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Abstract

Business Process Outsourcing (BPO) is the delegation of one or more I T-intensive
business processes to an external provider that in turn owns, administers and manages
the selected process based on defined and measurable performance criteria

While the potential to realize great gains but with the equal possibility of inflicting
considerable damage to the organization, business process outsourcing should be a
focal point for businesses in the pursuit of competitive advantage. To build deep
understanding of the business process outsourcing this research strives to understand
the impact of BPO on organizations and critical factors of beneficial BPO.

Given today’s trends in customer relationship management (CRM) outsourcing and
the deep and broad involvement of process changes with an outsourced CRM practice
CRM process is selected out of the wide range of primary business activities as the
main focus of this business process outsourcing study.

The study results of eight CRM BPO cases reveal that the absorptive capacity can
affect the knowledge collaboration and business innovation among the vendor and the
outsourcer. The realized absorptive capacity (knowledge transformation and
exploitation) can inspire further investment on potential absorptive capacity
(acquisition, assimilation) and build up a positive circulation among the activities of
knowledge absorption.

The impact of CRM BPO on organizational knowledge management depends on the
dynamics of customer requirements and process complexity. Organizations under
higher velocity of customer and process changes tend to leverage knowledge for
product and market innovation. Whereas organizations of stable environment tend to
treat the BPO as avehicle for cost reduction and do not plan on strategic moves.

Organizations applying BPO would need to have an understanding of their absorptive
capacity of the knowledge provided by the BPO vendor and initiate proper activities
to acquire, assimilate, transform and exploit the continuous flow of customer
information.

Key words: business process outsourcing, knowledge management, absorptive
capacity, customer relationship management






Introduction

Business Process Outsourcing (BPO) is the delegation of one or more I T-intensive
business processes to an external provider that in turn owns, administers and manages
the selected process based on defined and measurable performance criteria (Gartner,
2004)

The worldwide business process outsourcing (BPO) market is expected to reach 121.5
billion in 2006 (Gartner, 2004). The BPO market grew more than 25 percent per
annum during 2002-2004 in the United Kingdom; and in Europe, BPO revenues may
well increase from $43 to $72 billion Euros between 2002 and 2005. The United
States has also experienced noteworthy BPO growth. (Willcocks et el. 2004). A
market of this size has inevitably stimulated an examination of the nature of this
special approach of business process management.

Companies tend to outsource supporting functions (Porter, 1985) such as human
resources, finance and accounting, procurement, I T services, etc to athird party
mainly to be able to focus their resources on their core activities and, hence, reduce
their operational costs. However, as the BPO concept grows and isincreasingly
adopted worldwide by many firms to expand to their primary activities (Porter, 1985)
including: research and development, marketing, manufacturing, supply chain,
logistics and customer services various dimensions of benefits have emerged such that
BPO has now become one of the important strategies in the business world (Kiely,
1997).

Typically, companies that are looking at business process outsourcing are hoping to
achieve cost savings by handing the work to athird-party that can take advantage of
economies of scale by doing the same work for many companies (Willcocks et €.
2004). Or perhaps the cost savings can be achieved because labor costs are lower due
to different costs of living in different countries (Sommer, 2003).

With accumulated knowledge of process management across different user
organizations BPO has become a powerful approach to help enterprises achieve a
wide range of strategic business goals, such as. accessing new technology faster and
easier, improving centralization and standardization, obtaining professional support,
boosting competitiveness, improving response speed, and flexible capability of
expansion (Wilcocks et al, 2004).

However, relocating internal resources with and external agency has its downsides
and can lead to severe problems to the organization (K akabadse and K akabadse,



2003). Observed downsides with business process outsourcing include (Mullin, 1996;
Quinn, 1999): the loss of control over core competencies, the loss of knowledge
accumulation, dependence on the suppliers, the loss of strategic flexibility, concern
about business confidence, and the increase of planning complexity.

While the potential to realize great gains but with the equal possibility of inflicting

considerable damage to the organization, business process outsourcing should be a

focal point for businesses in the pursuit of competitive advantage (K akabadse and

Kakabadse, 2003). To build deep understanding of the business process outsourcing

this research endeavors to search answers to the following questions:

e What are the impacts of business process outsourcing?

e How do organizations manage the business process outsourcing to maintain and
increase competitiveness?

Given today’ s trends in customer relationship management (CRM) outsourcing and
the deep and broad involvement of process changes with an outsourced CRM practice
CRM process is selected out of the wide range of primary business activities as the
main focus of this business process outsourcing study. The worldwide CRM services
market is expected to increase at a compound annual growth rate of 18.6% to reach
$45.5 billionin 2006 (IDC, 2004). The U.S. CRM services market is expected to total
over $18 hillion in 2006, a growth rate well above that of the overal 1S/IT services
market (IDC, 2004). A CRM system synthesizes al of a company’s customer
“touchpoints’- including e-mail, call centers, retail stores and sales reps — to support
subsequent customer interactions as well asto inform financial forecasts, product
design and supply-chain management (Y u, 2001). A CRM process encompasses the
thorough understanding of customers, brings together business strategy, business
processes, business applications, I T infrastructure and supporting technologies and
platforms. Because the supporting CRM technologies and processes are highly
complex and usually require intricate integration and implementation of major
business applications across the enterprise, they are prime candidates for outsourcing
to third-party speciaists (Allen and McMenamin, 2003).

Business Process Outsourcing - CRM outsourcing

Customer Relationship Management is a set of methodologies, software, and usually
Internet capabilities that help an enterprise manage customer relationshipsin an
organized way. It includes all business processes in sales, marketing, and service that
touch the customer. For example, an enterprise might build a database about its
customers that describes relationships in sufficient detail so that management,
salespeopl e, people providing service, and even the customer can access information,



match customer needs with product plans and offerings, remind customers of service
requirements, know what other products a customer has purchased, and so on. In
contrast to customer care, Customer Relationship Management tends to be used to
deal more specifically with the integration of all business functions with each other.

Rather than saddle themselves with the difficult and expensive task of running their
own CRM applications, many enterprises are opting for an alternative: farming this
responsibility out to someone else. Outsourcing of CRM applications ranging from
SFA (salesforce automation) to call centersis becoming increasingly popular, as
customers become aware of thetrials, tribulations, and multimillion-dollar costs of
internal deployments, choosing instead to allow athird party to handle the worry
(Law et al, 2003).

M anagement Strategy — manage knowledge by business dynamics

Although there are many factors for managing a beneficial CRM outsourcing
processes building an aligned CRM outsourcing services with the customer and
process environment would be one of the critical issues for business managers and
service providers. Applying amatrix of customer and process change (Boynton et.el,
1993) this study plan to examine the needed system design and services of CRM
outsourcing for different types of business environment.

The customer/process change matrix is depicted in figure 1 and described in the
following sections. Propositions about building aligned CRM outsourcing services are
proposed and explained.

The concept of customer/process was presented in early 90s (Boynton et al, 1993,
Pine, 1993, Boynton, 1993) to propose that organizations structure differently to
compete in the market due to the dynamic changes in both customer needs and
process design. The model was later enhanced with in-depth understanding of the
knowledge management of different types of business environment (Victor &
Boynton, 1998). The preliminary propositions of this study are formed based on the
concept that the impact of CRM outsourcing is more positive if the CRM
outsourcing serviceis aligned with the organizational environment. The following
propositions describe the components of aligned CRM outsourcing service:

e Different types of organization require different kind of CRM outsourcing
services

e Different types of organization require different functions of CRM system
support



e Different types of organization require different types of CRM knowledge
management

Although change can be understood in a variety of ways, change in the present
competitive environment may be understood best by means of what we call the
customer-process change matrix (Figure 2).

Asits name implies, there are two broad categories of change in this matrix. Customer
change involves the demands for new products or services. The changes firmsface in
their markets because of competitor moves, shifting customer preferences, or entering
new geographical or national markets are categorized as product changes. Process
change involves the procedures and technol ogies used to produce or deliver products
or services. The term process, asit is used here, refers broadly to all the organizational
capabilities resulting from people, systems, technologies, and procedures that are used
to develop, produce, market, and deliver products or services.

Figure 1: Matrix of Customer and Process Change

Dynamic ]
M ass I nvention
Customization
Customer
Change Mass Continuous
Production Enhancement
Stable Process Change Dynamic

These two types of change can be either stable or dynamic. Stable changeis slow,
evolutionary, and generally predictable. Dynamic changeis rapid, revolutionary, and
generally unpredictable. Taken together, these types of change provide the following
four possible combinations of change conditions that can confront an organization, as
illustrated in Figure 1:

e Stable product and process change
e Dynamic product and process change
e  Stable product and dynamic process change



e Dynamic product and stable process change

An understanding of the specific product and process types for which a firm has been
designed and an understanding of how changing conditions require new strategies and
organizationa designs can help managers position their firms for competitive success.
Besides, the understanding of customer and process change can assist the decision
makers be independent of one another and assess the different effects on the strategic
options available to the firm. These changes can also affect the core capabilities and
organizational designs required for success. For example, afirm may face market
conditions that are changing moment by moment, but still may position itself to build
relatively stable process capabilities that are flexible enough to respond to this
dynamic product change. Finally, for each combination of change conditions, the
managers and their firms approach the design and management of structure, I/T, and
strategy quite differently. Different change conditions resulted in critically important
but different roles for I/T (Boynton, 1993).

In short, the product-process change matrix serves as a valuable lens through which
managers can align the strategic requirements within their firms with the advanced I/T
capabilities that are increasing the competitive success of firms that useit.

Absor ptive Capacity

The ability of afirm to recognize the value of new, external information, assimilate it,
and apply it to commercial endsis critical to itsinnovative capabilities (Cohen and
Levinthal 1990). Absorptive capacity is alimit to the rate or quantity of scientific or
technological information that a firm can absorb. Conceptually, it issimilar to
information processing theory, but at the firm level rather than the individual level.
Zahraand George (2002) extended the theory by specifying four distinct dimensions
to absorptive capacity: acquisition, assimilation, transformation and exploitation.

Acquisition: Acquisition refersto afirm’s capability to identify and acquire
externally generated knowledge that is critical to its operations. There are 3 attributes
of knowledge acquisition routines which can influence absorptive capacity: intensity,
speed and direction.

Assimilation: Assimilation refers to the firm’ s routines and processes that
allow it to analyze, process, interpret, and understand the information obtained from
external sources.

Transformation: Transformation denotes a firm’s capability to develop and
refine the routines that facilitate combining existing knowledge and the newly
acquired and assimilated knowledge.



Exploitation: Exploitation as an organization capability is based on the
routines that allow firmsto refine, extend, and leverage existing competencies or to
create new one by incorporating acquired and transformed knowledge into its
operations.

It was suggested (Zahra and George 2002) that the greater afirm'’s exposure to
diverse and complementary external sources of knowledge, the greater the
opportunity isfor the firm to devel op its absorptive capacity. A firm with

well-devel oped capabilities of knowledge transformation and exploitation is more
likely to achieve a competitive advantage through innovation and product
development than those with less devel oped capabilities. Whereas firms with
well-devel oped capabilities of knowledge acquisition and assimilation are more likely
to sustain a competitive advantage because of greater flexibility in reconfiguring their
resource bases and in effectively timing capability deployment at lower costs than
those with less developed capabilities.

I mpacts of BPO — CRM Outsourcing -CRM Value

The studied impact of CRM outsourcing ranged from cost reduction (Piccoli et al,
2003; Ragins & Greco, 2003), increased sales (Zeng et el, 2003; Kenyon & Vakola,
2003), increased customer satisfaction (Chen & Popovich, 2003; Piccoli et al, 2001;
Zeng et a, 2003), optimized supply and demand (Zeng et al, 2003) to organizational
changes with an integrated and complete view of the customer (Zeng et al, 2003). It
has been reported that many businesses have invested in various CRM elements but
that they did not seem to realize the benefits. Although time lag in the benefit
realization process could be one of the reasons for this, as many reports have pointed
out, the misconception of treating CRM management as an operation automation
project has generally been noted with regard to CRM projects. Focusing on call center
productivity, service quality, and response time, while leaving out the needs for
business involvement and evolvement, could be the fundamental reason for the low
benefits as well as low investment in CRM in the past few years. Hence, the
measurement of CRM is misled by operational indexes such as call center
productivity, service quality, and customer response time.

Several studies have proposed ways of measuring the value of CRM. Chen and Ching
(2004) proposed that the performance of CRM could be measured by organizational
benefits (profit increases, reduced costs, new opportunities) and customer benefits
(social benefits, psychological benefits, economic benefits, customization benefits).
Winer (2001) indicated that CRM-based measures should include customer
acquisition costs, conversion rates (from lookers to buyers), retention/churn rates,



same-customer sales rates, loyaty measures, and customer share or share of
requirements (the share of a customer’s purchases in a category devoted to a brand).

In reality, managing customer relationships effectively and efficiently boosts customer
satisfaction and retention rates (Jackson, 1994; Levine, 1993; Reichheld, 1996a, b).
The rewards of executing an effective CRM program are largely self-evident:
increased customer value, higher customer retention, increased customer recruitment,
and ultimately higher profitability (Ling and Yen, 2001). Companies that successfully
implement CRM will reap the rewards in customer loyalty and long-run profitability.
The CRM vaue should be reflected in a combination of both qualitative and
guantitative indexes.

Research methodology

Since there has been little in-depth research on the impact of business process
outsourcing , multiple case studies of multiple industries for this research is applied.
Use of multiple case studies is the recommended method for studying poorly

understood phenomenain areal-world setting (Yin 1994).

First, this project conducted initial discussions with a number of users of different
CRM outsourcing organizations. A semi-structured questionnaire is planned (see
appendix) based on the description of business dynamics, absorptive capacity and
CRM value in the previous section. Second, interviews are planned with eight
organizations (described in table 1). Interviews are conducted with multiple
interviews with some key informants. These interviews are typically one to two hours
with 2-4 interviewees. To reduce the possibility of recency-effect bias several data
triangulation tactics are planned. During each interview, subjects are asked to think
retrospectively regarding the details of business conditions, the implementation
project, benefits and problemsin the first year of use, benefits and problems since
then, likely future devel opments, and to supply supporting evidence. The results will
be cross-validated with internal and external documents and various intervieweesin
the same organization.

Using athree-step process approach similar to that described by Eisenhardt (1989) for
within- and cross-case analysis, al interviews will be transcribed, compared with
other interviews and documents from the same organization, and tables of benefits



and problemsin the first and later years. Besides, interviewees explanations for those

benefits and problems, are prepared.

Table 1 description of cases studied

Studied cases Industry Processes outsour ced

Bank A Banking Credit card customer service

Bank B Banking Credit card customer service

Insurance C Insurance Customer service

Insurance D Insurance Customer service

Health E Health Sales, Customer service and sales
Software F Software Customer support and service

Software G Software Customer support and service
Consumer H Consumer Sales, VIP customer service and logistic

Research Results

The eight different cases have outsourced their customer service processesto asingle
vendor. According the dynamics of their customer and processes these firms are
practiced in four different types of business environment as shown in figure 2. Details
of the research result is shown in table 2.

Figure 2: business dynamics of the studied cases

Dynamic Insurance C Bank B*
Insurance D* Consumer H *
Software F *
Customer
Change Bank A Health E*
Software G
Stable Process Change Dynamic

Case A isacommercia bank with a credit card base of two hundred thousand. This
organization is a government owned bank of more than thirty years. Credit card is not
the major source of business income and the bank maintains the credit card business



as part of offers to consumer banking customers. These customers are less activein
comparison to other banks. However, they are loyal customers with stable flow of
contribution. The strategy of products and services is to maintain the market with
current customer being satisfied.

Case B isabranch of aglobal bank. Consumer banking is the main source of business
income. Business objectives are to leverage external resources for reducing costs as
well asincreasing quality of customer services. Outsourcing is the world strategy to
focus on strategic movements in growing new customers and sustaining existing
customers. The strategy for utilizing the BPO servicesisto satisfy changeable
customers with continuously develop products and services that can grow new
customers as well as sustain and nurture profits from existing customers.

Insurance C is afirm with customer base of more than two millions. The company has
well-established team of marketing, sales and product development. They rely highly
on experienced researchers in planning new products and market promotions. The
strategy for applying BPO servicesisto reduce cost for replacing the bureaucratic
function of customer services.

Insurance D is an active member in Asian market. They have several global alliances
and are proud of their global customer services. In addition to the traditional policies
this company developed customized services to customers of al kinds. They are
under the pressure to promote different packages to customers and the CRM BPO
service was applied by the head office to gain control over and build direct assess to
customers.

Health E isa company of a stable customer base in juvenile products. CRM BPO is
applied to serve customers of hospital and pharmacy. The strategy for attaining
customersisto provide quality services with customer problems solved on time and
ahead of time. CRM BPO has been considered a channel for collecting customer
information.

Software F is a global commercial software producer in the risk management area.
The company hired CRM BPO to build direct contact with customersto acquire first
hand information on product and services. Its market is competitive with customers
requiring different kinds of risk management services. However, it was difficult to
quickly react to customer requests due to inconsistent quality of retailersin managing
customer changes.



Table 2: the study result

Cases Absorptive | Customer | Processes CRM value
capacity dynamics | dynamics

Bank A L L L Some cost benefits

Bank B H H H More effectively
developed products
Cost benefits

InsuranceC | L H L Reduced effort in
managing CRM
operation

InsuranceD | H H L Customer growth
Cost benefits

Health E H L H Service innovation
Service quality

SoftwareF | H L H A new channel for
customer contact

SoftwareG | L H L Reduced effort in
CRM

Consumer H | H H H Product development
Efficiency service
and delivery

Software G isaglobal commercial software producer with high market share around
the world. The company has a well-established process in collecting and
disseminating internal and external customer information. Due to its position in the
market Software G is confident with its product and services. It hired CRM BPO to
reduce cost of operation. The challengeisto raise the quality of customer service so
that customer loyalty can be enhanced.

Consumer H isaglobal cosmetics company which applied CRM BPO to serve VIP
customers who contribute more than half of the revenue. Sales, customer services and
logistics were outsourced to the BPO vendor. The strategy of using CRM BPO isto
eliminate the administrative cost of managing the call centre.



Discussion

The research results reveal two things:

- the absorptive capacity can affect benefits realized from CRM BPO

- the dynamics of customer and process change can affect benefits realized from
CRM BPO

It is found that companies with higher absorptive capacity in acquiring, assimilating,
and exploiting customer information from the CRM BPO vendor tend to experience
more benefits than operational efficiency. Bank B, after outsourced the CRM service
for ayear started to learn more about customer consuming pattern. They benchmarked
with its global practice in mid-east countries and promoted more kinds of credit card
packages to new groups of consumers. Insurance D have regular meeting with CRM
BPO vendor and discovered new segments of students and housewives with
inspiration from the vendor. They learned the consuming pattern of customers.
Software F was highly relying on retail channels for sales and customer services. With
astrategically planned data collection in six months by the CRM BPO vendor the
company started several campaign events through BPO vendor and built a wealth of
information about customer preference in adopting risk management software. The
company was able to develop more customers from different segments that were not
reachable by the traditional channels. These companies either planned ahead or
learned after have all gained customer benefits in different areas. Whereas companies
that have lower level of absorptive capacity such as Bank A, insurance C and
Software G tent to gain little benefits except for cost reduction.

In addition to the absorptive capacity of these firms, business dynamics of these firms
seem to another factor affecting CRM value realization. As depicted in figure 3 that
firms of high customer and process changes tend to gain CRM value in the area of
products and services. They learned more about customer behavior and changing
processes quickly to produce new products or services. In addition to the case of Bank
B which has promoted more credit packages Consumer H has involved R& D
department in the global quarterly conference combining CRM BPO vendor, product
researchers and product developers to seek new ways of serving customers and
producing new combination of product offers.

Companies that are under higher customer changing pressure and flexible processes
tend to attract new customers by developing market campaigns in new segments.
Insurance D have requested in-depth data analysis on customers to search for new
customer groups. Thiswas done in the second year of working with CRM BPO when



the database has accumulated sufficient datafor analysis. Software F planned to use
CRM BPO as a strategy for gaining access to customers. Through several customer
campaigns the database has accumulated plenty of information on potential customers
and extended contact from current customer base to a broaden customer network.
Software F was then able to grow sales in these newly-planned segments. Insurance C
though has aflexible process providing customized servicesto their loyal customers
has not gained much from the corporation. The company did not request and use the
information generated by CRM BPO vendor and they believed in their own way of
satisfying and growing customers.

Figure 3: Customer benefits of different business dynamics

HIGH ] ] _ _
Market innovation | Product innovation
Cost reduction Cost reduction
Customer
Change | Cost reduction Service innovation
Cost reduction
LOwW Process Change HIGH

Companies of stable customer change and continuously improved processes are more
keen on improving customer services based on customer feedbacks, customer survey
and interaction with frontline service operators of the CRM BPO vendor. Regular
meeting was conducted between Health E and the vendor and improvement plan
followed. Customer satisfaction was high and the Health E was able to increase
revenue by cross selling more products to customers of hospital and pharmacies.
Software G has world class processes in serving customers they have implemented
ITIL (Information Technology Infrastructure Library) quality standards in customer
services and continuously improve services according to the guidance of head office.
Office of marketing and products spent more time implementing marketing strategies
designed by the head office. Therefore, they did not pay much attention to knowledge
generated by the BPO vendor.

Companies of stable business environment by their nature do not have high
motivation in developing customer value from the BPO project. The key



organizational measurement is productivity. Therefore, they are not equipped with
high absorptive capacity in cooperating with vendors.

Conclusion

The study results of eight CRM BPO cases reveal that the absorptive capacity can
affect the knowledge collaboration between BPO clients and BPO vendors. The
higher the absorptive capacity the more the realization of strategic benefits. The
realized absorptive capacity (knowledge transformation and exploitation) can inspire
further investment on potential absorptive capacity and build up a positive circulation
among the activities of knowledge absorption.

In addition to the firm’s absorptive capacity business dynamics can affect benefits
gained from the corporation between CRM BPO clients and vendors. Organizations
under higher velocity of customer and process changes tend to leverage knowledge in
developing new products. Organizations of high customer changes and flexible
processes tend to develop new market segments with the knowledge of customers.
Organizations of stable customer demand and continuous process changes are able to
improve services with close link with the frontline service staff. Organizations of
stable customer and process changes tend to rely on BPO for cost reduction and do
not spend effort on utilizing customer knowledge.

Organizations applying BPO would need to have an understanding of their absorptive
capacity of the knowledge provided by the BPO vendor and initiate proper activities
to acquire, assimilate, transform and exploit the continuous flow of customer
information. By utilizing this knowledge, organizations would also need to understand
their business nature and be aware of the pattern of CRM value generation. As
discussed in the introduction section business process outsourcing can deliver
operational and strategic value to the firm depending on the firm’s business objectives

of customer relationship management.

Findings of the CRM outsourcing provide a useful approach for practice and future
research. It is hoped that the CRM outsourcing framework and management
propositions can assist effective BPO management by understanding the
characteristics of the business environment; managing possible impacts on
dimensional areas, and highlighting pivotal pointsin developing initial and further

benefits from business outsourcing. Researches on cross-industry or cross-national



BPO management can use these cases as a base for forming understanding of BPO
management in different environmental settings.



References

Boynton, A., et a (1993). “New competitive strategies: challenges to oraganiztaions
and information technology.” IBM System Jouranl, 32(1): 40.

Boynton, A. (1993). “ Achieving Dynamic Stability through information technology.”
Cadlifornia Management Review, 35(2):58

Bose, R. and V. Sugumaran (2003). "Application of knowledge management
technology in customer relationship management.” Knowledge and Process
Management 10(1): 3.

Bull, C. (2003). "Strategic issues in customer relationship management (CRM)
implementation.”" Business Process Management Journal 9(5): 592.

Chen, 1. J. and K. Popvich (2003). "Understanding customer relationship management
(CRM): People, process and technology." Business Process Management Journal 9(5):
672.

Cohen W., and D. Levinthal. 1990. "Absorptive capacity: a new perspective on
learning and innovation.” Administrative Science Quarterly 35(1) pp 128-152.

Gartner Group (2004) “Business Impact of the BPO Market in 2005”
http://www4.gartner.com/Init

Gebert, H., M. Geib, et a. (2003). "Knowledge-enabled customer relationship
management: Integrating customer relationship management and knowledge
management concepts.”" Journal of Knowledge Management 7(5): 107.

Gurau, C., A. Ranchhod, et al. (2003). "Customer-Centric Strategic Planning:
Integrating CRM in Online Business Systems." Information Technology and
Management 4(2-3): 199.

IDC (2004) “Worldwide and U.S. CRM Services 2004-2008 Forecast and Analysis’
http://www.idc.com/getdoc.jsp?contai nerl d=30971

Kakabadse ad K akabadse (2003) “ Outsourcing Best Practice: transformational and
transactional considerations’ Knowledge and Process Management 10(1): 60



Kiely, T. (1997) “Business processes. Consider outsourcing” Harvard Business
Review. Boston: May/Jun 1997.

Kenyon, J. and M. Vakola (2003). "Customer relationship management: A viable
strategy for theretail industry?" International Journal of Organization Theory and
Behavior 6(3): 329.

Kotorov, R. (2003). "Customer relationship management: Strategic lessons and future
directions." Business Process Management Journal 9(5): 566.

Law, M., T. Lau, et a. (2003). "From customer relationship management to
customer-managed relationship: Unraveling the paradox with a co-creative
perspective." Marketing Intelligence & Planning 21(1): 51.

McDonnell, S. (2001). "Putting CRM to work." Computerworld 35(11): 48.

Mullin, R. (1996). “Managing the outsourced enterprise.” Journal of Business
Strategy. 17(4): 28-32.

Piccoli, G., P. O'Connor, et a. (2003). "Customer relationship management-a driver
for change in the structure of the U.S. lodging industry.” Cornell Hotel and Restaurant
Administration Quarterly 44(4): 61.

Pine, J. B. (1993) Mass Customization: the new frontier in business competition,
Harvard Business School Press, Boston, Massachusetts.

Porter, M. (1985). Competitive Advantage. New Y ork: Free Press.

Quinn, JB. (1999) “ Strategic outsourcing: leveraging knowledge capabilities.” Sloan
Management Review 40(4): 9-12.

Ragins, E. J. and A. J. Greco (2003). "Customer relationship management and
E-business: More than a software solution.” Review of Business 24(1): 25.

Reinartz, W., M. Krafft, et a. (2004). "The Customer Relationship Management
Process: Its Measurement and Impact on Performance.” IMR, Journal of Marketing
Research 41(3): 293.



Shang, S. and P.B. Seddon. (2002) " Assessing and managing the benefits of enterprise
systems: the business manager's perspective,” Information Systems Journal, 12(4): p.
271-299.

Sommer, R. (2003) “Business Process flexibility: adriver for outsourcing.” Industrial
Management & Data systems 103/3: 177

Thomas, J. S., W. Reinartz, et a. (2004). "Getting the Most out of All Y our
Customers." Harvard Business Review 82(7,8): 116.

Victor, B. and A. C. Boynton (1998). Invented Here. Harvard Business School Press

Wilcocks, L. et a. (2004) “IT and business process outsourcing: the knowledge
potential.” Information Systems Management 21(3): 7

Wong, A. and A. Sohal (2003). "A critical incident approach to the examination of
customer relationship management in aretail chain: An exploratory study.”
Qualitative Market Research 6(4): 248.

Yu, L. (2001). "Successful Customer-Relationship Management.” MIT Sloan
Management Review 42(4): 18.

Yu, L. (2001). "What Really Makes Customers Happy?* MIT Sloan Management
Review 42(4): 19.

Zahra, S. A., and George, G. “Absorptive Capacity: A Review, Reconceptualization,
and Extension,” Academy of Management Review (27:2), 2002, pp. 185-203.

Zeng, Y. E., H. J. Wen, et a. (2003). "Customer relationship management (CRM) in
business-to-business (B2B) e-commerce.” Information Management & Computer
Security 11(1): 39.



APPENDIX: Semi-structured questionnaire on CRM BPO

Pleaserate the following statements based on your under standing of
industry average performer.

1 much below average, 3 about average 5 high above average

Business Dynamics

Customer changes

Customer require frequent change in the products and services

Customers frequently request information
Customers demands change freguently
Customers can move easily to other suppliers

The market is changing that new playersjoinin easily

Process changes

The sales process is changeabl e according to business requests
The marketing process is changeabl e according to business changes
The product development process is changeable according to business changes

The customer service process is changeable according to business changes

Absor ptive Capacity
=" ... ... |

K nowledge Acquisition

The company’ ability of identifying the needed information regarding customer relationship

management

The company’ s ability of understanding where to acquire information about customer demands

and changes
The company’ s ability of acquiring information regarding market demands and customer changes

The company’ s ability of timely acquiring information about customer changes from CRM BPO

vendor

The company’s ability of acquiring proper information about customer changes from CRM BPO

vendor

The company’ s ability of acquiring quality information about customer changes from CRM BPO

vendor




K nowledge Assimilation

The company’ s ability of analyzing information obtained from CRM BPO vendor

The company’s ability of processing information provided by the CRM BPO vendor

The company’ s ability of interpreting information provided by the CRM BPO vendor

Knowledge Transfor mation

The company’s ability of developing processes in acquiring customers based on information
provided by CRM BPO vendor

The company’ s ability of developing processesin serving customers based on information
provided by CRM BPO vendor

The company’ s ability of improving processesin acquiring customers based on information
provided by CRM BPO vendor

The company’ s ability of improving processes in serving customers based on information

provided by CRM BPO vendor .

Knowledge Exploitation

The company’ s ability of refining processes in acquiring and serving customers based on customer
feedback provided by the CRM BPO vendor

The company’ s ability of extending processes in acquiring and serving customers based on
customer feedback provided by the CRM BPO vendor

The company’s ahility of leveraging CRM BPO knowledge in acquiring and serving customers

CRM Value

Achieving customer satisfaction

Providing value for customers
Keeping current customers
Attracting new customers
Attaining desired growth
Securing desired market share

What are market performance indicators else that significantly growth after CRM implementation?




