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Abstract

Today's business environment is facing an unavoidable challenge. Small businesses’ success
is, therefore, vital for maintaining the world economy in general and the Malaysian economy
in particular. In addition, Entrepreneurship is a driving force in bringing innovation to the
market and creating firms that can achieve high growth in the economy. The objective of this
study is to investigate the relationship between customer satisfaction and loyalty in delivery
industries. Furthermore, this study describes the characteristics of customers in order to
determine the significant relationship between the associated marketing variables. The
dimensions for customer relationship management performance factors are related to
technology strategy. The method of this study is applied research, and the respondent is an
individual customer from a logistic company. According to the findings, the result showed
that a questionnaire survey on Likert scale is significant to the study. Lastly, this study is also
conducted by SEM analysis. The measurement for the technology strategy in this study is
based on the attitude of a customer toward the initiative taken by a Logistic service provider
on Support information system and information sharing, usefulness, care and help, ease of
use, service portfolio, security as well as updated System offered by the logistic service
provider. However, the emergence of new entrepreneurship initiatives, especially small
enterprises to create innovative ideas, can have an impact on the growth and prosperity of
the organization and subsequently of the SMEs. Through this strategic technology,
entrepreneurship can create innovations that provide the economy with new businesses,
products, technologies, markets, good quality and more.
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Introduction

Customer service is one of the most
important aspects of marketing for a
product or a service. High quality customer
service can help build customer loyalty and
trust in new customers. It will also create
customer chains when loyal customers
themselves promote products or services to
their peers (Shah et al., 2018; Shah et al,,
2019). Customers today are not only
interested in the products or services
offered but also in all the additional
elements of service they receive, from the
moment they enter the market until the
after-sales service. Customers will be
satisfied if the service provided is fast,
error-free, easy-to-find, non-burdensome
and accompanied by a friendly and
courteous service and a reasonable cost.
Unidha (2017) reported that friendly
relationships between customers and
organizations are essential in providing
input to improve the quality of the desired
product or service. To ensure that an
organization is able to maintain its
competitive edge and lead the way,
technology quality and survival factors are
crucial to moving forward. The product or
service provided will reflect the quality of
an organization, the higher the quality of the
product or service provided, the higher the
trust level (Jung and Seock, 2017). Efficient
and effective Customer Relationship
Management will ensure the delivery of
services that are responsive to customer
needs and requirements. The standard of
the service offered to the customer should
be of high value up to his/her expectations
in line with the delighting approach of the
customer in technology. In addition to
identifying their customers and their needs,
organizations must also identify their target
customers, whether internal or external.
The Customer Relationship Management
guide as well as understanding customers’
needs and requirements can be further
enhanced with the fifth-generation
technology. This is to ensure that the
services offered can meet the customers’
needs. In this regard, customer feedback
should be taken into account by
organizations. Therefore, the core services
of the organization need to be identified
based on their roles and functions. They can
also be determined based on the current

focus area. The CRM can also be defined as
the standard of service quality. In addition,
Raji et al. (2017) observed that the
identified customer requirements must be
translated into a realistic service technology
quality standard to ensure that the promise
is fulfilled. The best possible service quality
technology standards can be measured, for
example, in terms of timeliness or number
of outputs. In addition, qualitative features
of customer service that cannot be
measured, such as friendly, considerate,
easy-to-understand, secure and so on, can
also be standardized. A service recovery
plan should be provided to ensure the
implementation of the mechanism with the
customers. Therefore, service recovery can
be implemented efficiently and effectively
in the event of failure to deliver the service
as promised. In fact, the service recovery
plan is a plan that contains carefully
planned actions to restore service and
maintain customers’ trust in the service
provided.

Literature Review

The business world is closely linked to
creativity and  innovation.  Without
creativity and innovation, the business
world will remain static without any
changes and challenges. Thus,
entrepreneurs who inculcate creativity and
innovation in their business models will be
more progressive and successful than
others who adopt the traditional business
model, being interested only in sales.
Creativity and innovation refer to doing
something out of the ordinary. Singh (2015)
and Raji et al. (2017) highlighted that
creativity and innovation can also be
associated  with, improvement and
discovery. The concept of creativity and
innovation is broad and can be applied in a
variety of areas and circumstances, except
for Dbusiness. Customer management
planning is crucial in strengthening the
organization's ability to understand
customers’ needs and expectations so that
the services offered can meet those needs.
Technology strategy in terms of customer
focus needs to be incorporated into the
organization's strategic plan in order to
work effectively on customer relationship-
based services. Organizational top
management needs to define the customer
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service mission in a specific statement, and
publicize it so that it becomes a
commitment for all managers, owners and
shareholders to carry out toward the
organization's customer service excellence.
Hence, they can definitely target their
customers, having their needs and
expectations accurately defined and met.
This is to ensure that the standard
technology service offered meets customer
satisfaction and is of high value up to the
customer's expectations (Shah et al., 2016;
Shah et al, 2017). The provision of a
customer service standard technology
needs to be set and implemented to ensure
the effectiveness and efficiency of the
consistent service quality. This is in line
with the efforts to enhance the excellence of
the service delivery system. Suki (2014) and
Soh et al. (2017) found that the service
offerings, that are intended to be delivered
to customers, must be provided through
efficient working procedures and delivery
processes to ensure providing a fast, easy
and convenient service quality.
Organizations in SMEs need to enhance
customer service delivery  through
strengthening their organizational
structure and providing facilities that
enhance service offerings. Moreover,
technology is a tool used to convey the
delights necessary to keep up with current
developments. Consequently, Abhishek et
al. (2018) also found that careful planning
needs to be done to identify the customer's
need for the service, which can be offered
through the use of the latest tools and
technologies that can meet the customer’s
requirements. Organizations with high
customer service transactions should
explore the fifth-generation new technology
in Customer Relationship Management.
Therefore, they should aim at strengthening
the internal operations that offer efficient
services through a service-oriented
structure (big data). Last but not least,
premise management is of the same
importance to improve service delivery
efficiency and guarantee customer comfort,
convenience and customer-friendly office
layout including amenities for the less
fortunate efforts, to allow customers to
share their experiences.

Customer Relationship Management
Performance

Customer relationship service is one of the
most important aspects of marketing for a
product or a service. High quality customer
relationship services can help build
customer loyalty and trust in new
customers. Shah et al. (2018) and Wahab et
al. (2017) identified that this also creates a
customer chain when the loyal customers
themselves promote the product or service
to the surrounding consumers. Friendly
relationships between customers and
organizations are essential in providing
input to improve the quality of the desired
product or service. Customer service is
often faced with a wide variety of customers
out there. Therefore, it is important for each
organization to ensure that it has good skills
to always keep in touch with the customers.
Moreover, good SMEs are the ones that
know and want to impress their customers.
It is important for the organization to
provide the best services to its customers so
that they are happy and comfortable.
Moreover, Shah et al, (2016); Shah et al,
(2017) defined one of the things SMEs can
do, which 1is creating a lightweight
organization. If employees often provide the
best service for customers, it will indirectly
make those customers feel valued. The
needs of customers have to be met to make
them feel appreciated. In addition to
ensuring employees’ understanding in
meeting the needs of existing customers, the
relevant parties must always provide VIP
services for their customers to make them
happier. In addition, managers can also
conduct surveys to come up with ideas and
improvement plans if there are some areas
that need improvement. No matter how
productive a business is, feedback should be
given to customers so that they are always
updated (Zuraimi et al., 2013).

Technology Strategy

Customer relationship service is one of the
most important aspects of marketing for a
product or service. High quality customer
service can help build customer loyalty and
trust in new customers. It will also create a
customer chain when the loyal customers
themselves promote the product or service
to another chain. Customers today are not
only interested in the product or service
offered, but also in all the added value of the
service they receive, from the moment they
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enter the market until the after-sale service.
Therefore, customers will be satisfied if the
service provided is effective and efficient.
Friendly relationships between customers
and organizations are essential in providing
input to improve the quality of the desired
product or service. Information technology
plays a vital role as a supporting tool to the
organization (Norsyafiqah Filzah Mohamad
Saodi et al.,, 2018). Lariviere et al. (2017)
and Soh et al. (2017) stated that the tools
and technologies used to deliver the
services need to adapt to the current
developments.  Careful planning is
important to identify customers’ needs so
that services can be offered through the use
of the latest tools and technologies that can
meet those needs. Organizations that have
high customer service transactions should
constantly explore new technologies in
Customer Relationship Management. This is
aimed at strengthening their internal
operations and offering efficient services
through the appropriate technology-based
service-oriented structure. Moreover,
Paddeu at al. (2017) and Shah et al. (2017),
in another study, reported that technology
is integral to the magic behind our ability to
provide quality products and review-
worthy experiences. Some may argue that
technology can be a barrier to great
customer service, however, behind the
scenes, technology is driving efficiencies in
SMEs’ operations which assist
communications, provide ongoing training,
manage quality assurance and more. For
SMEs, the right balance of technology and
implementation can  help  improve
operations, as well as quantify and create a
cohesive brand experience, no matter which
location a customer visits. In their study,
Thammawimutti et al. (2018) and Shah et al
(2019) examined that with technology, the
logistic provider can quantify the customer
experience and provide data on what might
be missing. Technology helps to ensure that
logistic operations are running smoothly
and that SMEs can communicate with a
customer through a centralized platform
regarding questions or actions. Flawless
execution can be tough to manage for a
logistic that may not be located physically
near every single logistic location, and a
centralized management platform helps to
bridge any communication gaps and set

SME:s up for success. In another study, Zhou
etal. (2019) and Miroslava (2013) reported
that to ensure all locations are providing the
best brand-consistent experience possible,
the logistic provider should consider an
effective field team or solution. If a
technology solution is utilized, it should be
mobile-centric and should include brand-
specific surveys with visual documentation
capabilities, corporate and franchise
feedback and critical action notification as
well as automated corrective action plans
with the required follow-up procedures.
The most effective review tools will compile
historical and trending reports to identify
locations heading too strongly off the path
of success. Similar to managing logistic
provider operations, technology can also be
used to capture, qualify and convert SMEs’
leads into sales. Technology can help grow a
business by reaching new customers
through text messaging, digital signage and
social media campaigns (Jamaluddin and
Ruswanti, 2017; Shah et al,, 2018)

Customer relationship management
performance and technology strategy

Managing customer experience can also be
referred to as assessing a customer's
understanding or perception of a product or
service that has been offered or that will be
offered to customers in the future.
Moreover, customers’ knowledge in
evaluating or looking at a product can
provide an opportunity to improve
transportation services in the future.
Customer Relationship Management is
introduced to enhance organizational and
customer relationships and thus meet the
increasing demands and expectations of
customers. However, Paddeu et al. (2017)
point out that Customer Relationship
Management is a holistic approach to
service delivery through the effective
management of  interactions and
relationships between organizations and
customers. This approach focuses on
delivering a technology service that is based
on customer needs where customers are
treated as individuals rather than as a
component of the service delivery process.
Other authors, such as Liuand Wang (2017),
mentioned that customer engagement is
also taken into account in designing the
services so that the services offered can
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meet the customers’ needs and satisfy them.
Furthermore, Customer Relationship
Management (CRM) is a holistic approach to
provide services that meet customers’
needs and expectations through managing
effective interactions and relationships
between organizations and customers.
Organizations need to identify their target
customers so that their needs and
expectations can be better defined and met.
This is to ensure that the standard of the
technology service offered is of high value
that exceeds the customers’ expectations.
Perfection in terms of facilities, technology,
logistics and other relevant products is
essential to enable the organization to
implement its customer service mission
(Shah et al, 2016; Shah et al, 2017).
Customer service is the ability of the
organization to improve the delivery of
products to the customer, and it is the
responsibility of all the units in that
organization. Leaders and managers can
determine the organization's pattern and
direction. In order to succeed in the mission
of customer service, organizational leaders
must understand and practice customer-
value-oriented leadership and
administration (Shah etal,, 2018; Shah etal.,
2019).

Objectives of the study
The objectives of this study is as follow:

1. To investigate the impact of
technology  strategy on  customer
relationship management performance of
SMESs’ logistic provider.

Methodology

This research is an empirical test as well as
a correlational research in nature.
According to Hair et al. (2010), the number
of respondents in the pilot test should be
more than thirty as well as appropriate and

acceptable for analyses which are greater
than 100 samples as suggested by (Hair et
al, 2010; Sekaran and Bougie, 2013). A
questionnaire survey was carried out for
this research and distributed to the
respondents that are the customers of the
logistic service provider. A Likert scale
questionnaire was also applied in this study.
The research population is the target groups
which are the individuals or the customers
of the logistic service provider. The target
population of this study was three hundred
and ninety-one respondents from Johor
Bharu, Selangor and Pulau Pinang in X, Y,
and Z organizations.

Theoretical Background for the Models

Logistic service business is considered as a
way of expanding the business faster and
cheaper. This is because the logistic
business is all managed by a systematic
automation. It will affect the customer’s
benefit. Logistic service business allows the
transfer of technology and expertise
between companies and local customers
(Paddeu et al., 2017). This can be realized
when a logistic service provider appoints a
local company as the technology strategy
for a particular area. In this regard, Chen
and Popovich (2003) proposed the perfect
underneath to present and support the
impression of numerous authors on the
significance of technology strategy in

realizing Customer Relationship
Management Performance in  the
organization.

Theoretical Framework

For this study, the present research
proposed a technology strategy as the
determination of Customer Relationship
Management Performance models for SMEs
in Malaysia. The complete models proposed
are as follows.
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Independent Variable (IV)

Dependent Variable (DV)

Customer Relationship

Technology Strategy

Management

Performance

Fig 2. Theoretical Framework

Hypotheses Development

Paddeu etal. (2017), Soh et al. (2017); Shah
et al. (2019); Shah, et al. (2018); Shah et al.
(2017) and Shah et al. (2016), at past
research, investigated the character of the
value provider in technology strategy and
found that there is a positive significant
relationship between technology strategy
and customer relationship management
performance. Therefore, it is hypothesized
that:

Hypothesis

There is a significant relationship between
the technology strategy factor and
Customer  Relationship Management
Performance.

Result

The SEM model and relevant data are shown
in Table 1, Table 2 and Figure 3. The model
fit parameters were similar to previous SEM
analyses. These were considered minimally
acceptable for the exploratory research
which focused on scale development (Hair
et al, 2010.; Anderson and Gerbing, 1988).
The data was analyzed using SEM analysis,
which is previously tested for validity and
reliability. Results of the examination of
goodness are fit for the overall model and
were in accordance with the result of the
SEM analysis, in order to determine

whether the hypothetical model is
supported by empirical data. This section
gifts the particulars of data analysis to
assess the measurement model and
structural model concurrently by using SEM
analysis. Moreover, measurement
instruments are evaluated via the CFA
dimensionality, reliability and validity of
model, where the indicators are measured
by multiple items (Crockett, 2012). Figure 3
presents the extended analysis of the SEM
independent variable model. Numerous
knowledgeable specialists analyzed these
results and decided that they were rational,
mainly because table regression weight and
standard regression weight, in this same
research, confirmed that the relationship is
positive and significant. One clarification for
the illogical finding of the relationship
between technology strategy and customer
relationship management performance was
the option of a suppressor effect due to
interactive effects of multicollinearity in the
SEM analysis. Thus, the partial model
independent variable is demonstrated and
Hypothesis H4 is accepted. Nunnaly (1978)
suggests that all of the variables in the
model were estimated to fulfill the criteria
of the discriminant validity. Then, it can be
concluded that all of the variables have a
good reliability. Below is the analysis for
regression weight and the standard
regression weight.
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Table 1: Regression Weights

Estimate S.E. C.R. P
CRMP <--- TS 0.036 0.063 0.577 0.564
ts2 <--- TS 1
tsl <--- TS 0.796 0.069 11.535 ok
ts3 <--- TS 0.853 0.066 12.905 ok
ts4 <--- TS 0.902 0.069 13.167 ok
ts5 <--- TS 0.975 0.072 13.48 ok
ts6 <--- TS 0.819 0.069 11.955 ok
ts7 <--- TS 0.85 0.067 12.641 ok
crmp6 | <--- CRMP 1
crmp8 | <--- CRMP 0.898 0.07 12.833 ok
crmp5 | <--- CRMP 0.987 0.071 13.925 ok
crmp3 | <--- CRMP 0.972 0.07 13.842 ok
crmp2 | <--- CRMP 1.087 0.067 16.306 ok
crmpl | <--- CRMP 1.076 0.068 15.71 ok

Table 1: Regression Weights

Estimate

CRMP <--- TS 0.038

ts2 <--- TS 0.728

tsl <--- TS 0.618

ts3 <--- TS 0.69

ts4 <--- TS 0.704

ts5 <--- TS 0.721

ts6 <--- TS 0.64

ts7 <--- TS 0.676

crmp6 | <--- CRMP 0.73

crmp8 | <--- CRMP 0.657

crmp5 | <--- CRMP 0.708

crmp3 | <--- CRMP 0.705

crmp2 | <--- CRMP 0.818

crmpl | <--- CRMP 0.791
The above-mentioned results are providing performance. As discussed in the theoretical
an added predictive validation for the framework, technology strategy is viewed
relationship between technology strategy as integral to firm performance (FP). Thus,

and customer relationship management technology strategy is likely to impact firm
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performance  positively. A model,
representing the relationship between
technology strategy and firm performance
using SEM-based path analysis, was tested
next.

Research Findings

Chi-Square=97.900

DF=14

Relative Chi-Sq (<5.0)=6.993

p=.000

GFI (>=.9) =.028
AGFI (>=.9) = 857
CFI (>=.9) =919

IFI (>=.9) =919

NFI (>=.9) =907
TLI (>=.9) =.878
RMSEA (<= 08) =.124
AIC (lower better)=125.900
(Standardized estimates)

Fig 3. SEM Technology Strategy

According to Figure 3, the outcomes
presented that the technology strategy is a
leading feature of improving performance.
The result of the analysis of variables
showed that the measurement model, if the
variables and all numbers and parameters
of the model are proper, is meaningful.
Measurements that are the highest in
reflecting the customer relationship
management are the reward, followed by
technology  strategy and  customer
relationship management performance. The
SEM path analysis resulted in a chi-square
0f 97.900, DF of 14. The relative chi-square
was 6.993. Furthermore, the Good fit Index
was .928. Moreover, AGFI was .857. The
comparative fit index was .919 and the IFI
was .919. NFI was .907. TLI was .878,
RMSEA was .124, with 80 percent
confidence level, and last but not least, AIC
was 125.

The outcomes of this study exemplify that
the improved technology strategy of
customer relationship management
performance industries has the most
significant relationship by the capability of
the management to deliver a product and
service to customers. The application of
customer priority also played a role in

increasing the customer relationship
marketing.

Discussion

In conclusion, customer relationships need
to be managed as a whole and integrated as
a step towards meeting customers’ needs
and requirements. This  Customer
Relationship Management guide details the
quality of customer service and the steps
that need to be taken under the dome of
customer relationship management to help
organizations improve their customer
relationship management. This study
emphasizes that customer engagement, as a
receiving service, is a key factor in shaping
the organization's form, method and level of
service delivery. In addition, customer
service performance management is an
important component of ensuring that the
best services are delivered to customers
consistently and in line with the customer's
transform approach. An organization with a
high quality customer service depends on
satisfied customers, and thus, provides
support for the organization. It is not solely
the responsibility of one section to attract
customers, as all other sections of the
organization are also responsible for
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providing a quality customer service. In
addition, customers’ perceptions of the
organizational productivity and services
need to be constantly reviewed so that
feedback on the organizational
performance can be obtained to enable
institutions to find ways to improve their
performance. The services or products
provided should be as much as possible
based on customer demand and
requirements and not solely on the
management. In essence, no organization
can achieve success without building good
relationships with customers. Increasing
customer satisfaction by understanding
customers’ requirements is one way to gain
customer loyalty and customer retention.

Conclusion

Due to the globally technological changes,
with economic and business conditions
such as technological advances, it is
essential to implement an information
system throughout organizations (Asyraf
Mohd Bakri et al., 2017). The need to modify
the information system or change the
management’s requirements may be
necessary. Technology plays an important
role in Technopreneurship. It is an essential
tool for enhancing the organizational
performance . With the evolution of data
communication networks through
computer systems, this system connects a
large structure that can exchange
information even if it is located in the
opposite hemisphere. Organizations need to
set standards, processes, procedures,
directives and a work culture that ensure
excellent customer service in order to
achieve and maintain a high level of product
delivery. Regardless of the processes,
procedures, facilities and resources
provided, if the attitude and commitment of
the employee are not customer-driven, the
organization will not reach the required
level of customer service quality.
Furthermore, organizations need to adopt
an effective monitoring system for every
activity in the preparation and delivery of
products to customers (Brdiger & Wood,
2017; Shah et al, 2018). Through
monitoring internal processes and activities
and external interactions with customers,
the organization will always be prepared to
correct any shortcomings and errors. Last

but not least, innovation is the specific tool
of entrepreneurs, the means by which they
exploit change as an opportunity for a
different business or a different service.
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