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ABSTRACT 
 

Customer Relationship Management increases customer satisfaction and the companies interest in 
long-term. This approach is problematic in developing countries. This research deals with the lack 
of Customer Relationship Management in companies of machine carpet in Iran. By doing 
preliminary studies, the research was focused on two factors of the unfamiliarity of the managers 
with Customer Relationship Management and the not executing Customer Relationship 
Management as the factors of the lack of execution of Customer Relationship Management. The 
results of this research showed that the familiarity of the managers with Customer Relationship 
Management in these companies is lower than average. Also, the opportunities of the execution of 
Customer Relationship Management are assessed as lower than average as it is not possible to 
execute Customer Relationship Management in these companies. 
KEY WORDS: Customer Relationship Management; structure; processes; developing countries. 

 
INTRODUCTION 

 
Customer Relationship Management is as old as trading history. Mass production and mass marketing in 

the past years reduced production expenses and marketing as it was not possible to have direct relationship with the 
customers one by one. After the development of Information technology, it was possible for companies to practice 
the art of Customer Relationship Management again (Peppers and Ragers, 2002, 78). Customer Relationship 
Management is the best business trading and the best information solutions system with the aim of organizing and 
better understanding of the customer (Bull, 2010, p94). The companies understood that relationship with customers 
is the main tool to make customer value and double value of the main customer is for increasing the value and credit 
of the company (Anderson et al, 2007).  The results showed that the best combination of human, business and 
technological capacities is necessary to have access to situational advantage. Above all, some companies are not 
connecting with high performance level with traditional locating strategies focusing on reactive responses to the 
expressed needs. In return they are looking for to locate around an effective center that attracts the attention to 
demand or hideous need (Coltman, 2007). Unfortunately, in developing countries, often companies marketing 
strategy is focused on reactive responses to the expressed needs. Coltman believes that to make the best out of the 
execution of Customer Relationship Management, the companies should direct Customer Relationship Management 
programs to customer value that rivals cannot achieve it. The plans of Customer Relationship Management that 
support hideous demand recognition, is aimed at adding real trading value and credit. These applications provide 
collecting a great amount of data related to the customers and analysis, interpretation and using them in good ways 
(Coltman, 2007). A company at first should define a good strategy for Customer Relationship Management in 
accordance with business strategies. Then, they choose assessment scales of Customer Relationship Management 
strategies and at the end they put them as waterfall in the organization (Su&Gul, 2009). The organizations that are 
not successful in the establishment of Customer Relationship Management strategies, they will face challenge with 
the lack of competitive advantage because others move from product-orientation to customer-orientation and they 
are not successful here (Peppers and Ragers) 
This research is dealing with the lack of Customer Relationship Management in companies of machine carpet in 
Iran. In this research the lack of good opportunity for the execution of Customer Relationship Management based on 
four components of rules, processes, structure and culture is discussed.  
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RESEARCH METHOD 
 

This study based on the aim is of practical research type and is descriptive based on nature and method. In 
this research we deal with the lack of Customer Relationship Management in developing countries companies (case 
study in an industrial cluster of the manufactures of machine carpet in Ostan-e Markazi in Iran. The statistical 
population of this research is including managers and supervisors of these companies and the number of the 
managers and supervisors are generally 102 persons. Due to the lack of access to all the managers and supervisors, a 
sample was chosen as simple randomized sampling including 80 persons. Time duration of this research is spring 
2010 to fall 2010. The most important aims of this research are including as: The identification of the factors of the 
lack of executing Customer Relationship Management in productive companies in developing countries and 
strategies of solutions to provide opportunities of Customer Relationship Management in these companies. By this 
research the managers of managers of the organizations in the developing countries can define the factors of  the 
lack of management execution of Customer Relationship Management in its organization and provide the conditions 
of Customer Relationship Management execution in their organization.  
 
Data collection and data analysis   

In this research both library and field methods are used. Library method is used for the study of literature of 
and records research subject. To determine the factors of the lack of management execution of Customer 
Relationship Management, questionnaire distribution is used. To design the questionnaire, Likert five-rank is used. 
To be assured of validity, the questionnaire was distributed between the teachers and the students with management 
PHD and its structural problems were defined and removed. To measure the reliability of the questionnaire, 
Cronbach alpha method is used. The given coefficient is bigger than 0.8 that shows the data collection instruments 
are with good reliability. The questionnaire was distributed among 80 managers and supervisors of industrial cluster 
of machine carpet producing companies of Ostan Markazi in Iran that were randomly selected. The data analysis of 
the given data was used by SPSS software and in two levels of descriptive and inference. For assumptions test, 
mono-variable t-test was used.  
 

RESULTS 
 

To assess the factors of the lack of management execution of Customer Relationship Management in 
machine carpet companies, mono-variable t-test is used that the results of two research hypotheses are presented 
briefly.  

First hypothesis: the lack of management execution of Customer Relationship Management is due to 
unfamiliarity of the managers with Customer Relationship Management.  
H 0 : µ ≥  3        
H 1: µ < 3  

Table 1: The comparison of score average of the familiarity of the managers with Customer 
Relationship Management with assumptive average 3 

 

t Standard Error Standard Deviation Average  
-9.46 0.068 0.612 2.35 The lack of familiarity with managers 

   
The results of table 1 show that the observed t of critical value of the table at error level is 5% lower. Thus, 

null hypothesis is rejected and our research hypothesis is including “the lack of management execution of Customer 
Relationship Management due to unfamiliarity of the managers with Customer Relationship Management is proved.  
Considering the research findings, knowledge and information of the managers of this organization is not adequate 
with the application of management with the customer and organization managers are not informed of situational 
superiority that Customer Relationship Management can create. Generally, the familiarity of these managers with 
Customer Relationship Management is assessed lower than average. This is an important factor in the lack of 
execution of Customer Relationship Management in developing counties including Iran.  

 
Table 2: The comparison of the score average of not providing opportunities for the execution of Customer 

Relationship Management in organization with assumptive average 3 
t Standard error Standard deviation Average  

-12.86 0.047 0.424 2.39 Not providing opportunities for the execution of 
Customer Relationship Management in 

organization 
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Second hypothesis: The lack of execution of Customer Relationship Management is due to not providing good 
opportunities for the execution of Customer Relationship Management. 
H 0 : µ ≥  3                                           
H 1 : µ < 3       

The results of table 2 show that: The observed t of the critical value of the table is at error level of 5% 
smaller. So, null hypothesis is rejected and our research hypothesis including “the lack of management execution of 
Customer Relationship Management due to not providing the execution of Customer Relationship Management is 
proved.  
  Therefore, not providing the execution of Customer Relationship Management in these organizations is the 
important factors in the lack of the execution of Customer Relationship Management. 

In this research the lack of good opportunity for the execution of Customer Relationship Management 
based on four components of rules, processes, structure and culture is discussed. In this section we try to investigate 
based on each component to make clear the effect of each components in not providing Customer Relationship 
Management.  
a. The analysis from rules aspects   

The results of table 3 shows: The observed t is smaller than critical value of the table in error level of 5%. 
Thus, the organization is assessed lower than average in terms of conformity of the company rules to apply 
Customer Relationship Management. In other words, in the mentioned organizations, the problematic rules that are 
challenging with the relationship with the customer process are in a way that is not possible with Customer 
Relationship Management. In additional to this, the managers don’t support re-assessment of the rules engineering in 
accordance with the application of Customer Relationship Management. 

 
Table 3: The analysis of the lack of using Customer Relationship Management based on not providing 

execution opportunity: rules 
t Standard Error Standard Deviation Average Component 

-11.38 0.038 0.346 2.55 Rules 
 

b. The analysis from processes aspects 
The results of table 4 show that: The observed to is smaller than error level of 5%. Thus, we can conclude 

that in session organization thought exchange between staffs, distributors, providers and customers are done with the 
aim of customer satisfaction and the contact with costumers and relationship with customers to be informed of the 
comments are assessed less than average. In addition, there is required no coordination between different units of the 
organization to giver services and attracting customer satisfaction.  

 
Table 4: The analysis of not using Customer Relationship Management based on not providing execution 

opportunity: processes 
 
 

 
c. Analysis from structure aspect  

The results of table 5 show that: The observed t in critical value is smaller than error level of 5%. Thus, it 
can be said that the mentioned organizations from organizational structures (that is compatible with Customer 
Relationship Management application) is assessed lower than average. The organizational structure is not 
compatible with respecting customer and there are no required units to apply Customer Relationship Management. 
On the other hand, the necessary infrastructures such as information and communicative networks in the mentioned 
organizations are assessed lower than average. 

 
Table 5: The analysis of not using Customer Relationship Management based on not providing execution 

opportunity: Structure 
t Standard Error Standard Deviation Average  

-6.28 0.064 0.575 2.59 Structure 
 

d. The analysis from culture aspect 
The result of table 6 shows that: The observed t is smaller than critical value at 5% error level. So, it can be 

said that Customer Relationship Management conditions in the mentioned organizations in terms of organizational 
culture is lower than average. In other words, believing in customer-orientation and good conduct with the customer 

t Standard Error Standard Deviation Average Component 
-11.13 0.733 0.655 2.18 Process 
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in the organization is at the lower than average level and there is no positive attitude to using new technologies in 
the organization.  

 
Table 6: The analysis of the reasons of not using Customer Relationship Management based on not providing 

execution opportunity: culture 
t Standard Error Standard Deviation Average Component 

-12.38 0.076 0.648 2.05 Culture 
 

DISCUSSION 
 

The results of this research revealed that the unfamiliarity of the managers and not providing opportunities 
of Customer Relationship Management in Iran is as one of the developing countries. Also, in this research with the 
analysis of not providing Customer Relationship Management opportunities from rules, processes, structure and 
culture the following results were achieved: 

Legal procedures in the companies in developing countries are important factor in the lack of execution of 
Customer Relationship Management in these companies. The amount of challenging rules in these companies is as 
Customer Relationship Management execution is problematic. In addition, there aren’t required units to provide 
service and attract the customer satisfaction to make necessary coordination among the existing unites in the 
organizations to respect the customer. Another important factor in the lack of execution of Customer Relationship 
Management is the inconsistency of the structures of these companies with the application of Customer Relationship 
Management conditions. In these companies the structure of the organization is traditional and product-oriented. 
Finally, organization culture is defined as a factor in the lack of execution of Customer Relationship Management. 
In these companies, there is no positive attitude to customer –orientation and modern technology. As the results of 
this research showed, structural factors is one of the important opportunities in the successful execution of Customer 
Relationship Management and in another similar research carried out on 77 Iranian service provider companies, this 
result was achieved. In the mentioned research it was defined that processes of Customer Relationship Management 
are mostly influenced by structural resources of Customer Relationship Management (Keramati et al, 2010,P 7) but 
the difference between these two researches is that in Keramati research the structural resource is consisting of a 
known influence more than technical resources of Customer Relationship Management). On the other hand, 
Anderson et al emphasized more on structure issue for the influence of Customer Relationship Management. In a 
research carried out by Anderson et al, 4 general categories of infrastructural structure requirements and 
organizational called data structure, organization systems, technological structures and data access all prove the 
structural issue of the current research (King & Burgess,2008). Beldi et al emphasize on the successful execution of 
Customer Relationship Management on the management of organizational change and integrated technology. Their 
research findings showed that the necessary factors for the execution of Customer Relationship Management is the 
great change in the organization and providing technology is usually inadequate (Beldi et al ,2010 ,p347) and this is 
used to prove the given results in the current research as to provide the basic grounds of Customer Relationship 
Management are legal policies and procedures, processes, organizational structure and culture in accordance with 
the application condtions of Customer Relationship Management.  
 
Conclusion  
 

Customer Relationship Management in developing countries including Iran is a vague concept and as all 
the innovations when they are understood wrong, are applied incorrectly and they are assessed and managed 
incorrectly. In this research, it is attempted to identify the factors of the lack of execution of Customer Relationship 
Management in Iran as one of the developing countries and then present some solutions for the successful execution 
of Customer Relationship Management. This research indicated that the first main factor in the lack of execution of 
Customer Relationship Management in these companies is the unfamiliarity of the managers with Customer 
Relationship Management. The familiarity of the managers with Customer Relationship Management in these 
companies is assessed very little. Thus, it is necessary to hold an instructional seminar to increase manages 
knowledge to apply and manage Customer Relationship Management and informing the managers about the 
advantages of Customer Relationship Management. Also there are some researches to compare the countries which 
execute Customer Relationship Management successfully and developing countries. The second important factor in 
the lack of execution of Customer Relationship Management is not providing backgrounds of Customer 
Relationship Management. To prepare the conditions of Customer Relationship Management in producing 
companies in developing counties it is necessary to reorganize the structure of the organization as it is possible to 
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execute Customer Relationship Management and by creating responsible units, Customer Relationship Management 
is possible in these organizations. Also, the required infrastructures such as information networks and 
communicative units are provided for the execution of Customer Relationship Management. The rules that prevent 
the execution of Customer Relationship Management should be eliminated and necessary coordination among 
different units to attract the satisfaction of the customer and providing good service should be provided. 
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