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The purpose of this thesis is to explore how stores in the retail sector and in business to 
consumers´ relations, are engaged in the CRM systems use and management. The purpose 
is also to see if the information that is gathered by the headquarters is transferred down to 
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The research follows a realistic philosophy combined with an abductive approach and a 
qualitative method. The choice of design to this research was an exploratory research 
combined with a case study strategy over a cross-sectional time horizon. The data was 
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1 Introduction	
 
Chapter 1 presents the background, problematization, research question and purpose of 

this thesis. The chapter ends with a section that summarize the outline of this thesis.  

 
1.1 Background		
For organizations, customers always have been an important part, but on today’s market 

they are becoming even more important. Customers have more influence on the 

organizations since competition for new customers is hard (Mendoza, Marius, Pérez, & 

Grimán, 2006). According to Mendoza et al. (2006) customer relationship management 

systems are a way to deal with the relationship between corporations and their customers. 

 

Already in the late 1960’s, organizations started to think about how to deal with customer 

relationships but customer relationship management (CRM) systems were not discovered 

yet (Mendoza et al., 2006). It was not until in the 1990’s that the systems came to life. They 

came to life because organizations needed a way to manage their relationships with both 

already existing customers and new customers (Soltani & Navimipour, 2016). But 

according to Orenga-Roglá and Chalmeta (2016), it is not until the last decade that 

organizations have started to work with CRM systems. This can also be seen because CRM 

systems have become a much bigger part of organizations in the last years (Liang & Mao, 

2012). 

 

Customer relationship management systems, also known as CRM systems, is an important 

management tool in many organizations. It is a strategy that is used as a strategic tool for 

creating a relationship between the organization and its customers and for making the 

relationship a long-term one (Llamas-Alonso, Jiménez-Zarco, Martínez-Ruiz, & Dawson, 

2009). A definition of customer relationship management is that it is a way for organizations 

to keep the relationship with their customers on a good level where all parts are satisfied 

(King & Burgess, 2007). In the last ten years CRM systems, have become something that 

organizations try to implement in their businesses (Liang & Mao, 2012). Several studies 

have suggested that organizations should implement performance measurement systems 

within CRM. It is argued that an organization needs to implement a system to evaluate CRM 
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systems in order to enhance the possibility to becoming successful (Llamas-Alonso et al., 

2009).  

 

When it comes to working with CRM, an organization named Wiraya has established a 

report called CRM Barometern. This report shows in their model “CRM Maturity Model”, 

that there are five different levels that illustrates how organizations work with CRM. The 

five different levels are called “CRM Ad-Hoc”, “CRM Traditional”, “CRM Ambitious”, 

“CRM Leader” & “Best in class”. Corporations within the retail sector are often found in 

the dimension called “CRM Traditional”. One characteristic for this dimension is that 

corporations work with CRM, but they do not have accurate goals and strategies for the use 

of CRM (Wiraya, 2016). Depending on which level in the CRM Maturity Model, created 

by Wiraya in the report CRM Barometern, it determines how good a corporation is working 

with setting goals and working towards these goals with their CRM systems (Wiraya, 2016).  

 

After the corporation has set its goals and worked with the CRM system for a while, it is 

time to follow up and measure the outcomes of the system (Lundalogik, n.d.). There are 

different outcomes that can be measured. Outcomes that can be measured are for example 

customer loyalty (King & Burgess, 2007), profitability of customers (Holm, Kumar, & 

Rohde, 2011) or strategic outcomes (Llamas-Alonso et al., 2009). Depending on what area 

of CRM that organizations want to measure there are different outcomes that they can 

examine. Llamas-Alonso et al. (2009) has divided the different measurements into different 

categories, for example strategic measurements and customer measurements. King and 

Burgess (2007) talks about measuring customer loyalty and the customer lifetime cycle. 

There are several ways to measure the profitability of customer, two examples can be 

“Customer Profitability Analysis” and “Customer Lifetime Value”. These two methods are 

two distinct measurements (Holm et al., 2011). 

 

When the corporation has measured the outcomes of the CRM system, there is a need to 

evaluate the result. If the outcome is not what the corporation expected it to be, then it is 

important to think about what it is that needs to be fixed in order for the outcome to be as 

expected (Lundalogik, n.d.).  
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There are other angles to use CRM systems than to measure the outcome and evaluating the 

goals that are set. One of these angles is that CRM systems are argued to be used as a way 

for organizations to achieve competitive advantages, because they are used as a tool to 

gather information about the customers. Despite the fact that it can be used as a competitive 

advantage, it is hard for organizations to implement the CRM systems and for organizations 

to assess the outcome of the CRM systems (Llamas-Alonso et al., 2009). When an 

organization has trouble with implementing its CRM system, this will affect their 

customers. They will be affected because organizations will have an inconsistent customer 

service. Another problem that might occur when implementing CRM systems is that 

organizations might choose the wrong tactic (Bohling, et al., 2006). According to the 

website Allt om CRM (Lundalogik, n.d.), there are several reasons to why the 

implementation of CRM systems has not worked as well after some time as it did in the 

beginning. One example of these reasons to why implementing is hard is that when the 

corporation have grown, it has failed to develop the system so that it fit the needs of the 

corporation (Lundalogik, n.d.). Wiraya (2016) argues that a big share of the Swedish 

corporations studied, thinks that measurements are important, but it is not many of the 

Swedish corporations that are working with goals and follow up of the CRM systems 

(Wiraya, 2016). How are then CRM systems used and managed at a store level in retail 

chains? 

 

1.2 Problematization		

Previous studies that are dealing with CRM, have focused on several different areas. One 

example is the study of Chang, Wong and Fang (2014) which have focused on the effects 

that CRM systems have on the customer-based performance. A second focus area has been 

researched by Khodakarami and Chan (2013) to see what role CRM systems play when it 

comes to customer knowledge creation. Zineldin (2006) has studied the connection between 

CRM systems and customer loyalty. Mechanisms that are involved in CRM systems has 

also been something that recently has been researched (Soltani & Navimipour, 2016). There 

are still other angles that also have been examined but there are more that needs to be studied 

in order to develop the theories and knowledge about CRM.  
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This thesis will focus on how organizations work with CRM system on a store level. This 

thesis will also focus on how much information that gets meditated down from the 

headquarter or partner to the store regarding the CRM system. CRM systems can be hard to 

asses and to implement in a successful way in organizations. Even though there has been 

previous research done on this topic, there is still a need for more empirical studies (Llamas-

Alonso et al., 2009).  Liang and Mao (2012) argue that the previous research that has been 

done concerning CRM systems and the effect it has on organizations results, mostly has 

provided negative results about how organizations are affected. Mendoza et al. (2006) argue 

that organizations should not think of CRM systems as an easy fix. The topic also needs to 

be researched more so that organizations will know more about how it affects the 

organizations (Mendoza et al., 2006).  

 

Llamas-Alonso et al. (2009) suggest that organizations should implement a system of 

measurement before using CRM. This is a help for the organization to explicate the use of 

CRM systems as well as the business (Llamas-Alonso et al., 2009). According to a research 

done on Swedish corporations by Wiraya in the report CRM Barometern, it is obvious that 

many Swedish organizations, 94 % of the amount of organizations asked, does evaluate the 

outcome of their CRM systems. At the same time, they found out that a big part of these 

organizations that works with evaluating their CRM systems, lack of goals with their CRM 

systems (Wiraya, 2016). How do organizations know if their work with CRM systems is 

accurate? Therefore, this study does not only study how stores use CRM but also how they 

manage and evaluate it (Wiraya, 2016).  

 

Thus, this research will be performed as a qualitative research. The choice of a qualitative 

method was to gain a deeper knowledge about CRM systems and the measurements used, 

concerning the evaluation of the outcome (Bryman & Bell, 2015). Liang and Mao (2012) 

argue that there is a need for qualitative studies on CRM systems. This is needed for 

researchers to achieve a deeper understanding about which measurement that is affected by 

CRM systems. When using the qualitative research the data gives accurate knowledge and 

understanding about the systems in the natural settings (Hanson, Balmer, & Giardino, 

2011). Therefore, this thesis will be examined by a case study of six corporations that are 

active on the retail market. The case studies will be used to create deeper knowledge about 

how stores in retail chains use CRM systems and how much of the information that is 

transferred from the headquarter to the store. The case studies of these six corporations will 
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be conducted on a store level to see how the different corporations might differ. All six 

corporations that will be studied are retail corporations that focus on business to consumer 

relationships. 

 

1.3 Research	question		
In previous research, the focus has been on the outcome of the CRM system and not how it 

is used and managed. Most of the previous research has also focused on the organizations 

as whole and not a specific level with in the organization. This thesis has the focus on the 

store level and therefore the research question that will be used in this thesis will be: How 

are CRM systems used and managed at a store level in retail chains? 

 

1.4 Purpose	
The purpose of this thesis is to explore how stores in the retail sector and in business to 

consumers’ relations, are engaged in the CRM systems use and management. The purpose 

is also to see if the information that is gathered by the headquarters is transferred down to 

the stores.  

 

1.5 Outline	
Section 1: Introduction  

The first section starts with a background that contains an overview of what CRM systems 

are and a discussion of different measures of the outcome of CRM systems and some 

problems with implementing CRM systems. The background is followed by the 

problematization, which describes why the focus of this study is relevant. After the 

problematization the research question are stated, followed by the purpose. The last part of 

the introduction is the outline of the thesis.    
 

Section 2: Theoretical method 

This section starts with an introduction to the research model, followed by the research 

philosophy and then the research approach. Then there is the choice of methodology which 

will explain if this thesis is a quantitative or a qualitative research. The last part is a summary 

of section two.   
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Section 3: Theoretical framework 

In section three, the theoretical framework that has been used during this thesis to be able 

to do this research will be explained. Section three starts with a small introduction to the 

theoretical framework that is followed by definitions of what CRM systems are. After the 

definitions have been presented, the usage and management of CRM systems will be further 

discussed. The part that discusses the usage and management of CRM systems consists of 

levels of usage, customer knowledge and development of advertising and also 

implementation of CRM systems. The usage and management parts also includes 

dimensions of CRM and how to measure the effect of them and how to evaluate the use of 

CRM systems. Section three ends with a summary.   

 

Section 4: Empirical method 

This part starts with research design and strategy, and then the time horizon is discussed. 

Further, comes the part where it is discussed how the data should be collected, followed by 

the selection of participants, then the interviews, how the interviews were conducted, how 

the data will be analyzed and this is followed by the ethical and trustworthy dilemmas. Then 

it ends with a summary of chapter four.   

 

Section 5: Empirical findings  

Section 5 presents the empirical findings from the conducted interviews. The section starts 

with a table that summarize the different respondents. Then each store’s empirical findings 

are presented, through a short presentation of the store, what the CRM system and different 

processes with the CRM systems look like and ends with how the store measure and 

evaluate the CRM system. The section ends with a short summary of the empirical findings 
 

Section 6: Analysis of the empirical findings 

This section will start with an analysis, followed by the stores CRM systems. Further on the 

usage of CRM systems will be presented. Then it continues with the customer satisfaction 

and loyalty. After this a part with evaluation and performance is presented, then the chapter 

ends with a conclusion of the analysis.  

 

Section 7: Thesis conclusion 
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This section starts with a summary of the thesis and continues with the conclusion of the 

thesis. Followed by a critical review. Section seven ends with suggestions for future 

research.  
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2 Theoretical	method	
 

Chapter 2 presents a research model, which is used in order to structure the methodological 

part of this thesis. The different parts mentioned are research philosophy, research 

approach and choice of methodology.   

 
2.1 Introduction	to	research	model	

Saunders, Lewis and Thornhill (2009) have introduced the model “The research onion”, 

which helps to understand the different levels of the methodology. The model contains of 

seven different echelons which are the following: research philosophy, research approaches, 

methodical choice, research design, research strategies, time horizons and last stage is data 

collection methods (Saunders et al., 2009).       

Figure 1: Based on the research onion (from Saunders et al. 2009, p. 138) 
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For us to be able to structure our research, we used a model based on the model by Saunders 

et al. (2009). “The research onion” have helped us to see the structure of our data collection 

and tactics. (Saunders et al., 2009).   

 

2.2 Research	philosophy			
The first layer of “The research onion” in figure 1 is the research philosophy, which contains 

four types of philosophies. The first philosophy is the realistic philosophy, which indicates 

that the reality of the world is the one that perceive our mind. Secondly, the positivistic 

philosophy is presented, this philosophy indicates that researchers use current theories to 

detect diverse objects in the reality. In this way, the researchers improve their hypothesis. 

Interpretivism is the third philosophy which specifies the importance of understanding the 

social game and humans’ way of acting in the society.  Then there is only one philosophy 

left and that is the pragmatist philosophy. Pragmatism is the philosophy that give a 

permission to combine all the three different philosophies, Saunders et al. (2009) means 

that it is unbelievable that they only would use one of the philosophies.  

 

This thesis practice a realistic philosophy, the realistic philosophy is independent of the 

believes and thoughts of the human. This philosophy collect the information through the 

society’s actions (Saunders et al., 2009). The philosophy realism is appropriate to our study 

since we use participants in the interviews from different retail stores. The participants 

explain their reality of how the use and management of the CRM systems works on a store 

level. In this thesis, we see the answers and the information from the participants interviews 

as the reality of how the CRM systems is used and managed in the stores.  

 

2.3 Research	approach	
Saunders et al (2009) present three different research approaches in the model, which are 

inductive, abductive and deductive. No theories or hypotheses from literature or earlier 

research are applied in the inductive approach (Saunders et al., 2009). The deductive 

approach advance new hypothesis with help from existing literature and theories. To test 

the hypotheses, they are compared with the data that have been collected (Saunders et al., 

2009). The approach that is conducted in this thesis is an abductive approach, which is a 

combination of inductive and deductive (Alvehus, 2013). An abductive approach indicates 

that this thesis is going between theory and empirical findings and then back again 
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(Alvehus, 2013). The collection of data is made by semi-structured interviews and then the 

data is analyzed with the abductive approach. The research in this thesis is using both 

already existing literature and collected data.  

 

2.4 Choice	of	methodology	

There are two choices of methodology, quantitative and qualitative researches (Bryman & 

Bell, 2015). Quantitative method focus on numbers and often contains statistics and graphs. 

The data collection in quantitative method can be made through, for example questionnaires 

(Saunders et al., 2009). According to Alvehus (2013) qualitative method involves different 

forms of connection and it is also interested in meanings and sentences. When you choose 

to delineate your study into a qualitative study it does not mean that the use essential 

elements that constitute quantitative form is impossible to use. This means that qualitative 

method is a broad concept that includes several different variants (Alvehus, 2013). 

Qualitative method can include non-numerical data and the data can be collected through 

interviews (Saunders et al., 2009).  

 

Bryman and Bell writes that a qualitative method is of relevance to use when a study 

focusing on understanding a phenomenon (Bryman & Bell, 2015). Therefore, it is relevant 

for this thesis to use a qualitative research methodology, this to get a deeper knowledge and 

understanding of our study´s subject and purpose. The qualitative method is conducted to 

this research to gain a deeper knowledge of how engaged the stores are to the CRM systems 

use and management. Thereby, this thesis will use a qualitative approach to be able to study 

the theory of the CRM systems in the retail sector and their stores, in order to use interviews 

that collect non-numerical data.  

 

2.5 Summary		

In order to be able to write this thesis in the best way, there were some theoretical aspects 

that needed to be considered. These aspects where presented in figure 1 that is based on 

“The research onion” by Saunders et al. (2009). Through figure 1, it is shown that this thesis 

follows a realistic research philosophy combined with an abductive approach. The choice 

of methodology was to write a qualitative thesis to gain deeper knowledge about the CRM 

system.   
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3 Theoretical	framework	
 

Chapter 3 presents theories and models that is used during this thesis. The theoretical 

framework consists of definitions of CRM, the use of CRM systems and management of CRM 

systems.  

 
3.1 Introduction	to	the	theoretical	framework	

The purpose of this thesis was to explore how stores in the retail sector and in business to 

consumers’ relations, are engaged in the CRM systems use and management. The purpose 

was also to see if the information that is gathered by the headquarters is transferred down to 

the stores. Chapter 3 consists of different theories and models regarding CRM systems. 

These are discussed and explained to enhance the understanding about what CRM systems 

are and how CRM systems might be used and managed in organizations. 

	

3.2 Definitions	of	CRM-systems		

There are many different definitions of what CRM is. Depending on what sector that the 

organization is active in, the definition might differ (Richards & Jones, 2008). One 

definition of CRM is that it is a way for the organization to adapt their business environment 

so that it is the most efficient way to nurture their already existing relationships with 

customers and also creating new relationships (Soltani & Navimipour, 2016). This can be 

compared to the definition of CRM provided by Chang et al. (2014), they claim that CRM 

systems are processes that creates systems that endorse the business strategies. Shafia, 

Mazdeh, Vahedi & Pournader (2011) on the other hand means that CRM systems is a way 

for organizations to meet certain goals that comes from their business strategy. A fourth 

definition of CRM is discussed by Zineldin (2006), he argues that CRM is a tool that 

organizations use to categorize their customers so that they know which ones they should 

focus on. This definition can be compared to Orenga-Roglá and 

Chalmeta´s (2016) definition. Orenga-Roglá and Chalmeta (2016) argue that the definition 

of CRM is that it is a process, which enables organizations to direct their business so that it 

fits the customers need at any given time. 

  

However, the definition used in this thesis is the one that is reasoned by Khodakarami and 

Chan (2013). Khodakarami and Chan (2013) debates that the definition of CRM systems is 
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that CRM systems are a form of information systems that organizations use to create 

important knowledge about their customers and their relationships. 

 

Customer Relationship Management also 

called CRM, is a term for how 

corporations should use different methods 

and theories, in a way to handle their 

relationship with the customers. From a 

management perspective, CRM systems 

can be seen in two different ways 

(Godson, 2013). One way is that it is a 

strategic tool that the top level of an 

organization use in order to structure the 

managing of the organization (Godson, 

2013). Another way of looking at CRM 

systems from a management perspective 

is that is a system. This system is a help 

for the organization to manage the daily 

businesses (Godson, 2013). In figure 2 the 

different ways customers can contact a corporation is shown. Some examples these ways 

are by Telephone, Distributors, Fax, Websites, E-mail and other salesforces (Jobber & Fahy, 

2009). Corporations that are using CRM should communicate in order to give their 

customers the same message no matter how the customer have contacted the corporation. 

CRM is not just technology, the corporation need to integrate the marketing strategy for 

creating an efficient use of CRM. The use of the system must be introduced to the staff, so 

they can use and work with the system (Jobber & Fahy, 2009). According to Godson (2013) 

CRM is when a corporation use the collected data and technology to set the standards for 

how to use the relationship marketing. 

 

3.3 	The	use	and	management	of	CRM	systems	

In this section, different strategies for organizations to use and manage in its CRM systems 

will be presented. The second part of this section discusses how organizations might use the 

CRM system to create knowledge about the customers and develop proper advertising. 

Customer

Telephone

Disributors

Fax

Websites

E-mail

Salesforce

Figure 2: Customer-company contact points (from Jobber & Fahy 2009, p. 
254) 
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Another perspective of this part is management of CRM systems, which means that it is 

important to transform the goals and strategies of the CRM system into measurements that 

makes sure that the CRM systems is used efficiently. Management also means that it is 

important to make sure that the information that is gather and other possible assets of the 

CRM system is used in the right way. This is done to enhance the possibility of a positive 

performance of the CRM system (Hollensen, 2017). 

 
3.3.1 Levels	of	usage	

 In the report called CRM Barometern written by Wiraya (2016), they have founded a model 

that consists of five different levels that shows how organizations work with CRM systems. 

This model is called “CRM Maturity Model” (Wiraya, 2016). The five different levels are 

called “CRM Ad-Hoc”, “CRM Traditional”, “CRM Ambitious”, “CRM Leader” & “Best 

in class” (See Appendix B – Figure 2, CRM Maturity model, by Wiraya (2016).  

 

 

 

 

 

 

 

 

 

 

 

 

There are CRM Ad-Hoc which is the lowest level. Organizations that are in this level have 

implemented CRM systems but they do not know much about what they do or how to use 

the CRM systems properly. It is often small organizations or non-profit organizations that 

are found at this level (Wiraya, 2016). In the second level, CRM Traditional, retail 

organizations and the entertainment business is often found. Organizations in this level has 

some more knowledge on how to use their CRM systems but it is not perfect. The 

organizations still do not know much about how they should use CRM systems to make it 

3 
CRM  

AMBITIOUS 
 

4 
CRM  

LEADER 
 

5 
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2 
CRM  

TRADITIONAL 
 1 

CRM  
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Figure 3: Based on the CRM maturity model (from Wiraya, 2016) 	
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the most profitable way for the organizations (Wiraya, 2016). If an organization has come 

to the next level, CRM Ambitious, it means that they are starting to get to know more about 

how they should direct their work with CRM systems (Wiraya, 2016). Another thing that 

characterize organizations in this level is that they are working with their CRM systems so 

that it fits the customers of the organizations. Organizations has more focus on working 

with the actual systems but also on developing work with CRM and the actual systems that 

they are working in (Wiraya, 2016).   

 

For an organization to be seen as a CRM Leader, they have to live up to some criteria’s 

regarding the work with CRM. Organizations that has reached this level is more focused on 

nurturing the relationship with their customers (Wiraya, 2016). They have also developed 

their work with CRM to broaden the amount of marketing tools that they have in use but 

also make the CRM department take all the responsibility instead of sharing it with the 

marketing department (Wiraya, 2016). The highest level is called Best in class. The focus 

of the CRM systems is for the organizations to create loyalty from the customers. 75% of 

the organizations in the highest level has systems that is just for CRM instead of 

implementing it in already existing systems (Wiraya, 2016).  In this thesis, the stores instead 

of the organizations are examined according to figure 2 by Wiraya (2016). There might be 

a difference between the level that the organization itself is on and the level that the store is 

on. 

 
3.3.2 Customer	knowledge	and	development	of	advertising	

Jobber and Fahy (2009) argue that an organization can use a so-called customer analysis to 

create important knowledge about their customers. Through this analysis the organization 

will get information about the customer itself, such as gender, age and so on. The 

organization will also get information about what the customers look at when they are 

shopping and how the customers value the organization against its competitors. With the 

information that is gathered through the customer analysis, the organization can now easier 

spot different factors that help them divide the customer into the right segment that they use 

for their customers (Jobber & Fahy, 2009).  According to Kotler, Armstrong, Harris and 

Piercy (2013), it is important that organizations gather information from all channels 

available to them. Example of these channels might be telephone calls, through the website 

and personal contact with the employees of the organization (Kotler et al., 2013). According 

to Godson (2013), it is important the organization starts with examining who their customers 
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really are in order to create a more stable relationship with them. After this is done, the 

organization should gather information about the customers shopping habits and how often 

the customer visits the different parts of the organization (Godson, 2013). Kotler et al. 

(2013) claims that by using CRM systems to create more knowledge about the customers, 

this also enables them to create a deeper acceptance of the customer and its behavior and 

can therefore offer the service that fits the customers’ needs.  

 

Advertising is something that has been done for many years in all sorts of businesses (Kotler 

et al., 2013). According to Kotler et al. (2013) advertising is a way for businesses to show 

their customers what they are trying to sell.  Kotler et al. (2013) has presented four steps 

that help organizations create advertising. The first thing that the organization needs to do 

is that goals for the advertising needs to be set. These goals need to show what the 

organization wants to achieve with their advertising and during what timeframe (Kotler et 

al., 2013). The next step in order to create advertising is to create a budget for the 

advertising. This is done so that the organization knows what resources they should create 

advertising with (Kotler et al., 2013). After setting the goals and budget, it is time to 

determine how the goals are going to be achieved. This is done by determining what the 

organization wants to mediate with their advertising and how it is supposed to be done 

(Kotler et al., 2013). The last thing that needs to be done is for the organization to see if the 

advertising has paid off (Kotler et al., 2013). 

 

3.3.3 Implementation	of	CRM	systems	

When an organization decides to implement Customer Relationship Management (CRM) 

systems, it often combines the CRM system with already existing system (Nguyen, Sherif, 

& Newby, 2007). This is done in order for the organization to access vital information 

quicker in order to fulfill wants and needs of the customer faster (Nguyen et al., 2007). 

When an organization is trying to implement CRM systems, Steel, Dubelaar and Erwing 

(2013) has come up with a process that some organizations might follow to enhance the 

possibility of a successful implementation.  

 

In the process proposed by Steel et al. (2013), the first thing that an organization need to do 

is to figure out how it is going to cope with the change. If an organization is not ready to 

make the changes that are needed, it would reduce the chances of a successful 
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implementation of the CRM system (Bohling, et al., 2006). After figuring out how the 

organizations should move forward, they need to come up with a strategy and goals for the 

use of the CRM system (Steel et al., 2013). That it is important for organizations to think 

of different strategies before implementing a CRM system is also claimed by Nguyen et al. 

(2007). Nguyen et al. (2007) also argue that an organization should set goals for the 

outcome of the CRM system. This help the organization to widen their CRM system in 

combination with other strategies to satisfy the customers (Nguyen et al., 2007). For the 

organization to gain the best possible outcome of the implementation, it is important that 

the strategy and all goals for the CRM systems are in line with the other strategies within 

the organization (Bohling, et al., 2006). However, there are numerous things within an 

organization that affects the implementation and the outcome of the implementation 

(Bohling, et al., 2006). For the organization to be able to come up with a strategy, there are 

some important aspects that needs to be taken into consideration (Steel et al., 2013). 

 

The first aspect is the customers. It is important that the organization gathers information 

about the customers. This is important in order to understand how to direct the strategy so 

that it meets the wants and needs of the customer (Steel et al., 2013). The customer aspect 

is a strategy that is debated by Nguyen et al. (2007) to be a big part when trying to get a 

positive outcome of the implementation of the CRM system. It is important that the 

organization knows which their customers are in order to direct the strategy and the CRM 

system in the best way (Nguyen et al., 2007). 

 

The second aspect that needs to be considered when sketching the strategy is the 

organization itself (Steel et al., 2013). It is important to know the organizations strengths 

and weaknesses. Strengths and weaknesses are found to make the organization not force 

themselves to take on more than what it is capable of due to the choice of strategy (Steel et 

al., 2013). There is one other angle regarding the organization aspect that needs to be 

considered before the organization can fully create a suitable strategy.  It is important that 

the organization examine if the way that the organization is structured, work with the CRM 

system or if there is a need for restructuring (Steel et al., 2013). Nguyen et al. (2007) claims 

that it is important that the organization has examined the organization to enhance the 

possibility of a positive outcome of the implementation. 
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When the strategy and goals for the work of CRM are set, then it is time for the second step 

of the process (Steel et al., 2013). The second step is that the organizations needs to figure 

out best way to create worth for all parts that are affected by the CRM systems (Steel et al., 

2013). The third and last step in the implementation process proposed by Steel et al. (2013) 

is that the organization measures and asses the outcome of the implemented CRM system 

in relation to the goals that were set in the beginning for the work with the CRM system 

(Steel et al., 2013). 

 

Llamas-Alonso et al. (2009) argue that before an organization tries to implement CRM 

systems it is important that some parts are considered. The parts are strategy, antecedents 

and measurement systems. When it comes to the strategy part, it means that the organization 

should set a strategy and some goals for the outcome of the CRM system (Llamas-Alonso 

et al., 2009). After the strategy and goals are set, the organization should examine itself to 

see what factors the organization have that might affect the use of CRM system and the 

possibility of reaching the set goals. The last part that needs to be considered to enhance the 

possibility of a positive outcome of the implementation is that the organization should also 

implement a measurement system for the CRM system. An implemented measurement 

system helps the organization to check and see if the CRM system is working. The 

implemented measurement system is also used to predicting the future outcome of the 

implementations (Llamas-Alonso et al., 2009). 

 
3.3.4 Dimensions	of	CRM	and	how	to	measure	the	effect	of	them		

Kim and Kim (2008) mention some dimensions of CRM in a scorecard, based on the needs 

in performance measured CRM. The tools that is based to measure the performance of 

CRM, is also developed to work with real cases, which mean that they need to be precise 

and simple. The scorecard could be built in different parts that includes different forms of 

dimensions. The model (see figure 4) that are used in this thesis with these dimensions, is 

based on Kim and Kim’s, (2008) model called Integrated model for CRM scorecard (see 

Appendix C – Integrated model for CRM scorecard) by Kim & Kim (2008) and this adapted 

version is made to fit the work of this thesis. This model is used as a help for analyzing the 

results of the thesis. The model is divided into three various parts: Infrastructure, Customer 

and Corporate profitability.  
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In the infrastructure part, there are measurements regarding the posture of the managers but 

also the employees of the corporation (Kim & Kim, 2008). Since this thesis is focusing on 

how the CRM system is done on a store level, this part is relevant because it shows how the 

relationship is between the headquarters and the stores. Management attitude, 

Organizational alignment, Employee satisfaction, Information technology, explicit goal and 

employee behavior are some of the dimensions mentioned in the infrastructure part. These 

dimensions can be assembled and adapted to different corporations and situations. The next 

part of the model is the customer part. As displayed in the model, the customers are affected 

by the posture of the corporations (Kim & Kim, 2008). This part of the model is used 

because customers is the focus of CRM systems which are the focus of this thesis. Corporate 

profitability is the last part of the model that will be used to analyze the findings of this 

thesis. Customer profitability is affected by for example customer loyalty but in the long 

run also the attitude of the employees (Kim & Kim, 2008). 

In order to develop a holistic CRM measurement system, Llamas-Alonso et al. (2009) 

propose a strategic network, which includes both financial and non-financial measures. 

There are a lot different dimensions that a corporation might use to evaluate their CRM 

system. According to Llamas-Alonso et al. (2009) the dimensions can be divided into 

different areas. One dimension that they mention are strategy which includes business 

atmosphere, business orientation and competitive strategy. The customer dimension tries to 

keep and take care of the current customers, but also to think in the long-run and find the 

prospective customers. External factors are the dimension that talks about competition and 

market, how they should implement CRM in the right way. Within these areas, there are 

factor called ““explicit goal””, which was not found during Step 1.
Many practitioners agree with the fact that a definite CRM goal has a
positive impact on CRM success because it is likely to define a detailed
set of CRM activities.

3.3. Step 3: integrating both models

From the theoretical causal map and the hierarchical model in the
practical perspective, we derived an integrated model for a CRM
scorecard (Fig. 4). To complete this step, we included all factors and
relationships from both models. For example, although the explicit goal
did not appear in the theoreticalmodel, itwas included in the integrated
model because many practitioners agreed on its importance for the
successful implementationof CRM(as shown in thehierarchicalmodel).
As an example of integration of relationships, the integrated model has
four causal influences from management attitude, two influences in
Model 1 (on market orientation and IT) and two influences in Model 2
(on explicit goal and organizational structure/system). In addition,
when some factors have the same meaning but different names, we
follow the theoretical names, as shown in Fig. 2. For instance, since
“employee capability” addressed by practitioners in Step 2 means the
same as “customer-oriented employee behavior”, we termed it
“employee behavior”. Moreover, because the concept of organizational
culture that practitioners expressed seemed likely to be broad with
further redundant constructs, we itemized the component parts (i.e.,
market orientation, partnership, and explicit goal). The shaded factors in
the integrated model (e.g., IT, partnership, and employee behavior) are
““boundary factors””, which have direct impact on other factors in
different perspectives. We give a detailed explanation of all factors in
each perspective in Section 4.

3.4. Step 4: developing measurement instruments

The conceptual model above should be embodied with measures
that can indicate a company's present CRM initiatives. We tried to use
validated survey items as perceptual measures for each factor from
leading academic journals, and KPIs as objective measures from
various sources including academic and practice journals, companies'
internal archives, and consulting firms' knowledge and expertise.
These efforts resulted in 103 survey items as perceptual and 45 KPIs as

objective measures. Table 3 shows the references from which we
adapted the survey instruments and the objective measures by com-
ponent. To check the reliability and construct validity of the survey
items, we conducted pilot surveys with four companies, and con-
sequently eliminated 13 items.3

For the objective measures, i.e., KPIs, we developed and used a
different diagnostic sheet to test the feasibility, since some KPIs were
likely to be inapplicable owing to lack of understanding of the concepts,
data unavailability, or other political issues. From the feasibility test, we
found that “Business referrals” and “Cost of each CRM process” from
among 45 objective measures were almost impossible to measure and
thus were rejected. All the measures included on the CRM scorecard
werepositioned impartially in fourareas in a2×2matrixwith twokinds
of dimensions (i.e., perceptual versus objective and antecedent versus
subsequent) (Fig. 5). This means that not only subsequent but also
antecedent (conditional) factors of CRM could be assessed by objective
and perceptual manners.

3.5. Step 5: prioritization of CRM success factors

To prioritize the factors of the CRM scorecard and provide a basis
for the importance level of each factor, we conducted Analytic
Hierarchy Process (AHP) analysis (Wind & Saaty, 1980). To evaluate
each set of factors of the CRM scorecard in a pairwise fashion with
respect to each perspective, 35 CRM experts including CRM or
marketing managers from the companies that had participated in
Step 2, CRM consultants, and several academics specializing in CRM
participated in this step. Twenty-eight valid datasets out of 35
participants were gathered and analyzed. Table 2 shows the result of

Fig. 4. Integrated model for CRM scorecard.

3 Since each evaluative factor has its own relevant respondents, we used three
different types of questionnaire, i.e., one for CRMmanagers and staff, one for customer-
contact-point employees, and one for customers. Pilot surveys were conducted with 16
managers, 47 CRM staff members, 106 customer-contact-point employees, and 174
customers from four companies. As a reliability test, we calculated Cronbach's alpha
reliability coefficients: Cronbach's alpha values for the constructs spanned from 0.794
to 0.948 with no item showing any problem in terms of item-total correlation. As a
construct validity test, we conducted three independent confirmatory factor analyses
for the three kinds of questionnaire. The results showed that we needed to reject 12
items from the process perspective and one item from the customer perspective,
which had factor loading values below 0.5.

481H.-S. Kim, Y.-G. Kim / Industrial Marketing Management 38 (2009) 477–489

Corporate 
Profitability

Figure 4. Integrated model for CRM scorecard (based on Kim & Kim, 2008, p. 481) 
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different subareas and measurements that organizations might use when they are evaluating 

their CRM systems (Llamas-Alonso et al., 2009). When implementing CRM, the factors 

leading, accountable and repeatable, are factors that need to be considered. These factors 

are used to find the position on the market which is connected to customers and evaluation 

to succeed with CRM and it is in implementation strategy.  

 

3.3.5 Evaluating	the	use	of	CRM	systems	

According to Bohling et al. (2006), there are a number of things that needs to be evaluated 

in order to see if the use of the CRM is successful. One internal thing that needs to be 

evaluated is how well the employees have implemented the CRM system, another is how 

much benefits the company has added from implementing the CRM system (Bohling, et al., 

2006).  There are also some external things that needs to be evaluated. Externally it is 

important to evaluate how the implementation and use of a CRM system affects the number 

of customers and how it affects the customers’ loyalty towards the organization (Bohling, 

et al., 2006). According to Shafia et al (2011), it is important that the organization evaluate 

the effect on all part of the organization, not just the CRM systems implementation and the 

use of it. Kim and Kim (2008) argue that it is important to look at both the contributions 

and the productions when evaluating the CRM system. 

 

Kim, Suh and Hwang (2003) has 

created a tool for evaluating the CRM 

performance. This tool can be shown as 

a model with four different areas just 

like a balanced scorecard, except that in 

this model the fore different areas are all 

about the customers (Kim, Suh, & 

Hwang, 2003). In the model, called the 

evaluation model, there are several 

steps. The first step means that the 

organization needs to decide what goals 

they want to achieve with the help of the 

CRM system. After the goals are set, the 

next step is for the organization to implement a strategy for the use of the CRM system 

 Figure 5: CRM evaluation model by Kim, Suh & Hwang 
(2003) 
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(Kim, Suh, & Hwang, 2003). When the goals and the strategy are set, it is important that 

the organization examines themselves to see what different factors within the company 

affects each other. This examination is the third step of the evaluation model (Kim, Suh, & 

Hwang, 2003). The fourth step of the evaluation model is that the organization needs to 

determine what different approaches that should be measured within the organization and 

with what measures they should measure them (Kim, Suh, & Hwang, 2003). All these four 

steps lead to the fifth and final step, which is that the organization examines if it uses the 

CRM system efficiently or if there is something that needs to be altered. It is important that 

the organizations keep repeating the steps until the model shows the wanted outcome of the 

CRM system (Kim, Suh, & Hwang, 2003). 

 

3.4 	Summary		

Chapter 3 began with arguments about that there are multiple definitions of what a CRM 

system are but the one that will be used in this thesis is that is a form of information system 

that is used by organizations to create important knowledge about the customers 

(Khodakarami & Chan, 2013). Then the steps of the implementation process, and how the 

different levels of implementation might look like, were described. After the 

implementation part, the different dimensions of CRM that was mentioned in the scorecard 

created by Kim and Kim (2008) were presented. Chapter 3 ended with a section about how 

to evaluate the use of the CRM system and which dimensions that can be used to measure 

the performance. 
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4 Empirical	method	
 

Chapter 4 describes how the research is the designed, which strategy was used, the time 

horizon and how the data was collected. In chapter 4 the selection of participants, the 

interview process, data analysis process and ethical  and trustworthy dilemmas of this thesis 

are also described 

 
4.1 Research	design,	strategy	and	time	horizon		

The research design which is presented in figure 1, consists of three different research 

methods: explanatory, exploratory and descriptive. Explanatory research design compares 

different types of variables, this includes different problems or situations. The research 

design exploratory is a study that is used when you want to find out what is happening with 

something and to get an insight to better understand a problem. Examples of conducting 

exploratory research could be to find information in literature, interviewing experts in the 

subject or a focus group. Descriptive research design means that you should know what you 

need to study and which data you should collect (Saunders et al., 2009). This thesis is 

conducted by an exploratory research design, though the purpose of this thesis is to get a 

deeper understanding and to simplify how the CRM systems is used a managed of the 

different stores in the retail sector. With an exploratory research strategy, the researches 

need to be flexible and have the ability to change the focus in the study (Saunders et al., 

2009). The ability of being flexible is suitable in this study, though we want to get new 

information and deeper knowledge about the CRM systems.  

 

Saunders et al. (2009) presents eight different types of research strategies in figure 1 “The 

research onion”, and these are: experiment, survey, case study, narrative inquiry, archival 

research, grounded theory, ethnography and finally action research. The choice of research 

strategy is made by help from the research question and is also a way to construct and 

develop an understanding of the case (Saunders et al., 2009). In this thesis, the research 

strategy conducted is a case study. A case study is a research strategy that uses several 

sources to make their point. The case study has an ability to answer question with how, why 

and what, that could be hard to answer with other strategies (Saunders et al., 2009). A case 

study was the most suitable strategy for this thesis, though we had the possibility to study 

the CRM system in different parts of the retail sector (Saunders et al., 2009).   
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Another part of the research model “The research onion” is the time horizon, which in a 

broad way can be seen as the time of the study. The time horizon contains two different 

types: cross-sectional and longitudinal. Cross-sectional signifies that is a study in a specific 

time and over an explicit phenomenon (Saunders et al., 2009). The time horizon 

longitudinal is a study which is used to observe a change or a development over a long 

period, which often use variables that are measurable (Saunders et al., 2009).  This thesis 

includes a cross-sectional time horizon, in a qualitative study. The usage and management 

of stores´ CRM-systems is processed by semi-structured interviews. The choice of using a 

cross-sectional time horizon became natural since the study was conducted during a 

predetermined period. Cross-sectional was also suitable since it is a specific phenomenon, 

and how it is used and managed, that was studied and not how it can be developed or 

changed (Saunders et al., 2009).  

 

4.2 	Collect	data	
Data collection and data analysis is the last part of figure 1, that is based on Saunders et al. 

(2009) model “The research onion”. The last part consists of primary and secondary data. 

Secondary data is data that have been collected by people for another purpose and with 

other respondents. Examples of secondary data are multiple-source data, documentary data 

and survey-based data. The collection of primary data is made for specific studies with a 

purpose and can be collected through observations, interviews and questionnaires (Saunders 

et al., 2009). In this thesis, primary data is collected. Which is done, since the aim of this 

study is to explore how stores in the retail sector are engaged in the CRM systems use and 

management. The purpose is also to see if the information that is gathered by the 

headquarters is transferred down to the stores. The collection of data has been made through 

semi-structured interviews with people in charge of running the daily business in the 

different retail stores. The interviews consisted of questions that gave us depth and 

developed responses, which in turn made it possible to analyze and compare the different 

corporations´ answers (Bryman & Bell, 2015).   

 

4.3 	Selection	of	participants		
The research in this thesis focus on six different stores, that are active in the retail sector. 

The corporations that are studied in this thesis are two different food stores, one pet shop, 
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one coffee shop, one movie store and one gas station. We choose these six stores because 

all of them are a part of big and famous chains in Sweden. The chains also represent 

different parts of the retail market. All six chains have stores throughout Sweden and 

therefore we wanted to gain deeper knowledge about how they work with CRM on a store 

level. We wanted to see if the information gained by the headquarters comes down to the 

different stores and how they used the information they get from the CRM system. 

 

4.4 	Interviews	
The type of interviews that were conducted was semi-structured interviews. The purpose 

with the interviews was to collect information from the respondents about their 

corporations’ way of using and managing their CRM-systems on a store level. The reason 

for conducting semi-structured interviews was to gather valuable information and to collect 

detailed answers from the respondents (Ahrne & Svensson, 2015).  

 

4.4.1 Semi-structured	interviews		

The semi-structured interviews were performed on the respondents’ specific corporation 

and all the interviews were made face to face. For the respondent to be suitable for this 

study, they needed to be either a CEO, site manager or a head of department. The reason for 

these requirements of the respondents, were because of the possibility to gather good and 

right information from people that have more information and responsibility than the 

coworkers (Ahrne & Svensson, 2015). All interviews have been recorded, this to make the 

possibility of gathering all details and to collect the right information much higher. During 

the interviews one of the researchers were taking notes and the other one was asking the 

question and came up with some key words. Since the aim of the study was to find detailed 

information about the use and management of the different stores CRM systems, the semi-

structured interviews were the best choice. Semi-structured interviews were the most 

suitable choice because it gave the respondents the chance to give more valuable knowledge 

but also the interviewer the possibility to ask follow up questions  (Ahrne & Svensson, 

2015).    

	

During the interviews, an interview guide has been used, see Appendix D – Interview guide. 

In the interview guide, CRM systems is called customer system. This is done to make it 

more understandable for the respondent. The interviews are a combination of open-ended 
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and closed questions. The interviews began with a warm up, this was done in order to get 

the respondent familiar with the subject of the interviews and give us some information 

about the respondent and the corporation.  

 

4.4.2 Data	analysis	

The data collection, that were collected throughout the interviews needed to be transformed 

into qualitative information. To reduce the risk of small errors and other problems like 

misunderstanding, the transcriptions have been performed by the same person that 

interviewed the respondent (Ahrne & Svensson, 2015). The interviews were conducted in 

Swedish and then the transcriptions were translated in to English. The transcriptions have 

then been read through very precise, to gather the information in to categorized data. After 

the categorization were made separately, we compared the information that we have choose 

to categorize in different ways. Bryman & Bell (2015) argue that analysis methods are 

common in qualitative research methods. The analysis method consists of: meaning 

interpretation, condensation and meaning categorization.  

 

When analyzing the data according to the transcriptions, the different answers were divided 

into different categorizes, it was coded. The different categories were for example, the 

layout of the CRM system, the use of CRM systems and measurements and evaluation of 

the CRM systems. This was done in order to see which of the different models mentioned 

in the theoretical framework that was going to be used in the analysis of the specific answer. 

For example, in the category the use of CRM system, the answers that was coded into this 

category were analyzed with the help of figure 3 – CRM maturity model (Bryman & Bell, 

2015).  In order for us to make the coding easier, each category was represented by specific 

letter in the transcriptions. The answers that did not fit in at first view were put to the side 

and later on viewed again to see if they could be modified into a new code or category. At 

this point a new category was needed, customer satisfaction and loyalty (Bryman & Bell, 

2015). 

 

    

4.5 	Ethical	and	trustworthy	dilemmas	

It is important to think about how trustworthy the data is performed. Trust, also called 

reliability, is about how truthful and correct the data collection is. Some things that need to 
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be taken in to consideration is if the measures would be the same in another occasion and 

would another person that observe the exactly same situation, see the same things as you? 

And has the information been perceived the right way or are there any transparency 

compared to what others could have said?  

 

According to Saunders et al. (2009) there are four elements of reliability, which we call 

trust and ethical dilemmas. The first element is subject or participant error, this element 

indicates if the results can vary depending on time, place or the mindset of the people. The 

second element is subject or participant bias, this is when the respondents don’t give the 

real answer and they say what the researchers like to hear or what the bosses want them to 

say. The third element is the observer error, this is most likely to occur if there are more 

than one person conducting the interviews. An observer error means that the different 

people conducting the interviews might be asking the questions differently and therefore 

might get the same answers but with different meanings. Finally, the last element is observer 

bias, this occurs when there is more than one person that are going to decipher the answers. 

If there is an observer bias, it means that there are different opinions of what the gathered 

information means (Saunders et al., 2009). In this thesis, we have focused on CEOs and site 

managers, that can bring us information about their CRM systems. Since they are 

responsible for the stores that were chosen for the case studies, this makes them more 

trustworthy and reliable sources. 

 

4.6 	Summary	

The first section in chapter 4 is dealing with the research strategy of this thesis, which is 

that case studies were used. This thesis was written over a cross-sectional time horizon. The 

data that was collected in this thesis was primary data. The selected participants in this thesis 

are six different corporations that are active on the retail market.  After the participants were 

presented, the way that the interviews were conducted and how they were transcribed, was 

described. The last part of chapter 4 describes what kind of problems that might occur when 

it comes to the trust and ethical dilemmas. The last part also presents that since the 

respondents of the interviews in this article are primarily CEOs or store managers, they are 

therefore reliable sources of information. 
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5 Empirical	findings		
 

Chapter 5 presents the empirical findings that were found during the conducted interviews 

in the six retail stores. The chapter starts with a table that summarizes the different stores 

and respondents and then the different findings are presented for each store separately. 

 

5.1 The	empirical	findings	from	the	interviews		

The empirical findings that is conducted from the interviews, are presented in this chapter. 

In this thesis, there are empirical findings from six stores that are active within the retail 

market. According to Kotler et al. (2013), stores that are active on the retail market only 

sells products or services, this is done to costumers that is going to use the products or 

services by themselves. Retail store are available in both small and big businesses (Kotler 

et al., 2013). All the stores will stay anonymous in this thesis, but all respondents have 

accepted the use of the findings in this thesis, which were collected during the interviews. 

The empirical findings will be presented under the different areas for each store to enhance 

the possibility to highlight the important and interesting empirical findings from each store 

(Alvehus, 2013)  

 

Table 1 presents a summary of what kind of store it is, who has been interviewed and how 

many employees the store has. This is done to facilitate and simplify the information about 

the stores.   

Store Direction Position  Employees 

Store A Gas station CEO and owner 7 

Store B Food store Store manager  9 

Store C Coffee shop Site manager 15 

Store D Pet shop Owner 3 

Store E Food store Staff responsible and 

cash manager 

85 

Store F Movie store  Store manager 6-8 
Table 1:Information about the stores, collected during the interviews 
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5.2 Empirical	findings	store	A		

In this section, the empirical findings from the interview conducted with the respondent 

from store A will be presented along with a presentation of the store. The empirical findings 

are divided into two areas, CRM system in store A and measurements and evaluation of the 

CRM system in Store A. 

 
5.2.1 Presentation	of	store	A	

Store A is a store in a gas station chain, that has been owned by its current owner for ten 

years. There are currently seven employees including the CEO (the owner). The headquarter 

of this gas station has bigger company customers as their target, because they earn more 

money on fuel this way. The owner of the gas station has been one of the respondents in 

this thesis interviews. This gas station works as a partner to the big chain and its target group 

is individual customers. While the headquarter earn money on fuel, Store A earn money on 

coffee, hotdogs and other products in the store. Ten years ago, the headquarter started a 

concept which means that it demands that all the stores should look and work in a similar 

way. Wherever you are in Sweden you should recognize the store and that it is a part of the 

gas chain. The customers should find the same collection and have the same feeling in all 

stores. 

 

5.2.2 The	CRM	System	in	Store	A	

The CRM system in Store A, is not handled on a store level. The headquarter of the gas 

station are the ones that make the decision of how the CRM system should work, this means 

that the system are handled centrally. The headquarter are the ones that is responsible for 

the CRM system. One example of how the headquarter use the CRM system, are by cards. 

These cards give discount on fuel and information to the store about what the customers 

buy. Store A use this information to see what kind of discount they should give the 

individual customers. The CRM system is used by Store A on a daily basis. The partner also 

compares the daily sales with the numbers and budget from last year. The part of the CRM 

system, which the gas station could affect, is that they for an example can give discount on 

coffees and carwashes. One example of these discount is that customers can buy a certain 

amount of coffee and get one for free. The owner can present his comments about the 

remaining part of the CRM system, but it is not certain that the headquarter listen or even 

care about it.         
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The choice of working with CRM system was made on a central level. Store A have a budget 

of their own to follow apart from the goals that is set by the headquarter. The owner of the 

store must adjust the budget after the incomes and cost, likewise the number of employees. 

The information that the store gathers are mostly collected through personal contacts, but 

Store A even use flyers that is sent out to specific zip codes to gather members. The owner 

of the gas station gets some information about their CRM system from the headquarter and 

the headquarter also help the partner with the formulation of the flyers. The partner and the 

headquarter discuss the campaigns, which gives the partner a chance to influence his 

specific promotions. The information that the headquarter is gathering only gets transferred 

on a management level and it includes the partner of the gas station chain. Since the 

employees are hired by the partner and not the gas station chain, it is up to the partner to 

mediate the information to the employees. All information is also published on an internal 

digital board, where it is in the employees own interest to search for information and keep 

themselves updated. The information that is collected about the customers through the CRM 

system is used by the headquarter to develop the CRM system and the use of it, it is not 

done on a store level. 

 

5.2.3 Measurements	and	evaluation	

When it comes to measuring and evaluating the outcome of the CRM system, it is an 

ongoing process within the chain. This is done to see how the CRM system is working and 

that the work with the system is functioning correctly. For Store A customer satisfaction 

and customer loyalty are two important factors. That is why the owner hires a corporation 

with mystery shoppers. The mystery shopper visits Store A one time every other month, the 

mystery shopper observes how the store appears, how the employees behave and serve. 

Store A have been using mystery shoppers for over ten years and have never been able to 

figure out who it is. One thing that Store A also measure with help from both the mystery 

shopper and customers, is how the employees attitude affects the customer satisfaction. The 

effect of the employees’ attitude is evaluated in regular sales meetings. Another thing that 

is followed up on the sales meeting is how the employees motivate each other and works 

with the campaigns.          
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5.3 Empirical	findings	Store	B		

In this section, the empirical findings from the interview conducted with the respondent 

from Store B will be presented along with a presentation of the store. The empirical findings 

are divided into two areas, CRM system in Store B and measurements and evaluation of the 

CRM system in Store B. 

 
5.3.1 Presentation	of	store	B	

Store B is a food store that is a big multinational food chain. The store has been open for 

twelve years in its current city. The store has nine employees including the store manager. 

The customers are people in all ages and all income groups. There is no typical customer, 

the customer is everyone that needs to buy food.   

  

5.3.2 The	CRM	System	in	Store	B		

Store B itself does not handle the CRM system, it is handled higher up at the headquarter. 

It was also the headquarter that chose that the corporation should start working with CRM 

systems. The only part that the store deals with is collection of zip codes and email addresses 

for the customers. The zip codes are collected for the corporation to be able see in which 

extent they have customers so that they know how far their customers travel to shop in their 

store. In Sweden, the corporation do not have any specific cards for members or other 

bonuses to collect information, which they have in other countries. Store B only has 

campaign stickers that the customer acquires when they have bought products for a specific 

amount of value.  

 

The headquarter gathers most of the information on a higher level, it is not much done on 

the store level. The information that gets collected by the CRM system is used by the 

corporation to figure out how far away the flyers need to be sent. The information that is 

gathered is even used to create new flyers and mailings. The headquarter have restrictions 

on how Store B should apply the CRM systems, which is a form of hierarchy. The 

information about the CRM systems do not reach neither the store manager or the rest of 

the employees. This is because the headquarter take care of everything that concerns the 

CRM system. The store manager of Store B can pass on information higher up if customers 

have trouble with receiving their weekly flyers, though this is handled higher up in the 

management level.   



  Johanna	Broman	&	Patricia	Lundin	

30 
 

5.3.3 Measurements	and	evaluation	

The measuring and evaluation is mostly done by the headquarter. Store B do not get much 

information and that makes it hard for the employees to know how the customers see the 

store. Customer satisfaction and customer loyalty are important for the corporation and 

therefor also for Store B. Store B bring in a part of the evaluation by themselves, this is 

made through complaints via emails and phone calls to the customer service. The 

employees’ attitude and behavior against the customers, is evaluated frequently on a store 

level. This is to see how the employees behave and if they are behaving properly. If there 

is a negative complaint, it is handled directly on store level by the store manager. How the 

CRM system affects the customer loyalty is evaluated higher up, at the headquarter. Store 

B is only able to take part in a little bit of the customer loyalty evaluation. The store manager 

wishes that they had more evaluation and measuring on a store level, to gain more control.  

 

5.4 	Empirical	findings	Store	C		

In this section, the empirical findings from the interview conducted with the respondent 

from Store C will be presented along with a presentation of the store. The empirical findings 

are divided into two areas, CRM system in Store C and measurements and evaluation of the 

CRM system in Store C. 

 
5.4.1 Presentation	of	Store	C	

Store C is a coffee shop and a part of a large multinational coffee chain. The chain’s stores 

are strategically located in order to be central and easily accessible to both the population 

of the city and passing travelers. The customers are all kinds of consumers, this is because 

the ambition of Store C is that everyone is welcome and that they feel appreciated. Store C 

has fifteen employees including the site manager.   

   

5.4.2 The	CRM	System	in	Store	C		

Store C has a big impact and insight to the corporations’ CRM system and get lots of 

information from the headquarter. Store C has a card, which is the biggest CRM system in 

the corporation. On later days, an app has been introduced. The customers charge the card 

and the app with money and get discount when they purchase. The card and the app is also 

a way for the corporation to see what the customers usually shop. In this way, the 

corporation tries to give the individual customer a discount on products that they usually do 
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not buy, which in turn makes them try something new. Store C can also give a discount 

related to what the customer regularly shop, an example of that could be to buy one coffee 

and get one for free. The card is also a way for the corporation to keep an eye on what all 

the customers wants to buy, this is a way for the corporation to see what they need to keep 

in its assortment.   

 

The information collected from the CRM system gets transferred to the employees in the 

different shops. The site manager gets weekly emails from all parts of the corporation: the 

CEO, district manager, region manager, market and then the site manager transfer it further 

on to the employees. As soon as there is something new happening, the shops get to know 

about it via the site manager, who send out the information to the rest of the employees. The 

headquarter requires that all the coffee shops should look the same in all countries. Store C 

collect their information about the customer through all social media, personal contact, the 

card, emails and the app. The app, that is the newest part of the CRM system, gives the 

customer a survey about their purchase. This is to see if the customers are satisfied with the 

service and the products. The information collected is used to develop the CRM system, 

which is done via the app where the customers can point out what they think is good or bad 

or what needs to be fixed. The corporation has employees that work with this all the time.  

 

The CRM system is used daily in the Store C. In the beginning, the CRM system started 

with cards that were not personal, which means that everyone could use each other’s cards. 

Now, it has been developed into a personal app, which is connected through the consumers’ 

phone number.  The app provides information about gender, age group and student. The 

app is being developed all the time, the headquarter is responsible for developing the app. 

The corporation chose to work with CRM system because they wanted recurrent customers. 

The recurrent customers feel more exclusive and special when they go to the corporation. 

With help from the regulars, the corporation secures a regular income. If the regulars feel 

satisfied with the store, they might also provide free advertising. It does not matter in which 

shop of the chain the customers go to, they will always get the same things.  
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5.4.3 Measurements	and	evaluation	

Store C has as a goal to increase the users of the card around the guests. This is a big goal, 

which all coffee shops in the chain is working actively towards. The site manager of Store 

C can see a change since they implemented the CRM system in form of the app. One 

example of a change that the site manager can see is that more elder shops with the app than 

shopped with the physical card before. Store C use the CRM system in some extent to see 

if the customers are loyal, which is done by giving better discount the more the customers 

shops. In the app, there are a use of silver and gold members. The system with silver and 

gold members, make the customers feel more special and exclusive. The customer start as 

a silver member and become a gold member after a specific amount of purchases during 

one month. The customers’ satisfaction and loyalty is what drives the whole corporation. 

Everything is about the customers for the corporation, no customers results in no business 

and no money. The corporation evaluates how the behavior of the employees’ attitude 

affects the customer satisfaction and loyalty in three ways. These three ways are: the guest´s 

way, the barista´s way and through the mystery shoppers. The mystery shoppers are 

unknown and are hired from another outside company and checks certain criteria’s like how 

the barista is behaving and then it is evaluated how they are working in the shop. The guest’s 

way is when the bosses comes out and test how they work and act so that they know that 

every shop works and looks the same. If the CRM system affects the customer loyalty and 

satisfaction is evaluated higher up, not on a store level. 

 

5.5 	Empirical	findings	Store	D		

In this section, the empirical findings from the interview conducted with the respondent 

from Store D will be presented along with a presentation of the store. The empirical findings 

are divided into two areas, CRM system in Store D and measurements and evaluation of the 

CRM system in Store D. 

 
5.5.1 Presentation	of	Store	D		

Store D is a pet shop that is included in a Swedish pet shop chain. The store has been open 

since 1997, this year they celebrated their 20th anniversary. Store D has three employees 

which includes the shopkeeper. The target for Store D is all people that owns or want to buy 

a pet. It does not matter if it is a tiny aquarium fish or a dog, they have products for all pets. 
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All the people working in the store have certificates and licenses, which is required to work 

with animals at a pet shop.     

 

5.5.2 The	CRM	System	in	Store	D	

Store D has a CRM system in a form of checkout system, which all the products in the 

assortment are connected to. The only customers that the store put in in the system are the 

ones that is connected to a certain supplier. In the system, the employees at Store D can 

write if the customer should get any discount the next time they shop. One example of this 

discount could be to get the half price on a certain type of feed for the pet. All campaigns 

and all coupons are in the system and make it easy for the employees to see what discount 

the customer should get. The supplier and partner tries to make the system as easy as they 

can to help store D to deal with it in a simple way. Store D also has a loyalty club, where 

the customers decide if they want to have email with campaigns or not. Then the store send 

out a mail to all the members, with campaigns and special days with activities. Store D has 

over 700 members that they send out emails to.  

 

The information about customers is collected through emails, personal contacts, social 

media and the store also use advertising in local news to be seen. The store encourages 

customers to like it on social media, which makes some free advertising for the store. The 

loyalty club is a mail chimp program, through a specific partner. The store is high ranked 

at this partner and that is why the stores opinion is important for the partner. Store D has 

complained on the chimp program and also made suggestions on how the program could be 

developed. The partner listen to the suggestions and requirements and the pet shop can see 

a lot of changes in the program. This program helps the shops in the chain to find all 

information on the customers, no matter which shop the customer goes to. This is a way for 

the customer to get the same discount in all the stores in the chain. The store uses the CRM 

system many times a day. Store D also has its own VIP card, where the customers get 

discounts after buying products for a specific amount of value.   

 

Store D is a part of a chain and the headquarter of this chain has restrictions the store need 

to follow. The headquarter requires that Store D is a clean store and that store D need to be 

good payers to the suppliers. All employees should use the headquarters shirts with 

logotypes and the pet shop should have signs with the headquarters logotype. Another 
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demand is that the store need to make their purchase through at least 75% of the 

headquarters contractors. To be a part of the chain the store also need to serve the customers 

in the right way, show that they have knowledge about the products and have a clean and 

nice store.    

 

5.5.3 Measurements	and	evaluation	

The shopkeeper of Store D receives every second week a register on how much the store’s 

discounts have been used. If Store D together with the partner/supplier has had a campaign 

with 50% on the tenth bag of dog food, the partner/supplier gives a credit invoice on the 

amount of money that the store loose. The evaluation of the VIP cards is not something that 

is done, because the shopkeeper knows that they lose on this system, but at least their 

customers gets happy and loyal. Customer satisfaction and customer loyalty are two 

important aspects for the store. Store D has a lot of customers that comes from other cities 

just to buy from this pet shop. The store has a large number of regulars and they feel satisfied 

to come to this pet shop, because of the good service and a feeling of being special. Store 

D see the evaluation of employees’ attitude as an important part, the shopkeeper talks with 

the employees every day about the attitude. The shopkeeper has told the employees to go 

out and come back again when they behave in the right way. Store D put a big value on 

spreading joy to the customers.         

 

5.6 	Empirical	findings	Store	E		

In this section, the empirical findings from the interview conducted with the respondent 

from Store E will be presented along with a presentation of the store. The empirical findings 

are divided into two areas, CRM system in Store E and measurements and evaluation of the 

CRM system in Store E. 

 
5.6.1 Presentation	of	Store	E	

Store E is a food store that belongs to a big Swedish food chain. The store has 85 employees 

and even more in the summertime. The interview with this store where made with the staff 

responsible and the cash manager, which is the same person. The target of Store E is 

everyone, all the way from children up to all the retirees.   
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5.6.2 The	CRM	System	in	Store	E	

Store E has a CRM system that is controlled by the headquarter of the food store. The food 

chain has a card for members that is included in the CRM system. The card gathers 

information of what the individual customer usually purchase. This information gives the 

store a chance to make special offers and discounts for the customer on products that they 

buy often, which is a way to make regulars and loyal customers. The customers that does 

not shop regularly gets special coupons, which helps the store to get the customer to shop 

and come back to the store. The owner of the store make the decision about which 

campaigns the store should have, together with the south group. The south group is a group 

with members from all stores in the chain, in the south of Sweden. The employees of the 

store get the information about the CRM system from the storekeeper and the storekeeper 

get the information from the headquarter.  

 

The headquarter has some restrictions that the food store need to follow to be a part of the 

food chain. The store need to have specific work clothes with logotypes and have the 

headquarters logotype in the store and on all the signs. Store E can give suggestions for the 

headquarter when it comes to the CRM system, but they cannot control all different 

discount. The only discount that the store can control and decide over, is if they want to 

give a customer that does not shop often, a specific discount to shop more regularly. The 

corporation also provides personal discounts to customers that shops for at least SEK 2500 

per month for a while, and these personal discounts can be used in all the corporation’s 

stores, including Store E.         

 

Store E gathers information from surveys that they send out to their customers, but it also 

uses their website and social medias to reach their customers and gather information. Some 

information is gather through personal contacts and phone calls from the customers. The 

food chain is a big retailer in Sweden and the store that is connected to this chain need to 

have a CRM system. The cash manager and the staff responsible, means that the work 

should be hard without a CRM system. Though it is a big food store they need to find ways 

to control all the campaigns and the information about the customers, that is why it was an 

obvious choice for Store E to work with the system. Store E use the CRM system daily, 

with the coupons and campaigns. One goal that Store E has, is to create more recurrent 

customers in the store. Store E has seen one big change since they implemented the CRM 
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system, the store has big problems with the card machine where the customers can take part 

of the coupons.     

 

5.6.3 Measurements	and	evaluation	

The CRM systems effect on the customers is evaluated through customer surveys. The 

information that is collected through the surveys are both positive and negative, Store E 

looks at the information and tries to improve the store after it. Customer satisfaction and 

customer loyalty are two very important factors for Store E, the customers’ satisfaction is 

the most important thing of all. The employees attitude against the customer are also 

evaluated, both through surveys, phone calls and personal contact with the customers. If the 

store gets any complains on a specific employee, the staff responsible need to talk to them. 

The store use the information that is collected through the CRM system to develop the CRM 

system and send out newsletters and campaigns. Store E also use social medias like 

Facebook to elaborate the corporation.   

 

5.7 	Empirical	findings	Store	F	

In this section, the empirical findings from the interview conducted with the respondent 

from Store F will be presented along with a presentation of the store. The empirical findings 

are divided into two areas, CRM system in store F and measurements and evaluation of the 

CRM system in Store F. 

 

5.7.1 Presentation	of	Store	F	

Store F is a movie store, that sells movies, candy and renting movies. The store is a big 

movie chain, that can be find in all cities in Sweden. Store F has 6-8 employees, the number 

of employees includes the store manager. The target of Store F, is everyone that wants to 

rent or buy a movie and also people that want to buy their candy. Most of the sales are made 

in the weekends and mostly it is families with children.  

 

5.7.2 The	CRM	system	in	Store	F	

Store F do not handle their CRM system, it is the headquarter that fix most of the things. 

The movie store´s CRM system consist of a digital membership, where the customer need 

to write their social security number on every purchase. The headquarter does not pass on 
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the information to the stores. Store F take pictures of the new things and put them out on 

social media. Before Store F began to use social medias, it set up signs with campaigns. 

These signs where all missed by the customers. The movie store has server with the 

customers’ membership. The information is collected with personal contact and through the 

corporations’ official website. Store F send out emails to the customers where Store F show 

the campaigns. The campaigns can be different from one customer to another. This is 

because the movie store has different levels of their customers in their loyalty club. Store F 

has been announced to this year’s store of all the stores in the chain. The store does not have 

restrictions from the headquarter other than that the corporations’ clothes with logotype 

should be worn. Store F has its own goals, one of them is that to improve the store. This is 

something that the store works with all the time.           

	

5.7.3 Measurements	and	evaluation	

The effect of the CRM system on customers’ satisfaction and loyalty, is evaluated by the 

headquarter. The evaluation and measure is all made by the headquarter, the store can bring 

ideas to the headquarter if there is something in the system that needs to be improved or 

changed. Store F use their CRM system daily and sometimes the store need to look if the 

customer is a member or not, another reason to use the CRM system is to make a new 

customer to a member. Since the store implemented their CRM system, the store has seen 

changes both when it comes to simple things like the right email and the increased sales. 

The store can with the system see if the emails to their customers is right or wrong. 

Customer satisfaction and customer loyalty are two important aspects for the store. The 

store has a lot of satisfied and loyal customers, but the store know that they cannot make 

everyone satisfied. Store F evaluate their employees attitude against customers, this is made 

when the rest of the employees have seen another employee behave unprofessionally. The 

store can even get complaints from customers sometimes and if that happens the store 

manager will talk directly to the employee. 
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5.8 	Summary	of	the	empirical	findings	

The empirical findings collected during the conducted interviews showed both similar and 

various results. In all stores, the work with CRM systems were handled by the headquarters 

or partners but some stores had more to say about the CRM systems and also dealt with 

parts of it in the stores. The CRM systems had similar layouts in most of the stores, they 

had the layout of a card or memberships. However, in Store B there was no such thing here 

in Sweden, it was all handled by the headquarter. In Store C, the CRM system also had a 

shape of an app available for the customers. 

 

All of the stores collected information about their customers in some ways, mostly through 

personal contacts. The amount of information that came down from the headquarters or 

partners of the chains, regarding the rest of the information collected through the CRM 

systems, varied throughout the stores. Stores B and F got the least amount of information 

and stores C and D got the highest amount of information. The other stores landed in the 

middle. When it came to the measuring and evaluation of the CRM systems, in all of the 

stores it was handled by the headquarters or partners of the chain. The only thing that all 

the stores did by themselves was evaluating if their employees’ behavior and attitudes 

affected the customer loyalty and satisfaction.  
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6 Analysis	of	the	empirical	findings	
 
In chapter 6, the empirical findings are analyzed with the help of the theories and models 

presented in chapter 3. The analysis of the empirical findings is divided into the stores CRM 

systems, the use of the CRM systems, customer satisfaction and loyalty and evaluation and 

performance. 

 
 
6.1 	The	stores	CRM	system		

In this chapter, the empirical findings will be analyzed in the different categories that they 

were coded into. The different categories are connected to different models, for example 

the category customer satisfaction and loyalty is connected to figure 4 – Integrated model 

for CRM scorecard. The purpose of this thesis is to explore how stores in the retail sector 

and in business to consumers’ relations, are engaged in the CRM systems use and 

management. The purpose is also to see if the information that is gathered by the 

headquarters is transferred down to the stores. That is why there have been six interviews 

with six different stores that all belongs to a chain in the retail market. In each interview, 

the respondent has been either a store manager, staff manager, CEO or a shopkeeper.   

 
The six stores in this thesis, all have different ways of use and manage their CRM systems. 

If we look at store A, C and E, their CRM systems are used in similar ways. Store A, the 

gas station has its card, which can be used on all the gas stations in the chain, to get discounts 

on fuel. Store C, the coffee shop has a card were the customers get discount on all the 

purchases. Store E, the food store also has a card where the customers gather points. In this 

way, the customers need to collect a certain amount of points every month to get their 

discount.  

 

Neither store B, D or F have any types of card for their customers. Instead in Store B the 

CRM system is handled higher up in the chain and the store itself does only collect small 

parts of the information to the CRM system. In store D, the CRM system was used as a 

checkout system. In the system, it is easy for the employees to see the current campaigns 

and discounts in the store. Store F has a digital membership, where the customers sign their 

social security number when they purchase. The customer get different campaigns 

depending on which level they have of the loyalty club. All stores collect the information 
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about their customers in similar ways. The most common ways of collecting information 

are through personal contact, emails and the corporations’ website.  

 

The chosen definition of CRM system in this thesis is claimed by Khodakarami and Chan 

(2013): CRM systems are a form of information systems that organizations use to create 

important knowledge about their customers is the one that will be compared to the stores 

CRM systems. When analyzing the stores, we can see all the stores work with their CRM 

system as an information system, but the stores not only use it as an information system. If 

we look at the stores A, C, D, E and F, they use their CRM systems to create loyal and 

satisfied customers. This can be compared to the definition that is reasoned by Soltani and 

Navimipour (2016) – CRM is a way for organizations to adapt their business environment 

so that it is the efficient way to nurture their already existing relationships customers 

creating new relationships.     

	
6.2 	The	use	of	CRM	systems	

When it comes to the work with the CRM systems, all the stores said that is was mostly 

handled by the headquarters, but at the same time store A, C, D, E and F uses it on a daily 

basis, for example by card, app or personal contact. Almost all the stores in this thesis said 

that they could come up with suggestions and ideas on how to improve the CRM system in 

their specific stores so that it will work better for them. If we compare the different store to 

figure 3 CRM Maturity model by Wiraya (2016, p. 5) (- see appendix B) we can see that 

store A is in the CRM Leader level. Store A fulfills the requirements for the CRM Leader 

level since they have found ways to put their customers in focus and found important tools 

that helps them take care of their relationships with their customers (Wiraya, 2016). Store 

B is in the lowest level called CRM Ad-Hoc. The employees know that there is an 

implemented CRM system but does not use it at all or know how to use it (Wiraya, 

2016).Because of the lack of information and knowledge about the CRM system in the 

store, the employees do not know so much about the CRM system and therefore they do not 

meet the characteristics of any higher level (Wiraya, 2016). We find store C in the level 

called CRM leader. They are focusing on how to take care of their customers in the best 

way and works continuously with the CRM system (Wiraya, 2016). The store is constantly 

trying to develop so that they can make sure that the customers are taken care of in the best 

way and that they can gather important information about the customers at the same time. 
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They have met the requirements for being seen as a CRM Leader and also some of the 

characteristics for the highest level, like focus on loyal customers since one for their goals 

is to create recurrent customers. But in order for them to reach the highest level, they have 

to create systems that is just for CRM instead of a mix that they have today in the form of 

the card and app (Wiraya, 2016).  

 

When examining the stores according to figure 3 CRM Maturity model by Wiraya (2016, p. 

5) we could also see that Store D is in the level called CRM Ambitious. They are constantly 

trying to develop their CRM system together with the partner (Wiraya, 2016). Since store 

D is constantly trying to develop their CRM system, they have meet the requirements for 

the CRM Ambitious level. However, they have more focus on develop their work with the 

CRM system than to create tools that helps them take care of the relationship with their 

customers. Therefore, they land on the CRM Ambitious level (Wiraya, 2016). In the level 

CRM Ambitious we also find store E, they are trying to make sure that the CRM system fits 

the needs of the customers by giving them personal discounts on what they shop. Store E 

has starting to realize how they should work with their CRM system in a way that is 

profitable for both them and the customers. However, they need to develop it further to 

reach higher levels (Wiraya, 2016). Store F is found in the CRM Traditional level. The 

employees know that the headquarter has implemented a CRM system but does not know 

so much on how to use it on a store level since the headquarter controls it centrally (Wiraya, 

2016). The CRM system in Store F is in some ways designed to fit the customers but since 

the employees does not know how to use and manage the CRM system properly, Store F 

does not reach the set standards of any higher levels than CRM Traditional (Wiraya, 

2016).The headquarters or partners of these store might be in different levels when it comes 

to working with the CRM systems.  

When it comes to the information process from headquarter to store, it varied through the 

different stores. In store A, there was not so much information that was mediated down to 

the store from the headquarter. The partner gets some information about customer statics 

and similar things. The information about the CRM does not get passed down to store B. 

All the information is handled by the headquarter. In store C, a lot of information got passed 

down from the headquarter through weekly e-mails from all parts of the corporation. The 

information process in store D is created so that they get a lot of information and gets to 

collaborate with the partner regarding the information. The employees in store E gets the 

same information as the customers get from the headquarter, they just get it a little bit 
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earlier. In store F, there is not much information that gets mediated to employees in the store 

by the headquarter, it only gets mediated to the CEO of the store. 

 

In this thesis, it has been hard to analyze the implementation process of the CRM since 

almost all the implementations have been done before the respondents started working in 

the stores. In stores, A, B, C, D and F, the respondents have seen positive changes in the 

stores from the CRM systems, such as increased sales and more satisfied customers. In store 

E, the respondent has found a negative change in the store, that is that the card dispensers 

that the customers use to see their personal discounts, does not work properly. In the process 

proposed by Steel et al. (2013) there were three steps mentioned to enhance the possibility 

of a successful implementation. Since almost all implementations were done before the 

respondents started working there and almost all work with the CRM systems are handled 

from above it was difficult to analyze the empirical findings according to it.  

 

6.3 	Customer	satisfaction	and	loyalty		

In all of the six interviews, all the respondent answered the same thing to the question “How 

does the corporation look at the expressions customer satisfaction and customer loyalty?”. 

The respondents answered that the customer satisfaction is the most important thing of all. 

The respondents also said without loyal customers, there would not be any business. If you 

want to keep your stores in the future, shop for them today. Store A has its card where the 

customers get coupons depending on which amount of money they have purchased for the 

last month. The coupons help the customer to decide where they should refuel their cars and 

make the customers to return. If the customers return they will be loyal customers. On the 

other hand, store B does not have a specific loyalty club. This store has stickers, which the 

customer could take part of if they shop for a specific amount of money. The customers 

need to collect a certain number of stickers to take part of campaigns. Store C attracts its 

customers to use the card or the app and in that way, they will get discounts. The customers 

need to refill the card or the app with money, which make the customers come back. The 

customers will come back because they have more money to spend on their card or on their 

account in the app. The customer can also see all discount in the app and the more the 

customer purchase, the more exclusive discounts the customer will get.    
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The customer loyalty is high in store D and this can be seen in number of recurrent 

customers. Though it is a smaller shop, the employees in the store knows the customers. 

Store D has a loyalty system in its checkout system and also manual VIP cards. With these 

two systems, the customer gets discounts after purchasing a certain amount of money. If the 

customer buy a specific kind of dog food, they will get the half price of after buying a 

specific number of feed sacks. In store E, they have specific member cards and during every 

purchase the customers withdraw the card from the terminal. If the customer purchase for 

the minimum amount of SEK 2500, the customer will get a bonus check next month. This 

makes the customer shop regularly and it is also a decisive factor for which food store the 

customer choose to trade in. The customer satisfaction is an important aspect for store F. 

Store F use their digital membership with the customers’ social security number. The 

customers belong to different levels, differing on how many points the customer has saved. 

Some campaigns are general for all members some are more exclusive dependent on which 

level the customer are in.    

 

Customer loyalty is created by satisfied customers and that the stores has managed to create 

a value for the customer. If comparing the empirical findings to figure 4 based on Integrated 

model for CRM scorecard by Kim & Kim (2008), we can see that the stores has put a lot of 

effort to create loyal customers. All stores except store B, have been creating loyalty clubs 

to give their members exclusive discounts. When the customers get exclusive discount as 

members, the possibility is higher that they become recurrent customers. A recurrent 

customer is a loyal and satisfied customer.    

 

6.4 	Evaluation	and	performance		

None of the six stores that were examined during this thesis had the main responsibility of 

the evaluation of the CRM system. If we look at figure 5 CRM Evaluation Model by Kim 

et al., (2003), we can see that some of the stores has followed some of the steps in the model. 

The first step, which is that there is a need to set goals for the CRM system, is implemented 

in store A, C, D, E and F. They all had different goals, like for example creating more 

recurrent customers, increase sales and develop their stores to fit the customers better but 

also to make sure that all the stores within the chain look the same. Whether or not there is 

a certain strategy for the CRM systems in the different stores was difficult to evaluate since 

all the responsibility was the headquarters’ or the partners’ (Kim et al., 2003).  
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The third step in figure 5 CRM Evaluation Model by Kim et al. (2003) is that the 

organizations needs to examine themselves. This was mostly done by the headquarters or 

partners but the stores have also followed it to some extent. All the stores evaluated their 

employees’ behavior and attitude to see that the follow the set standards, this can be seen 

as a way of examining themselves. Stores A and C also took the help of co called mystery 

shoppers to evaluate how they were doing and the store or if there is something that is needs 

to be exchanged (Kim et al., 2003). The fourth step was to find what measurements that 

was going to be used, this was not something that was done on store level, the requirements 

and measurements was set by the headquarters/ partners. The last step, regarding if the CRM 

system is used efficiently, is something that also was evaluated by the headquarters/partners. 

However, the stores were able to come up with suggestions on how to improve the use of 

the CRM system, some more than others, but the overall evaluation and decision was made 

by the headquarters/ partners (Kim et al., 2003). 

 

According to Llamas-Alonso et al. (2009) there are different dimensions that can be used 

in order to measure the performance of the CRM system. One of these dimensions is the 

strategy dimension (Llamas-Alonso et al., 2009). This dimension was used by some of the 

stores in some extent but mostly by the headquarter. All of the stores did examine in some 

way if their employees’ behavior and attitude affected the customers’ satisfaction and 

loyalty to see that the business is operated according to the set standards. Another dimension 

mentioned by Llamas-Alonso et al. (2009) is the customer dimension. This dimension is 

highly prioritized by all of the stores since the customers is what it is all about in the 

different stores (Llamas-Alonso et al., 2009). This can be compared to the customer part in 

the scorecard presented by Kim & Kim (2008) in figure 4. The scorecard shows that the 

stores need to create a value for the customers to create a trustworthy and satisfied customer 

(Kim & Kim, 2008). The last dimension is the external factors, this is a dimension with 

factors that the stores in this thesis does not have much knowledge about. On the other hand, 

the stores wish that they had a greater insight on these factors (Llamas-Alonso et al., 2009) 

 
6.5 	The	conclusion	of	analysis	
When analyzing the empirical findings according to the different theories and models 

presented in chapter 3, we found that our definition of what an CRM system was did not fit 

perfectly when it came to the empirical findings. A combination of the definition claimed 
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by Kim and Kim (2008)and the definition claimed by Soltani and Navimipour (2016) fit the 

needs of this thesis better. When comparing the empirical findings in the different stores to 

figure 3 CRM Maturity Model by Wiraya (2016) we could see that none of the stores reached 

the highest level but both store A and store C could be placed in the level CRM LEADER 

which is the second highest level (Wiraya, 2016). However, since we only have examined 

certain stores within the different chains, the headquarters/partners might be on different 

levels. When looking at the information process in the different stores, it gave various 

results. Some of the stores got more information from the headquarters/partners while others 

got less. It was also hard to examine the implementation process in the different stores 

according to the process proposed by Steel et al. (2013) since almost all implementation 

was done before the respondents started working there. However, all stores except store E 

could see positive effects of the CRM systems within the stores.  

 

After examining what different shapes the CRM systems had in the different stores and 

what the different processes regarding the CRM system looked like in the different stores, 

the customer satisfaction and loyalty was examined. All stores made it clear during the 

conducted interviews that the customers are the most important thing for them. Store B was 

the only store that did not have any kind of loyalty club or membership to be able to create 

more loyal customers. This was also compared to the adapted version of the Integrated 

model for CRM scorecard by Kim and Kim (2008) (see figure 4 and appendix C). During 

the comparison, it was clear that this is something that all stores work with.  

 

None of the stores handled overall responsibility of evaluating the CRM system and its 

performance. This was mostly done by the headquarters or partners of the chains. In the 

analysis of the empirical findings according to figure 5 CRM Evaluation Model by Kim et 

al. (2003), it became obvious that some stores have followed the steps more than others, but 

all has followed them to some extent. Regarding the performance of the CRM systems, 

Llamas- Alonso et al. (2009) mentioned some dimensions that could be used to evaluate the 

performance. These were used on a store level in all stores, some to greater extent than 

others. The most prominent dimension was the customer dimensions since the customers is 

the most important thing for all the stores (Llamas-Alonso et al., 2009).  
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7 Thesis	conclusion	
 
 In chapter 7, a summary of the thesis is presented and after that some reflections over what 

was found and not found during the examination of the different stores. Chapter 7 also 

includes the conclusion of this thesis along with critical review, practical implications and 

future research. 

 

7.1 	Summary	of	thesis	

The thesis began with a background that described how the CRM systems have evolved 

over the years. The background also described different ways of working with CRM and 

troubles that might occur when organizations tries to implement CRM systems. How 

organizations might measure and evaluate the CRM system was also presented in the 

background. The problematization chapter started with presenting different angles that was 

previously examined by other authors. After the previous focus angles were presented, the 

focus angle of this thesis was presented and explained. The problematization chapter ends 

with describing why it is appropriate to use a qualitative research during this thesis. After 

the background had been presented and the problematization had been stated, the research 

question that was used during this thesis, was presented. The research question was: “How 

CRM systems are used and managed at a store level in retail chains?”. The purpose of this 

thesis was to explore how stores in the retail sector and in business to consumers’ relations, 

were engaged in the CRM systems use and management. The purpose was also to see if the 

information that was gathered by the headquarters were transferred down to the stores.  

 

In the second chapter of the thesis, figure 1 presented an “research onion” that was based 

on the original “research onion“ by Saunders et al. (2009)(See Appendix A). After an 

introduction to the figure, the research philosophy that was used during this thesis was 

described. The research philosophy that was chosen was a realistic research philosophy. 

The next part of chapter 2 explained what research approach that was going to be used 

during this thesis and what that meant for the rest of the study. An abductive research 

approach was utilized in this thesis. The choice of methodology had an impact on how the 

study was going to be conducted during the rest of the time that it would take to conduct it. 

The choice was made to do a qualitative research in order to gain deeper knowledge about 

how CRM systems is used and managed on a store level on the retail market. Chapter 2 

ends whit a summary of the different choices.  
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Chapter 3 explains the theoretical framework that consists of theories and models that was 

going to be used as a help in the analysis of the empirical findings. It started with a small 

introduction to the chapter. The second part of the chapter defined some different definitions 

of CRM systems and which definition that was going to be used during the work with this 

thesis. What a CRM system might look like was also featured in this part. Strategies for 

using the CRM systems was explained in the third part of chapter 3 with the help of figure 

3 - “CRM Maturity Model” by Wiraya (2016). Figure 3 showed which different levels the 

use of CRM systems the organizations, or stores in this case might be on. After the strategies 

was explained, the use of CRM to create knowledge about the customers and develop 

advertising was discussed. The third part of chapter 3 also discussed how the management 

of CRM system might look when it comes to implementation of CRM systems, what 

dimensions there might be of the management and use of the CRM systems and how these 

dimensions can be measured. The last part of the section three in chapter 3 describes a way 

for organizations to evaluate the CRM system with the help of figure 5 - “CRM Evaluation 

Model” by Kim et al. (2003). The chapter ends with a summary of the theories and models.  

 

How the research was going to be designed and what strategy that was used to do the 

research was presented in the first part of chapter 4. The thesis uses an exploratory research 

design with case studies as the research strategy. The first section also describes the shape 

of the time horizon that this thesis was conducted under, the time horizon that was used was 

a cross-sectional time horizon. After the time horizon was described, the ways that the data 

was going to be collected by and what kind of data that was going to be collected were 

presented. In this thesis, primary data was collected and with the help of semi- structured 

interviews in six different stores from big retail chains. The participants of the interviews 

were six different stores that belongs to different chains that are active on the retail market. 

The fourth part of chapter 4 described how the interviews were structured and also described 

how the transcriptions were made. The final part of chapter 4 described the ethical and 

trustworthy dilemmas that might occur and how to avoid them. Chapter 4 ends with a 

summary of the different choices and descriptions.  

 

In chapter 5, the empirical findings from the conducted interviews were shown. It began 

with a short description of what retail means and a table that summarized the different 

respondents. The chapter was then divided into different parts, one part for each store. The 

different parts started with a small presentation of the store. After a presentation of the store, 
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the layout of the CRM system and the use of the CRM system in the specific store was 

described. The last part of each store section described how the store measured and 

evaluated the performance of the CRM system. In the end, there was a summary that 

highlighted the most common findings.  

 

Chapter 6 analyses the empirical findings with the help of the theories and models presented 

in chapter 3. First the stores different types of CRM system in the different stores is 

analyzed. In almost all the stores the way they used and managed their CRM system were 

similar but store B stood out. The usage of the CRM systems was compared with the chosen 

definition in this thesis. The next part that were analyzed in chapter 6 was the different use 

processes regarding CRM systems. These processes were compared to the implementation 

process proposed by Steel et al. (2013). What the stores thought about customer loyalty and 

satisfaction was the third thing to be analyzed in chapter 6. This was done with the help of 

figure 4 - “Integrated model for CRM scorecard” by Kim and Kim (2008). In the analysis 

of customer loyalty and satisfaction, it became clear that this is very important for the stores. 

The last part that were analyzed in chapter 6 was how the stores evaluated the use of the 

CRM system. This was done with the help of both figure 5 – “CRM Evaluation Model” by 

Kim et al. (2003) and the dimensions mentioned by Llamas-Alonso et al. (2009). Chapter 

6 ended with a conclusion of the analysis. 

 
7.2 	Conclusion	
The purpose of this thesis was to explore how stores in the retailing sector and in business 

to consumers’ relations, are engaged in the CRM systems use and management. The 

purpose was also to see if the information that is gathered by the headquarters is transferred 

down to the stores. This was examined with the help of the research question “How are 

CRM systems used and managed at a store level in retail chains?”.  

 

During the interviews and in the analysis it became obvious that the main usage and 

management is done by the headquarters or partners of the stores. The stores had little to 

say about the CRM systems but most of them could come up with suggestions for improving 

the CRM systems. However, during the analysis it was found that almost all of the stores 

uses the CRM system in some way on a daily basis. It was also found during the analysis 

that the definition of CRM systems that was chosen did not fit when it came to the reality. 

So, the use and manage that we thought the CRM systems would have in the stores were 
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not the reality. Although the CRM systems had similar shapes in all stores except Store B. 

When it came to the information and how much information that was transferred down from 

the headquarter to the stores, we found that it varied a lot. Some stores, like for example C 

and D, got a lot of information and knowledge about the customers while others got 

practically none. This was found to also affect their knowledge about the CRM system. The 

stores that did not get much information from the headquarters or partners, did not know so 

much about the CRM system either. In the analysis of the empirical findings with the help 

of figure 3 – CRM Maturity Model by Wiraya (2016), we found that the store landed on 

different levels regarding how the use of their CRM system. We found that the ones that 

got a lot of information from the headquarters or partners landed on a high level, CRM 

Leader, while the stores that got little information landed on the lower levels like for 

example CRM AD-HOC and CRM TRADITIONAL. To conclude, the amount of 

information that were transferred down to the store affected how engaged the stores were 

in the use of the CRM system 

 

In all stores except Store E we found signs of positive changes in the stores after 

implementing the CRM systems. In Store E there were found both positive and negative 

changes in the store. These was visible even though almost all implementations have been 

made after the respondents started working at the different stores. It was only in Store C 

that there has been an implementation of a CRM system in the shape of an app after the 

respondent started working at the store.  After the headquarter had implemented the CRM 

system in the shape of an app, there were found positive changes in the store. The positive 

changes that were found in the different stores were for example increased sales, more 

satisfied customers and a negative change was that some parts of the CRM systems did not 

work as they were supposed to. When analyzing the empirical findings according to the 

process implemented by Steel et al. (2013) regarding the implementation process, we found 

that it was not possible for us to analyze if the stores has followed the different steps or not 

since the implementations has been done by the headquarter or partners.  

 

That customers are extremely important for stores within the retail market was found during 

the interviews and in the analysis. The customers are the top priority for all stores because 

if they do not have any customers, they do not have any business to run. This was also found 

during the analysis according to figure 4 – Integrated Model for CRM scorecard by Kim 

and Kim (2008) where we could see that the customers were influenced by the management 
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and the employees and thereby the customers affected the corporate profitability. During 

the interviews and analysis it was also found that practically all evaluation was done from 

above. The only part that was evaluated by the stores themselves was how the employees’ 

behavior and attitude affected the CRM system and thereby the customers. Although. the 

stores have still managed to follow some of the steps discussed in figure 5 - “CRM 

Evaluation Model” by Kim et al. (2003). All stores except Store B had special goals just 

for their store and all six stores had evaluation of themselves, some in greater extent than 

others. These two steps are displayed in figure 5 but the other three steps are executed by 

the headquarters or partners. 

 

As a final conclusion, the CRM systems are used to some extent in the stores but all the 

management is done from above. However, the stores could come up with suggestions to 

improve the use of the CRM system within the specific store. The amount of information 

that gets mediated down varied, but during the analysis it was shown that the two stores, C 

and D, that got the most information from the headquarter or partner was the ones that had 

most advantage of the CRM system in the stores. So, the more information that gets 

transferred down to the stores, the better they can use the CRM system in the stores.   

 
7.3 	Critical	review	
Due to the time limitation for this thesis, the choice was made to only study the retail market 

and not the other markets that belong to the global market. Another limitation is that it is 

only a small part of the retail market that gets to be represented which might give a 

misleading result in the end. It is only business to consumer (B2C) corporations that are 

examined and that might also be a limitation. 

 

To be able to write this thesis, we used mostly peer-reviewed articles that were downloaded 

from the search page distributed by Kristianstad University called “Summon”. Academic 

research books were also used as reliable sources. 
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7.4 	Future	research			
When writing this thesis, we came across with some things that might be of interest for 

future research. The first thing was the concept of mystery shoppers and their contributions 

to the CRM systems. Two of the respondents mentioned during the interviews that they 

used mystery shoppers to help evaluate themselves. But how does it affect the customer 

loyalty and satisfaction, and in the long run the CRM system? This might be something of 

interest for future research, though the mystery shopper might have impact on the evaluation 

of the stores employees, but also how the customers feel when they walk into the store.  

  

A second aspect that came up during this thesis was how does a CRM system in business 

to business (B2B) organizations look like? Is it the same as in business to consumer (B2C) 

organizations or are there any differences? If it is profitable for an organization to 

implement a CRM system is a third aspect that might be examined in future research. 
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Appendix	A	–	The	Research	Onion	by	Saunders	et	al.	(2009)	
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Appendix	B	–	CRM	Maturity	model	by	Wiraya	(2016)	
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Appendix	C	–	Integrated	model	for	CRM	scorecard		
	 by	Kim	&	Kim	(2008)	
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Appendix	D	–	Interview	guide	
 
 
 
D1	–	Swedish	interview	guide	
 
Användandet av informationen som samlas in under denna intervjun får ske i vårt 
examensarbete, men alla företagsnamn och respondenter kommer att vara anonyma.  

 
 

Bakgrund 

• Berätta lite om dig själv 

• Vilken position har du inom företaget du jobbar på? 

• Hur kommer det sig att du hamnade just här? 

• Hur många anställda är ni? 

• Vilka är er målgrupp? 

• Hur väl känner du till customer relationship management (CRM) systems?  

(Om intervjupersonen inte känner till vad CRM system är så kommer vi här ge dem en 

kort muntlig förklaring) 

 

Kundsystem 

• Har ni något kundsystem?  

- Hur ser detta ut? 

- Hur jobbar ni med detta kundsystem?  

• Vem är ansvarig för ert kundsystem? 

• Förmedlas information angående kundsystemet ut till personalen i butiken? 

- Om ja, hur? 

- Om nej, varför inte? 

• Har ni något huvudkontor eller samarbetspartner som har krav på er angående hur 

kundsystemen ska fungera? 

- Om ja, hur fungerar den relationen och vad har ni för krav? 

- Om nej, hade det underlättat för er med någon form av restriktioner? 

• Hur samlar ni in information om era kunder? (personlig kontakt, e-post, hemsida) 
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Arbete med kundsystem 

• Varför valde ni att jobba med kundsystem? 

• Jobbar ni kontinuerligt med kundsystem och i så fall hur eller varför inte? 

• Har ni egna mål som ska följas upp eller de är förutbestämda av huvudkontor 

(samarbetspartner)? 

- Om ni har mål, kan ni ge några exempel på mål? 

 

Mått och uppföljning av kundsystem 

• Jobbar ni kontinuerligt med att utveckla era kundsystem och isåfall hur? 
- Om nej, varför inte?  

• Använder ni er utav kundsystemet dagligen? 
• Kan du se någon förändring i butiken efter att ha implementerat ert kundsystem? 

• Hur följer ni upp hur arbetet med kundsystemet fungerar? 

- Har du något konkret exempel på hur arbetet följs upp? 

• Finns det några speciella mått som ni utgår ifrån när ni ska följa upp arbetet med 

kundsystemet och vilka är då dessa? 

• Om ni inte följer upp arbetet, hur utvärderar ni era kundsystem då? 

• Vilka mått anser ni vara viktiga för att kunna följa upp kundrelationer? 

- Varför anser ni dem vara viktiga för att kunna följa upp kundrelationerna? 

• Hur ser företaget på kundnöjdhet och kundlojalitet? 

- Utvärderar ni hur de anställdas attityd och beteende påverkar kundlojalitet och 

kundnöjdhet? 

- Om ja, hur? 

- Utvärderar ni hur ert kundsystem påverkar kundlojalitet och kundnöjdhet? 

- Om ja, hur utvärderar ni det? 

 

Informationsprocess HQ-butik, Butiksledning-avdelning 

• Får ni ta del av informationen som samlas in genom kundsystemet utav ledningen och 

hur får ni ta del av den om så är fallet? 
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• Om ni inte får ta del av informationen som ledningen samlar in genom kundsystemen, 

hur gör ni då för att kunna följa upp om satsningen på kundsystem fungerar för just er 

butik? 

• Använder ni er av informationen som ni samlar in för att kunna utveckla era kundsystem 

och användningen av den? (nyhetsbrev, erbjudande, utveckling, förändring i verksamhet 

mm.) 

- Har du något konkret exempel där ni har kunnat utveckla ert kundsystem? 

 
 

Avslutande fråga: Är där någonting du känner att du skulle vilja lägga till i enlighet 
med det vi har pratat om? 

 

 

D2	–	English	interview	guide		
 
 

The use of the information that have been received during this interview, has been 
accepted to be used in this thesis. The respondent and the name of the company will stay 
anonymous as agreed.  

 
 

Background 

• Tell us a little bit about yourself 

• What position do you have within the company that you are working on? 

• How is it that you ended up here? 

• How many employees are you in the store? 

• Which is the target group? 

• How well do you know customer relationship management (CRM) systems?  

(If the respondent does not what CRM systems are then a short oral explanation will be 

presented here) 

 

Customer system 

• Do you have any customer system?  

- What does it look like? 

- How do you work with this customer system?  

• Who is responsible for your customer system? 
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• Does the information about the customer system gets mediated to the employees in the 

store? 

- If yes, how? 

- If no, why not? 

• Do you have any headquarter or partner that have requirements on how your customer 

system should work? 

- If yes, how does that relationship work and what requirements do you have? 

- If no, would it have been easier for you with any restrictions? 

• How do you collect information about your customers? (personal contacts, e-mails, 

website) 
 

Work with the customer system 

• Why did you chose to work with customer systems? 

• Do you work continuously with the customer system and in that case how or why not? 

• Do you have your own goals that needs to be followed up or are they predetermined 

by the headquarter (partner)? 

- If you have goals, can you give any examples on goals? 

 

Measures and evaluation of customer system 

• Do you work continuously work with developing your customer system and in that 
case how? 
- If no, why not?  

• Do you use the customer system on a daily basis? 
• Can you see any change in the store since the customer system has been implemented? 

• How do you follow up if the work with the customer system is working? 

- Do you have any concrete example on how the work is followed up? 

• Are there any specific measurement that you rely on when you are following up on how 

the work with the customer system and which are these then? 

• If you do not follow up on the work, how do you then evaluate your customer systems? 

• Which measurements do you consider to be important to be able to follow up customer 

relationships? 
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- Why do you consider them important to be able to follow up the customer 

relationships? 

• How does the company look at the expressions customer satisfaction and customer 

loyalty? 

- Do you evaluate how the employees attitude and behavior affects the customer 

loyalty and the customer satisfaction? 

- If yes, how? 

- Do you evaluate how you customer system affects the customer loyalty and the 

customer satisfaction? 

- If yes, how do you evaluate it? 

 

Informationsprocess HQ-butik, Butiksledning-avdelning 

• Do you get to know the information that the management collects via the customer 

systems and how do you get to take part of it if that is the case?  

• If you do not get to know the information that the management collects via the customer 

systems, how do you then follow up if the investment in customer system works in your 

store? 

• Do you use the information that you gather to be able to develop your customer systems 

and the use of it? (newsletters, offers, development, change in operations etc.) 

- Do you have any concrete example on where you have been able to develop your 

customer system? 

 
 

Final question: Is there anything that that you feel that you want to ad in accordance 
with what we have talked about?  
 

 
 


