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CRM =1t ZX=&7l CRM dzidfl 0jxl= H&*

The Effects of CRM Commitment and Organizational
Culture on CRM Performance®
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7190l Aol gk sl EAS AAE o] A3t E Al Bol AAIHI AUTh
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ol =g dF I AMY dAE A 7F BwwsiH, Fols AFHTE e o
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E252 CRMel digk F2p7F 71dol] m|A]A] BT AE AV Atk B3 7199 S
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Eig=d o} AFate] 7|E A gekgt 715 AlAle
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(O8]
N
ol

SHROMHEIX S w102 ®2s 200844 78



o] At Mgt o ARS By e
7He A Aok 538 2 dAe IT §2
N1&4d A CRM A5 97493
7hadd ) W24 YA R 4 3
= ATENE Eote] BHoFa Aok

4, ® A= CRM Z2A 20 943kS 1
A Ande 2HEALS Fotetal ol 54
o] CRM Aol mX= J&S dotstal ok
olF fF B dte 7IE £IE HiEo
CRM A7t 2 7k ZAEA o8 g3

WS 5 e MR AL gon of
HZARE B AFAL Aok B Ao
AYUSE TEL 9E 2HEHS CRM

A 2AZ3ke] F 7HA . CR
o= CRM =93 #dd A2y 04, A
739 £9, CRMdl| thsk Tt &
ol 7199 LAY, st tg
AMZE dEo] ekdth

)

SO Y
o,
o
A

=1
e

=
b m].‘j
dr o6 Rk g0 mg > o wo

o X

2

. CRM®] #elsk CRM Az}

2.1 CRMe] A ¢
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o Egstelol shelel tiat #o] B
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stfell mek oheFastAl AAIEe] STk Fele]
CRM XAAAE #A=str] &l 71do]l &
S3le WHE, HasEA, WAe dardAN
(e-commerce) HFCE HojHrt Tt 39
o] CRM< 71999 A7141 A3 5 7t
AE FEsh7] S8l A BAE AR FA
2 < (holistic approach) &2 2] ¥t}

CRMoel| thgt o7t vhekatAl AA=HIL U=
ol CRM¥} #-d o]&3 7wk} o]& +
Aol 713 7)dto] Fdste] sty $47]
giolth. CRMS &2 AA A g ] et
AE 7ol st AUtk CRM3} AHH o= A
H o]E7 ofoltols FE IARFAIH B3t
ATFERH Yo vk I A dAnAIE el
Ao FATiE]l deask oF&old AE =
A, AFUANE 5 CRMel JAME v
=88 HTE oA o (Gummesson 1994:
Ryals and Knox 2001). A1x]o] d¥For+= &
ArtARH CRME &&3te o] 7Fss A
o2 Hi 7% 3}tH(Sheth and Parvatiyar
2001).

o] CRMelghe= §ol= 1990 Fakel 1T
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AGel el FAE Al
= A°] CRM9 A1 EAolgs Ag ¢
u)sla dth AAE CRMS A vA "ol A <]
ofoJtjolo] M= HolH 9} HAEEA, 4
Jei7F HEEol WstetHA T st $t
o} CRM< 71943, 53] A9 I A4

A (customer retention) & HZOoZ A ©

o
ol
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A 8 (one-to-one marketing), ™A 8H(mass
customization), 2FA) (cross-selling), A17Al

3H(segmentation) 5o A= EFAHE &
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A 5 71eRAT BRASEAE ANdet and Norton 1996), &4 el #3353 A3
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oJxlo] lE 4% CRMY 435 7Idsh] ofH
$ AoF HI Ut} Payne and Frow(2005,
2006)= 43242 CRM A3= 95 CRM =

v 2] #H7F(CRM readiness assessment)ﬂ A
Eojof &t ol Bl 714 Al =
9 CRM &3l g A8 A3 2
& Az (strategy development process)
o] JAte AESlJof d= ZOE HI

9lt}h Rigby and Ledingham(2004) %Al CRM
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oA Al 3= Ao ® B 9lvh Hansotia(2002)
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of AAg FH|9t 719, AAg FAETF B 7]
&o] FHEojof = ZoFE HY gk o}
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1 199 A el FUTSE
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CRMS 7]19¢] RE FAYo] Holal= shut
o] AFAl HAAolth 59
AZsly ZAZ= A
(e]sF CEO)] CRM
Aol o] wl$- FQ3 on]
“AlREo] 719 Bz wE

glo
ol

(commitment)-&



3 owg YHE AH
= " E A HH (Becker 1960), 3]
o MVP“: "5 Al it Hoje} F
AA)o] Athd Hr"2 Aot Mowday and
McDade 1979). webrs FHr7dgxte] CRMO
st 92 ‘CRMol dig 575]_’73"1‘1}/] o
(involvement) ¢} ©]& A&
o) 4 AUk

CRME X33t AH7&o AFgH 2
ol HyAGA Y] =Y g T8 %fv‘—i
914 %] 77 ) tH(Osarenkhoe and Bennani 2007).
CRMO] /\Elﬁﬂ—s}b 7ﬂ7<4z40 o]o ?,4 5}1/].1;—_
CEO7F CRM®| Aa#AyZ A= olsfiatal 9l
A ZEAY ool A8 HE HEo] ok Fx
o] AAZFA FA7L o] FolHofst=rtel] o)
Xat7] wZolge AT
7‘—5‘;3’Jr(Rigby, Reichheld, and Schefter 2002)%
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M A=AIE 0 FHAATE A, FA ]
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slty. CRMoll= £F49 TERloAFH B
EA7r 27H AAzE At yehdr) 7R
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CEOS] et mgel] gk P&t vz
A7 g o2 Qs (Payne and Frow
2006). CEO® &#%1¥ AL =H¢ d¥
7FA), 8ol GAKE WIATIE o2 QlE F

Q9] Ansh B JFL W HOE W

&2 e Milis and Mercken 2002). CEO
29 THHCE stodw AELR 7ol A
o] JFZEAM 29 DFol F&3HL ol &&
& 739 BAJo] Fod Zolgkz AEE 7HA
A sk 2HA A 5L 7 A AE

tH(Wixom and Watson 2001). =3+ CRM<
o] FAeol AezeS ez 317 uEol
o5 B398ty AsleE HAuAGA] Aol

- = Q &}tH(Hansotia 2002).

7Hd 20 27 gAre] CRMell thdt BY4F
o] £L4E CRM A3 st

3213 CRM &=}

CRM ¥#l= CRM Z=2AHEE AFHoz
TFdst] S8 FYE AdE weth CRM2
okt IAH AN HolE K, 4, &
< U8 E 3y mE g FAE 298E

= AH71%0 tHDay 20000, Hp FAAS

% CRMol| thigh F2k= dlojE] fojahe-2 H
ol¢} AHF tlo]HmIES HoJEHo] A9 7
& AEAGL, AFEHSIEd ] B olg Ay
A ESo|e} nlE R o] FolA & ITALH,
Eﬂolrﬂ‘j}o]” 2 EARH ] FS s At
¥ S&lslrIA G 2 B4 & SFAY Z
/9_“519} 2 AAET 3871=(front office
applications) % AXALHAE], EAAEHA A

Edofet 22 FAF 8 71=(back office

o o



applications), 12132 CRM 2-%7]%0] EgHt)

CRMol tet BAs £ Ex= ZZ2AE
T8 ey F2 g2 A el
CRMell thgt F2p7F F<=etd a3#< ZH
AlZE] FRlo] ofelE Wk ol A|AHe] '
HH9 FEE oYXt Milis and Mercken
2002).
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71 3. 7199 CRMel tiet A7} @&
£ CRM A3+ HTh

322 23 %37k CRM Aol m|X= A3k

AR 257490 THIAL U 7
o Agel SRe math CRMel U@ 71
o

175 24287k CRME 4349l FAL 9
& - =23 A2 B ltk(Bentum and
Stone 2005). AA] LFoM = B2 719e]
%3 CRMo tigk &

2ol CRM +&def Alsj

=
=
I s AHsHH, ZAESE A g o]

3221 A A
I A 84 (customer orientation) < 7]14<] %
71491 BAS @Adst] S8 el olElE ¢
MAskE AEEe JAE Ao E i Deshpande

et al. 1993) IAA YL }\]XP;(]?ﬂ:/\-]Q_ 4
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CRM= A3FAo= F357] faixe 1A
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I AE HY s Aol
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=l L7 Ity 1ARATFH NP Ao oo AQEE kg E Qe A
TE INFe Pl o3 MEL THAE F o% ety dtH(Payne and Frow 2006).
502 FET 4 3Uth(Vargo and Lusch 2004). Arthur(2000) = 45242l CRMS F+d3a7] 4l

e & Z2AA, E8) 719 Aol I

7 40 7140l A FAUFE CRM A Q3 "AE 7rRsEA, 55~75%< CRM
= e Z2AEZo] Adfsle o]FE Hstl dig A

AT A ZA Q)T
3.2.2.2 W3lo] th3t A3} st gk A AW B4l 2FOE
‘W3lo] ek A3 (resistance to change)- HE, A5 T3 A Ao &5 oEA &t
Aol & Fdke] M3l ek A¥Z 3 = ZAE719 AAHEF SO shtelw st
Q& #aoh(Helliwell and Fowler 1994). 3} o Bt A3kl E45 Al A pasgit
of tigh A A SRool| A HH7|&2] (Burton, Lauridsen, and Obel 2004). CRM<]
EdE A" she AL A YR T QA0 AAS fEiAE TEEe] Astel o
Fox $tH(Lapointe and Rivard 2007). ‘#3} ot Aers Hastsle Aol 838tk CRM &
o ok A HrI|Eo] 4 9, 1E £ A% 571797 Hol sl # FHEE F
Q9 AAA Eds AT AolEe T Heel Frt glol= CRM Fo] aAX 3k
SO 2RE WAsH, ol HE7|zd tig = 2Ql Ala"g ety &gshs Aol ofHoh
oL} A o FEA HE HHI|Eo & (Payne and Frow 2006). $3YS A H| =

Aol thet A T JATAE A4 o AFAEA LA Z1Gel sl FAlE

sl7]91gk ey AHesiie] Fdolge <l Fi RHEmE fEst YA s Akg-
2ogHy WwAE|E sty CRMS 3o = EdE 449 43S AFshks FHe=EA
galol7] wiitoll 71 AMALS GFHEAE wE m-¢- F23% ouE 7HIth
IR sk FHA B2 AEd s = ool A A& uie} o] Al ZEIHS
et Al 78 Wbl digk A3, & AeA R Festal Hele] e F28S Hai
CRMell thgt AFZ vehtr] 4tk slal7] flEiA= W sk (change management)
CRM3# 22 the9lo] 5345 224 ES A 7 dasity 7199 739 AE CRMeo] &=
AR Aetr] SlsiMe A 3l = AT AlZkel Al wet 7194837 =
Jo] B WekE 9$H(Payne and Frow 5] gE o= 7]EH€PE]- I8y o]#)gk 7]
2006). CRMo] 838k WHshe e 975 o 2 719dA4S CRM ‘:‘Q * 7199 %
H3dekes 99 TR 92 wslel AR = sttt dA 717ke]l 58 FHollof A4
A= 7199 A=A Exel gk HskE 3] EE AR Yeuy »]OU“] I F4

b
e

-
o

L

ol tigk Ago]l Adehr] el

e
P CRMOIA sk baeel 719 olfs
U 2 a3 A oH(Petouhoff 2006).

See)s) 2o4S A4sT IA Fat

FE
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7 5 719U A e] WSt o A%

o] 55 CRM A= #adth

3223 A7 ¥Y
H217F ¥ (interdepartmental collaboration) &
AW B4 ZF THEAE, deEds T4
A543 915 3K Chakrabarti and Souder
1987). CRM<> wHAI"RFAG 7]sfA 7t 524
Hom % 4 Qe o] ot CRM<
IAMEE G}, 27 rAIE Ak o

g FAol st Sl dlolHe 7 BA &

.|O{J
P
N

k)
lo,

(ot

o

T

1o

i

e

)

rN

&

kol

o

Y

e

N

(1 off

lo o,
My off o [ et Ho o ofy

b
)
N
)
o
e
o m
fo

i rlo -
N
s
rlo
o
et

K

T JH(Khan 2001).

CRM+> tlol8 ¢} HiA=EA], Z2A X9 Al
2do] FEHoE Hed o AFE F UL
 wE IAPFRA(GAEA 2 ZA
B) oM FE mAERA, FR7 e RA, AR
A, AR A TN T oA A A7 g
g2 FJaHolgt & 4 Qlth(Payne and Frow
2006: Ryals and Knox 2001: Arthur 2000).

744 &F40l CRME ALIES 37 9

A= TIsAAY AFFAAYD FA9
G55 SAHCE Ags|Etes $9e 1
AU 2 AFsths SHNA o] FA7F
Foste] AGEE Aol F8sith AR 24
Wi Eeto] ofue} FFARE ] (Supply Chain
Management) =Hellx FEdA ko] FFol

ZEo] e 7199FE CRM S871€E5E
T

B HEUS ¥ 5 o8 LAANS TN
2 % o

oL
o
!
©
e
N
N,
{0
ox
folr
re
X
oX

)
=
i
o
o
f
N
)y
=2
ry
o
N
riN
re

CRM 291t ZZI2317} CRM Aotofl Ojxl= g 4]



TE 7188 % (technology usage)’} &
5 7199 At dEHe AeE Hish
AtH(Devaraj and Kohli 2003). Greve and
Albers(2006) = CRM 7€ &8 7 555

I8 = (customer acquisition) 2 173 E

92 JAY, IR} AEH & (share of

wallet), 253 (customer retention) H]&©]

7 70 CRM 45447t =245 CRM X
A= FolRl)

7 el FAAE /1E FAS B g
HQ RE NG Fel-nEe) 58 dAES
= o5} sk

CRM A #+= Payne and Frow(2005) 2] 714
AolE 7122 SAHIFEL e 1A
B} 53 FHoRE 17
ol AfA & (AP H2),

FIARH), AT FoFA(LARIH), A

47 SHEOFAIEIMY ®Mi0H ®M2s 20084 72

o4e] TARE BE(YTAH), TAKT
ol (A FAT6), ELH G AW (AFAH
7)., AL ZAAB QTN F 8K £

A2k Fu)A2 Rigby and Ledingham(2004),
Payne and Frow(2006)¢] 91+& 7|Wto g =
AIES MLtk 7lel= CRM &Y =
Ao =AG=(HFEH), CRM =YEH]
714 EUEH(AgEH12), CRMEY] digt
TFAA AFA A (AFEH]3), CRM =9 A3
B7HE 9% 7rol=akl A (H=FEH4), HA
2 2ol A) CRM Al2®]l 8 (A gEH]5) 0
EoEH

CEO =99 &A% ZE Srinivasan and
Moorman(2005) el A 4317 e F3hS 2
Ao EA gA AFAEATE o7l
7P CRM T84 g AAH =
(CEOE1), CRMel tigt #A(CEOEY2),
CRM x4 ] #AYE(CEOE
&89 F#(CEOEY4), CRMel| that A1 A
L(CEOE%5), CRMel digt oJsl A%=(CEO
=906) ok #HE o] EFHET:

CRM FA}e] 54 x]+= Payne and Frow(2005),

Srinivasan and Moorman(2005) 9] HEA =

s AH7]zd gk FAHCRMFAH), AAZF
IAAB A AIARN(CRMEAR), AP E &
£ 9g AR7)Ee Az FEH(CRMFAR),
INBA JEE S dolHA A+ 5
(CRM%2H), CRM Al2H"1¢] FHIHE(CRM
FA5) ok #HHE Fafo] I

Deshpande et al.(1993)

IAA e FHAE
o AN AgH 2R $4 wasa



IADES 3 ] AL (IAXI), AE
TE AMu|2d g3 2ANEE RUEY (27
A882), AAAL b IR gAY H (LA
g3), AAVFLe] F718 SA (LA SH)
N ZEAMu| 2] AZH FRA(AAAELS), L
AB/A 71 FQA(IAAEEA6) 0] o 7]
¥ 3he )

Habol] gt A2 Terziovski, Fitzpatrick,
and O'Neill (2003)9] MEA)E 7122 & A
TFol MAE FAE 23S &Esle] SA5

) Az A2E 2o BUB A0 v
(AP, A2 A2Y £ F A B
S 8% YRFA(ABAYI), A2 S A2
o )3 ARAVCANAY, G2} BAH

< Khan(2001) ¢} A-ollA AR
2 =&e ATAskel EEsith o7ldle A
2 A EY A d2(FAEE]D), A2E A
28 EA] BAMZE 2(FAEH2), CRMA
28 AREEE FAMZE QAR (FMEEI), 9
HEAs spARE ] CRM 50019 3] (F
AgEd), AT TEE mH(FAEY

53 ¥ Fao] X

ol
i
i

ol

2

Hl

Ao} dudERAe MEad fF59A
b FEAAE e AT LA <8
AAEAT o5 F& CRM #¢ 9A dd<
setst & AEd 232 AFHEA ] 2%
= A AuEERARE S8l ol
ol & FFF SAHAAE FAHET Fo] A9
Hom CRM Asbgriet ddd o] <
A=A

2 AEXAE CRM =Y 9AE tide=

20061 119 1978 12€ 209714 5047l 2
A ?l"'sﬁl:»]?i‘:‘r A2 6-%12% ZHkey informants)
AAE Ao 2E s 9o

= »5H o]E gH/\l

e
2o} A7)zl s

$YAE CRM ¥4 ¢

o A

ARH AN AUL Y AO2 HHH9
B AR A5EE w07 Astel vy
el CRM #A%E oz 4Rz §
B P P
A4 Y QNS WEAL A8 ABHE
Bo Ael 24, w7 5L Ausel 4z
Al AT golsta A SRl & 2

ol

[ 2 &
ol oot
=
N
9
v

8ol rlo &
ru
it
=
Ju
(1T
2
o
ot
—_
N
w
o
N
N
M
2 o

LS REA8%)T FEUGL%) E
AAZE ejRgele] ARk Aulzg, FA,
Az S FAhe A0 et S8
= A A 67%, 3A7E B%elH, A%
£ 3007k WA 0%, tEelel sEe

CRM 2¢i3t =225t CRM M Ttof| Dlxl= 2 43



7H A7} 2% ARSI T

V. 24

E9]

N

g

51 57379 ehd 1 AH4 A%

[oZ

ofN o
N
il
=
o
o

Mo rlo rob oY N dlo
ko
c

model) & 7 I 7Ho] AREE AHIAE
7¥= 1A 9k ) (unconstrained model) 7Fe] X°
& Aole FoAd ASE Yo (Adf=
15, AX’=595064, p=.000), wetd 7+ 7]
S WEEPAA S AU e ZeE U
Bttt (Steenkamp and van Trijp 1991).
AL WA A& (internal consistency) &
EAE Cronbach's a& %3 ASsdh 1
A3 2E 71d¢] Nunnally(1978) 7} A| A8+ 3]
47129 075G 2 o #& 7HE FeE Y
ettt SR Al Aol ot AT AR
g EQE o3l 7MIASTAAME 7t e &

Ao A E gt

44 SHEOFAIEIMY ®Mi0H ®M2s 20084 72

5.2 ATHIHA 24

(& DE Q7R THE Ad7re) g
FE RolFI Qe o714 WA, W] e
Age AH RE Ade] felHal BAE
WE Qe Aoz Uiz . sl oa
A CRM A3HE 2 ohel ofeh A
9% FHS PA P AOE ety Ak
7 del WAk Y SR EHusal
CRM 437} BE #3250 o 5 Aow
Bk gleh AAMEel Ak A

B
=
o,
o
D)
o
s
s
.y
N
(@)
=
=
=
=
<
—nt
_>‘~_l/

Ate] ATLHEF L 13749 AR = F
o] 9o, ol 7Hde Hode 2l
9 (structural equation model) & 43193
(a9 D= B4 &8¥ ARy
oF3 gon (% 3HE FAHH vl
HoFy Qlty #4243, B3] A%

AR ¥¥=00, df=0, p=10,
RMSEA=0%! ZACoZ Uelyth ol £ A+

ol AL = Bgol R (full model)

oX,
gt rE

>

]

il

O:

|

N )
1

R
k)

N
rr



Nd g2 34 73 SA-ANF | oreldgk | #4H1&(%) | Cronbach’s a
A=FEH3 861
A=FEH2 854
Ak FuA A=l 785 3.063 61.262 838
el 777
Z=FEH5 611
CEOEY 4 893
e CEOEZY 5 366
R # 31 7 gApe CEOEY 2 862
CRM =9 2 CEO=4l 1 5 4109 68.484 906
CEOE4 3 761
CEOE4 6 47
CRMEA5 828
CRMEAR2 785
CRM %7 CRM%E#H 773 3.030 60.596 836
CRMEA3 755
CRM%2H 748
A gEA 4 834
A 843 806
7199 AR FA2 805
BRI ARG T 3.552 59.195 861
I AR AL 781
A 8A6 582
wstel o WA 3 793
Z4&3t Astol o g WA 33 786 ,
A A 0 2178 54.454 720
514 812 643
TAYEE5 827
FAFEE 783
BA7F 99 2§82 769 2.950 58,998 823
293 729
FAE 727
I3 803
R 783
I 36 782
ki Ee el I 766 4.048 57.831 877
e 758
R 751
R 672
CRM 43} AT 24 862
AT A3 852
A7 36 836
[z R=5 Ky
A2 03;%;1? zgi 4871 60.887 903
HEA 2 750
AT A8 695
HFAIH 574

ORM 29T ZA2 517} CRM AZiol DIX/S 28t 45



CH 2 Mg 7h A (N=123)
a7 | A=¥ | CEO CRM ki Wstel | FAZ
334 A% | FHA =9 A AR W A% ¥@Y
CRM I3 1.000
4% | 9FAdR | 670a| 1000
CRM féj f]; 015 694 1.000
=9 CEOEY 466 476 520 1.000
CRMEA} 550 625 628 510 1.000
I A 543 682 531 519 572 1.000
Eaxal el m%ﬂ;ﬂ% -.085 023 030 -.092 -.017 -.059 1.000
A7 3™ 400 526 464 230 347 362 056 1.000
At 3.491 3.306 3.172 3.702 3513 4.007 2.952 3.161
EFHA 539 619 729 .760 707 665 600 657
(F) a: Wl tig Agks A ZE Nd 7+ 3BAS7E p=05 FEAA FIA9.
(E 3 ATFZHo| st FRUHAIDES| A M E
A=Z Parameter FH = t-value
HFAE ---) 144 p21 .66 3.16
kA FulA —)  IAAx Y21 -19 =97
A7 &4 D S Y22 16 142
CRM B3 sy wANw 23 2 1.40
A A - WA 3 Y24 -04 -26
st thek A3 - IAAH 125 -10 -1.23
A7 44 - I 126 07 62
A FHA --=) 4574 111 .39 2.95
HI1AYA = === A3 2t Y12 -.06 - 67
CRM F#+ - AT Y13 .10 83
IAAFA - 9574 Y14 A2 417
Hstol] gk 213} === A3 Y15 03 40
A7 ¥ - A Y16 .18 2.20
F) % Aol RS 7t el 34045 wedalr] 915ie] a8l AR (square root) O, A el WA=

46

Z]
ol
AR

(I-a) & 333t

< (Bagozzi and Phillips 1982).
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astel S A0 CRM A2 938 o
7 SARA %7} )
Sl ded neh AAE A4S 07
o STk W e AT A1 Aol

Ho] Wstell Agsl= A ohrh(Kotter 1995:
Joshi 1991: Dent and Goldberg 1999). Kotter
USE)S 34 9 A AL Age 7
o HMIEA] U= AOE Wy glom ©3]H
A%E 2H7EG 4R 9 BgazY
WE A% 5 242900 Age] nry E8
Aok Aoz BY vk Joshi(191) = 37
4 ol (equity theory)oll A3k HHALH
7149 Ao o] FYANA FolAe w4
(]St £4)0] AN o} FA FL
02 299 ol Exld vle)] oA
Gk ANDFE WS F Age] 2 7
o7 HI 3tk Dent and Goldberg(1999)+=
Y2l ZATIA Bk A 39 A
S o] ohje} wWalw A% A9, A7 =
o He4 el 44 AR AeE w
T gtk serdn] Wkl Y@ Asel CRM
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CRM E‘ﬁﬂr HdHE A WE F
3 CEO9] Z9°] CRM FApll gaks w
Ao E 7MgsiAth A= FH4dS CRM
go] 3o Sl 7P WA e o]of
L2 0]tH(Payne and Frow 2006). CRM<
A|ZHE 7blo g slEE oE A AEE £
& Ao iR E ARAARD FEAIZE 7
g 7“%}9} o] HQ s tHBoar 2000). CRM
AR 2] A=A St
FXEE Zlo] ditzolty, CEOS =Y 9Al
A v A CRM FApol] kAl witE
Al A Eojol & a4 & 4 SItk(Righy,
Reichheld and Schefter 2002). CRM FA}=

= A ekA

=
o
oo

1% i

A

N?‘J—EHN



JE71%E] § Fopoln, HH7|&2 CEOY
E9S P8 F dth(Liebeskind 1998). w2
Azol FYEE CRMl tist Fa= 7199
L JApARAR] H7dPAe] S0l §le

W Erybssity & 4 9t CRMO) "isk %

¢

A3t BA7 Gol TAX P FFS )
Aoz ARt B 71950 CRM

2)
Ao ™ (Burton, Lauridsen, and Obel 2004),
CRME Ad¥doz &8s fsiMie 14<

FHOZ 3= 2YEH Wae Y22 I

v}

(Ryals and Knox 2001). &, CRMo°] A¥3}7]
Aeire AAXFA ZHFsE dFF oy
o] ZIdEe] ARG ZAEIE
A ZFA Zgk AdeelA CRMe EYstar
owm, IAMAFAR] FAFsE A Zate
ol AAATAR MEL ZATsIES W
stol] thak Agto] A7) wjFolety & & Sk
Tk BAZE FEFFEo] 5255 IAATA
o] =5 ALE J|HEh 7% FAZke] =23
& IAAFLE A 7R 840]
[e)

>,
o3

Hyfob whedee] FedAE 2943
b dEol Aol & 4 ith(Naver and
Slater 1990).

# CRM 291949 CRM $AE 242

s 5ol TANPRS] 9P WAL Ao
AR AT Xu et al(2002)= CRM EYC=
A3 7ol ANHOIL LAAGH B
A YN BHE £ Y A0E BI 9
th ol CRM ¥47} shie] 71¢je] 2244
Aol 2H0% WA AP AALALS A
AV 9IE TAA GRS DA ohe B
W3 24, R A 2R, A A
FYL BHOR Bk ol LAUA HolH T
ST BHA) I8 Seelolsh hxEs)
oA et T4 ol v A1 ol

o). wWeld CRM $A7h Bel o]Foizl 7191d
5% 2AXGHe] B Aol U7t s
s,

SARYE (1Y DI o] AYA 24T
0 E9l0] CRM %40 43S vx|x. @3
WE A $47 qel TAX A

O:
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BN ox oox
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12, p=.00), YA AF= FAZFI 2FAF

A4 (NFI A=95)¢} AA4(GFI=.93), %

ZHHRMSR=.052) §& &

T Ao E YA gtk (F 4
V4
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0.16 Sred 0.9z

0.09 Crom .95 (CEOE Y 4

0.2 Cres o.es (ASFA) /
=0.08
@ 0.4 Fd 7} 0954 Tper 0.10

0.20
0.18 Deol  |-o.o1 (RAHE) 0.93

Cori 0.l4

@ 0.9¢ Cper 0.1z
0.54

(4 TEZ2H0i|Me| FHT2t0[E"

AR Parameter FAA t-value

CRM & - IAAFY B21 .63 6.42
CRM &k === 54 B31 A5 4,16
AR A === AF4 3 B32 A7 4.45
CRM F#t - WA p41 22 1.52
WA B - AT p42 06 39

43 - 1AAFH p43 54 3.29
A Fu4 - CRM F##+ Y1l .66 6.66
CEO ¢ === CRM =+ Y12 22 2.36
wHsto] ek A3 - ARG Y23 -.08 -92
BAZE HY ---) IR Y24 .20 2.02

) ax W R EE 7 de AFAS wkdElr] 9k a9l AleZ(square root) &2, T HE e AAES
(1-0) 2 ZA459e.
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Tpale] wagel we Agesle] 9HoE
A IARABE) FoAol AN Atk °)F
MSE A 1087 BS 7195e] CRMO)
34 0sE ¢ ORe) wYE FAE 5
o g}

e AAlE CRM A3k 7l 24 7
AR Fehke Aow WP 3o mEhA
olo] W3t 3|ejEo] F43] AT CRM
= Bl AATSRETE EEA A,
CRM Al Z®el thgh ojs) =02 CRMo] &
A Zete 2AIdol =dual lth(Nelson
et al. 2001). CRME =818 71999] 67%7} 1
el FAA AslE Holil 1o (Boston
Consulting Group 2000), °F 75%¢<] 7199¢] CRM
EXE G Xt e AoR HrbEL
ATHBoslet 2001).

CRM 392& 9 CRM A7t 7|t %
PAE7R] HE ATE Fsew, oAzt
Ao A7 A HEHd AE2 CRMo] A3
al= o7k CRMe] BB SHdAe] A%
o AW FA7E wiFst] Brke CRM

< A }—t— AT A=AAE mlEat
7] MEQ RO WA gtk
2 AFE oEg Fe IASY 2HEA

S s Thes oo

3, CRM 454 ol/] SIslE CRM
g FA7E AAselo she A0 vehgrk
Mg DAY PHOE e AL of
UA% CRM $47h BES4E 474t
R 0 A% pEHoE TAYH} P

o

L o et ol CRMel 7t 4%
g 227] SJENE TARRE YgolHiE
w4, 2o 0|27 }x] AR &H A2,
Lo A&H L AP FATE ol FolAo}

r
i
rlr
Pk
[o
32 OXl

g = 7
Aol A=A FHAdol &= CRM FAt
e Aoz yeibth CRMe =48t 3§
= 7199 A HAAGAE 71HR Aot
HE YehA] Sete olf "l CRM F
Aell 3191 7= el itk CRM FA7}
CRM A#E =o|7] 93t AMazAolgzt= A
oA E A= CRMY G847 AHL7tsA
of et HLGGAke] galah A &54]) o]
CRM A#E =ol7] f8 FT8site de o
Aletal ek g9 CRM AAHA ahele) e
A & otlA Ay AsE Fart 9l

S o}
=

ohoAeE FulAs wEstel S A4S 7]
9 CRMel 714e] of| Aeks ojn|g 714
T ke BHEAY wEe ARARE

AUAA 7\ e
CRM A28 7@ o &9 vl
AT e ARE BEE A4S g B

AT

A= CRMe] 7l Ass &871 S8

ATH(EFRRS 2007). 1 A3
ol E’é %

CRM 2¢i3t =257t CRM MTfofl 0|Xl:= <8t 51



L A B stolq CRMe] 7HE A
4 oug oldlsis Aol FRUS AT
e,

AR, 2 AFE TAXGRol LA A
HoR Qe WAL YA JRAHE
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The Effects of CRM Commitment and
Organizational Culture on CRM Performance®
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Abstract

The purpose of this study is to identify the organizational characteristics that enhance CRM
performances of a company. Based on a review of diverse definitions of CRM performance, this
study examines the relationships among CRM performance measures and organizational characteristics.

A questionnaire survey of 123 CRM managers of Korean companies was conducted to test the
proposed research model, and a series of structural equation modeling identified the strong effects of
organizational characteristics on CRM performance. It was found that top management commitment
to CRM and a firm's strategic readiness lead to high levels of CRM investment, which, in turn,
enhance directly task-related performance and indirectly customer-related performance. This study
also confirmed that customer orientation is significantly related to task-related CRM performance
and that the variables of CRM commitment and organizational culture may enhance customer-
related performance indirectly through their effects on the task-related performance. However,
organizational members’ resistance to change was found to have no effects on CRM performance.
Overall our research broadly supports the role of organizational characteristics revealed in the CRM

literature.
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1. Introduction

From the middle of 1990s, the belief that
‘customer is always right’ has been challenged.
Many companies began to doubt whether their
customers really deserve to be served. They
began to realize that some of their customers
might be harmful to the company’s interests.

It was the spread of CRM(Customer Rela-
tionship Management) that helped companies
to understand the value of their customers and
to develop a better way to manage them. As
the marketing paradigm emphasized the
customer-oriented logic, CRM was considered
as an important source of a firm's competitive
advantage. Also, a firm’s capabilities for gathe-
ring, managing, and modeling customer infor-
mation became the key to maintain a dominant
position in a highly competitive market. Ref-
lecting this trend, for the past decade many
companies increased their level of investment
to develop a more sophisticated CRM systems
and applications.

Despite an enormous amount of investment
and explosive growth, a skepticism toward the
effects of CRM recently arouse among many
CRM practitioners (Nelson et al. 2001: Boston
Consulting Group 2000: Boslet 2001). Some
companies adopting CRM systems found that
their systems did not contribute significantly to
the increase of their asset values or even
customer satisfaction. Others claimed that their
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systems failed to reach the anticipated return
on investment.

Many academic researchers are now focusing
on investigating the relationship between a
firm's CRM investment and its performance.
And they insists that the failure of a CRM
mostly stems from the misfit between organi-
zational culture and the strategic framework
for successful CRM implementations.

The purpose of this study is to identify
organizational characteristics that enhance CRM
performances of a company. This study argues
that a successful CRM needs not only invest-
ments in information technology and system
development, but also the changes in every
aspect of an organization. Most of all, it is
argued that CRM, as an IT tool, should be
planned and implemented strategically to
accomplish a company’s goal.

Extant research reveals that a successful
CRM requires organization-wide commitment
and change in organizational structure, internal
business processes, and employees’ beliefs and
attitudes toward information technology. The
success of CRM also requires sharing of
customer information and interdepartmental
collaborations and interactions because it is
based on customer-oriented marketing paradigm.
In addition, effective design and operation of
an information system should be provided in
that CRM is highly related to the development
of information technology (Teo and King

1997). As a whole, extant research points out



that to be successful in CRM implementation,
a company should change its strategy, investment
plans, and its organizational structure and
culture. Based on the above argument, the
current study purports to answer the following
two questions.

Firstly, this study examines the relationship
among CRM performance measures. Adopting
the multidimensional perspective of Balanced
Scorecard suggested by Kaplan and Norton
(1996), this study classified CRM performance
measures into two different groups, ie., customer-
related measures and task-related measures. It
was hypothesized that an increase in task-
related performance leads to an increase in
customer-related performance.

Secondly, this study identifies significant
organizational characteristics which are supposedly
to affect CRM performance. This study inves-
tigates the effects of the two groups organi-
zational characteristics. One group of variables
consists of strategic readiness, top management
commitment, and CRM investment, and these
variables were considered as reflecting the level
of organizational commitment to CRM. The
other group consists of culture-related variables
- customer orientation, resistance to change,

and cross-functional collaborations.

II. Research Model and
Hypotheses

(Figure 1) illustrates the research model of
the current study. In this model it was hypo-
thesized that the two groups of organizational
characteristics, ie, CRM commitment and
organizational culture, have both direct and
indirect effects on customer-related CRM per-
formance measures. Task-related performance
measures were assumed as mediating the
effects of organizational characteristics. The

hypothesized relationships are as follows.

2.1 Effects of CRM commitment on
CRM performance

CRM commitment defined in this study is
the level of strategic importance of CRM to a
firm and its interest in and investment on
CRM. Related to the concept of CRM commi-
tment are strategic readiness, top management
commitment, and CRM investment.

Strategic readiness refers to the level on
which CRM is planned strategically and
consistently prior to its adoption. It is well
recognized that the lack of strategic readiness
impedes the success of CRM implementations
(Payne and Frow 2005, 2006: Righy and
Ledingham 2004: Hansotia 2002). Payne and
Frow (2005, 2006), for example, stressed that a

firm should review the adequacy of the
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<Figure 1) The research model
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strategy development processes including the
development of company goals and the assess-
ment of performance measures prior to CRM
implementation. Accordingly, they defined CRM
as a “strategic approach that is concerned with
creating improved shareholder value through
the development of appropriate relationships
with key customers and customer segments.”
A more sophisticated strategic planning helps
companies to improve communications between
information users and operators of the infor-
mation system department. It also increases

top management supports for information
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Technology

-New Product Development, etc

system and the efficiency of a firm's resource
allocation (Lederer and Sethi 1992).

CRM is a dynamic process in which entire
people of a firm engage. Top management
commitment to CRM, in particular, has been
regarded as a key to successful implementation.
CRM fails when top management does not
understand the processes of CRM implementation
or the amount and time-span of CRM invest-
ment (Rigby, Reichheld, and Schefter 2002).
Top management commitment is critical in a
successful CRM implementation (Payne and
Frow 2006: Milis and Mercken 2002: Wixom



and Watson 2001: Hansotia 2002) : it influences
employee’s beliefs in new technology: with the
help of strong leadership and a clear vision it
changes organizational structure and culture: it
changes the norms, values, and even history of
an organization: it encourages employees to
use new technologies for their everyday works:
and it stimulates cross-functional interactions
and coordinations. Because most IT applications
including CRM change a firm's fundamentals
of business processes, the success of CRM
implementation is not guaranteed without top
management’s consistent commitment (Ryals
and Knox 2001).

CRM investment in this study refers to the
resource input devoted to CRM projects.

CRM is an IT application by which data
gathered from all customer contact points are
analyzed and used to generate meaningful bu-
siness strategies. It needs an enormous amount
of investment in such areas of CRM imple-
mentation as data repository, data systems,
analytical tools, and front/back office appli-
cations (Payne and Frow 2005). The amount
of CRM investment affects the quality of a
CRM project, and an inappropriate level of
investment impedes the development and usage
of an effective CRM system (Milis and Mercken
2002).

2.2 Effects of Organizational Culture
on CRM performance

Organizational culture refers to the values
and beliefs that members of an organization
share in common. Prior research on CRM
stresses the role of organizational culture in
establishing a successful CRM implementation
(Bentum and Stone 2005). Some researchers
have criticized the managerial practices of
CRM investment with no cultural changes and
insisted that organizational culture should be
changed prior to strategic planning or CRM
investment (Park 2005). This study examines
three factors of organizational culture - customer
orientation, resistance to change, and cross-
functional collaborations.

Customer orientation is defined as a set of
beliefs that understanding customer interests is
most important to accomplish a company’s
long-term goals (Deshpande et al. 1993) CRM
investment fails if it is not accompanied with
strong customer-oriented organizational culture
(Ryals and Knox, 2001). The success of CRM
depends on the strength of customer-oriented
culture in that CRM is a type of continuous
learning processes in which customer information
is used for managing a firm's relationship with
customers (Slater and Naver 1995: Osarenkhoe
and Bennani 2007). Furthermore, customer-
oriented firms are successful in creating new
customer values, because they are equipped

with a strong value creation process which is
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critical to CRM implementation (Vargo and
Lusch 2004).

Resistance to change refers to any reluctant
behavior an individual or a group shows toward
organizational changes (Helliwell and Fowler
1994). According to organization theories, it
was thought as a human resource factor that
impedes the adoption of information technology
(Lapointe and Rivard 2007). The success of
CRM, as a typical form of information tech-
nology, needs company-wide changes in or-
ganizational structure and culture. Many firms
fail in CRM implementation mostly because
they underestimate the importance of the
management of organizational change and do
not have sufficient budgets or well trained
employees (Payne and Frow 2006: Arthur
2000). Like distrust, job dissatisfaction, and
conflict within an organization, resistance to
change has negative consequences on the per-
formance of an innovation (Burton, Lauridsen,
and Obel 2004: Petouhoff 2006).

Interdepartmental collaboration means value
sharing, mutual commitment, and cooperative
behaviors among departments within an organi-
zation (Chakrabarti and Souder 1987). CRM is
implemented through organic integration of
customer data of many functionally related
departments such as marketing, production and
R&D, IT, and human resource management
departments (Payne and Frow 2006: Ryals
and Knox 2001: Arthur 2000), and with strong
interdepartmental collaborations a firm can
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stimulate the creation and dissemination of
useful information and efficient use of company
resources (Naver and Slater 1990). Interdepart-
mental collaboration also plays a key role in
developing and providing products and services
that are customized to target market's needs.
This, in turn, enhances a firm's overall business

performances (Khan 2001).

2.3 Relationship between task-related
performance and customer-related
performance

Task-related performance is defined in this
study as the operational results of CRM appli-
cations. More specifically it includes efficiency
in internal business processes, improvement in
customer monitoring capabilities, innovations in
management technologies, new product deve-
lopment outcomes, etc. It differs from customer-
related performance in that it represents the
degree of CRM technology usage. Extant
research on information technology reveals that
higher levels of technology usage lead to
successful business performance (Devaraj and
Kohli 2003). Greve and Albers(2006) found
that an intensive use of CRM technologies
results in higher customer-related performance
in customer acquisition and recovery ratio,
cross-selling and up-selling, customer satisfaction,
share of wallets, and customer retention ratio.
Thus we expect that an increase in task-

related performance would improve customer-



related performance.

. Sample and the Data
Collection Procedure

Data used in this study were collected from a
questionnaire survey of CRM managers of
Korean companies in diverse industries including
retailing and wholesaling, manufacturing, tele-
communications, and banking services. In
advance to sending questionnaires, we explained
the purpose our survey to the CRM managers
and asked them to participate the survey.

The questionnaire was developed from the
interview and preliminary survey of a limited
number of CRM managers, and the key
informants were all responsible and knowledgable
for CRM planning and implementations of the
sample companies. It took about 7 weeks to
finish all the data collection procedure.

A total number of 127 questionnaires was
returned and 4 of them were discarded because
of poor and inappropriate responses. About
80% of respondents were engaged in distribution
(48%) and banking (31%) industries.

IV. Results and Discussions

We tested our research model with the use

of structural equation modeling. Unfortunately
many hypotheses in the original research model
were not supported because of high multi-
collinearity among the variables of CRM com-
mitment and organizational culture. By allowing
causal relationships among these antecedents,
we developed and tested several alternative
theoretical models. (Figure 2) and {Table 1)
show the test results of the final revised model.
Some notable findings and their implications
are as follows.

First, in order to have a CRM system per-
forming well, there should be high levels of
CRM investment. CRM investment enhances
directly the task-related performance and in-
directly the customer-related performance of
CRM implementation. A significant and con-
tinuous CRM investment must be made in
such areas as data collection and analysis, info-
rmation technology and systems development,
employee education and training, etc.

Second, top management’s commitment to
CRM and a firm's strategic readiness were
positively related with CRM investment. Many
CEOs who have adopted CRM hesitate to
increase their CRM investment because the
effects of CRM are not realized in the short
run. In this regard, CEOs confidence in the
usefulness and success of CRM and their
strong commitment to CRM are needed to
increase CRM investment. With respect to
strategic readiness, many firms overlook the

strategic meaning of CRM and expect too
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<Figure 2> The final revised model
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much in short-term financial returns (Park
2007). This study implies that for a firm
expecting high levels of performance, CRM
should be planned and implemented in the
framework of a firm's strategic planning.
Third, this study confirmed that customer
orientation is significantly related to task-
related CRM performance, A firm's customer
orientation increases as interdepartmental colla-
boration and CRM investment increase. This
result implies that for a successful CRM imp-
lementation firms need to apply CRM tech-
nology for satisfying the needs of target customers.
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Fourth, CRM performance can be classified
task-related vs.
CRM

information technology which aims at increa-

into two distinct groups:
customer-related performances. is an
sing a firm's profits through customer satis-
faction and retention. The result of this study
indicates that if a firm wants to enhance
customer-related performance, it should increase
the use of CRM in every aspect of internal
business processes.

Finally, resistance to change was found not
to affect CRM performances. Despite of its
CRM may not

innovative nature, incur



(Table 1) Parameter estimates of the final model*

Paths Parameter Estimates t-value
CRM Investment ~ --—-y  customer p21 63 6.42
Orientation
CRM Investment - Task-related B31 45 416
Performance
Customer Task-related
Orientation ? Performance B3z A7 i
CRM Investment -y Customer-related B4l 2 152
Performance
Customer Customer-related
Orientation — Performance pi2 06 39
Task-related . Customer-related p43 54 399
Performance Performance
Strategic ~-->  CRM Investment 111 66 6.66
Readiness
CEO . --->  CRM Investment Y12 22 2.36
Commitment
Resistance to Customer
Change ’ Orientation 123 08 2
Interdepartmental . Customer
Collaboration ? Orientation 124 20 2.02

respectively (Bagozzi and Phillips 1982).

significant resistance on the part of the
organizational members reflecting the current
trends that emphasize the customer-oriented
marketing practices. The result implies that
CRM, when initiated by top management’s
strong belief in customer-oriented culture, can
be adopted successfully into an organization

with minimal resistance.

*: The loadings (Ax and Ay) and error variances were constrained at the square root of a and 1-a of each construct,

V. Conclusion

Overall our research has at least three major
contributions to the CRM literature, First, most
extant CRM research focused on the role of
information technology and its impacts on
CRM performance. This study provides strong
supports for the role of organizational culture
and suggests that a firm should consider both

technological and organizational perspectives
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simultaneously when measuring CRM perfor-
mances.

Second, this study identified two distinct
groups of CRM performance measures and
analyzed their relationship. It was found that
the variables of CRM commitment and organi-
zational culture might have no direct effects on
customer-related performance, But these organi-
zational characteristics may enhance customer-
related performance indirectly through their
effects on task-related performance.

Finally, most CRM studies are based on case
analysis. Unlike this, the current study attem-
pted to test the theoretical hypotheses employing

a questionnaire survey of CRM practitioners.
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