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Abstract

In today’s business, customer satisfaction and meet his demands has a critical rule in the organization's
objectives and in other words, the key to business growth is to acquire customer satisfaction. So, in large
organizations such as banks, the need to create an integrated unit associated with customer affairs is
essential. This study examines how Customer Relationship Management is implemented in Agricultural
Bank of Iran. In addition, the advantages of employing Customer Relationship Management process,
technology as well as structure of sector related to customers in selected banks are investigated. The main
objective of this study is to measure the factors influencing adoption of Customer Relationship
Management. To achieve this, in a descriptive research of survey type, we test the questionnaires filled by
a sample consisted of 381 person of Agricultural bank managers. The findings show that the variables of

knowledge, innovation, ease and usefulness have a significant impact on adoption.
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1. Introduction

After the industrial revolution, the world was experiencing fundamental change in all aspects.
Business and trade were not an exception for this general rule as well and placed in a tangible change cycle.
To stay ahead of the competitive market, managers of commercial and manufacturing organizations went
on to resort to various strategies and methods to success in the competition. Business and marketing turned
to a professional activity, requiring extensive knowledge in various fields of social, political, cultural,
economic, and information technology, from the simple and traditional mode. With the advent of the
internet and development of electronic commerce, trade and commerce took on a new form. Due to the
volume of e-commerce transactions, companies are facing fierce competition. E-commerce wave has
affected almost all companies in all economies and these companies are forced to enter the field of e-
commerce. Given the importance and impact of customer satisfaction and loyalty in boosting market share,
organizations look at the customer relationship management as a means to increase their profitability. The
aim of the customer relationship management is to enable organization to provide better services to
customers through establishing automated and integrated processes for collecting and processing customer
information. In fact, this management relates to each other the three sectors of the customer service,
marketing information and sales management. Today, the marketing is not only development, supply and
sale, but also the continuous development and after-sales service with a long-term relationship with the
customer is considered. Building customer loyalty is a concept that has been more considered in today’s
businesses due to the fact that loyal customers have become as the main component of success of companies
and organizations. Due to the advancement of technology and increased competition, the most important
challenge facing any economic organization is to increase organization profit. In difficult conditions of
competition, timely and organized relationship with customers is the most appropriate way to enhance
customer satisfaction, increase sales and yet reduce costs (Abbasi & Turkmani, 2006).

The transition from an industrial economy and the elimination of geographical borders of business
and consequently exacerbated competition has caused the customer to be raised as an essential pillar and
backbone of the organization's activities. Organizations have achieved this important fact that retaining
existing customers is cheaper than attracting new customers and the best way to retain customers is acquire
their satisfaction. Researches also show that customer satisfaction can lead to an authentic brand and
therefore the profitability of institute. Customer relationship management in the 90s along with the
development of information and communication technology (ICT) has defined and evolved as an important

approach in business with the aim of returning to the individual marketing (Islami & Matinnafas, 2009).

2. Literature review
2.1. Modern banking and CRM position in the banking system
Over the past few decades, changes in delivery channels have changed banking industry. For more
than 28 years, banks have used branch-based operation. Since 1980 by entering the relation business and
its multiple uses some changes were resulted and the banking industry was affected as well. The advent of
delivery channels and payment systems, including devices instead of cashiers, call centers instead of
branches, ATM, online banking and credit cards replaced the traditional financial transactions migrated

banks to emerging electronic markets. Banks are financial and service institutions that in direct connection
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with costumers attempt to offer their goods (services). Hence, in today's competitive market, to adopt
different strategies from competitors', banks are forced to collect behavioral information of customers, even
satisfied and loyal customers. An excellent example of this is banks competition to adjust their interest
rates. Change in customer behavior in banks due to the monetary nature of their activities has more
sensitivity and requires accurate and timely planning by banking network administrators. Customer
relationship management in the banks can achieved by creating and maintaining a personal relationship
with profitable customers of bank through customer accounts, with proper use of ICT, customer monitoring
process, and management and evaluation of data (Gilbert & Choi, 2003).
For the full implementation of CRM process in banks, four areas are identified:
1. The establishment of appropriate infrastructure to increase customer knowledge and
understanding of customer profitability.
2. The allocation of resources integrated with customer-centric strategies to increase customer
profitability.
3. Drawing a schematic of the market in order to understand customer value.

4. Integration of strategic planning and customer value management (Ijaz, 2005)

2.2. Benefits of CRM
The real value of institute is in attracting new customers and retaining previous customers. It is

important for organizations to know that the value is not only in more information and more advanced
technologies, but also in having the knowledge of customer relationship management. If businesses turn
the costumer information into knowledge and use it to improve relationships with customers, this will create
customer loyalty bringing the following benefits:

- Low cost of attracting new customers

- Reduced cost of sales

- High profitability of customer

- The evaluation of profitability

- Creating a fixed value of the business to customers

- Optimize service channels and attract new customers (Injazz, 2003)

2.3. Customer relation management

CRM is a concept rooted in sales automation technology and call centers operation and there have
been since mid-1990s. At that time CRM was created through integrating customer data via the sale sector
or the call center interactions that lead to more informal interactions with the customer.

This concept was released by using organizations and quick integrations and provoked software
vendors all of which claimed that have a consistent set of capabilities that were known as CRM. Previously,
relationship marketing sought to obtain information about the preferences and interests of customers stored
in databases. This appeared in the form of "person to person" marketing which refers to the process and
interaction through companies those offered proposals more aligned with customers' demands. Therefore,
CRM was developed in order to establish security and management of person to person communication s

and creation of a long-term beneficial relationship with customers. In a parallel channel, internet-based
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tools such as e-commerce, internet marketing and person to person communication came into existence and
grew. With this new technology, these products outside the scope of CRM were competed and reached to
e-commerce. When CRM and e-marketing concepts merged caused electronic customer relationship
management or the same e- CRM become popular in a short time. There are still signs of this transition in
industries such as the essential use of e-commerce to add value to vendors referred to as a "partner
relationship management" by providing tools for recruiting vendors referred to as "employer relationship
management". Similarly, vendors of enterprise resource planning (ERP) recognized that in 360-degree view
(the comprehensive view) to the customer are obliged to consider the data transmission. So, they developed
a complete software package with CRM capabilities. From a technological perspective, CRM includes a

set of applications that tacks into consideration demands and needs of the role facing customer leading to

feed a public and common database supported by business analysis tools (Osarenkhoe & Bennani, 2007).

3. Model and Research
3.1. Technology Acceptance Model (TAM)

Technology acceptance model was introduced by Davis to predict the acceptance and use of
information technologies (software and information systems) within organizations and is one of the most
applicable models studied in the adoption of information systems and has recently been used to predict
Online Banking. The model explains why users accept or reject certain parts of information technology.
Technology acceptance model is shown in Figure 1. The Technology Acceptance Model is theoretical
development of the reasoned action based on which it assumes that the two individual believes about ease
of use and usefulness of computer systems affect the individual’s attitudes and it also led to the behavioral

intention and then actual behavior in system use.

Perceived
usefulness
Y
External
variables Attitude to Behavioral Actual use
use »| intentionto [~ of the
use system

Perceived /

ease of use

Figure 01. Components and relations of Davis' Technology Acceptance model (Vainio, 2006)

This study aimed at examining adoption of customer relationship based on organizational
characteristics banks through establishing the relationship between the research variables include adoption
of customer relationship management, perceived ease of use, perceived usefulness, size of organization,

innovation, customer relationship management knowledge.
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3.2. Research background

By reviewing documents of research about customer relationship management (CRM) we can
observe the following findings:

In a paper entitled “Critical factors of hospital adoption on CRM system: Organizational and
information system perspectives” conducted in Taiwan, Hung, Hung, Tsai and Jiang (2010) found that
hospital size, IS capabilities of staff, innovation of senior executives, knowledge management capabilities,
and relative advantage have significant influence on the CRMS adoption.

A paper entitled “Factors affecting adoption of CRM in organizational level” was conducted by
Zegordi and Fakhredaei (2011) in Iran's shipping industry in 2006. The results of his study indicated that
organizational features of attitude to change and CRM knowledge have a positive impact on adoption
process of CRM.

In another article entitled “Understanding the antecedents to the adoption of CRM technology by
small retailers” conducted on American retail industry, Peltier, Schibrowsky and Zhao (2009) showed that
CRM knowledge, enterprise’s change orientation, personal risk taking, level of education and number of
employees have a positive impact on CRM process.

In a study entitled “CRM adoption and its impact on organizational performance” conducted on
china different service industries, Agnes (2009) found that organizational characteristic and attitude
towards change in market orientation and modernity have a positive impact on CRM adoption.

A study entitled “Customer Relationship Management (CRM) Technology Impact on Business-To-
Business Customer Relationships: Development of A Conceptual Model” was conducted by Richard in
2008 on various industries in New Zealand. The results of their study indicated that market orientation and
technology orientation characteristics of enterprises have a positive impact on CRM adoption process.

In another study entitled “Customer relationship management, technology, market orientation,
organizational performance”, Wu (2002) showed that market orientation characteristics of enterprises has

a positive impact on CRM adoption process.

3.3. The theoretical framework and conceptual model

Every research needs to a theoretical framework. The theoretical framework is a basis all the
research relies on. The theoretical framework is a logical, developed, descripted and perfect network
between the variables provided through processes such as interviews, observation and review of the
literature (Khaki, 2009).

Given that it is difficult to take into account all factors affecting adoption of CRM, using several
well-known theories presented in this context and based on studies conducted in the field of CRM and
survey of banking professors and experts, model (Figure 2) is obtained for this study. According to this

model, the three factors affect the adoption of CRM which are discussed in the following.
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Size of
organization

Perceived
ease of use

CRM
knowledge

CRM
adoption

Perceived usefulness

Figure 02. The model in t-value state

e Size of organization: The size of organization is a variable that includes the total number of

employees of an organization (Robbins, 2009)

e [nnovation: This variable means provide new products and services resulting from the application

of creativity in various work areas of the company. Innovation is also as the successful use of

creative ideas in an organization (Rhee, Park, & Lee, 2010)

e CRM knowledge: This variable is associated with staff knowledge about computer information

systems and CRM technology (Zegordi & Fakhredaei, 2011)

e Perceived usefulness: The extent to which a person believes that the use of a special tool and

procedure will improve his job performance (Avontis et al., 2005)

e Perceived ease of use: The degree to which a person believes that the use of a particular system

does not requires a lot of effort in terms of physical or mental effort (Avontis et al., 2005)

e CRM adoption: This variable is associated with the decisions that an organization intends to use

CRM (Zegordi & Fakhredaei, 2011).

3.4. Research Methodology

In terms of objective, the present study is a developmental research, because the purpose of this

research is to develop knowledge in the field of customer relationship management system. In terms of

methods, the study is descriptive with emphasis on causal model and finally, in terms of method of

collecting data and information is of survey type.

The population of this study is the Agricultural bank branch managers of Semnan province. It should

be noted that the total number of the province’s Agricultural bank branches is a total of 44 branches. Given

that the statistical population is limited, we use formula (1) to determine the number of samples.

N.z2.s 2
a x
_ 2
e2(N-1+22.5 2,

a/2

n
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B (120)(%)2 (0/54)2_

(0/54)2
(0/05)2(119)+(1/96)2

It should be noted that random sampling method is used for sampling.

In the present study, we use questionnaires to take advantage of the views and attitudes of managers
of the Agricultural Bank branches of Semnan province and responding scale used is a 5-point Likert scales
ranging from strongly agree to strongly disagree. The questionnaire is resulted from a library research and
the help and guidance of academic professors and banking experts. In this research, based on the provided
model five factors of size of organization, innovation, CRM knowledge, perceived usefulness, and
perceived ease of use were specified as organizational characteristics affecting the adoption of customer
relationship management system. Then to measure the effectiveness of each feature on the adoption of
customer relationship management system questionnaire was used. The questionnaire consists of two main
parts. The first part of the questionnaire is made up from 5 factors of innovations, CRM knowledge, size,
perceived usefulness, and perceived ease of use and their components which contain 39 question packages.
To measure each item, some questions have been raised where respondents have been questioned and items
have been scaled by five-level Likert scale ranging from strongly agree to strongly disagree and from very
low to very high. In the second part of the questionnaire, questions about personal characteristics of
respondents including age, sex, education level, and work experience at the bank as well as the size of the
organization have been asked of them.

To increase the validity, in this research we used the following tools:
1. The use of professors’ comments
2. The use of banking experts
3. Reading articles, books and magazines that have used this questionnaire or similar
questionnaires.

As such, to increase validity of measurement tool of research the initial questionnaire was provided
to professionals in this field and using the average of their comments and carrying out reforms, the final
questionnaire was designed. In order to determine the reliability of the questionnaire Cronbach's alpha
coefficient is used. In practice, to estimate Cronbach Alpha, first a prototype contains 30 questionnaires
were distributed among managers of the Agricultural Bank branches of Semnan Province and were pre-
tested and then using obtained data Cronbach's alpha coefficient was estimated. Alpha value obtained for
the total survey questions is greater than 0.86% which this value is indicative of reliability of the
questionnaire. In this research, the SPSS software is used to provide descriptive statistics for data and then
to analyze data, testing hypotheses and totally to generalize the results from sample to population the

structural equation method is used within Visual pls software.

3.5. Data analysis
The analysis of data is of special importance for any kind of research in order to verify hypotheses.
The raw data is analyzed using statistical techniques and after processing are provided to users. To analyze
the data, the value of the variable was firstly determined based on data and scores obtained from the

questionnaires. Then described data was obtained and in the form of descriptive tables and graphs created
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overview of their distribution. Testing research hypotheses was carried out through modeling structural
equation and the entire model was also tested using this method. The results of analytical methods based

on causal model are presented in Figure (2):

Table 01. Calculating the direct and indirect effects of variables on each other

Variable Direct effect Indirect effect
The size of . Perceived usefulness Adoption (0.302)*(-0.021)=-
e size of organization 20.021 0.0063
The size of . Perceived ease of use Adoption (0.327)*(-0.013)=-
e size of organization 20.013 0.0042
CRM knowled Perceived usefulness Adoption (0.302)*(-0.013)=-
owledee -0.013 0.0039
Percei f
CRM knowledge Oezr:;lved case ot use Adoption (0.327)*( 0.243)= 0.079
I . Perceived ease of use Adoption (0.302)*( 0.101)=
nnovation 0.101 0.0305
Perceived f
Innovation Oeor;f've case oL use Adoption (0.327)*( 0.091)= 0.029
Perceived ¢ Perceived usefulness
erceived ease of use 0.422
Perceived useful System adoption
erceived usefulness 0302
Perceived ¢ System adoption
erceived ease of use 0327

The coefficient of determination indicates that 33% (relationship intensity of about 0.57) of the
change in adoption of customer relationship management system is explained by the model variables. That
is, the research model mainly involves the key variables influencing the adoption of customer relationship
management system. Table (1) shows direct and indirect effects of model variables on each other.
According to this table, perceived ease of use has highest direct effect (0.442) on perceived usefulness and
CRM knowledge has highest indirect effect (0.079) on adoption of CRM system through perceived ease of
use.

After describing the model fitting and ensuring its goodness, we move on to test research hypotheses.
The results of structural equation modeling as well as the results of testing hypotheses on relationships

between variables can be seen in Table 2.

Table 02. Structural equation modeling and hypotheses tests

Hypotheses Standard | t- value Result
estimates

1- Organization size has an effect on perceived ease of use 0.013 -0/4126 | Rejected
2- Organization size has an effect on perceived usefulness -0.021 -0/5315 | Rejected
3- Innovation has an effect on perceived ease of use 0/091 0/0866 | Rejected
4- Innovation has an effect on perceived usefulness 0/101 1/3336 | Rejected
5- CRM knowledge has an effect on perceived ease of use 0/243 2/1388 | Accepted
6- CRM knowledge has an effect on perceived usefulness 0/013 -0/3207 | Rejected
7. Perceived ease of use has an effect on usefulness perceived from 0/422 3/734 Accepted
CRM

8. The perceived ease of use has an impact on the adoption of CRM. 0/327 2/763 Accepted
9. The perceived usefulness has an impact on the adoption of CRM. 0/302 2/647 Accepted
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4. Conclusion

Testing the causal model of research suggests that perceived usefulness and perceived ease of use
may increase adoption of customer relationship management system by Semnan Agricultural bank branches
managers. Also perceived ease of use, has a significant impact on perceived usefulness. The results indicate
that Rsq of perceived usefulness is 0.59 percent, perceived ease of use Rsq is 0.49 percent, and Rsq of the
adoption of CRM system is 0.33%. Thus, the highest Rsq value is related to perceived usefulness meaning
that the variable of perceived usefulness is more affected by independent variables than perceived ease of
use and adoption of customer relationship management system. It seems that Agricultural bank branches
of Semnan province have a proper position in the field of collection of data and environmental and internal
information and its publication within branches. According to the results of model testing, it was observed
no relationship between innovation and adoption of customer relationship management system. Several
reasons could be causing this phenomenon. Perhaps the most important reason is the lack of innovation in
advertising and failure to provide new services in agricultural bank branches of Semnan province. In
addition, we found no relationship between the variable of organization size and adoption of CRM system.
Perhaps the most important reason for this is the lack of optimal risk management, and the lack of strong
infrastructure.

Based on the results of the initial structural model, we can conclude that:

1. The variable of CRM knowledge has a positive and significant effect on perceived ease of use
with a coefficient of 0.243; this means that CRM knowledge due to perceived ease of use has a significant
positive impact (by about 0.079) on the adoption of customer relationship management system. By
comparing the results with similar studies around the world, it is observed that other researchers have
reached the same results during their studies. Such as, in a research conducted in Iranian shipping industry,
Zegordi and Fakhredaei (2011) found that the CRM knowledge positively affects the adoption of customer
relationship management system.

2. The perceived ease of use with value of 0.442 has a positive and significant effect on perceived
usefulness. Therefore, this variable may also be considered as an organizational characteristic affecting the
adoption of CRM system in Iran.

3. Perceived usefulness has a positive and significant effect (0.302) on the adoption of CRM system.
Hence, this variable may also be considered as an organizational characteristic affecting the adoption of
CRM system in Iran.

4. Perceived ease of use has a positive and significant effect (0.327) on the adoption of CRM system.
By comparing the results with similar studies around the world, it is observed that other researchers have
reached the same results during their studies. In a paper entitled “Perceived Usefulness, Ease of Use, and
Usage of Information Technology”, Adams, Nelson and Todd (1992) concluded that perceived ease of use
has significant impact on intend to use. So, in Iran, we can also consider this variable as an organizational
characteristic affecting the adoption of CRM system.

Finally, to increase adoption of customer relationship management system by the branches of

Agricultural Bank of Semnan province, the following recommendations are presented:
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- Holding courses and training seminars for managers to increase managers’ information and
knowledge about customer relationship management regarding the positive impact of CRM
knowledge on perceived ease of use.

- Designing CRM system-based software having the feature of ease of use and more operational
power regarding the positive effect of perceived ease of use on usefulness perceived from CRM.

- The results indicated that perceived usefulness has a positive effect on the adoption of CRM
system. Therefore, by notifying managers about public interest of using customer relationship
management system such as maintaining current customers, customer relationship in less time and
with greater speed, improve customer service, increase competitive power of organization,
identify new business opportunities and so on, we can strengthen the variable of perceived

usefulness.
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