
The copyright © of this thesis belongs to its rightful author and/or other copyright 

owner.  Copies can be accessed and downloaded for non-commercial or learning 

purposes without any charge and permission.  The thesis cannot be reproduced or 

quoted as a whole without the permission from its rightful owner.  No alteration or 

changes in format is allowed without permission from its rightful owner. 

 



 

THE EFFECT OF A CONTEXTUAL, ORGANIZATIONAL, INDIVIDUAL 

AND SYSTEM FACTORS ON CUSTOMER SATISFACTION OF CRM 

IMPLEMENTATION IN PUBLIC SECTOR IN OMAN 

 

 

 

 

 

 

 

AHMED SAID AL ARAFATI 

 

 

 

 

 

 

 

DOCTOR OF PHILOSOPHY 

UNIVERSITI UTARA MALAYSIA 

OCTOBER 2020 



 

THE EFFECT OF A CONTEXTUAL, ORGANIZATIONAL, INDIVIDUAL 

AND SYSTEM FACTORS ON CUSTOMER SATISFACTION OF CRM 

IMPLEMENTATION IN PUBLIC SECTOR IN OMAN 

 

 

 

 

 

 

 

By 

AHMED SAID AL ARAFATI 

 

 

 

 

 

 

 

Thesis Submitted to 

Othman Yeop Abdullah Graduate School of Business, 

Universiti Utara Malaysia, 

in Fulfillment of the Requirement for the Degree of Doctor of Philosophy 







i 

 

Permission to use  

 

In presenting this thesis in fulfilment of the requirements for a postgraduate degree 

from Universiti Utara Malaysia, I agree that the University Library may make it freely 

available for inspection. I further agree that permission for the copying of this thesis 

in any manner, in whole or in part, for scholarly purpose may be granted by my 

supervisor(s) or, in their absence, by the Dean of Othman Yeop Abdullah Graduate 

School of Business. It is understood that any copying or publication or use of this 

thesis or parts thereof for financial gain shall not be allowed without my written 

permission. It is also understood that due recognition shall be given to me and to 

Universiti Utara Malaysia for any scholarly use which may be made of any material 

from my thesis. 

 

Requests for permission to copy or to make other use of materials in this thesis, in 

whole or in part should be addressed to: 

 

Dean of Othman Yeop Abdullah Graduate School of Business 

Universiti Utara Malaysia 

06010 UUM Sintok 

Kedah Darul Aman 

 

 

 



ii 

 

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. 
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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 

Matrixa 

 

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 

Excludeda 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 4 

 

 

2- Factor analysis: Output Quality 

Component Matrixa 

 

Component 

1 2 3 

OQ1 .206 .619 .577 

OQ2 .566 .449 .337 

OQ3 .563 .480 -.034 

OQ4 .595 .162 -.542 

OQ5 .609 .306 -.346 

OQ6 .689 -.114 .257 

OQ7 .540 .228 -.471 

OQ8 .726 -.406 .161 

OQ9 .817 -.196 -.045 

OQ10 .793 -.376 .185 

OQ11 .770 -.295 .121 

Extraction Method: Principal Component 

Analysis. 

a. 3 components extracted. 
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Component Matrixa 

 

Component 

1 2 

OQ2 .549 .198 

OQ3 .555 .443 

OQ4 .600 .436 

OQ5 .606 .436 

OQ6 .684 -.246 

OQ7 .545 .467 

OQ8 .734 -.409 

OQ9 .823 -.122 

OQ10 .797 -.413 

OQ11 .774 -.306 

Extraction Method: Principal 

Component Analysis. 

a. 2 components extracted. 

 

 

Component Matrixa 

 

Component 

1 2 

OQ2 .548 .309 

OQ3 .541 .540 

OQ4 .580 .466 

OQ5 .588 .476 
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OQ6 .694 -.220 

OQ8 .759 -.347 

OQ9 .825 -.096 

OQ10 .819 -.372 

OQ11 .789 -.268 

Extraction Method: Principal 

Component Analysis. 

a. 2 components extracted. 

 

 

Component Matrixa 

 

Component 

1 2 

OQ2 .515 .093 

OQ4 .567 .658 

OQ5 .576 .644 

OQ6 .702 -.200 

OQ8 .771 -.335 

OQ9 .823 -.076 

OQ10 .850 -.249 

OQ11 .814 -.146 

Extraction Method: Principal 

Component Analysis. 

a. 2 components extracted. 
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Component 

Matrixa 

 

Component 

1 

OQ2 .521 

OQ5 .529 

OQ6 .729 

OQ8 .795 

OQ9 .820 

OQ10 .867 

OQ11 .819 

Extraction Method: 

Principal Component 

Analysis. 

a. 1 components 

extracted. 

 

Reliability: Output Quality 

 

 

Case Processing Summary 

 N % 

Cases Valid 91 100.0 

Excludeda 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 

.858 7 

 

 

3- Factor analysis: Perceived Quality 

Component Matrixa 

 

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 Matrixa 

 

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 Matrixa 

 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 

Matrixa 

 

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 

Excludeda 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 Matrixa 

 

Component 

1 2 

CM1 .371 .693 

CM2 .767 .458 

CM3 .817 .293 

CM4 .843 .162 

CM5 .879 -.118 

CM6 .834 -.340 

CM7 .793 -.423 

CM8 .771 -.340 

Extraction Method: Principal 

Component Analysis. 

a. 2 components extracted. 

 

 

Component Matrixa 

 

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 

Matrixa 

 

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 

 N % 

Cases Valid 91 100.0 

Excludeda 0 .0 

Total 91 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

 

 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.912 6 

 

 

 

5- Factor analysis: CRM Data 

 

Component Matrixa 

 

Component 

1 

DATA1 .767 

DATA2 .560 

DATA3 .806 
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DATA4 .831 

DATA5 .580 

DATA6 .763 

Extraction Method: 

Principal Component 

Analysis. 

a. 1 components 

extracted. 

 

 

Reliability: CRM Data 

 

Case Processing Summary 

 N % 

Cases Valid 91 100.0 

Excludeda 0 .0 

Total 91 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

 

 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.817 6 

 

 

6- Factor analysis: Customer centered orientation 
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Component Matrixa 

 

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 

Matrixa 

 

Component 

1 

CCO1 .812 

CCO2 .872 

CCO3 .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 

 N % 

Cases Valid 91 100.0 

Excludeda 0 .0 

Total 91 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

 

 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.899 5 
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7- Factor analysis: Top management support 

 

Component 

Matrixa 

 

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 

Excludeda 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 7 

 

 

8- Factor analysis: Training 

 

 

Component Matrixa 

 

Component 

1 2 

TRAINING1 .800 -.187 

TRAINING2 .820 -.145 

TRAINING3 .397 .759 

TRAINING4 .688 .147 

TRAINING5 .306 .802 

TRAINING6 .774 -.192 

TRAINING7 .810 -.285 

Extraction Method: Principal 

Component Analysis. 

a. 2 components extracted. 
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Component Matrixa 

 

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 Matrixa 

 

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 

Excludeda 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 

.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 

في سلطنة   يطيب لي دعوتكم للمشاركة في هذا االستبيان حول تطبيق نظام إدارة عالقات العمالء في القطاع العام 

ن استخلص العوامل التي تؤثر  في هذا االستبيان، أود أ. سأكون ممتنا لتعاونكم والمشاركة في اإلجابة على هذا االستبيان.  عمان

مع مشاركتكم، يمكنني استخالص أفضل طريقة لتنفيذ نظام إدارة عالقات  . ي القطاع العامعلى تنفيذ نظام إدارة عالقات العمالء ف

مما سيعزز رضا المجتمع فيما يتعلق بالخدمات الحكومية .  العمالء في القطاع العام   

 

ة هذا البحث لألغراض األكاديمية فقط ستكون المعلومات سرية وسيتم استخدام . نتيج  

 

ان هو  مة لدراستي، وشكرا جزيال لتعاونكم 10الوقت المتوقع لهذا االستبي إذا كان لديك أي تعليق أو  . دقائق، وإجابتك مه

ل هذا البحث، يشرفني تواصلك  : استفسار حو  

 

أحمد سعيد العرفاتي : االسم  

جامعة أوتارا ماليزيا : الجامعة   

 ahmed.arafati@hotmail.com: إللكتروني البريد ا
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Demographic Information 
 

Gender   
(  ) Male       (  ) Female 

 انثى            ذكر                

 

Age العمر     
(  ) 20-30   (  ) 31-40   (  ) 41-50           (            ) 51 & more 

 

 

Level of education تعليمي  المستوى ال   

(  ) High school     (  ) College  (  ) Bachelor's degree 

مة  نوثا    ية عا دبلوم          بكالوريس       

 (   ) Master degree  (  ) PhD 

 دكتوراة        ماجستير  

 

 

Experience الخبرة     
(  ) Less than five years     (  ) 5-10 years  

سنوات 5اقل من     سنوات 5-01          

(  ) 11-15 years     (  ) 16 years or more 

سنة    15 -11    سنة  16اكثر من              

 

Your position المنصب    
(  ) General Manager    (  ) Vice of General Manager 

ئب مدير عام نا      مدير عام     

 (  ) Department Manager   (  ) Employee 

 موظف        مدير دائرة   
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Customer Satisfaction 

Strongly 
disagree 

 ال أوافق بشدة 

Disagree 

 ال اوافق 

Neutral 

 متعادل 

Agree 

 أوافق 

Strongly 
Agree 

 أوافق بشدة 

1 2 3 4 5 

1.  Overall, I am satisfied with government services 
experience. 

ية ، انا راضي عن تجربتي بالخدمات الحكومبشكل عام  

     

2.  I will be happy to have the government services 
again. 

ة مرة أخرى ياً الستخدامي الخدمات الحكومسعيد ونسأك  

     

3.  You would recommend the government service to 
others. 

استخدام الخدمات الحكومية مرة اخرى ب  انصح االخرين  

     

4.  Considering the type of government unit, the 
quality of service was excellent. 

دة الخدمة كانت ممتازة وحدة الحكومية، جوال بالنظر إلى نوع   

     

 

  
Output Quality 

Strongly 
disagree 

 ال أوافق بشدة 

Disagree 

 ال اوافق 

Neutral 

 متعادل 

Agree 

 أوافق 

Strongly 
Agree 

 أوافق بشدة 

1 2 3 4 5 

5.  My organization employees are well dressed and 
appear neat. 

بها، يظهرون بمالبس انيقة ونظيفةوحدة التي اعمل ال العاملين لدى  . 

     

6.  My organization is dependable. 

ماد عليها الوحدة التي اعمل بها يمكن االعت  

     

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

مالء لعنظام إدارة عالقات ا م الخدمة في الوقت المحدد لها يقدلت  يؤدي   

     

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

تى سيتم  العمالء بالضبط م  يخبرونموظفي الوحدة التي اعمل بها، 
دمةتنفيذ الخ  . 
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9.  Employees of my organization give prompt service 
to customers. 

 .موظفي الوحدة التي اعمل بها، يوفرون خدمة سريعة للعمالء

     

10.  Employees of my organization are always willing to 
help customers. 

، هم دائم ا على استعداد لمساعدة  موظفي الوحدة التي اعمل بها
 العمالء 

     

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

ابدا للرد على طلبات   موظفي الوحدة التي اعمل بها، ال يترددوا
 لعمالء ا

     

 

 

 Perceived Quality 
 

When implementing CRM system: 

ذ نظام إدارة العمالءتنفيعند  : 

Strongly 
disagree 

وافق بشدة ال أ  

Disagree 

فق اوا ال  

Neutral 

 متعادل 

Agree 

 أوافق 

Strongly 
Agree 

 أوافق بشدة 

1 2 3 4 5 

12.  The organization is dependable when providing 
services 

 المنظمة يمكن االعتماد عليها عند تقديم الخدمات 

     

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

مة ة موظفون قادرون تقنيا على أداء الخد  .للمنظم

     

14.  Reports prepared by the organization are easily to 
understand 

السهل فهم التقارير التي أعدتها المنظمة  نم  

     

15.  The organization provides prompt service 

سريعة  ةالمنظمة توفر خدم  

     

16.  The organization provides timely service 

ها   توفر المنظمة الخدمة في الوقت المحدد ل

     

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

ظفي المنظمةاحة في التعامل مع مويظهر على العمالء الر   
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18.  The employees of the organization received enough 
support from their organization to perform their 
task well 

ة ما يكفي من الدعم من هامهم   يتلقى موظفي المنظم منظمتهم ألداء م
 بشكل جيد 

     

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

ها المال مة التي تقدم مفروضة مة مناسبة مع الرسوم النظخد  

     

20.  The organization has modern equipment with 
latest information technology 

دات حديثة مزودة بأحدث التقنيات منظمة معتمتلك ال  

     

 

 Change management  
 

When implementing CRM system:  

ة العمالءإدار  نظام  ذيعند تنف : 

Strongly 
disagree 

 ال أوافق بشدة 

Disagree 

 ال اوافق 

Neutral 

 متعادل 

Agree 

 أوافق 

Strongly 
Agree 

 أوافق بشدة 

1 2 3 4 5 

21.  There is a commitment to change-perseverance 
and determination. 

صميم في التغيير هنالك التزام وت  

     

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

 .هنالك عملية إعادة هندسة االجراءات لتتناسب مع البرنامج الجديد

     

23.  There is an Analysis of user feedback  

 هنالك تحليل لمالحظات مستخدم للنظام

     

24.  There is User education and training.  

ستخدم النظامموالتدريب ل  هنالك تعليم . 

     

25.  There is User support and involvement.  

 هنالك دعم للمستخدم النظام 

     

26.  There is IT workforce re-skilling.  

هاراهنالك تعز ت تكنلوجيا المعلومات لدى العاملينيز لم    
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CRM Data 

Strongly 
disagree 

 ال أوافق بشدة 

Disagree 

 ال اوافق 

Neutral 

 متعادل 

Agree 

فق اوأ  

Strongly 
Agree 

 أوافق بشدة 

1 2 3 4 5 

27.  The CRM system provides accurate information 
about customers 

ات دقيقة عن العمالءمعلومنظام اليوفر   

     

28.  Information on the CRM system should be 
completed 

ء مالظام إدارة عالقات العالموجودة بن ينبغي استكمال المعلومات  

     

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

نظام إدارة عالقات   المعلومات المتعلقة عن العمالء الموجودة على
 العمالء تحدث بشكل مستمر 

     

30.  The Information provided by the CRM system is 
understandable 

ة من قبل نالمعلو مة م إدارة عالقات العمالءظامات المقدم مفهو  

     

31.  The CRM system should provide information 
whose content meets customers need 

نظام معلومات التي تلبي احتياجات العمالء اليوفر  أن يجب  

     

32.  The CRM system provides the target reports 

ارير المطلوبة نظام التقال يوفر  
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 Customer centered orientation  
When implementing CRM system: 

 :عند تنفيذ نظام إدارة العمالء

Strongly 
disagree 

شدة افق بال أو  

Disagree 

 ال اوافق 

Neutral 

 متعادل 

Agree 

 أوافق 

Strongly 
Agree 

 أوافق بشدة 

1 2 3 4 5 

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

نحن نشجع مالحظات العمالء والشكاوى ألنها تساعدنا على القيام  
 بعمل أفضل 

     

34.  We have a strong commitment to our customers  

ئنا لدينا التزام قوي لعمال  

     

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

لعمالء في خدماتنا لنحن دائما نبحث عن طرق لخلق قيمة   

     

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

مة التي يفضلها عمالئنا  .نحن سريعون بالكشف عن التغييرات فالخد

     

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

يتم نشر البيانات عن رضا العمالء على جميع المستويات في هذه  
بشكل دوري  المنظمة  

     

 

 Top management support  Strongly 
disagree 

 ال أوافق بشدة 

Disagree 

 ال اوافق 

Neutral 

ل د متعا  

Agree 

فق أوا  

Strongly 
Agree 

دة ق بشافأو  

1 2 3 4 5 

38.  When implementing the system, top level 
management involvement is strong 

ضرة وقوية ة اإلدارة العليا حا مشاركفإن  النظام،عند تطبيق   

     

39.  Top management is interested in CRM 
implementation 

ء ال يذ إدارة عالقات العممهتمة بتنف ااإلدارة العلي   
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40.  Top management understand the importance of 
CRM 

 اإلدارة العليا تدرك اهمية ادارة عالقات العمالء 

     

41.  Top management support the CRM 
implementation 

 تدعم اإلدارة العليا تنفيذ إدارة عالقات العمالء 

     

42.  Top management consider CRM as a strategic 
resource 

 تعتبر اإلدارة العليا بأن إدارة عالقات العمالء مورد استراتيجي 

     

43.  Top management understand CRM opportunities 

ا اه مية وفرص إدارة عالقات العمالء تفهم اإلدارة العلي  

     

44.  Top management keep the pressure on operating 

units to work with CRM 

م دائماً بالضغط على وحدات التشغيل للعمل على ادارة لعليا تقوا  اإلدارة

 عالقات العمالء 

     

 

 Training 
When implementing CRM system: 

العمالء عند تنفيذ نظام إدارة : 

Strongly 
disagree 

 ال أوافق بشدة 

Disagree 

 ال اوافق 

Neutral 

 متعادل 

Agree 

افق وأ  

Strongly 
Agree 

 أوافق بشدة 

1 2 3 4 5 

45.  The training activities should be planned from the 
beginning 

 ينبغي التخطيط للتدريب منذ البداية 

     

46.  The training is provided for developing the skills 
and knowledge needed to perform software 
managerial and technical roles  

هارات   يبيجب توفير التدر مة ألداء األدوار  لتطوير الم والمعارف الالز
 اإلدارية والفنية للبرنامج

     

47.  The organization should follow a written 
organizational policy to meet its training needs  

تياجاتها  ح اينبغي أن تتبع المنظمة سياسة تنظيمية مكتوبة لتلبية 
 لتدريبية ا
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48.  There Should be a measurement used to determine 
the quality of the training program  

لبرنامج التدريبي ينبغي أن يكون هناك مقياس لتحديد جودة ا   

     

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

دارة العليا بشكل دوري برامج التدريب مع اإلة ينبغي استعراض أنشط  
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