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Appendix 2 Balanced Scorecards metrics - for CRM

Metrics

Sources

Financial
Business Performance

Market Performance

Customer Profitability

Markeling operation

Sales force operation

Return on Assets

Return en Capital Employed
Operating Profit Margin

Net Margin

Return on Equity per Share

Return on Net Fixed Assets

Market size ($)

Unit volume trend {percentage)
Market share (volume) (percentage)
Market share {value) (percentage}
Market share by segment {percentage)
Market trend (percentage)

Sales by major brand (vaiue) (§)
Major brand sales trends {value) (percentage)
Relative price levels and trends

Split of sales by channel {value) {percentage)
Customer/segment profitability

Cost to develop customer

Cost to retain customer

Cost fo serve

Cost to seil

Customer acquisition costs

Average Customer Interaction cost
Share of wallet

Number or percent of sales lost

Sales total

Net Sales

Sales (at individuat level;

Woodcock, Ekinci, & Stone
(2004)

Davidson (1999)

Barwise & Farley (2004)
Kennedy (2004)

Agrawal (2003}

Agrawal (2003)
Kellen (2602)
Plouffe et al, £2004)
Kellen (2002)

Kim, Suh, & Hwang (2003)

Aspinall, Nancarrow, &
Stone {2001)

Customers

Relationship

Retention

Loyalty

Marketing operation

Sales force operation

Customer satisfaction

Number of customers

Number of active customers
Frequency of customer purchase
Recency of buying

Number of retained customers
Retention Rate

Defection Rate

Customer life duration

Reach

Response rate

RFM (Recency+¥Frequency+ Monetary Value)
Attrition, chumn

Average order size

Category involvement

Number of customers acquisition

Kim et al. (2003)
Aspinall et ai (2001)

Kim et al. 2003)
Reichheld (1994)

Kim et al. (2003)
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Metrics Sources
Customers acquisition from referrals Brewton (2002)
Customer penetration {up-sells rate)
Customer win-backs {percentage)

Internal/Process

Effectiveness

Marketing Operation Number of leads Brewton (2002)

Service Centre
Operations

Sales Force
Operations

Timeliness

Field Service
Operations

Supply chain and
Logistics Operations

Service Cenire

Number of qualified leads

Number of marketing campaign
Total cost for promotion

Calls abandonment rate

Block calls

Service levels (percentage)
Number of customer complaints
First contact resolution (percentage)
Escalation rate (percentage)
Customer highly satisfied (percentage}
Sales quota

Conversion rate

Number of calls to customers

Close rate

Cross-sell rate

Completion time (to reselve customer problem)
Repair fulfilment time

Response {to customer inquiry)

Customer order cycle time

On-time ship rate

Performance to promise (to ship order)
Average delivery time after order fulfilment
Calls average hold time

Kim et al. {2003)

Kellen (2002)

Brewton (2002)

Kellen (2002)

Plouffe, Williams & Leigh
(2004)

Ketlen (2002)
Kim et al. (2803)
Kellen (2002)

Kim et al. (2003)
Kellen (2002)

Operations Calls average abandonment time
Efficiency
Supply chain and Backorders Kellen (2002)
Logistics Operations Fill rate
Sales Force Sales expense savings Gartner (2002)
Operations Cost per conversicn Brewton (2002)
Marketing Operation Cost per leads Brewton (2002)
People
Development and Employee turnover (percentage) Davidson (1999)
Competency Employee satisfaction level {percentage)
Training as percent of sales
percent Trained in Customer Vision skills Gartner (2002)
Employee highly satisfied (percentage) Brewton (2002}

Employee highly likely to stay {percentage)
Empioyee retention (percentage)

Employee recommend company as place to work
Employee productivity (percentage)

Net Sales/employee

Kim et al. {2603)
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Appendix 4 Questionnaire

e T oy Y DI TIIIEC
. CRM Survey 2005-2006

Section 1

In this section, questions are asked about your organisafion. Please tick the most appropriate
Fesponse,

a. Your organisation is:
; D Public Sector (government secter or controlled by government seclor)

D Private Sector (all other sectors)

, b. In what kind of industry does your organisation predominantly operate? {Tick one box only)
Agriculture, Forestry and Fishing

Mining

Manufacturing

Electricity, Gas and Water Supply
Construction

Wholesale Trade

Retail Trade

Accommadation, Cafes and Restaurants
Transport and Storage

Communication 3ervices

Finance and Insurance

Property and Business Services
Government Admigistration and Defence
Education

{Health and Community Scrvices

Cuitural and Recreational Services

EEEEER NN

Persenal and Other Services

¢. Approximately how many full time equivalent employees (FTE) does your organisation have at
i present?
' 11019

2010 199
200 or more

LLIE]

d. Please indicate your organisation’s annual revenue in 2004.
Less than AB30 million

Between A$50 million and A$99 million
Between A$100 million and A$499 million
Above A$500 nullion

LU0

© Ik section 2 to 4, questions are asked about how your organisation’s performance has been influenced
© by the implementation of CRM systems in iis operations In Australia. The CRM sysiem is the saflwore

* that yowr organisation is using to help muanage customer relationships. If yom arganization has « -
i CRM system in place, please fill in the questions below. If your organisation does not have a CRM
system, please fill in the last section only (section G on the Jast page).

Page 1 of &
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Section 2

In this section, questions are asked about CRM syztem implementation in your organisation.
By “CRM system™ we mean the software that is used 1o help manage customer relationships.

4. When did your organisation first begin using its CRM system?
2004 - 2005
] 2002-2003
[ ] 2000-200
[ ] before 2000

Tiod

D 10 tc 49
L____| 5010 99
D 100 to 199

D 200 or more

b, Appmmma‘jh how many employzes are using the CRM system at present?

U In the next sections, p.-'ease c;rdmg u number on the scale of 1 to 7

i 1= Stromgly Disagree 2 = Disagree 3 = Tend to Disagree 4 = Neither Agree nov Disagres

v 3 = Tend to Agree G = Agree - 7 = Strongly Agree
| If'you do not know the answer, or if the question is not applicable, please circle 0.

c. Please think about the objectives of CRM system impiementation in your organisation. Please
circle a position on the scale that best fits your apinion,

e T T Senely
| Disagree Agree
P2 3 4 5 & 7

, B T
1. An 1mpumm1 objective of our CRM system
i implementation is o  ocreate a comprehensive
customer-related database

2. An 1mportant objectwe of our CRM qystemf P2 3 4 5 6 7
' implementation is to Iift customer satisfaction and
 retemtionfevels
©3. An important objective of our CTRM  system
; implementation is to deliver customer data to our
| people at the right time so that they can cross-seil and
| up-sell customers___
[4 An  important ob;ectwe “of our CRM system: § 2 3 4 5 6 7
§ implementation is to enable us to conduct inteiligent

[P ——_

analyses of customer data to guide our marketing and :
__sales efforts_ = o
i'S. An :mportarz: abjective of our CRM system 1 2 3 4 3 & 7
: implementation is to improve the produciivity of our |
Jsalespeople L .
6. An 1mportant objective of our CRM system: 1 2 3 4 5 6 7
implementation is to deliver ¢ustomer data  to our :
front line staff so that they can sell, market and service
_owcustomersmoreeffoatively
"7. An important objective of our CRM  system P12 3 4 5 6 7
: implementation is to reduce the cost of our customer-
... facing operations e
: 8. Our CRM system lmpiemcn:atzon aims to win and 203 4 5 ¢ 7
' keep carefully chosen customers or  customer !
_.segments !

Page 2ol b
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| Disagree

19, Qur organisation uses the CRM system to aufomate . 1 2

i

10

d. Pigase consider the tecinological characteristics of the CRM sysiem in your organisation.

customer service processes to make them more |
efficient and effective ‘

Our organisation uses the CRM system to help us : 'l 2
1dcnt:fy hxgh value Custoners

. Our erganisation uges the CRM system o automate 12
marketing processes to make them more efficient and
cﬁ‘cctwe j

. Our orgamsm:on uses the CRM system toensure that . 1 2

all our people undesstand which customers we want to
SeTVve

selling processes to make them more efficient cll']d
effective :

. Our {)rgamsa!ion uses cuostomer  information loi Y

construct customer profiles which are used to improve
the con&.;btency of the customer 3 experlmce :

. Ot « s)rg,arubalion uses the CRM s.ys.tcm o automate 12

Please respond by circling the number which most accurately reflects your perceptions,

i . Statea;ents o ¢ Strongiy
S ;. Disagree
1. The CRM s;stcm is compatible with legacy system | 1 2
: sofhvare .'
2. The CRM system is compatible with legacy system . 1 2

hardware :

"3, Qur employees have a clear understanding of howte " 1 2
interact with the CRM system :

{4, 1t is easy for our employees to get the CRM system to | 1 2
do what they want it to do :

Section 3

— S_tr_e_néiy

Strongly

Agree
6 7
IR
6 3

Agree
6 7
o 7
6 7
6 7

TN

DK |
U

[t

WA
DK

in this section, guestions are asked about what it is like working in your organisatien. Pleasc
indicate the extent of your agreement or disagreement with the following statements as they eappi; in
your orgarisation.

L

4
5
6
7
8
9

2.

Statomenis " Y Sy
e, Distgree

The work proccbs is coordinated and under control b2
Participative decision making Js widely and: 1 2
approprtate13 employed ;
‘Rules, prccedures and formal methods guide thc 1 2
work ;
The goals ars clearly understood by most members ' ]2

' The work effort is usuaily Cintense 2
There is a stable, pred:ctabic work enwronmem 2
* fnnovation is stressed 12
" There :E;hé_pos:twe interpersonal climate . 1 2
" Quantification and measurement are key parts of the 12

wmk cllmdtc

Fape vl b
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| e e e i e Statemeats e e ’ét”r.;ﬁg];_“ e S{I’dﬁéii’ NA .

b et e e e e e e e Disagree Apree bk
i decision makmg is encouraged - 2 3 4 5 6 7 D
Fl—l ‘Outsiders perc'é'wc' it as a vibramt hauh pm:.mm!_?nl_ 203 4 5 6 7T U
' organisation '
. 12. Crealive insights, hunches and innovative ideas are . 1 2 3 4 5 6 7 O
| stressed

' 13. 1t is easy to explain the overall objectives of the: | 2 3 4 5 6 7 0
{ organisation

514. There is a constant siriving for greater: ' 2 3 4 5 & 7 0
: accompitshmea: f

; 15. Fmployeeb feel as thaugh they real}}, belnng to thc 1 2 3 4 5 6 7 g
! orgmlsatlon ; :
[ 16. Orgamsanon “has the smage “of a growing, dynamlc 2 3 4 5 6 7 0
i system i

Section 4

in this section, questions are asked about the performance of your organisation in FY2004.
Compared to your organisation’s performance before implementing the CRM sysiem, how would you
deseribe your organisation’s performance al the end of FYZ004?

"For question no. 1'to 14, please circle a mumber from I 0 7. T
o d = Much Lower 2 = Lower - 3 = Slightly Lower 4 = Seme

P 5 = Higher 6 = Shighily Higher 7 = Much Higher
. {fyou do nat know the answer, or if the guestion is not applicable, please vircle 0.

Performance Indicators ) D Much  NAC
. - e s pme s e s m me mm e e s LO\'\’TT e .. . Htgher I)JK
Rr Average revenue per customer L2 3 4 s 8 7 )
2 “Share of customer wallet - T 2 03 4 05 607 i
{share of custumer s toral spending on the category)

3. Averagc proht per customer U273 4 s s 7 a
: 4. Customer acqﬁigiflgli gost | TTTTTTTTTTTTTTTTTY T T 4 s s 7 0
: 5. Number of new customers acqu:r&id Ty 27y a s s 7 0.
6. Customer satisfaction level T 1 2 3 4 5 6 7 :
7. "'lié';ponsé rates t tﬁ'i%a_a'}kermgcampaugns ST T 2 3 4 s e 7

8 “Number of retained customers I tl 23 4 5 6 7
: 9. Number of sades leads generated A A I NP R S S
10, % of sales feads that cunvert to sales T 203 04 05 6 7 4]
" {1. Employee satisfaction level 1z 3 4 s 6 710 0
."%2 Empioyet. produs.tmty Jevel ' ' 'l 2 3 4 5 6 7 iy
13, Eﬁlpfu) ce retention rate 1 2 3 45 s T e
14. % ofempioyees trained in customer relmmnslnpski—lls 1 T2 03 4 3 6 071 0
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| For question no. 15 & 16, please civele a number from I 1o 7.

- 1 = Much Slower 2 = Slower 3 = Slightly Siower 4 == Sume

. 5 = Faster 6 = Slightly Faster 7 = Much Faster

f you do nat knaw the answer, or if the question is nat applicable, please civele 0"

- " Perfora ndieators TEMEE T mu NAC

e .. Stower o Faster DR

i . 15. Response time to resofution of customer coraplaints 1 2 3 4 5 6 7 0
16 ‘_Response tlme tc- resolutton of cus!omer ﬁ1qﬁi;:e; o 1 2 3 4 5 6 7 0

Overali, how would you rate your satisfaction with CRM performance in your organisation?

e ety T T swongly T Swongly T NiA
b oo Dsagree | Agree DR
- The CRM performance in my organisation is satisfactory = 1 2 3 4 5 6 7 fr
Section 3

In this section, questions are asked about the market conditions affecting yowr organisation’s
performance. Please consider the characteristics of the market in which your organisation
eperates, Please indicate the extent of your agreement or disagreement with the following staterents

[ Strongly e 'Str'oz{g',lﬂr' i
e e e e e e Dmg?ee e f\gf‘?ﬁ LB
. b Compclition in-our industry is cut-lhroat Pl 45 7 0
P2 There are many “pmmotmn wars” in our mdustry ! 4 3 &6 7 0
;3 " Anything that one competitor can offer, others can 12 3 4 5 6 7 {i
‘_ match readily :
L - 4. Price C{Jmpclmon is & hallmark in our mdustr} o 123 4 s e 7 il
5. One hears of a new compenm‘e move almost every'?- 12 3 4 s 6 74
6. Our competitors are relatively weak 203 4 s 6 7 u
’;b?m. “ln our kind of business, customers’ pmduu andfor' 12 03 405 6 7 g

service preferences change quite a bit over time

L
L=
w}
o

8 “Our customers tend to look for new product and!ur 2 3 s

: service all the time j

9. Sormetimos our customers are very price sensitive, but - 1 2 3 4 5 6 7
on other occasions, price is relatively unimportant

]
o

l!} "We are witnessing demand for our products andfor i 1 2 3 4 5 6 7 o
services from customers who never bought them :

' before

L 1. New customers send to have product or Cservicorelated . 12 TR e T
; nceds that are different from those of our existing |
customers :
" 12, We cater 1o many of the same customers that we a}s.‘e‘dhé' 12 3 4+ 5 8 7T @0
to in the past !

Page Sof' b
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Section &

Your answer to this last section of the survey will allow us to classify and analyse groups of
respondents. Please provide the following information:

a. What is your position level in the organisation?
Non Management

Junior Management
Middie Management
Senior Management
CEO/Managing Director

HREN

b. How long have you been with the organisation?
|j Less than 1 year

[] tto2years
[] 3todyears
[] 5 years or more

c. What is your age?
Less than 25

[] 251044
[:l 45 or more

Hf you would like to know the result of this study or fo be involved in our futore research, please
provide your contact details:

Name

Organisation

Address

Phone no. : _Faxno:

Email

Thank you for completing this survey,
Your input is very much appreciated.

' " No w, ' please return the survey b y mail:
Put the questionnaire in the reply paid envelope and maiftous

B P

Page G of b

275



A

endix 5 Invitation fetter

i {:Ag

S

Invitation to Participate in MGSM CRM Survey }\@\/]

MG AR
LERALDT AFE

=i [latri. OF
A ALEAEN |

April 2005

Dear ,

Surveys show that many CRM system impiementations fail to produce the expected oulcomes.
This raises an impeortant question; What are the critlcal factors that influence CRM
performance?

We invite you to participate in this latest independent study thai attempts to answer this
question. Specifically we want to find out whether people and erganisational cullure have any
impagt on the ocutcomes of Customer Relationship Management (CRM) system
impltementations. This research is being conducted to meet the requirements for the degree of
PhD in Management, under the supervision of Professor Francis Buttle at Magguarie Graduats
School of Management

'n appreciation for your participation, we will send you 2 free report, summarizing the resulis of
this research, which can be used to benchmark CRM performance in your organisation against
nationat trends,

A copy of the questionnaire will be sent to you in the next few days. The questionnaire shouid
he compieted by the executive who has the best understanding of your CRM system; this might
be yourseil or another person to whom you should redirect this email. The CRM system is the
software that your grganisation is using 10 help manage customer relationships,

Please let us know by e-mail if your organisation doeg not have a CRM system in place, or if
you would like us to send the questicnnaire to another person or by e-mail.

if you have any concerns or would ke to know more about the project, please contact Reiny
iriana, phone no.: 02 9850 2093,

We would like to thank you for your tirme and effort.

With best regards,

\per Ga

Reiny iriana Professor Franeis Buttle
PhD Candidate Supervisor
Macguarie Graduate Schoo! of Management Macguarie Graduate School of Management

E-mail: reiny.iriana@students.mo.edu.ay

The ethical aspects of this study have besn spproveq by the Macguarie Universily Ethics Review Committes (Human Research). it
¥OU have any complaints or reservalions about any ethical aspest of your perticipation in this resesrch, you may conlact e
Committes through the Research Ethics Officer fiefephone [02] GBS0 7854, fax [02] 9850 8798, email: pthicsGvema.edi au)-
Any complaint you make will be treated In confidence and investigated. and you vill be informed of the outcome,
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Appendix 6 Cover letter

- -

Organisational Culture & CRM Performance

-

]
A4 L AR

Apiil 20058 ) CRADLATE

hy HErat
MaManlsisT

Dear )

Surveys show that many CRM system Impiementations fail to produce the expacted outcomes.,
This raises an imporiant question: What are the critical factors that influence CRM
performance?

We invite you to participate in this latest independent study that atierhpts 10 answer this
question. Specifically we want 1o find out whether people and organisational culture have any
fmpact on the oulcomes of Customer Relationship Management {(CRM) system
implementatlons. This research ig being conducted to meet the requirements for the degree of
Phl in Management, under the supervision of Professor Francis Buttle at Macquarie Graduate
Schogl of Management. in appreciation for your parlicipation, we will send you a free repornt,
summarizing the resuits of this ressarch, which can be used to benchmark CRM performance
in your crganisation against national trends.

A copy of the confidential questionnaire is attached. Would you please either complete this
questionnaire yourself or redirect it to the executive in your organisation with the best
undersianding of CRM system? The CRM system is the software that your organisation is using
{0 help manage custormer relationships. o

Participation is entirely voluntary. You can withdraw at any time and there will be no
disadvantage if you decide not to complete the survey. All information collected will he
confidential and only the researchers will have access to information about participants. All
information gathered from the survey will be stored secursly and after the information has
been analysed and the report has been published, questionnaires will be kept secure for at
least 5 years. At no time will any individuat be identified in any reponts resuiting from this
study.

Compieting this survey will take approximately 20 minutes of your timme. Afler completing the
guestionnaire, please put the gquestionnaire in the reply paid envelope and maii to us.

f you have any concerns or would like to kngw the outcome of this project, please gontact
Reiny iriana, phone no.: 82 9850 8093 or Professor Francis Buttle, phene na.: 02 9850 8987

We would like to thank you for your time and effort in completing this guestionnaire.

With regards,

Reiny iriana Professor Francis Buttle

PhD Canditate Supervisor .

Macguarie Graduate School of Management Macguarie Graduate School of Management
Emall; refny.irfiana@students.mp.edu.ay Emaik francis bultle@mgsm.edu.au

The sthical aspects of this study have been spproved by the Macquare Universily Ethics Review Commilles
{Human Research). If you have any complaints or reservations about any ethical aspedt of your participation in this
research, you may contact the Committee through the Research Ethics Officer (telephone [G2) 9850 7854, fax [02]
B850 8799, emsil ethics@vemq ediay). Any complalrit you make will be treated in confidence and investigated,
and you will be informad of the putcome.
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Appendix 7 Reminder letter

Fax: n
invitation to Participate in MGSM CRM Survey: MESV
Organlisational Culture & CRM Performance MseguAR
July 2005
Pear

Surveys show that many CRM system implementations fail to produce the expected outcomes.
This railses an important question: What are the critical factors that Influence CRM
performance?

We invite you to parlicipate in this latest independent study that attempts to answer this
question, Specifically we want to find cut whether people and organisational cuure have any
impact on the outcomes of Customer Relationship Management (CRM) sysiem
implementations, This research is being conducted to meet the requirements for the degree of
PhD in Management, under the supervision of Professor Francis Buttle at Macquarie Graduate
School of Management. In appreciation for your participation, we wiil send you a free report,
summarizing the resuits of this research, which can be used to benchmark CRM performance
in your organisation against national trends.

A copy of the confidential questionrnaire has been sent o you 2 weeks ago. If you have
returned the guestionnaire, we would like to say thank you for your participation. ¥ not, would
you please either complete the questionnalre yourselfl or redirect it to the executive in your
organisation with the best understanding of CRM system? The CRM system is the software
that your organisation is using to help manage customer relationships.

Participation Is entirely voluniary. You can withdraw at any time and there will be no
disadvantage If you decide not to complete the survey, All information coliected will be
confidential and only the researchers will have access 1o information about participants. Ail
informaticn gathered from the survey will be stored securely and after the information has
been analysed and the report has begen published, questionnaires will be kept secure for at
least 5 years. At no time will any individual be identified in any reports resulting from this
study.

Compileting the survey will take approximately 20 minutes of your time. If you would tike us to
send a copy of the questionnaire by e-mail or if you do not have a GRM system in place, please
tet us know by e-mail to reiny.iriana@students.ma.edu.au

K vou have any concerns or would like to know the outcome of this project, please contact
Reiny friana, phone no.: 02 9850 B8998,

We would like to thank you for your time and effort in completing the questionnaire.

With best regards,

i BEVN

Reiny iriana Professor Francis Buttie
PhD Candidtate Supervisor
Macguarie Graduate Schoo! of Management Macquarie Graduate School of Management

E-mail: reinyjriana@studenie mq.edu,al

The ethoal aspects of this study have been approved by the Maoguarie University Ethics Review Convnittee (Human Research) if
you have any complaints or rasenvations about any ethical aspect of your pantisipation jn this ressarch, you may contact the
Committee through the Rasearch Ethics Officer fielephone (02) 9850 7854, fax [G2] 9850 87899, emall: alhics@v.img syl
Any complaint you make will-be treated in confidence and investigated, and you will be Informed of the suitoma.
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Appendix 8 Construct measures and questions used in this study and their assigned code

Construct Code

Organisational culture
Hierarchy Culture HIERARCHY

+ The work process is coordinated and under contro! CULHI

» Rules, procedures and formal methods guide the work CULHI2

» There is a stable, predictable work environment CULHI3

» Quantification and measurement are key parts of the work climate CULHHK
Clan Culture CLAN

* Participative decision making is wideiy and appropriately employed CULCL!

» There is a positive interpersonai ¢limate CULCL2

» Consensual decision making is encouraged CULCL3

+ Employees feel as though they really belong to the organisation CULCLA
Market Culture MARKET

» The goals are clearly understood by most members CULMAI

» The work effort is usually intense CULMAZ

e [tis easy to explain the overall objectives of the organisation CULMA3

¢ There is a constant striving for greater accomplishment CULMA4
Adhocracy Culture ADHOCRACY

» Innovation is stressed CULAD

» Qutsiders perceive it as a vibrant high potential organisation CULAD2

s (Creative insights, hunches and innovative ideas are stressed CULAD3

+ Organisation has the image of a growing, dynamic system CULAD4
CRM Qutcomes
Financial FINANCIAL

+ Average revenue per customer BSFINI

s Share of customer wallet BSFIN2

» Average profit per customer BSFIN3

s Customer acquisition cost (reverse scored ftem) BSFIN4
Customer CUSTCMER

s Customer satisfaction level BSCUS2

s Response rates to marketing campaigns BSCUS3

» Number of retained customers BSCUS4
Process PROCESS

+ Number of sales leads generated BSPROI

* % of sales leads that convert to sales BSPRO2

» Response time to resolution of customer complaints BSPRO3

» Response time to resolution of customer inquiries BSFRO4
People PEOPLE

¢ Employee satisfaction level BSPPLI

s Employee productivity level BSPPL2

» Employee retention rate BSPPL3

= Percentage of employee trained in customer relationship skiils BSPPLA
Innovative Characteristics of CRM system
Perceived Ease of Use EASY

¢ Qur employees have a clear understanding of how to interact with the CRM system EASCLE

s ¥ is easy for our employees to get the CRM system to do what they want it to do EASYDO
Technical Compatibility COMPAT

¢ The CRM system is compatible with legacy system sofiware COMSOFE

s The CRM system is compatible with legacy system hardware COMHAR

Environmental Characteristics
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Construct Code
Competitive Intensity COMPET
+ Competition in our industry is cut-throat ENVCPI
¢ There are many “promotion wars” in our industry ENVCP2
* Anything that one competitor can offer, others can match readily ENVCP3
» Price competition is a hallmark in our industry ENVCP4
s One hears of & new competitive move almost every day ENVCPS
e Our competitors are relatively weak (reverse scored item) ENVCP6
Market Turbulence TURBUL
+ In our kind of business, customers’ product preferences change guite a bit over time ENVTRI
s Qur customers tend to look for new product all the time ENVTR2
» Sometimes our customers are very price sensitive, but on other occasions, price is | ENVTR3
relatively unimportant
» We are witnessing demand for our products and/or services from customers who | ENVTR4
never bought them before
o New customers tend to have product or service-related needs that are different from | ENVTRS
those of our existing customers
+ We cater to many of the same customers that we used to in the past (reverse scored | ENVIRé
item)
Type of CRM initiative
Strategic CRM
¢ An important objective of our CRM system implementation is to lift customer | TYPSTI
satisfaction and retention levels
s Our CRM system implementation aims to win and keep carefully chosen customers or | TYPST2
customer segments
¢ Qur organisation uses the CRM system to help us identify high value customers TYPST3
« Our organisation uses the CRM system to ensure that ali our people understand which | TYPST4
customers we want 1o serve
e Qur organisation uses customer information to construct customer profiles which are | TYPSTS
used to improve the consistency of the customer’s experience
Operational CRM
» An important objective of our CRM system implementation is to reduce the cost of | TYPOPI
our customer-facing operations
» Our organisation uses the CRM system to automate customer service processes to | TYPOP2
make them more efficient and effective
¢ Our organisation uses the CRM system to automate marketing processes to make { TYPOP3
them more efficient and effective
= Our organisation uses the CRM system to automate selling processes to make them | TYPOP4
more efficient and effective
Analytical CRM
o An important objective of our CRM system implementation is to create a [ TYPANI
comprehensive customer-related database
s An important objective of our CRM system implementation is to deliver customer | TYPANZ
data to our people at the right time so that they can cross-sell and up-sell custorners
s An important objective of our CRM system implementation is to enable us to conduct | TYPAN3
intelligent analyses of customer data to guide our marketing and sales efforts
s An important objective of our CRM system implementation is to improve the [ TYPAN4
productivity of our sales people
e An important objective of our CRM system implementation is to deliver customer | TYPANS

data to our front line staff so that they can sell, market and service our customers
more effectively
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Appendix 9 Statistical Methods

The nature of the data and the research questions and hypotheses being addressed dictate a
sequential set of statistical analyses. First, because the data are collected by survey, it is
necessary to test the reliability and validity of the data using Structural Equation Modelling
(SEM). Next, path analysis in SEM is used to analyse the associations between organisational
culture and CRM system implementation outcomes. SEM is also used to perform several
multiple regressions simultaneously. Finally, hierarchical multiple regression is used for
moderator variables to test differences in associations between variables before and after
interaction effects. The following sections explain in detail the statistical methods used in this
study. For the statistical equations used in this study, see appendix 10 and for the glossary of

statistical terms used in this thesis, see appendix 11.

A. Regression Analysis

Regression analysis is a statistical technique used to analyse the relationship or association
between one dependent variable and one or more predictor variables (Kumar, Aaker, & Day,
1999; Mathotra, Hall, Shaw, & Oppenheim, 2002}.

Bivariate regression. Bivariate regression or simple linear regression is a statistical technique
used to analyse the relationship or association between one dependent variable and a predictor

variable (Kumar, Aaker, & Day, 1999; Malhotra, Hall, Shaw, & Opperheim, 2002).
The basic bivariate regression equation is:

Y=o+ PiXit+ €

Where

Y; = a dependent or criterion variable

X; = an independent or predictor variable

By = the intercept of the line

B; = the slope of the line

e, = error term associated with ith observation

Conducting bivariate regression analysis includes the following steps (Hair Jr, Anderson,

Tatham, & Black, 1998):
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1. Determine if the relationship exists for the linear relationship between X and Y.
The following hypotheses need to be examined:
He: Bi=0, which implies that there is no relationship between X and Y
Hy: Bi # 0, which implies that there is a positive or negative relationship between X and Y

Using a two-tailed t test, the value of 7 statistic is computed, with n-2 degrees of freedom. If
the calculated value of t is larger than the critical value of t obtained from t distribution
table, the null hypothesis is rejected at (1-tt) confidence level. If the relationship between X

and Y is significant, it is meaningful to predict the values of Y from the values of X.
2. Determine the strength of the relationship

The strength of association is measured by the coefficient of determination (). In bivariate

regression, #*

is the square of the correlation coefficient between variable X and Y. The
coefficient of determination (*) indicates the percentage of the variation in dependent

variable is explained by independent variable.
3. Test for the significance of the coefficient of determination ).
The hypotheses are: H,: ¥’ =0 and Hy: #*> 0

In testing the hypothesis that coefficient of determination or variation explained by the
regression model is greater than zero, the F test is used. The F test for testing the
significance of #* is equivalent to ¢ test for testing the hypotheses at point 1: Hy: B;= 0 and
Hy: Py # 0. The coefficient of determination () is influenced by numbers of independent
variables relative to the sample size. An absolute minimum of the sample size is four

observations per independent variable.

Multiple regressions. Muitiple regression is an appropriate method to analyse the relationship
between one dependent variable and two or more independent variables or predictors where the
objective of performing a regression is to predict the changes in a dependent variable that
caused by the increase or decrease in values of independent variables (Hair Jr, Anderson,

Tatham, & Black, 1998).
The general form of the multiple regression models is as follows:

Y =B+ PX; + Xy + 83X + ..+ BXkt e
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Y = dependent or criterion variable

X\ = the independent or predictor variable

Bo=the intercept of the line

By = the slope of the line for variable k

€= error term

The steps in conducting multiple regressions are similar with bivariate regression.

i.

Determine if the relationship exists for the Hnear relationship between Xy and Y.
The following hypotheses need to be examined:

Hy: Bi= P = B2= Ps= ... = Bx = 0, which implies that there is no relationship between Xy
and Y

Hibpr#B #8:# B # ... # B« = 0, which implies that there is a positive or negative
relationship between Xy and Y

Determine the strength of the relationship

The strength of association is measured by the coefficient of multiple determinations (R).
In multiple regressions, R’ is the square of the correlation coefficient between Y and the

expected value of Y.
Several important characteristics of R :

- R’ must be larger than

- R will be larger when the correlations between independent variables are low.

- R%can not decrease as more independent variables are added to the regression equation.
If so, the additional independent variables do not contribute much in explaining the

variance.

Test for the significance of the coefficient of multiple determinations (R%). The hypotheses

arg:

Hy R'=0and H;: R*>0
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The F test for testing the significance of R’ is equivalent to testing the hypotheses at point 1:

HyBr=p=P=Pi=...=P=0and H: p1# 1 # P # B # ... # P = 0.

Using an F statistic test, the value of F is computed, with k and (n — k - 1) degreeé of
freedom. If the calculated value of F is larger than the critical value of F obtained from F
distribution table, the null hypothesis is rejected at the significance level a. If the null
hypothesis is rejected, one or more population partial regression coefficient has a value
different from zero. The partial regression coefficient between Y and X, represents the
expected change in Y when X, is changed by one unit when other independent variables are

held constant.

4. Testing for the significance of partial regression coefficient for one or more independent

variables is similar to the bivariate regression using t tests.
B. Structural Equation Modelling

Structural Equation Modelling (SEM) was introduced to improve conventional analytical
techniques such as regression and factor analysis by providing solutions to problems related to
those conventional tools (Holmes-Smith, Coote, & Cunningham, 2004). SEM allows
researchers to explore relationships among dependent variables. Independent and dependent
variables are indicators of a smaller number of a broader construct. In regression, the composite
independent or dependent variable is obtained by adding these indicators together, This process
assumes that the indicators are measured with 'equal error and each indicator contributes equally
to the composite that may not be true for all cases. SEM allows unequal weightings for the
multiple observed variables of a latent construct. In addition, SEM allows the testing of the
reliability and construct validity of measures and the testing of the reasonable fit for the system
of equations. However, similar to those conventional tools, SEM can not establish that 2 model

is valid or prove causation.

Model-fit indices, This section presents model fit indices in SEM that will be used in this study.
A model is considered as a good fit if there is a small difference between the sample variances
and covariances, and between the implied variances and covariances (Holmes-Smith, Coote, &
Cunningham, 2004).

Hair Jr et al. (1998) suggested several measures of data fit to the model. Chi-square (CMIN) is
employed as the basic measure of the overall fit. Chi-square is sensitive to sample size
{Cochran, 1952; Gulliksen & Tukey, 1958) and is recommended for sample sizes between 100

and 200. For samples outside this range, this test of fit is less reliable. A relative chi-square or
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CMIN/DF ratio is another measure for the model fit that takes account of the sample size. Many
researchers recommend a relative chi-square ratio below 5 as an adequate fit between the model
and the data (Byrne, 1989; Carmines & Mclver, 1981, Wheaton, Muthén, Alwin, & Summers,
1977).

Several additional measures are suggested to complement chi-square such as Jéreskog and
Sorbom’s Goodness Fit Index {(GFI), the Steiger’s Root Mean Square Error of Estimation
(RMSEA), and other fit measures such as The Comparative Fit Index (CFI), Bollen Relative Fit
Index (RFI), Bollen Incremental Fit Index (IFI), Tucker-Lewis Index (TLI), and the Bentler-
Bonett Normed Fit Index (NFI).

The Goodness of Fit Index (GFI} does not depend on sample size and measures how much
better the model fits compared with no model at all (Jéreskog, 1993). The Goodness of Fit
Index (GFI) generates a statistic between 0 to 1, where 0 indicates no fit and 1 indicates perfect
fit (Joreskog & Sorbom, 1989).

RMSEA is a measure of discrepancy per degree of freedom (Joreskog, 1993). For RMSEA,
values between 0.05 and 0.08 are recommended to indicate a model fit (Browne & Cudeck,
1993). A value of 0.05 of RMSEA indicates a close fit. The values up to 0.08 indicate
reasonable errors of approximation in the population. RMSEA is a better measure for larger
samples. A RMSEA greater than 0.10 indicates that the model fit is not acceptable (Browne &
Cudeck, 1993).

Incremental fit measures compare the proposed model with the nuil model. The null model is a
realistic model, in which all measured variables are mutually uncorrelated (Marsh, Balla, &
Hau, 1996). All other models should be expected to exceed the null model (Hair Jr, Anderson,
Tatham, & Black, 1998). The Comparative Fit Index (CFI), Bollen Relative Fit Index (RFI),
Bollen Incremental Fit Index (IFT), Tucker-Lewis Index (TLI), and the Bentler-Bonett Normed
Fit Index (NFI} are measures for the incremental fit. The Comparative Fit Index (CFI) generates
a statistic between 0 to 1, where 0 indicates no fit and 1 indicates perfect it (Bentler, 1990). The
recommended level for Tucker-Lewis Index {TLI) and the Bentler-Bonett Normed Fit Index
(NFI]) is above 0.90 (Bentler & Bonett, 1980). For RF] and IFI, values close to | indicate a very
good fit (Bollen, 1986, 1989). Table A.1 summarises fit indices used in this study.
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Table A.1 Model fit criteria used in this study

Abbreviation | Name Criteria for Good Fit
CMIN (X*) | Chi-square P> 0.05

RMSEA The root mean square error of approximation | RMSEA < 0.10

GFI The goodness of fit index >0.90

CFI The comparative fit Index =0.90

TLI Tucker-Lewis Index 0.90<TLI< ]

Model modification/re-specification. Model modification/re-specification is required when the
hypothesised model is inconsistent with the ‘rue’ model, a model that reproduces the sample

covariance matrix well (Schumacher & Lomax., 1996).

Several procedures are recommended for model modification/re-specification (Schumacher &

Lomax., 1996):

- Examine the statistical significance for each estimated parameter in the hypothesised model.

- Examine the standardised residuals for each variable. Large standardised residuals (> 2.58)
indicate misspecification for that variable only.

- Examine modification indices. Each modification index measures how much the chi-square
is expected to decrease if one constrained parameter is set free and the model is re-estimated
{Jsreskog, 1993). A modification index value greater than 3.84 suggests that the chi-square

should be reduced when the corresponding parameter is estimated.

In performing model modification/re-specification, combinations of the above mentioned
procedures are recommended. The decision to remove or estimate parameters must be supported
by the theoretical sense, the researcher’s logic, or past research (Holmes-Smith, Coote, &
Cunningham, 2004).

C. Moderator Effect

The moderator effect is the term used when the relationship between independent and dependent
variables is affected by another independent variable, the moderator (Hair Jr, Anderson,

Tatham, & Black, 1998). Figure A.1 presents the moderator model.
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Figure A.1 Moderator model

Predictor
\‘ Outcome
Moderator > Variabie
x
Moderator

Source: Baron and Kenny (1986}

The model in figure 4.2 has three paths associated with the outcome variable: the effect of
variable as a predictor, as a moderator or as an interaction of these two. A moderator variable is
expected to be uncorrelated with the predictor and dependent variables. The moderator and

predictor variables function as independent variables (Baron & Kenny, 1986).
The moderated relationship in multiple regressions is represented as:
Y = Bo + BiXi + B:Xs + B3 X X + e, where 31X, X; is moderator effect of X, on X,

The PB; coefficient, the moderator effect, indicates a unit change in the effect of X, as X,

changes.

The analysis of differences between the correlation coefficients among the equations is used to
test for the moderating effect. Baron and Kenny (1986) recommended hierarchical multiple
regression analysis as an appropriate method for determining if an independent variable has a
moderating effect on the relationship between dependent-independent variables. Hierarchical
multiple regression is only appropriate to test for different forms of relationship and not for
different degrees of relationship (Arnold, 1982). The form of relationship is indicated by the
coefficients of the regression equation but the degree of the relationship between two variables

is measured by the magnitude of the correlation coefficient.

A significant change in the coefficient of determination (r") between three equations below

indicates that a significant moderator effect is present (Sharma, Durand, & Gur-Arie, 1981):
- Basic equation: Y =g + B Xy + €

- Multiple regression equation: Y =B + B, X, + B Xo + B2 X5+ €

287



- Moderated regression equation:
Y = 8o+ BiXy + BpXo + B2 + Xy Xo+ Xy X+ e

- If the R® change from basic equation to multiple regressions equation is statistically significant
and the R? change from multiple regressions to moderated regression equation is not statistically

significant, variables X, and X; are predictor variables (i.e. P, & 3 #6; B4 & Bs=0).

- If the R? change from basic equation to multiple regressions equation is not statistically
significant and the R* change from basic equation to moderated regression equation is

statistically significant, variables X, and X; are pure moderators. (i.e. B, & B:=0; B4 & Bs# 0).

- If the R? change from basic equation to multiple regressions equation is statistically
significant, and the R* change from multiple regressions to moderated regression equation is
also statistically significant, variables X, and X; are guasi moderators (i.e. $; & $3# 0; B3 & Bs#
0).

D. Common Method Bias

When both dependent and predictor variables are obfained from a single source, the research
findings could be biased because of the possibility of increased correlations between these
variables (Lindell & Whitney, 2001). The following steps are recommended to test if the
research findings are affected by the common method bias (Jayachandran, Sharma, Kaufman, &
Raman, 2005; Lindell & Whitney, 2001, p. 116):

- Identify an independent variable in the questionnaire that has a small, positive, and
insignificant correlation (r,) with the dependent variable,

- Calculate a partial correlation that shows the association between the dependent variable
and other independent variables after controlling for common method bias using the

following equation:

l’}e’m }js .|
ryl_m = _..[.i_:g]_
Where:

Iyim = the adjusted correlation of an independent variable with a dependent variable

ry = the significant original correlation of an independent variable with a dependent
variable
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r, = the insignificant original correlation of an independent variable with a dependent
variable

Compute t value using the following test statistic to identify whether the adiusted

correlation (ry;y) is significant

If the adjusted correlation (ryim) is still significant, this suggests that the original significant

correlation for this independent variable is not due to common method bias.

If the adjusted correlation (1) is not significant, this suggests that the original significant

correlation for this independent variable is dae to common method bias.
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Appendix 10 Statistical equations for each hypothesis and research question

Hypothesis
/Question

Equations

HI.I

OUTCOME = By; + B HIERARCHY + §,CLAN + ;MARKET + B, ADHOCRACY +¢

H1.2

OUTCOME = Bg; + BsSEXTERNAL + BINTERNAL + ¢,

His

QUTCOME = Bys+ B;FLEXIBLE + BsCONTROL + &5

H;

OUTCOME = 8o+ 8, HIERARCHY + B,CLAN + 3;MARKET + §,ADHOCRACY +
BoEASY + g4

OUTCOME = By, + BHIERARCHY + B,CLAN + B;MARKET + B, ADHOCRACY +
RoEASY +B, HIERARCHY x EASY + B»CLAN x EASY + B;;MARKET x EASY +
B2sADHOCRACYx EASY + &5

OUTCOME = Boy+ BsEXTERNAL + BINTERNAL + BEASY + g

QUTCOME = Byt BsEXTERNAL + BINTERNAL + B.EASY + B EXTERNAL x
EASY + BINTERNAL x EASY + g

OUTCOME = B3+ B,FLEXIBLE + B;CONTROL + BgEASY + g

QUTCOME = Bos+ ByFLEXIBLE + $3CONTROL + fsEASY + 3, FLEXIBLE x EASY +
BsCONTROL x EASY + 59

OQUTCOME = B4+ B HIERARCHY + B,CLAN + B.MARKET + B, ADHOCRACY +
B1oCOMPAT + g9

OUTCOME = By + 8, HIERARCHY + B,CLAN + B;MARKET + B,ADHOCRACY +
B1oCOMPAT +85 HIERARCHY x COMPAT + B3; CLAN x COMPAT + B MARKET x
COMPAT + B5, ADHOCRACY x COMPAT + gy

OUTCOME = Boy+ BsEXTERNAL + BJNTERNAL + B1,COMPAT + g,

QUTCOME = Bt BsSEXTERNAL + BJINTERNAL + B oCOMPAT + B EXTERNAL x
COMPAT + B3 INTERNAL x COMPAT + ¢

OUTCOME = B3+ B-FLEXIBLE + pgCONTROL + (,COMPAT + ¢,

QUTCOME = B3+ B;FLEXIBLE + BgCONTROL + B,;COMPAT + p;,FLEXIBLE x
COMPAT + (3;3CONTROL x COMPAT + g5

OUTCOME = B+ B, HIERARCHY + B,CLAN + B;MARKET + 8,ADHOCRACY +
B1COMPET + g6

OUTCOME = 8¢, + B,HIERARCHY + B,CLAN + B;MARKET + B, ADHOCRACY +
B,,COMPET +B,HIERARCHY x COMPET + B»,CLAN x COMPET + BsMARKET x
COMPET + By ADHOCRACYx COMPET + &5

OUTCOME = B+ BsEXTERNAL + BgINTERNAL + B,,COMPET + g4

OUTCOME = Bo+ BsEXTERNAL + BINTERNAL + B;,COMPET + B,sEXTERNAL x
COMPET + BoINTERNAL x COMPET + g5
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Hypothesis Eguations
/Question

QUTCOME = By+ B-FLEXIBLE + BgCONTROL + B ,COMPET + g5
QUTCOME = Bt BsFLEXIBLE + BgCONTROL + B4 COMPET + B,,FLEXIBLE x
COMPET + B&CONTROL x COMPET + g5,

Hy, QUTCOME = B+ B:HIERARCHY + 3,CLAN + B3MARKET + B,ADHOCRACY +
B]zTUR_BUL + €
QUTCOME = By, + B HIERARCHY + B;CLAN + B:MARKET + B,ADHOCRACY +
B,sTURBUL +B5,;HIERARCHY x TURBUL + §;,CLAN x TURBUL + ;;MARKET x
TURBUL + B, ADHOCRACY x TURBUL + £33
OQUTCOME = B+ BsEXTERNAL + BJINTERNAL + §,;,TURBUL + g;4
QUTCOME = Boyt+ BsEXTERNAL + BINTERNAL + B;,TURBUL + B5;EXTERNAL x
TURBUL + (35 INTERNAL x TURBUL + £33
QUTCOME = g+ B;FLEXIBLE + BgCONTROL + 3, TURBUL + g2
QUTCOME = Bgs+ B;FLEXIBLE + ByCONTROL + §,; TURBUL -+ B;,FLEXIBLE x
TURBUL + ﬁssCONTROL x TURBUL + &5,

Rs, FINANCE = fos + B HIERARCHY + Bs,CLAN + BsMARKET + B, ADHOCRACY +
Ezg
CUSTOMER = g5+ By HIERARCHY + B5,CLAN + B5;MARKET + By ADHOCRACY
+ Ex9
PROCESS = By + B HIERARCHY + BgCLAN + BssMARKET + By ADHOCRACY +
£30
PEOPLE = [.))[)',r + Bg]HIERARCHY + ﬁngLAN + Bg‘;MARKET + B{MADHOCRACY + Eq

Rs; FINANCE = Bos + BssEXTERNAL + BINTERNAL + &5,
CUSTOMER = Bgs + BEXTERNAL + B INTERNAL -+ £33
PROCESS= Boﬁ‘!‘ BSSEXTERNAL + ﬁg(,INTERNAL + £34
PEQOPLE= Bgr+ BssEXTERNAL + B INTERNAL + €35

Ris FINANCE = g+ Bs;FLEXIBLE + 8CONTROL + €3¢
CUSTOMER = 8¢5t B FLEXIBLE + B5CONTROL + £55
PROCESS = Bggt P FLEXIBLE + BCONTROL + g3
PEQPLE = B+ PorFLEXIBLE + BesCONTROL + €39

R4 QUTCOME = Bg; + B1sSTRATEGIC + B,OPERATIONAL + BsANALYTICAL + g4

Where:

EXTERNAL = ADHOCRACY + MARKET
INTERNAL = CLAN + HIERARCHY
FLEXIBLE = CLAN + ADHOCRACY
CONTROL = HIERARCHY + MARKET
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Appendix 11 Glossary of terms

Term Definition

Bootstrapping A re-sampling procedure by which the original data is considered to
represent the population (Byrne, 2001, p. 268).

Cronbach’s alpha | A measure of internal consistency reliability which is the average of all
possible split-half coefficients resulting from different splitting of the scale
items
{Malhotra et al., 2002, p. 798).

Convergent A measure to the extend to which a scale correlates positively with other

validity measures of the same construct’ (Malhotra et al., 2002, p. 312).

Confirmatory Use of a multivariate technique to confirm a pre-specified relationship

factor analysis

(Hair Jr et al,, 1998, p. 579).

CLV Customer Lifetime Value is the estimated profitability of a customer over the
course of his or her relationship with an organisation (Kale, 2004, p. 43)

CRM Customer Relationship Management is the core business strategy that
integrates internal processes and functions, and external networks, to create
and deliver value to targeted customers at a profit. It is grounded on high-
quality customer data and enabled by IT (Buttle, 2004, p. 34).

Discriminant A type of construct validity that assesses the extent to which a measure does

validity not correlate with other construct from which it is supposed to differ

(Malhotra et al., 2002, p. 312).

Exploratory factor
analysis

Analysis that defines possible relationships in only the most general form
and then allows the multivariate technique to estimate relationship (Hair Jr et
al., 1998, p. 580).

Free parameters in
a Structural Model

Standard specification: paths, covariances between the exogenous variables,
between the disturbances and between exogenous variables and disturbances,
and variances of the exogenous variables and disturbances of endogenous
variables less the number of linear constraints (Kenny, 2004).

Goodness-of-fit

Degree to which the actual of observed input matrix is predicted by the
estimated mode] (Hair Jr et al., 1998, p. 580).

Hierarchical A regression analysis in which variables or sets of variables are entered into
regression the equation sequentially in an order designed to answer empirical or
analysis theoretical questions’ (Cohen, Cohen, West, & Aiken, 2003).

Kurtosis A measure of the relative peakedness of the curve defined by the frequency

distribution (Malhotra et al., 2002, p. 804).

Latent construct or
variable

An unobserved, hypothetical construct (Kline, 1998, p. 49).
Operationalisation of a construct in SEM. A latent variable cannot be
measured directly but can be represented or measured by one or more
variables (Hair Jr et al., 1998, p. 581).
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Term

BDefinition

Measurement Submodel in SEM that specifies the indicators for each construct and assess
modet the reliability of each construct for estimating the causal relationships

(Hair Jr et al., 1998, p. 581).
Multiple A statistical technique that simuitaneously develops mathematical
regression relationship between two or more independent variables and an interval-

scaled independent variable (Malhotra et al., 2002, p. 581).

Nompological

A type of construct validity that assesses the extent to which the scale

validity correlates in theoretical predicted ways with measures of different but
related constructs (Malhotra et al., 2002, p. 312).

Observed Variables measured by the researchers or indicators that measuring a latent

variables variable (Kline, 1998, p. 49).

One-factor The simplest form of a measurement mode! and represents the regression of

congeneric model

the set of observed indicator on the single latent variable (Holmes-Smith et
al., 2004, p. 61).

Reliability The extent to which a scale produces consistent results if repeated
measurements are made (Malhotra et al., 2002, p. 310).

SOA Strategic, Operational and Analytical CRM.
Strategic CRM views CRM as a core customer centric business strategy that
aims at winning and keeping profitable customers, Operational CRM focuses
on major automation projects within the front-office functions of selling,
marketing and service. Analytical CRM focuses on the intelligent mining of
customer data for strategic or tactical purposes (Buttle, 2004, p. 3).

Structural Multivariate technique combining aspects of multiple regression and factor

Equation analysis to estimate a series of interrelated dependence relationships

Modelling (SEM) | simultaneously (Hair Jr et al., 1998, p. 583).

Unidimensionality

Characteristic of a set of indicators that has only one underlying frait or
concept in common (Hair Jr et al., 1998, p. 584).

Validity The extent to which differences in observed scale scores reflect true
differences among objects on the characteristics being measured, rather than
systematic or random errors (Malhotra et al., 2002, p. 311).

Varimax An orthogonal method of factor rotation that minimises the number of

procedure variables with high loadings on a factor, thereby enhancing the

interpretability of the factors (Malhotra et al., 2002, p. 813).
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Appendix 13 Commeon Method Bias analysis

Variable OQUTCOME
CLAN
Tyi 0.358*%
Tyim 0.288*
ADHOCRACY
Tyi 0.475*
Tyim 0.418*
[HIERARCHY
Iy; 0.370*
rvim 0'30 1 *
IMARKET
Ty 0448*
Fyim 0.388%*
COMPAT
I 0.098

* Correlation is significant at p < 0.05 (one-tailed test)

Notes:

- COMPAT {Technical compatibility of CRM system with existing systems) is the variable
included in the questionnaire that has insignificant positive correlation with the dependent
variable QUTCOME (CRM system implementation cutcomes)

- 1y, = the original correlations

- 1y = the adjusted correlations
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