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ABSTRACT
Pharmaceutical companies use different strategie®udsiness development.
Role and importance of each strategy vary accortbnigpe purpose. Present
paper deals with the opinion of medical represemstabout impact of
Customer Relationship Management (CRM) parameters business
outcomes. Researcher used 46 parameter and cdlldeta on five point
scale. After the factor analysis it has been amalythat there are twelve
component groups. The twelve components groupdadeled as ‘Logical
Efforts’, ‘Upgraded Technology’, ‘Not Making Money'Profitable Trade’,
‘Association  Follow-up’, ‘Prediction’, ‘Incessantly Track’, ‘Diverse
Treatment’, ‘Motionless Stakeholder, ‘Number Genh [Touch With’,
‘Endorsement’. Each group extracted similar typgafameters. This factor
analysis will help to develop CRM strategy.

Keywords: Pharmaceutical industry; Customer relationship agement
(CRM); Prescription; Medical representative; Bussmeutcomes.

INTRODUCTION

Physician is the primary target of most pharmacalticompanies relationship
marketing efforts and it is observe that physiaaa dependent on the PSR for information
about particular pharmaceutical products and sanpléne PSR is dependent on the
physician for his / her time and prescriptions tent As total dependence increases, both
channel members have greater stakes in the redaimnThis study explores the relationship
between various stakeholders in pharmaceutical singuas well as the ways used for
developing and maintaining relationship among dtalders of pharmaceutical industry. The
benefits of customer relationship management ansidered abound. It may help to provide
direction to pharmaceutical organization and hedp rétain customers with effective
marketing. Present paper deals with the impact RMCparameters on business outcomes.
This study reveals different group of factors arttere the focus is required in CRM strategy
development.

" The views or opinions expressed in this manusarigtthose of the author(s) and do not necessaflbct the
Eosition, views or opinions of the editor(s), thikterial board or the publisher.
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CRM RELATED LITERATURE REVIEW

CRM is based on the belief that developing a retesthip with customers is the best
way to make them loyal, and that loyal customers @uore profitable than non-loyal
customers (Landry et al., 2005). Merely attractimgyv customers is not good enough. It is
very important to build a long-term relationshiptlwithem so that they provide repeat
business, thereby ensuring sustainable revenuegrafits (Chavan et al., 2009). Through
CRM, marketing appears to have come full-circl&srevolution: from straight sales to mass
marketing, to target marketing, to relationship keting, and now to CRM, which is on the
way to completely allowing true one-on-one markgtifKurpad, 2010). CRM employs
information technology to enforce and execute i@aship marketing approaches (Sharma,
2010). CRM is not only IT for marketing, sales a®alvice; it is a cross functional, customer-
driven, business process management strategy tnatmzes relationships and encompasses
the entire organization using the technology ab#laCompanies that achieve the whole
functionality of a CRM system obtain an importawimemercial tool to compete in their
global market with a well-planned strategy (Lui®1@). Information systems that implement
customer orientation strategies are most promigmgachieve and sustain competitive
advantage. The main technological enablers are Ggétems which are introduced with
substantial financial effort in many organizatiof&ere is no typical CRM project and that
successful implementations are rarely based omiealhexcellence. But there are six critical
success factors for CRM projects: step-wise evahytstraightforward implementation and
long-term project scope, organizational redesigtegrated system architecture of standard
components, change management and top managenpgaris(Rainer et al., 2003). Only
50% of firms who are reporting CRM success statat] &£nd user education was significant.
In contrast, about one-third of those not repor@iRM success stated that end user education
was significant. Logically, many report that idéying the company's CRM needs and
customer needs is very important to CRM succesmn{J@004).

For measuring existing CRM system of organizatibroy, 2008) stated 51 variables
which are namely; Formal system for identifying gudtal customers, formal system for
identifying which of the potential customers arerenwaluable, use data from external
sources for identifying potential high value cusers) formal system in place that facilitates
the continuous evaluation of prospects, systemaoepto determine the cost of reestablishing
a relationship with a lost customer, systematiccess for assessing the value of past
customers with whom you have no longer relationssystem for determining the costs of re
establishing a relationship with inactive customertsempts to attract prospects in order to
coordinate message across media channels, fornsénsyin place that differentiates
targeting communications based on the prospectseyvaystematically present different
offers to prospects based on the prospects econmalige, differentiate acquisition
investments based on customer value, systematicegstapproach to reestablish
relationships with valuable customers who have bBesinto competitors, system in place to
be able to interact with lost customers, systematocess for re establishing a relationship
with valued inactive customers, system for intergctvith inactive customers, formal system
for determining which are the current customersadirtne highest value, continuously tracks
customers information in order to assess custorakey actively attempts to determine the
costs of retaining customers track the statusefdhationship during the entire customer life
cycle ( relationship maturity), maintain an intdhae two way communication with
customers, actively stress customer loyalty of ti@ha programs, integrate customer
information across customer contact points( e.gil, ie@lephone, web fax, face to face),
structure to optimally respond to groups of custameith different values, systematically
attempts to customize products / services baseti@nalue of the customer, systematically
attempts to manage the expectations of values roesty attempt to build long term
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relationships with high value customers, formalipedcedures for cross selling to valuable
customers, formalized procedures for up sellingdluable customers, try to systematically
extend share of customer with high value customsysiematic approaches to mature
relationships with high value customers in ordeb&able to cross sell or up sell earlier,
provide individualized incentives for valuable asers if they intensify their business with
us, systematically track referrals, try to activehanage the customers referral process,
provide current customers with incentives for adqgi new potential customers, offering
different incentives for referral generation basedthe value of acquired customers, formal
system for identifying non profitable or lower valgustomers, formal policy or procedure
for actively discontinuing relationship with low lua or problem customers ( e.g. cancelling
customer accounts), try passively discontinue imlahips with low value or problem
customers (e.g. raising basic service fees), affeincentives to low value customers for
terminating their relationships (e.g. offering peofservice), systematic training procedures
for helping employees deal differently with highdeand low value customers, reward
employees for building and developing relationshith high value customers, whether your
SBU is organized in a way to optimally respond tastomer groups with different
profitability, organizing people (i.e. changing armgzational structure) to deliver
differentiated treatment and products to differem$tomer segments present a strength for
your SBU, invest in technology to acquire and maneegal time customer information and
feedback, technologies that allow for one to onerainications with potential customers,
dedicated CRM technology in place, required upgtaitormation technology resources
compared to competitors.

Relationship marketing is viewed as the ongoingc@ss of engaging in cooperative
activities and programs with intermediate and eseFweustomers to create or enhance mutual
economic value at reduced cost. In pharmaceutinchlstry companies develop relationship
building programs with physicians so that in timefsincreased competition, they can
successfully retain their current customers. Dietgilhas a positive and statistically
significant effect on the number of new prescripsiavritten by a physician. The single most
effective way that pharmaceutical companies cadnente physician decisions is through the
use of detailing by Pharmaceutical Sales ReprepemtdPSRs) (Melissa, 2011). The
pharmaceutical industry has long enjoyed a traakitiiy close relationship with the physician
community, based upon trust and credibility. Thaktionship has remained largely intact —
with 44 per cent of surveyed physicians saying tlggnerally trust pharmaceutical
companies. A total of 19 per cent however, expjicéxpressed distrust towards sales
representatives — argue that, although fairly mgdesvertheless may grow if there is no
change in the way that pharma physician relatigpsshievelop in the future. Physicians are
worried about the marketing bias in the informatipmesented to them by sales
representatives. A staggering 65 per cent of s@deghysicians expressed concern about
pharmaceutical companies not keeping them informledut the messages they send to
patients — a finding consistent across the USA &ndlope. Most worrying for the
pharmaceutical companies, over the past 2 yearshat 38 per cent of the surveyed
physicians have decided to make less time for sa@psesentatives. These might include
educational materials for patients, unbiased sfienbformation and continuing medical
education, funding and practice management suppdsing the customer relationship
management (CRM) platform and sales force mobilyls, the interaction between all
parties can be personalized and thus retained.i-®hdnnel integration can ensure that
knowledge of all contacts is shared, for examplepaesentative will know if a doctor called
the call centre last week with a medical enquirgtidg as relationship managers rather than
merely messengers, a well-trained sales force mwaged to unleash their human
sensitivity and form real and honest bonds witk fitincipal group of customers. Therefore
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there are a number of ways in which pharmaceuticahpanies can rebuild the kind of
relationships that will yield the best outcome &l stakeholders in the equation. While
human contact is certainly valued, when approachmgsicians, less is most certainly more.
Physicians want to choose how they were contatied ,they want contact with one or two
representatives per company only — and that theggesentatives should be more
responsive to doctors’ needs. Relationships shoelldeeper — based on a clear exchange of
objective and neutral scientific information anddlly, unbiased by commercial arguments
(Mackintosh, 2004).

Gifts to doctors influence their prescribing patger Research has shown, quite
unequivocally, that even a small gift, like a pean have an influence (Georg, 2010). If it is
the patient who insists on presenting gifts forspaal use (and even if most doctors have
occasionally accepted gifts), it may still be a hdary violation with its attendant problems.
The skill to be gently assertive while refusing Isgsfts without hurting the sentiments of
patients and careers usually comes with experibatean be easily taught to junior doctors.
Common sense would dictate that accepting a bexwegts by a patient who can afford it, on
behalf of the entire treating team and on an oocasvould be acceptable. Self disclosure
can be a useful technique to be used by an expedaherapist to help the patient feel better,
but undue disclosure about oneself to make theapisr feel better is unacceptable.
Becoming friends with patients is inadvisable ($an2010).

Another fruitful but controversial practice of CRBIDirect-to-Consumer Advertising
of prescription medicines (DTCA), where many of @aguments for and against are not
supported by strong evidence. DTCA and the doctgratient relationship in which he
explains the healthcare landscape is complex amérdic and is being influenced by a
number of factors, all of which impact on the doctgatient relationship. It has been argued
that DTCA may adversely affect the doctor — patiszlationship and lead to less than
satisfactory health outcomes (Harker, 2007).

Superior CRM capability can create positional adage and subsequent improved
performance. To be most successful, CRM prograroaldHocus on latent or unarticulated
customer needs that underpin a proactive markeht@ation (Coltman, T.,2007). Central role
of loyalty is the mediating factor in building rétanships with customers. In order to build
retention equity common to most relationship markgtprograms, marketers need to
understand the relationship from the customer'swipof view. There are four dimensions
representing the different forms of media to comiwate with customers: printed mail, e-
mail, telemarketing, and face-to-face service. ®aiahip marketing strategies will be
successful if customer communication preferencespart of the customer profile database
of a firm. But it is found that use of relationshmparketing strategy by marketing executives
has not resulted in high demand for variable datatipg (Sorce, 2002). Similarly the
integration of Customer Management (CM) into CRNerf a very real opportunity when
taking into account the complex and myriad commations management functions and
sources of information within CRM such as Salesykdang and Customer Service. CM
vastly enhances the CRM function by managing infdiom and content and then
consistently disseminating that content throughtiplel channels such as sales, call centers,
websites and publications (Keith Forsyth, 2004 pllethospitals in Spain are currently using
their websites as a means of communication withr treients and clients but this effort still
far from the ideal concept of market orientatiorer@sa et al., 2002). The nationality of the
firm might have an impact on the propensity to ddaationship marketing techniques
(Bradley et al., 2000).

Hea-Sook (2006) proposed a new policy for consbhdaa company's profits by
segregating the clients using the contents sermckallocating the media server's resources
selectively by clusters using the cluster analgs&hod of CRM, which is mainly applied to
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marketing. In this case, CRM refers to the stnatefgconsolidating a company's profits by
efficiently managing the clients, providing themthwva more effective, personalized service,
and managing the resources more effectively. Heaslyzes the level of contribution vis-a-
vis the clients’ service pattern (total number igfts to the homepage, service type, service
usage period, total payment, average service pesedice charge per homepage visit) and
profits through the cluster analysis of clientdadapplying the Two Step Cluster Method. A
higher renewal rate was shown when applying CRF&utgh the evaluation of the client's
renewal rate.

During the merger of two pharmaceutical comparsesnorphic pressures and some
organizational conditions are identified as relévantors in the redefinition of the customer,
the outcome of which is the deinstitutionalizatiah some CRM practices and the
restructuring of customer portfolios. It is als@posed that procedural legitimacy drives the
change within the network organization (Lukkaril2p As the pharmaceutical organization,
physicians and distribution channels are implenmgnéind using CRM it becomes essential
to know output of CRM. CRM can help for firm fomtking communication between firms
and their customers by using twelve variables ammalyzing customer revenue and cost data
in order to identify current and future high-valaastomers, targeting direct marketing
efforts, capturing relevant product and service avedr data, creating new distribution
channels, developing new pricing models, proogssiansactions faster, providing better
information to the front line, managing logistiasd the supply chain more efficiently,
deploying knowledge management systems, trackisgpmer defection and retention levels,
tracking customer satisfaction levels, trackingtooeer win-back levels. Not only are the
business outcomes in term of finance but also ,thief and continuous prescription the
outcomes of effective CRM (Tetteh, 2008).

RESEARCH METHODOLOGY

Present research is descriptive inferential in r@atlihe study is conducted in Satara
District in Maharashtra State, India. Medical Repraatives are the samples for the study.
Data have collected from 90 medical representating®sg structured schedule. Data about
demographic profile of respondents, different basisd for developing and maintaining the
relationship was a need of study and collecteduliinaStructured Schedules. One section in
schedule is about use of existing CRM system anuaaws 46 variables (Virgil Troy,
2008).There are total 51 Variables discussed byiVifroy for the Study of CRM but
Researcher has taken 46 variables and reconstrtieestatement suitable to the samples.
Parameter affected on business outcomes (1.Stranghffected to 5.Strongly affected) is
assessed by using five point scale. The variabdesl were formal system for identifying
potential customers, formal system for identifywlgich of the potential customers are more
valuable, use data from external sources for ifleng potential high value customers,
formal system in place that facilitates the contunsi evaluation of prospects, system in place
to determine the cost of reestablishing a relatignwiith a lost customer, systematic process
for assessing the value of past customers with wyaumhave no longer relationship, system
for determining the costs of re establishing ati@tahip with inactive customers, attempts to
attract prospects in order to coordinate messages®anedia channels, formal system in
place that differentiates targeting communicatiohased on the prospects value,
systematically present different offers to prospdeised on the prospects economic value,
differentiate acquisition investments based onarust value, systematic process/approach to
reestablish relationships with valuable customens Wave been lost to competitors, system
in place to be able to interact with lost customegstematic process for re establishing a
relationship with valued inactive customers, systeminteracting with inactive customers,
formal system for determining which are the currenstomers are of the highest value,
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continuously tracks customers information in order assess customer value, actively
attempts to determine the costs of retaining custentrack the status of the relationship
during the entire customer life cycle ( relatiomsmaturity), maintain an interactive two way
communication with customers, actively stress austo loyalty of relation programs,
integrate customer information across customerambmoints( e.g. mail, telephone, web fax,
face to face), structure to optimally respond tougss of customers with different values,
systematically attempts to customize productsVises based on the value of the customer,
systematically attempts to manage the expectatibmalues customers, attempt to build long
term relationships with high value customers, fdrpeal procedures for cross selling to
valuable customers, formalized procedures for upngeto valuable customers, try to
systematically extend share of customer with higlue customers, systematic approaches to
mature relationships with high value customers ribeo to be able to cross sell or up sell
earlier, provide individualized incentives for vabhle customers if they intensify their
business with us, systematically track referraista actively manage the customers referral
process, provide current customers with incentfegsacquiring new potential customers,
offering different incentives for referral geneaatibased on the value of acquired customers,
formal system for identifying non profitable or lewvalue customers, formal policy or
procedure for actively discontinuing relationshigghatow value or problem customers ( e.g.
cancelling customer accounts), try passively disnae relationships with low value or
problem customers (e.g. raising basic service feeffer disincentives to low value
customers for terminating their relationships (eoffering proper service), systematic
training procedures for helping employees dealedstly with high end and low value
customers, reward employees for building and dewetp relationship with high value
customers, whether your SBU is organized in a wagptimally respond to customer groups
with different profitability, organizing people €i. changing organizational structure) to
deliver differentiated treatment and products tffedtnt customer segments present a
strength for your strategic business unit, invesechnology to acquire and manage real time
customer information and feedback, technologies dhaw for one to one communications
with potential customers, dedicated CRM technologyplace and required upgraded
information technology resources compared to coingost

DATA ANALYSIS, RESULTS AND DICUSSIONS

Factor Analysis of Existing CRM System Affected orBusiness Outcomes

The responses taken from medical representativesrds impact of CRM on
business outcomes on 46 variables are considerethéofactor analysis. 90 samples of
medical representative have been taken for coraidarfor analysis. Researcher with view
to find out commonalities into preferences factoalgsis has been applied.

KMO and Bartlett's test for analysis of existing l@Rystem affected on business
outcomes opined by medical representatives appietieck the sampling adequacy

TABLE 1
KMO and Bartlett's Test for CRM System AffectedBusiness Outcomes
Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 27.6
Bartlett's Test of Sphericity Approx. Chi-Square 4RE3
df 1035
Sig. .000

The KMO and Bartlett's measure comes to 0.627, wkBltows data is adequate to go
for the factor analysis.
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Total Variance Explained for CRM System Affected onBusiness Outcomes

After analyzing the data adequacy researcher amdlyatal variance explained for
motivation to prescribe product opined by medicgbresentatives. 12 factors have been
extracted.

TABLE 2
Variance explained for factor analysis

Component Extraction Sums of Squared Loadings  Rotation Sun@jaared Loadings

Total % of Cumulative  Total % of Cumulative
Variance % Variance %
1 12.826 27.884 27.884 5.495 11.945 11.945
2 4.483 9.747 37.630 3.569 7.758 19.703
3 3.704 8.052 45.682 3.568 7.757 27.460
4 2.866 6.231 51.913 3.464 7.531 34.991
5 2.226 4.839 56.751 2.914 6.334 41.325
6 1.645 3.576 60.327 2.727 5.928 47.254
7 1.492 3.243 63.570 2.700 5.869 53.122
8 1.447 3.145 66.716 2.626 5.709 58.832
9 1.291 2.807 69.523 2.596 5.644 64.475
10 1.233 2.681 72.204 1.930 4,195 68.670
11 1.028 2.234 74.439 1.918 4,171 72.841
12 1.010 2.196 76.634 1.745 3.794 76.634

Extraction Method: Principal Component Analysis

The responses of 90 samples were executed withelpeof factor analysis. Twelve
factors have been extracted using principal componesthods, which explain 76.63% of
variance.

FIGURE 1
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Rotated Component Matrix for CRM System Affected onBusiness Outcomes

Rotated component matrix has been work out to éintdthe twelve factors and the
variables belongs to every factor. Analysis is domethe basis of existing CRM system
affected on business outcomes opined by medicedseptatives.

TABLE 3

Rotated Component Matrix for CRM System AffectedBusiness Outcomes

Rotated Component Matrix®

Component

1 2 3 4 5 6 7 8 9 10 11 12
D1A .043 -.076 .064 919 .023 .012 -.008.161 -.037 -.009 -.066 .024
D2A .002 -.014 -076 .832 .076 .151 .044 .297 -.088.025 121 -.020
D3A -.005 -.143 .164 .177 -.045 .151 .819 -.095.066 .007 .007 .094
D4A .086 -.090 .059 .001 -019 -058.838 .075 .130 071 216 .090
D5A 142 .082 -.070-.080 .077 .352 .736 -.005.062 .098 -.164 -.145
D6A .284 .187 .064 .026 .042 .378 .158 -.03483 .610 -.239 .140
D7A .262 .040 .132 .110 .109 .715 .366 .196 .117 04.1 -.086 .030
D8A .202 .019 .304 .001 .082 .739 .048 .101 .064 90.1 .180 .154
DO9A .201 .197 -.025 .218 .084 .612 .141 .145 222 .051 217 128
D10A .085 .130 .087 -.033 .105 .108 -.070 .015 .716 278 .080 .192
D11A .177 .132 .030 .005 .153 .035 .105 .035 .802068. -.049 -.203
D12A .150 .268 -.129-.152 .167 .290 .229 .042 .520 .023  -.005335
D13A .184 .161 .002 -.149 .258 .172 .233 .215 .368 452 .027 .163
D14A 146 .051 .190 -.078 .086 .082 .149 -.063.334 .668 308 .037
D15A .106 -.004 .163 .398 .061 .159 -.009.677 .065 -.167 -.103.072
D16A -.035 -.023 -169 .49% .132 -030-.083 .709 -.089 .010 -.037 -.037
D17A .250 .025 .011 .133 .157 .108 .075 .802 .046030. .183 .107
D18A .183 -.070 .196 .032 .374 .300 -.038.508 .172 300 -.064 .195
D19A .106 .007 .138 -.157 .724 .146 -.063 .311 .253 178 .051 -.032
D20A .190 .212 -.054 .009 .744 083 .041 .252 .124 -454E305 .141
D21A .270 .110 .005 -.043 .217 .027 .153 .075 -.001 .079 .819 .113
D22A 400 .168 .109 .228 .112 .382 -.140070 .056 .044 639 -.074
D23A .487 .180 .107 .127 -014 114 -214€10 .150 448 251 287
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Rotated Component Matrix®

Component

D24A
D25A
D26A
D27A
D28A
D29A
D30A
D31A
D32A
D33A
D34A
D35A
D36A
D37A
D38A
D39A
D40A
D41A
D42A
D43A
D44A
D45A
D46A

486 .264 .000 .218 .187 .348 .114 -29D67 .030 183 321
475 142 108 364 177 .105 -.07357 .258 -102 .0/5 .396
357 .074 -.064 .266 .716 .049 -.075-.068 .046 .023 .099 .078
.630 -.025 .190 .129 205 .184 .136 .195 .171 -090 .051 .204
584 .138 .051 -.014 232 .265 .163 .180 .021 117 .015 .350
573 -.002 .113 357 .381 -.058.153 -.040 .092 .080 .083 .074
530 .155 121 .100 468 .145 277 119 -.06993 -.035 .207
569 170 312 .132 405 -.022121 .148 .131 -.087 -.172.160
764 .072 127 -.158 .062 .203 .207 .028 .140 .100 313 -.090
790 207 -.025-.026 .042 122 -.043 .126 .118 223 127  .033
.808 .218 -.060-.167 .073 .108 -.067 .072 .101 .149 124 -.061
243 016 -004-136 .171 .185 .084 .184 .025 241 .061 .693
-035 .156 .488 .689 -043 .053 .176 .089 -.046.127 .033 -.167
.022 .087 .774 409 .004 .059 .048 .078 -.059111 -.028 -.210
103 .254 847 124 .057 .107 .147 .044 .044097. .041 .035
.042 339 .765 -114 .111 .101 .029 -.058.013 .038 .004 .161
.021 .636 .306 .006 .207 -.194.025 -.210 .055 .368 .040 -.050
.088 .834 .071 .092 .077 .045 -.104022 .018 .032 .051 -.183
140 .603 .334 -.078 .234 .243 .098 -.036.331 -.108 -.099 .013
213 215 .614 -190-209 .063 -.077-.005 .494 .056 .099 .040
304 546 408 -.179 .053 .115 -.138 .048 .209 .079 126 .128
324 709 .260 -.073-.038 .138 -.085 .038 .067 .063 .050 .237
176 638 .213 .074 -009 .049 .036 .119 .272065 149 210

Extraction Method: Principal Component Analysis.
Rotation Method: Varimax with Kaiser Normalization.
a. Rotation converged in 14 iterations.

From above rotated component matrix, following dast has been derived.

Researcher has proposed the labels to the faetbish are mention at the title.

Logical efforts are the factor extracted from thg \ariables. This component

explains 3.15% of variance. The component mainhjtaias provide current customers with
incentives for acquiring new potential customery, tb actively manage the customers
referral process, systematically track referratgmialized procedures for cross selling to

Systematic approaches to mature relationshipsigin value customers in ~ .530
order to be able to cross sell or up sell earlier

valuable customers.
TABLE 4
Component Number 1: Logical Efforts
Sr. Statement/ Variable Fact.or
Loading
1  Structure to optimally respond to groups of costs with different values 487
5 Systematically attempts to customize productsvises based on the value .486
of the customer

3 Systematically attempts to manage the expecttibrmalues customers A75
4  Formalized procedures for cross selling to vdriabhstomers .630
5 Formalized procedures for up selling to valuablgt@omers .584
6 Try to systematically extend share of customeh wigh value customers 573
7
8

Provide individualized incentives for valuablestmmers if they intensify .569
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their business with us

9 Systematically track referrals 764

10 Try to actively manage the customers referrat@ss .790

11 Provide current customers with incentives for adggginew potential .808
customers

Upgraded technology is the factor extracted from @hvariables. This component
explains 3.15% of variance. The component mainhtaias reward employees for building
and developing relationship with high value custmntechnologies that allow for one to one
communications with potential customers, systemataining procedures for helping
employees deal differently with high end and loiueacustomers.

TABLE 5
Component Number 2: Upgraded Technology
Sr. Statement/ Variable Fact.or
Loading
1 Systematic training procedures for helping empleyaeal differently  .636

with high end and low value customers
Reward employees for building and developing reteghip with high  .834

2 value customers

3 Whether your SBU is organized in a way to optimadlgpond to .603
customer groups with different profitability

4 Invest in technology to acquire and manage rea tastomer 546
information and feedback

5 Technologies that allow for one to one communiceiaith potential  .709
customers

6 Required upgraded Information Technology resoucoespared to .638

competitors

Not making money is the factor extracted from thevagiables. This component
explains 3.15% of variance. The component mainiptaios try passively discontinue
relationships with low value or problem customezgy( raising basic service fees), formal
policy or procedure for actively discontinuing tedaship with low value or problematic
customers ( e.g. cancelling customer accountsdr disincentives to low value customers for
terminating their relationships (e.g. offering peogervice).

TABLE 6
Component Number 3: Not Making Money
Sr. Statement/ Variable Fact_or
Loading
Formal policy or procedure for actively discontingirelationship T74
1 with low value or problematic customers ( e.g. &limg customer
accounts)
5 Try passively discontinue relationships with lowueor problem .847
customers (e.g. raising basic service fees)
3 Offer disincentives to low value customers for terating their .765
relationships (e.g. offering proper service)
Organizing people (i.e. changing organizationaldtrre) to deliver .614

4 differentiated treatment and products to differmmgtomer segments
present a strength for your SBU

235



Journal of Contemporary Issues in Business Research Volume 3, Issue No. 5, 2014

Profitable trade is the factor extracted from theaBables. This component explains
3.15% of variance. The component mainly contaimméb system for identifying potential
customers, formal system for identifying which loé tpotential customers are more valuable,
formal systems for identifying non profitable omler value customers.

TABLE 7
Component Number 4: Profitable Trade
Sr. Statement/ Variable Fact.or
Loading

1 Formal system for identifying potential customers 919

Formal system for identifying which of the potehttastomers are .832

more valuable
3 Formal system for identifying non profitable oner value customers .689

Association follow-up is the factor extracted frahe 3 variables. This component
explains 3.15% of variance. The component mainiytaos track the status of the
relationship during the entire customer life cydielationship maturity), maintain an
interactive two way communication with customersd aattempt to build long term
relationships with high value customers.

TABLE 8
Component Number 5: Association Follow-up
. Factor
Sr. Statement/ Variable .
Loading
1 Track the status of the relationship during théremustomer life 124
cycle( relationship maturity)
2 Maintain an interactive two way communicationhwgustomers 744
3 Attempt to build long term relationships with higalue customers 716

Prediction is the factor extracted from the 3 Jaega. This component explains
3.15% of variance. The component mainly contaitengts to attract prospects in order to
coordinate message across media channels, Systendetermining the costs of re
establishing a relationship with inactive customers

TABLE 9
Component Number 6: Prediction
Sr. Statement/ Variable Fact.or
Loading

1 System for determining the costs of re establishinglationship with  .715

inactive customers
2 Attempts to attract prospects in order to coor@imaessage across .739

media channels

Formal system in place that differentiates targetommunications 612

based on the prospects value

Budding stakeholder is the factor extracted frora &variables. This component
explains 3.15% of variance. The component mainlytaios Formal system in place that
facilitates the continuous evaluation of prospedise data from external sources for
identifying potential high value customers.
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TABLE 10
Component Number 7: Budding Stakeholder
. Factor
Sr. Statement/ Variable :
Loading
1 Use data from external sources for identifying po# high value .819
customers
2 Formal system in place that facilitates the cordimievaluation of .838
prospects
3 System in place to determine the cost of reestahlisa relationship .736

with a lost customer

Incessantly track is the factor extracted from4hariables. This component explains
3.15% of variance. The component mainly containsitingously tracks customers
information in order to assess customer value, &rsgstem for determining which are the
current customers are of the highest value.

TABLE 11
Component Number 8: Incessantly Track
Sr. Statement/ Variable Fact.or
Loading
1 System for interacting with inactive customers 677.
5 Formal system for determining which are the curceistomers are of .709

the highest value
Continuously tracks customers information in ortleassess customer .802

value
Actively attempts to determine the costs of retgj customers .508

Diverse treatment is the factor extracted from &evariables. This component
explains 3.15% of variance. The component mainiyntaios differentiate acquisition
investments based on customer value, systematipadlgent different offers to prospects
based on the prospects economic value.

TABLE 12
Component Number 9: Diverse Treatment
Sr. Statement/ Variable Fact_or
Loading
1 Systematically present different offers to prospéased on the 716
prospects economic value
Differentiate acquisition investments based cst@mer value .802
3 Systematic process/approach to reestablish retdtips with valuable .520

customers who have been lost to competitors

Motionless stakeholder is the factor extracted fitvn 3 variables. This component
explains 3.15% of variance. The component mainlptaios systematic process for re
establishing a relationship with valued inactivestomers, systematic process for assessing
the value of past customers with whom you haveongér relationship.
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TABLE 13
Component Number 10: Motionless Stakeholder
Sr. Statement/ Variable Fact.or
Loading
1 Systematic process for assessing the value otpagimers with .610
whom you have no longer relationship
System in place to be able to interact with dasttomers 452
3 Systematic process for re establishing a relatipnsith valued .668

inactive customers

Get in touch with is the factor extracted from tRevariables. This component
explains 3.15% of variance. The component mainhtaias Actively stress customer loyalty
of relation programs, integrate customer informataxross customer contact points ( e.g.
mail, telephone, web fax, face to face).

TABLE 14
Component Number 11: Get In Touch With
Sr. Statement/ Variable Fact_or
Loading
1 Actively stress customer loyalty of relation progsa .819
Integrate customer information across customerambiuoints ( e.g. .639

mail, telephone, web fax, face to face)

Endorsement is the factor extracted from the labdei This component explains
3.15% of variance. The component mainly contairfieriofg different incentives for referral
generation based on the value of acquired customers

TABLE 15
Component Number 12: Endorsement
/ bl Factor
Sr. Statement/ Variable Loading
Offering different incentives for referral geneaatibased on the value 693

of acquired customers

CONCLUSIONS

Researcher has analyzed the opinion of medicaéseptative about impact of CRM
parameters on business outcomes. Researcher ugsatatieter and collected data on five
point scale. After the factor analysis it has baealyzed that there are twelve component
groups. The twelve components groups are labeledLagical Efforts’, ‘Upgraded
Technology’, ‘Not Making Money’, ‘Profitable Trade’ ‘Association Follow-up’,
‘Prediction’, ‘Incessantly Track’, ‘Diverse Treatmt& ‘Motionless Stakeholder’, ‘Number
Get In Touch With’, ‘Endorsement’. Researcher givbe labeled as per the features of
parameters and it shows that factor analysis gdegfect component as per the features.
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