
  
Abstract—This study aims to identify key success factors of 

CRM software. Although organizational change is still inevitable 
with the introduction of customer relationship management (CRM), 
we know very little about how this change affects the behavior of 
employees and how their actions in turn influence the success of 
projects CRM. 

Methodology--This paper presents the results of a quantitative 
study on key success factors of CRM software in the automotive 
industry. 830 dealers) will receive an email survey to collect relevant 
data. Results will be analyzed according to several criteria: a portrait 
of the industry, validation of assumptions, analysis of data 
consistency and external validation of all assumptions and variables 
supported. 
 

Keywords— Customer relationship management, critical success 
factors (CSF), Management information systems (CRM-IS), CRM 
implementation, Information technology.  

I. INTRODUCTION 
HE management of the relation with the customers is 
today in the middle of the debates in the mediums of the 

decision makers of companies considering gone up into 
powerful of competition. Thus, the companies are harnessed 
to set up of the strategies of development of consumer loyalty 
of their existing customers, to acquire others and to convince 
the old ones of them to return. With the rise of communication 
and information technologies (TIC), software CRM is used as 
technology in order to collect the data of the customers, to 
organize them, automate their treatment and to synchronize 
the processes of businesses.  

Moreover a new study of company IDC France gives a 
progress report on the market of the CRM (Customer 
Relationship Management) in the Hexagon. This last should 
know a growth of 5,9% in 2012, against 8,9% in 2011. An 
important fall, certainly, but a value which remains reassuring 
within sight of the degradation of the economic situation. The 
average growth of the market between 2011 and 2015 will be 
established with approximately of 6,7%.  

Thus, approximately 20% of the companies will invest in 
2012 in customer service and business applications of the 
sales [17]. Thus the present study aims at identifying the key 
factors of success of software CRM in the car industry. These 
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results show that only 16,1% of the companies using software 
CRM saw increasing their incomes, while 83.9% under-utilize 
tools CRM. 

In Canada, since the beginning of the years 1993, the 
Canadian car industry counted 3872 dealers members to 
account for 3455 in 1996. During the years 2010, a reduction 
in the car dealership is felt for thus reaching the number of 
3240. i.e. over one seven years period, the Canadian car 
industry lost 632 car dealership. To Quebec, a study of the 
automobile newspaper Desrosiers Automotive Consultants 
(2010) exploiting the data of 1996 to 2010, explains why the 
Quebec car industry hoped 1019 car dealership in 1995 to be 
established to 833 in 2010, that is to say 186 car dealership in 
less. Is the CRM one of the significant factors as for the 
disappearance of car dealership on the market? 

The present study thus analyzes the questions relating to 
successes which software CRM in the car industry can grant. 
It rests on a step of triangulation which is a step consisting in 
confronting the three following sights: the expression of the 
needs, the point of view of the future recipients as well as the 
results obtained. It is here about a quantitative study on the 
key factors of success of software CRM in the car industry. 
The preliminary interviews were carried out with 29 senior 
executive in various organizations which had been implied in 
great data-processing projects. In another thorough study, 830 
dealers member of the CCAQ (Corporation of the automobile 
dealers of Quebec) received a survey by email which made it 
possible to collect relevant data. Thus, this article is 
articulated mainly on four great points. The first part is the 
review of the literature on the CRM which defines and 
presents the historical evolution and the development of the 
key concepts of CRM as well as the particular context of the 
car industry. The second point presents the methodological 
framework which is an analysis of the questions relating to 
successes of the CRM. Lastly, the third part has the principal 
results of the study.  

II.  RE-EXAMINED LITERATURE 
The question of the key factors of success of software CRM 

strongly interests the literature in management and in 
technology information [10]. Thus, it is essential for the 
companies to invest time and efforts in the implementation of 
software CRM and suggests less being delayed with the 
possible optimal outputs [6]. A study which touched more 
than 183 organizations in North America shows that the 
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performance of the CRM, the strategy, the processes of 
support organisational and the final use of the CRM are the 
principal factors as for the acquisition of system [14]. 

What wants to say that the high level of engagement of the 
personnel as well as the support of the direction in terms of 
fixed assets and intangible resources support the success of 
software CRM. The study notes that the personnel and the 
direction remain the key to success for software CRM, 
although it considers that the technological factors are most 
important [16]. The other study relating to the operational and 
analytical aspect of programs CRM of the health services to 
India A notes that the change of mentality of the personnel is 
the key to success to build the competing interest and to 
render comprehensible to them their role in the development 
of customer loyalty [1]. 

In addition, the author proves that the direction should 
concentrate not only on software CRM, but also on the 
favorable attitude of the personnel in order to increase the 
level of integration inter functional calculus of the processes, 
people, the operations and technology.  The practice of ICT 
CRM (Information and Communication Technology) with 
dimensions of the companies in Thailand came from there to 
the conclusion that the capacity at the individual level to use 
system CRM, the attitude and the managerial culture as well 
as the adequate use of software CRM are the influential 
factors as for the success of the practice [11].  

In addition, the literature considers that if the organization 
wishes to obtain all the advantages of the technological 
complexity, this one should consider the behavioral training 
which concentrates on the development of new employment in 
practice is an average essence and intelligent to educate and to 
motivate the personnel in order to improve competences and 
knowledge of the personnel [2]. 

The study near 500 suppliers of financial services in the 
United States on the strategic application and the effectiveness 
of the CRM shows that 79% of the respondents were 
appropriate that the principal obstacle of success CRM comes 
from a lack of competences in leadership and management, 
while 64% of the respondents agreed on the bad quality of the 
data and the insufficiency of those concerning their customers, 
the competitors and the markets [4]. The author and explains 
why the reference frame of data which supports the collection 
of the customer, the information processing systems, the 
material and data-processing software, the tools for analysis 
and the applications which deal with the customer point of 
view of are the essential elements as for the adoption of 
approach CRM [3]. 

The analysis shows that the factors criticize performance of 
the CRM remain fuzzy, it is thus useful to build a scientific 
system of index and to use a method evaluation combining the 
advantage of the qualitative and quantitative analysis [8]. 

The level of the direction estimates that the managerial 
culture of TI of businesses, the car-effectiveness, the use of 
system CRM and mentality concerning the CRM in the 
organization remain the most important factors as for the 
success of practice [14]. Thus, a clear managerial vision 

concerning software CRM, the material support as well as the 
orientation of the user's needs are the key factors of success of 
projects CRM [10]. But which are the key factors of success 
of this software?. 

III. METHODOLOGY 
The methodology adopted in present research as follows 

analyzes the questions relating to successes of the CRM: 
• Primary data: observations and literary analyses of case 

in order to include/understand which are the influential 
variables as for successes of projects CRM. 

• Quantitative approaches: the choice was related to 
interviews with the targeted leaders and to be based on 
collections of information (survey) quantitative in order to 
obtain the significant variables with an aim of maximizing the 
harvest of the results. 

• Email-investigation: email was sent via the electronic 
communication. The survey comprised approximately 26 
questions. 

• Sampling concerned: 29 leaders in the motor-car 
industry, members of the CCAQ (corporation of the 
automobile dealers of Quebec) and of the ACPC (corporation 
of the dealers of Montreal).   

• Validity methodology: all the data collected were 
analyzed with the assistance of the waiter Google documents 
by using the reports/ratios of cross tables dynamic and the 
system of validation. 

• Assent: communication with CCAQ to obtain the assent 
of association and especially approval as for the methodology 
suggested for the project. 

3.1. UNFOLDING 
Initially, of the preliminary interviews took place with the 

leaders selected in order to analyze the perception of those 
compared to the establishment of software CRM in the 
automobile sector; success or failure? Methodology rested on 
directed preliminary interviews and the target market annually 
constituted the automobile dealers selling more than 600 
vehicles and having at least 50 employees in place. In the 
second time, the leaders received the following survey via the 
emails:  

https://docs.google.com/spreadsheet/viewform?formkey=d
E54eVVPcVR0RXRhYjdnYWFqQ0xoX2c6MA  

Then 29 occupying leaders various stations such, 
presidents, general managers and directing of the after-sales 
service were selected. Within the framework of a project more 
deepened, surveys will be sent to the members of the CCAQ 
(corporation of the dealers of Quebec) and the members 
amount with approximately 830 dealers in title. The electronic 
sendings were thus used in order to optimize the management 
of time and to allow an optimal output as for the reception of 
the data.  29 automobile dealers among the members were 
selected. The opinions of the leaders on the model of the 
author were required in what milked with the vision, the goal, 
the establishment and the performance [13]. A questionnaire 
also was developed and used to collect the empirical data 
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(preliminary) of the current study. The questionnaire 
contained 5 dimensions, each measurement of a construction 
in model CRM suggested and designed to test each 
explanatory variable.  

The questions required of the respondents to evaluate their 
degree of importance by using a scale of 5 points of Likert. 
The scale goes from “agreement No”, which is lowest of the 
scale and takes the value “1” until “Very with fact of 
agreement”, which is most of the scale and takes the values 
“5”, by leaving a scale semi-course from “3”, labelled like 
“neutral”. The two models combine the qualitative and 
quantitative aspect. Consequently, the results which highlight 
the following points were awaited: 
• A portrait of industry will be drawn up, of the provided 

statistics explain the behavior of the managers, the 
executives, the employees of support as well as all users of 
technology CRM. 

• A validation of the assumptions is carried out by using 
primary statistics such as the linear regression, the results 
of the CCAQ and other coherent data. 

• An analysis of the agreement of the data collected and 
realisability; by using the model of the author in order to 
study the credibility of the facts [13]. 

• General discussions concerning the results obtained took 
place. 

• External validation of all the assumptions and constant 
variables carried out. 

• The factorial analysis was used to check the 
dimensionnality of measurements derived from the survey 
and has the results to us. The survey was distributed on 
line and we informed the recipients of them, therefore the 
rate of answers was significant, that is to say 29 results for 
a rate of 100%. 

 
3.2. QUESTIONNAIRE ADMINISTRATION 
 

The study having for objective to measure the key factors of 
success of software CRM in the car industry, a causal study, 
made it possible to include/understand the relation of cause 
and effect between the various variables. Thus, the diagram of 
Ishikawa as described in figure 1 is used here in order to 
isolate the most important variables and key factors as for the 
questionings from research. This tool will make it possible to 
identify the possible causes of an effect noted in order to 
determine the means to cure it. The diagram, in graphic form, 
will help to include/understand the causes of a defect of 
quality. It will be used to analyze the existing relationship 
between the possible problems and all causalities. The 
classification of the causes related to the problem arising is 
carried out in order to make take part each member in the 
analysis (interviews), to limit the lapse of memory of the 
causes and to provide elements for the analysis of the 
solutions.  

This method created by Kaoru Ishikawa (1915-1989) will 
be used to represent in a synthetic way the various causes 
according to the method of the 5M on the concept of the key 

factors of success. The concept of the 5M (matters, methods, 
labour, material and medium) rests on a method of analysis 
being used to seek and represent in a synthetic way the 
various possible causes of problems. The strategic factors 
raised in this study include/understand the establishment, the 
methods, technology, the users as well as the great factors. 
Thus, the following assumptions were retained: 

H1: Does the establishment have a positive and/or negative 
impact on the CRM?  

H2: Does technology have a positive and/or negative 
impact on the CRM? 

H3: Do the methods have a positive and/or negative impact 
on the CRM? 

H4: Does the attitude of the users have a positive and/or 
negative impact on the CRM? 

H5: Great factors do they have a positive and/or negative 
impact on the CRM? 

The present study is also inspired by the conceptual 
framework proposed by the author “CRM: In Strategic 
Approach” in order to apply the diagram of Ishikawa. 

 
Fig. 2 : Mukerjee et Singh 2009 

IV. RESULTS AND DISCUSSIONS 
Sampling was made up as follows: 29% of the respondents 

were vice-presidents of automobile dealers, 21% of the 
presidents like 21% of the general managers. The other 
respondents gathered directors of after-sales service, of the 
manager as well as a controller. The majority of the 
automobile dealers have been in businesses for at least 10 
years and the selected respondents have on average experience 
varying between 10 to 15 years in industry.  21% of the 
respondents cumulate 25 to 30 years of experiment in the car 
and only 17% have less than 10 years.  Sampling was scanned 
and selected according to years' of expertise and this, in order 
to obtain veracious results. To test the assumptions of this 
study, there were discussions with the leaders respondents 
with the surveys and one used the linear regression. 

 
H1: There is a correlation between the establishment & 

planning for the success of the CRM (0.625844818) 
H2: Technology does not have impact on the success and or 

the failure of the CRM. 
H3: The methods do not have impact on the success and or 
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the failure of the CRM. 
H4: There is a correlation between the positive attitude of 

the employees and the success of software CRM. 
(0.773385747) 

H5: The great factors do not have impact on the success and 
or the failure of the CRM. 

The author note that a considerable number of project CRM 
appears positive as shows it, the lines which follow, the results 
of the investigation concerning the key factors of success of 
software CRM [13]. Initially, it was requested from the 
leaders, according to the diagram of Ishikawa (figure 1), 
which was according to them, the most influential variable as 
for the success of software CRM? 48% of the leaders come to 
the conclusion which the users remain one of the important 
variables. 39% of the leaders think that the establishment is a 
criterion to be retained for the success of the CRM (figure 3). 

 
Fig. 3: Significant variable 

 

 
Fig.  4: Variable considered to be nonuseful 

 
According to results' listed in figure 3, the users and the 

establishment are the two most significant variables. In the 
second time, it was requested from the leaders, which of these 
variables, they considered useless for the success of software 
CRM? 44% of the respondents affirm that technology is 
useless for the success of software CRM. While 52% consider 
that the great factors are superfluous as for the implementation 
successful of projects CRM (figure 4). There is a paradox as 
for the results of the investigation. The interviews carried out 
made it possible to include/understand these contradictory 
answers. Before, information technologies were quasi-absent 
in industry, from where manual processes as for the CRM. 
The users remained the ultimate variable to be considered for 
the success of the CRM & technology, setting on side. In 

addition, by wanting to know the priorities of the leaders 
relating to their program CRM, it was noted that 63% were 
not able to answer.  

What means that the strategic vision is not known, from 
where its importance as explained by the literature as for the 
success of projects CRM (figure 5). 

 

 
Fig. 5: Priorisation 

 

 
Fig. 6: Objectives CRM 

 
Paradoxically, 33% of the leaders answered that the priority 

remains the customer, but 54% of the respondents say that 
software CRM made it possible to acquire new customers 
(figure 6). It would be interesting to widen the sample with 
830 respondents in order to make it possible to obtain more 
exact quantitative results while taking account of the 
representativeness of the respondents. And yet the present 
study has just shown that the social conditions of 
establishment of the software as well as the negative or 
positive attitudes of the users are key factors of success of 
software CRM! This is why [9]. 

V. CONCLUSION 
The principal conclusion of this study shows that the key 

factors of success of software CRM are: users and 
establishment.  The study comes to support the results of the 
leaders as for the selected variable “the users” [15]. The 
authors explain that the success of the implementation of the 
CRM in the organization depends on the interest of the 
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employees to accept the change towards the new system.The 
present study falls under the line of these results although 
having a weak sampling. An investigation more deepened and 
extended to the dealers members of the network, would result 
in collecting qualitative and quantitative data more relevant 
and being able to enrich the present study. Thus, in the present 
study, like any human work, there are the limits. Initially, the 
success of programs CRM was evaluated by using the diagram 
of Ishikawa and the variables considered to be relevant in 
spite of the limited number of the respondents. Secondly, the 
success of software CRM consists of several other aspects 
which will be the subject of a forthcoming study. 
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