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Abstract

A lot of benefits could be gained when implementing customer relationship
management such as increased customer satisfaction, customer loyalty and often
organizational benefits. Customer relationship management (CRM) refers to a system
which manages the interactions of organizations with future customers as well as
existing customers. The main purpose of this thesis was to develop an understanding
of the effect of a contextual, organizational, individual and system factors on
customer satisfaction of CRM implementation in public sector in Oman. The data
collection measurement of this study is a survey questionnaire which is distributed to
the employees who is working in organizations which implemented CRM system in
the public sector. A total of 562 questionnaires were distributed to the respondents,
407 were returned and 356 cases were used for the analysis. The data collected is
tested and analyzed by using the SPSS and Partial Least Squares (PLS). The study has
presented empirical evidence for the influence and effect of variables on the
implementation of CRM system in the public sector such as the significant effect of
top management support, customer centered orientation, change management, end
user training and data quality towards the Customer Satisfaction through the both
mediators Output Quality and Perceived Quality.

This research provides a framework for studying the factors that affect CRM
implementation through three previous theories and models (Expectation
Disconfirmation Theory; An Integrated Model of CRM Implementation and a Model
of Critical Success Factors for Public Sector CRM Implementation). Besides that, this
research is one of very few CRM system implementation studies in the Middle East
region. Also, there is a lack of research regarding the implementation of CRM in the
Public Sector in Oman. Furthermore, the findings are also important for the Omani
government if it seriously desires Oman to improve customer satisfaction with
government services.

Keywords: Customer Relationship Management, Customer Satisfaction, Top
Management Support, Customer Centered Orientation, and Change Management.



Abstrak

Banyak manfaat yang boleh didapati apabila pengurusan perhubungan pelanggan
dilaksanakan antaranya mendorong peningkatan tahap kepuasan pelanggan,
mendorong kesetiaan pelanggan dan memberi manfaat kepada organisasi. Pengurusan
perhubungan pelanggan (CRM) merujuk kepada satu sistem yang menguruskan
interaksi antara sesebuah organisasi degnan bakal pelanggan dan juga pelanggan sedia
ada. Tujuan utama tesis ini adalah untuk memberi kefahaman tentang kesan faktor
kontekstual, organisasi, individu dan sistem kepada tahap kepuasan pelanggan
terhadap pelaksanaan CRM dalam sektor awam di Oman. Kaedah pengumpulan data
bagi kajian ini adalah berbentuk soalan tinjauan yang telah diedarkan kepada pekerja-
pekerja yang bekerja di dalam organisasi yang melaksanakan sistem CRM di sektor
awam. Soalan tinjauan telah diedarkan sebanyak 562 kepada responden, 407 telah
dikembalikan dan sebanyak 356 kes telah digunakan untuk analisis data. Data yang
dikumpulkan telah diuji dan dianalisa menggunakan perisian SPSS dan Kuasa Dua
Terkecil Separa (PLS). Hasil kajian menunjukkan terdapat bukti empirikal terhadap
pengaruh dan kesan pembolehubah kepada pelaksanaan sistem CRM di sektor awam
antaranya kesan signifikan terhadap sokongan pengurusan atasan, orientasi
berpusatkan pelanggan, pengurusan perubahan, latihan pengguna dan kualiti data ke
arah Kepuasan Pelanggan melalui kedua-dua perantaraan Kualiti Pengeluaran dan
Kualiti Dampak hasil dari kepuasan pelanggan terhadap pelaksanaan CRM dalam
sektor awam.

Kajian ini menyediakan rangka kerja untuk mengkaji faktor-faktor yang
mempengaruhi pelaksanaan CRM melalui tiga teori dan model-model terdahulu
(Teori Ketidaksahan Jangkaan; Sebuah Model Intergrasi Terhadap Pelaksanaan CRM
dan Model Faktor Kejayaan Kritikal Terhadap Pelaksanaan CRM dalam Sektor
Awam). Selain itu, kajian ini merupakan satu daripada beberapa kajian yang mengkaji
tentang pelaksanaan sistem CRM di wilayah Timur Tengah ini. Malah, terdapat
kekurangan kajian berkenaan pelaksanaan CRM dalam Sektor Awam di Oman.
Tambahan lagi, dapatan kajian ini juga sangat penting kepada kerajaan Oman jika ia
benar-benar mahu Oman menambahbaik tahap kepuasan pelanggan terhadap
perkhidmatan kerajaan.

Kata Kunci: Pengurusan Perhubungan Pelanggan, Kepuasan Pelanggan, Sokongan

Pengurusan Atasan, Orientasi Berpusatkan Pelanggan, dan Pengurusan Terhadap
Perubahan
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CHAPTER ONE

INTRODUCTION

1.1 Introduction

Information technology systems are very important for a country’s development and
growth. Also, it is important for every country as they affect both business and society.
Almost all aspects of daily life have been influenced by information technology, such as:
economy, health, education, communication and entertainment fields (Ramey, 2012). For
instance, in the economy, when computers and system software were first introduced and
used, the business world changed, and no organization could survive without the

technology.

Oman has set plans in phases every five year since 1976. Every phase of five year plan
focusses on different aspects of development. The 8th five-year plan (2011-2015),
emphasizes “the establishment of knowledge pillars which in turn will improve overall
productivity and competitiveness of the economy. The Government has given special
adherence to speed the implementation of Oman Digital society and Scientific Research.
The Eighth Plan also gave emphasis on the creation of efficient Government

administration and up gradation of statistics” (GBCM, 2011, p.13).
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APPENDIX A

Pilot study analysis

1- Factor analysis: Customer Satisfaction

Component
Matrix®

Component

1
Cs1 .820
CS2 .917
Cs3 .927
CS4 .817
Extraction Method:
Principal Component
Analysis.
a. 1 components
extracted.

Reliability: Customer Satisfaction

Case Processing Summary

N %
Cases Valid 91 100.0
Excluded? 0 .0
Total 91 100.0

a. Listwise deletion based on all variables in the

procedure.
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Reliability Statistics

Cronbach's
Alpha

N of Items

.890

2- Factor analysis: Output Quality

Component Matrix?

Component

1 2
OoQ1 .206 .619 577
0Q2 .566 449 .337
0oQ3 .563 480 -.034
0Q4 .595 162 -.542
0Q5 .609 .306 -.346
0Q6 .689 -114 257
OoQ7 .540 .228 -471
0Q8 726 -.406 161
0Q9 .817 -.196 -.045
0Q10 .793 -.376 .185
OQ11 770 -.295 121

Extraction Method: Principal Component

Analysis.

a. 3 components extracted.
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Component Matrix?

Component

1
0Q2 .549 .198
0Qs3 .555 443
0Q4 .600 436
0Q5 .606 436
0Q6 .684 -.246
0Q7 545 467
0Q8 734 -.409
0Q9 .823 -.122
0010 797 -413
0011 774 -.306
Extraction Method: Principal
Component Analysis.
a. 2 components extracted.
Component Matrix?

Component

1
0Q2 .548 .309
0Q3 541 .540
0Q4 .580 466
0Q5 .588 476
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0Q6 .694 -.220
0Q8 759 -.347
0Q9 .825 -.096
0Q10 .819 -.372
OQ11 .789 -.268
Extraction Method: Principal
Component Analysis.
a. 2 components extracted.
Component Matrix?

Component

1
0Q2 .515 .093
0Q4 .567 .658
0Q5 .576 .644
0Q6 .702 -.200
0Q8 771 -.335
0Q9 .823 -.076
0Q10 .850 -.249
0OQ11 .814 -.146

Extraction Method: Principal

Component Analysis.

a. 2 components extracted.
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Component

Matrix®

Component

1
0Q2 521
0Q5 .529
0Q6 729
0Q8 .795
0Q9 .820
0Q10 .867
0Q11 .819

Extraction Method:

Principal Component

Analysis.

a. 1 components

extracted.

Reliability: Output Quality

Case Processing Summary

Cases

N %
Valid 91 100.0
Excluded? 0 .0
Total 91 100.0
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a. Listwise deletion based on all variables in the

procedure.

Reliability Statistics

Cronbach's

Alpha N of ltems

.858

3- Factor analysis: Perceived Quality

Component Matrix?

Component

1 2
PQ1 752 -.170
PQ2 .694 -.232
PQ3 681 -.347
PQ4 .703 -.484
PQ5 775 -.461
PQ6 783 -.044
PQ7 .719 179
PQ8 .600 311
PQ9 .603 144
PQ10 357 541
PQ11 .646 .587
PQ12 .659 429
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Extraction Method: Principal

Component Analysis.

a. 2 components extracted.

Component Matrix?

Component

1 2
PQ1 761 -.134
PQ2 715 -.118
PQ3 704 -.317
PQ4 741 -.438
PQ5 .810 -.397
PQ6 .788 .031
PQ7 .707 .296
PQ8 .565 .261
PQ9 .603 .326
PQ10 314 .613
PQ12 .619 461

Extraction Method: Principal

Component Analysis.

a. 2 components extracted.

Component Matrix?

Component
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1 2
PQ1 760 -.180
PQ2 715 -.146
PQ3 714 -.283
PQ4 754 -.398
PQ5 822 -.364
PQ6 783 -.002
PQ7 705 413
PQ8 560 325
PQ9 594 334
PQ12 614 608

Extraction Method: Principal

Component Analysis.

a. 2 components extracted.

Component
Matrix?

Component

1
PQ1 776
PQ2 724
PQ3 734
PQ4 778
PQ5 .844
PQ6 781
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PQ7 674

PQ8 535

PQ9 582

Extraction Method:
Principal Component

Analysis.

a. 1 components

extracted.

Reliability: Perceived Quality

Case Processing Summary

N %
Cases Valid 91 100.0
Excluded? 0 .0
Total 91 100.0

a. Listwise deletion based on all variables in the

procedure.

Reliability Statistics

Cronbach's

Alpha N of Items

.877 9

4- Factor analysis: Change management
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Component Matrix?

Component

1 2
CM1 371 .693
CM2 767 .458
CM3 .817 .293
CM4 .843 .162
CM5 .879 -.118
CM6 .834 -.340
Cwm7 .793 -.423
CM8 771 -.340
Extraction Method: Principal
Component Analysis.
a. 2 components extracted.
Component Matrix?

Component

1 2
CM2 747 490
CM3 .813 .458
CM4 .842 .300
CM5 .886 -.036
CM6 .844 -.368
CM7 .808 -.432
CM8 .780 -.384
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Extraction Method: Principal

Component Analysis.

a. 2 components extracted.

Component
Matrix®

Component

1
CM3 775
CM4 .823
CM5 .890
CM6 .871
CM7 .843
CM8 .806
Extraction Method:
Principal Component
Analysis.
a. 1 components
extracted.
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Reliability: Change management

Case Processing Summary

Cases

N %
Valid 91 100.0
Excluded? 0 .0
Total 91 100.0

a. Listwise deletion based on all variables in the

procedure.

Reliability Statistics

Alpha

Cronbach's

N of ltems

912

5- Factor analysis: CRM Data

Component Matrix?
Component
1
DATA1 767
DATA2 .560
DATA3 .806
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DATA4 .831

DATAS .580

DATAG .763

Extraction Method:
Principal Component

Analysis.

a. 1 components

extracted.

Reliability: CRM Data

Case Processing Summary

N %
Cases Valid 91 100.0
Excluded? 0 .0
Total 91 100.0

a. Listwise deletion based on all variables in the

procedure.

Reliability Statistics

Cronbach's

Alpha N of ltems

.817 6

6- Factor analysis: Customer centered orientation
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Component Matrix?

Component

1 2
CCO1 .801 -.196
CCO2 .855 -.277
CCO3 .879 -.131
CCO4 .889 -.082
CCO5 .783 .308
CCO6 .388 .877

Extraction Method: Principal

Component Analysis.

a. 2 components extracted.

Component
Matrix?

Component

1
CCO1 .812
CCO2 .872
CCOo3 .886
CCO4 .894
CCO5 762
Extraction Method:
Principal Component
Analysis.
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a. 1 components

extracted.

Reliability: Customer centered orientation

Case Processing Summary

Cases

N %
Valid 91 100.0
Excluded? 0 .0
Total 91 100.0

procedure.

a. Listwise deletion based on all variables in the

Reliability Statistics

Alpha

Cronbach's

N of Items

.899
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7- Factor analysis: Top management support

Component
Matrix?

Component

1
TMS1 .738
TMS2 .913
TMS3 .847
TMS4 .918
TMS5 .862
TMS6 .850
TMS7 .735
Extraction Method:
Principal Component
Analysis.
a. 1 components
extracted.

Reliability: Top management support

Case Processing Summary
N %
Cases Valid 91 100.0
Excluded? 0 .0
Total 91 100.0
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a. Listwise deletion based on all variables in the

procedure.

Reliability Statistics

Cronbach's
Alpha

N of Items

.928

8- Factor analysis: Training

Component Matrix?

Component

1 2
TRAINING1 .800 -.187
TRAINING2 .820 -.145
TRAINING3 .397 759
TRAINING4 .688 147
TRAININGS .306 .802
TRAINING6 74 -.192
TRAINING7 .810 -.285

Extraction Method: Principal

Component Analysis.

a. 2 components extracted.
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Component Matrix?

Component

1 2
TRAINING1 .815 -.002
TRAINING2 .835 .102
TRAINING3 342 .855
TRAINING4 677 234
TRAINING6 .782 -.293
TRAINING7 .824 -.372

Extraction Method: Principal

Component Analysis.

a. 2 components extracted.
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Component Matrix?

Component

1
TRAINING1 .816
TRAINING2 .832
TRAINING4 .665
TRAINING6 792
TRAINING7 .845

Extraction Method: Principal

Component Analysis.

a. 1 components extracted.

Reliability: Training

Case Processing Summary

N %
Cases Valid 91 100.0
Excluded? 0 .0
Total 91 100.0

a. Listwise deletion based on all variables in the

procedure.
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Reliability Statistics

Cronbach's

Alpha N of ltems

.850 5
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APPENDIX B

Analysis Questionnaire

You are invited to participate in this questionnaire, about the implementation of
Customer Relationship Management system in Public Sector in Oman. I will be appreciated
for your cooperation and answering the questionnaire. In this questionnaire, I would like to
ask about the factors that affect the implementation of Customer relationship management
system in Public Sector. With your cooperation, I can generate report regarding the best way
to implement customer relationship management system in public sector which will enhance
the society satisfaction regarding the government services.

The information you provided will be strictly confidential and the result of this
research will be used for academic purposes.

The time expected for this questionnaire is 10 minutes, and your answer is important
for my study, thank you very much for your cooperation. If you have any comment or
question regarding this research, please let me know:

Name: Ahmed Said Al Arafati
University: University Utara Malaysia
E-mail: ahmed.arafati@hotmail.com
3ol ple g b s sJIpbl BJIB 1Y) sl (Bslalsr Gl g & LEadadegs sdishs
255 @ldlalsgduad codl 25l o gtaddbe s gaiuddbs & Bugd) b8 LR s adalf cidiian (Sl Olag
CIEAIE N O B ik Joand) Wi Cod Codp syt £a.pg Ug bl dpeUciad 30 pllicesk @J
Sepdrdulatdes @uedobeed lvauigsom sleletbdled sl

Ao B ohdlell L2l g it ddde B g st il ais uanm I s al edas

S Bedee ko 13 el g ik cdpediae s gl g (k310 9 O seaUBUE Bgaiaad
el gs gt A3 J gz ) uedsd

el g dsg oprl 1p0ad)
S olcbiedz sSealed

ahmed.arafati@hotmail.com :cg<dl 25



Demographic Information

Gender
( ) Male
Jrx

Age sagd
( ) 20-30 ( ) 31-40 (

Level of education ¢psJgs samad)

( ) High school ( ) College
Salg B g asdza
( ) Master degree ( ) PhD
JeEuzA B gy

Experience 5 _¢&J

( ) Less than five years (
Sl saud Cp Jd)

( ) 11-15 years (
3OS -11

Your position <ol

( ) General Manager (
PIE St

( ) Department Manager (
3isla s

289

) 41-50 ( ) 51 & more

( ) Bachelor's degree

g 98l

) 5-10 years
<50 0-5
) 16 years or more

BUA6 Cp sadl)

) Vice of General Manager
PIE Jef idc

) Employee
il ga



Strongly Disagree Neutral Agree Strongly
disagree . - Agree
. . Gdi) J) Jalgg (il

Customer Satisfaction 5ty aclisl J) 3k il
1 2 3 4 5

Overall, I am satisfied with government services

experience.

3padtd datde seELg oAb pig Jdie

I will be happy to have the government services

again.

L5Jti 3\)@ 3¢Jdtd Q\‘adt‘j ‘é‘aht‘.wr\.\‘é&wjﬁbu

You would recommend the government service to

others.

s &) B b gpditlalpadd el s L dTuad)

Considering the type of government unit, the

quality of service was excellent.

B Jlcpacoll g d Bas Sepdrli sl £a0 o Lol
Strongly Disagree | Neutral | Agree Strongly
disagree - - Agree

cadag) J) Jilgg (a=illy

Output Quality Bauiysdil Bat 3l

1 2 3 4 5

My organization employees are well dressed and
appear neat.

s BE@S madle Qg dis o Uag) s Bag oJ sadogled

My organization is dependable.

o i@ Magd) (lagseln g b 8]

When implementing CRM system, the
organization provide the service at the time it
promises to do so.

slag Jl 38 1A alBige Jadpad &3 d s dEd adBuds i

Employees of my organization tell customers
exactly when service will be performed.

eﬁgq@-heuhéd\e&dmﬁt@w 88) bz oJ il
S?é tJ A‘gdo
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Employees of my organization give prompt service
to customers.

sdlagdigsam B¢ Qs oo de) bz ) silis,

10.

Employees of my organization are always willing to
help customers.

Bag \madNE S lats)pe Jow g b o) il
Fd‘e&d\

11.

Employees of my organization are never too busy
to respond to customer requests promptly.

lsa s Qo dg) sz sd seiliy il &
sdlagl

Perceived Quality

When implementing CRM system:
Gd\e&USJ\J! 9‘50315653308

Strongly
disagree

Bagskn 3ls) J)

Disagree

i) )

Neutral

dgg

Agree

3l

Strongly
Agree

Saghageill

1

5

12.

The organization is dependable when providing
services

13.

The organization has staff who are technically able
to perform the service.

Basgd o1d o oo NG el b aliciad

14.

Reports prepared by the organization are easily to
understand

salicpdlo gl o s i L ol

15.

The organization provides prompt service

B it s B!

16.

The organization provides timely service

17.

The customers experienced confidentially in
transactions with the employees of the organization

Sadipd dise o Jolgd gL sdlbedlg b
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18.

The employees of the organization received enough
support from their organization to perform their
task well

poplop s 1adipe Cialicigi o 2 Cp il 3 pbicall iy s s
3 i

19.

The service offered by the organization is
appropriate with the fees charged

Bua dd pscu g ootk Blgd 1o pdd Lap 3

20.

The organization has modern equipment with
latest information technology

G icha g a Bl g g abadici) ddtacs

Change management

When implementing CRM system:
sJlag U513 allacd sdicie

Strongly
disagree

B30 key 5l J)

Disagree

i) )

Neutral

dgg

Agree

3l

Strongly
Agree

a3l

1

5

21.

There is a commitment to change-perseverance
and determination.

s ko a g p) A0

22.

There is Business process re-engineering to match
the new software.

sz d gl Gl ol | g d)) Boude B gl AdCe

23.

There is an Analysis of user feedback

et e dediadlgge e

24.

There is User education and training.

B p ot pdi 3 puhn din.

25.

There is User support and involvement.

A Uast Cudde 2 e

26.

There is IT workforce re-skilling.

O elsadalasdal lszdddaigle ad Sge e doe
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CRM Data

Strongly
disagree

Sa il J)

Disagree

i) )

Neutral

digg

Agree

Strongly
Agree

Ba kg 3l

1

5

27.

The CRM system provides accurate information
about customers

sl Uog Blsaulasd e Bl g

28.

Information on the CRM system should be
completed

£Jlg Sl BJIE 1) pllagiouir sl Ca gl Jladiond s ots

29.

Information about customers on the CRM system
is a be up to date

I plicisd BasE pd sJIEUCE 38 adtasdal
Jpepddoi aga sdlagd)

30.

The Information provided by the CRM system is
understandable

5 90 i Jlag Ul 301 plBidadpd pd o sl

31.

The CRM system should provide information
whose content meets customers need

sdlagUiplecr) uadidilasd e plied sdgol wg

32,

The CRM system provides the target reports
Baghad L@l FHBIBY) g

293




Customer centered orientation

When implementing CRM system:
sJlagUB 1) alBCR sitsp

Strongly
disagree

830k 3l )

Disagree

i) )

Neutral

digg

Agree

il

Strongly
Agree

B sy il

1

5

33.

We encourage customer comments and complaints
because they help us to do a better job

pediad 108 )ous Ldls 1AL sdlag Ui s g7 ko Crd
Joacilpges

34.

We have a strong commitment to our customers

10deEd 5338 ol Il gh

35.

We are always looking at ways to create customer
value in our services

IORE bdladia s b OF STRGlINTO

36.

We are fast to detect changes in our customers’
service preferences.

s 1o L o LRp S dd dysatidie Sollla O ¢ oo

37.

Data on customer satisfaction is disseminated at all
levels in this organization on a regular basis

oo il Sipg sptisd sdbEd loa e SIdeddiipe
$299 Jdida Bl

Top management support

Strongly
disagree

530k 3l J)

Disagree

i) )

Neutral

digg

Agree

Strongly
Agree

B sy 58

1

5

38.

When implementing the system, top level
management involvement is strong

85 g8 uudr \gls ) Bl dacidalBl) dabacye

39.

Top management is interested in CRM
implementation

sdagd g 81 dsdgudata 1 g5 1)
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40.

Top management understand the importance of
CRM

sdlag U @Ig 813 B sael & jac gli)s lad)

41. | Top management support the CRM
implementation
sdbed < BIIEB N At 18 1ad) af A
42. | Top management consider CRM as a strategic
resource
ST AUga £ Jped G 81 e BN s
43. | Top management understand CRM opportunities
£ lag Ul 38 51 oa s §esa) | @ U5 1a0) po i
44. | Top management keep the pressure on operating
units to work with CRM
5 ¢ Jalld gl wlag s d bEoddaits a3 \dded)
sdlagUsladie
Training S?rongly Disagree | Neutral | Agree | Strongly
disagree . .« | Agree
a=illsd) Jilgca =)
When implementing CRM system: Bagtiegicills ) Byt (il
Fd\@&USJ\.\! a‘.ﬁ@ém 1 2 3 4 5
45. | The training activities should be planned from the
beginning
Bglalfice eudibebElstos
46. | The training is provided for developing the skills
and knowledge needed to perform software
managerial and technical roles
219300 £1i3a SIS Eads <l e ad s skadngichysid @ s
Ea Codld (aidbgg 1]
47. | The organization should follow a written

organizational policy to meet its training needs

lo s B gl g sy S Sliciadp adi g s
Qe
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48.

There Should be a measurement used to determine
the quality of the training program

s B 57 A Do spsd v s o st

49.

The training program activities should be reviewed
with senior management on a periodic basis

299 S b U8 4130 £a @i 3k al bl oA o sfe
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