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ABSTRACT 

A number of studies that are conducted on CRM mainly focus on the loyalty of customer and the 

satisfaction of customer on profitability. The studies lack the focus on CRM value creation chain 

and the effect of self-construal in CRM value creation chain. The aim of this research is to create a 

chain ranging from customer value to organization value (i.e., customer satisfaction        customer 

loyalty, customer patronage behavior etc); also it lets you to analyze the moderating effect of self-

construal. We conducted our research in Pakistan and collected 150 data points regarding mobile 

data services. The firms should now ponder on self-customer loyalty and design their strategies 

according to it. 

KEYWORDS: CRM value creation chain, Customer Value, Organizational Value, Customer 

Satisfaction, Customer Loyalty, Customer Patronage Behavior 

 

1. INTRODUCTION 

Over few decades back, in order to develop a customer –firm relationship many firms implemented CRM ( (Rogers, 

2005) . Garterner report given in 2013 stated that the market of CRM experienced 12% growth in 2012. But there is always 

the other side; same survey showed us that 70% of the projects of CRM suffered loss and no improvement regarding the 

firm- customer relationship. It was reported by the executives that along with no growth in profit CRM initiatives also 

destroyed already maintained relationships with the customers. so we must keenly observe CRM chain and see the ways 

through which it can be beneficial for the firm, we must also examine the proper time of implementation of such chain 

(Richards, Keith, & Jones, 2008). We must also provide tools and guidance so CRM chain can be improved. 

According to (Payne & Frow, 2005) CRM chain is actually two way, it generates two values; one is the value which 

customer gets from the organization and vice versa. The value which customer receives from organization is known as 

customer value which is the initial base of CRM chain and the value which organization receives from customer is 

organizational value and it forms the outcome of such chain which lets the firm to deliver the products and services of 

superior quality. A CRM initiative can only be fruitful if the firm follows the CRM value creation chain.  

The research area tries to connect ties between the relationship between the drivers of CRM and the outcomes derived 

from them. A study has identified almost four dimensions of CRM and then studied their effect their effect on growth of 

sales, customer satisfaction and retention of customer (Yim, Frederick, Anderson, Rolph, & Swaminathan, 2004). Another 

study highlighted seven drivers of CRM and three types of customer equity (Richards, Keith, & Jones, 2008). One more 

study also analyzed the positive impact of customer relationship management chain on both the cost and profit efficiency of 

the firm (Krasnikov, Jayachandran, & Kumar, 2009).  Most of the research done and mentioned always focused on CRM 

organizational value not on the relationship of customer and the organization in creating the chain (Graf & Maas, 2008). 
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Also most researches are those which are conducted at aggregated level, the research at individual level still are one of the 

gaps. 

In this research paper we have an aim to analyze and investigate the following research question (RQ): 

 If there is any CRM value creation chain model which links customer value to organization value at individual customer 

level?  

At national level, we see different cultural factors that have an impact on customer value analysis (Cunningham, Young, 

Lee, & Ulaga, 2006) and it was found that every country has different value drivers for customers. One research says that 

studies on future customer value are paying more attention on cultural differences (Graf & Maas, 2008). (Qi, Zhou, Chen, & 

Qu, 2012) considered only the impact of cross-cultural factors on lifetime value of customer but they did not consider the 

customers from same background who have differences among them. 

By answering this question, we will get to know the meaning of our value creation chain which links customer value 

and organizational value at individual level of customer providing us with the new approach of development of theoretical 

CRM and practical CRM implementation. Theoretical CRM development suggests that customer loyalty plays mediating 

role between customer satisfaction and customer patronage behavior, and CRM practice tells that a manager should pay a 

keen attention on the entire chain rather focusing on just customer satisfaction which is the beginning of chain. 

2.  THEORETICAL BACKGROUND 

2.1 Customer Value 

Customer value can be defined in different ways (Parasuraman, Zeithaml, & Berry, 1985; Eggert & Ulaga, 2002; Flints, 

Woodruff, & Sarah, 2002; Walker, Johnson, & Leonard, 2006). According to this paper this is basically the perception of 

customer and customer value is defined as “customer value from a customer’s perspective (Graf & Maas, 2008; Atalik, 

2009). Obviously every customer does not share same value because degree of perception differs. In the simplest way 

customer value is basically the value generated by the firm’s product or services as the customer perceived it to be. Customer 

value is defined totally in perspective of the customer. Customer value is closely linked to customer satisfaction which is 

one of the marketing construct. Generally speaking customer satisfaction is the scale which is generated after the 

consumption. When the customer consumes the product, he can judge the product and his/her satisfaction can be rated on 

the scale of customer satisfaction as customer can easily rate already purchased or consumed product. Customer value is 

exactly opposite to customer satisfaction, customer value is the pre- purchase assumptions of the customer or in other word 

customer value is the fulfillment of customer’s desires and goals, it also includes the perceived value of product or service 

(Fishbein & Ajzen, 1975; Ling & Wang, 2006; Turel & Serenko, 2006; Kuo, Wu, & Deng, 2009). So customer value and 

customer satisfaction can be linked in a way that customer satisfaction is actually the indicator of customer value. 

2.2 Organization Value 

Organization value has several different aspects (Richards & Eli, 2008; Songailiene, Winklhofer, & Mckechnie, 2011; 

Srivastava, Shervani, & Fahey, 1998; Rust, Lemon, & Zeithaml, 2004; Blattberg & Deighton, 1996). In this paper we see 

organization value something in customer’s perspective that is what value customer holds for the organization and for the 

profitability of the organization. It mainly relate to retention and acquisition of the customer. The customer which retains 

with the organization becomes a part of cross selling and up selling increasing the profitability of the firm. This is just like 

the term customer value from a customer perspective in (Srivastava, Shervani, & Fahey, 1998; Pynnonen, Ritala, & Hallikas, 

2011). This may also leads to customer loyalty which is the trait every firm is striving for. So such customers are those which 

contribute a specific part to the profit of the fund which one way or the other maximize the profitability ratio. These are the 

customer on whose experience companies mainly work on. 

If we notice the aspects of organizational value we will come to know that there are basically two indicators of 

organizational value. One of the indicators is customer patronage behavior and the other one is the loyalty of the customer. 

Going in more detail we can analyze that customer loyalty is basically the emotional aspect of emotional behavior and 

customer patronage behavior is the behavioral part, this is basically what the customer gives to the firm, in form of finance, 

encouragement or support. If we want to see the organizational value of the customer we must see the customer patronage 

behavior as it is the best indicator so far. We can classify customer patronage behavior in two aspects i.e. maintenance of 

relationship and development of relationship of the customer with the organization (Aurier & N'Goala, 2010). Both of them 
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have a fine line between them, maintenance means for how long customer will retain with the firm and on the other hand 

development means how much the customer will contribute to the profitability of the firm. 

CRM is mainly concerned with the retention of the customer (Reinartz & Kumar, 2000; Gustafsson, Johnson, & Roos, 

2005; Nataraj, 2010). If we she e the basic research of early times, normally duration was taken as the corner stone to see 

relationship maintenance. Duration is actually is the time the customer spends with an organization being in a relationship. 

Revenue and margins are not developed alone with retaining the customer rather it needs to add more customers in your firm 

(Reinartz & Kumar, 2000). To increase profitability firm must see that how many new customers they have made because 

these customers share a part of profitability by their purchases, usage of product, by using additional services and cross 

buying. So as a crux the fundamental elements of customer development are cross buying and service usage (Bolton, Lemon, 

& Verhoef, 2004; Aurier & N'Goala, 2010). Service usage is basically that how much the customer is using your product, 

how regular is he in buying and the ultimate purchase behavior of the customer. 

Cross buying is the buying of closely related products of the same firm (Aurier & N'Goala, 2010). It includes the over 

time buying of the same type or closely related products which a firm produces. Therefore we can conclude that in addition 

to the length of relationship that is the duration two other factors are also important which include cross buying which is 

breadth of relationship and the usage of the services rendered by the firm in context of the product, this is also termed as 

depth of relationship (Verhoefa, Hans, & Hoekstra, 2001), so usage of and cross buying holds essential importance for multi 

service providers and adds value to what they offer. 

2.3 CRM Value Creation Chain Model 

CRM value creation chain is the chain of relationship which ranges from customer value to organization value. It has 

customer value as a starting point and ends on organizational value. We have discussed earlier that customer value is the 

count of customer satisfaction and the organization value is that of customer patronage behavior and customer loyalty. We 

can conclude that CRM value creation chain at individual level is actually the chain between customer loyalty, customer 

satisfaction and customer patronage behavior. (Fig. 1). If we see the previous literature we come to know that there is a 

positive relationship between customer satisfaction and customer loyalty (Dlacic & Zabkar, 2012; Lages, Lages, & Lages, 

2005; Romano & Fjermestad, 2003) also customer loyalty also have a positive behavior on customer patronage behavior 

(Siddiqi, 2011) so as a matter of fact CRM cannot be taken for granted. In the respect of this research we must test the effect 

of mediating variable that is customer loyalty linking it to customer patronage behavior and customer satisfaction. 

2.4 Research Model and Development of Hypotheses 

 

 

 

 

 

 

 

 

 

 

 

 
Figure 1: Research Model 

 

2.5 The mediating role of customer loyalty between customer satisfaction and patronage behavior 

In market research, customer value is considered as a core of a business so the customer satisfaction. Customer 

satisfaction is deemed to be a very important factor by which a company’s financial success can be measured by its executives 

(Romano & Fjermestad, 2003). Furthermore, it is an important marketing metrics and has a part in Balanced Scorecard 

(Nysveen, Pedersen, & Thorbjmsen, 2005). But it is not necessary that the satisfied customers must be the profitable 

customers. Many companies are working on customer retention and customer lifetime purchases and most of the researches, 

now, links customer patronage behavior to customer loyalty rather than customer satisfaction (Oliver, 1997). There are many 
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factors or variables which mediate the relationship of customer satisfaction and patronage behavior. One study revealed that 

customer’s willingness to pay plays mediating role (Homburg, Koschate, & Hoyer, 2005). Another study showed trust and 

commitment to be a necessary but not a sufficient condition for relationship management and its development (Aurier & 

N'Goala, 2010). But among all the mediators, customer loyalty is considered as the highest level of customer relationship 

(Kim, Lee, & Yoo, 2006). On the basis of these findings, we hypothesize that the customer loyalty plays the role of mediating 

variable between customer satisfaction and customer patronage behavior. 

H1. The impact of customer satisfaction on customer patronage behavior is significantly positive 

H2.  The impact of customer satisfaction on customer patronage behavior is positive, indirect and mediated through 

customer loyalty. 

3. RESEARCH METHODOLOGY 

3.1 Descriptive statistics 

Table 1: Demographic profile of respondent 

Respondent demographic Frequency  % 

Gender (Valid=145)   

Male  31 21.4 

Female  114 78.6 

Age (Valid=145)   

19-21  79 54.5 

22-24 63 43.4 

25-27 3 2.1 

Education (Valid=145)   

Undergraduate  61 56.0 

Graduate 42 38.5 

Post Graduate  6 5.5 

 

We distributed total 150 questionnaires among students of Punjab University, of which we received 145 responses, it 

show high rate of response which is 96.66%. Table 1 shows that in total 145 respondent, frequency of male is 31(21.4%) and 

114 (78.6%) are females. 61(56.0%) respondents are undergraduate, 42 (38.5%) graduate and 6 (5.5%) are post-graduate.  

3.2 Descriptive statistics  

We used questionnaire for this study, containing 12 items. According to table 2, Responses to 12 items vary from one 

to seven on seven point Likert scale. Mean scores of 12 items range from 2.87 to 3.89. And values of standard deviation vary 

from 1.007 to 1.274. In table 2, CS stands for “Customer Satisfaction” and number from CS1 to CS4 depicts question 

numbers of variable customer satisfaction. CL stands for “Customer Loyalty” in table 2, consist of 4 questions. InterS stands 

for “interdependent self construal” (customer patronage behavior) and it also consists of 4 items.  
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Table 2: Descriptive statistics 

Items  N Minimum Maximum Mean Std. Deviation 

CS1 145 1 7 2.87 1.049 

CS2 145 1 6 3.17 1.007 

CS3 145 1 5 2.97 1.054 

CS4 145 1 7 3.09 1.073 

CL1 145 1 7 3.43 1.274 

CL2 145 1 7 3.66 1.271 

CL3 145 1 7 3.26 1.236 

CL4 145 1 7 3.39 1.231 

InterS1 145 1 7 3.89 1.270 

Inters2 145 1 7 3.34 1.210 

InterS3 145 1 7 3.76 1.271 

InterS4 145 1 7 3.62 1.202 

 

 

3.3 Measurements 

There are four measures which have been modified to fit in our research and are adopted by (Ling & Wang, 2006). 

Customer loyalty has been measured using four factors: repeated purchase, positive attitude, expected purchase and 

recommendations, and these factors have been modified to better fit in our study (Ling & Wang, 2006). 

4. ANALYTICAL RESULTS AND DISCUSSION: 

In this chapter, mainly we have two sections. One section is all about the descriptive statistics of our study, gives a clear 

view about demographic characteristics of respondents i.e. calculation of mean and standard deviation of all selected 

variables of study and 2nd section is all about regression analysis and testing the developed hypothesis. 

4.1 Reliability of Measurement 

Reliability is the overall consistency of a measure. A measure is said to have a high reliability if it produces similar 

results under consistent conditions. Cronbach’s alpha performs function of reliability of measurement.  

Table: 3 Cronbach’s Alpha Coefficient 

Construct Valid N Cronbach’s Alpha 

Customer Satisfaction 145 .768 

Customer Loyalty 145 .713 

Customer Patronage 

Behavior 
145 .659 

 

To assess the reliability of measures, we used confirmatory factor analysis (CFA), which showed that the one measure 

can be derived from four measures of customer satisfaction, with the Cronbach’s Alpha coefficient (0.768) which is 

sufficiently significant and should be further analyzed. Similarly, the four measures of customer loyalty can be merged into 

one measure with Cronbach’s Alpha (0.713) which is significant enough for further analysis. Same is the case with customer 

patronage behavior having Cronbach’s Alpha coefficient 0.659. In addition, the value of average variance constructs is more 

than 0.5 in three cases which shows the significant variances among constructs. 

 
Table: 4 Factor Loading Analysis of Variables 

Variables Overall Explanation Degree 

Customer Satisfaction 59.147% 

Customer Loyalty 53.867% 

Customer Patronage Behavior 49.676% 
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To assess the convergent validity, we used exploratory factor analysis by examining the factor loadings. It has two 

criterions for acceptance: 1) individual items loadings must have the values greater than 0.5, and 2) cumulative variance 

contribution must be greater than 0.4 or 40%. As a result, we can see that the constructs have achieved significant values of 

reliability and convergent validity. 

4.2 Common Method Bias 

Variance in measurement methods is usually led by two basic factors i.e. self-reported data collection and logical 

constructs of items (Podsakoff, Mackenzie, Lee, & Podsakoff, 2003). But these variances can be acknowledged. Though 

self-reported data collection method is very popular and commonly used, it is not addressed in all papers (Woszczynski & 

Whitman, 2004). To measure the variances and correlations among customer satisfaction, customer loyalty and customer 

patronage behavior, we conducted Pearson correlation. Table shows the correlations among all the variables and all variables 

show a significant relationship.     

Table: 5 Correlations 

 Customer 

Satisfaction 

Customer  

Loyalty 

Customer 

Patronage 

Behavior 

Customer Satisfaction 1 0.540 0.256 

Customer Loyalty 0.540 1 0.385 

Customer Patronage Behavior 0.256 0.385 1 

 

5. RESULTS 

5.1 Regression analysis  

In statistics, regression analysis is a statistical process for estimating the relationships among variables. It includes many 

techniques for modeling and analyzing several variables, when the focus is on the relationship between a dependent variable 

and one or more independent variables. Regressions analysis help in predicating future events, provide help in decision 

making, identifying errors and give new insights 

 
Table 6 Regression analysis 

Independent Variable 

Dependent variable 

Customer 

Loyalty 

Customer 

Patronage Behavior 

Customer Satisfaction 0.540* 0.385* 

(3.091) 

Customer Loyalty  0.348* 

(3.599) 

 

Regression analysis has been used to determine the effect of Customer Satisfaction on mediating variable Customer 

Loyalty and to determine the effect of mediating variable on Customer Patronage Behavior as shown in table no 6. Results 

show a significant positive effect of customer satisfaction on customer loyalty β = 0.540, and P-value < 0.001. Similarly 

mediator have a positive and significant effect on customer patronage behavior (β = 0.385, P < 0.001). Customer patronage 

behavior also have positive and significant effect on job customer satisfaction (β = 0.348, P < 0.05). So we can say that table 

6 confirms the condition of mediation by means that it says, customer satisfaction has positive and significance effect on 

mediator (customer loyalty) and on dependent variable (customer patronage behavior). Similarly mediator also has a positive 

effect on dependent variable. 

These results justify both the hypotheses H1 and H2. 

6. CONCLUSION 

The objective of this study was to create a CRM value creation chain, which involves customer value and organizational 

value and links it at customer individual level. The effort was conducted in Pakistan, specifically in Punjab University to 

examine the potential impact of factor like customer satisfaction on customer patronage behavior in the presence of customer 
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loyalty, which shows that customer satisfaction has indirect influence of customer patronage behavior and customer loyalty 

has a direct relationship with customer patronage behavior. Customer satisfaction is indirect antecedent to customer 

patronage behavior as the customer loyalty has more strong impact on customer patronage behavior. By focusing on customer 

loyalty, one can increase his business’ revenue and profit margins.  

7. LIMITATIONS AND FUTURE RESEARCH DIRECTIONS  

The theoretical and managerial contributions have to be considered in the observation of the limitations of this research. 

First, our data about customer patronage behavior are self-reported. To know the duration and usage of service more 

precisely, one must obtain users’ actual usage data directly from services providers. This is a committing as well as 

challenging direction for future research. Second, other than self-construal, other factors such as service types and service 

quality could also be important for similar moderating role in the CRM value creation chain. This could be another 

revolutionary direction for future research. Third, our results are based on a limited set of data on mobile data services 

consumption. It has relatively low competition intensity when compared with other industries such as retailing, 

telecommunication, which may decrease the effect of customer’s self-construal in the value chain. In future, different studies 

may compare other industry sectors to verify the results from this study. 
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