

Table 4.5: ―Numbers of personnel‖ and choosing of CRM implementation factors 

 

According to results of table correlation between these two is equal to (- .07) 

which is very small but negative and statically has not any significant correlation. 

Which means that being big or small enterprises has not any effect on choosing the 

four critical CRM implementation factors 

 

4.4.4 “Who responsible for CRM implementation" and choosing of 
CRM implementation factors 

I wanted to make out this fact that whether the managers whom are working in 

SME's with separated CRM department or working in SME's with separated CRM 

 Total 

Means of 

factors          

Numbers 

of 

Personnel 

Spearman‘s rho Total Means of factors         Correlation Coefficient 

                                              Sig. (two-tailed) 

                                              N 

1.000 

0 

238 

-.079 

0.244 

222 

Numbers of Personnel          Correlation Coefficient                             

                                              Sig. (two-tailed) 

                                              N 

-.079 

0.244 

222 

1.000 

0 

222 
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department or working in SME's that top managers directly responsible for CRM or 

public relations manager responsible for CRM or even working in the SME's without 

any CRM implementation have been answered differentially or similarity to five –

point likert type scale. 

Hypothesis: there is not any difference in CRM implementation factors 

according to ―who is responsible for CRM implementation―? 

 

 

 

 

 

  

Non-parametric Kruskal-Wallis test used .table shows the results: 

 

 

 

 

 

 

 

 

 

 

 

Table 4.6 ―Who responsible for CRM implementation" and choosing of CRM 

implementation factors 

0H = 1 = 2 = 3 = 4 =  

1H = j   j   (at least two groups exist with different Mean) 

 

NPar Tests 

Kruskal- Wallis Test 

 

Ranks 

 

 N Mean rank 

Total Mean of Factors     CRM department 

                                          Top & Senior managers responsible 

                                          Public relation department responsible          

                                          General activities without any plan 

                                          Total  

40 

109 

23 

61 

233 

129.86 

124.22 

100.30 

101.97 

 

                               

                                          Test Statistics ba ,   
 

 Factors total 

Mean             

Chi-Square 

df 

Asymp. Sig. 

7.152 

3 

.067 

a. Kruskal Wallis Test 

b. Grouping Variable: who responsible for CRM? 
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Non-parametric Kruskal-Wallis test determined that there is not any 

significant difference in the CRM implementation factors according to ―job position‖ 

(   .05).  

Consequently, 0H
 which says there is not any difference in CRM 

implementation factors according to‖ who is responsible for CRM implementation‖ 

will be proved. Which means that factor chosen by managers is not related to whom is 

responsible for CRM implementation in enterprises. 

4.4.5 “Job experience" and choosing of CRM implementation 
factors 

I wanted to figure out that being experienced manager or novice managers has 

any affect on choosing the answer of likert scale. 

Hypothesis: there is not any difference in CRM implementation factors 

according to ―job experience‖. 

 

 

 

 

 

 

Non-parametric Kruskal-Wallis test used, table 4.7 shows the results: 

 

 

 

 

 

 

 

0H = 1 = 2 = 3 = 4 = 5 = 6 = 7 =  

1H = j   j   (at least two groups exist with different Mean) 
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Table 4.7: ―Job experience" and choosing of CRM implementation factors 

 

Non-parametric Kruskal-Wallis test determined that there is not any 

significant difference in the CRM implementation factors in accordance with to ―job 

experience‖ (   .05).  

Consequently, 0H
 which says there is not any difference in CRM 

implementation factors according to‖ job experience‖ will be proved. This means that 

choosing CRM factors are not related to job experience of respondents. 

 

NPar Tests 

Kruskal- Wallis Test 

 

Ranks 

 

 n Mean rank 

Factors total Mean            Below one year 

                                          One year 

                                          Two years 

                                          Three years 

                                          Four years 

                                          Five years  

                                          More than five years 

                                          Total 

4 

13 

13 

13 

26 

74 

92 

235 

134.75 

97.19 

112.96 

115.46 

105.04 

116.05 

126.51 

 

 

                                          Test Statistics ba ,   
 

 Factors total 

Mean             

Chi-Square 

df 

Asymp. Sig. 

3.998 

6 

.677 

a. Kruskal Wallis Test 

b. Grouping Variable: job experience 
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4.4.6 The affect of each factor on CRM implementation 

I wanted to figure out that all factors have the same affect on CRM 

implementation, in other word which of these six factors is more important in 

Tourism SME's in Iran. 

Hypothesis: There is not any significant difference on the CRM 

implementation factors.  

 

 

 

 

 

Friedman nonparametric test determined with less than .01 % error and 99% 

confidence there is large difference between factors and  0H
 is rejected. This means 

that all objects will not have equal effect on CRM implementation, and these 

differences are not due to error or probability occurrence. Table below shows their 

ranking: 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Table 4.8: The affect of each factor on CRM implementation 

0H = 1 = 2 = 3 = 4 =  

1H = j   j   (at least two groups exist with different Mean) 

 

NPar Tests 

Friedman Test 

 

Ranks 

 

 Mean Rank 

Communication-distribution infrastructure 

Customer relation 

Innovation and quality 

Business dynamics 

 

3.61 

3.32 

1.66 

1.42 

 

 

   Test Statistics a   
 

N          

Chi-Square 

df 

Asymp. Sig. 

238 

558.230 

3 

.000 

a. Friedman Test 

 



65 

 

In the next step I wanted to expand this hypothesis to determine the ranking of 

each item of four factors. 

Hypothesis: There is not any significant difference on the CRM 

implementation items of factors.  

 

 

 

 

 

Friedman nonparametric test determined with less than .01 % error and 99% 

confidence there is a large difference between factors and  0H
 is rejected. This means 

that all factors do not have equal effect on CRM implementation, and these 

differences are not due to sampling error or statistical error and table below shows 

their ranking: 

 

 

 

 

 

 

 

 

 

 

 

0H = 1 = 2 = 3 = …= 15 =  

1H = j   j   (at least two groups exist with different Mean) 
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Table 4.9: The ranking of each item of factors influencing CRM implementation 

 

4.4.7 "Objective selection" and choosing of CRM implementation 
factors 

I wanted to figure out that certain objectives an enterprise pursue for CRM 

implementation in SME's, affect the manner of   answering of managers or managers 

answer to questionnaire regardless to the objectives of enterprise. 

Hypothesis: there is not any difference in CRM implementation total mean 

factors according to objective selected. 

NPar Tests 

Friedman Test 

 

Ranks 

 

 Mean Rank 

1. Staff training and behaviors 

2. Distribution channels‘ effectiveness 

3. Long-term customer relations 

4. Idea of gaining new customers 

5. Acquainting customers with utilizing products and services 

6. Idea of customer retention 

7. Product and service quality 

8. Globalization and recent advances in information technology 

9. Intent of gaining competitive advantage 

10. Business image 

11. Database, data warehousing and data mining 

12. Business activity quality 

13. Sales force automation 

14. Utilizing travel agencies and tour operators 

15. Designing CRM oriented web sites 

10.45 

9.36 

9.34 

8.90 

8.82 

8.74 

8.70 

7.85 

7.69 

7.42 

7.19 

7.08 

7.05 

5.98 

5.44 

 

                                   

       Test Statistics a   
 

N          

Chi-Square 

df 

Asymp. Sig. 

238 

384.902 

14 

.000 

a. Friedman Test 
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Non-parametric Kruskal-Wallis test used .Table 4.10 shows the results: 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Table 4.10: "Objective selection" and choosing of CRM implementation factors 

 

 

0H = 1 = 2 = 3 = 4 = 5 = 6 =   

1H = j   j   (at least two groups exist with different Mean) 

 

NPar Test 

 

Kruskal- Wallis Test 

 

 

 

 N Mean Rank 

     Total mean of factors          Decreasing cost 

                                          Sustaining competitive advantage 

                                          Improving customer services 

                                          Customer retention 

                                          Acquiring new customers 

                                          Increasing profits 

                                          Total 

35 

42 

60 

46 

37 

15 

235 

129.99 

133.27 

106.90 

116.54 

109.55 

116.97 

 

Ranks 

 

Test Statistics ba ,  

  
 Factors total 

Mean             

Chi-Square 

df 

Asymp. Sig. 

5.404 

5 

.369 

 

 

a. Kruskal Wallis Test 

b. Grouping Variable: which of CRM objects is more important? 
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Non-parametric Kruskal-Wallis test determined that there is not any 

significant difference in the total mean of CRM implementation factors considering 

objective selected (   .05).  

Consequently, 0H
 which says there is not any difference in CRM 

implementation factors according to‖ objective selected‖ will be proved. This means 

that choosing CRM factors are not related to objective selection of CRM 

implementation. 

4.5 Barriers for CRM implementation: Research question 3 

Following figure illustrates Mean of barriers for CRM implementation, 

resulted from questionnaires that filled out by Iranian SME's tourism managers. 

Although all factors are very close or exceed than 3.0 on a five-point likert scale but 

base on survey, among these nine obstacles, respondents with the Mean of 4.36 

declared that the most barriers for CRM implementation is poor communication. 
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Figure 4.3: Barriers for CRM implementation according to tourism SME's manager 



69 

 

4.5.1 The affect of each obstacle on CRM implementation 

I wanted to figure out that all barriers have the same affect on CRM implementation 

in other word which barrier is more important according to tourism SME's in Iran. 

Hypothesis: There is not any significant difference on CRM barriers for CRM 

implementation.  

 

 

 

 

 

Friedman nonparametric test determined with less than .01 % error and 99% 

confidence there is large difference between barriers and  0H
 is rejected. This means 

that all barriers do not have the same effect on CRM implementation, and these 

differences are not due to error or probability occurrence and table below 4.11 shows 

their ranking: 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Table 4.11: Ranking of obstacles of CRM implementation 

0H = 1 = 2 = 3 =…= 9 =   

1H = j   j   (at least two groups exist with different Mean) 

NPar Tests 

Friedman Test 

 

Ranks 

 

 Mean 

Rank 

An absence of complementary customer management skills 

A lack of standardization 

Lack of end-user input at service stage 

Inter-departmental conflicts 

Inefficiencies in business process 

Lack of cultural readiness  

Poor communication 

Lack of senior management commitment 

Inadequate supporting  

5.91 

5.62 

5.58 

5.54 

5.08 

4.91 

4.72 

4.21 

3.43 

                               

  Test Statistics a   
 

N          

Chi-Square 

df 

Asymp. Sig. 

238 

200.941 

8 

.000 

a. Friedman Test 
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Chapter 5 

1 Findings & Conclusions 
 

5.1 Conclusions 

Achieving the full potential of each customer relationship should be the major 

goal of every business (Boxwell, 2000). Particularly, customer relationships play a 

major role in the competence development of SME's (Skaates &Seppanen, 2002). 

SME's are embracing CRM as a major element of business strategy. It is very obvious 

that tourism industry in Iran has a deep gap to attract tourist from any segments. Iran 

as a developing country needs a greater portion of tourism industry. In this study by 
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reviewing literature review of CRM and using statistical methods I try to find some 

solutions for decreasing barriers and restrictions to develop Tourism industry.  

In this research, I tried to study CRM implementation in tourism SME's Iran I 

have high lightened the importance and potential impact of CRM on customer 

relationship in tourism SME's. I have focused on the critical factors influencing the 

implementation CRM at tourism SME's and the most barriers for implementing CRM 

in tourism SME's. 

After designing the questionnaire, data gathering and analysis, describing the 

conclusions is the last and most significant step of a research. In this chapter, findings 

and conclusions which have been drawn based on the analyzed data will be presented. 

 

5.2 Describing the findings 

49.4% of questionnaires answered by female and 50.6% of respondents were 

male. Approximately 70 % of respondents had Bachelors degrees or above; in issue of 

experience near forty percent of respondents had more than five years experience and 

the rest were less experienced. 

Respondents possess a variety of positions in the field business. They included 

owners (16.7%), senior managers (21%), customer relations managers (5.7%), public 

relations managers (9.5%), sale managers (35.7%) and others (11.4%). 

98.7% of respondents declared that their enterprises pursue CRM objectives. 

In 46.6 % of enterprises the top and senior managers are responsible for CRM ,when  

26.5% CRM were included in general activities without any structured and fixed plan, 

17.1% of the enterprises had separate and independent CRM division, in 9.8% of the 

enterprises public relations department responsible for CRM.  

In term of customer relation perspective, it was calculated that 80.9% of 

SME's were customer oriented, 15.3% were enterprise oriented and 3.8% were service 

oriented. 
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A self-administered questionnaire for collecting data had been used. The 

questionnaire duplicates the study of Ozgener & Iraz, (2005) that had been done in 

Turkey tourism industry. In the questionnaire, with these findings Research Questions 

have been addressed and answered. 

5.2.1 What are the most important objectives for implementing 
CRM in tourism SME’s? 

Among the six CRM objectives developed by Ozgner & Iraz for Turkish 

tourism SME‘s, 25.5% of respondents chose "Improving customer services" as the 

most important objective for CRM implementation. After that, " Customer 

retention"(19.6%), "Sustaining competitive advantage"(17.6%), "Acquiring new 

customer" (15.5%), "Decreasing cost" (14.7%)," Increasing profit" (6.3%) had chosen 

by respondents respectively. 

Comparing with Turkish tourism SME‘s which acquiring new 

customers(40.9%),sustaining a competitive advantage (38.8%), customer retention 

(26.1%),improving customer services (25%) and decreasing costs(14.8%) respectively 

had been the most important objective for CRM implementation, Iranian SME‘s 

implement CRM for just remaining in market and satisfying their current customer 

instead of expanding their market share and attracting new customers  

Non-provision of services matched with the opinions of the patrons causes the 

reluctance of the customers and as a result the increasing expenses, the 

disappointment of the staff and finally the drastic decrease of profit and the infliction 

of losses which would have no outcome but the bankruptcy of the institute and the 

damage of the reputation of the managers and the investors. In contrast, providing 

customers with a good service according to what they want would be the instigator of 

the increase in the number of patrons, a decrease in the cost and motivation in the 

staff to offer more and better services, the increase in the profit and finally the 

continuation of the reputation of the institute and the society. In addition, providing 

the tourists with a good and appropriate service is the best way to keep the tourists 

and the tourists themselves will be the best propagandizes in the world and their own 

countries and their propaganda will bring new customers. As result managers should 

do their bests to implement CRM not only for current customer but also for future 
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customer. Forecasting customer‘s need and offering more facilities comparing to 

other competitors such as flexibility in payment will improve current situation for 

SME‘s            

5.2.2 Which factors more critical for implementing CRM in tourism 
SME's according to managers' perspective? 

Among the four factors (communication-distribution infrastructure, business 

dynamics, customer relations and innovation quality), respondents with the Mean of 

4.46 declared that making ―Customer relations‖ is the most important factor for CRM 

implementation. Small- and medium-sized enterprises generally have limited 

resources and channels for reaching customers; consequently they are concerned 

about keeping customers. Besides, it is a fact that for these enterprises, human 

behaviors have a very important role in customer relations. 

Non-parametric Kruskal-Wallis test determined that there is not any 

significant difference in the CRM implementation factors according to ―job position‖ 

(   .05). This means that respondents with different positions did not have the 

significant effect on determining the factors for CRM implementation.  Being senior 

managers or sale managers is not important for determining factors. It means that 

there is no difference among the top managers, the owners, the sales managers, the 

customer relationship manager and the manager of public relationship in selecting the 

parameters which clearly shows that, in the present condition, there are no special and 

adept people in the tourism of the country or they are not that many to be considered. 

If compared with petroleum industry which is the first source of revenue of Iran, it 

can be seen that thousands of expert people in petroleum industry are working day 

and night under tough conditions, while if this amount of attention be paid to tourism 

industry it will certainly have more revenue than the petroleum industry. 

 These days there are some counties in the world which through paying 

attention to tourist industry and training potent managers for the management of this 

industry has been able to rapidly change the whole aspects of their own countries 

through the increase of the per capita revenue and create a good change in the lives of 

their citizens. As examples, the western neighboring country of Iran, Turkey, and the 
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southern neighbor, United Arab Emirates, can be mentioned which in the recent years 

have gained lots of prosperity in tourism industry and attracting tourists. 

     It is hoped that through the study and research over the taken measures of 

the developed countries in this industry and using skillful mangers and experienced 

people the tourist industry of the country would change. In the present condition that 

the responsibility of the management of relationships with the customers is on the 

shoulder of the top managers or the managers of Public relationships that have other 

responsibilities, we can not compete with other countries which have conspicuously 

progressed in this science. Relationship with the customers, attracting customers and 

keeping them in the today world require expertise a continuous study and utilization 

of the experience of the prosperous countries in this profit-making industry. 

Accepting this issue that the tourism industry can be one source of national revenue 

and creating job opportunities and attempting in the acceptance of this important issue 

and institutionalizing that for those people who make important decisions can be of 

considerable impact in establishing training centers for educating the elite of this 

industry. 

     Not paying enough attention to the tourism industry in Iran has caused 

fewer people have activities, investment, learning and finally gaining experience in 

this industry and there are few experienced, expert and educated people in this field. 

According to the carried out research, there has been no difference in the selected 

factors between the more experienced mangers and the less experienced ones, which 

shows this point that few people would approach this industry that these people would 

be successful and become rich, which after becoming successful and rich they would 

invest in other profit-making professions or due to lack of support on the part of 

government and providing them with facilities would end in bankruptcy and abandon 

this activity. Also, the non-existence of resources and references and not giving 

facilities to publish the experience of the experienced people causes that the 

experience would not be transferred to others. In addition, most of the people who are 

working in this industry do not have enough knowledge and special education and 

their degrees are not compatible with the fields of their activity. These mean that hard 

effort needed for training the people who deal with CRM.  
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Non-parametric Kruskal-Wallis test determined that there is not any 

significant difference in the CRM implementation factors according to ―customer 

relations perspective‖ (   .05).  

As result of correlation table, by hiring more staff and getting larger, the CRM 

consideration become less important. Although the negative correlation is very weak 

but managers who deal with CRM should consider if their enterprise become larger 

and make considerable profit is just because of customer and having more personnel 

is not the sign of success regarding the attraction of the customers and this issue must 

be paid attention by the managers and those involved in this industry because in lots 

of cases having more personnel not only causes the increase in the expenses but also 

causes recession and not doing the activities due to being inefficient. 

     The expert managers in the field of relationship and attracting the 

customers can transfer their knowledge to the personnel of the institute and their 

colleagues and through the consistency in their activities they can cause the prosperity 

and flourish of their own institute. Otherwise, since the staffs have extra time and 

have nothing to do, they would gradually feel not useful and effective for not being 

motivated and this issue would cause a decrease in their output. The managers of 

small and medium tourism industry in Iran should be careful in selecting the 

personnel which firstly: their numbers is compatible with the considered activity, 

secondly: by giving them training along with working, their weaknesses which cause 

lack of attraction of the customers be mentioned. 

5.2.3 What are the most barriers for implementing CRM in tourism 
SME's according to managers' perspective? 

According to Ozgener & Iraz (2005) there are nine barriers for CRM 

implementation.  Among these nine obstacles, respondents with the Mean of 4.36 

declared that the most barriers for CRM implementation are poor communication. As 

one of the important results of pervious section was that making relations with 

customer is the most important factor again it should be better to remember that 

customers are the asset of enterprises by disregard, company will be collapse. 

According to founded data related to obstacles for CRM implementation that 

if we don't consider these obstacles and don‘t solve the problems we could not 
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achieve any significant success in tourism industry. There are mentioned some 

suggestions for solving problem as below: 

 Lack of sufficient relationship with customers; negotiation with 

customers can help us to find their needs and respond to their needs 

accordingly. 

 Insufficient offered services to customers; because managers respond 

to the customers' need according to their allocated budget and 

facilities. 

 The offered services to customers have not international and standard 

factors, and mangers respond to their needs with their own taste or on 

purpose. 

  Internal problems like lack age of specialized and skillful human 

resource. When there are no coordination in offering services and 

solving problems we cannot absorb the customer because we cannot 

satisfy customers. 

 Due to this fact that different societies have their certain cultures and 

each one follows some customs rooted in their history and civilization, 

therefore; the inconsistency of the cultures of the societies can be one 

of the problems in attracting the tourists and as a result the recession of 

this industry.  

 The managerial planning and administration of tourism institutes is 

very important. The more the mangers have expertise in this filed they 

would certainly be more successful in attracting tourists and 

developing tourism. But the inexperienced managers not having 

domination over GRM not only would cause problems but also their 

negative role would show the responsible board ineffective. 

 In Iran, the Organization of Cultural Heritage and Tourism is the 

responsible one in attracting tourists and programming the tourism 

industry which is a small subdivision of the government and should 

use the budget of the country. Since in the present condition, our 

country due to the problems of the imposed war and lots of embargoes 

needs more constructing budgets, in spite of all effort of the authorities 
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enough budget for this industry is not given to them and this issue also 

influences lack of success in tourism industry. 

It should be mentioned that based on Friedman nonparametric test determined with 

less than .01 % error and 99% confidence there is large difference between barriers 

and all barriers do not have the same effect on CRM implementation and these 

differences are not due to error or probability occurrence. 

5.3 Contributions 

The major contributions of this study were: 

 Verifying the objective for CRM implementation in tourism SME's in 

Iran 

 Determining factors that influence CRM implementation in tourism 

SME's in Iran 

 Determining obstacles of CRM implementation in tourism SME's in 

Iran 

      Hotel, hotel apartment and travel agency chosen as tourism SME's. The 

result can be used by SME's tourism managers and tourism industry planner or even 

other SME's manager to create plans for CRM implementation. 

Tourism SME's managers can create modifications and strengthen their weak 

points to increase market share by efficiently implementing of CRM according to 

customers needs to improve customer relation. Also other managers can use these 

results  

5.4 Implications and Recommendations  

In this section, the implication and recommendations will be presented based 

on the conclusions and statistics. Practitioners and management will be addressed as 

well as ideas for theory and future research will be provided. 
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5.4.1 Implication for Management 

Primarily, we can inclusively infer that managers implement CRM for 

improving customer services. Forecasting customer‘s need and offering more 

facilities comparing to other competitors such as flexibility in payment will improve 

current situation for SME‘s. Managers should prepare scheduled plan for CRM 

implementation to provide better service for customers negotiation with customers 

can help us to find their needs and respond to their needs accordingly. It is better that 

CRM done by separate division. 

Managers respond to the customers' need and offer services according to 

standard criteria and desire of customer. 

It is a fact that for these enterprises, human behaviors have a very important 

role in customer relations. Staff training plan should be included in enterprises 

activities. 

If this industry has been supported by governmental or private sectors has the 

potential to rapidly change the whole aspects of country through the increase of the 

per capita revenue and create a good change in the lives of their citizens.   It is hoped 

that through the study and research over the taken measures of the developed 

countries in this industry and using skillful mangers and experienced people the 

tourist industry of the country would change. In the present condition that the 

responsibility of the management of relationships with the customers is on the 

shoulder of the top managers or the managers of Public relationships that have other 

responsibilities, we can not compete with other countries which have conspicuously 

progressed in this science. 

 Accepting this issue that the tourism industry can be one source of national 

revenue and creating job opportunities and attempting in the acceptance of this 

important issue and institutionalizing that for those people who make important 

decisions can be of considerable impact in establishing training centers for educating 

the elite of this industry. 
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Not paying enough attention to the tourism industry in Iran has caused fewer 

people have activities, investment, learning and finally gaining experience in this 

industry and there are few experienced, expert and educated people in this field. 

     The expert managers in the field of relationship and attracting the 

customers can transfer their knowledge to the personnel of the institute and their 

colleagues and through the consistency in their activities they can cause the prosperity 

and flourish of their own institute 

Internal problems like lack age of specialized and skillful human resource or 

insufficient budget cause the obstacles for CRM implementation. Managers of 

tourism SME's should do their best to declines internal conflict and corporately work 

together. 

5.4.2 Implications for Theory 

The purpose of this study is to provide a better understanding of CRM 

implementation in tourism SME's in Iran  

The purpose of this thesis is descriptive research, as problem is clearly 

structured and we know what to look for. 

This research's approach is deductive, as first the hypotheses is developed then 

the research strategy is designed. It is quantitative research in the sense that we 

compare factors of service quality together and find top priorities. 

This research is an example of a survey strategy in which (Ozgener and Iraz 

2005)'s questionnaire is replicated and the items in the questionnaire measured. Travel 

agencies, hotels and hotel apartments of Tehran -the capital of Iran- have been chosen 

as tourism SME's.   

The questionnaires distributed in a face-to-face interview format. A meeting 

arranged and in a semi-interview environment I would give the questionnaire to her or 

him face to face. If he or she had question, I would provide explanations. I collected 

the questionnaires 2 or 3 days after meeting to give time to managers to filling out the 

questionnaires patiently. The questionnaire was designed to get idea of managers 
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about CRM implementation, factors influencing CRM implementation, and barriers 

for CRM implementation 

5.4.3 Implications for future research 

This study took a look at customer manager relation generally. It would 

further be interesting to conduct more focused research in different parts of CRM, 

such as customer satisfaction. 

This study focused on just three groups of SME‘s tourism enterprises (hotel, 

hotel apartments, and travel agency). It would be interesting to conduct research about 

other SME‘s in this industry. 

This study focused on tourism industry. It would be interesting to conduct 

research in different industries. 

This study adopted objectives, factors, barriers, for CRM implementation 

based on Ozgener and Iraz (2005). It would be interesting to conduct research based 

on other factors and objective of CRM. 
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Appendix 1: Questionnaire  
 

 

 

 

 

 

 

 
 

 

 

A Survey on CRM in the Iranian SME’s 

 (The case of Tourism industry) 

 

 
Dear participants, 

We are writing to ask for your help with an important and interesting 

study being conducted by the e-Commerce research team at Lulea 

University of Technology, Sweden and Tarbiat Modares University, Iran. 

 

Your valuable response will help to better understanding of Customer 

Relationship Management in Tourism Small – Medium Enterprises in 

Iran. 

 

We would like you to know that your efforts are very much appreciated. 

Only with the responses of professional like you, knowledge in the field 

can be advanced. Please save your responses and send them back.  

 

Please rest assured that all individual responses will remain confidential 

and the findings will be reported in the aggregate only so that information 

provided by you about your organization cannot be ascertained or 

deduced by the readers of the report. 

 

The survey should take no more than 5-10 minutes to fill out. 

 

Thank you very much for your kind assistance in this study. 

 

All answers will require a simple tick. 

Please rate each item from "strongly disagree (1)"through "very agree 

(5)" by ticking the appropriate box for each statement. 
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I would be appreciated if give some personal information. Please note 

that any of the information you impart will be treated as confidential. 

 

Table 1 

                            General Information 

Name: 

Sex: o Male o Female  

Experience: 

Education: 

Organization: o Hotel o Hotel Apartment o Travel Agency  

Position in Organization: 

Number of employees: 

Does your organization following one of the objectives of CRM:               No             Yes 

IF YES CONTINUE: 

Which objective is more important for your organization : 

Customer 

retention 

Sustaining 

competitive 

advantage 

Decreasing 

cost 

Improving 

Customer 

services 

Acquiring 

new 

customers  

Increasing 

profit 

Who is responsible for CRM implementation in your organization: 

 

Customer relation 

perspective: 

Product-oriented Customer-oriented Enterprise-

oriented 

 

 

 

 

Thank you for taking the time and trouble to complete this questionnaire. 

As a token of appreciation, we will be very happy to send you a 

managerial summary of the main findings as soon as all survey responses 

collected and analyzed.  

If you want the summary report please attach your business card this 

questionnaire. 

Your contact information will be recorded in a separated file from your 

responses. And will not be known by anyone outside of this research 

project. 

 

Once again, thank you very much for your participation in this research. 
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Factors influencing CRM implementation 

1 Distribution channels‘ effectiveness 

 
1 2 3 4 5 

2 Database, data warehousing and data mining 

 
1 2 3 4 5 

3 Sales force automation 

 
1 2 3 4 5 

4 Utilizing travel agencies and tour operators 1 2 3 4 5 

5 Designing CRM oriented web sites 

 
1 2 3 4 5 

6 Business image 

 
1 2 3 4 5 

7 Business activity quality 

 
1 2 3 4 5 

8 Intent of gaining competitive advantage 

 
1 2 3 4 5 

9 Staff training and behaviors 

 
1 2 3 4 5 

10 Idea of customer retention 

 
1 2 3 4 5 

11 Long-term customer relations 

 
1 2 3 4 5 

12 Acquainting customers with utilizing products 

and services 

 

1 2 3 4 5 

13 Globalization and recent advances in information 

technology 

 

1 2 3 4 5 

14 Idea of gaining new customers 

 
1 2 3 4 5 

15 Product and service quality 

 
1 2 3 4 5 

16 Others 

 
1 2 3 4 5 

 

1: strongly disagree 

2: disagree 

3: neither agrees nor disagrees 

4: agree 

5: strongly agree 
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1: strongly disagree 

2: disagree 

3: neither agrees nor disagrees 

4: agree 

5: strongly agree 

 

 

 

 

Barriers of CRM implementation 

1 Inadequate supporting budgets 

 
1 2 3 4 5 

2 Lack of senior management Commitment to CRM 

 
1 2 3 4 5 

3 Poor communication 

 
1 2 3 4 5 

4 An absence of complementary customer 

management skills 

 

1 2 3 4 5 

5 Inefficiencies in business process 

 

 

1 2 3 4 5 

6 Lack of end-user input at service stage 

 

 

1 2 3 4 5 

7 A lack of standardization 

 
1 2 3 4 5 

8 Inter-departmental conflicts 

 

 

1 2 3 4 5 

9 Lack of cultural readiness 

 
1 2 3 4 5 

10 Others 1 2 3 4 5 


