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 The usage of the internet based sources of information should be enhanced and 

increased in small enterprises. There are only a few previous studies done to identify 

the sources of information for CRM in small enterprises and most of these studies 

on CRM focus on adoption level. This study was conducted to identify the sources 

of CRM information of small enterprises in the health and pharmaceutical, and retail 

sectors. A total of 93 small enterprises’ owner or his representative responded to the 

survey questionnaire. Mean test was used to examine the mean value of each of the 

variables. The result indicated that the sources of CRM information for small 

enterprise that are identified as most important are information from interaction with 

customer; orders, requisition, invoices and receipts; organizational departments, and 

extension workers; suppliers and personal contact. The quality levels of information 

in small enterprises that are understandable and that solve business needs are rated 

high. There is a strong positive association between the frequency of use and degree 

of usefulness of the source of information. Frequency of use and degree of 

usefulness of the sources of Customer Relationship Management (CRM) 

information are moderately related to the quality levels of information. 

 

 

© 2013 AENSI Publisher All rights reserved. 

 

INTRODUCTION 

 

Customer Relationship Management (CRM) is a widely applied approach for managing company’s 

connections with customers, clients and sales prospects. It engages technology to organize, automate, and 

synchronize business processes, principally sales activities, and for those in the marketing, customer service, 

and technical support. Better customer’s knowledge leads to better response to their current and providing future 

needs (Milovic, 2012). 

 CRM at its fundamental level has been implemented in the Small Medium Enterprises (SMEs) for a long 

time. Kim-Soon and Zulkifli (2012) found that perceived uses of e-CRM in small company are significantly 

related with its business performance. For smaller enterprise, decisions making are faster as top management are 

there to make prompt decide (Kim-Soon and Zulkifli, 2012). According to Carson et al., (1995) and, Zontanos 

and Anderson, (2004); smaller enterprises have a tendency to form closer relationships with customers than 

larger organizations through a localized and personal knowledge sharing enabling a personalized exchange 

relationship. Thus, it is their close relationships with customers that often provide SMEs with their unique 

competitive advantage.  

 

Problem Statement: 
Milovic (2012) reviewed that while some firms that practice CRM achieved designed goal, other firms 

failed in the practices of CRM because of lack of knowledge on how to establish and manage CRM. An 

important factor that leads to CRM failure is lack of awareness of the complexity of processes of 

implementation of CRM system (Milovic, 2012).  It is reported that the failure is as a result of lack of laid down 

CRM practices, procedures, and guidelines to follow. Thus, as an initial step in understanding and establishing 

the CRM practice in small industries is how do small enterprises get their information about their customers. 

The success of CRM mainly depends on the information that enters the CRM system (Reimer, 2011). 

CRM can enhance the strength and capabilities of the business operation. Information about the Customer 

Information Management (CIM), can assist in enhancing the customer segmentation process, and determine 

which customers are the most profitable. Information gained from the CIM is invaluable in marketing decision-

making, specifically in recording customers’ personal details, unique requirements, order histories, value to the 
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firm, and projected future orders. This may be possible if the company is small in scale or operating in some 

business niche. With the right information about their customer, the organization will know what a customer 

expects, what their competition are delivering and what they can promise to deliver when and at what price. 

Using information to improve customer service is one of the cores of CRM practices (O’Donnell, 2009). 

 SMEs do not have the resources to conduct or engage in formal market study, making the interaction they 

maintain with customers as key source of valuable information (Keh et al., 2007). Information creates 

entrepreneurial awareness, enhances knowledge base, instill and build personal attitudes and character. It builds 

network, enable technologies diffusion and grow businesses. Lack of information can be detrimental to business 

process development and sustaining of customer (Camble, 1994). Thus, the knowledge about the sources of 

information by small enterprises could contribute to a better understanding of CRM practices in small enterprise. 

Unfortunately, there are only a few previous studies done to identify the sources of information for CRM, and 

most of these studies on CRM focus on adoption level.  

 

Objective of study: 

The key objectives of this work are to: 

1. Identify the sources of CRM information in small enterprise and;  

2. Determine the quality level of the information from these sources. 

3. Determine whether there is association between the frequency of use and degree of usefulness of the 

source of information.  

4. Determine whether the frequency of use of the sources of Customer Relationship Management (CRM) 

information is associated to the quality levels of information. 

5. Determine whether the degree of usefulness of the sources of Customer Relationship Management 

(CRM) information is associated to the quality levels of information. 

 

Research questions: 
The research questions of the project are: 

1. What are the sources of CRM information in small enterprise?  

2. What is the level of information quality for CRM in small enterprise? 

3. Is there an association between the frequency of use and degree of usefulness of the source of 

information?  

4. Is the frequency of use of the sources of Customer Relationship Management (CRM) information 

associated to the quality levels of information? 

5. Is the degree of usefulness of the sources of Customer Relationship Management (CRM) information 

associated to the quality levels of information? 

 

Scope of study: 
This study was conducted at Batu Pahat, a town located in the state of Johor, Malaysia. The respondents 

were the small business of the service sector, particularly the retail industry and health/pharmaceutical 

enterprises. The manager of the company or his representative who are well aware of their respective businesses 

responded to the survey questionnaire. 

 

Literature Review: 

Businesses today are facing challenges more than ever and to sustain the needed competitive edge, 

Customer Relationship Management (CRM) is the number one focus in today's competitiveness in a more 

saturated and competitive market (Xu et al., 2002). CRM is a widely applied approach for managing a 

company’s connections with customers, clients and sales prospects. It engages technology to organize, automate, 

and synchronize business processes, principally sales activities, and for those in the marketing, customer service, 

and technical support. 

CRM at its fundamental level had been implemented in the SMEs for a long time. Although the practice of 

CRM in SME has been going for a long time, CRM and its total contributions toward the SMEs competitive 

advantage and development is still implemented to its full potential. In some of the previous studies, SMEs tend 

not to obligate to CRM as a resource-intensive project, moderately because they are uncertain of the competitive 

advantage offered by CRM (Cooper et al., 2005).  

According to Carson et al., (1995) and, Zontanos and Anderson, (2004); SMEs have a tendency to form 

closer relationships with customers than larger organizations, through a localized and personal knowledge 

sharing enabling a personalized exchange relationship. Thus, it is their close relationships with customers that 

often provide SMEs with their unique competitive advantage.  

Previous studies tend to show that the e-CRM software packages practically have low level of compatibility 

toward SMEs due to their uniqueness of need and the scale of their operations (Schroder and Madeja, 2004). 

Many businesses use technologies that create islands of information with the accounting system as the dominant 
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system. In today’s competitive arena, non-centralized systems with gaps in information are old school and 

hinder the sales efforts. These islands of information are major impediments to delivering world-class customer 

service and result in unsatisfied customers and lost sales. This directly affects the sales force that represents the 

face of the organization. The organization must be responsive, timely and accurate in everything they do for the 

customer. In order to accomplish this, the organizations need immediate access to information (O’Donnell, 

2009).  

The resource based view considers flexible relationships with customers as a core tactical resource of an 

organization (Barua et al., 2004; Mithas et al., 2005). Unlike several other organizational resources, strong 

customer relationships are sustainable, not easily imitable by competitors (O’Toole, 2003; Sambamurthy et al., 

2003). Theory of Reasoned Action (TRA) (Davis, 1989) defines perceived usefulness and perceived ease of use 

as perceived usefulness is the degree to which a person believes that using particular system would enhance his 

or her job performance and perceived ease of use is the degree to which a person believes that using a particular 

system would be free of effort. Theory of Reasoned Action (TRA) (Ajzen and Fishbein, 1980) is about an 

individual’s behavior as a positive function of his/her behavioral intention to perform the behavior. In order to 

gain a deeper understanding of the factors influencing behavior, it is required to look for the determinants of the 

attitudinal and normative components. Ajzen and Fishbein (1980) suggested that the determinants are beliefs 

individuals hold about themselves and their environment. Those beliefs are viewed as underlying an individual’s 

Attitudes and Subjective Norms which ultimately determine an individual’s behavioral intentions. Theory of 

Planned Behavior (TPB) (Davis, 1989) claims that behavior is a direct function of behavioral intention which is 

determined by three factors; Attitude, Subjective Norm, and perceived behavioral control. Attitude and 

Subjective Norm are consistent with the original TRA model while perceived behavioral control refers to the 

individual’s perception of his/her control over performance of the behavior. Since TAM has been introduced, it 

has been the most influential and widely used model in predicting and explaining the usage behavior of 

technology related products/services.  

World Bank defined that small business in terms of manpower has between 5 to 49 people/employees. 

Service organizations are acknowledged as the largest and fastest-growing sector of the economy in the world 

(Sahay, 2005). SMEs do not have the resources to conduct or engage in formal market study, making the 

interaction they maintain with customers as key source of valuable information (Keh et al., 2007). The lack of 

information is detrimental to the customer development process and sustenance (Camble, 1994). 

 

Source of information: 

In general, the main sources of business information for SMEs include competitors, customers, business 

associates, government officials, broadcast media, libraries, newspapers/ periodicals/ magazines, government 

publications, trade and industry associations, and electronic sources (Jorosi, 2006). Types of information sources 

available to Managers (Kaye, 1995): Informal internal source include trade contacts, personal advisers (financial, 

legal, etc.), professional associates, social and family contacts, informal internal sources are from colleagues, 

that include superiors, subordinates, staff of other departments, board members, formal internal source include 

publications, electronic information services, trade and development associations, professional and learned 

societies, universities and colleges, research establishments, chambers of commerce and trade, standardizing 

bodies, radio and TV companies, market research organizations, advertising agencies, Stock Exchange, banks 

and insurance companies, law firms, government departments and agencies,  Companies Registration Office, 

Business Statistics Office, Patent Office, local authorities, suppliers, customers, competitors, shareholders, 

public and other libraries, international sources, e.g. UN, OECD, EU. On the other hand, formal internal source 

of information include reports, memoranda, works instructions, codes and regulations, budget statements, 

accounts, orders and requisitions, invoices, delivery notes, analysis and test results, management information 

systems/ decision, support systems/ executive information, systems, expert systems, office automation systems, 

organizational departments and units. 

 

Quality of the information: 

CRM is an information system that enables organizations to obtain essential information to meet customer’s 

needs and to satisfy customer. Organization uses every interaction with its customers as an opportunity to gather 

the necessary information. Quality customer service promotes trust and builds relationships with customer and it 

secures repeat customers (O’Donnell, 2009). Quality of information is a term used to describe the quality of the 

content of information systems. It is often pragmatically defined as: "The fitness for use of the information 

provided” (Wang and Strong, 1996). The dimensions or elements they used in assessing subjective quality of 

information are intrinsic (accuracy, objectivity, believability and reputation), contextual (relevancy, value-added, 

timeliness, completeness and amount of information), representational (interpretability, ease of understanding, 

concise representation and consistent representation) and accessibility (accessibility and access security). 

International Organization for Standardization (ISO) 8402 defines quality as the "sum of characteristics of a 

product or a service which satisfies users’ needs"(Gallway, 2002). Gallway stated that quality information 



39                                                                  Ng Kim-Soon et al, 2013 

Australian Journal of Basic and Applied Sciences, 7(11) Sept 2013, Pages: 36-45 

 

should be relevant (meet the criteria of the question and be useful), credible (the source is well known), topical 

(up-to-date or hot topic), balanced (represent and important and perhaps, under-represented point of view) and 

accessible (easily available and written in a clear way).  

 

Methodology: 

Population: 

The study will be conducted in Batu Pahat, Sri Gading, Kluang, Ayer Hitam, Sri Lalang and Yong Peng 

regions, in the state of Johor, Malaysia. The study was conducted in SME mainly in service sector. Initially a 

total of more than 500 small service enterprises were identified in Batu Pahat town. From this, it was then scope 

to a total of 93 small enterprises comprising the health and pharmaceutical, and small retailing enterprises where 

they responded to the survey questionnaire. Part A of the survey questionnaire is on general information of the 

respondent and his business, Part B is questions covering sources of customer relations information. The first 

part of Part B requires the respondents to indicate the frequency of use and degree of usefulness of the sources 

of Customer Relationship Management (CRM) information for each of the following statement: On the scale of 

1 to 5 (1 = never 3= sometimes 5=always) in the frequency of usage column and on the scale of 1 to 5 (1 = not 

useful 3= moderately useful 5=Very useful) in the degree of usefulness column. In the second part of Part B, the 

respondent rates the level of the quality of the customer relations information he or she gets for their business by 

answering the questions stated. 

 

Goodness of measures: 

The reliability test of these measurements is tabulated in Table 1. Cronbach's alpha was used to assess the 

consistency of the entire scale. Reliability scores greater than 0.70 are considered acceptable. All reliability 

coefficients were acceptable. The 16 items on frequency of use on CRM cover questions about sources of CRM 

information. The 16 items on degree of usefulness on CRM cover questions about sources of CRM information. 

The 16 items used in both frequency of use and degree of usefulness are sources of information. The 6 items on 

quality of information on CRM covers questions on relevant, credible, topical, balanced and accessible. 

 
Table 1: Reliability of measurements 

 

 

No 

 

 

Description of 

Measures 

Source of information for general 

small enterprise in service sector 

Source of information for health 

and pharmaceutical small 

enterprise 

Source of information for 

retail small enterprise 

Number of 

Items 

Cronbach 

Alpha 

Number of 

Items 

Cronbach Alpha Number of 

Items 

Cronbach 

Alpha 

1 Frequency of 

use 

16 0.719 16 0.807 16 0.743 

2 Degree of 

usefulness 

16 0.802 16 0.822 16 0.784 

3 Quality of 

Information 

6 0.724 6 0.844 6 0.700 

 

Data Analyses And Findings: 

The information is presented by means of descriptive statistics, distribution tables and graphs. A total of 

120 questionnaires was prepared in all, 93 of the administered questionnaires were collected and validated for 

the analysis. 

 

Profile of responding companies: 

Table 2 presents a summary of the characteristics of respondents of the study. This table profiles all the 

respondents covering the gender, age, job position, education background of the respondents, business sector, 

number of employee and sales turnover of their company. 

 
Table 2: Characteristics of respondents 

 

Description 

 

Items 

Total small enterprise Retail sector Health and pharmaceutical 

sector 

No. 

respondent 

Percentage 

of 

respondent 

No. 

respondent 

Percentage 

of 

respondent 

No. 

respondent 

Percentage 

of 

respondent 

1. Gender  Male 36 38.7% 18 51.4% 5 14.3% 

Female 57 61.3% 17 48.6% 30 85.7% 

2. Age  21-25 23 24.7% 8 22.9% 7 20.0% 

26-40 57 61.3% 21 60.0% 23 65.7% 

Over 41 13 14.0% 6 17.1% 5 14.3% 

3. Respondent's 

Job Position  

Owner / CEO 16 17.2% 5 14.3% 6 17.1% 

Operation 

Manger 

18 19.4% 10 28.6% 4 11.4% 
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Staff 59 63.4% 20 57.1% 25 71.4% 

4. Respondent's 

Education 

Background  

Primary School 1 1.1% 1 2.9% 0 0% 

Secondary 

School 

45 48.4% 24 68.6% 10 28.6% 

Diploma 36 38.7% 10 28.6% 17 48.6% 

Degree 11 11.8% 0 0% 8 22.9% 

5. Business 

Sector  

 

 

Education 1 1.1%     

Retail 35 37.6% 35 100.0%   

Banking / 

Finance 

2 2.2%     

Insurance 1 1.1%     

Health And 

Pharmaceutical 

35 37.6% 35 100.0%   

Business Services 

/ IT business 

12 12.9%     

Others 

( Hospitality and 

entertainment) 

7 7.5%     

6. Number of 

Employees  

Less than 5 

people 

64 68.8% 25 71.4% 25 71.4% 

5 to 19 people 24 25.8% 6 17.1% 10 28.6% 

20 to 50 people 5 5.4% 4 11.4% 0 0% 

7.Total Sales 

Turnover  

Less than RM 

200,000 

70 75.3% 24 68.6% 28 80.0% 

RM 200,000 to 

RM 1000,000 

22 23.7% 11 31.4% 7 20.0% 

RM 1000,000 to 

RM 5000,000 

1 1.1% 0 .0% 0 0% 

 

The respondent’s description shows that 39% of the respondents were males, and the remaining 61% were 

females. This means that majority of the respondents were female. In the aspect of age, 25% of respondent are 

aged in between 21 to 25 years old, 61% of respondent are aged between 26 to 40 years old, and others are aged 

above 41 years old. The respondents represented a group of secondary school education with majority with 

nearly 49%. The remaining respondents 38.7% have diploma. 12% have first degree and post graduate 

qualification and experience. More than half of the respondents (64%) are staff. The remaining 36% of the 

respondents consisted of 17% directors, owner or CEO and 19% administrators and operation manager. Table 2 

also shows that retail services ( such as department stores, supermarkets, general store and so on), and health 

and pharmaceutical consist the highest percentage making up to 75% of the total respondent, other 25% consist 

of business services, education, banking, insurance and others in the total small enterprise respondent 

description.  

The retail service respondent’s description shows 51% percent of the respondents were males and the 

remaining 49% percent were females. This could be interpreted to mean that majority of the respondents were 

male. In the aspect of age 22% of respondent are aged in between 21 to 25 years old, 60% of respondent are 

aged between 26 to 40 years old, others are aged above 41 years old. The respondents represented a group of 

secondary school education with majority with nearly 69%. Of the remaining respondents 29% have diploma. 

Three percent have only done primary School qualification and experience. More than half of the respondents 

(57%) are staff. The remaining 43% of the respondents consisted of 14% directors, owner or CEO and 29% 

administrators and operation manager.  

The health and pharmaceutical services respondent’s description shows fourteen percent of the respondents 

were males and the remaining 86% percent were females. This could be interpreted to mean that majority of the 

respondents were female. In the aspect of age 20% of respondent are aged in between 21 to 25 years old, 66% of 

respondent are aged between 26 to 40 years old, others are aged above 41 years old. The respondents 

represented a group of secondary school education with majority with nearly 29%. Of the remaining 

respondents 49% have diploma. Moreover 23% have first degree and post graduate qualification and experience. 

More than half of the respondents (71%) are staff. The remaining 29% of the respondents consisted of 18% 

directors, owner or CEO and 11% administrators and operation manager. 

 

4.2 Sources Of Information For General Service Sector Small Enterprise:  

Table 3 shows the frequency of use and degree of usefulness of each source of information for CRM in 

small enterprise. In the frequency of use table, interaction with customer; orders, requisition, invoices and 

receipts; Suppliers; organizational departments and extension workers; and personal contact is high. Internet 

sources; Newspapers; Competitors; Industrial Trade Association; Television Station; Printed Sources; 

Government departments and agencies; and Radio Station have a moderate level of frequency. Shareholders; 

Libraries, telecentres, and resource centers and Private Sector Consultants have a low frequency of use.  
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Table 3: Sources of information for small enterprise, frequency of use and degree of usefulness (N=93)  

 

Frequency of use 

 

Degree of usefulness 

Source of information  Mean Frequency Source of information  Mean Usefulness 

Interaction with Customer  4.16 High frequency Interaction with Customer  4.23 Very useful 

Orders, requisition, invoices 

and receipts  

3.83 High frequency Orders, requisition, 

invoices and receipts  

3.94 Very useful 

Personal Contact  3.67 High frequency Suppliers  3.70 Very useful 

Suppliers  3.67 High frequency Personal Contact  3.63 Very useful 

Organizational departments 

and extension workers  

3.60 High frequency Organizational departments 

and extension workers  

3.59 Very useful 

Internet sources, telnet, and 

e-mail  

3.26 Moderate 

frequency 

Internet sources, telnet, and 

e-mail  

3.30 Useful 

Competitors  3.11 Moderate 

frequency 

Printed Sources  3.23 Useful 

Printed Sources  3.08 Moderate 

frequency 

Competitors  3.06 Useful 

Newspapers  3.01 Moderate 

frequency 

Newspapers  2.99 Useful 

Television Station  2.87 Moderate 

frequency 

Television Station  2.92 Useful 

Government departments 

and agencies  

2.68 Moderate 

frequency 

Government departments 

and agencies  

2.77 Useful 

Industrial Trade Association  2.61 Moderate 

frequency 

Industrial Trade 

Association  

2.59 Useful 

Radio Station  2.55 Moderate 

frequency 

Radio Station  2.57 Useful 

Libraries, telecentres, and 

resource centers  

2.37 Low frequency Libraries, telecentres, and 

resource centers  

2.42 Less useful 

Shareholders  2.16 Low frequency Shareholders  2.11 Less useful 

Private Sector Consultants  2.08 Low frequency Private Sector Consultants  2.10 Less useful 

Note: Mean 1.00-2.49 means low frequency of usage form the source. Mean 2.50-3.49 means moderate frequency of usage from the source. 

Mean 3.50-5.00 means the high frequency of usage from the source. 

Note: Mean 1.00-2.49 means the source is less useful. Mean 2.50-3.49 means the source is useful. Mean 3.50-5.00 means the source is very 

useful. 
 

As for the degree of usefulness, interaction with customer; orders, requisition, invoices and receipts; 

organizational departments and extension workers; suppliers; and personal contact are very useful. Internet 

sources; Newspapers; Competitors; Industrial Trade Association; Television Station; Printed Sources; 

Government departments and agencies; and radio station are considered useful. Shareholders; libraries, 

telecentres, and resource centers and Private Sector Consultants is categorized less useful. 

Table 4 shows the quality of information in solving business need. The level of quality of CRM information 

is categorized high for information understandable and information solve business needs. As for information 

access convenient; information in time; information enough content; and information precise is categorized 

moderate. 

 
Table 4: Quality of Information 

Description Mean Level of quality 

Information understandable  3.69 High 

Information solve business needs  3.65 High 

Information in time  3.44 Moderate 

Information access convenient  3.42 Moderate 

Information enough content  3.41 Moderate 

Information precise  3.28 Moderate 

Note: Mean 1.00-2.49 means the quality of the information is low. Mean 2.50-3.49 quality of the information is moderate. Mean 3.50-5.00 

means quality of the information is high. 
 

Comparison Between Retail Sector; And Health And Pharmaceutical Sector: 

Table 5 shows the frequency of use of sources of information comparison between retail sector; and health 

and pharmaceutical sector. 

Analysis for the retail sector to identify frequency of use of the sources of information shows that the usage 

of sources such as interaction with customer; orders, requisition, invoices and receipts; Suppliers; organizational 

departments and extension workers; and personal contact as a source of information is high. Internet sources; 

Newspapers; Competitors; Industrial Trade Association; Television Station; Printed Sources; and Radio Station 

have a moderate level of frequency of use. Shareholders; Government departments and agencies; Libraries, 

telecentres, and resource centers and Private Sector Consultants have a low frequency of use.  
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Analysis for the health and pharmaceutical sector shows that frequency of use of interaction with customer; 
orders, requisition, invoices and receipts; Suppliers; Internet sources; and personal contact as a source of 
information is high. Organizational departments and extension workers; Newspapers; Competitors; Television 
Station; Printed Sources; and Government departments and agencies have a moderate level of frequency. 
Shareholders; Industrial Trade Association; Libraries, telecentres, and resource centers; Radio Station and 
Private Sector Consultants have a low frequency of use. 

 
Table 5: Frequency of use of sources of information comparison between retail sector; and health and pharmaceutical sector (N=93). 

Retail sector Health and pharmaceutical sector 

Source of information  Mean  *Freq.  Source of information  Mean  *Freq.  

Interaction with Customer  3.97  HF  Interaction with Customer  4.46  HF  

Personal Contact  3.74  HF  Orders, requisition, invoices and 
receipts  

4.20  HF  

Suppliers  3.66  HF  Internet sources, telnet, and e-mail  3.74  HF  

Organizational departments and 
extension workers  

3.54  HF  Personal Contact  3.69  HF  

Orders, requisition, invoices and receipts  3.51  HF  Suppliers  3.69  HF  

Competitors  3.14  MF  Organizational departments and 
extension workers  

3.63  MF  

Printed Sources  2.94  MF  Printed Sources  3.37  MF  

Newspapers  2.94  MF  Government departments and agencies  3.20  MF  

Television Station  2.80  MF  Newspapers  3.06  MF  

Internet sources, telnet, and e-mail  2.71  MF  Competitors  2.89  MF  

Industrial Trade Association  2.66  MF  Television Station  2.71  MF  

Radio Station  2.54  MF  Libraries, telecentres, and resource 
centers  

2.63  MF  

Shareholders  2.26  LF  Industrial Trade Association  2.54  LF  

Government departments and agencies  2.23  LF  Radio Station  2.34  LF  

Private Sector Consultants  2.09  LF  Private Sector Consultants  2.14  LF  

Libraries, telecentres, and resource 
centers  

2.06  LF  Shareholders  2.00  LF  

Note: Mean 1.00-2.49 means low frequency of usage form the source. Mean 2.50-3.49 means moderate frequency of usage from the source. 
Mean 3.50-5.00 means the high frequency of usage from the source. *HF= High frequency, MF= Moderate frequency, LF=Low frequency. 

 
In the retail sector, the degree of usefulness Table 6 shows that interaction with customer; orders, 

requisition, invoices and receipts; organizational departments and extension workers; suppliers; and personal 
contact is very useful. Internet sources; Newspapers; Competitors; Industrial Trade Association; Television 
Station; Printed Sources; and radio station are considered useful. Government departments and agencies; 
shareholders; libraries, telecentres, and resource centers and Private Sector Consultants have a less useful.  

As for the health and pharmaceutical sector findings from degree of usefulness Table 6 shows that 
interaction with customer; orders, requisition, invoices and receipts; Suppliers; Internet sources; and 
organizational departments and extension workers are very useful sources of information. Personal contact; 
libraries, telecentres, and resource centers; Government departments and agencies; Newspapers; Competitors; 
Television Station; and Printed Sources are considered useful. Industrial Trade Association; shareholders; radio 
station and Private Sector Consultants have a less useful.  
 
Table 6: Degree of usefulness of sources of information comparison between retail sector; and health and pharmaceutical sector (N=93) 

Retail sector Health and pharmaceutical sector 

Source of information Mean Use. Source of information Mean Use 
. 

Interaction with Customer  4.09  VU  Interaction with Customer  4.40  VU  

Personal Contact  3.74  VU  Orders, requisition, invoices and receipts  4.29  VU  

Suppliers  3.69  VU  Internet sources, telnet, and e-mail  3.74  VU  

Orders, requisition, invoices and receipts  3.63  VU  Suppliers  3.74  VU  

Organizational departments and extension 
workers  

3.54  VU  Organizational departments and extension 
workers  

3.66  VU  

Competitors  3.14  Us  Personal Contact  3.63  Us  

Printed Sources  3.03  Us  Printed Sources  3.54  Us  

Newspapers  2.94  Us  Government departments and agencies  3.29  Us  

Television Station  2.83  Us  Newspapers  3.00  Us  

Internet sources, telnet, and e-mail  2.77  Us  Competitors  2.89  Us  

Industrial Trade Association  2.63  Us  Libraries, telecentres, and resource centers  2.83  Us  

Radio Station  2.57  Us  Television Station  2.77  Us  

Government departments and agencies  2.29  LU  Industrial Trade Association  2.57  LU  

Shareholders  2.20  LU  Radio Station  2.37  LU  

Private Sector Consultants  2.11  LU  Private Sector Consultants  2.20  LU  

Libraries, telecentres, and resource centers  2.03  LU  Shareholders  1.94  LU  

Note: Mean 1.00-2.49 means the source is less useful. Mean 2.50-3.49 means the source is useful. Mean 3.50-5.00 means the source is very 
useful. 
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Table 7 tabulates the comparison of quality of information between the retail, and the health and 

pharmaceutical sectors. It indicates that retail sector’s level of quality in terms of CRM information is 

categorized high for information understandable; information access convenient; and information solve business 

needs. As for information in time; information enough content; and information precise is categorized moderate. 

On the other hand analysis finding of the health and pharmaceutical sector shows that the level of quality in 

terms of CRM information is categorized high for information understandable; and information solve business 

needs. As for information access convenient; information in time; information enough content; and information 

precise is categorized moderate. 
 

Table 7: Quality of information comparison between retail sector; and health and pharmaceutical sector. (N=93) 

Retail sector Health and pharmaceutical sector 

Quality Indicator Mean Level of 

quality 

Quality Indicator Mean Level of 

quality 

Information understandable  3.62  High  Information understandable  3.71  High  

Information solve business 

needs  

3.54  High  Information solve business needs  3.51  High  

Information access convenient  3.51  High  Information enough content  3.46  Moderate  

Information in time  3.34  Moderate  Information in time  3.37  Moderate  

Information precise  3.14  Moderate  Information access convenient  3.29  Moderate  

Information enough content  3.14  Moderate  Information precise  3.26  Moderate  

 Note: Mean 1.00-2.49 means the quality of the information is low. Mean 2.50-3.49 quality of the information is moderate. Mean 3.50-5.00 

means quality of the information is high. 
 

Correlations Analysis: 

The correlations between the variables of frequency of use, degree of use and the quality of information are 

tabulated in Table 8. 

 
Table 8: Correlations between variables (N=93) 

Variables  Frequency of use Degree of use  

Degree of use  0.963** 1  

Quality of information  0.408** 0.443**  

** Correlation is significant at the 0.01 level (2-tailed). 
 

Results indicated that the frequency of use and degree of usefulness of the sources of Customer 

Relationship Management (CRM) information are correlated significantly at p<0.01 level. The correlation value 

is 0.963 at the Sig. (2-tailed) equal to 0.01. This shows that there is a strong positive association between the 

frequency of use and degree of usefulness of the source of information.  

The frequency of use and degree of usefulness of the sources of Customer Relationship Management (CRM) 

information are each correlated to performance of CRM information in terms of quality of the customer 

relations information obtained for the business at p<0.01. The value of correlation is 0.408 between frequency of 

use and the quality of information; and 0.443 between degree of usefulness and the quality of the information. 

This shows that there is an average positive association between level of satisfaction of customer information 

usage and quality of information. 

  

Discussion:  
The result of this study shows that most of the small enterprises depend on a number of CRM information 

sources. It is shown that interaction with customer; orders, requisition, invoices and receipts; organizational 

departments and extension workers; suppliers and personal contact as the most important source of information. 

Furthermore the level of the CRM information quality can be relatively concluded as high. 

The result of analysis of the sub sector in both health and pharmaceutical; and retail industries show that 

there is a difference in the perceived source of information. Health and pharmaceutical perceives Internet 

sources, telnet, and e-mail as one of the highly useful and frequently use source of information but the retail 

sector do not perceive this source as highly important. In contrast retail industries perceive organizational 

departments and extension workers as an important source of information. However, the health and 

pharmaceutical do not perceive this as an important source of information. Perceives quality of information on 

the other hand shows retail industries have higher quality of information than health and pharmaceutical 

industries.  

Service sector development has significant effect of a country’s economy. One of the important aspects in 

developing the service sector is maintaining and increasing customer relationship. The practice of customer 

relationship management (CRM) can proved very useful to the organization. In order to create a good 

relationship with customer the organization must first know their customer. This could be achieved by good 

source of information. The problem starts in a position where the lack of understanding on the perceived source 
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of information. This paper attempts to provide some useful insight into sources CRM information in small 

business.  

The usage of the internet based sources of information should be enhanced and increased. The benefit of 

internet a source of CRM information should be utilized in order to increase the customers’ satisfaction and 

competitive advantage. Using simple social web application such as twitter and facebook can be proven very 

useful to small enterprise in terms of connecting with their customer and accessing their information. Most 

importantly small enterprise must accept the fact the customer are the most important element in their business 

and make initiative to create a better relationship with their customers. 

 

Suggestions For Future Research:  

This study has focused on sources and quality of customer relationship management for small enterprise. It 

does not cover on types of CRM information, storage method for CRM and electronic application as sources of 

information, achieving of customer satisfaction and keeping of current customers.  

Future research works could be done on types of CRM information provided to small enterprise, on 

identifying the storage method used in saving CRM information, research mobile application for CRM 

information, a more specific research could be done on sub sector of the tertiary industries and their view in 

sources of information, research to identify the use of new technology as source of information and uses of 

CRM to achieve customer satisfaction and keeping of current customers in small enterprises. 

 

Conclusion: 

Small enterprise must accept the fact the customer are the most important element in their business and 

make initiative to create a better relationship with their customers. This study was conducted to identify the 

sources and the quality of CRM information of small enterprise in service sector. The sources of CRM 

information for small enterprise that are identified as most important are information from interaction with 

customer; orders, requisition, invoices and receipts; organizational departments, and extension workers; 

suppliers and personal contact. The quality level of information that are understandable and that solve business 

needs are high. The correlation value is 0.963 at the Sig. (2-tailed) p<0.01 level indicates that there is a strong 

positive association between the frequency of use and degree of usefulness of the source of information. The 

correlation values of frequency of use and degree of usefulness of the sources of Customer Relationship 

Management (CRM) information are correlated to quality of customer relations information obtained for the 

business of 0.408 and 0.443 respectively at p<0.01 indicating moderate relationships. 
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