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ABSTRACT 

The most important challenge of any economic organization is to increase profit of the organization due 

to the advancement of technology and increased competition. An appropriate and organized relationship 

with customers would be an essential solution in order to increase customer satisfaction and also to reduce 

costs in tough situation of competition. Hence, this paper has been conducted to assess the effect of 

customer relationship management on organizational performance in PSP companies. The descriptive-

survey method has been applied in this study. Statistical population of study includes all scholars, experts, 

managers and employees of the e-commerce PSP Company of Iran Kish and the sample size of 384 

members have been estimated through purposive sampling method. Analysis of data has been conducted 

through descriptive and inferential statistics using SPSS (22, 0) and LISREL (8, 8) software. All 

hypotheses of the study would be accepted based on the obtained results from data analysis process. 

Accordingly, customer relationship management can significantly and statistically effect on the financial, 

competitive and service performance of organization. Therefore, the financial, competitive and service 

performance of the PSP companies would be improved beside the increase in customer relationship 

management.  
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INTRODUCTION 

In the era of information explosion, all basis of life has been changed to a modern world and in every 

minute, a new phenomenon emerges in order to cover both explicit and clear needs of customers in 

competition world. Hence, all companies are trying to gain more market share and some factors such as 

marketing, development of market share and competition have been the most important factors in current 

world. The issue of marketing relationships and customer relationship management are the main keys 

considered by majority of companies at this time. The concept of marketing is now related to the 

development of a mutual and long-term relationship with customers. Totally, the business growth is 

related to a successful relationship with customer.  

This issue includes recognizing and keeping track of needs, behaviors and life cycle of customers to use 

the obtained information to create value for customer. Therefore, one of the most important reasons of 

usage of applied programs in organizations is to acquire customers, long-term maintenance of customers 

and creating value for them. A successful relationship with customers in any commercial and payment 

institute would led an effective factor to be matched with scientific advances and new achievements of 

human and will bring success in business and more profit or benefit for a financial and commercial 

organization (Mishra, 2009).  

In current world, the concept of customer relationship management has been developed as a strategy to 

keep long-term relationship with customers (Chalmeta, 2006). Customer relationship management would 
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prepare a total perspective with more details about customers and would enable organizations to make a 

specific relationship with all customers in order to have more selling of products and customer 

satisfaction.  

Performance of customer relationship management is a strategy that is limited by lack of an especial 

model to instruct organizations in terms of this strategy. Hence, concentration on the customer 

relationship management is not itself able to resolve all problems of the organization. Accordingly, it 

would be important to recognize all effective factors on the performance and success factors of CRM. The 

organizations are tended to have effective performance because of increasing competition between 

organizations and organizational changes and transformations (Currie et al., 2012). However, companies 

will be able to compete with other ones if they are able to make relationship with customers to recognize 

their needs and manage the mentioned relationship with regard to the goals and strategies of the company. 

In this way, companies can apply this strategy in terms of future prediction and planning of products and 

company (Keramati, 2010). There are some conducted studies in terms of this issue. For instance, Hossein 

Zadeh has assessed pathology of customer relationship management in 2014. Another study has been 

conducted by Luis Mendoza et al., (2006) in order to assess the main factors of success in strategy of 

customer relationship management. In another study done by Kamalian (2013), the impact of factors of 

customer relationship management on the performance of small and medium businesses has been 

evaluated. The other study has been conducted by Liang Li (2012) in order to assess the effect of 

customer relationship management on controlling internal sales management as an alternative mechanism 

to realize the advantages of customer relationship management. It should be mentioned that there is not 

any specific study in this term. Hence, the present study has been conducted to evaluate the effect of the 

customer relationship management on the performance of PSP companies.   

Theoretical Literature 

In current world, the concept of customer relationship management has been developed as a strategy to 

keep long-term relationship with customers (Chalmeta, 2006). In perspective of Burnett, CRM is a set of 

methodologies, processes, software and systems that help organizations and institutes in an effective and 

organized management in relationship with customers (Burentt, 2001). CRM is a business strategy of 

optimization of profitability, earning revenue and customer satisfaction that is designed based on 

principles and processes of customer orientation, providing qualified services and customer satisfaction 

level. Customer relationship has been formed of three main parts included in customer, relationship and 

management.  

Customer is final consumer with supporting role in value creator relationships. Relationship means 

creating loyal and beneficial customers through a learner method and management is related to the 

creativity and conducting a business process and concentration on customers as a core of processes, 

experiences of the organization (Keramati, 2010). Customer relationship management is based on four 

factors as follows: organization CRM, concentration on key customers and management of knowledge 

and technology.  

The first factor of system is CRM that is essentially related to basic changes in organizing method and 

business processes of organizations. The organizations should pay more attention to the main challenges 

of the organization in terms of implementation of CRM (Ahn, 2003).  

The second factor is concentration on key customers in which, there is an extensive concentration on the 

main customer and continuous delivery of value added of selected key customers through personalized 

and desired offers (Sin, 2005).  

The third factor includes knowledge management. According to the knowledge-based perspective of 

organization, creation, transition and application of knowledge are the main reasons of existence of an 

organization.  

It is believed by CRM view that knowledge is related to anything that is learned from customer data 

through practical experience or study (Sin, 2004). The last factor of customer relationship management is 

based on technology. The accurate data of customers would be a crucial factor in successful performance 

of CRM.   
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Organizational performance is included in organizational activities, implementation of missions, 

assessment of complicated process of judgments in terms of the quality of performance and the obtained 

results of these processes (Swanson & Hilton, 2009). Organizational performance has been included in 

four following parts. Customer satisfaction, financial performance, competitive performance and quality 

of services are four parts of organizational performance that are essential to assess. The first part is 

customer satisfaction that is not about realization of all expectations of a customer. Customer satisfaction 

has been described as a good tendency toward a product or service after usage of it (Jamal, 2002). The 

second part is related to financial performance that is a crucial factor for profitable organizations because 

it would be an assessment tool to evaluate the performance of organization. The impact of structures of 

the organization would be important if they are able to reflect financial effects. If some of reformed 

structures are not able to reform financial structure, the organization will be required to change its 

perspective and strategy.  

The mentioned variable would be evaluated based on the factors such as increase in profit, reduction in 

costs and boost in market share (Kaplan & Norton, 2005). The third part is competitive performance that 

is a value provided for customers of the organization so that the other active or potential organizations are 

not able to provide such value.  

In fact, the concept of competitive advantage is directly related to the considered value of customers. The 

more provided values of organizations are compatible with considered values of customers, the more 

competitive advantage would be belonged to the organization.  

The last part of the organizational performance is related to the quality of services. The quality of services 

would be assessed as they are resenting to customers. Any contact of customers can be considered as an 

opportunity to make trust, satisfaction or dissatisfaction of them. The issue of quality of services has been 

considered as a main factor of competition between organizations since the role of services was revealed 

in daily life.  

The quality of provided services by an organization can distinguish that organization from its competitors 

and will bring a competitive advantage to the mentioned organization (Ghobadian, 1994).   

The Central Bank of Islamic Republic of Iran has granted the license of payment service provider (PSP) 

to the credit card company of Iran Kish in September 2006. This company has been established with the 

aim of developing payment tools in order to achieve qualitative and quantitative development of network 

of card adopters and creation of communicational infrastructures of software and hardware networks. Iran 

Kish Company has been one of the greatest PSP companies in the Middle East and a popular Company in 

the world.  

According to the mentioned points, the relationship between customers and commercial or payment 

organization would be an effective factor to satisfy customers, increase employees’ morale and obtain 

more profit (Mendoza, 2006). Considering the advancement of technology and increased competition, the 

most important challenge of any economic organization is to increase profit of the organization. In tough 

situation of competition, an appropriate and organized relationship with customers would be an essential 

solution in order to increase customer satisfaction and also to reduce costs. Hence, customer relationship 

management would be considered as an important strategy in organizations (Becker, 2009). Customer 

relationship management would prepare a total view with more details about customers and would enable 

organizations to make a specific relationship with any customer in order to have more selling and 

customer satisfaction. 

Main hypothesis: 

 Customer relationship management would effect on organizational performance. 

Secondary hypotheses: 

 Customer relationship management would effect on satisfaction of customers of PSP companies. 

 Customer relationship management would effect on financial performance of PSP companies. 

 Customer relationship management would effect on competitive performance of PSP companies. 

 Customer relationship management would effect on quality of services of PSP companies. 
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According to the hypotheses of this study, the following conceptual model has been presented: 

 

 
Figure 1: Conceptual Model based on Sin Model (2005) 

 

MATERIALS AND METHODS 

Methodology 

The present study is applied in terms of objective and is descriptive in terms of data collecting method. 

The data has been collected by questionnaire through survey method. Statistical population of study 

includes all scholars, experts, managers and employees of Iran Kish PSP Company that is collected 

through Purposive sampling method due to the great size of statistical population. Sample size has been 

estimated using Cochran formula to 384 members. 

Descriptive and inferential statistics have been applied in order to analyze data through SPSS (22, 0) and 

LISREL (8, 8) software. The descriptive statistics have been included in normality test, correlation test, 

confirmatory factor analysis and structural equation modeling (SEM) to assess hypotheses of study.  

This study has applied interview methods, collecting ideas of scholars and experts with possible 

corrections and CVR method in order to assess the validity of questionnaire. Cronbach's alpha has been 

applied in this study to assess the reliability of study.  

 

Table 1: Results of Cronbach’s Alpha for Variables of Study 

Sample Size Cronbach’s Alpha Variable Row 

16 0/88 Customer Relationship 

Management 

1 

16 0/90 Organizational Performance 1 

 

Descriptive Statistics 

The data of this study have been analyzed through SPSS (22, 0) and LISREL (8, 8) and the obtained 

results have been reported in the frame of descriptive and inferential analyses.  

According to obtained results, it could be found that 46/1% of respondent have been female and the 

remained 53/9% have been male.  

The higher age of respondent was 38 years old. 33/3% of respondent have had BA degree that this degree 

have had the higher frequency among educational levels. The following table is included description of 

variables of study.  
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Table 2: Descriptive Statistics of Variables of Study 

Variable Mean Standard 

Deviation 
Minimum  Maximum 

 
CRM System 4.351345 0.512589 2,75 5 

Concentration on Key 

Customers 
4.063802   0.589147 2,5 5,25 

Knowledge Management 3.651476 0.735527 1,5 5 

Technology 3.867405 0.784431 1,5 5 

Customer Satisfaction 3.850477 0.773865 1 5 

Financial Performance 3.616536 0.777317 1,5 5 

Competitive Performance 3.507812 0.819363 1 5 

Quality of Services 3.54796 0.689579 1 5 

 

Inferential Statistics 

 
Figure 2: Structural Equation Model with Significant t-Value 

 

In fact, the structural equation model tests all measurement equation (factors) and structural equations 

using t-value. According to figure 2, in which the structural equation model has been estimated it could be 

found that all path coefficients and factors are significant at the assurance level of 95%. All factors would 

be significant at the level of 96% if the t-value is not included in {-1/96, +1/96} and the model would be 

significant.  

The estimated t-value of all factors with their hidden variables has been more than 1/96. Hence, the 

validity of questionnaire in terms of assessment of concepts has been accepted. In fact, the intention of 

researcher in terms of asked questions has been realized through the designed questionnaire. Therefore, 
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the relationship between hidden variables has been accepted. It would be required to study the assessment 

indices in order to compare the obtained results to the existed realities in model. Confirmatory factor 

analysis has been applied in order to analyze the structure of questionnaires and recognize all factors 

included in variables.  

All related factors to the variables of model have been assessed at error level of 5% and they have been 

significant at the assurance level of 95%; all factors have had a significant role in assessment of variables 

(t-values have are not included in {-1/96, +1/96}). An index with more effective factor would have been 

more effective in assessment of the variable. The estimated t-value of all factors with their hidden 

variables has been more than 1/96.  

Hence, the validity of questionnaire in terms of assessment of concepts has been accepted. In fact, the 

intention of researcher in terms of asked questions has been realized through the designed questionnaire. 

Therefore, the relationship between hidden variables has been accepted.    

 

Table 3: The Indices of Goodness of the Model 

Allowed Level 
Estimation of the Main 

Model 
Index 

Less than 3 1.140 Chi Square into its df 

More than 0/9 92/0 GFI (goodness of Fit Index) 

Less than 0/09 0127/0 
RMSEA (Root Mean Square 

Error of Approximation) 

More than 0/9 94/0 CFI (Comparative Fitness Index) 

More than 0/9 95/0 NFI (Normalized Fitness Index) 

More than 0/9 96/0 
NNFI (Non-Normalized Fitness 

Index)  

More than 0/9 98/0 IFI (Increasing Fitness Index)  

 

In LISREL software, any obtained index is not able to be a definite reason of goodness or fitness of the 

model. The value of Chi Square into its df will be accepted if it is less than 3 that this value of the study 

has been obtained to 1,140.   

GFI index is an indicator of relative amount of variances and co-variances that is specified by the model. 

This index is included between 0-1 and the goodness of the model and fitness between the model and 

observed data would be more if the GFI is near to1. The obtained GFI of the model is equal to 0/92. 

Square root of mean square residuals is a considered factor in accuracy of the model. This factor is the 

difference between elements of observed matrix in sample group and elements of estimated or predicted 

matrixes.  

Some indices such as Normalized Fitness Index (NFI), Non-Normalized Fitness Index (NNFI), Increasing 

Fitness Index (IFI) and Comparative Fitness Index (CFI) have been applied in order to compare the model 

of the study to other possible models to assess the good performance of the observed data. The amounts 

of the mentioned indices have been more than 0/9; therefore, the model of this study has accurately 

specified in comparison with possible models.  

Finally, the powerful index of Root Mean Square Error of Approximation (RMSEA) has been applied to 

assess the combination of goodness and fitness that is done by model. This index would be equal to 0/05 

or less for perfect models and it has been obtained to 0/0127 for the applied model of this study. 

According to the obtained goodness indices of the model of study and table 3, the data of this study have 
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been compatible with factor structure and theoretical basis of this study and all asked questions in 

questionnaire have been matched with theoretical basis.   

 

Table 4: Path Coefficients, t-Value and Results of Assessed Hypotheses 

The Obtained Results 

of Hypotheses 
Significance 

Level 
R Square T-Value 

Path 

Coefficient 

(β) 

The Main 

Hypotheses 

Has been accepted  <0.05 

0,64 

8,98 0,75 

The impact of 

customer 

relationship 

management 

on customers 

satisfaction  

Has been accepted <0.05 13.28 0.91 

The effect of 

customer 

relationship 

management 

on financial 

performance 

Has been accepted <0.05 17.02 0.96 

The effect of 

customer 

relationship 

management 

on competitive 

performance 

Has been accepted <0.05 11.32 0.80 

The impact of 

customer 

relationship 

management 

on quality of 

services 

 

According to table 4, the following results could be presented: 

 In assessment of effect of customer relationship management on satisfaction of customers of PSP 

companies, the obtained path coefficient has been equal to 0/75 and t-value has been obtained to 8/98. 

The obtained t-value for this parameter has been more than 1/96. According to the principle of 5% error 

level, the H0 hypothesis will be rejected if the obtained values of parameters of model are outside of the 

range of {-1/96, +1/96}.  

Hence, it should be mentioned that the first hypothesis would be accepted at the assurance level of 95%. 

In other words, customer relationship management can significantly effect on the customer satisfaction. 

The more considerable customer relationship management, the more customer satisfaction will be 

obtained.  

 In assessment of effect of customer relationship management on financial performance of PSP 

companies, the obtained path coefficient has been equal to 0/91 and t-value has been obtained to 13/28. 

The obtained t-value for this parameter has been more than 1/96. According to the principle of 5% error 

level, the H0 hypothesis will be rejected if the obtained values of parameters of model are outside of the 

range of {-1/96, +1/96}.  
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Hence, it should be mentioned that the second hypothesis would be accepted at the assurance level of 

95%.  

In other words, customer relationship management can significantly effect on financial performance. The 

more considerable customer relationship management, the more financial performance would be 

obtained.   

 In assessment of effect of customer relationship management on competitive performance of PSP 

companies, the obtained path coefficient has been equal to 0/96 and t-value has been obtained to 17/02. 

The obtained t-value for this parameter has been more than 1/96. According to the principle of 5% error 

level, the H0 hypothesis will be rejected if the obtained values of parameters of model are outside of the 

range of {-1/96, +1/96}. Hence, it should be mentioned that the third hypothesis would be accepted at the 

assurance level of 95%. In other words, customer relationship management can significantly effect on the 

competitive performance. The more considerable customer relationship management, the more 

competitive performance would be obtained.   

 In assessment of effect of customer relationship management on quality of services of PSP 

companies, the obtained path coefficient has been equal to 0/08 and t-value has been obtained to 11/32. 

The obtained t-value for this parameter has been more than 1/96. According to the principle of 5% error 

level, the H0 hypothesis will be rejected if the obtained values of parameters of model are outside of the 

range of {-1/96, +1/96}. Hence, it should be mentioned that the fourth hypothesis would be accepted at 

the assurance level of 95%. In other words, customer relationship management can significantly effect on 

the quality of services. The more considerable customer relationship management, the more quality of 

services would be obtained.  

 The amount of R Square is able to express how much of changes in organizational performance 

have been explained by the parameter of customer relationship management in PSP companies. The 

mentioned coefficient has been obtained to 0/64.  

Conclusion 

This study has been conducted to assess the impact of customer relationship management on 

organizational performance with emphasize on PSP companies. According to descriptive statistics, 46% 

of respondent have been women and 54% of them have been men. The average age of persons has been 

38 years old and education level of statistical population has been BA degree. According to structural 

equations, the parameter of customer relationship management was divided into factors of CRM, 

concentration on key customers, knowledge management and technology. The parameter of 

organizational performance was classified under the following sections: customer satisfaction, financial 

performance, competitive performance and quality of services. Structural equation model has been 

specified through LISREL software. According to the obtained results, customer relationship 

management would effect on organizational performance of PSP companies. The R Square of the model 

has been obtained to 0/64.  

The reported value of GFI has been equal to 0/92. GFI index is an indicator of relative amount of 

variances and co-variances that is specified by the model. This index is included between 0-1 and the 

goodness of the model and fitness between the model and observed data would be more if the GFI is near 

to 1. This paper has assessed 4 hypotheses with following obtained results: 

 In assessment of effect of customer relationship management on satisfaction of customers of PSP 

companies, the obtained path coefficient has been equal to 0/75 and t-value has been obtained to 8/98. 

Hence, it should be mentioned that the first hypothesis would be accepted at the assurance level of 95%. 

In other words, customer relationship management can significantly effect on the customer satisfaction. 

 In assessment of effect of customer relationship management on financial performance of PSP 

companies, the obtained path coefficient has been equal to 0/91 and t-value has been obtained to 13/28. 

Hence, it should be mentioned that the second hypothesis would be accepted at the assurance level of 

95%.  

In other words, customer relationship management can significantly effect on financial performance. 
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 In assessment of effect of customer relationship management on competitive performance of PSP 

companies, the obtained path coefficient has been equal to 0/96 and t-value has been obtained to 17/02. 

Hence, it should be mentioned that the third hypothesis would be accepted at the assurance level of 95%. 

In other words, customer relationship management can significantly effect on the competitive 

performance. 

 In assessment of effect of customer relationship management on quality of services of PSP 

companies, the obtained path coefficient has been equal to 0/08 and t-value has been obtained to 11/32. 

Hence, it should be mentioned that the fourth hypothesis would be accepted at the assurance level of 95%. 

In other words, customer relationship management can significantly effect on the quality of services.  

In current world, development of business is related to a successful relationship with customers. 
This issue includes recognizing and keeping track of needs, behaviors and life cycle of customers to 
use the obtained information to create value for customer. The obtained results of this paper have 
been matched with obtained results of other studies included in Sin et al., (2005), Chen and Papvich 
(2003) and Taherpoor (2010), in which, there have been a significant relation between customer 
relationship management and organizational performance. The following recommendations have 
been expressed by this study in order to have successful implementation of CRM.  
1. Concentration on customers is a method to improve quality of services and reduce cost of these 

services; therefore, it could be suggested to the organizations to make a constant relationship with their 

customer in order to receive their opinions about provided services. 

2. With regard to the relation between customer relationship management and the quality of 

services, a close interaction between different parts of an organization would be required in order to have 

a perfect implementation of strategies and an accurate assessment of performance to improve the quality 

of services.  

3. In accordance with the relation between customer relationship management and competitive 

performance, information, technology and development of knowledge of customers would be the basics 

of all strategies. Therefore, organizations should transfer all important and suitable information to 

appropriate persons in order to have effective plans and decisions. The organizations can create a standard 

to satisfy their customers. 

4. Based on the relation between customer relationship management and customer satisfaction, it 

would be crucial for organizations to create a sense of trust and reliability in customers in terms of 

provided services and implemented activities.  

5. Considering the relation between customer relationship management and quality of services, 

organizations should create organizational and cultural infrastructures beside technology in order to 

develop the system of relationship with customers.   

6. It would be necessary for all organizations to keep the quality of services and products at a high 

level besides reducing costs of prices of their products in order to boost their market share and profit. 

7. It should be suggested that all organizations are required to consider the factor of customer 

relationship management in order to increase profit, customer satisfaction and social welfare.   

8. Creation of a culture among staff of organization through training courses can be an effective 

factor in organizations to improve knowledge level of staff and their familiarity with system of customer 

relationship.  

9. The organizations could contract with educational institutions to hold advanced modern courses 

of management specially customer relationship system. 

10. Organizations should prepare the required facilities and technologies in order to implement 

customer relationship management in a best way. 

Finally, it would be essential for organizations to consider three key factors in order to implement a 

successful strategy of CRM in a strategic management and organizational performance. These key factors 

are included in training employees to attract satisfactions of customers and improve service quality, 
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review previous processes and designing new processes in terms of improvement of quality of services 

and customer satisfaction and using new technologies in the context of competitive performance.  
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