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ABSTRACT

The Adoption and Implementation of
Customer Relationship Management (CRM) Activities
in Internet Businesses in Turkey

By

Hiilya Zarali

Today the rapid changing and developing competitive environment of
technology, especially contribution and increasing effect of Internet has been forcing
companies to use information technology. In light of these developments, Internet
shopping and e-business have increased and become very popular both globally and
in Turkey. Thus, using customer relationship management (CRM) applications is
considered nearly compulsory for businesses to maintain strategic advantage in the
information age. The purpose of this study is to examine the adoption and
implementation of customer relationship management (CRM) activities in Internet
businesses in Turkey and these applications’ effects on company success. Data
collected from 81 Internet businesses in Turkey was analyzed by using descriptive,
factor, correlation and regression and ANOVA analyses. The results of these
analyses show that companies have various orientations for implementing CRM
systems. They display an advanced level of implementing interface-based and
relationship-based CRM activities, mostly improving customer satisfaction and
loyalty. However, this study specifically demonstrated that customer-based
performance dimensions should be supplemented by various other performance

metrics.
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KISA OZET

Tiirkiye’de Internet’te Faaliyet Gosteren Firmalarda Miisteri Iliskileri Y®onetimi

(MIY) Uygulamalari

Hiilya Zarali

Giiniimiizde hizla degismekte ve gelismekte olan rekabet ortaminda
teknolojinin, 6zellikle de Internet’in is diinyasina katkisi1 ve artan etkisi kurumlar
icin bilgi teknolojileri kullanimini zorunlu hale getirmektedir. Internet ortamindaki
faaliyetlerin/aligverislerin yayginlasmasiyla birlikte diinyada ve Tiirkiye’de bu
platformda gerceklestirilen faaliyetler artmis ve 6zellikle miisteri iligkileri yonetimi
(MIY) uygulamalarmin kullanilmast stratejik avantaj yakalamak acisindan
neredeyse zorunlu hale gelmistir. Bu calisma Tiirkiye’de Internet ortaminda faaliyet
gosteren firmalarda miisteri iliskileri yonetimi (MIY) uygulamalarmin durumunu ve
firmalarin basarilarina olan etkilerini arastirmay1 amaclamaktadir. 81 e-isletmeden
toplanan veri tamimlayici, faktor, korelasyon, regresyon ve ANOVA analizleri
kullanilarak analiz edilmistir. Bulgularin firmalarm MIY sistemlerini edinmede
cesitli egilimleri oldugunu ve gerek ara yliz/6nyiiz-tabanh gerekse iliskisel bazli
MIY faaliyetlerini kullanarak miisteri memnuniyeti ve sadakatini artirmayi
hedeflediklerini gostermektedir. Bu calismada MIY performansinin sadece miisteri-
tabanli 6l¢iim kriterleriyle degerlendirilmemesi ve ¢esitli 6l¢iim kriterlerinin 6nemi

vurgulanmaktadir.
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CHAPTER 1

INTRODUCTION

In recent years, organizations and companies have realized the importance of
knowing customers better. Customer relationship management (CRM) is an
approach that increases the strategic significance of managing and making effective
use of customer knowledge. CRM enables organizations to explore and use
knowledge of their customers and to foster profitable and long-lasting one-to-one
relationships.

The traditional models of interaction between businesses and their customers
are redefined by the successful adoption of Information Technology (IT)-enabled
CRM both nationally and globally. With the development in the area of information
technology and the improvement of the infrastructure of Internet, the use of the
electronic environment for customer related activities flourished. Thus, the concept
of electronic customer relationship management or briefly “e-CRM” became
comprised.

CRM and e-CRM are crucial topics for management sciences. They are
regarded as a source of competitive advantage. They are strategic issues for the
organizations and there are many areas for development in this area. Finally, there is
a fact that all successful online businesses have a strong CRM/e-CRM base and
investment such as amazon, e-bay, hepsiburada.com, yemeksepeti.com, etc.

Internet can be considered as a major tool to create competitive advantage by
offering opportunities like personalized services, confirmation of orders in real time

and many other value added activities.



Internet is a vital tool in identifying and determining the differences in

customers’ behavior such as preferences and attitudes toward companies’ products,

Web sites, etc. Additionally, it can be supported with related technology at the back-

end such as customers’ database, data warehousing and data mining, value adding

and personalized products or services. These create an edge over competing

companies (Ab Hamid, N.R, 2005).

The main purposes of this study are:

1)

2)

3)

4)

)

6)

investigating the level of adoption and implementation of customer
relationship management activities in Internet businesses, Web sites
and companies in Turkey,

identifying the major orientations for implementing CRM activities
in Turkish Internet businesses,

discovering the usage level of “interface-based activities” for the
purpose of e-CRM,

discovering the usage level of “relationship-based activities” for the
purpose of e-CRM,

determining which communication tools and channels are used for
e-CRM by Internet businesses in Turkey,

measuring the overall perceived success and performance of e-CRM
activities by using a multi-dimensional performance measurement

tool: The Balanced Scorecard (BSC).

For this purpose, a literature survey was conducted by an extensive review of

books, journals, Internet sources and dissertations. Then, a questionnaire was

prepared and delivered to various Turkish Internet businesses. Descriptive analyses,



factor analyses, correlation analyses, regression analyses, and ANOV A analyses
were used for evaluation of the collected data.

Our contributions with this study are:

1. examining e-CRM activities under two dimensions:

a. Human computer interaction (HCI) (Interface-based)
activities,
b. Relationship-based activities,

2. creating an exhaustive list of interface-based and relationship-based
e-CRM activities by creating an “HCI Scale” and a thorough review
of the literature,

3. discovering the level of e-CRM activities in Turkey ,

4. extending the implementation orientation of CRM found in the
literature by contributing additional dimensions,

5. extending the measurement of e-CRM performance from a pure
customer-based point of view to a multidimensional perspective by
using BSC: a performance measurement tool including four
dimensions: Customer, Internal Business, Innovation and Learning,
and Financial Perspectives.

This thesis is composed of the following chapters. Chapter 1 includes the
introduction as an overview for the study. Chapter 2 reviews the literature on
customer relationship management (CRM) and e-CRM, which is an extension of
CRM in the Internet environment, e-loyalty/online loyalty, personalization,
motivations for CRM implementations in organizations, Human Computer
Interaction (HCI), performance measures-metrics and Balanced Scorecard (BSC)

dimensions deeply. Chapter 3 introduces the model and the hypotheses of the study.



Chapter 4 presents the methodology of the study: preparation and administration of
the questionnaire and the data analysis approach. Chapter 5 includes the descriptive
and multivariate analyses, and the findings with the result of the analyses. Finally, in

Chapter 6, implications and limitations of the study are discussed.



CHAPTER 2

LITERATURE REVIEW

Customer Relationship Management (CRM): An Overview

There are many definitions of CRM that can be found in the literature.
Chablo (1999) defines CRM as “a comprehensive approach which provides
seamless integration of every area of business that affects the customer,
namely, marketing, sales, customer service and field support through the
integration of people, process and technology, taking advantage of the
revolutionary impact of the Internet.” Although most of the others are similar to

this comprehensive definition, it is necessary to examine a few others.

Brown (2000) states that CRM is neither a concept nor a project. CRM is a
business strategy, which aims to understand, anticipate and manage the needs of an
organization’s existing and potential customers. He presents the strategic customer care
5-pillar model to build a CRM model for enterprises. These are strategic, process,
organizational and technical change and management of enterprise around customer

behavior.

More simply, Handen (2000) defines CRM as the process of acquiring,
retaining and growing profitable customers. Actually, this definition summarizes the
core of CRM thought. In order to represent value to the customers and create loyalty,

CRM requires an obvious focus on the service attributes. According to Handen to



implement a CRM project effectively, five dimensions are considered important:
Strategy, Organization, Technology, Segmentation, and Process.

In a similar approach, Findlay(2000) mentions that CRM contemplates on the
retention of customers by collecting all data from every interaction and from all
access points whether they are phone, mail, Web or field. The organization can then
use this data for specific business purposes, which could be Marketing, Service,
Support or Sales while concentrating on a customer-centric approach rather than a
product-centric approach.

Peppers, Rogers, & Dorf (1999) describe CRM as a concept that makes it
possible to an organization to customize specific products or services to each
individual customer. They have focused on four steps (identify, differentiate, interact
and customize) for one-to-one marketing.

As these definitions clearly show, the business world is shifting from a product
focus to a customer focus, and thus, managers see that the improvement of existing
customer relations brings the benefit of profitable and sustainable revenue growth.
CRM enables a business to understand better the explained, and especially the implied
requirements of its customers.

Triggered by increasing competition due to the less loyal and more
demanding nature of customers, CRM has become a common practice for large
enterprises through extensive use of constantly developing computer, storage and
software technologies.

CRM involves the continuous use of advanced information about existing
and potential customers in order to anticipate and respond to their needs and
describes a combination of business processes and information technology to

discover knowledge about the customers and answer questions such as ‘‘who are the



customers/consumers?’’, ‘‘what do they do?’’ and ‘‘how do they behave?’’. With
such effective use of information and communication technologies, firms can offer
their customers various products and services, agreeable prices, and customized and
personalized services, all at the same time.

Effective management of information and knowledge is essential and critical
to the concept of CRM. For this reason, companies have to gather the correct
information from both internal and external sources and use it to provide a unified
view of the customer for targeted marketing purposes.

Effective management of information and knowledge becomes possible with
the use of appropriate technologies. By means of Internet technologies, customers
generate their own data and these can be used for marketing, sales and customer
service applications. In a world connected by a huge network called Internet, CRM

has become an obligation for organizations and companies.

Internet Technology as a Tool in Customer Relationship Management (CRM)

In this section of the literature review, how Internet technology enables and
enhances CRM applications will be handled as one of the emergent issues in the

relevant literature.

To start with, Feinberg and Kadam (2002) strikingly declare, “Businesses are
moving online, not as a matter of choice, but as a matter of necessity”. Thus, the use
of the Internet as a way of commerce and data gathering instrument presents an
opportunity for business to use the Internet as a tool for customer relationship

management.



As the number of Internet users is growing rapidly, retailers and other
organizations want to take the advantage of this enormous online market potential.
Internet changed the way companies do business greatly. It made it easier and
broadened the communication channels and interaction intensity between customers
and organizations. Furthermore, it forces companies to a powerful competition.

Xu, Yen, Lin, and Chou (2002) support this idea by mentioning that,
“Internet creates some factors like heightening customer expectations and borderless
markets. These factors force companies to switch from a product-centric approach to
a customer-centric approach*

However, one of the major challenges of e-business is that Internet’s use in
global market makes it more difficult to attract new customers and retain existing
ones. Therefore, a customer-centric strategy is necessary for the companies that want
to be successful in the Internet era. The best solution is making CRM include the
Internet technologies to provide businesses with more effectively managed
customer relationships through any direct or indirect consumer channel.

At this point, it is necessary to state some key characteristics and benefits of
the Internet for CRM. Internet, as a pull technology, obtains customers with more
proactive attitudes toward continuing relations with companies. Transactions
between customers and companies are made easier by this enhanced level of
interactivity. Internet communication channels like e-mail acts as a push technology
and they enable companies efficiently manage the communication with customers.
Interactivity and quick implementation of new products and services increase
competition in terms of customer retention and attraction. In addition to these,

Internet provides transaction logging. This helps establishing data warehouses,



which provide timely and easy access to key information needed by CRM and CRM
is able to mine the data warehouse to identify trends and opportunities.

The importance of the Internet was realized rather quickly in the Turkish
business environment, too. Many people, companies and organizations started to use
the Internet because of its benefits. However, as the discussions in the findings will
show, the level of advancement in Internet usage is still not at a fully integrated and
strategic level for businesses.

Looking at general usage though, statistics show that there is rapid
acceptance in general. Some demographic characteristics of Turkish people in terms
of Internet usage according to their age group and gender are listed in the Table 2.1.
This table shows Internet usage by gender and age group in 2004 in Turkey and
Table 2.2 shows the percentages of the activities of individuals over the Internet in

2005. These data are taken from Turkish Statistical Institute.

Table 2.1- Internet Usage by Gender and Age Group in 2004 in Turkey

Internet Use
Age group Female Male
16-24 1057 079 1 965 750
25-34 676 835 1477 391
35-44 243 235 704 745
45-54 84 606 372 042
55-64 21 285 83 067
65-74 2201 24 260

In Table 2.3 the construction rate of firms’ that perform marketing activities
over the Internet or other channels were shown. Table 2.4 displays the types of Web
sites that are visited by Turkish Internet users most frequently. These data are taken

from 2005 Turkey Internet Report of TIMNET Internet Media Marketing.



These statistics show that the Turkish market is quite similar to the global

Internet market in general in terms of demographic distribution of online customers

and usage purposes of the Internet.

Table 2.2- Activities of Individuals over the Internet in 2005

Activities Percentages
(%)
COMMUNICATION 78,23
Sending / receiving e-mails 66,84
Telephoning over the Internet / Videoconferencing 11,36
Other (use of chat sites etc.) 40,39
INFORMATION SEARCH AND ONLINE SERVICES 90,16
Finding information about goods and services 43,31
Using services related to travel and accommodation 14,25
Listening to Web radios/watching web television 28,18
Playing or downloading games, images or music 43,58
Downloading software 22,81
Reading/downloading online newspapers/news magazines 55,77
Looking for a job or sending a job application 10,57
ORDERING AND SELLING OF GOODS AND SERVICES, 15.95
BANKING ’
Internet banking 12,90
Other financial services (e.g. Share purchasing) 2,95
Purchasing/ordering goods and services (excl.
Shares/financial services) 3,59
Selling goods and services (eg. Via auctions) 1,07
INTERACTION WITH PUBLIC AUTHORITIES 39,97
Obtaining information from public authorities Web sites 37,64
Downloading official forms 10,65
Sending filled form 6,02
TRAINING AND EDUCATION 30,71
Formalized educational activities (school, university etc.) 26,83
Post educational courses 7,22
Other educational activities related specifically to 437
employment ’
HEALTH 22,97
Seeking health-related information 22,38
Making an appointment online with practitioner 0,50
Requesting a prescription online from a practitioner 0,02
Seeking medical advice online from a practitioner 1,86
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Table 2.3- Construction Rate of the Firms

Firm Construction Rate

Internet + Other Selling Channels 92%
Only Internet Sale 8%

Table 2.4 - Types of Web Sites that are visited by Turkish Internet Users

Age Groups Gender

Total 15-24 25-39 40-54 | Female Male
Chat 55% 62% 43% 33% 51% 58%
Rooms
Game Sites 27% 32% 18% 7% 20% 31%
Work 25% 17% 46% 33% 26% 25%
Related
Sites
Shopping 13% 11% 16% 20% 18% 10%
Sites
Newspapers 3% 2% 4% 0% 5% 1%
E-mail 2% 3% 0% 0% 3% 1%

Electronic Customer Relationship Management (e-CRM)

It has already been mentioned in many studies that the Internet will
continue to change the way customers and suppliers interact with one another, in
terms of speed and ease. This fact requires that the integration of Internet
technology into CRM activities occur at all level throughout an organization. In the
current information age, only an Internet integrated CRM can successfully assist
companies to move customers to the heart of the business circle, and then raise
customer satisfaction and retention. Thus, a new term “e-CRM” has been created to

express the combination between the Internet and CRM and will be examined in

this section.
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Starting with a definition of e-CRM, Lee-Kelley, David, and Robin (2003)
describe e-CRM as the marketing activities, tools and techniques, delivered via the
Internet which contains e-mail, world wide web, chat room, e-forums etc. to carry on
locating, building and improving long-term customer relationships to enhance their
individual potential.

We can divide e-CRM process into two parts technically: Front-end and
Back-end processes. The e-CRM structure begins with the front-end tool when
customers visit or browse the company’s Web site. A customer’s browsing activities
will be captured by a cookie file and logged in a server for initial profiling purposes.
These activities would be very useful for future marketing plans. Customers’
personal information and browsing profiles are built up and stored in a database at
the back-end. At this point, customers can interact with the database to check
product/service availability, retrieve order details, track an order status as well as
personalize certain services. Afterwards, data warehouse will sort specialized
periodical reports of customers’ activities. These reports are used as inputs to the
mining process and after this process, useful signals will be sent to companies to
determine customers’ behavior and create effective segmentation.

Database is the groundwork for any customer relationship management
activity (Winer, 2001). Customer database helps a company to understand its
customers in terms of preferences and past activities. It is also used for segmenting
the company's clients by geographical areas, products, and businesses. Actually, the
best way to manage customer data is through data warehousing (Anton, 2000). A
data warehouse is a database system that is capable to store a very large amount of
data for quick analysis and reporting. On the other hand, when data comes from

different sources, extracting it from a data warehouse can be very difficult. Thus,

12



another marketing application called data mining is utilized for grouping customers,
which leads to customer segmentation. A strategic application such as data mining
primarily focuses on the knowledge discovery, predicts future behavior of the
customers, and hence contributes to the greater understanding of customer behavior -
knowledge acquisition (Srivastava, Wang, Lim and Hwang, 2002). This approach,
which uses knowledge based on customers' likes and preferences, is known as
database marketing which evolves into one-to-one marketing or relationship
marketing (Gronross, 1997). After collecting customer data, the class and level of
service can be easily personalized, customized and delivered according to each
customer’s preferences, likes, and value and consumption patterns. These
approaches enhance customer relationships and let the company to strategize the
marketing activities more effectively and efficiently (Ab Hamid and Kassim, 2004).
Figure 2.1 illustrates the E-CRM model described above.

Romano and Fjermestad (2003) approach e-CRM from the perspective of
five research areas. These are e-CRM markets, e-CRM business models, e-CRM
knowledge management, e-CRM technology and e-CRM human factors.
Considering their classification, each dimension is briefly explained here. E-CRM
markets perspective involve how best to integrate e-CRM systems to the markets
effectively and efficiently. In the perspective of e-CRM business models, the
customer is placed at the core of electronic commerce and e-CRM provides back-
end support and meets customers’ expectations. In the e-CRM knowledge
management perspective, customer information is collected by building data
warehouses, processed, analyzed, and then returned in the form of meaningful
knowledge about customers to the companies. In the e-CRM technology perspective,

the authors identify 20 different technologies for e-CRM such as chat rooms,
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forums, e-mail, auctions etc. Finally, in the perspective of e-CRM human factors,
behavioral, affective and attitudinal factors that play role in e-CRM examined. After
examining these five research areas, Romano et al. (2003) present a conceptual

framework based on these as shown in Figure 2.2.
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Figure 2.1 — E-CRM model
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Figure 2.2 — E-CRM research framework
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In another classification of e-CRM dimensions, Sterne (1996) has
identified three important e-CRM areas:
1) Pre-sales support (information about the company, products and
services, etc.)
2) E-commerce services (order fulfillment, services, etc.)
3) Post-sales support (maintenance and technical support, etc.)
Additionally, Anton and Postmus (1999) identify 25 factors that
combine to be an index of E-CRM activities of firms according to Sterne’s

classification of e-CRM. Table 2.5 shows this identification.

Table 2.5- e-CRM Features

Site customization.
Local search engine
Membership.

Site tour

Site map

Introduction for first-time users
E-mail

Fax

Postal address

10. Toll-free numbers

11. Call back button

12. Voice over IP.

13. Mailing list

14. Chat

15. Electronic bulletin board

Pre-sale support (Contact
and information, general
E-CRM) features

WHONRAN R L=

16.  Online purchasing.
E-commerce service features 17. Product information online.
18.  Customization possibilities.
19. Purchase conditions.

20. Preview product.

21. Links.
22. FAQs.
Post-sales support features 23. Problem solving.

24. Complaining ability.
25. Spare parts.

Source: Adopted from Feinberg et al (2002)
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E-CRM systems integration will change the way work is completed and how
relationships are established and managed. E-CRM system integration is leading to
new distribution and processing capabilities and requires organizations to develop
new strategies to build and maintain effective and consistent worldwide brand
images. Integration will also mean that other factors such as logistics and rapid
delivery of products, information, and services, cyber-intermediation must be

considered from strategic and theoretical perspectives. (Romano et al, 2003)

There are various Internet tools applied towards E-CRM, which facilitate
companies to provide the best customer service, as a result enhancing customer
relationships. The number of internet-based technologies for e-CRM is growing
rapidly. Romano et al. (2003) spot some 20 different technologies that could be
used for e-CRM. Moreover, they define three types of relationship management and
categorize CRM technologies as passive, active, and interactive. These represent the

role of the customer in the communication process.

This study attracts attention because of using a relationship-based approach to
understand the value and importance of each tool. Table 2.6 shows emergent
technologies for e-CRM according to Romano et al. (2003) study.

Customers communicate via the channel they prefer and companies can
communicate with their customers’ preferred technology. Furthermore, some other
communications technologies as well as telephone, fax, frequently asked questions
(FAQs), video teleconferencing, voice messaging, video messaging and online

meeting/e- conference could be used.
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Table 2.6 - Emergent Technologies for E-CRM

Passive

Cookies

Chat rooms

Bulletin boards and fun clubs

Mailing lists

News groups

Observation studies through virtual reality and simulated
environments

Product-related discussion groups and lists

Active

Chat rooms (hosted by Seller)

Bulletin boards (hosted by Seller)

Forums (hosted by the Seller)

Internet surveys

Product-related discussion groups and lists
Recommender software

Interactive

E-mail

Forums

Online focus groups
Interactive online interviews
Survey panels

Auctions

Online trade shows

Shopping agent

Source: Romano et al. (2003)

The adoption of e-CRM tools can provide advantages to the firms’

operational effectiveness and therefore deliver value to adopting companies. Some

advantages of e-CRM created by using e-CRM tools effectively are:

O

O

O

reduce the cost of communicating with customers

reduce administrative and operational costs since customers are
empowered to self-configure products, track orders and make changes
themselves.

offer more efficient workflow because of the integration between e-
CRM applications with back-office systems such as production,
finance and supply chains, thus delivering cost savings.

improve sales by means of better market segmentation,
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o increase the profitability of firms,
o improve the overall customer interaction, which in turn would lead to
better service, improve customer satisfaction and loyalty and at last

customer lifetime value.

E-Loyalty / Online Loyalty

E-CRM is crucial for the success of online industries by using Internet based
technologies as an effective, efficient and interactive medium of acquiring useful
knowledge about customers. By embedding an e-CRM strategy into the business

strategy, it is possible to:

¢ understand customer behavior and preferences for future use, and

® acquire customer loyalty and improve profitability.

The main point of using customer relationship management is to
understand the needs and wants of individual customers by learning and
delivering online-specific advantages according to customers’ likes.

Studies often report that attracting new customers cost much more than
retaining existing and loyal customers. Reichheld and Sasser (1990) found that
existing customers are less price sensitive and they are also more economical to

maintain than new customers.

Understanding customer preferences is the heart of marketing and key to
capturing them (Dolan, 2001). “How do customers make purchase decisions?” is
a major question in the marketing literature. However, understanding customers
is becoming much more difficult every day. Thus, companies must utilize any

source available to obtain knowledge about customers, which in turn will enable
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them to increase revenue and profits (Galbreath, 2002). It is also discusses that
learning about individuals is vital to keeping customers. Apparently, the Internet
is a cost-effective medium of information gathering (Boyle, 2001; Hoffman and
Novak, 1996). Arnott and Bridgewater (2002) suggest that Internet interactivity
increases marketers' ability to comprehend consumer behavior that can assist
marketers’ to offer products or services according to what customers wants.

CRM is a business strategy and it requires a customer-centric business
philosophy and culture to support effective marketing, sales and service processes.
Gosney and Boehm (2000) define CRM as a process, which acquires, retains and
grows profitable customers. They put emphasis on that CRM need a clear focus on
the service attributes that stand for value to the customer and that create loyalty.

E-loyalty is achieved when customers do not even consider the competition's
offers and when customers want to be associated with the organization’s site and tell
others about it. These are summarized with three measures of e-loyalty: Repurchase
Cross-purchase and Referrals to other customers.

There are two major strategies to accomplish customer loyalty: ‘locking in’
and customer satisfaction. There are strategies of hindering customers from
switching from the company’s brand by imposing barriers to change. These barriers
are best created by seeing the customer ultimately. Therefore, customer satisfaction
is achieved by creating trust and treating them well in the future too. For this reason,
customers are not interested in altering such companies and by making continuous
transactions with them, which is the most significant sign of loyalty.

Moreover, online complaint management allows one-to-one solutions to the
problems and prevents to avoid ‘silent’ account cancellation. Hansen (1996)

emphasizes that the use of online complaint management can help optimizing net
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profit, because of a possible conflict resolution dialogue. Moreover, the customer
tends to be more exposed in voicing complaints and this causes a new opportunity to
increase customer satisfaction. (Salmen and Muir, 2003)

Salmen and Muir (2003) also added that “A variety of new technological aids
like online monitoring operations and personalization techniques have become
available to simplify the acquisition of customers and their classification according

to individual demands”.

Personalization: A Major Facet of E-CRM

Personalization and customization are considered as core elements in the
achievement of e-loyalty in e-commerce. Currently, the most promising strategies to
accomplish e-loyalty are characterized through online personalization, especially in
the segment of younger, highly educated, highly paid, or wealthy inheritor

customers. (Salmen and Muir, 2003)

Galbreath (2002) also illustrates that processed information could
create better user experience such as personalization, which brings about
building trust and loyalty.

Electronic Customer Relationship Management (e-CRM) has forced
marketing managers to reevaluate their relationship with customers in the point of
how, when and to what extent they interact with their customers. Companies will
lose loyal customers if they are not aware of and act in response to the changing
demands of them. Furthermore, marketing to a new a customer will be more
expensive and time consuming. Every customer will desire specialized services and

they will want to know why one product is preferable than the other one.
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A marketing revolution will emerge because of the Internet (Arnott and
Bridgewater, 2002; Berthon, Pitt, Katsikcas, and Berthon, 1999; Kiani, 1998;
Lazer and Shaw, 2000; Peattie and Peters, 1997; Sandelands 1997). However,
this revolution will only be realized if marketers take advantage of the potential
of the Internet to deliver personalized services (Arnott and Bridgewater, 2002).
According to Pine (1993), in many instances companies are driven to offer
personalization in their business models. The information gathered about
customers via the Internet helps companies to offer unique services to individual

customers (Bradshaw and Brash, 2001).

Motivations for CRM Implementation

Karakostas, Kardaras, and Papathanassiou (2005) made an exploratory
survey, which was conducted to understand the state of CRM adoption in the UK
financial services sector. After the survey, they categorized organizations’ main
drive for making a CRM implementation into four reasons. These are:

1. Competitors

2. Cost reduction

3. Internal efficiency

4. Customer satisfaction

Karakostas’ et al. (2005) empirical investigation on UK financial services

shows that customer satisfaction is the most prominent motivation among these
followed by internal efficiency, competitors and cost reduction respectively. This
approach will be used in the model developed for this study with two additional

dimensions contributed as well.
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Human Computer Interaction (HCI)

The use of Web sites by customers for purchase and information gathering
has become widespread both worldwide and in Turkey. Since the first contact point
between a company and a potential buyer is through Web sites, it is very important
for organizations to get the “first impressions” effectively- present transactional and
personalization as well as product/service information and user-friendly designs.
Consecutively, the rate to keep customers as well as changing visitors to buyers may
likely be higher. (Ab Hamid, 2005)

Human computer interaction (HCI) is a discipline concerned with the design,
evaluation and implementation of interactive computing systems for human use.
HCI features’ objectives are improving interaction between users and computers,

providing and improving customer satisfaction, and making customers loyal.

Human-Computer Interaction (HCI) is an interdisciplinary field that has
attracted researchers, educators, and practitioners from different disciplines. HCI has
gained attention during latest years due to the rapid development and advancement in
information and computer technology. To better use advanced technology, we need

to understand users, the interaction among them, and related tasks.

Design methodologies in HCI aim to create usable and useful interfaces.
While usability is about being manageable with ease and efficiency, usefulness
involves allowing the user to be able to complete relevant tasks.

There are seven principles that can be used to guide or evaluate design at any
time in the process: Tolerance, Simplicity, Visibility, Affordance, Consistency,
Structure and Feedback. (Raskin, 2000) He examines each dimension in detail as

shown in Table 2.7.
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Table 2.7 — The Seven Principles of Design Evaluation

Principle Description Example

Visibility Clarity Is the goal obvious? Icons used?

Feedback Information sent back to user | Sound? Label showing success or
after their action failure?

Affordance How clear is the use of an | Label “Push” on one side of a door;
element to the user? a button saying “Click Me”

Simplicity KISS (Keep It Sweet & | Place an Open File option on a
Simple) principle menu, under File tag

Structure Are the elements set out in a | Group  information within a
meaningful way from the | dialogue box.
perspective of the user?

Consistency | How easy is it to learn and | X to close a window is always on
remember the appearance, | top right hand side of the window;
positioning and behavior of | the most important buttons are the
the elements? same size with only labels

indicating different goals.
Prevents user making errors | Ignoring of wrong or invalid

Tolerance

or provides easy recovery or

graceful fail

keyboard input; Hiding options

inappropriate in a context.

Source: The Humane Interface, Raskin, J., (2000)

In the e-CRM applications, user-centered design (UCD) is a crucial concept.

It is a modern, widely practiced design philosophy rooted in the idea that users must

take center-stage in the design of any computer system. Raskin’s (2000) approach is

a seminal study that summarizes the dimensions of a successful interface

comprehensively. Great use of this study has been made creating the HCI scale to

measure interface success.
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The issue of Web site design is the major theme in HCI literature. Therefore,

a lot of attention must be directed to the studies analyzing aspects of good design.

Designing a Web site is defined as the arrangement and creation of Web pages that

in turn make up a Web site. In the literature for typical commercial Web sites, the

basic aspects are:

The content, which is the material of the site, has informational value
for the site and for the customers.

The appearance, which brings attractiveness to the site, is the look of
styles, aesthetics and professional appearance of the pages.

The usability, which means how easy user interfaces are the use, is
related with navigation of the site, compatibility and reliability of
dynamic functions.

The visibility, which means the Web site appear in the first or leading
places within the major search engines, can be used as a measure of

how much the customer sees the Web site.

In the literature, many studies point out the general features that a successful

Web site must have. An aggregated list of these features can be provided as follows:

O

Correct, relevant and trustable content
Easy navigation

Clear and correct language

Updated frequently with new information
Giving information about company

Ease of use and user-friendliness

Contact information

Consistency imagery in the pages
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o Fewer step process

o Aesthetics

o Carry web traffic well

o Working links

o Security and reliability

o Having help option

o Responsiveness

o Accessibility from search engines
o Appropriate domain name
o Registration feature

o Interactivity

o Personalization

Performance Measures-Metrics

Performance metrics are specific measures designed to evaluate the
effectiveness and efficiency of an organization’s operations and measure whether the
company has reached its objectives or not.

Sivakumar (2002) categorizes the metrics from the customer-centric,
business centric and technology-centric viewpoints. The customer-centric viewpoint
assesses what a customer expects when interacting with an e- CRM system for
example convenience, ease of use, privacy and security, friendly technology. The
business- centric metrics assess whether the technology is applicable to the firm, and
understand the potential of a technology or protocol for example reliable operation,

support for multiple users, and encryption of communication. The technology
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centric metrics enable e-CRM and its adoption by an organization for effective
interaction with the customer for example; the architecture of e-CRM systems,
communication channels, the infrastructure or technology deals with the
hardware/firmware components.

Some of the performance metrics examples are: return on investment (ROI),
financial performance, market share, cost savings, revenues, customer satisfaction,
customer lifetime value (LTV) etc. The Balanced Scorecard (BSC) is also a widely
used performance measurement tool. Although it has been used extensively to
measure overall business performance in the traditional context, it can also serve as a

good framework for understanding e-marketing metrics.

Balanced Scorecard (BSC)

Kaplan and Norton, two Harvard Business School professors in 1990,
introduced the Balanced Scorecard (BSC) as a concept for measuring a company's
activities in terms of its vision and strategies, to give managers a comprehensive
view of the performance of a business. It is a performance measurement tool, and
can be used to measure and manage e-business project success.

The balanced scorecard drives implementation of strategy using four
perspectives:

1. Customer Perspective
2. Internal Business Perspective
3. Innovation and Learning Perspectives.

4. Financial Perspective
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The measures on a BSC can be utilized as the keystone of a management
system that communicates strategy aligns individuals and team to the strategy,
creates long-term strategic targets, allocates long and short-term resources and in the
end provides feedback and learning about the strategy (Kaplan and Norton, 1996).

In the literature, for building a generic e-business scorecard, performance
measures described in Van Grembergen and Saull (2001), Rosemann (2001) and
Chaffey, Mayer, Johnston, and Ellis-Chadwick (2000) are integrated in these four
perspectives. Moreover, each organization can choose metrics for the scope of these

four perspectives based on its objectives, business model, strategies, and industry.

Customer Perspective

The customer perspective represents the evaluation of the consumer and
business clients. It uses measures of the value delivered to customers. Customer
metrics fall into four areas: time, quality, performance and service, and cost. In
addition to these, this perspective measures customer loyalty and lifetime value.
Some loyalty measures for e-businesses are length of visits, conversation rate of
candidate customers to real customers, percentages who give personal information,
etc. Furthermore, in customer perspective; transactions are another important
measures for example online sales abandoned, time to respond to a customer or
solution of a complaint, percentages of orders filled on time, etc. (Strauss, El-
Ansary, and Frost, 2003)

Plant, Willcocks, and Olson (2003) carried out a research study, which
examines the formulation of e-business measurement, in the United States and

Europe. After a detailed work, they added four additional factors, namely: Brand,
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Service, Market and Technology. These factors can be used as value criteria for
customer perspective of BSC. Brand valuation can facilitate goal determination of
customer perspective. Service factor helps to achieve and understand online
customer perspective. Market positioning helps to do there tasks defining market,
segmenting that market and then providing quality product or service according to
those segments. Finally, technology perspective facilitates the organization’s ability

to utilize and employ technology effectively.

Internal Business Perspective

The internal business perspective evaluates company success at meeting
customer expectations through its internal processes. This perspective is critical for a
successful e-business. Web site is a measure for internal business perspective with
its features like time to load a web page and scalability, ease of fulfillment order
process, availability of help or support systems, and security and safety.

Supply chain excellence is another measure with inventory levels, order
confirmation time, percentage of products built to order. Complementary channels
measures evaluate percentages of total revenue generated online by the help of

powerful software within information technology.

Innovation and Learning Perspective

The innovation and learning perspective (called growth perspective)
measures the company's learning curve by continuous improvement to existing

products and services, and by continues innovations in new products. Because of the
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rapid change in technology, organizations have to evaluate themselves according to
this perspective. Some innovation and learning perspective measures are number of
new service products to market in a year, percent of sales from new services, number

of employee suggestions, etc.

Financial Perspective

The financial performance of an organization is fundamental to its success.
However, e-business projects are generally technically driven. Porter (2001) and
Willcocks and Plant, 2002 state that for many of the “dot com” companies founded
and progress in the late 1990’s, business perspective was neglected and the
consequences were frequently serious. Therefore, in a balanced scorecard, the
business perspective must be considered very important.

The main objective in financial perspective is cost reduction of the
organization. Cost reduction of acquiring a new customer, operational cost reduction
and cost reduction of promotional material are some measures that explain how the
Web sites help to reduce costs. (Van Grembergen and Amelinckx, 2002)

Financial measures looks income and expense metrics such as return on
investment (ROI), annual sales, market share growth, average order value and net

profits as percentage of sales, operational costs and promotional costs.
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CHAPTER 3

THEORETICAL MODEL AND HYPOTHESES
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Figure 3.1 — Theoretical Model
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In this part of the study, the theoretical model of the study, which contains a
comprehensive collection of variables that are expected to influence the adoption
and implementation of customer relationship management (CRM) activities in

Internet businesses in Turkey, is explained component by component.

Module 1: Implementation Orientation for CRM

This module includes the six motivations for CRM implementation.
Karakostas et al. (2005) categorize organizations’ main drive for making a CRM
implementation into four as:

o Competitors: This means the company implements CRM applications
because of their competitors’ implementation in order to catch a
competitive advantage.

o Cost reduction: This means the company implements CRM
applications in order to reduce cost.

o Internal efficiency: This means the company implements CRM
applications in order to increase internal efficiency in the
organization.

o Customer satisfaction: This means the company implements CRM
applications in order to improve and increase customer satisfaction.

In the theoretical model developed in this study, two additional dimensions
are contributed. It is thought that companies can pursue implementing e-CRM
applications in order to keep up with the latest business trends as well as increasing

profitability. Thus, the additional dimensions are:
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o Innovation and continuous development: This means the company
implements CRM applications in order to keep up innovativeness
and continuous process improvement mission.

o Financial advantages: This means company implements CRM
applications in order to create financial gains for the company.

Motivations for CRM implementation have an important place in the model
of this study and they show the companies’ priority for implementing CRM
applications in their organization. Their priority effects the organization’s

implementation way and activities.

Module 2: Implementation for CRM

This model includes two sets of implementation activities for CRM.
Although, in the literature, there are many CRM activities cited to be important, they
have not been categorized according to context. In this study, initially, a long list of
CRM activities has been created and then they have been categorized according to
their application context as “Interface- based activities” and “Relationship-based

activities”.

Interface- Based Activities

Interface-based activities are generally based on the Human Computer
Interaction (HCI) concept. As mentioned in the literature, Human computer
interaction (HCI) is a discipline concerned with the design, evaluation and

implementation of interactive computing systems for human use. HCI improves
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interaction between users and computers, provides and improves customer
satisfaction, and makes customers loyal.

In this part of the model, a 23-item HCI scale has been constructed to
measure the success application for each of the following dimensions in the HCI of
Internet businesses in Turkey according to the titles listed below:

O Content and layout of the page
Navigation
User-friendliness and ease of use
Processes( 2-3 clicks to any solution)
Aesthetic
Traffic (ability to handle peak load times) & fast page loads
Security
Quick response
Accessibility from search engines
Appropriate and easily remembered domain names
Clear and simple language
Up-to-dateness
Personalization

Interactivity

o 0o o o o o o o o o o o o o

Contact

As will be explained later on in the Analyses and Findings section, these
dimensions have been factor analyzed and reduced to the following six groups:
B Ease of Use and Navigation
B Access to the Site and Functionality

B Technical Capability
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B Personalization and Interactivity
B Security Precautions and Problem Solution

B Perceived Usage Barriers of The Site

While the statistical details of the analysis can be found in the relevant

section, it is necessary to present this categorization here to clarify Figure 3.2 where

the model after the Factor analysis is presented.

Relationship- Based Activities

Relationship-based activities are generally related with the CRM activities

supported by the companies to maintain the loyalty of customers after they engage in

a commercial relationship with the company. Such CRM activities are very crucial

to obtain customer satisfaction and loyalty. In this part of the model, a relationship-

based activity scale has been constructed according to the titles listed below:

O

O 0O o o o o o o o o

necessity for registration

sending SMS/call/e-mail for special days

making discount for special days

24-hour online support

offering various contact information

obtaining secure process ending

one-to-one solutions in short time

follow-up processes/steps from Internet

inform customers about new campaign/services by SMS
customer recognition

various payment alternatives
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O O O 0O O o o o o

O

personal e-mail/SMS/promotion

offering campaigns to customer groups

offering advantages according to general usage

offering new suggestions according to buying behaviors
offering online consultancy

offering special web designs for customers

Personalization of the site

Giving advantage/discounts according to loyalty/previous usage
Various security options

Informing customers by e-mail/SMS, etc.

As will be explained later on in the Analyses and Findings section, these

dimensions have been factor analyzed and reduced to the following 7 groups:

Benefits Offered According to Past Behavior
Payment Benefits and One-to-One Solutions
Personalized Web Design and Advantageous Offers
Online Guidance and Help

Online Support and Information

Process Ease and Security

Customer Recognition and Security

The frequency and effectiveness of the relationship-based activities are

expected to influence the customer-based performance measures for e-CRM.
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Module 3: CRM Communication Channels and Tools

There are different Internet tools applied in the context of e-CRM, which

There are various communication tools for CRM in the literature. Romano et

Table 3.1.

facilitate companies to provide the best customer service, as a result enhancing
customer relationships. Finding the existence of the tools for Web sites is very

important point in e-CRM, thus this part is very critical in the model.

al. (2003) mark 20 different technologies that could be used for e-CRM within the
context of three types of relationship management (passive, active, and interactive). In

this study, the existence of fourteen different channels is examined. These are listed in

Table 3.1 — E-CRM Communication Channels

. Postal addresses
. E-mail

. Telephone

. Fax number

. FAQ

. Message/request/complaint forms

. Chat room

10.

11.

12.

13.

14.

E-mail list
Newsgroups

Forums

Online meeting/help
Voice message system
Video conference

Electronic conference
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Module 4: Performance Development — Balanced Scorecard (BSC)

BSC, which is a performance measurement tool, provides a good framework
for understanding e-marketing metrics and could be used to evaluate e-businesses'
success. The balanced scorecard has four dimensions as mentioned in the literature
review. These are Customer Perspective, Internal Business Perspective, Innovation
and Learning Perspective and Financial Perspective. The Balanced Scorecard is a
commonly used and acceptable performance measure, thus in this studyi, it is used to
measure the perceived success of the company in terms of e-CRM. Generally,
e-businesses are evaluated according to the Customer Perspective with:

o length of visits,

o number of new customers,

o percentages who give personal information,
o amount of transactions,

o effective customer databases, etc.

One of the perspectives taken in this study was that, in order to measure
CRM success in an organization properly, the other 3 dimensions of BSC could also
be used. Thus, the relationship between all few perspectives of BSC and other

modules are measured and investigated.

Module 5: Overall Perceived CRM Success

The overall perceived success of the company is evaluated according to
participants’ answers to two questions. To begin with the first question, customer
satisfaction, internal efficiency, technology and innovation, and finally financial

performance are four main dimensions of CRM application to an organization.
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These dimensions are relevant with the balanced scorecard’s four perspectives. Our
aim in this question is to understand the correlation between the motivation for CRM
implementation and these four dimensions’ efficiency.

A general perception of participant about CRM applications success in the
organization is asked in the last part of survey with a multiple-choice question. The
participants’ perception is very crucial for this study because they are in the
organization and they know the needs, lacks and requirement of their organization.
Thus, they know why they use CRM, the pros and cons of using CRM applications,

these applications’ advantages, etc.

Hypotheses

This exploratory study aims to find the relationship between:

e Motivations for CRM implementation and overall perceived CRM
success

e Interface-based CRM activities and Balanced Scorecard Customer
Perspective

¢ Relationship-based CRM activities and Balanced Scorecard Customer
Perspective

e BSC Customer Perspective and overall Perceived CRM success

e BSC Internal Business Perspective and overall perceived CRM
success

¢ BSC Innovation and Learning Perspective and overall perceived
CRM success

e BSC Financial Perspective and overall perceived CRM success
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e BSC Customer Perspective and recoded perceived CRM success

e BSC Internal Business Perspective and recoded perceived CRM
success

¢ BSC Innovation and Learning Perspective and recoded perceived
CRM success

e BSC Financial Perspective and recoded perceived CRM success

Hypothesis 1: There is a correlation between Internet companies’ orientations
for implementing a CRM system and the perceived success dimensions of CRM

activities.

Hypothesis 2: There is a correlation between the utilization of interface-based
activities of companies for CRM purposes and their performance in customer-based

measurement metrics.

Hypothesis 3: There is a correlation between the utilization of relationship-
based activities of companies for CRM purposes and their performance in customer-

based measurement metrics.

Hypothesis 4: Perceived success of CRM implementation in an Internet

business is influenced/ determined by the system’s positive outcomes about

customer relations and satisfaction.
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Hypothesis 5: Perceived success of CRM implementation in an Internet
business is influenced/ determined by the system’s positive outcomes about internal

business efficiency.

Hypothesis 6: Perceived success of CRM implementation in an Internet
business is influenced/ determined by the system’s positive outcomes about

improvements in innovation and learning environment in the company.

Hypothesis 7: Perceived success of CRM implementation in an Internet
business is influenced/ determined by the system’s positive outcomes about financial

measures.

Hypothesis 8: There is a difference between three groups of businesses with
relatively different levels of perceived CRM success with respect to customer-based

performance measures of CRM.

Hypothesis 9: There is a difference between three groups of businesses with
relatively different levels of perceived CRM success with respect to internal

business efficiency-based performance measures of CRM.

Hypothesis 10: There is a difference between three groups of businesses with

relatively different levels of perceived CRM success with respect to innovation and

learning-based performance measures of CRM.
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Hypothesis 11: There is a difference between three groups of businesses with
relatively different levels of perceived CRM success with respect to financial

performance measures of CRM.
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CHAPTER 4

RESEARCH METHODOLOGY

This chapter describes the technical details of the survey designed for this
study. Important issues such as preparation of the questionnaire, the method and
procedure of data collection; the pilot questionnaire, the final questionnaire,
variables and their measurement constructs, sampling practices and data analysis
approach will be covered. Our research constraints will also be clearly stated in this

chapter.

Preparation of the Questionnaire

The main goal of the survey designed for this study is to gather customer
relationship management application users’ perceptions concerning several factors in
the scope of adoption and implementation of CRM activities in Internet businesses
in Turkey.

The subject is a very new, lush and under-researched issue about Internet
businesses in Turkey. Therefore, after completing a comprehensive literature survey,
and expert opinion interviews, the first pilot version of the questionnaire was

developed.

The Method and Procedure of Data Collection

The data collection method used for this study is a “disclosed and structured
questionnaire”. By “disclosed” we mean that the subject and the purpose of the

research have been stated at the introductory note which given to the participants.
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Moreover, it was a structured questionnaire because a standard survey was applied
to all respondents.

There is no established directory for Turkish Internet businesses, thus we
made an extensive research in the Internet and decided about the sectors and
companies that we can send the questionnaire to. The questionnaire was distributed
online to different companies from different sectors such as e-commerce, banking,
airlines and travel and cargo companies. It was mailed generally to the customer
services or information technology departments of the companies and one response
was taken from each company. The cover letter explained how to access the
questionnaire both in Microsoft Excel format and on the web according to
preference. Two weeks after the mailing, follow-up mailings were used to remind
people to complete the survey and surveys were remailed if requested. Two weeks
after reminding mailings, telephone calls were made. Nearly 450 surveys were sent
and the number of returned ones was 82 with a response rate of 18 percent.

As the questionnaire asked major company demographics, CRM motivations
and company strategy, the participants needed to have knowledge about these
concepts. Indeed, this was a big handicap for this study because to find a person who
was knowledgeable about the company’s specific information like annual sales,
orientation implementation of CRM systems, competitive strategy and performance
of the firm was very difficult. Furthermore, organizational structures of firms vary
company to company. CRM studies are under different departments, thus to find the
right department and take the answered questionnaire was very hard and tiring.

In addition, some of the companies expressed that they were not able to

answer the questionnaire. There were a few reasons for this:
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parts:

o Not having any CRM application was the first reason for some of the

companies. They did not answer the questionnaire because answering
the questionnaire was not significant for this study.

Using inadequate and ineffective CRM applications was another
reason. The respondents expressed that their systems are not well
enough and when they answered the questionnaire their company can
be seen as a technologically laggard company.

Some of the respondents clarified that their companies are working
on improvements in CRM systems and applications. The
development process had not finished yet so they did not want to
answer the survey.

Another reason was that the company had a policy not to give away
any information about their internal functions, strategies and systems.

Thus, they did not join the study and answer any question.

The Pilot Questionnaire

This pilot questionnaire developed for this research has been designed in six

Part 1 — Firm/ Company Demographics

Part 2 — Acquisition Type and Motivations for CRM Implementation
Part 3 — Human Computer Interaction Related Questions

Part 4 — Relationship-based Activities Related Questions and CRM

Communication Channels and Tools
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O

O

Part 5 — BSC-CRM Performance Metrics and Overall Success of the
Company

Part 6 - Style of CRM Applications

The questionnaire was conducted on 20 people as one person from each

company. After the statistical results of these initial surveys in SPSS, the pilot

questionnaire was restructured and some parts and some questions were omitted.

The Final Questionnaire

The final questionnaire consists of six pages including the cover page where

an introductory note is addressed to the participants. As assessed from the pilot

study, the average response time is approximately 15 minutes.

After restructuring the pilot questionnaire, the final questionnaire was

developed for this research and has been designed in seven parts with fewer

questions than the pilot study:

O

O

Part 1 — Firm/ Company Demographics

Part 2 — Acquisition Type and Motivations for CRM Implementation
Part 3 — Interface-based Activities Related Questions

Part 4 — Relationship-based Activities Related Questions

Part 5 — CRM Communication Channels and Tools

Part 6 — BSC-CRM Performance Metrics

Part 7 — Perceived Overall Success of the Company
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Variables and Their Measurement Constructs

The first part of the study includes eight questions about firm/company
demographics:
o The sector of the company,
o The year of giving services from Internet,
o The number of working staff in Internet businesses,
o Customer number in Internet,
o Market share of the company,
o Scale of the company,
o Annual revenue gained from Internet,
o Participants’ position in the company.

The second part includes two main questions. First one is a multiple-choice
question, which aims to understand the CRM acquisition method of the company.
The second question aims to understand motivations for CRM implementation. It
has six items and is measured with a 4-point interval scale ranging from (1) Not
Influential At All to (4) Very Influential.

The questionnaire items related to the variables in this second part are
indicated in Table 4.1.

The third part of the questionnaire contains 23 questions, which are related
with Interface- based questions, has 4-point interval scale ranging from (1) Strongly
Disagree to (4) Strongly Agree.

The questionnaire items related to the variables in this third part are indicated

in Table 4.2.
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Table 4.1 — Variables in Acquisition and Motivation Part and

Their Measurement Constructs

Variable and Measurement Construct Method

CRM acquisition method of the company
1. There is no CRM system in our company.

2. We developed our CRM system in-house.

Multiple-
3. We purchased it from a system provider. choice
4. We purchased it from a system provider and adapted it to our company.
5. Other
Motivations for CRM Implementation
1. The fact that CRM activities have been adopted by most competitors.
2. The fact that implementing CRM activities will result in cost reduction.
3. The fact that implementing CRM activities will increase internal
efficiency in the company. 4-point
4. The fact that implementing CRM activities will increase customer Likert scale

satisfaction.

5. The fact that implementing CRM activities are required in our field in
order to keep up our innovativeness and continuous process
improvement mission.

6. The fact that implementing CRM activities will create financial gains for
the company.

The fourth part of the survey contains 21 questions. This questions aims to
understand the frequency of Relationship-based CRM activities with a 4-point
interval scale ranging from (1) Never to (4) Always.

The questionnaire items related to the variables in this fourth part are
indicated in Table 4.3.

The fifth part of the questionnaire, which aims to understand used CRM
communication tools in the companies’ website, has 14 items and participants
selects the existing ones in their companies’ sites.

The questionnaire items related to the variables in this fifth part are indicated

in Table 4.4.
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Table 4.2 — Variables in Interface-based Activities and

Their Measurement Constructs

Variable and Measurement Construct Method

Interface-based Activities

1.

10.

11.

12.

13.

14.

15.

16.

17.

18.

19.

20.

21.

22.

23.

Our site includes all relevant content about the products/services that we
offer.

The information about our products/services is presented in an easily
accessible style.

In our site, even a first time user can easily complete his/her work.
Our site has been designed in style that offers easy navigation within the site.
Our site has an aesthetic and interesting design.

Our users have rapid access to our site and can complete their tasks quickly
within the site on fast-loading pages.

Our site has a technological infrastructure, which supports traffic at busy
times.

It is necessary to be a good computer user to use our site.
Users can complete many tasks with a minimum number of steps on our site.
4-point
All links on the site work in a correct and proper way. Likert scale
Various security precautions are used during transactions on our site.
Better security systems should be used on our site.
On our site, questions and help requests are answered very quickly.
It is easy to access our site from other sites and search engines.
Our site has an appropriate domain name.
Our site has a domain name that is easy to keep in memory.
Our site has a simple and understandable language
Our site is often updated.
Our site can be personalized.
On our site, an efficient customer registration system is used.

Our site gets located in prior results in major search engines.

Our site works properly in all browsers (Internet Explorer, Mozilla Firefox,
etc.).

Our site has "interactive" elements that enhance communication between the
company and the user.
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Table 4.3 — Variables in Relationship-based Activities and

Their Measurement Constructs

Variable and Measurement Construct Method

Relationship-based Activities

1.

2.

10.

11.

12.

13.

14.

15.

16.

17.

18.

19.

20.

21.

Recognizing customers who enter the site.

Sending SMS/e-mails or giving calls on special days (birthdays,
Mother's day, Valentines day, etc.)

Making discounts to customers on special days (birthdays, Mother's day,
Valentines day, etc.)

Offering campaigns appropriate to customer groups

Sending personal SMS/e-mail or making personal promotions to
customers

Making offers to customers according to previous usage and preferences

Offering various payment alternatives (credit card, money order, etc.) to
customers

Providing 24-hour online support to customers
Necessity of customers' registration

Offering free services according to the degree of customer 4-point
loyalty/profitability Likert scale

Making suggestions to customers-based on their predicted buying
behavior

Offering the opportunity to personalize the site

Providing special gains for customers according to the type and
frequency of services they use (gaining extra money/discounts, etc.)

Ensuring process endings in security

Offering various security options (SMS approval, password provider,
etc.)

Producing one-to-one solutions in a short time in case of customer
complaint

Offering the opportunity for customers to follow their
orders/services/activities online

Offering various contact information about the company on the site
Offering online consultancy and guidance to the customers on the site
Informing customers about new campaigns and services by e-mail

Informing customers about new campaigns and services by SMS
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Table 4.4 — Variables in CRM Communication Tools in the Companies’ Web

Site Part and their Measurement Constructs

Variable and Measurement Construct Method

CRM Communication Tools
1. postal address

2. e-mail address
3. telephone number
4. fax number
5. Frequently Asked Questions (FAQs)
6. message/request/complaint forms
7. chatrooms
Multiple-choice
8.  mail lists
9. newsgroups
10. forum
11. online meeting/support
12. voice message system

13. video conferencing

14. electronic conference

The sixth part of the questionnaire contains four sections. These sections are
measured with a 4-point interval scale ranging from (1) Not Obvious At All to (4)
Very Obvious. The first section is asked to measure the BSC’s customer perspective
and contains 24 items. The second question is asked to measure the BSC’s internal
business perspective with the eight items. The third question is asked to measure the
BSC’s innovation and learning perspective and contains two items. Finally, the
fourth section is asked to measure the BSC’s financial perspective with the eight
items.

The questionnaire items related to the variables in this part are indicated in

Table 4.5.
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Table 4.5 — Variables in BSC Perspectives and their Measurement Constructs

Variable and Measurement Construct Method

BSC Customer Perspective

1.

10.

11.

12.

13.

14.

15.

16.

17.

18.

19.

20.

21.

22.

23.

24.

The recognition of our company/brand in the online environment has
increased.

The reliability of our company/brand in the online environment has
increased.

The perception of our company as a high-tech/innovative brand has
improved.

The pre-sale services offered to customers were strengthened.

The support offered to customers during the selling process is strengthened.

The post-sale services offered to customers were strengthened.

The total customer number has increased.

The number of newly acquired customers has increased.

The customer acquisition cost has decreased.

The ratio of reuse/repurchase of services offered on the site has increased.

The reacquisition of lost customers has increased. 4-point
Likert scale

The process of service completion/delivery is shortened.

Effective customer databases have been created.

The contribution to the correct determination of target markets has increased.

The databases are more effectively used to develop various marketing
methods and strategies.

Customer satisfaction has increased.

Customer transaction frequency has increased.

Customer transaction amount has increased.

The usage rate of processes/services provided on the site has increased.
The time customers spend on the site has increased.

Conveying complaints to the related people have become easier and
accelerated.

The ratio of the solutions provided to the complaints of customers has
improved.

The willingness of customers to provide extra information (questionnaires,
etc.) has increased.

The usage of help/support systems on the site has increased.
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Table 4.5 — Variables in BSC Perspectives and their Measurement Constructs

(Continued)

Variable and Measurement Construct Method

BSC Internal Businesses Perspective
1. The usage of technology in the company has increased and improved.

2. The quality of help/support systems on the site has increased.

3. The variety of help/support systems (e-mail, online consultancy, etc.) on
the site has increased.

4. The frequency of updating used software has increased.

5. The usage ratio of new technology compared to competitors has 4-point
increased. Likert scale

6. The business processes in the organization have speeded up and become
more effective.

7. The security of business processes in the organization has increased.
8. The content management of the site has improved.

BSC Innovation and Learning Perspective
1. The present services are continuously developed and renewed.

4-point
2. The ratio of developing new services has increased. Likert scale
BSC Financial Perspective
1. The contribution of online services/sales to the profitability of the
company has increased.
2. The contribution of online products to the protection/development
of market share has increased.
3. Operational costs have decreased.
4. Promotional costs (printing and delivery cost, etc.) have decreased.
5. Customer support systems' costs (FAQs, online help, online user 4-point
groups, etc.) have decreased. Likert scale

6. The annual sales gained from the loyal customers have increased.
7. The number of profitable customers has increased.

8. Customer life-time value has increased.

The seventh part of the questionnaire aims to evaluate perceived CRM
success of the company by asking two questions. First one aims to evaluate the

CRM applications according to the percentages given for the four main reasons of
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CRM motivations. In the second question, participants are asked to evaluate their
organizations’ success of using CRM applications with a multiple- choice question.
The questionnaire items related to the variables in this third part are indicated

in Table 4.6.

Table 4.6 — Variables in Perceived Success of CRM Applications and their

Measurement Constructs

Variable and Measurement Construct Method

Dimensions about CRM Applications
1. Customer satisfaction

2. Internal efficiency
percentage
3. Technology and innovation

4. Financial performance
Perception about CRM Success Level
1. Very successful

2. Quite successful
Multiple-choice
3. Partially successful

4. Not very successful

5.  Unsuccessful

The original form of the questionnaire used in the field has been provided in

appendices A and B with Turkish and English versions.

Sampling

In this research, the population comprised of all businesses in Turkey who do
business via the Internet. It is quite difficult to determine the exact number in this

population. There is no established directory for Turkish Internet businesses, thus we
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made an extensive research in the Internet and decided about the sectors and
companies that we can send the questionnaire to.

Since there is no exact sampling frame, instead of probability sampling,
convenience and judgment sampling was used in this study. Convenience sampling
is the method of choosing items arbitrarily and in an unstructured manner from the
frame and judgment sampling, the researcher or some other "expert" uses his/her
judgment in selecting the units from the population for study based on the
population’s parameters.

To continue with the sampling units, this study was conducted on individuals
who represented their company, as this was a company-based research. One
respondent from a company was adequate for the evaluation. The respondents had
to have specific information about their companies’ point of view about customer

relationship management, CRM applications and strategy and performance metrics.

Data Analysis Approach

After collecting the answered questionnaires, collected data was entered to
SPSS for further statistical analysis. The following analyses were applied to the data
groups:

o Descriptive analyses, which compute some statistics such as mean,
standard deviation, are done for demographic profile of the
companies, acquisition of CRM systems, motivations for CRM
implementation, interface-based activities and relationship-based
activities, CRM communication tools, 4 dimensions of BSC and

overall perceived CRM success of the company.
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o Factor analyses are done for interface-based and relationship-based
activities and BSC’s four dimensions in order to find components /
items, which can be grouped together. Factor analysis attempts to
identify underlying variables, or factors, that explain the pattern of
correlations within a set of observed variables. This analysis is often
used in data reduction to identify a small number of factors that
explain most of the variance that is observed in a much larger number
of manifest variables.

o Correlation analyses are done in order to measure how variables are
related between implementation orientation and overall perceived
CRM success, between motivations for CRM application and BSC 4
perspectives separately, between interface-based activities factors and
BSC customer perspective factors and between relationship-based
activities factors and BSC customer perspective factors.

o Regression analyses are done to construct the mathematical formulas
for dependent variables success dimensions of CRM with BSC 4
perspectives (customer, internal business, innovation and learning and
financial) factors separately as independent variables. Furthermore,
dependent variables BSC customer perspective with interface-based
and relationship-based factors as independent variables separately.

o ANOVA analyses are done between BSC 4 Perspectives and Recoded
Perceived CRM Success in order to determine which means differ

and make differences exist among the others.
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CHAPTER 5

ANALYSES AND FINDINGS

Descriptive Analyses

Demographic Profile

Sector of the Company

In this study, the Internet businesses are categorized into nine main sectors:

O

O

E-commerce

Banking

Airlines and transportation companies
GSM Operators

Cargo Company

Insurance and retirement companies
Internet Service Provider (ISP) companies
Vacation and tourism companies

Other

The questionnaire was delivered to nearly 450 Internet businesses and the

number of returned ones was 81 with the response rate of 18 percent.

37.0% of the total respondents were e-commerce companies. “Other”

category was following e-commerce companies with a percentage of 21.0%. 14.8%

of the total respondents were banks. In the banking sector, “Internet banking” is

becoming very important day by day. Users, generally living in big cities, prefer

doing business via Internet and beginning to use Internet banking. The percentage of
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airlines and transportation companies were 6.2%. Insurance and retirement and

Internet service provider (ISP) companies both answered the questionnaire with a

percentage of 4.9%. GSM operators, cargo companies and vacation-tour companies

answered the questionnaire with the same percentage of 3.7%.

Table 5.1 — Sector of Companies

Sector of Companies Frequency Percentage (%)
E-Commerce 30 37,0
Banking 12 14,8
Airlines & Transportation 5 6,2
GSM Operators 3 3,7
Cargo Company 3 3,7
Insurance& Retirement 4 4,9
Internet Service Provider(ISP) 4 4,9
Vacation-Tour Company 3 3,7
Others 17 21,0

Sector of Company

17; 21%

o E-Commerce

m Banking

O Airlines & Transportation

O GSM Operators

m Cargo Company

O Insurance& Retirement

m Internet Senvice Provider(ISP)
O Vacation-Tour Company

m Other

30; 36%

12; 15%

Figure 5.1 — Distribution of respondent companies according to sector

The Figure 5.1 summarizes Table 5.1 and shows the distribution of Internet

businesses according to their working sector.
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Year of Activity in Internet

The result about the year of activity in Internet shows that 58.0% of the total
cases have been using the Internet for more than 5 years. 21.0% of the total
respondents have been using Internet for less than 2 years. 77.6% of the total cases

have an Internet usage history of longer than 2 years.

Table 5.2 — Year of Activity

Year of Activity Frequency Percentage (%)
0-1 year 17 21.0
2-3 years 7 8.6
4-5 years 9 11.1
more than 5 years 47 58.0
Missing 1 1.2
Year of the Activity in Internet
47
50+
40
30+
year 17
20+ 9
7
10 1
0,
0-1 year 2-3 years 4-5 years more than 5 Missing
years

Figure 5.2 — Distribution of year of activity in Internet

The Figure 5.2 summarizes Table 5.2 and shows the distribution of year of

the companies’ activity in Internet businesses.
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Number of Working People in the Company

Since the CRM applications are executed in different departments in the
companies, it is more difficult to decide the exact number of working people in
Internet era of the companies in the study. The question means the number of people

who work in CRM department or information technology department that relates

with CRM applications. 48.1% of the cases show that less than 11 people are

working in jobs about CRM systems. 30.9% of the cases have a percentage of

working people between 11 and 50. Others have a total percentage of 20.9%.

Table 5.3 Number of Working People in the CRM-Related Functions

of the Company
Frequency Percentage (%)
0-10 39 48.1
11-50 25 30.9
51-100 4 4.9
more than 100 10 12.3
Missing 3 3.7
Number of Staff

40-

351

301

251

number 20

15

10

5

0and 10

11 and 50

51 and 100 more than 100

missing

Figure 5.3 — Distribution of number of working people in CRM systems

The Figure 5.3 summarizes Table 5.3 and shows the distribution of year of

the companies’ activity in Internet businesses.
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Customer Number in Internet

In the questionnaire, the approximate number of customers in Internet was
asked and 60 respondents over 81 answered this question. The frequency of this
answer varies from 30 to 25000000 customers. The Table C.1 which shows

respondents’ answers is put at the back into the Appendix C of this thesis study.

Market Share of the Company

In the questionnaire company’s market share in Internet was asked and 52
respondents over 81 answered this question. The frequencies of these answers vary
from 1 to 90. The Table C.2 which shows respondents’ answers is put at the back

into the Appendix C of this thesis study.

Size of the Company

There are three scales for the size of the company; small, medium and large
scale companies. In this study, all three scales have similar values. 29.6% of the
companies are small-scaled enterprises, 28.4% of the companies are medium-scaled
enterprises and 25.9% of the companies are large-scaled companies. 16.0% of the
respondents did not answer this question.

Table 5.4 - Size of the Company

Frequency Percentage (%)
Small scale enterprise 24 29.6
Medium scale enterprise 23 28.4
Large scale enterprise 21 25.9
Missing 13 16.0
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Size of the Company

O small size company

m medium size company
O large size company

O missing

Figure 5.4 — Distribution of size of the companies

The Figure 5.4 summarizes Table 5.4 and shows the distribution of size of

the companies in Internet businesses.

Respondent’s Position in the Company

In the questionnaire, respondents’ position in the company was asked and all

82 respondents answered this question. Generally the following positions are stated

in the questionnaire:

©)

O O O O O

Analysts

CRM experts

IT specialists
Sales/Marketing specialists
Projects managers

Software specialists
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Acquisition and Motivation of CRM Systems

Acquisition of CRM Systems

The results about the CRM systems’ acquisition type show that 60.5% of the
total cases have developed their systems in-house. 17.3% of the total respondents
have purchased it from a system provider and adapted it for the company. 11.1% of
the total cases have no CRM systems they perform CRM-related activities only over
their web sites. 2.5% of the respondents stated that they purchased their system from

a system provider.

Table 5.5- Acquisition of CRM Systems

Frequency Percentage (%)

There is no CRM system in our company 9 11.1
We developed our CRM system in-house 49 60.5
We purchased it from a system provider 2 2.5
We purchased it from a system provider

and adapted it to our company 14 17.3
Other 2 2.5
Missing 5 6.2

Motivation for CRM Implementation

The result about this question shows that the most important driver for CRM
implementation of companies is customer satisfaction with the score of 3.80 over 4.
The second driver is innovation and learning, it has a score of 3.65 over 4. The third
driver is internal efficiency with the score of 3.43 over 4. The others are financial
advantage with the score 3.12, followed by cost reduction with the score 3.05 and

finally competitors with the score of 2.50 over 4.
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Karakostas’ (2005) empirical investigation on UK financial services shows
that customer satisfaction is the most prominent motivation among these followed
by internal efficiency, competitors and cost reduction respectively. Our
questionnaire results are similar to Karakostas’ (2005) study. Both studies show that
most important motivation for CRM implementation is customer satisfaction and it
is followed by internal efficiency.

In our study, there are two additional dimensions to Karakostas’ (2005)
study. The innovation and learning dimension was stated as the second important
driver, whereas the other one, “financial advantage” was stated as the fourth

important driver for Turkish Internet businesses.

Table 5.6- Means of Motivations for CRM Implementations

Variable Mean (over 4) Std. Deviation
Customer Satisfaction 3.80 0.52
Innovation & Learning 3.65 0.64
Internal Efficiency 343 0.84
Financial Advantage 3.12 0.85
Cost Reduction 3.05 0.95
Competitors 2.50 1.05

Interface-Based Activities

In the questionnaire, respondents were asked to state their agreement level
for the 23 statements, which are related with Interface- based activities about CRM
applications. There was a 4-point interval scale ranging from (1) Strongly Disagree
to (4) Strongly Agree. Table 5.7 shows the means of these Interface-based activities.

According to the means, the most commonly used Interface-based activity is
having a domain name that is easy to keep in memory with the score of 3.63 over 4.

The second one is having simple and understandable language in the Web site with
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the score of 3.60 over 4. These are followed by having an appropriate domain name

to their company name with the score 3.54 over 4. Updating the site very often and

using various security precautions in their site have the same score with the value

3.53 over 4. Generally technology related activities are in the upper parts of the

activity list.

Table 5.7- Means of Interface-based Activities

Variable Mean Std.
(over 4) | Deviation

Our site has a domain name that is easy to keep in memory 3.63 0.60
Our site has a simple and understandable language. 3.60 0.59
Our site has an appropriate domain name. 3.54 0.74
Our site is often updated. 3.53 0.73
Various security precautions are used during transactions on our
site 3.49 0.62
All links on the site work in a correct and proper way. 3.46 0.65
The information about our products/services is presented in an
easily accessible style. 3.42 0.57
It is easy to access our site from other sites and search engines. 341 0.67
In our site, even a first time user can easily complete his/her work. 3.36 0.58
On our site, questions and help requests are answered very quickly. 3.35 0.64
Our site has been designed in style that offers easy navigation
within the site. 3.33 0.59
Our site has a technological infrastructure, which supports traffic at
busy times. 3.29 0.64
Our site includes all relevant content about the products/services
that we offer. 3.28 0.67
Users can complete many tasks with a minimum number of steps on
our site. 3.27 0.47
On our site, an efficient customer registration system is used. 3.26 0.75
Our users have rapid access to our site and can complete their tasks
quickly within the site on fast-loading pages. 3.22 0.68
Our site has an aesthetic and interesting design. 3.20 0.80
Our site works properly in all browsers (Internet Explorer, Mozilla
Firefox, etc.). 3.19 0.74
Our site gets located in prior results in major search engines. 3.09 0.94
Our site has "interactive" elements that enhance communication
between the company and the user. 3.04 0.84
Better security systems should be used on our site. 2.63 0.93
Our site can be personalized. 2.55 1.05
It is necessary to be a good computer user to use our site. 1.99 0.75
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Necessity of being a good computer user to use the site is the least agreed
activity on the list with a score 1.99 over 4. The second least agreed activity is
supporting personalized Web sites with the score 2.55 over 4. And the third least
agreed activity is the necessity of better security systems with the score of 2.63 over
4.

The means of interface-based activities show that generally technology
related topics such as domain name, up-to-dateness, and security are stated in the
prior places but personalization and interactivity issues are stated relatively less and

in the final places.

Relationship-Based Activities

In the questionnaire, respondents were asked to state their application
frequency of the 21 CRM activities/methods, which are related with Interface- based
activities. There was a 4-point interval scale ranging from (1) Never to (4) Always.
Table 5.8 shows the means of these relationship-based activities.

According to the means, the most commonly used relationship-based activity
is offering various contact information about the company in the site with the score
of 3.70 over 4. The second one is ensuring process endings in security with the score
of 3.47 over 4. These are followed by producing one--to-one solutions in a short
time in case of customer complaints with the score 3.42 over 4. Informing
customers about new campaigns and services by e-mail has a score of 3.25 over 4. In
addition, offering the opportunity for customers to follow their orders/ services/
activities online follow them with the score 3.24 over 4. Generally technology

related activities are in upper parts of the activity list.
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Table 5.8- Means of Relationship-based Activities

Variable Mean Std.
(over 4) | Deviation

Offering various contact information about the company on the

site 3.70 0.66
Ensuring process endings in security 347 0.86
Producing one-to-one solutions in a short time in case of

customer complaint 342 0.69
Informing customers about new campaigns and services by e-

mail 3.25 0.91

Offering the opportunity for customers to follow their
orders/services/activities online 3.24 1.00

Offering various payment alternatives (credit card, money order,

etc.) to customers 3.00 1.18
Recognizing customers who enter the site. 2.86 1.16
Necessity of customers' registration 2.85 1.20
Sending SMS/e-mails or giving calls on special days (birthdays,

Mother's day, Valentines day, etc.) 2.76 1.16
Sending personal SMS/e-mail or making personal promotions to

customers 2.68 0.99
Offering campaigns appropriate to customer groups 2.64 1.03
Informing customers about new campaigns and services by SMS 2.53 1.21
Providing 24-hour online support to customers 2.51 1.22

Making offers to customers according to previous usage and
preferences 2.49 1.12

Providing special gains for customers according to the type and
frequency of services they use (gaining extra money/discounts,

etc.) 2.48 1.08
Offering various security options (SMS approval, password

provider, etc.) 2.44 1.25
Making suggestions to customers-based on their predicted

buying behavior 2.37 1.04
Offering online consultancy and guidance to the customers on

the site 2.34 1.22
Offering free services according to the degree of customer

loyalty/profitability 2.24 1.08
Making discounts to customers on special days (birthdays,

Mother's day, Valentines day, etc.) 2.13 1.07
Offering the opportunity to personalize the site 1.67 1.06

Offering customers the opportunity to personalize the site is the least
supported feature of the activity list with the score 1.67 over 4. The second least

supported activity is making discounts to the customers for special days (birthdays,
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mothers' day, St. Valentine's days, etc.) with the score 2.13. And the third least
supported activity in the list is offering free services according to the degree of

customer loyalty/profitability with the score of 2.24 over 4.

CRM Communication Tools

In this study, respondents were asked to state the e-CRM communication
channels which take part in their Web site. E-mail got the highest existence score
with a 98.8%. Only 1 respondent stated that they have no e-mail contact in their site.
Postal address follow e-mail with a percentage of 96.3%, and then telephone number
comes with the percentage of 95.1%. Furthermore, fax number and
message/request/complaint forms come after these three common communication

tools with the percentages in turn in order 86.4% and 82.7%.

Table 5.9 — CRM Communication Tools

Exists Percentage % | Doesn’t

CRM Tools Exist Percentage %
postal address 78 96.3 3 3.7
e-mail 80 98.8 1 1.2
telephone number 77 95.1 4 4.9
Fax number 70 86.4 11 13.6
Frequently Asked Questions 52 64.2 29 35.8
(FAQs)
message/request/complaint 67 82.7 14 17.3
forms
chat rooms 5 6.2 76 93.8
Newsgroups 12 14.8 69 85.2
Forum 8 9.9 73 90.1
online meeting/support 23 28.4 58 71.6
voice message system 7 8.6 74 914
video conferencing 0 0 81 100
electronic conference 0 0 81 100
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Electronic conferencing and video conference are the least used
communication tools. Actually, none of the respondents’ stated that they have these
tools in their Web site. Thus, their existence percentage is 0%. Other least stated
communication channels are voice message systems and chat rooms with the
percentages of 8.6% and 6.2% respectively.

In summary, as it can be seen from the Table 5.9, the most commonly used
communication tools in Internet businesses in Turkey are e-mail, postal address and
telephone number. These tools’ existence percentages are very high. However, video
conferencing and electronic conference existence percentages are 0% as these are
not used by any of the respondents. These communication tools need infrastructure
and high technology, thus this means it is a new an investment area for the company

so companies currently do not prefer these tools.

Performance Measurement Tools

BSC Customer Perspective

In the questionnaire, respondents were asked to state the benefit level for the
company in terms of the 24 criteria about CRM applications’ customer-based
performance metrics. According to the means, the most commonly mentioned
criterion is “customer satisfaction has increased” with the score of 3.50 over 4. The
second one is “effective customer databases have been created” with the score of
3.47 over 4. These are followed by “the recognition of our company/brand in the
online environment has increased” with the score 3.43 over 4. Finally, “the total

customer number has increased’ has the same score with a 3.43 over 4.
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“The reacquisition of lost customers has increased” is the least preferred
criterion with a score of 2.55. “The willingness of customers to provide extra
information (questionnaires, etc.) has increased” is the second least chosen factor
with a score of 2.81. “The usage of help/support systems in the site has increased” is

the third least important variable with the score of 2.96.

Table 5.10 — Means of BSC Customer Perspective

Variable Mean Std.
(over 4) | Deviation

The customer satisfaction has increased. 3.50 0.68
Effective customer databases have been created. 347 0.71
The recognition of our company/brand in the online environment
has increased. 343 0.75
The total customer number has increased. 343 0.68
The reliability of our company/brand in the online environment
has increased. 3.39 0.67
Conveying complaints to the related people have become easier
and accelerated. 3.36 0.80
The customer transaction amount has increased. 3.33 0.74
The customer transaction frequency has increased. 3.33 0.76
The perception of our company as a high-tech/innovative brand
has improved. 3.33 0.76
The post-sale services offered to customers were strengthened. 3.32 0.86
The ratio of the solutions provided to the complaints of customers
has improved. 3.28 0.88
The usage rate of processes/services provided on the site has
increased. 3.25 0.74
The support offered to customers during the selling process is
strengthened 3.24 0.78
The number of newly acquired customers has increased. 3.23 0.90
The ratio of reuse/repurchase of services offered on the site has
increased. 3.22 0.85
The process of service completion/delivery is shortened. 3.22 0.83
The contribution to the correct determination of target markets
has increased. 3.15 0.83
The time customers spend on the site has increased. 3.15 0.77
The pre-sale services offered to customers were strengthened. 3.14 0.85
The time period of customers in the site was increased. 3.08 0.82
The databases are more effectively used to develop various
marketing methods and strategies. 3.06 0.98
The usage of help/support systems on the site has increased. 2.96 0.95
The willingness of customers to provide extra information
(questionnaires, etc.) has increased. 2.81 0.92
The reacquisition of lost customers has increased. 2.55 0.94
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BSC Internal Businesses Perspective

In the questionnaire, respondents were asked to state the benefit level for the
company in terms of the 8 criteria about CRM applications’ internal businesses-
based performance metrics. According to the means, the most commonly mentioned
factor is “the usage of technology in the company has increased and improved” with
the score of 3.74 over 4. The second one is “the quality of help/support systems in
the site has increased” with the score of 3.63 over 4. These are followed by “the
variety of help/support systems (e-mail, online consultancy, etc.) on the site has

increased” with the score 3.58 over 4.

Table 5.11 — Means of BSC Internal Businesses Perspective

Variable Mean Std.
(over 4) | Deviation

The usage of technology in the company has increased and
improved. 3.74 2.65
The quality of help/support systems on the site has increased. 3.63 3.23
The variety of help/support systems (e-mail, online consultancy,
etc.) on the site has increased. 3.58 3.25
The frequency of updating used software has increased. 341 1.63
The business processes in the organization have speeded up and
become more effective. 3.35 0.76
The usage ratio of new technology compared to competitors has
increased 3.18 0.83
The security of business processes in the organization has
increased. 3.17 0.88
The content management of the site has improved. 3.15 0.93

“The content management of the site has improved” is the least preferred
criterion with a score of 3.15. “The security of business processes in the organization
has increased” has the lowest least score with 3.17 over 4. “The usage ratio of new
technology compared to competitors has increased” has the third lowest score of

3.18 over 4.
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BSC Innovation and Learning Perspective

In the questionnaire, respondents were asked to state the benefit level for the
company in terms of the two criteria about CRM applications’ innovation and
learning-based performance metrics. According to the means, “the present services
are continuously developed and renewed” item has a score of 3.44 over 4. The other
item; “the ratio of developing new services was increased” has a score of 3.41 over

4. These two variables’ mean values are very similar.

Table 5.12 — Means of BSC Innovation and Learning Perspective

Variable Mean Std.

(over 4) | Deviation
The present services are continuously developed and renewed. 3.44 0.73
The ratio of developing new services has increased. 341 0.74

BSC Financial Perspective

In the questionnaire, respondents were asked to state the benefit level for the
company in terms of the 8 criteria about CRM applications’ financial-based
performance metrics. According to the means, the most commonly mentioned factor
is “the contribution of online products to the protection/development of market share
has increased” with the score of 3.25 over 4. The second one is “the contribution of
online services/sales to the profitability of the company has increased” with the
score of 3.21 over 4. These are followed by “operational costs has decreased” with
the score 3.06 over 4.

“The number of profitable customers has increased” is the least preferred
criterion with a score of 2.97. “Customer life-time value has increased” has the

second least value with a score of 3.00 over 4. “The annual sales gained from the
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loyal customers have increased and promotional costs (printing and delivery cost,

etc.) have decreased” have the same score of 3.01 over 4.

Table 5.13 — Means of BSC Financial Perspective

Variable Mean Std.
(over 4) | Deviation

The contribution of online products to the protection/development
of market share has increased. 3.25 0.92
The contribution of online services/sales to the profitability of the
company has increased. 3.21 0.97
Operational costs have decreased. 3.06 0.93
Customer support systems' costs (FAQs, online help, online user
groups, etc.) have decreased. 3.03 0.96
Promotional costs (printing and delivery cost, etc.) have
decreased. 3.01 0.92
The annual sales gained from the loyal customers have increased. 3.01 0.99
Customer life-time value has increased. 3.00 0.95
The number of profitable customers has increased. 2.97 0.96

Dimensions of CRM Application

Table 5.14 — Means of Dimensions of CRM Application

Variable Mean (over 100) Std. Deviation
Customer satisfaction 36.77 14.41
Internal efficiency 22.80 13.99
Technology and innovation 22.14 10.43
Financial performance 18.17 11.46

In this study, respondents were asked to state the functional level for each
dimension about CRM applications by giving them percentages over 100 points.
Customer satisfaction is the most prominent one with a score of 36.77 over 100. The
second one is internal efficiency with a score of 22.80 over 100. The third one is
Technology and Innovation with a score of 22.14 and the last one is financial

performance with a score of 18.17.
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Perceived Success of the CRM Systems’ Performance

Table 5.15 — Frequency of Perceived Success

Frequency Percentage (%)
Very Successful 13 16.0
Quite Successful 38 46,9
Partially Successful 20 24.7
Not Very Successful 3 3,7
Unsuccessful 0 0
Missing 7 8,6

16.0% of respondents stated that CRM applications in their company are
“very successful”. “Quite successful” is the most preferred answer for this question
with a percentage of 46.9%. The percentage of respondents who marked “partially
successful” is 24.7%. 3.7% of respondents declared that their company’s

performance is “not very successful”. Nobody stated that their performance is

“unsuccessful”.
BSC Descriptive
Table 5.16 — Means of BSC Descriptive
Variable Mean Std.
(over 4) Deviation

BSC Internal Business Perspective 3.50 2.08
BSC Innovation and Learning Perspective 343 0.69
BSC Customer Perspective 3.23 0.51
BSC Financial Perspective 3.07 0.69

In this study, when we examine the means of motivations for CRM
implementation, it is seen that the first reason to implement CRM in the company is
customer satisfaction. The second reason is innovation and learning and the third
reason is internal efficiency. Financial advantage, cost reduction and competitors

follow these respectively.
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At the end of the study, it is realized that the internal business perspective,
thus internal efficiency, has the highest score of means among others with a value of
3.50 over 4. This means that CRM is more beneficial to companies than to
customers. By using CRM systems firm’s internal efficiency increases obviously. As
innovation and learning is in the second order in both tables and financial advantage
is at the end of both tables, the priority order of these perspectives’ means is
consistent with the final means of BSC descriptive. In Table 5.16, the means and

standard deviation of these means are shown.

Scale Reliabilities

Scale about Motivations for CRM Implementation

A 6-item scale was used to measure the main motivations for CRM
Implementation in the organizations. Cronbach’s Alpha was found as .706. This

value is accepted as consistent and reliable since it is larger than .70.

Scale about Interface-Based Activities

The scale about interface-based activities was formed after an extensive
literature review. A 23-item scale was used in this study. Cronbach’s Alpha was

found as .874. This value is accepted as consistent and reliable since it is larger than

.70.
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Scale about Relationship-Based Activities

The scale about relationship-based activities was formed after an extensive
literature review. A 21-item scale was used in this study. Cronbach’s Alpha was
found as .820. This value is accepted as consistent and reliable since it is larger than

.70.

Scale about BSC Customer Perspective

A 24-item scale was used to measure the reliability of BSC customer
perspective. Cronbach’s Alpha was found as .927. This value is accepted as

consistent and reliable since it is larger than .70.

Scale about BSC Internal Businesses Perspective

An 8-item scale was used to measure the reliability of BSC internal
businesses perspective. Cronbach’s Alpha was found as .857. This value is accepted

as consistent and reliable since it is larger than .70.

Scale about BSC Innovation and Learning Perspective

A 2-item scale was used. This is not a multi item scale but as all other
perspectives are measured, this perspective was also tested for reliability.
Cronbach’s Alpha was found as .877. This value is accepted as consistent and

reliable since it is larger than .70.
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Scale about BSC Financial Perspective

An 8-item scale was used to measure the reliability of BSC financial
perspective. Cronbach’s Alpha was found as .874. This value is accepted as

consistent and reliable since it is larger than .70.

Factor Analyses

In this study, there are many variables in the questionnaire. Measuring and
evaluating all these variables is difficult. Factor analysis is often used in data
reduction to identify a small number of factors that explain most of the variance that
is observed in a much larger number of manifest variables. Therefore, we made
factor analyses with main six parts of the questionnaire and used them to make

decisions for analytical purposes.

Factor Analysis of Interface-Based Activities

Sampling Adequacy

The optimal number of subsets for adequacy is between 3 to 5 times of the
number of the items. The number of the items in Interface-based activities is 23, and
the total number of cases is 81. The ratio of total number of cases to the number of
CSF items is 3.52, which means that it is sufficient for factor analysis.

The Kaiser-Meyer-Olkin (KMO) Measure of Sampling Adequacy is .779
which is very acceptable level since it is over .5. Bartlett’s Test of Sphericity is .00

which is again a very acceptable level since it is under .10.
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Total Variance Explained

The total variance explained is 67.06% with 6 components. This is a

satisfying result since it is over 60% level.

Factor Solution of Interface-based Activities

Table 5.17 — Factor Solution with the Items Loaded

% of variance | Cumulative % Items loaded
Component explained by of variance under
component explained component
1 Ease of Use and Navigation 34.54 34.54 1,2,3,4,17
2 | Access to the Site and 5, 14, 15, 16,
Functionality 8.79 43.33 18, 21, 22
3 | Technical Capability 6.81 50.14 6,7,9, 10
4 | Personalization and Interactivity
6.37 56.52 19, 20, 23
5 | Security Precautions and
Problem Solution 6.00 62.52 11,13
6 | Perceived Usage Barriers of the
Site 4.54 67.06 8,12

Varimax rotation is used for factor solution.

Mean of Each Factor

Table 5.18 —Means of Factor Components of Interface-based Activity

Components in Order
Component Mean Std.
Number Component Name (over 4) | Deviation
5 Security Precautions and Problem Solution 3.43 0.50
1 Ease of Use and Navigation 3.39 0.49
2 Access to the Site and Functionality 3.37 0.53
3 Technical Capability 3.31 0.46
4 Personalization and Interactivity 2.95 0.72
6 Perceived Usage Barriers of the Site 2.29 0.69
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Factor 1: Ease of Use and Navigation consists of the following items:
o Our site includes all relevant content about the products/services that
we offer.
o The information about our products/services is presented in an easily
accessible style.
o In our site, even a first time user can easily complete his/her work.
o Our site has been designed in style that offers easy navigation within
the site.
o Our site has a simple and understandable language.
The mean of Factor 1 is 3.39 over 4. It is the first factor in the factor analysis
with an explanation power of 34.54% of variance.
Factor 2: Access to the Site and Functionality consists of the following
items:
o Our site has an aesthetic and interesting design.
o Itiseasy to access our site from other sites and search engines.
o Our site has an appropriate domain name.
o Our site has a domain name that is easy to keep in memory.
o Our site is often updated.
o Our site gets located in prior results in major search engines.
o Our site works properly in all browsers (Internet Explorer, Mozilla
Firefox, etc.).
The mean of Factor 2 is 3.37 over 4. It is the second factor in the factor

analysis with an explanation power of 8.79% of variance.
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Factor 3: Technical Capability consists of the following items:
o Our users have rapid access to our site and can complete their tasks
quickly within the sites on fast-loading pages.
o Our site has a technological infrastructure which supports traffic at
busy times.
o Users can complete many tasks with a minimum number of steps on
our site.
o All links on the site work in a correct and proper way.
The mean of Factor 3 is 3.31 over 4. It is the third factor in the factor analysis
with an explanation power of 6.81% of variance.
Factor 4: Personalization and Interactivity consists of the following items:
o Our site can be personalized.
o In our site, an efficient customer registration system is used.
o Our site has "interactive" elements that enhance communication
between the company and the user.
The mean of Factor 4 is 2.95 over 4. It is the fourth factor in the factor
analysis with an explanation power of 6.37% of variance.
Factor 5: Security Precautions and Problem Solution consists of the
following items:
o Various security precautions are used during transactions on our site.
o On our site, questions and help requests are answered very quickly.
The mean of Factor 5 is 3.43 over 4. It is the fifth factor in the factor analysis

with an explanation power of 6.00% of variance.
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Factor 6: Perceived Usage Barriers of the Site consists of the following
items:
o Itis necessary to be a good computer user to use our site.
o Better security systems should be used on our site.
The mean of Factor 6 is 2.29 over 4. It is the sixth factor in the factor

analysis with an explanation power of 4.54% of variance.

Factor Analysis of Relationship-Based Activities

Sampling Adequacy

The number of the items in relationship-based activities is 21, and the total
number of cases is 81. The ratio of total number of cases to the number of items is
3.86, which means that this case is sufficient for factor analysis.

The Kaiser-Meyer-Olkin (KMO) Measure of Sampling Adequacy is .714
which is very acceptable level since it is over .5. Bartlett’s Test of Sphericity is .00

which is again a very acceptable level since it is under .10.

Total Variance Explained

The total variance explained is 71.47% with 7 components. This is a

satisfying result since it is over 60% level.
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Factor Solution of Relationship-based Activities

Table 5.19 — Factor Solution with the Items Loaded

% of variance | Cumulative | Items loaded
Component explained by | % of variance under
component explained component
1 | Benefits Offered According to Past 2,3,4,5,6,
Behavior 25.24 25.24 11
2 | Payment Benefits and One-to-One
Solutions 13.90 39.15 7,10, 16
3 | Personalized Web Design and
Advantageous Offers 8.96 48.10 12,13
4 | Online Guidance and Help 6.86 54.96 17, 19, 20
5 | Online Support and Information 6.24 61.21 8,21, 18
6 | Process Ease and Security 5.41 66.61 9,14
7 | Customer Recognition and Security 4.86 71.47 1,15

Varimax rotation is used for factor solution.

Mean of Each Factor

Table 5.20 —Means of Factor Components of Relationship-based Activity

Components in Order

Component Mean Std.
Number Component Name (over 4) | Deviation
6 Process Ease and Security 3.14 0.88
4 Online Guidance and Help 2.94 0.77
2 Payment Benefits and One-to-One Solutions 2.92 0.66
7 Customer Recognition and Security 2.88 0.75
5 Online Support and Information 2.68 0.99
1 Benefits Offered According to Past Behavior 2.53 0.80
Personalized Web Design and Advantageous
3 Offers 2.09 091

Factor 1: Benefits Offered According to Past Behavior consists of the

following items:

o Sending SMS/e-mails or giving calls on special days (birthdays,

Mother's day, Valentines day, etc.)
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o Making discounts to customers on special days (birthdays, Mother's
day, Valentines day, etc.)
o Offering campaigns appropriate to customer groups
o Sending personal SMS/e-mail or making personal promotions to
customers
o Making offers to customers according to previous usage and
preferences
o Making suggestions to customer-based on their predicted buying
behavior
The mean of Factor 1 is 2.53 over 4. It is the first factor in the factor analysis
with an explanation power of 25.24% of variance.
Factor 2: Payment Benefits and One-to-One Solutions consists of the
following items:
o Offering various payment alternatives (credit card, money order, etc.)
to customer
o Offering free services according to the degree of customer
loyalty/profitability
o Producing one--to-one solutions in a short time in case of customer
complaint
The mean of Factor 2 is 2.88 over 4. It is the second factor in the factor
analysis with an explanation power of 13.90% of variance.
Factor 3: Personalized Web Design and Advantageous Offers consists of the
following items:

o Offering the opportunity to personalize the site
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o Providing special gains for customers according to the type and
frequency of services they use (gaining extra money/discounts, etc.)
The mean of Factor 3 is 2.09 over 4. It is the third factor in the factor analysis
with an explanation power of 8.96% of variance.
Factor 4: Online Guidance and Help consists of the following items:
o Offering the opportunity for customers to follow their
orders/services/activities online
o Offering online consultancy and guidance to the customers on the site
o Informing customers about new campaigns and services by e-mail
The mean of Factor 4 is 2.94 over 4. It is the fourth factor in the factor
analysis with an explanation power of 6.86% of variance.
Factor 5: Online Support and Information consists of the following items:
o Providing 24-hour online support to customers
o Informing customers about new campaigns and services by SMS
o Offering various contact information about the company on the site
The mean of Factor 5 is 2.53 over 4. It is the fifth factor in the factor analysis
with an explanation power of 6.24% of variance.
Factor 6: Process Ease and Security consists of the following items:
o Necessity of customers' registration
o Ensuring process endings in security
The mean of Factor 6 is 3.21 over 4. It is the sixth factor in the factor
analysis with an explanation power of 5.41% of variance.
Factor 7: Customer Recognition and Security consists of the following item:

o Recognizing customers who enter the site
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o Offering various security options (SMS approval, password provider,
etc.)
The mean of Factor 7 is 2.68 over 4. It is the seventh factor in the factor

analysis with an explanation power of 4.86% of variance.

Factor Analysis of BSC Customer Perspective

Sampling Adequacy

The number of the items in balanced scorecard customer perspective is 24,
and the total number of cases is 81. The ratio of total number of cases to the number
of items is 3.38, which means that it is sufficient for factor analysis.

The Kaiser-Meyer-Olkin (KMO) Measure of Sampling Adequacy is .778
which is very acceptable level since it is over .5. Bartlett’s Test of Sphericity is .00

which is again a very acceptable level since it is under .10.

Total Variance Explained

The total variance explained is 74.67% with 6 components. This is a

satisfying result since it is over 60% level.
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Factor Solution of BSC Customer Perspective

Table 5.21 — Factor Solution with the Items Loaded

% of variance | Cumulative Items loaded
Component explained by % of under
component variance component
explained
1 | Number, Cost and Transaction 7,8,9,10, 11,
Amount of Customers 38.88 38.88 18, 19, 20
2 | Customer Satisfaction and Problem 12, 13, 16, 17,
Solving 10.95 49.83 21,22,24
3 | Support Company/ Brand
Recognition and Image 8.01 57.84 1,2,3
4 | Sales Support Services 6.80 64.63 4,5,6
5 | Determination of and Detailed
Information about the Target Market 557 70.20 14,23
6 | Effective Customer Databases 4.46 74.67 15

Varimax rotation is used for factor solution.

Mean of Each Factor

Table 5.22 -Means of Factor Components of BSC Customer Perspective

Components in Order

Component Mean Std.
Number Component Name (over 4) Deviation

Support Company/ Brand Recognition and

3 Image 3.39 0.63

2 Customer Satisfaction and Problem Solving 3.31 0.64

4 Sales Support Services 3.24 0.75
Number, Cost and Transaction Amount of

1 Customers 3.17 0.61

6 Effective Customer Databases 3.06 0.98
Determination of and Detailed Information

5 about the Target Market 2.96 0.81

Factor 1: Number, Cost and Transaction Amount of Customers consists of

the following items:

o The total customer number has increased.
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o The number of newly acquired customers has increased.
o The customer acquisition cost has decreased.
o The ratio of reuse/repurchase of services offered on the site has
increased.
o The reacquisition of lost customers has increased.
o Customer transaction amount has increased.
o The usage rate of processes/services provided on the site has
increased.
o The time customers spend on the site has increased.
The mean of Factor 1 is 3.17 over 4. It is the first factor in the factor analysis
with an explanation power of 38.88% of variance.
Factor 2: Customer Satisfaction and Problem Solving consists of the
following items:
o The process of service completion/delivery is shortened.
o Effective customer databases have been created.
o Customer satisfaction has increased.
o Customer transaction frequency has increased.
o Conveying complaints to the related people have become easier and
accelerated.
o The ratio of the solutions provided to the complaints of customers has
improved.
o The usage of help/support systems on the site has increased.
The mean of Factor 2 is 3.31 over 4. It is the second factor in the factor

analysis with an explanation power of 10.95% of variance.
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Factor 3: Support Company/ Brand Recognition and Image consists of the
following items:
o The recognition of our company/brand in the online environment has
increased.
o The reliability of our company/brand in the online environment has
increased.
o The perception of our company as a high-tech/innovative brand has
improved.
The mean of Factor 3 is 3.39 over 4. It is the third factor in the factor analysis
with an explanation power of 8.01% of variance.
Factor 4: Sales Support Services consists of the following items:
o The pre-sale services offered to customers were strengthened.
o The support offered to customers during the selling process is
strengthened.
o The post-sale services offered to customers were strengthened.
The mean of Factor 4 is 3.24 over 4. It is the fourth factor in the factor
analysis with an explanation power of 6.80% of variance.
Factor 5: Determination of and Detailed Information about the Target
Market consists of the following items:
o The contribution to the correct determination of target markets has
increased.
o The willingness of customers to provide extra information
(questionnaires, etc.) has increased.
The mean of Factor 5 is 2.96 over 4. It is the fifth factor in the factor analysis

with an explanation power of 5.57% of variance.
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Factor 6: Effective Customer Databases consists of the following items:
o The databases are more effectively used to develop various marketing
methods and strategies.
The mean of Factor 6 is 3.06 over 4. It is the sixth factor in the factor

analysis with an explanation power of 4.46% of variance.

Factor Analysis of BSC Internal Businesses Perspective

Sampling Adequacy

There is a 3 to 5 rule for sampling adequacy to factor analysis. This is a
limitation for doing factor analysis. The number of the items in internal businesses
perspective is 8, and the total number of cases is 81. The ratio of total number of
cases to the number of items is very sufficient for this analysis.

The Kaiser-Meyer-Olkin (KMO) Measure of Sampling Adequacy is .772
which is very acceptable level since it is over .5. Bartlett’s Test of Sphericity is .00

which is again a very acceptable level since it is under .10.

Total Variance Explained

The total variance explained is 65.37% with 2 components. This is a

satisfying result since it is over 60% level.
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Factor Solution of BSC Internal Businesses Perspective

Table 5.23 — Factor Solution with the Items Loaded

% of variance | Cumulative | Items loaded
Component explained by % of under
component variance component
explained
1 | Help/Support Systems and Technology 50.89 50.89 1,2,3,4
2 | Security , Speed and Content of the Site 14.48 65.37 5,6,7,8

Varimax rotation is used for factor solution.

Mean of Each Factor

Table 5.24 —Means of Factor Components of BSC Internal Businesses Perspective

Components in Order

Component Mean Std.
Number Component Name (over 4) | Deviation

1 Help/Support Systems and Technology 3.59 2.60

2 Security, Speed and Content of the Site 3.23 0.68

Factor 1: Help/Support Systems and Technology consists of the following

items:

O

The usage of technology in the company has increased and improved.

The quality of help/support systems on the site has increased.

The variety of help/support systems (e-mail, online consultancy, etc.)

on the site has increased.

The frequency of updating used software has increased.

The mean of Factor 1 is 3.59 over 4. It is the first factor in the factor analysis

with an explanation power of 50.89% of variance.
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Factor 2: Security, Speed and Content of the Site consists of the following

items:

O

The usage ratio of new technology compared to competitors has
increased.

The business processes in the organization have speeded up and
become more effective.

The security of business processes in the organization has increased.

The content management of the site has improved.

The mean of Factor 2 is 3.23 over 4. It is the second factor in the factor

analysis with an explanation power of 14.48% of variance.

Factor Analysis of BSC Financial Perspective

Sampling Adequacy

There is a 3 to 5 rule for sampling adequacy to factor analysis. This is a

limitation for doing factor analysis. The number of the items in financial perspective

1s 8, and the total number of cases is 81. The ratio of total number of cases to the

number of items is very sufficient for this analysis.

The Kaiser-Meyer-Olkin (KMO) Measure of Sampling Adequacy is .806

which is very acceptable level since it is over .5. Bartlett’s Test of Sphericity is .00

which is again a very acceptable level since it is under .10.
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Total Variance Explained

The total variance explained is 67.96% with 2 components. This is a

satisfying result since it is over 60% level.

Factor Solution of BSC Financial Perspective

Table 5.25 — Factor Solution with the Items Loaded

% of variance | Cumulative | Items loaded
Component explained by % of under
component variance component
explained
1 | Improvement of Customer 1,2,4,5,6,
Profitability and Cost Reduction 54.50 54.50 7,8
2 | Decreasing Operational Costs 13.46 67.96 3

Varimax rotation is used for factor solution.

Mean of Each Factor

Table 5.26 —-Means of Factor Components of BSC Financial Perspective

Components in Order

Component Mean Std.
Number Component Name (over 4) | Deviation
1 Improvement of Customer Profitability and Cost
Reduction 3.08 0.73
2 Decreasing Operational Costs 3.06 0.93

Factor 1: Improvement of Customer Profitability and Cost Reduction

consists of the following items:

O

The contribution of online services/sales to the profitability of the

company has increased.

The contribution of online products to the protection/development of

market share has increased.
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O

The mean of Factor 1 is 3.08 over 4. It is the first factor in the factor analysis

Promotional costs (printing and delivery cost, etc.) have decreased.
Customer support systems' costs (FAQs, online help, online user
groups, etc.) have decreased.

The annual sales gained from the loyal customers have increased.
The number of profitable customers has increased.

Customer life-time value has increased.

with an explanation power of 54.50% of variance.

Factor 2: Decreasing Operational Costs consists of the following items:

O

Operational costs have decreased.

The mean of Factor 2 is 3.06 over 4. It is the second factor in the factor

analysis with an explanation power of 13.46% of variance.

Table 5.27 shows the results of factor analyses, which includes theoretical

model components and their factors.
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Table 5.27 — Summary of Model Components’ Factors

After Factor Analyses

Model Components

Components’ Factors

Interface-based Activities

e Fl1:
e F2:
e F3:
e F4.
* F5:
® F6:

Ease of Use and Navigation

Access to the site and Functionality
Technical Capability

Personalization and Interactivity

Security Precautions and Problem Solution
Perceived Usage Barriers of the Site

Relationship-based Activities

e F1:

* F2:

Benefits Offered According to Past
Behavior
Payment Benefits and One-to-One Solutions

¢ F3: Personalized Web design and

e F4.
e F5:
® F6:
e F7:

Advantageous Offers

Online Guidance and Help

Process Support and Information
Process ease and Security
Customer Recognition and Security

BSC Customer Perspective

e F1:

e F2:

Number, Cost and Transaction Amount of
Customers
Customer Satisfaction and Problem Solving

e F3: Support Company/ Brand Recognition and

® F4.
e F5:

* F6:

Image

Sales Support Services

Determination of and Detailed Information
about the Target Market

Effective Customer Databases

BSC Internal Business Perspective

e F1:
e F2:

Help/Support Systems and Technology
Security, Speed and Content of the Site

BSC Innovation and Learning
Perspective

* There is not any factor for this component.

BSC Financial Perspective

e F1:

e F2:

Improvement of Customer Profitability and
Cost Reduction
Decreasing Operational Costs
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Correlation Analyses

Motivations for CRM Application and Perceived Success Dimensions of CRM

Hypothesis 1: There is a correlation between Internet companies’ orientation
for implementing a CRM system and the perceived success of CRM activities.

For testing this hypothesis, a correlation analysis has been done between the
importance levels attributed to 6 major CRM implementation orientations and 4
perceived success dimensions of CRM. Correlation analysis using Pearson
correlation coefficients was applied on the research data in order to discover the

relationship between these constructs based on the research framework.

Implementation Overall Perceived
Orientations CRM Success

A 4

Implementation Orientations Perceived Success Dimensions of CRM
*  Competitors . ® BSC Customer Perspective (mean value)
* Cost Reductl?n ® BSC Internal Businesses Perspective (mean value)
: ?ﬁ:gie]ifsﬁjtli?fl:(iion ® BSC Innovation and Learning Perspective (mean value)
) . ® BSC Financial Perspective (mean value)
® Innovation and Learning
[ ]

Financial Advantage

Table 5.28 shows the correlation between motivations for CRM application

and 4 perceived success dimensions of CRM.
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Table 5.28 — Correlations between Motivations for CRM Application and Perceived

Success Dimensions of CRM

BSC BSC BSC BSC
Customer Internal Innovation Financial
Perspective Businesses | and Learning | Perspective
Perspective Perspective
Competitors
Pearson Correlation -.012 -.043 .150 116
Sig. (2-tailed) 921 724 223 350
Cost Reduction
Pearson Correlation 191 -.080 131 356(+%)
Sig. (2-tailed) 105 504 284 .003
Internal Efficiency
Pearson Correlation 192 153 253(%) 200
Sig. (2-tailed) .104 .199 .036 .100
Customer Satisfaction
Pearson Correlation 329(*%) A11 A27 (%) 311(%%)
Sig. (2-tailed) .004 351 .000 .009
Innovation and Learning
Pearson Correlation 274(%) 154 A02(#%) 314(%%)
Sig. (2-tailed) 018 .194 .001 .008
Financial Advantage
Pearson Correlation 315(+%) .060 3T1(+%) A59(%)
Sig. (2-tailed) .007 .615 .002 .000
* Correlation is significant at the 0.05 level (2-tailed).
wk Correlation is significant at the 0.01 level (2-tailed).

The Table 5.28 shows that there is a significant positive correlation between:
® An Internet company’s orientation to implement a CRM system for
“cost reduction” purposes and the “positive financial outcomes
observed” out of implementing CRM.

This is logical since a company with a stronger tendency to reduce costs
through CRM implementation will utilize the system accordingly and achieve higher
levels of positive financial outcomes through cost reduction in the end.

® An Internet company’s orientation to implement a CRM system for
“increasing internal efficiency” purposes and the “positive outcomes of

company innovation and learning” out of implementing CRM.
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Interestingly, companies that mention a greater emphasis on increasing
internal efficiency as their major motivation to use/ implement a CRM system seem
not to observe significantly positive outcomes in the internal business perspective of
the balanced scorecard. On the other hand, their orientation toward using CRM to
increase internal efficiency results in more positive outcomes in terms of company
innovation and learning. Since company innovation and learning in a CRM context
was measured mainly with a “continuous service development and renewal”
approach, this might be considered related to internal efficiency.

® An Internet company’s orientation to implement a CRM system for
“increasing customer satisfaction” purposes and the “positive outcomes
observed in terms of customer, financial and company innovation and
learning perspectives” out of implementing CRM.

Internet companies that have implemented CRM system mainly for the
purpose of increasing customer satisfaction are found to experience positive
outcomes in the “innovation and learning”, “customer” and “financial” perspectives
of the BSC. This can easily be rationalized since customer satisfaction is improved
with continuous development of new services as well as direct relationships with
customers. Also, customer satisfaction creates retention and loyalty which produce
improvements in financial measures as well.

¢ An Internet company’s orientation to implement a CRM system for
“increasing innovation and learning” in a purposes and the “positive
outcomes observed in terms of customer, financial and company
innovation and learning perspectives” out of implementing CRM.

While implementing CRM is for increasing company innovation and learning

is found to be positively correlated with the innovation and learning outcomes
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according to BSC, which was expected, this implementation orientation is found to
be correlated with financial and customer perspectives as well. This, again, might be
rationalized by thinking that as a company improves its innovativeness and thus this
will be reflected in financial measures as well.
e An Internet company’s orientation to implement a CRM system for
“increasing financial advantages” in a company purposes and the
“positive outcomes observed in terms of customer, financial and
company innovation and learning perspectives” out of implementing
CRM.

This is also very logical since a company aims reducing costs and gaining
financial advantages through CRM implementation. By implementing a CRM
system in an organization, it is expected to improve continuous development of new
services and direct relationships with customers. These opportunities bring customer
satisfaction, retention and loyalty which produce improvements in financial
measures as well.

Hypothesis 1 is confirmed by the result of this set of correlation analysis
since it is observed that there are a considerable number of significant correlations
between tested variables. The majority of the implementation motivations for CRM
applications in companies are positively correlated with the BSC partners. However,
there is not any correlation between the competitor variable of implementation
orientation and perceived CRM success dimensions of BSC. There is not any

negative correlation between these two parts.
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Motivations for CRM Application and BSC Perspectives

Although the relationships between implementation orientations of CRM and

the mean values of the four BSC perspectives were investigated, the findings are

preliminary and are not adequate to reach definitive conclusions. Since this part of

the model is about the major contribution of the study (which is dimensionalizing

CRM performance in a detailed way), it is necessary to dive deeper into the

success/performance measures. For this purpose, a second set of correlations have

been run between implementation orientations and the factors found in the factor

analyses of the BSC perspective variables. The Table 5.29 shows the correlations

between them.

Implementation
Orientation

Implementation Orientations

A 4

Factors of Success
Dimensions of CRM

Perceived Success Dimensions of CRM

® Competitors

® Cost Reduction

® Internal Efficiency

® Customer Satisfaction

® Innovation and Learning
® Financial Advantage

BSC Customer
Perspective

F1: Number, Cost and Transaction
Amount of Customers

F2: Customer Satisfaction and Problem
Solving

F3: Support Company/ Brand
Recognition and Image

F4: Sales Support Services

F5: Determination of and Detailed
Information about the Target Market

F6: Effective Customer Databases

BSC Internal
Business
Perspective

F1: Help/Support Systems and
Technology

F2: Security, Speed and Content of the
Site

BSC Innovation
and Learning
Perspective

Item1: Continuous Development/renew of
Present Services

Item2: Increase the Development of New
Services

BSC Financial
Perspective

F1: Improvement of Customer
Profitability and Cost Reduction
F2: Decreasing Operational Costs
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Correlation analysis using Pearson correlation coefficients was applied on the
research data in order to discover the relationship between these constructs based on
the research framework.

There are a considerable number of correlations between a company’s
orientation for implementation a CRM system and the performance measures
according to the BSC perspective factors. The correlations are expressed in the

following subtitles.

Competitor-based Orientation and BSC Perspectives

An Internet company’s orientation to implement a CRM system for
“increasing competitiveness” has not been found to be correlated with any of the
BSC perspectives’ factors. Actually, competitor-based implementation was found to
be the weakest one among the 6 major orientations. This shows that Turkish Internet
companies have at least reached the level of realizing that CRM is not a system a
company should implement only because competitors also have it. Therefore, it
seems that is has not been seen as a valid orientation and is, therefore, not correlated

with the performance measures of CRM.

Cost Reduction-based Orientation and BSC Perspectives

An Internet company’s orientation to implement a CRM system for
“reducing costs” has been found to be significantly positive correlated with the

following factors of BSC perspectives:
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Table 5.29 — Correlations between Cost Reduction and BSC Perspective Factors

BSC Perspective Factor Pearson Sig.
Correlation | (2-tailed)
Internal Business F2: Security, Speed and Content of 235% .048
Perspective the Site
Financial Perspective | F1: Improvement of Customer .303* 011
Profitability and Cost Reduction

Financial Perspective | F2: Decreasing Operational Costs 416%* .000
* Correlation is significant at the 0.05 level (2-tailed).
wk Correlation is significant at the 0.01 level (2-tailed).

As explained in the initial correlations, Internet companies that aim to
implement CRM for the purpose of cost reduction can observe positive outcomes in
terms of financial measures. This orientation has been found to positively with both
dimensions of the financial perspective of BSC for this reason. Additionally,
companies with this orientation have also been found to give importance to internal
efficiency factors such as security, speed and content of the site. As will be seen in
the upcoming correlations, the “security, speed and content of the site” factor of
internal business perspective is found to be correlated with all implementation
orientations except competitor-based orientation. This shows that this is a very
important critical success factor for an Internet business regardless of why it is

implementing CRM.

Internal Efficiency-based Orientation and BSC Perspectives

An Internet company’s orientation to implement a CRM system for
“increasing internal efficiency” has been found to be significantly positive correlated

with the following factors of BSC perspectives:
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Table 5.30 — Correlations between Internal Efficiency and BSC Perspective Factors

BSC Perspective Factor Pearson Sig.
Correlation | (2-tailed)
Customer Perspective | F3: Support Company/ Brand 336%* .004
Recognition and Image

Internal Business F2: Security, Speed and Content of .384%#% .001
Perspective the Site
Innovation and Item2: Increase the development of 318%* .008
Learning Perspective New Services
Financial Perspective | F2: Decreasing Operational Costs 239* .048
* Correlation is significant at the 0.05 level (2-tailed).
wk Correlation is significant at the 0.01 level (2-tailed).

Companies with a strong emphasis on implementing CRM for increasing
internal efficiency observe relevant outcomes such as decreasing operational costs,
improvements in security, speed and content of the site or increasing rates of new
service development. However, findings show that they do not miss the customers’
satisfaction opportunity as well. They also benefit from increasing support in

company brand recognition and image.

Customer Satisfaction-based Orientation and BSC Perspectives

An Internet company’s orientation to implement a CRM system for
“improving customer satisfaction” has been found to be significantly positive
correlated with the following factors in the Table 5.31.

This finding shows that Internet companies whose major aim is to improve
customer satisfaction by implementing a CRM system achieve this by experiencing
increases in the number, cost and transaction amount of customers and
improvements in the company’s brand recognition and image. Additionally, they
experience positive outcomes through increasing development of new services as

well as continuous development of present services. Naturally, these create financial
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success for companies in the form of increasing customer profitability and cost

reduction.

Table 5.31 — Correlations between Customer Satisfaction and

BSC Perspective Factors

BSC Perspective Factor Pearson Sig.
Correlation | (2-tailed)

Customer Perspective | F1: Number, Cost and Transaction .368#* .001
Amount of Customers

Customer Perspective | F3: Support Company/ Brand 258%* .028
Recognition and Image

Internal Business F2: Security, Speed and Content of 248%* .037

Perspective the Site

Financial Perspective | F1: Improvement of Customer 322%% .007
Profitability and Cost Reduction

Innovation and Item1: Continuous Development / .395%%* .001

Learning Perspective

renew of Present Services

* Correlation is significant at the 0.05 level (2-tailed).
w3k Correlation is significant at the 0.01 level (2-tailed).

Innovation and Learning-based Orientation and BSC Perspectives

An Internet company’s orientation to implement a CRM system for

“increasing innovation and learning” has been found to be significantly positive

correlated with the following factors in the Table 5.32.

This finding shows that Internet companies whose major aim is to increase

innovation and learning in the company by implementing a CRM system achieve

this by experiencing positive outcomes through increasing development of new

services as well as continuous development of present services. The companies

which have realized that CRM is an innovation area, experience major increases in

the number, cost and transaction amount of customers and customer satisfaction and

problem solving. Naturally, these create financial success for companies in the form

102




of increasing customer profitability and cost reduction and also decreasing
operational costs. Additionally, as mentioned before security, speed and content of

the site factor is critical for innovation and learning-based implementation.

Table 5.32 — Correlations between Innovation and Learning and

BSC Perspective Factors

BSC Perspective Factor Pearson Sig.
Correlation | (2-tailed)

Customer Perspective | F1: Number, Cost and Transaction 275% 018
Amount of Customers

Customer Perspective | F2: Customer Satisfaction and 256%* .029
Problem Solving

Internal Business F2: Security, Speed and Content of .368%* .001

Perspective the Site

Financial Perspective | F1: Improvement of Customer 304* 011
Profitability and Cost Reduction

Financial Perspective | F2: Decreasing Operational Costs 252% .035

Innovation and Item1: Continuous Development / 334%% .005

Learning Perspective renew of Present Services

Innovation and Item2: Increase the development of A20%* .000

Learning Perspective New Services

* Correlation is significant at the 0.05 level (2-tailed).

w3k Correlation is significant at the 0.01 level (2-tailed).

Financial Advantage-based Orientation and BSC Perspectives

An Internet company’s orientation to implement a CRM system for
“increasing financial advantage” has been found to be significantly positively

correlated with the following factors of BSC perspectives:
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Table 5.33 — Correlations between Financial Advantage and BSC Perspective

Factors
BSC Perspective Factor Pearson Sig.
Correlation | (2-tailed)

Customer Perspective | F1: Number, Cost and Transaction .283* .015
Amount of Customers

Customer Perspective | F2: Customer Satisfaction and 246% .036
Problem Solving

Customer Perspective | F3: Support Company/ Brand 238* .043
Recognition and Image

Internal Business F2: Security, Speed and Content of .303#* .010

Perspective the Site

Financial Perspective | F1: Improvement of Customer A53#* .000
Profitability and Cost Reduction

Financial Perspective | F2: Decreasing Operational Costs .268* .026

Innovation and Item1: Continuous Development / 276%* .023

Learning Perspective renew of Present Services

Innovation and Item?2: Increase the development of A416%* .000

Learning Perspective New Services

* Correlation is significant at the 0.05 level (2-tailed).

H Correlation is significant at the 0.01 level (2-tailed).

Companies with a strong emphasis on implementing CRM for increasing
financial advantage observe relevant outcomes such as improvement of customer
profitability and cost reduction and also decreasing operational costs. Additionally,
increasing the development of new services factor is very important for this purpose
because developing new services increase customer retention and this brings loyalty
and as a result of loyalty, financial advantages are attained by the company. They
also benefit from improvements in security, speed and content of the site and
continuous development of present services. Additionally, companies benefited from
customer perspective factors by experiencing increases in the number, cost and
transaction amount of customers, improvements in the company’s brand recognition

and image and improvements in customer satisfaction and problem solving.
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Interface-based Activities Factors and BSC Customer Perspective Factors

Hypothesis 2: There is a correlation between the utilization of interface-based
activities of companies for CRM purposes and their performance in customer-based
measurement metrics.

For testing this hypothesis, a correlation analysis has been done between the
importance levels attributed to 6 interface-based activities factors and 6 BSC
customer perspective factors. Correlation analysis using Pearson correlation
coefficients was applied on the research data in order to discover the relationship
between these constructs based on the research framework.

Hypothesis 2 is confirmed by the result of this set of correlation analysis
since it is observed that there are a considerable number of correlations between
Interface-based activities factors and BSC Customer perspective factors. The

correlations are expressed in the following subtitles.

Interface-based CRM BSC Customer
Activities Factors Perspective Factors

e F1: Number, Cost and Transaction
Amount of Customers
e F2: Customer Satisfaction and Problem

¢ F1: Ease of Use and Navigation \
e F2: Access to the site and
Functionality

¢ F3: Technical Capability . 1:3‘SSOIVing . _—
e F4: Personalization and > 'Reuclz)pgirittioglgggrgn agrean

Interactivity

¢ F5: Security Precautions and
Problem Solution

¢ F6: Perceived Usage Barriers of
the Site J

e F4: Sales Support Services

e F5: Determination of and Detailed
Information about the Target
Market

¢ F6: Effective Customer Databases
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Ease of Use and Navigation and BSC Customer Perspective Factors

An Internet company’s interface-based activities factor “ease of use and
navigation” has been found to be significantly positively correlated with the

following factors of BSC customer perspective:

Table 5.34 — Correlations between Ease of Use and Navigation and

BSC Customer Perspective Factors

F1: F2: F3: F4: F5: F6:
Number, Cost | Customer Support Sales Determination Effective
and Satisfaction Company/ Support of and Customer
Transaction and Brand Services Detailed Databases
Amount of Problem Recognition Information
Customers Solving and Image about the
Target Market
Ease of Use and Navigation
Pearson
Correlation A465%* .348%* 386%** A14%* 336%* .065
Sig.
(2-tailed) .000 .002 .001 .000 .003 .586
* Correlation is significant at the 0.05 level (2-tailed).
H Correlation is significant at the 0.01 level (2-tailed).

These findings show that “ease of use and navigation” factor of interface-
based activities is correlated most of the BSC customer perspective factors. This
means that this factor is an extremely important success factor for an Internet
company. The companies, which have realized that ease of use and navigation is a
very critical feature for the company’s Web site, gain positive outcomes in terms of
number, cost and transaction amount of customers, customer satisfaction and
problem solving, company/ brand recognition and image, sales support services and
getting high quality information about the target market. Naturally, most Internet
users do not prefer complex Web sites. The results of the correlation analysis also

confirm this judgment.
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Access to the Site and Functionality and BSC Customer Perspective Factors

An Internet company’s interface-based activities factor “access to the site and
functionality” has been found to be significantly positively correlated with the

following factors of BSC customer perspective:

Table 5.35 — Correlations between Access to the Site and Functionality and

BSC Customer Perspective Factors

F1: F2: F3: F4: F5: F6:
Number, Cost | Customer Support Sales Determination Effective
and Satisfaction Company/ Support of and Customer
Transaction and Brand Services Detailed Databases
Amount of Problem Recognition Information
Customers Solving and Image about the
Target Market
Access to the site and Functionality
Pearson
Correlation A07#* 317%* ST1#* 379%* 339%%* 244%*
Sig.
(2-tailed) .000 .005 .000 .001 .003 .039
* Correlation is significant at the 0.05 level (2-tailed).
H Correlation is significant at the 0.01 level (2-tailed).

This finding shows that “access to the site and functionality” factor of
interface-based activities is correlated with the whole BSC customer perspective
factors. This means that this factor is a critical success factor an Internet company.
The companies, which have been realized that accessing the site from different
channels easily is extremely important, gain positive outcomes in terms of number,
cost and transaction amount of customers, customer satisfaction and problem
solving, company/ brand recognition and image, sales support services, getting high
quality information about the target market and effective customer databases.
Additionally, accessing the site easily from various channels and being a functional

web site boost customer satisfaction.
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Technical Capability and BSC Customer Perspective Factors

An Internet company’s interface-based activities factor “technical capability”
has been found to be significantly positively correlated with the following factors of

BSC customer perspective:

Table 5.36 — Correlations between Technical Capability and

BSC Customer Perspective Factors

F1: F2: F3: F4: F5: F6:
Number, Cost | Customer Support Sales Determination Effective
and Satisfaction Company/ Support of and Customer
Transaction and Brand Services Detailed Databases
Amount of Problem Recognition Information
Customers Solving and Image about the
Target Market
Technical Capability
Pearson
Correlation 273* 192 .146 174 231* 205
Sig.
(2-tailed) .017 .096 204 138 .047 .083
* Correlation is significant at the 0.05 level (2-tailed).
H Correlation is significant at the 0.01 level (2-tailed).

As the factor “technical capability” is a technical issue, it is positively
correlated with number, cost and transaction amount of customers and getting high
quality information about the target market factors. Technical capability can be
considered as a customer satisfaction measure and this brings benefits for an Internet

company.

Interactivity and BSC Customer Perspective Factors

An Internet company’s interface-based activities factor “personalization and
interactivity” has been found to be significantly positively correlated with the

following factors of BSC customer perspective:
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Table 5.37 — Correlations between Personalization and Interactivity and

BSC Customer Perspective Factors

F1: F2: F3: F4: F5: F6:
Number, Cost | Customer Support Sales Determination Effective
and Satisfaction Company/ Support of and Customer
Transaction and Brand Services Detailed Databases
Amount of Problem Recognition Information
Customers Solving and Image about the
Target Market
Personalization and Interactivity
Pearson
Correlation A4TH* 387#* 247* 248%* 201* 248*
Sig.
(2-tailed) .000 .001 .031 .033 011 .036
* Correlation is significant at the 0.05 level (2-tailed).
wk Correlation is significant at the 0.01 level (2-tailed).

This finding shows that “personalization and interactivity” factor of
interface-based activities is correlated with all BSC customer perspective factors.
This means that this factor is a very important critical success factor for an Internet
company. The companies, which have realized that customers prefer the sites that
have personalization features and interactive pages, gain positive outcomes in terms
of number, cost and transaction amount of customers, customer satisfaction and
problem solving, company/ brand recognition and image , sales support services,
getting high-quality information about the target market and effective customer

databases.

Security Precautions and Problem Solution and BSC Customer Perspective Factors

An Internet company’s interface-based activities factor “security precautions
and problem solution” has been found to be significantly positively correlated with

the following factors of BSC customer perspective:
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Table 5.38 — Correlations between Security Precautions and Problem Solution and

BSC Customer Perspective Factors

F1: F2: F3: F4: F5: F6:
Number, Cost | Customer Support Sales Determination Effective
and Satisfaction Company/ Support of and Customer
Transaction and Brand Services Detailed Databases
Amount of Problem Recognition Information
Customers Solving and Image about the
Target Market
Security Precautions and Problem Solution
Pearson
Correlation 234% .238* 254% 236%* .169 .053
Sig.
(2-tailed) .042 .038 .026 .043 148 .657
* Correlation is significant at the 0.05 level (2-tailed).
wk Correlation is significant at the 0.01 level (2-tailed).

Companies with a strong emphasis on “security precautions and problem
solution” observe relevant outcomes such as increasing number, cost and transaction
amount of customers, customer satisfaction and problem solving, company/ brand
recognition and image, and sales support services. However, taking security
precautions does not increase effectiveness in getting information about the target
market or creating effective databases. In the Internet era, security, trust and quick
problem solution are extremely vital issues. Customers can purchase products or use

services as long as they believe that the site is secure and trustable.

Perceived Usage Barriers of the Site and BSC Customer Perspective Factors

An Internet company’s interface-based activities factor “perceived usage
barriers of the site” has not been found to be correlated with any of the BSC
customer perspectives’ factors. Actually, this factor’s composition is problematic.
The items that form this factor are not fully relevant with each other and thus, this

finding can be accepted as an expected limitation.
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Relationship-based Activities Factors and BSC Customer Perspective Factors

Hypothesis 3: There is a correlation between the utilization of relationship-
based activities of companies for CRM purposes and their performance in customer-
based measurement metrics.

For testing this hypothesis, a correlation analysis has been done between the
importance levels attributed to 7 relationship-based activities factors and 6 BSC
customer perspective factors. Correlation analysis using Pearson correlation
coefficients was applied on the research data in order to discover the relationship
between these constructs based on the research framework.

Hypothesis 3 is confirmed by the result of this set of correlation analysis
since it is observed that there are a considerable number of correlations between
relationship-based activities factors and BSC Customer perspective factors. The

correlations are expressed in the following subtitles.

Relationship-based BSC Customer
CRM Activities Factors Perspective Factors
¢ F1: Benefits Offered According to \ e F1: Number, Cost and Transaction
Past Behavior Amount of Customers
¢ F2: Payment Benefits and One-to- e F2: Customer Satisfaction and Problem
One Solutions Solving
¢ F3: Personalized Web design and ¢ F3: Support Company/ Brand
Advantageous Offers Recognition and Image
¢ F4: Online Guidance and Help e F4: Sales Support Services
¢ F5: Process Support and Information | ® F5: Determination of and Detailed
® F6: Process ease and Security Information about the Target
e F7: Customer Recognition and Market
Security ) e F6: Effective Customer Databases
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Benefits Offered According to Past Behavior and BSC Customer Perspective Factors

An Internet company’s relationship-based activities factor “benefits offered
according to past behavior” has been found to be significantly positively correlated

with the following factors of BSC customer perspective:

Table 5.39 — Correlations between Benefits Offered According to Past Behavior and

BSC Customer Perspective Factors

F1: F2: F3: F4: F5: F6:
Number, Cost | Customer Support Sales Determination Effective
and Satisfaction Company/ Support of and Customer
Transaction and Brand Services Detailed Databases
Amount of Problem Recognition Information
Customers Solving and Image about the
Target Market
Benefits Offered According to Past Behavior
Pearson
Correlation .235% 235% A404+* 397#* 257* .330%*
Sig.
(2-tailed) .041 .041 .000 .000 .026 .005
* Correlation is significant at the 0.05 level (2-tailed).
H Correlation is significant at the 0.01 level (2-tailed).

Companies with a strong emphasis on “benefits offered according to past

behavior” gain positive outcomes from all factors of BSC customer perspective

especially supporting company/ brand recognition and image, sales support services

and effective customer databases. As customers past purchasing behavior can be

monitored and inspected from creating effective customer databases and utilizing

efficient sales support services, it is considered that these factors are critical success

factors for implementing a CRM application.
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Payment Benefits and One-to-One Solutions and BSC Customer Perspective Factors

An Internet company’s relationship-based activities factor “payment benefits
and one-to-one solutions” has been found to be significantly positively correlated

with the following factors of BSC customer perspective:

Table 5.40 — Correlations between Payment Benefits and One-to-One Solutions and

BSC Customer Perspective Factors

F1: F2: F3: F4: F5: F6:
Number, Cost | Customer Support Sales Determination Effective
and Satisfaction Company/ Support of and Customer
Transaction and Brand Services Detailed Databases
Amount of Problem Recognition Information
Customers Solving and Image about the
Target Market
Payment Benefits and One-to-One Solutions
Pearson
Correlation A430%* .389%#* 171 357#* .280* 267
Sig.
(2-tailed) .000 .001 138 .002 .015 .024
* Correlation is significant at the 0.05 level (2-tailed).
H Correlation is significant at the 0.01 level (2-tailed).

Internet companies that place a heavier emphasis on payment benefits and
one-to-one solutions observe positive outcomes in terms of number, cost and
transaction amount of customers, customer satisfaction and problem solving, sales
support services, getting high quality information about the target market and
effective customer databases. However, it does not support company/ brand

recognition and image of the company.
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Personalized Web Design and Advantageous Offers and BSC Customer Perspective

Factors

An Internet company’s relationship-based activities factor “personalized
Web design and advantageous offers” has been found to be significantly positively

correlated with the following factors of BSC customer perspective:

Table 5.41 — Correlations between Personalized Web Design and Advantageous

Offers and BSC Customer Perspective Factors

Fl: F2: F3: F4: F5: F6:
Number, Cost | Customer Support Sales Determination Effective
and Satisfaction Company/ Support of and Customer
Transaction and Brand Services Detailed Databases
Amount of Problem Recognition Information
Customers Solving and Image about the
Target Market
Personalized Web Design and Advantageous Offers
Pearson
Correlation 101 173 A440%* 325%* 154 234%
Sig.
(2-tailed) .386 134 .000 .005 .186 .048
* Correlation is significant at the 0.05 level (2-tailed).
w3k Correlation is significant at the 0.01 level (2-tailed).

This finding shows that “personalized Web design and advantageous offers”
factor of relationship-based activities is correlated with there of the six BSC
customer perspective factors. The companies, which have been realized that
customers prefer personalized Web designs and advantageous offers, gain positive
outcomes in terms of support company/ brand recognition and image, sales support
services and effective customer databases. Naturally, it is necessary to have effective
customer databases to make personalized offers. As a result, this factor supports

company/brand recognition and image in Internet among the competitors.
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Online Guidance and Help and BSC Customer Perspective Factors

An Internet company’s relationship-based activities factor “online guidance
and help” has been found to be significantly positively correlated with the following

factors of BSC customer perspective:

Table 5.42 — Correlations between Online Guidance and Help and

BSC Customer Perspective Factors

F1: F2: F3: F4: F5: F6:
Number, Cost | Customer Support Sales Determination Effective
and Satisfaction Company/ Support of and Customer
Transaction and Brand Services Detailed Databases
Amount of Problem Recognition Information
Customers Solving and Image about the
Target Market
Online Guidance and Help
Pearson
Correlation .324%% 276%* .190 .094 135 .050
Sig.
(2-tailed) .004 .016 .097 425 248 .679
* Correlation is significant at the 0.05 level (2-tailed).
H Correlation is significant at the 0.01 level (2-tailed).

This finding shows that “online guidance and help” factor of relationship-
based activities is positively correlated with number, cost and transaction amount of
customers and customer satisfaction and problem solving factors. Naturally,
customers sometimes need immediate and quick guidance or help in the Web site
and this factor, online guidance and help, brings customer satisfaction and also

creates an increase in number, cost and transaction amount of customers.

115



Online Support and Information and BSC Customer Perspective Factors

An Internet company’s relationship-based activities factor “online support
and information” has been found to be significantly positively correlated with the

following factors of BSC customer perspective:

Table 5.43 — Correlations between Online Support and Information and

BSC Customer Perspective Factors

F1: F2: F3: F4: F5: F6:
Number, Cost | Customer Support Sales Determination Effective
and Satisfaction Company/ Support of and Customer
Transaction and Brand Services Detailed Databases
Amount of Problem Recognition Information
Customers Solving and Image about the
Target Market
Online Support and Information
Pearson
Correlation 232% 122 .165 179 .073 233*
Sig.
(2-tailed) .044 293 151 127 .536 .049
* Correlation is significant at the 0.05 level (2-tailed).
H Correlation is significant at the 0.01 level (2-tailed).

This finding shows that “online support and information” factor of
relationship-based activities is positively correlated with number, cost and
transaction amount of customers and effective customer databases factors. As
explained in the previous correlation, online support and information increase
number, cost and transaction amount of customers and it is required to utilize

effective customer databases.
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Process Ease and Security and BSC Customer Perspective Factors

An Internet company’s relationship-based activities factor “process ease and
security” has been found to be significantly positively correlated with the following

factors of BSC customer perspective:

Table 5.44— Correlations between Process Ease and Security and

BSC Customer Perspective Factors

F1: F2: F3: F4: F5: F6:
Number, Cost | Customer Support Sales Determination Effective
and Satisfaction Company/ Support of and Customer
Transaction and Brand Services Detailed Databases
Amount of Problem Recognition Information
Customers Solving and Image about the
Target Market
Process Ease and Security
Pearson
Correlation ,312%% .353%* .143 157 219 220
Sig.
(2-tailed) .006 .002 213 182 .059 .063
* Correlation is significant at the 0.05 level (2-tailed).
H Correlation is significant at the 0.01 level (2-tailed).

This finding shows that “process ease and security” factor of relationship-

based activities is positively correlated with number, cost and transaction amount of

customers and customer satisfaction and problem solving factors. It can be seen that

easily completed processes and secure transactions are preferred features for

successful Web sites and these bring customer satisfaction and also increase

number, cost and transaction amount of customers.
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Customer Recognition and Security and BSC Customer Perspective Factors

An Internet company’s relationship-based activities factor “customer
recognition and security” has been found to be significantly positively correlated

with the following factors of BSC customer perspective:

Table 5.45— Correlations between Customer Recognition and Security and

BSC Customer Perspective Factors

F1: F2: F3: F4: F5: F6:
Number, Cost | Customer Support Sales Determination Effective
and Satisfaction Company/ Support of and Customer
Transaction and Brand Services Detailed Databases
Amount of Problem Recognition Information
Customers Solving and Image about the
Target Market
Customer Recognition and Security
Pearson
Correlation 173 .039 .265* 176 .053 154
Sig.
(2-tailed) 134 137 .020 134 .653 197
* Correlation is significant at the 0.05 level (2-tailed).
H Correlation is significant at the 0.01 level (2-tailed).

Internet companies that place a heavier emphasis on “customer recognition
and security factor” observe positive outcomes only in terms of company/ brand
recognition and image. Interestingly, although the Internet companies prefer
customer recognition for gathering information about customers and having
effective customer databases, it is not correlated with the effective customer

databases factor of BSC customer perspective.
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Regression Analyses

BSC Customer Perspective Factors and Perceived Success Dimensions of CRM

Hypothesis 4: Perceived success of CRM implementation in an Internet
business is influenced/ determined by the system’s positive outcomes about

customer relations and satisfaction.

BSC Customer Overall Perceived
Perspective Factors CRM Success

e F1: Number, Cost and Transaction Amount
of Customers

e F2: Customer Satisfaction and Problem
Solving

e F3: Support Company/ Brand Recognition
and Image

¢ F4: Sales Support Services

e F5: Determination of and Detailed
Information about the Target Market

¢ F6: Effective Customer Databases

Table 5.46 — ANOVA Table of Regression between BSC Customer Perspective

Factors and Perceived Success Dimensions of CRM

Model Sum of Mean
Squares df Square F Sig.
1 Regression 11.43 6 1.904 4.286 .001"
Residual 27.10 61 444
Total 38.53 67

a. Predictors: (Constant), Factor 6, Factor 4, Factor3, Factor 2, Factor5, Factorl
b. Dependent Variable: Perceived CRM Success

According to the ANOVA table of regression analysis, the predictive label by the
dependent variable is high with an F value of 4.286 and a significance level of 0.001. Thus,

perceived CRM success can be predicted by the regression equation by the input variables.
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Table 5.47 — Model Summary of Perceived CRM Success and BSC Customer

Perspective Regression Analyses

Model R R Square Adjusted R Std. Error of
Square the Estimate
1 545" 297 227 .66657

a. Predictors: (Constant), Factor 6, Factor 4, Factor3, Factor 2, Factor5, Factorl

R takes the values between -1 and +1, and R’ takes the values between 0 and
1. If the absolute value of R is close to 1, this shows the strength of the regression
equation in terms of high predictive value. In the model summary, the value of R is
.545" and the value of R*is .297. This means that the result of regression equation is
very satisfying.

The t statistics helps to determine the relative importance of each variable in

the model. Significant t values are useful predictors.

Table 5.48 — Regression Coefficients of Dependent Variable Perceived CRM

Success
Model Unstandardized Standardized t Sig.
Coefficients Coefficients
B Std. Error Beta

(Constant) 1.876 .565 3.318 .002
Factor 1 331 .184 271 1.803 .076
Factor 2 272 204 216 1.338 .186
Factor 3 143 156 .119 921 361
Factor 4 -.289 127 -.285 -2.278 .026
Factor 5 -.023 145 -.024 -.160 873
Factor 6 174 .090 228 1.924 .059

a. Dependent Variable: Perceived CRM Success

If only the variables with significance under .10 are listed, the updated table is

below:

120



Table 5.49 — List of significant Factors for Perceived CRM Success by Regression

t Sig.
Factor 1 1.803 .076
Factor 4 -2.278 .026
Factor 6 1.924 .059

Then, regression equation of perceived CRM success is:
Perceived CRM Success = 1.8766 + .331*(Factor 1) + .272*(Factor 2)
+ .143*(Factor 3) - .289*(Factor 4) - .023*(Factor 5)

+ .174*(Factor 6)

Simplified regression equation of perceived CRM success is:
Perceived CRM Success = 1.8766 + .331*(Factor 1) - .289*(Factor 4)

+ .174*(Factor 6)

The aim of creating a regression equation is determining the independent
variables among the input variables which predict the perceived CRM success best.
The three factors to predict CRM success that are founded in the simplified
regression analysis play key role when they are compared with other factors. The
meaning of this simplified equation is that perceived CRM success is determined by
number, cost and transaction amount of customers, sales support services, and
effective customer databases. Customer retention and loyalty are the core issues in
the CRM; therefore this takes first order in the equation. Moreover, as CRM is a
process-based application, sales support services are also important and have
secondary importance. Finally, since creating and using effective databases is a

crucial feature for CRM, it takes third level of importance in the equation.
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This equation emphasized that collecting information about these 3 factors
are critical to determine the CRM success. Thus, Hypothesis 4 is partially supported

with the regression analysis of these three results over 6.

BSC Internal Businesses Perspective Factors and

Perceived Success Dimensions of CRM

Hypothesis 5: Perceived success of CRM implementation in an Internet
business is influenced/ determined by the system’s positive outcomes about internal

business efficiency.

BSC Internal Business .| Overall Perceived
Perspective Factors CRM Success

¢ F1: Help/Support Systems and Technology
Security, Speed and Content of the Site
e F2: Security , Speed and Content of the Site

Table 5.50 — ANOVA Table of Regression between BSC Internal businesses

Perspective Factors and Perceived Success Dimensions of CRM

Model Sum of Mean
Squares df Square F Sig.
1 Regression 13.81 2 6.903 16.894 .000"
Residual 28.19 69 409
Total 42.00 71

c. Predictors: (Constant), Factor 2, Factor 1
d. Dependent Variable: Perceived CRM Success
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According to the ANOVA table of regression analysis, the predictive label
by the dependent variable is high with an F value of 16.894 and a significance level

of 0.000. Thus, perceived CRM success can be predicted by the regression equation
by the input variables.

Table 5.51 — Model Summary of Perceived CRM Success and BSC Internal

Businesses Perspective Regression Analyses

Model R R Square Adjusted R Std. Error of
Square the Estimate
1 573° .329 .309 .63922
a. Predictors: (Constant), Factor 2, Factorl

Table 5.52 — Regression Coefficients of Dependent Variable

Perceived CRM Success

Model Unstandardized Standardized t Sig.
Coefficients Coefficients
B Std. Error Beta
(Constant) 1.545 411 3.762 .000
Factor 1 212 135 .190 1.574 120
Factor 2 496 135 442 3.662 .000
b. Dependent Variable: Perceived CRM Success

If only the variables with significance under .10 are listed, the updated table

is below:

Table 5.53 — List of significant Factors for Perceived CRM Success by Regression

t
3.662

Sig.
Factor 2

.000

Then, regression equation of perceived CRM success is:

Perceived CRM Success = 1.545 + .212*(Factor 1) + .496*(Factor 2)
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Simplified regression equation of perceived CRM success is:

Perceived CRM Success = 1.545 + .496*(Factor 2)

The meaning of this simplified equation is that perceived CRM success is
determined by “security, speed and content of the site”. As mentioned in the
previous correlations between implementation orientation of CRM and BSC
perspectives, the “security, speed and content of the site” factor of internal business
perspective is found to be correlated with all implementation orientations except
competitor-based orientation, thus, this factor is very important for the company.
Security is a fundamental issue for e-CRM. It is obvious that security, speed and
content factor have shown oneself as an important factor from different analysis.
Consequently, this factor plays a very key role when it is compared with the other
factors in this regression analysis and collecting information about this factor is
critical to determine the CRM success. Thus, Hypothesis 5 is partially supported

with the regression analysis of this one result over 2.

BSC Innovation and Learning Perspective Items and

Perceived Success Dimensions of CRM

Hypothesis 6: Perceived success of CRM implementation in an Internet
business is influenced/ determined by the system’s positive outcomes about

improvements in innovation and learning environment in the company.
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Overall Perceived
CRM Success

BSC Innovation and
Learning Perspective
Items

¢ [tem1: Continuous Development /renew of
Present Services

¢ [tem?2: Increase the Development of New
Services

Table 5.54 — ANOVA Table of Regression between BSC Innovation and Learning

Perspective Items and Perceived Success Dimensions of CRM

Model Sum of Mean
Squares df Square F Sig.
1 Regression 7.06 2 3.528 6.871 .002°
Residual 34.92 68 513
Total 41.97 70

e. Predictors: (Constant), Item 2, Item 1
f. Dependent Variable: Perceived CRM Success

According to the ANOVA table of regression analysis, the predictive label
by the dependent variable is high with an F value of 6.871 and a significance level of
0.002. Thus, perceived CRM success can be predicted by the regression equation by

the input variables.

Table 5.55 — Model Summary of Perceived CRM Success and BSC Innovation and

Learning Perspective Items Regression Analyses

Model R R Square Adjusted R Std. Error of
Square the Estimate
1 410° .168 .144 71656

a. Predictors: (Constant), Item 2, Item 1
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Table 5.56 — Regression Coefficients of Dependent Variable

Perceived CRM Success
Model Unstandardized Standardized t Sig.
Coefficients Coefficients
B Std. Error Beta
(Constant) 2.276 429 5.308 .000
Item 1 219 187 207 1.170 .246
Item 2 237 183 228 1.292 201

c. Dependent Variable: Perceived CRM Success

The values are larger than .10, so they are not significant. Therefore,

Hypothesis 6 is not supported with this regression analysis.

BSC Financial Perspective Factors and Perceived Success Dimensions of CRM

Hypothesis 7: Perceived success of CRM implementation in an Internet

business is influenced/ determined by the system’s positive outcomes about financial

measures.
BSC Financial .| Overall Perceived
Perspective Factors CRM Success

¢ F1: Improvement of Customer Profitability and Cost Reduction
e F2: Decreasing Operational Costs

Table 5.57 — ANOVA Table of Regression between BSC Financial Perspective

Factors and Perceived Success Dimensions of CRM

Model Sum of Mean
Squares df Square F Sig.
1 Regression 4.72 2 2.359 4.646 .013*
Residual 34.52 68 .508
Total 39.24 70

g. Predictors: (Constant), Factor 2, Factor 1
h. Dependent Variable: Perceived CRM Success
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According to the ANOVA table, the predictive label by the dependent
variable is high with an F value of 4.646 and a significance level of 0.013. Thus,

perceived CRM success can be predicted by the regression equation by the input

variables.

Table 5.58 — Model Summary of Perceived CRM Success and BSC Financial

Perspective Regression Analyses

Model R R Square Adjusted R Std. Error of
Square the Estimate
1 347 120 .094 71252

a. Predictors: (Constant), Factor 2, Factorl

Table 5.59 — Regression Coefficients of Dependent Variable

Perceived CRM Success

Model Unstandardized Standardized t Sig.
Coefficients Coefficients
B Std. Error Beta
(Constant) 2.632 .393 6.692 .000
Factor 1 275 135 .265 2.040 .045
Factor 2 .104 .104 .129 .996 323

d. Dependent Variable: Perceived CRM Success

If only the variables with significance under .10 are listed, the updated table

is below:

Table 5.60 — List of significant Factors for Perceived CRM Success by Regression

t Sig.
Factor 1 2.040 .045
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Then, regression equation of perceived CRM success is:

Perceived CRM Success = 2.632 + .275*(Factor 1) + .104*(Factor 2)

Simplified regression equation of perceived CRM success is:

Perceived CRM Success = 2.632 + .275%(Factor 1)

The meaning of this simplified equation is that perceived CRM success is
determined by “improvement of customer profitability and cost reduction” factor of
BSC financial perspective. It is expected that an Internet company’s aim is to gain
financial advantages and achieve higher levels of financial outcomes such as
increasing profitability and cost reduction by using CRM implementation. The
simplified equation confirms this expectation and collecting information about this
factor is critical to determine the CRM success. Thus, Hypothesis 7 is partially
supported with the regression analysis of this one result over 2.

As stated repetitively in the literature, the aim of CRM is to increase existing
customer profitability. The result of this equation in this study shows a parallel route
with the literature. Moreover, companies also benefit from cost reduction by

implementing CRM.

ANOVA Analyses

The regression analyses between BSC perspectives’ factors and perceived
success dimensions of CRM need to be confirmed further. Hypothesis 4, Hypothesis
5, and Hypothesis 7 were partially supported and Hypothesis 6 was not supported.

When factors were used their single effects could disappeared and full effects might
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not have been measured. Therefore, it was decided to use all BSC 4 perspectives’
items one-by-one with ANOVA analyses to catch their single effect to the CRM
success and to determine which means differ and make differences exist among the
others. Additionally, the CRM success variables might not differentiate the
important items as well. In order to hinder these side effects, the CRM success scale
was recoded into three groups of business with relatively different levels of
perceived CRM success. “Very Successful” item is recoded as 3 (exceptionally
successful), “Quite Successful” item is recoded as 2(more successful), and finally
other items “Partially Successful and Not Very Successful” are recoded as 1(less
successful) in these analyses. Since there is not any respondent who stated that their

company is unsuccessful, it is out of this recoding process.

BSC Customer Perspective and Recoded Perceived CRM Success

Hypothesis 8: There is a difference between three groups of businesses with
relatively different levels of perceived CRM success with respect to customer-based

performance measures of CRM.

An ANOVA analysis is done between BSC customer perspective items and
recoded perceived CRM success in order to determine which means differ and make
differences exist among the others.

The variables in the BSC customer perspective which effects perceived CRM
success are listed in the Table 5.61. There are 24 items in BSC Customer Perspective
and 16 of them make differences. It can be easily seen from the table that there are

differences between means of the 3 success levels as the value passes through the
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more successful one the mean generally increases. The results show similar tendency
with the regression analyses in terms of number, cost and transaction amount of
customers and effective customer databases factors. However, it is surprising that
none of the sales support services factor’s items appeared in ANOVA analysis.

Hypothesis 8 is confirmed with this ANOVA analysis.

Table 5.61 - BSC Customer Perspective and Recoded Perceived CRM Success

Variables F Sig. 1. 2. 3.
Mean | Mean | Mean

The perception of our company asa | 6.719 | .002 | 2.8696 | 3.5405 | 3.4615
high-tech/innovative brand has
improved.

The total customer number has 3.233 | .045 | 3.1818 | 3.4595 | 3.7692
increased.

The ratio of reuse/repurchase of services | 3.886 | .025 | 2.8182 | 3.4324 | 3.3333

offered on the site has increased.

The reacquisition of lost customers has 4477 .015 |2.1364 | 2.6389 | 3.0833

increased.

The process of service 4517 | .014 | 2.8182 | 3.4054 | 3.5000

completion/delivery is shortened.

Effective customer databases have been 6.499 | .003 | 3.1364 | 3.6757 | 3.7500

created.

The contribution to the correct 4240 | .018 | 2.8095 | 3.3243 | 3.5000
determination of target markets has
increased.

The databases are more effectively used | 7.536 | .001 | 2.4000 | 3.3784 | 3.1667
to develop various marketing methods
and strategies.

Customer satisfaction has increased. 6.425| .003 | 3.1364 | 3.7105 | 3.6923
Customer transaction frequency has 7.438 | .001 | 2.9091 | 3.4737 | 3.7692
increased.
Customer transaction amount has 5.718 | .005 | 2.9545 | 3.5000 | 3.6667
increased.
The usage rate of processes/services 7.967 | .001 |2.7619 | 3.4324 | 3.5833

provided on the site has increased.

The time customers spend on the site has | 3.772 | .028 | 2.7273 | 3.1622 | 3.4615
increased.

Conveying complaints to the related 7.654 | .001 |2.9545 | 3.7027 | 3.3077
people have become easier and
accelerated.

The ratio of the solutions provided to the | 4.705 | .012 | 3.0909 | 3.6216 | 3.000
complaints of customers has improved.

The usage of help/support systems on the | 4.181 | .019 | 2.5714 | 3.2703 | 3.0000
site has increased.
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BSC Internal Businesses Perspective and Recoded Perceived CRM Success

Hypothesis 9: There is a difference between three groups of businesses with
relatively different levels of perceived CRM success with respect to internal

business efficiency-based performance measures of CRM.

An ANOVA analysis is done between BSC internal business perspective
items and recoded perceived CRM success in order to determine which means differ
and make differences exist among the others.

The variables in the BSC internal business perspective which effects

perceived CRM success are listed in the Table 5.62.

Table 5.62 - BSC Internal Businesses Perspective and Recoded Perceived CRM

Success
Variables F Sig. 1. 2. 3.
Mean | Mean | Mean
The usage of technology in the company
has increased and improved. 3.544 | .034 | 3.1000 | 3.5946 | 3.6154
The quality of help/support systems on
the site has increased. 6.192 | .003 | 2.8182 | 3.5405 | 3.1667

The variety of help/support systems (e-
mail, online consultancy, etc.) on the site | 11.179 | .000 | 2.5909 | 3.5676 | 3.1667

has increased.

The frequency of updating used software

has increased. 9.006 | .000 | 2.6190 | 3.5135 | 3.4615

The usage ratio of new technology

compared to competitors has increased. 13.004 | .000 | 2.5000 | 3.3784 | 3.6667

The business processes in the

organization have speeded up and 11.577 | .000 | 2.7619 | 3.5676 | 3.6667

become more effective.

The security of business processes in the

organization has increased. 9.778 | .000 | 2.5238 | 3.4324 | 3.4167
The content management of the site has
improved. 6.175 | .003 | 2.5909 | 3.3684 | 3.3846
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It can be easily seen from the table that all 8 items of BSC internal business
perspective make differences and additionally there are differences between means
of the 3 success levels as the value passes through the more successful one the mean

generally increases. Hypothesis 9 is confirmed with this ANOVA analysis.

BSC Innovation and Learning Perspective and Recoded Perceived CRM Success

Hypothesis 10: There is a difference between three groups of businesses with
relatively different levels of perceived CRM success with respect to innovation and

learning-based performance measures of CRM.

An ANOVA analysis is done between BSC innovation and learning
perspective’s 2 items and recoded perceived CRM success in order to determine
which means differ and make differences exist among the others.

The variables in the BSC innovation and learning perspective which effects

perceived CRM success are listed in the Table 5.63.

Table 5.63 - BSC Innovation and Learning Perspective and Recoded Perceived

CRM Success
Variables F Sig. 1. 2. 3.
Mean | Mean | Mean
The present services are continuously
developed and renewed. 3.577| .033 | 3.1364 | 3.5000 | 3.7692
The ratio of developing new services has
increased. 3912 | .025 | 3.0909 | 3.4595 | 3.7692

It can be easily seen from the table that all 2 items of BSC innovation and
learning perspective make differences and additionally there are differences between

means of the 3 success levels as the value passes through the more successful one
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the mean generally increases. Hypothesis 10 is confirmed with this ANOVA

analysis.

BSC Financial Perspective and Recoded Perceived CRM Success

Hypothesis 11: There is a difference between three groups of businesses with
relatively different levels of perceived CRM success with respect to financial

performance measures of CRM.

An ANOVA analysis is done between BSC financial perspective’s 8 items
and recoded perceived CRM success in order to determine which means differ and
make differences exist among the others.

The variables in the BSC financial perspective which effects perceived CRM
success are listed in the Table 5.64. It can be easily seen from the table that 3 items
of BSC financial perspective make differences and as a result of this ANOVA

analysis Hypothesis 11 is confirmed.

Table 5.64 - BSC Financial Perspective and Recoded Perceived CRM Success

Variables F Sig. 1. 2. 3.
Mean | Mean | Mean

The contribution of online products to
the protection/development of market | 3.783 | .028 | 2.8261 | 3.4737 | 3.2727
share has increased.

Customer support systems' costs

(FAQs, online help, online user 6.458 | .003 |2.4762 | 3.3514 | 3.0909
groups, etc.) have decreased.
The annual sales gained from the 4917 | .010 |2.5238 |3.2703 | 3.2727

loyal customers were increased.
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CHAPTER 6

IMPLICATIONS AND LIMITATIONS

The purpose of this thesis study is to explore the adoption and the
implementation of customer relationship management (CRM) activities in Internet
businesses in Turkey.

In this study, a comprehensive list of studies about CRM, e-CRM, e-loyalty,
and personalization, motivations for CRM implementation, Human Computer
Interaction (HCI), performance measurement tools, and balanced scorecard is
studied in the literature. After an extensive literature review, a questionnaire was
prepared and delivered to the Internet businesses in Turkey.

At the end of the data-gathering period, descriptive, factor, correlation,
regression and ANOVA analyses were studied by using SPSS with 81 participants’
data. There are numerous implications for the findings of the analyses.

Findings reveal that, sectors that are advanced in CRM in offline sectors also
seem to be advanced in using CRM in the online environment. Thus, more responses
have been received from these sectors.

The results of this study showed that most Internet businesses seem to prefer
to develop their CRM systems in-house or adapt it for their company. This implies
that standard CRM systems do not work for specific and detailed demands of
company and customer requirements.

Moreover, Internet companies’ main motivation orientation for CRM
implementation is found to be customer satisfaction. This is expected and well-
understood because it is very logical for a company to aim customer satisfaction,

which brings customer retention and loyalty and profitability as well.
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It is revealed from the results that companies also stated to enhance their
innovative position and internal efficiency as important. This study showed that
companies also realize the awareness that these will turn into financial gains as an
outcome. According to findings, companies declare lower level of orientation toward
using CRM systems to reduce their costs or beat competition. Companies did not see
implementing CRM as a fashion or fad. CRM is strategically important for these two
aspects too and Internet companies should realize this in the future.

Additionally, companies generally place an emphasis on technology related
interface-based activities such as domain name, up-to-dateness, and security.
Personalization and interactivity issues are stated to be relatively less important. This
can be considered that Turkish Internet businesses consider CRM as a generally
technologic issue. This thought should change, too. Because it is not only a
technology-related issue but it also has interactivity, personalization and
customization dimension.

Another conclusion of this study is that most companies use traditional
communication tools and they are not very hi-tech ones. Actually, we can divide
communication tools into three categories according to these study findings. First
category contains common traditional tools like e-mail, postal address, telephone
number, fax number, message/request/complaint forms, and Frequently Asked
Questions (FAQs). The second category contains less common ones like mail lists,
online meeting/support, newsgroups and forum. The third category contains rarely
used communication tools like voice message system, chat rooms, video
conferencing and electronic conference. Not preferring video conferencing or
electronic conference is expected since those tools are very expensive and need very

advanced infrastructure and also there are not enough customer-based activities to
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make them profitable yet. However, companies should prepare to develop and
implement two-way or many-way interactive CRM tools for the near future and
make investment in these areas.

There are four major areas for experiencing improvements by implementing
CRM activities in a company. These are customer satisfaction, internal efficiency,
technology and innovation and financial performance. When respondents are asked
to state how much improvement their company has experienced in the four areas by
implementing CRM activities by attributing each dimension a percent value over
100, it has been seen that customer satisfaction is ultimately important for most of
the respondents. However, in the detailed BSC analyses it has been clearly seen that
internal business efficiency, and innovation and learning measures also take place in
importance attributes along with customer satisfaction. Although the companies state
they apply CRM for experiencing improvements in customer satisfaction, they are
not aware of experiencing most of the benefits from internal efficiency and
innovation and learning dimensions.

Furthermore, despite the fact that most of the Internet companies claim their
applications have been successful, approximately 50% percent of them have seen
themselves as “quite successful” and 24.7% percent of them have seen themselves as
“partially successful”. It means that companies believe CRM is a developing area,
which Internet companies should dwell upon. Thus, this is an important result for
our study.

In the fields of implementation orientation and success, there are both
consistent findings and inconsistent and difficult to interpret findings. This result
shows that it is required for Internet companies to achieve a vision enlargement for

revising their CRM application purposes and targets and the final expected gains.
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One of the implications of this study for researchers is that successful and
high reliability scales are developed. Additionally, it is pointed that BSC can be
considered as a performance measurement tool for CRM. These scales and the BSC
approach may be used for further researches or other approaches, which give
importance not only to customer satisfaction but also other dimensions, as well.

Each factor of interface-based activities and relationship-based activities are
found to be extremely influential for customers. Firms understand that they should
develop continuous improvements on these fields. This means good interface is not
enough alone for success; companies should build good relationships with customers
and continue developments in their sectors. It is shown that this findings support
classical CRM thought.

The factors that have more input to the success of an Internet company are
BSC Customer Perspective’s three factors; number, cost and transaction amount of
customers, sales support systems and effective customer databases. The companies
that are successful on CRM applications are successful in these factors. These
factors can be considered as critical success factors for an Internet company’s CRM
success. Security, speed and content of the site factor of BSC Internal Business
Perspective differentiate the firms that are successful in customer profitability and
cost reduction. When these four factors are considered as important success
measures, it is seen that Turkish Internet businesses know the weak spot of success
in CRM.

With this study, we have examined the current situation of Internet
businesses in Turkey. It is obvious that the importance of CRM systems and
applications is understood and major businesses started to use CRM. However, this

could be thought with only marketing and customer satisfaction dimensions. CRM
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applications should be integrated with all systems in the company and to do this, all-
necessary technologies should be developed.

Researchers should have a tendency to perform research studies which
inspect system/ business process dimensions and additionally, as a repeating theme,
customer satisfaction dimension for CRM success.

This study has also some limitations. One of the limitations is about
sample size and data collection problems. Since the number of professional
businesses on the Internet environment in Turkey is quite low, when we searched
them for sampling purposes, we have seen that many of the businesses are not
adequate for joining our population. Besides, some of the firms, which have stated
that their CRM activities are not adopted and implemented sufficiently, refused to
answer the questionnaire and join the survey. Moreover, most of the firms have not
deeply adopted and implemented CRM in terms of strategic commitment and
advancement dimensions.

Taking one response from a company could be also a limitation. We had to
evaluate firms in order to understand in which dimensions and how successful the
company was according to one representative response and this may cause
misleading information. It was compulsory; however, otherwise data collection
would not be possible.

The number of variables in the questionnaire was quite high. Thus, we had to
make factor analyses and this may hinder us to see some variables’ single effects.

Furthermore, in this study perceived successes of the CRM in Internet
companies have been measured, because measuring real success is not feasible. It is
difficult for firms to answer direct questions which are related with customer

retention, loyalty and profitability like “How many customers are affected from the
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company’s CRM activities and, as a result of this, continued their relationship with
the firm?”

Finally, this study we examined the adoption and the implementation of
customer relationship management (CRM) activities in Internet businesses in Turkey
and explored the situation from the company side. New researches might be made

from the customer side of this topic.
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APPENDIX C

ADDITIONAL RESEARCH RESULTS

Table C.1 - Number of Customers on the Internet Environment

Approximate Number of

Customers Frequency Percent %
30 3 3.66
45 1 1.22
50 3 3.66
100 1 1.22
150 1 1.22
200 1 1.22
250 3 3.66
390 1 1.22
450 1 1.22
500 1 1.22
695 1 1.22
1,000 4 4.88
2,000 3 3.66
2,300 1 1.22
2,800 1 1.22
3,000 2 2.44
4,200 1 1.22
5,000 2 2.44
6,000 1 1.22
7,000 1 1.22
10,000 2 2.44
20,000 1 1.22
30,000 2 2.44
40,000 1 1.22
50,000 3 3.66
100,000 2 2.44
200,000 4 4.88
210,000 1 1.22
250,000 1 1.22
300,000 1 1.22
350,000 1 1.22
500,000 1 1.22
700,000 1 1.22
750,000 1 1.22
985,000 1 1.22
3,000,000 1 1.22
8,000,000 1 1.22
10,000,000 1 1.22
15,000,000 1 1.22

152




Table C.2 - Company's Market Share in Its Sector

Market Share of the Company | Frequency Percent %
1 6 7.41
2 6 7.41
3 4 4.94
4 4 4.94
5 4 4.94
6 1 1.23

6.8 1 1.23
8 1 1.23
10 2 2.47
15 6 7.41
17 1 1.23
20 1 1.23
25 3 3.70
30 3 3.70
35 2 247
40 1 1.23
46 1 1.23
50 1 1.23
58 1 1.23
60 1 1.23
85 1 1.23
90 1 1.23

missing 29 35.80
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