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Abstract. Establishing and maintaining strong customer relationships is essential for
business continuity and growth. In this context, many businesses have adopted Customer
Relationship Management (CRM) strategies to enhance their sales and customer engagement.
However, PT. XYZ, a retail company, has observed a gap between their targeted sales and
actual sales performance despite implementing CRM. This study aims to analyze the factors
contributing to this gap by applying the Factor Analysis Method to the case of PT. XYZ.
Additionally, a suitable regression model is constructed to assess PT. XYZ's CRM
performance and propose necessary strategies for the company. The findings reveal five key
factors influencing the performance gap: CRM Reliability, Underutilization of CRM, CRM
Capability, CRM Unpreparedness, and Customer Relation's Quality. Furthermore, a
regression model is developed to assess the company's CRM performance and guide future
strategies. These insights provide PT. XYZ with valuable information to address the identified
factors and enhance their CRM implementation and strategies.

Keywords: Customer Relationship Management (CRM), CRM Implementation, CRM
Strategies, CRM Performance, Factor Analysis (FA), Regression Model
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1. Introduction

The most important factor in ensuring the continuity of business development in all areas of operation
is managing and establishing relationships with customers. The challenge for a firm to comprehend and
establish relationships with its clients is a problem that is frequently encountered. This problem is
usually brought on by a failure to maintain customer interactions and for the company to become more
customer-centric (Chiguvi et al., 2019). Based on this occurrence, businesses must analyze it and create
the best possible customer relationship management implementation and strategies in order to continue
doing business, strengthen their customer satisfaction, and increase their client loyalty (M. Kamrul
Islam Shaon & Hasebur Rahman, 2015). The management of a company's relationships with both
current and future consumers is accomplished in large part via the usage of CRM. The CRM approach's
goal is to analyze client historical data. It places a strong emphasis on customer retention strategies,
which helps to boost sales. As a consequence, the company's commercial connection with its clients
gets better. In addition, CRM makes it possible to adopt and build better operational procedures as well
as more potent and successful customer-focused strategies, enhancing organizational performance
(Soltani et al., 2018). In consideration of said knowledge, PT. XYZ is a retail company that has
implemented customer relationship management (CRM) to further establish and manage their
performance and sales. However, PT. XYZ’s sales graph shows multiple declines in units sold
throughout the years; there is a gap between the targeted units sold and their realization or actual sales
performance, as seen in Figure 1.
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Fig. 1: Relationship between target and realization

This study aims to use this case to analyze the causing factors and develop suitable CRM strategies
for PT. XYZ, which is expected to be able to reduce the gap that has occurred. Therefore, in this study,
the authors will try to achieve the following set of objectives:

1. Identify what and how many factors contribute to the gap between sales targets and their

realization through the use of factor analysis.

2. Constructing a model that depicts the current CRM implementation.

3. Determining the right CRM strategies that can help in improving CRM performance based on

the result of the analysis.

2. Literature Review

2.1. CRM Components
Customer Relationship Management is an approach that combines the use of an efficient management
system (technology) and a customer-oriented approach (customer-focused processes) to help companies
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develop long-term customer relationships and increase business profits (Kampani & Jhamb, 2020). It
can be said that the three main activities within CRM are sales, marketing and services (Al-Homery et
al., 2019). To carry out those activities, CRM component concept is indispensable. It was theorized and
formulated that the main components of CRM consist of four, namely, technology, people, process, and
knowledge (Al-Homery et al., 2019). Technology has become a major component in achieving the goals
of CRM systems and in collecting, classifying, and storing customer information; The people
component of CRM can be described as staff or employees who work within the company, especially
employees who interact and manage relationships directly with customers (Almotairi, 2008); The
process component refers to the company’s customer centric process. Company members must have
the mindset or mentality to make customer needs a top priority in order to achieve long-term profits
(Karim & Habiba, 2020); Knowledge refers to managing and generating knowledge about customers;
the deeper the knowledge of customers, the better the company can manage their relationships with
them.

2.2. Relationship Marketing

Marketing is part of CRM’s main activities. In order to build a relationship with customers, The
relationship marketing approach concept is prevalently used. Relationship marketing is a marketing
strategy to acquire and retain customers and create value or profit for both parties, namely, the customer
and the company (Santouridis & Tsachtani, 2015). There are three approaches used to build
relationships with customers through relationship marketing, namely: financial benefits, social benefits,
and structural ties (Liang et al., 2008). Financial benefit is a customer relationship approach where
companies build relationships with their customers through financial aspects or incentives (Balci et al.,
2019). While social benefit can be described as an approach through building friendly relations with
customers to building a sense of kinship through the community (Chen & Chiu, 2009), Lastly, structural
ties refers to the company's approach to building long-term relationships with customers by giving
value-added benefits that are exclusive in nature to the company. It means that the customers received
benefits that couldn’t be found elsewhere except from the company (Chiu et al., 2005).

2.3. Customer Satisfaction, Loyalty and Brand Image

Other additional concepts like customer satisfaction, loyalty and brand image are also frequently used
in multiple pieces of literature on customer relations topics. Customer satisfaction refers to the
emergence of a feeling of pleasure if the product or service consumed meets consumer expectations,
but will create negative feelings or disappointment if the products and services offered do not meet
consumer expectations (Ngo, 2015). The degree to which a client is satisfied with a product or service
is mostly decided by comparing their pre-purchase expectations with the results they experience after
doing so. Customer loyalty is a form of customer commitment to repurchase or re-subscribe to the
products or services offered by the company in question consistently. Related studies emphasize that
there are several dimensions to preserving customer loyalty, which include the customer’s willingness
to recommend others, and repurchase intention. In addition, loyalty is also attributed to the refusal to
use alternative products. Meanwhile, brand image is the perception of consumers or potential company
consumers towards the product or service brand offered based on information or reputation circulating
as well as their experience with the brand (J. L. Lee et al., 2014).

2.4. CRM Implementation and Strategies

The prospect of competitive advantage that CRM can bring to a business is already well known, but it
is indispensable for businesses to properly implement CRM and formulate the appropriate strategies. If
an organization does not understand what CRM is and does not have a model for establishing their
strategy, it seems unlikely that they will be able to implement effective CRM strategies (Payne & Frow,
2006). In addition, there are several key steps that generally contribute to successful CRM and strategy
implementation. First, the organization needs to be aware of how CRM fits into the overall business
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strategy of the company. The company also needs to assess their current capabilities, specifically their
readiness in implementing CRM. Last but not least, the company needs to formulate an implementation
plan, which entails putting the plan into action and defining in detail how to accomplish the goal
(Nguyen et al., 2007).

2.5. Factor Analysis

According to (Beavers et al., 2013), factor analysis is a statistical approach used to look into the
relationships between a group of observable variables that are assessed by questions or items. The
foundation of factor analysis is the concept of dimensionality reduction, which holds that a large number
of measured and observable variables may be condensed into a smaller number of latent variables with
a smaller variance and which are not directly observable. Since they cannot be measured directly, these
unobservable factors are basically hypothetical constructs used to represent variables. Researchers
utilize factor analysis to determine the number of factors influencing variables and determine which
variables correlate with one another (Yong & Pearce, 2013).

2.6. Research Instrument

Based on the theory and concepts of CRM components, relationship marketing, customer satisfaction,
customer loyalty, and brand image, a research instrument can be developed. The variable’s indicators
and its description are fully explained in Table 1.

Table 1. Research Instrument

Factors Indicators Statement
Technolog | Availability Technology has the ability to be accessed anytime
y and anywhere, able to respond in a timely manner
(Hammami et al., 2015).
Data Analytics Technology has the ability to analyze data, find

patterns, and predict customer behavior thus
enabling the transformation from a product-centric
business to a customer-centric one (Goncarovs,
2018).

Reliability Technology has the ability to carry out tasks
reliably and accurately, and consistently; no errors
(M. Kamrul Islam Shaon & Hasebur Rahman,
2015).

People Employee Behavior | Employee behaviors in serving customers,
employees are friendly and have respect for
customers (Saleh & El Saheli, 2018).

Competencies The importance of the level of ability or method
possessed by employees or company employees to
carry out their work (Hsieh et al., 2012).
Enthusiasm Employees have enthusiasm and genuine concern in
providing service to customers (Z. Wang et al.,
2017).

Process Customer-oriented The company's business processes have an
orientation towards customer needs. Customer-
oriented processes include many aspects such as
understanding customers and sharing information to
create value that is satisfactory to customers
(Rodriguez et al., 2015).

Complaint handling | The importance of the ability to handle customer
dissatisfaction and resolve customer problems (Bin-
Nashwan & Hassan, 2017).

CRM Components
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Simplicity A business process that is simple and easy to access
by customers is a good process and gives a positive
impression (Emaluta et al., 2019).
Knowledge | Knowledge The process companies use to gain knowledge about
Acquisition customers (Cambra-Fierro et al., 2017).
Customer- The company has deep knowledge of its customers
knowledge (Khodakarami & Chan, 2014).
Financial | Reward Program A reward-giving approach for customers who
Benefit frequently shop with the company (Kang et al.,
2015).
Discount & Promos | The approach of giving discounts and promotional
prices to certain products as incentives for
customers (Hu & Chaudhry, 2020).
Social Friendship There is a close relationship between the product or
0 Benefit service provider company and the customer (Y. K.
S Lee et al.,, 2014).
§ Fraternization There is a sense of belonging and a familial
= relationship between the company and its customers
& (Dimitriadis, 2010).
§ Personal There is a relationship of familiarity where
i Recognition employees or retail salespeople can recognize their
% customers (Chang & Lu, 2019).
& | Structural | Trust There is a feeling of trust between customers and
Ties the company (Shahin Sharifi & Rahim Esfidani,
2014).
Information Sharing | The importance of sharing information with
customers (Y. K. Lee et al., 2015).
Preferential Giving special or better treatment to an individual
Treatment customer because of a good relationship with the
company (Xia & Kukar-Kinney, 2014).
Customer Overall Satisfaction | Cumulative evaluation made by customers based on
Satisfaction their experience having transactions with the
company (Ngo, 2015).
Confirmation of There is a match between the qualities of service or
Expectation product performance offered by the company and
the customer expectations (Biswas et al., 2019).
Positive Word of Tell others about the pleasant experience of the
Mouth product or service consumed (Lang & Hyde, 2013).
Customer Loyalty | Recommend to Recommending the consumed products or services
others to others (Noyan & Simgek, 2014).
Immunity to Customer refuses to use alternative products or
Competitor services offered by competitors (Djunaidi et al.,
2021).
Repeat Purchases Do repeat purchases of the company’s products
(Agrawal et al., 2013).
Purchase Interline Purchase another line of product made by the
Product company (Syafarudin, 2021).
Brand Image Perceived belief Perceptions or beliefs that the customers have of

company’s brand image (Abdullah, 2015).

Functional Image

Brand image can be seen from the function of the
product it sells (Malik et al., 2012).

Identity

The way a company identifies itself in conveying its
values, individuality and uniqueness (Nandan,
2005).
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2.7. Previous Studies

Previous studies have explored research with similar objectives. One of these research explored the
analysis of successful CRM Implementation in luxury hotel by implementing Factor Analysis to
construct new factors and proposing a research model (Sarmaniotis et al., 2013). Other previous studies
focuses on using factor analysis to analyze the relationship between CRM and firm performance (Rafiki
et al., 2019). Most of these studies already explored new factors and build a model. However, the
analysis regarding CRM implementation and strategy in retail store industry remains scarce. Most of
the previous studies out there are in hospitality, telecommunication and banking fields. Therefore, most
of the new factors and models created oftentimes only applicable to the respective fields. Therefore,
this research will try to use Factor Analysis to explore and construct new factors and model for CRM
in retail industry with the case of PT. XYZ.

3. Research Methods

3.1. Population and Sample

The population of this study was PT. XYZ’s customers, and the sample data will be collected from
respondents who know PT. XYZ’s product and have a history of transactions with PT. XYZ at least
once. The total population identified for this study was 815 people. Therefore, using the Slovin formula,
the minimum sample size for this research can be determined. With an estimated error of 5%, it was
found that the minimum number of samples required for this study was 262 respondents.

3.2. Data Collection

This study used two data collection methods; a questionnaire and a literature study. Questionnaire was
used and spread to potential respondents that met the requirements of being part of the sample. The
questionnaire for this study used a close question and a Likert scale indicator where the respondent can
answer by choosing one answer from multiple choices (the respondent can choose an answer on a scale
of 1-5). The other data collection method was a literature study. The literature study is done for the
theoretical foundation of this study and to know more about CRM-related knowledge such as CRM
components concepts, relationship marketing, customer satisfaction, brand, etc. A variety of materials,
including articles, conferences and general journals connected to the topic of research, are used in
literature studies. In addition, the questionnaire’s questions were built on the basis of the research
instrument from the literature study.

3.3. Data Analysis

The data analysis for this study utilized Factor Analysis and will analyze the variables discovered in
literature study (the research instrument). Factor analysis is suitable for this study due to several reasons.
First, the aim of this study is to uncover the unknown responsible factors. Second, factor analysis is
known to be able to reduce several or even hundreds of variables or questions into a smaller set for
easier interpretation. Meaning that, since there are several variables involved in this study, factor
analysis can be useful for categorizing the variables into meaningful groups since it is easier to focus
on a small number of important factors than it is to take into consideration a large number of possibly
irrelevant variables (Yong & Pearce, 2013). The following were some of the procedures involved in the
factor analysis method utilized in this study:

1) Use SPSS software to conduct a reliability test based on the survey's findings to determine
whether or not the results are appropriate for use as research data.

2) Calculate the value of the Barlett Test of Sphericity; this test value will then be used to evaluate
if there is any substantial correlation between variables, followed by testing the Measure of
Sampling Adequacy, and then creating a matrix of correlations between each variable.

3) Use factor extraction to create one or more factors from a set of existing variables. The criterion
for the formation of a factor is if the Eigenvalue Component’s value is greater than 1.

4) Use the varimax rotation method to factor rotates the factor matrix into a simpler matrix for
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easy interpretation.

5) List the new factors that have been produced as a result of the established variables. The new
factors can be interpreted and named according to the variables they represent.

6) Calculate factor scores for the study's ongoing analysis.

4. Result and Discussions

4.1. Demographics

Questionnaire was distributed to 268 respondents. Out of 268 respondents, 4 are deemed invalid, and
the rest of 264 respondents are deemed valid due to meeting the requirements of knowing PT. XYZ
products and having at least one history of transactions with PT. XYZ. The majority of respondents are
identified to be male (86%) with the rest, 14%, being female. The respondents’ age is dominated by the
younger generation of 17-30 years old (58%). In addition, most of the respondents have been PT. XYZ
customers for 1-3 years (51.5%).

4.2. Reliability Test

A reliability test was used to test how reliable the dataset was. The requirement for a dataset to be
reliable was for the result to have a Cronbach’s Alpha value of > 0.7. The result obtained in the
calculation of the reliability test of 29 factors was 0.915, so it can be concluded that the result meets the
requirement.

4.3. KMO & Bartlett's test

This test was used to test the validity in preparation for the factor analysis method; if the KMO value
is> 0.5, then it would be deemed valid and meet the requirements. According to the results of the KMO
& Bartlett's test for all 29 factors, the obtained KMO-MSA value was 0.917. Based on pre-determined
criteria, a decision can be made that the research sample is suitable for factor analysis.

4.4. Data Reduction / Factor Extraction

Following that, a data reduction or factor extraction process was conducted. The result shows that Factor
1 has Eigenvalues of 8.698; Factor 2 has Eigenvalues of 1.495; Factor 3 has Eigenvalues of 1.335;
Factor 4 has Eigenvalues of 1.163; and Factor 5 has Eigenvalues of 1.130. The cumulative result of the
extraction of variance for all components was 47.657%. Based on the result of the factor extraction,
five factors can be formed since they have eigenvalue greater than 1.

4.5. Rotated Component Matrix

The rotated component matrix output will identify the indicator for each newly formed factor. Table 2
displays the newly formed factors and the indicators. These factors are the representation of their
associated variables; therefore, the factors were named based on the variables they represent.

Table 2. Newly Formed Factors

Factors Indicators
Reliability, Complaint Handling, Discount & Promos, Information
CRM Reliability (X1) Sharing, Recommend to others, Immunity to Competitor, Functional
Image, Identity.
Underutilization of Data Analytics, Enthusiasm, Customer-oriented, Simplicity, Reward
CRM (X») Program, Trust, Positive Word of Mouth, Perceived Belief.

i Competencies, Knowledge Acquisition, Fraternization, Overall
CRM Capability (X) Satislt?action, Repeat Purcghases(.l

CRM Unpreparedness | Availability, Employee Behavior, Customer Knowledge, Personal
(X4) Recognition, Confirmation of Expectation.

Customer Relation’s
Quality (Xs)

Friendship, Preferential Treatment, Purchase Interline Product.
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These five new factors can be interpreted as follow:

e Factor 1 is named CRM Reliability. CRM Reliability factor was analyzed to have factor
loading’s coefficient range of .644 to .316, and can explain 29.992% of the variance. This factor
is a representation of eight indicators, which are:

a) Reliability = technology has the ability to carry out tasks reliably and accurately, and
consistently; no errors.

b) Complaint Handling = the importance of the ability to handle customer dissatisfaction
and resolve customer problems.

¢) Discount & Promos = the approach of giving discounts and promotional prices to
certain products as incentives for customers.

d) Information Sharing = the importance of sharing information with customers.

e) Recommend to others = recommending the consumed products or services to others.

f) Immunity to Competitor = customer refuses to use alternative products or services
offered by competitors.

g) Functional Image = brand image can be seen from the function of the product it sells.

h) Identity =the way a company identifies itself in conveying its values, individuality and
uniqueness.

e Factor 2 is named Underutilization of CRM. Underutilization of CRM was analyzed to have
factor loading’s coefficient range of .676 to .348, and can explain 5.156% of the variance. This
factor is a representation of eight indicators which are:

a) Data Analytics = Technology has the ability to analyze data, find patterns, and predict
customer behavior thus enabling the transformation from a product-centric business to
a customer-centric one.

b) Enthusiasm = Employees have enthusiasm and genuine concern in providing service
to customers.

¢) Customer-oriented = the company's business processes have an orientation towards
customer needs. Customer-oriented processes include many aspects such as
understanding customers and sharing information to create value that is satisfactory to
customers.

d) Simplicity = A business process that is simple and easy to access by customers is a
good process and gives a positive impression.

e) Reward Program = A reward-giving approach for customers who frequently shop with
the company.

f) Trust = There is a feeling of trust between customers and the company.

g) Positive Word of Mouth = Tell others about the pleasant experience of the product or
service consumed.

h) Perceived Belief = Perceptions or beliefs that the customers have of company’s brand
image.

e Factor 3 is named CRM Capability. CRM Capability was analyzed to have factor loading’s
coefficient range of .747 to .559, and can explain 4.605% of the variance. This factor is a
representation of five indicators which are:

a) Competencies = the importance of the level of ability or method possessed by
employees or company employees to carry out their work.

b) Knowledge Acquisition = the process companies use to gain knowledge about
customers.

¢) Fraternization = There is a sense of belonging and a familial relationship between the
company and its customers.

d) Overall Satisfaction = Cumulative evaluation made by customers based on their
experience having transactions with the company.

e) Repeat Purchases = Do repeat purchases of the company’s products.

e Factor 4 is named CRM Unpreparedness. CRM Unpreparedness was analyzed to have factor
loading’s coefficient range of .758 to .427, and can explain 4.009% of the variance. This factor
is a representation of five indicators, which are:

168



Sardjono & Tanuwijaya, Journal of System and Management Sciences, Vol. 14 (2024) No. 3, pp. 161-176

a) Availability = technology has the ability to be accessed anytime and anywhere, able to
respond in a timely manner.

b) Employee Behavior = employee behaviors in serving customers, employees are
friendly and have respect for customers.

¢) Customer Knowledge = the company has deep knowledge of its customers.

d) Personal Recognition = there is a relationship of familiarity where employees or retail
salespeople can recognize their customers.

e) Confirmation of Expectation = there is a match between the qualities of service or
product performance offered by the company and the customer expectations.

e Factor 5 is named Customer Relation’s Quality. Customer Relation’s Quality was analyzed to
have factor loading’s coefficient range of .638 to .523, and can explain 3.895% of the variance.
This factor is a representation of three indicators, which are:

a) Friendship = there is a close relationship between the product or service provider
company and the customer.

b) Preferential Treatment = giving special or better treatment to an individual customer
because of a good relationship with the company.

c) Purchase Interline Product = purchase another line of product made by the company.

4.6. Regression Model

A regression test was then conducted between the five newly formed factors and their factor scores
against the dependent variable (Y = CRM performance). The relationship between the variables is
depicted in the regression model below:

Y =7.061+0.087X1-0.077X2+0.057X3-0.024X4+0.122.X5

Alongside an explanation of the limit value of x:

-5.199 <X, <2.465
-3.900 <X, <3.143
-4.093 < X3 <2478
-4.265 < X4<2.449
-3.989 < X5 <2.725

Based on this regression model result, it can be analyzed as follows:

1) Factor 1, namely CRM Reliability, has a positive value of 0.087 for the performance of CRM.
This indicates that the quality of CRM Reliability is of high and has a positive effect of +0.087.
By increasing the quality of each indicator of the Customer Relations Reliability factor variable,
it will help increase the company’s CRM Performance.

2) The second factor, namely Underutilization of CRM, was observed to have a negative value of
0.077. The negative value of 0.077 indicates that Underutilization of CRM can cause a -0.077
decrease in CRM performance at PT. XYZ.

3) For the third factor called CRM Capability, it was observed to have a positive value of 0.057,
which suggested that if this factor is improved or raised by one point, it will help increase the
level of CRM performance by 0.057.

4) The fourth factor, CRM Unpreparedness, was found to be negative with a coefficient value of
0.024. This suggested that a decrease in CRM Unpreparedness may raise the level of CRM
Performance. Subsequently, an increase in CRM Unpreparedness may reduce the level of CRM
Performance by 0.024.

5) The fifth factor, namely Customer Relations Quality, is positive with a coefficient value of
0.122, meaning that an increase in the quality of Customer Relations Quality indicators or
variables will increase the level of CRM Performance by 0.122.

4.7. Theoretical Implications
The theoretical implications of this study are that there are developed new model based on five new
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factors found, which are CRM Reliability, Underutilization of CRM, CRM Capability, CRM
Unpreparedness, and Customer Relation's Quality. The effect of said factor was also analyzed in the
regression model: CRM Reliability has a positive influence on performance, Underutilization has a
negative effect, CRM Capability has a positive effect on performance, CRM Unpreparedness has a
negative effect on CRM Performance, and lastly, Customer Relation’s Quality has a positive effect on
CRM Performance. Existing theories from previous studies supported these findings. CRM Reliability
relates back to previous study that ‘Reliability’ as a factor can be used to measure the implementation
of CRM (M. Y. Wang, 2008). Prior studies also have shown that Underutilization of CRM has been
present in some implementation of CRM. Some companies seem to overestimate the advantage of
having CRM system, thus resulting in the underutilization of CRM System and insufficient CRM
training (Haislip & Richardson, 2017). The findings for CRM Capability coincides with existing theory
about the importance of CRM capability in integrating resources such as technology, people, and
knowledge as well as how it enable company to achieve long term and profitable relationship with their
customers (Elkordy, 2014). For CRM Unpreparedness, previous study has observed that some
businesses are unprepared for implementing CRM and find its application arduous (Vallabh et al., 2015).
Last but not least, the discovery of the CRM Relation’s Quality factor is backed by relationship quality
theory, which has been stressed by numerous academics as an intangible part of CRM performance (Y.
Wang et al., 2004). According to the study, there is no general agreement on which dimensions comprise
relationship quality.

4.8. Managerial or Practical Implications
Based on the regression model that has been created, researchers conducted a simulation using said
model. The result of the simulation can be seen in Table 3.

Table 3. Simulation results

Condition Y Bo X1 Xz X3 X4 Xs
Normal 7,061 7,061 0 0 0 0 0
Extreme 5.587 7,061 -5.199 13.143 -4.093 | 2.449 -3.989
Ideal 8.151 7,061 2.465 -3.900 | 2.478 -4.265 | 2.725

The results of this simulation have significant managerial or practical implications. In normal
conditions, it shows that the current value of CRM performance is 7.061, whereas in ideal conditions,
where the company pays attention to all the newly identified factors, it can raise the value of CRM
performance to 8.151. But in the extreme case where the company neglects all five factors, then the
CRM’s performance may go down to 5.587. From the five factors identified, the company should focus
on improving three factors: CRM Reliability (X;), CRM Capability (X3), and Customer Relation’s
Quality (Xs), since they have been shown to have a positive effect on CRM Performance. While the rest
of the two factors, Underutilization of CRM (X>) and CRM Unpreparedness (X4), should be reduced to
the minimum due to their negative effect on CRM Performance.

First, the company must further improve CRM Reliability to achieve the limit value of 2.465. Key
steps that can be taken are: improving the reliability of the CRM to ensure that technology is always
consistently active and can perform its functions without errors; paying more attention to providing
discounts and promotions as well as responding quickly to customer complaints; providing the latest
information to customers and the brand’s community; giving special attention to customers who
recommend the company's products; and maintaining the company's brand identity and image.

Second, Underutilization of CRM was found to have a negative value, meaning that the lack of
CRM utilization caused a decrease in CRM performance. To reduce underutilization of CRM, the
company needs to increase the utilization of their technology’s data analytics, remediate the company's
business processes directed towards customer orientation, simplify the company's business processes
to make it easier for customers, implement a reward program that rewards customers who frequently
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shop with the company, and give more attention to customers’ word of mouth, building customer trust
and customer perceptions of the brand.

Third, CRM Capability has a positive effect on CRM Performance. An improvement in CRM
Capability is needed by the company to achieve the maximum value of 2.478. The company will benefit
from improving their employee’s competence, collecting knowledge about their customers, building
and developing community and family relationships between customers and the company, maintaining
and increasing their customer’s satisfaction and the level of repeat purchases from customers.

Fourth, CRM Unpreparedness has a negative effect on CRM Performance, which means that the
Unpreparedness of CRM caused a decrease in CRM performance. Therefore, company needs to pay
more attention to the availability of their technology, especially in ensuring the technology has a long
uptime (can be accessed anytime, anywhere, and can respond quickly), improving employee behavior
in providing services to customers, paying special attention to the data and knowledge of customers that
have been obtained, recognizing customers who make transactions with the company personally, and
ensuring that the products and services offered by the company are in accordance with the expectations
promised by the company to the buyer.

Fifth, Customer Relation’s Quality has a positive effect on CRM Performance, so company must
improve this factor to achieve the maximum value of 2.725 by maintaining and further building
friendship between the company and customers, giving special treatment to individual customers based
on the closeness of their relationship with the company, and recommending customers to purchase
interline products.

5. Conclusion

Based on the results of the research on CRM Implementation and Strategy using Factor Analysis method,
it can be concluded that this research has addressed all the research objectives presented at the beginning.
The objectives of this study are to find the responsible factors, develop a model that depicts the current
CRM Implementation, and formulate the appropriate strategies to achieve the ideal performance.
Therefore, here are the main findings:

1) The study identified five new factors. The five new factors are: CRM Reliability,
Underutilization of CRM, CRM Capability, CRM Unpreparedness, and Customer Relation's
Quality.

a) Factor 1 (CRM Reliability) is a representation of various indicators such as Reliability,
Complaint Handling, Discount & Promos, Information Sharing, Recommend to others,
Immunity to Competitors, Functional Image, and Identity.

b) Factor 2 (Underutilization of CRM) is a representation of various indicators such as
Data Analytics, Enthusiasm, Customer-oriented, Simplicity, Reward Program, Trust,
Positive Word of Mouth, and Perceived Belief.

¢) Factor 3 (CRM Capability) is a representation of indicators such as Competencies,
Knowledge Acquisition, Fraternization, Overall Satisfaction, and Repeat Purchases.

d) Factor 4 (CRM Unpreparedness) is a representation of indicators such as Availability,
Employee Behavior, Customer Knowledge, Personal Recognition, and Confirmation
of Expectation.

e) Factor 5 (Customer Relation's Quality) is a representation of indicators such as
Friendship, Preferential Treatment, and Purchase Interline Product.

2) Developed a model that demonstrates how CRM was implemented at PT. XYZ. This model
can be incorporated into a simulation that helps the business choose the best practices and
strategies to implement CRM in order to achieve the best CRM Performance.

Y =7.061+0.087X1-0.077X2+0.057X3-0.024X4+0.122X5

Alongside an explanation of the limit value of x:
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-5.199 <X, <2.465
-3.900 <X, <3.143
-4.093 < X3 <2478
-4.265 < X4 <2.449
-3.989 < X5 <2.725

3) The result of this study has several implications that can help in formulating the appropriate
strategies. First, based on the model that has been developed as well as its simulation, the
company must enhance CRM reliability since it has a positive effect on CRM Performance,
focus on providing discounts and promotions, respond quickly to customer complaints, provide
the latest information, prioritize customer recommendations, and maintain the brand's identity
and image. Second, CRM underutilization negatively impacts performance. To reduce
underutilization, companies should increase data analytics utilization, streamline customer-
oriented business processes, implement reward programs, prioritize word-of-mouth, and build
customer trust and perceptions of the brand. Third, CRM Capability positively impacts CRM
Performance. To achieve maximum value, the company needs improvements in employee
competence, acquiring more customer knowledge, deepening friendships with customers,
enhance customer satisfaction, and increasing customer repeat purchases. Fourth, CRM
unpreparedness negatively impacts performance, requiring companies to focus on technology
availability, employee behavior, customer data, and ensuring products and services align with
buyer expectations. This includes ensuring long-uptime access, improving employee behavior,
and recognizing customers who make transactions personally. Fifth, to achieve the ideal
condition, the company must improve customer relationship quality by maintaining friendships,
offering special treatment, and recommending interline product purchases.

5.1. Limitations

In this research utilizing Factor Analysis, there are several limitations encountered. First, this research
only involves factors that affect the implementation of Customer Relationship Management. There are
more factors and variables that researchers can consider incorporating into their research. Second, the
sample for this study only involved respondents who knew about PT. XYZ products and had been
customers of PT. XYZ. Third, because the data collection process uses a questionnaire method, the
quality of the data obtained is highly dependent on the answers given by respondents. Some of these
limitations are considered to have had an influence or impact on the results of this study. Therefore, the
limitations presented can be a lesson for developing future research. For future research, studies can try
to add factors from outside the CRM implementation theory. In addition, respondent data can also be
made more diverse by increasing the scope of the respondent population by taking respondent data from
other organizations that implement CRM.
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