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ABSTRACT

The purpose of this study is to investigate the efficacy of customer relationship management (CRM)
benefits for customers in relation to customer satisfaction. A model has been developed and empirically
tested through survey data collected from 150 customers of three Malaysian companies. The results indi-
cate that the benefits of CRM for customers have had a significant positive effect on their satisfaction in
marketing companies. Personalized service, responsiveness to customer’s needs, customer segmentation,
customization of marketing, multichannel integration, time-saving and improving customer knowledge
are the benefits that we proposed would affect customer satisfaction in order to significantly improve
marketing performance. Additionally, the results reveal that all the benefits found, with the exception of
time-saving, enhanced customer satisfaction. This paper contributes to the existing literature by incor-
porating the benefits of CRM for customers and the relationships of these benefits with their satisfaction
in the proposed model.

INTRODUCTION tant for organizations to keep existing customers

at the same time as targeting non-customers. By
In recent years, the world has undergone rapid using CRM they can handle this process, in ad-
changes due to technological advances. In order dition to discovering, attracting, and finding new
to be the winner in this race, firms and companies customers. This research is an effort to find out
should be more active and powerful. It is impor- some of the benefits of CRM for customers and
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determine how this impacts on their satisfaction.
CRM implementation is an effort to find solutions
to assist organizations to develop the concept of
customer relationship together with a high rate of
satisfaction (Pan, 2005).

CRM is one of the vitally important factors for
each organization that will provide a customer-
centric business approach to retain effective
marketing, as well as sales and service processes
(Carolyn et al., 2003). The information which is
gathered from the current customers can be used
and applied to attract new customers. CRM can
help to identify applicants and potential partners,
and mix current customer information with po-
tential customer’s requirements. By using this
information, a company can distinguish its prod-
ucts and services to offer unrivaled services to
new customer groups (Tiwana, 2001). A number
of organizational benefits will help companies
to use CRM as an opportunity to have a closer
approach to customers, as well as increasing
customer satisfaction and retention. That means
CRM systems can present the communications
that aid in simplifying a long-term relationship
structure between the company and customers
(Hendricks et al., 2007).

Inpastdecades, many organizations of varying
sizes and types have realized the advantages of
providing customer satisfaction, since preserv-
ing current customers is cheaper than attracting
new ones. The powerful relationship between
customer satisfaction and profit-making has been
approved, so increasing customer satisfaction
then becomes an important goal of companies
(Ahrari & Amirusefi, 2012). Customer satisfac-
tion is an important measure for each company
in developing, checking, and evaluating product
and service contributions, in addition to inspiring
and motivating employees. Customer satisfaction
and customer orientation become vital competi-
tive benefits in all areas of production (Kotler,
2000). Hence, it would be helpful for companies
to understand how CRM implementation can
increase the rate of satisfaction among customers.

Since CRM can be related to satisfaction of
customer’s needs, there are some research stud-
ies that have examined the impact of customer
satisfaction and retention with CRM (Mithas et
al., 2005; Verhoef, 2003; Zikmund et al., 2003).
Some information systems researchers have de-
veloped studies and theories relating to the effect
of CRM systems. The study around CRM and
its critical factors shows that there is inadequate
knowledge about the effect of CRM and its benefits
for a firm’s customer satisfaction level. However,
previous research does not clarify why CRM ap-
plications affect customer satisfaction (Mithas et
al., 2005). Through having a good background
on CRM benefits for customers, it is essential to
discover how the relationship with them can help
companies determine how to improve their cus-
tomer satisfaction levels by implementing CRM.

It is hoped that this research will help the re-
searcher to find the importance of CRM facilities
for improving customer satisfaction. Moreover,
we have attempted here to gather and select infor-
mation from past studies which have researched
CRM benefits from a customer perspective so
as to help future researchers gain a beneficial
background relating to the benefits of CRM for
customers. Providing a model by which to clarify
the relationship with CRM benefits and customer
satisfaction would also be beneficial for future
studies. This study will assist companies and
top managers to have a complete view about the
impact of CRM on their customers, and to find
a better way to manage their relationships with
customers. Nowadays, methods of finding new
customers need to be different from those of other
competitors in business.

LITERATURE REVIEW
Customer Relationship Management

Customers have always been the key, as well as
a major concern for businesses all around the
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