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In conclusion, even there are many definitions and meanings of G pustomer value, stomer s

Payne and Frow’s definition is preferred and inclusive but the final

definition, for {lil
study, is as below:

Customer Relationship Management (CRM) is the strategy for strengthenlni
long-term relationship and enhancing customer value and shareholder value with
individual key customers to increase customer satisfaction, cust

omer retentiof,
customer loyalty and finally profitability.

For CRM model and framework, Chan (2005) suggested an integrated
framework for CRM, including external CRM, conceptual CRM, and internal CRM|
Different types of data from web-based transactions, call centers, point of sales,
marketing surveys, mailing and other touch points can be consolidated via the
conceptual CRM model creating useful customer information and knowledge. CRM
process and technology implementations at the external and internal levels are also

mapped to the conceptual model creating roadmap for the inte

gration of data,
processes and technologies.

Fayerman (2002) presented the CRM Ecosystem, which is a component-

based application that automates customer-related business processes. The major

components are 1) the operational CRM, 2) the analytical CRM, and 3) the

collaborative CRM. The operational CRM involves the automation of horizontally

156

e p RM
Vioreo 00 sSho e eVaIUatO
WV 5 al (2 3) wed t I rocess O C and
amg ation chanr eli CRM plOCeSS, cludir g ser vice ce ter, retai
ranc ales force, | 1iternet vi tual comr lUlIlty, e-maill, a d others
( ) prop sed a
o] e
Co side 9 M\I\Ill()e rocess, ()sale[\kh() & Bennani 2007 ropo:

y.
p! 0cess or (0] cilitate success ul in ple“le tation o CRN st ateg
Wi k t acl

; i uring customer
The core component ;¢ cp\ are emphasizing on quality, meas .9 e

ing i intaining

i ice, investing in people, mai
saisfacton B! T2 cusomer senoe sing performance, relationship-
ti isti ts and asses
uin eusen=” Setb el arc® ore dimensions are structure (for
i i ation, ©

paed inereee> . @ fopt of Inplemert i he social structure of a
example, team-basy giryctures), staff (managing the e

’ i ff believe, say,

i ip cross-ft_tionall ), style (everything that sta
roatons"? ctona™y) ), systems (for example,
hich determine the, ycome of an implemented strategy),
w

or example,
' e i io performance scorecards), schemes (f
sales service procet (giationship p

and retentior,qrams). ) ; d
IEmale ° CRM is focused on information system an
In an aspPe€ ¢ technology,

. 2001). It is
) rehouse (Ling & Yen,
CRM architectures.g mainly on customer wa d technology tools are the
. ciated tec
believed that custgr jnformation and the asso

g e outcomes O
h a successiu CRM strate y 1S built.
fol ndat{)[l llp()ll \C y T

157




4 [ € ayel o ol o
'J']iﬁ’]iu‘i«biﬂ'&l?l’]mﬂiLLRZﬁGﬂNﬂ'lﬂVﬂi U9 1 adiufi 1 nInNHYIadN — suINAN 2553

executing an effective CRM campaign are increased customer value, higha
customer retention, increased customer recruitment, and finally higher profitablil
Customer touch points are emphasized for the key for improving custom
relationship. Database marketing strategies that have driven direct mail and tel
services are becoming the core for CRM strategy development and informatlaf|
processing. A CRM strategy includes not only the integration of information and
customer touch points but the training and empowerment of employees and the
automation of systerris that facilitate customer interaction and communication.
Nevertheless, another interesting process-oriented CRM model of
framework - Payne & Frow framework - were demonstrated with the whole procesas
and shown with some applicable constructs. Payne and Frow elaborated mora

components and showed some relationships among those processes.

Payne & Frow CRM Framework

The conceptual framework for CRM strategy (Payne & Frow, 2005)
comprises 5 key components, illustrated in figure 1, including 1) strategy
development process, 2) value creation process, 3) information management
process, 4) multichannel integration process, and, lastly, 5) performance
assessment process. The concept covers the whole process of strategic
management thinking, starting from business and customer strategy to initiate
business vision, industry and competitive characteristics, through value analysis,
and utilizing information technology to facilitate the whole process, then executing
through many marketing communications directly to key individual customers and

finally, monitoring the outcomes with performance and shareholder results. Each
component has some supportive ideas as follows:

Strategy Development Process

This initial process consists of 2 parts - business strategy and customer
strategy. Business strategy must be considered first and developed to customer
strategy. It focuses on business vision and industry and competitive characteristics.

Customer Strategy is considered in an aspect of customer choice, customer
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sharacteristics and segment granularity. It involves examining the e.xistmg and
potential customer base and identifying which segmentation are appropriate.
1 rocess

o Cr::izogr:cess & a direct consequence of strategy development proc.ess. lst
involves extraction ard delivery of value. The Value the C')ustomer ?ec:rl;/e?rhle
exploring and determiing what value a company can provide to cus o:le t.hat :
Valué the Organizatibn Receives and Lifetime Value are a r.)ersp?m o
company must recognize and understand the customer value, |.ncll.,|d|ng cxlj o
acquisition, customer retention and particularly, customer ||fet|rT1e vzl usémng
organization should learn a profitability of customers from cross-selling, up

and building customer advocacy.

[ ent Process |
Informat::eM;::fmef;ion management process is concerned with the collectn.ort\,
collation, and use of customer data and information from all customer contact pomsz
to generate customer insight and appropriate marketing responses. The;cz:::jter
includes data reposiory [a company memory of customers], IT system

i ffice.
hardware, software, and middleware], analysis tools, and front and back o

Multichannel Integraiion Process . -
This process is notably recognized as the most critical process in
i mers. It
because it contacts, transfers and delivers all values directly to custo
’ i i ic commerce,
comprises sales force, outlets, telephony, direct marketing, electronic

and mobile commerze.

ssment Process .
Perform?hciz /:f::ess is established to ensure that CRM activities go to thi _”iht
direction and get the right performance. It comprises two ke)f components. l:uz,
shareholder resulls are the ultimate goal of CRM, including employee V nce;
customer value, shareholder value, and cost reduction. Seco.ndl.y, perf:rm;RM
monitoring is to sel up standards, metrics, and key performance indicators for }

particularly reflecting five main processes.
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A Conceptual Framework for CRM Strategy
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search Methodology
rch was designed to assess the hypothesis of this study. It

proach: the development of resear
d interpretation. Population and sam
iland), a new and smail company,
rticularly and executed marketing a
d with the reviewed framework. The

The resea
pllod a three-stage ap ch instrument, survey
nooss, and analysis an
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ples were the
established

ctivities

r CRM strategic direction, complie
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fiinmbers w
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The initial concept

ers, categorized into 4 groups, inclu

r, and Platinum Member, respectively.

ual framework, originated from payne and Frow, was

joviewed and proposed. The first draft of questionnaire was developed from this
{ramework. All questions, referred to i
ructs in Payne and Frow framework a

s, were created by using constructed
It wa

ndependent variables, were derived from key
gonst nd those questions, related to dependent
questions from earlier customer

variable
s tested and validated for
ewed by 5 key experts in

stionnaire was tested

loyalty measurement.
s, wording, and length as well as revi
evelopment. The second draft of que
stionnaires were distributed to 30
e bit change from the first draft. For th
nd the Cronbach’s alpha coefficient (O
led for the survey research. The first

retention and
comprehensivenes
CRM and questionnaire d
with the reliability. The que
wordings and sentences were a littl
it showed high reliability &

members. The
e result of
reliability test, ) is
0.9234. Thus, the final questionnaire was sett
face-to-face survey by questionnair
mail survey, mailed out to 77 memb
minding directly to the members was

process was e, distributed to 55 members. The
second one was ers. For the mail survey to
utilized to ensure the

members, telephone re
ere returned. The

feedback of questionnaire. Out of 77 mail-out questionnaires, 66 w!
total respondents were one hun

— five members were chosen - Wi

dred and twenty-one. Moreover, the qualitative
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Result
The analysis uses pasic statistics, including frequency, its percentage,
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ance 10 Y31
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Y =11 . = 978] i |
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farence 12: 527(per2) [R
’ B 7(sha2) + .

), and abov ter degree (2.5% J10(dat1) + 703(shat) - 3.917(
» and above master degree (2.5%
samples are between 10,000 to 19,999 Baht (27.7%), below 10,000 Baht (17
40,000 to 49,999 Baht, (16.8%), above 50,000 Baht (15.1%

' (o] [e] R = |
t (10.19 Customer Loyalty us(omeretenton

confidence interval, and multiple regression s

The samples have occupation as freelance or own busineas
employee (30.0%), housekeeper (15.0%
and student (

(
), government staff (8.3%), othars
1.7%). Their education are graduate (48.3%

), below graduate
master degree (18.3%

). The incomas |

), 30,000 to 39,900

i

). The members’ ages are mej
during 31 to 60 years old with 41 — 50 years old at 35.8%,

25.8%, 5

Factor
Construct

31 - 40 years ol
1 - 60 years old at 22.5%, above 60 years old at 10.0%,

at 3.3%, and below 18 years old at 2.5%.

preference 1 (Y31)
preference 3 (Y32)
preference 6 (Y33)

price Tolerance (Y26)
preference 12 (Y34)

18-30 yenrs

Recommendation (y27)

Repurchase Intention 1 (Y21)
Repurchase Intention 3 (Y22)
Repurchase Intention 6 (Y23)
Repurchase Intention 12 (Y24)
Cross-buying Intention (Y25)

results are as followings:

For basic statistics of independent and dependent variables for customer,

Aoy

I T I N N

Business Strategy Benefit (busl)
Standard (bus2) -
Consultation {bus3) -

Member activity {cus1)

Sevilopment
* The top five highest means of independent variables are benefit N

service (sha1), standard (bus2), newsletter convenience (dir1), and pro~'
(sha2) with 8.50, 8.47, 8.38, 8.32, and 8.31, respectively.

allie se Customer alue proposa crl!
V: verd)
Valu Val

ver2)
oduct value {
{joation Receives it

1o

s
g

* The top five highest means of dependent variables are benafll -

satisfaction (Y12), information satisfaction (Y13), design satisfactio

(Y15), convenience satisfaction (Y16), and variety satisfaction (Y14) with
8.30, 7.98, 7.74, 7.73, and 7.70, respectively.

° All means of independent and dependent variables are between 95%
confident interval.

For the results of multiple regression, as illustrated in table 1, after

combining the beta weight of all factors, the top five striking fag;tors affecting on

customer retention, are 1) profit (Performance Assessment), 2) data storage
(Information Management), 3) evaluation (Performance Assessment), 4) integration

(Multichannel Integration), and 5) SMS convenience (Multichannel Integration),

respectively. The equations of dependent variables are as following:

Multichannel

Integration

Value

Commerce

Mobile

Commerce

o(ganizalion

Receives

Consultant C. {sal1)

Consultant S. {sal2)
248

Telephony

Newsletter C. (dir1)

Direct Marketing

Electronic

Contact center C. (teld]

Contact center S. (tel2)

Newsletter S. (dir2)

®
l é

: ll
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" Data Repository Data storage (d:
- ; e (dat1]
agement | Analytical Tool Internet serve :
e (anal) -
v .
Performance Shareholder E"!(et e o) -

Service (shal)
Results Profit (sha2)

Perfor
‘mance Internet tech. (per1)
Monitoring i

luaton {get2}
-_ ! §

*Then
umbers show beta weight of each variable
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Customer Loyalty

Price Tolerance (v26)

Repurchase Intention 1 (v21)
Repurchase Intention 3 (Y22)
Repurchase Intention 6 (Y23)
Repurchase Intention 12 (Y24)
Cross-buying Intention (Y25)
Recommendation (Y27)

Assessment

T .
0 achieve customer loyalty, the to

. .
able 1, as 1) up p five factors are remarkably show In
i

e -selling (Value Creation), 2
satisfied (Multichannel Integration) 4)

_selli n
cross-selling (Value Creation) ew member

The equation
s of
customer loyalty are demonstrated as foll
ollowing:

Repurchase Intention 1: v21 = 13.012

) -13. + .39
46(out1) - 161(tel4) + -486(dir1) - 9

Repurchase Intention 3: Y22 = 9

.395(tel4) - .

o (cus1) + -200(ver3) + -275(vor2)
445(int1) + 1.186(sha1) [R2= 0 990]

424 + 1.695 .
" -695(vor1)
- 9(mco1) - 1.500(sha2) [R2= 0.945]
purchase Intention 6: Y23 = -1.8
.369(out1) - oo

- -325(vor3) + .388(sal1) .

(ver3) + 1
078(tel3) + 433(eco2) [R2= 0.975] )+ 1.043(vor3) - 322(da2) +

Repurchase Intention 12: Y24 = 778
= - - .217

76
S(eco2) - 171(meor) - (verl) + .169(vor2) + .661(vor3) +

CrOss_buying Fteni y 374(8”82) [R2 = 0979]
on: Y25 = .2 435
0.839] 435 +.992(vor3) + .708(
. mco2) - .616(int1) |
R2 =

Price Tolerance:
e: Y26 = -1
767 + 137(bus1) + 1.103(ver2) + 1 159(vor2)
; or2) - .577(vor4)

- 174(tel3) + .219(di

. 9(d|r2) - .529(

-Dz9(ecol) + .39

-678(dat1) - -270(ana2) [R2= 0.971] 4(eco2) + -480(eco4) - -194(mco1)

ReCOII endat = . =g
n lon to Oﬂle S: Y27 1 703 237 cus1) + 702 cr2) + 562 tel1
( )
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Ji(lol3) + .026(tel4) - 081(dir2) * 277(mco2) - 414(datl) - 226(ana2) *
W i(shat) [R2= 0.981]

Lanclusion
Customer relationship management (CRM) is the key marketing strategy to

sliongthen long-term relationship and enhance customer and shareholder value with
oy customers. The ultimate goal of CRM is to increase customer satisfaction,
sistomer retention, customer loyalty, and consequently company profitability. This
sludy shows CRM factors influencing on customer retention, and customer loyalty in
fipalth product business. Even if company profitability is not investigated, many
fesearches confirm relationship between those outcomes to company profitability
(Hallowell, 1996; Fornell et al., 1996; Reichheld, 1993; Reichheld and Kenny, 1996;
Reichheld et al, 2000; Keiningham et al., 2007). Payne and Frow's framework,

being the masterpiece of the study, is a process-oriented CRM so they are all

integrated to successfully implement CRM. Five processes of this study — strategy

development, value creation, multichannel integration, information management, and

performance assessment — have each role to execute CRM.

Starting from strategy development, the company has to initiate both
pusiness and customer strategy to generate consequences of CRM. If top

managers do not pay enough attention to establish CRM as the key strategic driver,

the operation of CRM will be failed. In this study, this process has not shown

outstanding role but an effect to CRM outcomes.

Value creation, particularly cross-selling, up-selling, product value, and new

member, significantly plays an important role in CRM outcomes, especially customer

loyalty. Customers perceive the value from the company and company does vice

versa.

Multichannel integration, known as

integration of all contact points with

customers, shows not a potential role in health business in this research.

Nevertheless, qualitative research finds those shop and booth exhibitions are the

crucial way to enroll the company members as well as newsletter is the materials fit

to these market targets.
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work. Osarenkhoe and Bennani (2007) expressed that the implementation of

including structure, staff, style, systems, and

M has five core dimensions,
ered in tactical execution.

o the results in this study are not consid

research has a tendency toward attitudinal outcomes, not behavioral

study has been implemented in a real situation. Customers,

i culture, usually answer a questionnaire more positive than it

me can be perceived much better than the company has

with Thai culture, key customer touch points, creating a

_to-face basis, such as booth
bviously

usiness should be face
ustomers, outlet or shop, and sales force. O
mbers can be enrolled from booth exhibition in

s, the right channel in health product business

¢hn be determined.

Limitation

The research generated rather attitudinal outcomes, not behavioral ones,

n in implementation study. Some results were much petter than actual
mes. For example, the company jaunched

m, but customers felt very impressive with t
might be an issue. Moreover, intervention

a few campaigns Of CRM loyalty

he company concerning this

ai culture — consideration —
period — around six months —was another point of research limitations. However, if
h more available to put CRM campaigns, the outcomes could be
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portantly, CRM implementation in a real business takes a lot

stment to achieve CRM outcomes. Some loyalty campaigns

establish CRM but they did not because of budget

seen clearly. More im
of effort, time, and inve
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nts in new company needed much more money to

m development of the company. Howev

earning for executing CRM campaign in a real
if the

constraints. Some investme
er, the

support the structure and tea

research results can be the case |

business or in a different market situation. To develop the next research,

research put more effort in period of CRM activities, the outcomes would be

demonstrated clearly and shown more findings of the influencers.
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