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 Customer satisfaction and service quality is a critical factor in analyzing competitors. 
This will ensure the long-term profits and outpace competitors.Organizations to 
survive, outpace their competitors in the market competition and development in the 
shortest time to identify problems and resolve them to action. Proper implementation 
of customer relationship management (crm) in many organizations to increase 
competitiveness, increasing revenues and reducing operating costs has 
been. Considering the importance of crm, the main objective of this research 
program to improve customer relationship management (crm) in BSI 
Mazandaran. The following literature review articles related to crm, customer 
relationship management systems of different dimensions and elements of the 
banking system has After confirming indicators using factor analysis, crm practice in 
Mazandaran BSI has been studied.Analysis of the gap between customer 
expectations and perceptions of these components are discussed.The key components 
are identified using the matrix topsis importance - performance, ranking the 
importance of each of these components has been determined Optimal planning are 
critical components of crm. In this study, the conclusion was reached that the 
Bank the dimensions of the components of crm is not desirable, and finally the 
results of the research program, Customer Relationship Management (crm) in 
Mazandaran BSI has developed and presented. 
 
 

© 2013 AENSI Publisher All rights reserved. 
 

INTRODUCTION 
 

Today, companies and organizations that operate in customer-focused economy during this period, the 
client is a true market this approach has resulted in overcapacity. So companies need to learn how to focus on 
the production side to focus on the customers property.They consider clients as a financial asset that needs to be 
managed like any other asset and bringing it to its highest efficiency (payne, 2004). 

In addition to developing corporate strategies to attract new customers and existing customers to deal with 
them have sought them also maintain a constant relationship to create. They found that the loss of a customer is 
more than just losing a sale item It means losing the entire stream of purchases that the customer can buy 
products in their lifetime or time period is done [11] (pleases, 2004) 

If properly designed and implemented Customer Relationship Management System is a complete and 
comprehensive understanding of customer leads .Crm allows firms to easily identify profitable customers and 
marketing efforts on customers who will buy from firm Focus. Current client allows firms to better understand 
the interaction, accountability and effective communication with their clients to significantly increase the 
retention rate [14]. 

Crm implementation in many organizations, increasing competitiveness, increasing revenues and reducing 
operating costs has been.Efficient and effective customer relationship management and increase customer 
satisfaction, build customer loyalty and increase customer retention rate is [7].The organization helps crm 
customer loyalty and profitability in the form of repeat purchase, amount of purchase and the purchase of They 
also crm helps organizations to answer these questions: What goods or services to customers is important to us? 
How do you communicate with your customers? [13]. 

Customer relationship management (crm) is a strategy to gain more knowledge about customer needs and 
behavior and can be used with them.Establishing a good relationship with the customer is key to success in 
business. In other words, a way to identify crm customers happy is keeping them into lifelong customers [17]. 

http://www.aensiweb.com/aeb.html�
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In this study, we sought to investigate and determine Vmvlfh different aspects of customer relationship 
management in the banking system, the main components And evaluate the performance and identify key 
customer relationship management in the province BSI The gap between expectations and perceptions of 
customers, and the importance and function of the different components of crm, software optimization 
system Customer relationship management in commercial banks offer. The main objective of this research 
program is to develop efficient customer relationship management (crm) is the BSI. 
 
Theoretical Framework: 

The term stands for customer relationship management or crm customer relationship management system.In 
fact, this system is to collect strategic business practices and our customers' needs and to build stronger 
relationships with their leads .Finally, a strong relationship with clients is the most important key to success in 
any business. (Thuyuyen, 2007). 

Many techniques in customer relationship management (crm) are presented as a set of technologies, but also 
a picture of the crm is incorrect .As a way to better understand crm, it can be regarded as a process that helps us 
various information Customers, sales, marketing effectiveness, activity, speed of response to customer and 
market trends as well as to gather in one place [6]. 

The goal of customer relationship management, enabling the company to provide better service to 
customers through the introduction of automated processes Reliable service and self-service collection and 
processing of personal data and attempts to integrate and automate processes within the company provides 
various services to the customer [2, 20] 

Many call center crm software is used to store customer information. When a customer calls, the system for 
recovery and Store customer information to be handled. Co faster and more efficient customer service as well as 
maintenance 

 The information in one place, trying to get the cost savings will attract new customers [5]. Crm solutions 
allow our customers the service they want to receive communications through multiple channels .For example, 
maybe you have your bank balance without dialogue with the relevant authorities to check the phone, thus 
saving both money and time have [10]. 

It is claimed that by implementing crm process is improved customer service.This approach will facilitate 
communication, either [4, 18] Provide product information, product use information, and technical support 
through web sites that are introduced. 

• Assist in identifying potential problems before the problems. 
• Providing a user-friendly mechanism for registering customer complaints. 
• To provide a fast mechanism for handling problems and complaints. 
• To provide a rapid mechanism for resolving service problems. 
• Identify how to define and design quality in terms of customer service strategy for each customer based 

on his requirements and expectations. 
• Utilizing the Internet for quick customization. 
• To provide a fast mechanism for managing and scheduling maintenance, repair and support. 
• To provide a mechanism for tracking customer contracts with the company and do it in an integrated 

way so that all parts of the contract is clear from the customer's perspective. 
• Crm can be integrated with other systems and accounting and production information provided to 

customers. 
As well as one of the pillars of the importance of customer and highlight the existence of a crm to this 

element, the following reasons can be as Crm needs of organization (the complexity and extent of the activities 
of each organization) raises[15]:  

• Improve Services 
• Customer satisfaction 
• Reduce Costs 
• Contact person, even with millions of customers 
According to research conducted in connection with the features crm, customer relationship management 

features applied (crm) will be as follows: 
• Strong focus on closer and deeper relationship with customers 
• More profitable existing customers than new customers 
• Analysis of customer data for business decisions 
• Effective communication with client-based data into information and Internet Marketing 
• Person to person marketing and database marketing [13]. 
Using Customer Relationship Management system for an organization has many benefits ,A review of the 

research, the benefits of customer relationship management (crm) in an organization can be achieved with 
theVbqa customer satisfaction in a competitive environment, in some cases, may be summarized as follows [1]. 
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• Reduce the cost of marketing and sales 
• Ability to identify customer usage patterns 
• Draw faster and more efficiently and to better understand the needs of their customers 
• Increased customer loyalty to the organization 
• Provision of customer returns 
• Ability to model customer behavior within business units 
• Excellent align scarce resources with strategic solutions for enterprise-wide 
• Ability to develop plans for strategic investment 
Crm implementation steps for the organization that must follow these steps: design and strategy, crm, 

redesign Activities with regard to strategy, crm, business process re-engineering and choosing appropriate 
software [9]. 

The goal of creating customer-oriented business strategies, planning strategies and opportunities for win-
win situations - to win a competitive environment. Implementation of customer-oriented business strategy 
requires changes in how business transactions and the overall structure of the company .In this way, the role of 
parts and units that interact with the customer, it is clear that each unit can be properly to create more value for 
customers. Application redesign and process reengineering activities, with the aim of reducing Customer 
unnecessary costs and increasing customer service levels will be improved. In fact, the processes that have been 
redefined must be able to conduct all activities in a direction that is the focus of these activities is customer 
satisfaction.Reload chain activity in the process must be repeated regularly in the selection Software for 
facilitating the automation of processes is important[16]. 
 
Research Questions: 

In this study, we sought to examine the following four research questions: 
1.Aspects of customer relationship management in the province of BSI are desirable situation? 
2. Between perceptions and expectations of the customers of Bank of Mazandaran province aspects of 

customer relationship management (crm) there is a significant difference? 
3. Customer relationship management is a key component of BSI what province? 
4. Program optimization, customer relationship management (crm) which province is the BSI? 
 

MATERIALS AND METHODS 
 
The aim of this study was applied to collect descriptive information (analysis - a survey) is.The population 

of the province is investigating the export of bank customers.To determines the sample size and the population 
variance are unknown and sample size of 170 was calculated using the following equation: 

 
The questionnaire was designed to study the papers and literature review, 54 criteria were defined customer 

relationship management in the banking system.Based on the indicators, and 2 questionnaires were prepared. 1 
A questionnaire to gather feedback on customer expectationsThe bank will pay its customer relationship 
management and customer perceptions of the situation in BSI Customer Relationship Management 2 were 
collected by questionnaire .Alpha test questionnaire survey was conducted to measure.Note that the alpha 
coefficient was calculated 𝜶 =0.921 to be greater than 0.65, this means that an acceptable level of reliability in 
the research questionnaire. Factor analysis was used to determine the validity of the questionnaire is to 
determine the number of times the three indicators, questionnaires were distributed. Questionnaire data were 
analyzed using SPSS software is located. 
 
Results: 

The result of factor analysis to confirm the validity of the questionnaire is shown in Table 1. The results 
suggest that the debate (1) kmo> = 0.9 as it is a question of validity. After factor analysis, 47 of the 54 primary 
indicators and these indicators confirm the 5 categories are based on varimax rotation. The five dimensions of 
research topics needed (after a 13-component), understanding (the two with 5 components), flexibility (the three 
components 7), customer orientation (after four to 12 components) and loyalty (After five to 10 components) 
has been determined that the final matrix of varimax rotation and five dimensions is given in Table 2. 
 
Table 1: Indicators of the Bartlett test and questionnaire kmo 

KMO 0.903 
Bartlett test Amount test 512.1 

Significance level 0.0001 
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Table 2: Finalresultsofmatrixvarimaxrotation 
Index Then1 Then2 Then3 Then 4 Then 5  Index  Then1 Then2 Then3 Then 4 Then 5 

1 0.727      25  0.808    
2     0.821  26  0.714    
3 0.724      27    0.752  
4  0.690     28    0.722  
5  0.812     29     0.691 
6 0.702      30     0.754 
7 0.819      31     0.732 
8    0.769   32     0.840 
9    0.780   33     0.719 

10   0.733    34    0.838  
11  0.850     35    0.767  
12     0.753  36    0.811  
13    0.861   37 0.613     
14    0.880   38   0.729   
15    0.678   39 0.705     
16 0.743      40 0.841     
17   0.612    41 0.727     
18    0.804   42 0.821     
19    0.811   43   0.724   
20  0.885     44     0.690 
21 0.651      45   0.812   
22 0.844      46     0.702 
23  0.699     47 0.819     
24     0.737        

 
Data Analysis 
To investigate the first research question, the following hypotheses were formulated and tested: 
Hypothesis 1-1: After the Bank of understanding customer needs is a desirable situation. 
Hypothesis 1-2: After understanding the Bank's situation is desirable. 
Hypothesis 1-3: After the Bank of flexibility is desirable situation. 
Hypothesis 1-4: The customer is central to the Bank of sense. 
Hypothesis 1-5: After the Fidelity Bank is a desirable situation. 
To examine the hypothesis 1.1, the statistical hypothesis was designed to be a one-sided t-test - Student, 

hypothesis testing is done. The findings emerged from this test are shown in Table 3. 
Bank branches need to know the status of the province is not desirable.𝑯𝑯𝟎𝟎:𝝁𝝁 ≤ 𝟒𝟒 
Bank branches need to know the status of the province is desirable.𝑯𝑯𝟏𝟏:𝝁𝝁 > 4 

 
Table 3: Results ofhypothesesderived from1-1 

Decision making Teststatistic Degrees of freedom Significance level Hypothesis 
ApplyH0 49.820 - 182 0.000 1-1 

 
Table 3 shows the results at 95% confidence level, the hypothesis 1-1 is supported and this means that the 

95% significance level, the consumer's perspective BSI, the situation is not desirable to know the need in the 
bank are.A similar hypothesis tests for hypotheses 1-2, 1-3, 1-4 and 1-5 have been carried out, the results can be 
seen in Table 4. 
 
Table 4: Results ofhypothesis testinghypotheses1-2to1-5 

Decision making Teststatistic Degrees of freedom Significance level Hypothesis 
ApplyH0 1.470 - 182 0.128 2-1 
ApplyH0 13.267 - 182 0.000 3-1 
ApplyH0 25.381 - 182 0.272 4-1 
ApplyH0 17.410 - 182 0.000 5-1 

 
Table 4 shows the results at 95% confidence level, all hypotheses are confirmed, it means that the 95% 

significance level, the consumer's perspective BSI, Status of understanding, flexibility, customer orientation and 
loyalty The bank is also not desirable. 
 
Gap Analysis: 

As shown in the previous step 1-1 to 1-5, the results suggest that different aspects of customer relationship 
management, the Bank are not a desirable situation. Thus the gap between expectations and perceptions of 
customers, we will continue to try to determine whether the conditions are bad aspects or their importance is 
low.In order to examine the second research question, we examined the following five hypotheses: 
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Hypothesis 2-1: The customer needs to understand the expectations and perceptions of customers of the 
Bank; there is no significant difference in Mazandaran province. 

Hypothesis 2-2: After a mutual understanding between customer expectations and perceptions, there is no 
significant difference in BSI province. 

Hypothesis 2-3: between expectations and perceptions of customers of the Bank flexibility province there 
are significant differences. 

Hypothesis 2-4: between customer expectations and perceptions of customers from the central bank, there is 
no significant export province. 

Hypothesis 2-5: between expectations and perceptions of customers' loyalty, then there is no significant 
difference in BSI province. 

To investigate these hypotheses, statistical assumptions, such as Aceh, has been developed under the 
assumption 2.1, is considered. 

Between expectations and perceptions of customers of the Bank need not be significant.𝑯𝑯𝟎𝟎:𝝁𝝁𝟏𝟏 = 𝝁𝝁𝟐𝟐 
Between expectations and perceptions of customers of the Bank requires that there are significant 

differences.𝑯𝑯𝟏𝟏:𝝁𝝁𝟏𝟏 ≠ 𝝁𝝁𝟐𝟐 
To test this hypothesis, two sample mean comparison test (independent-sample t test) has been used for the 

findings is shown in Table 5. 
 
Table 5: Results obtainedfor testing hypotheses2-1to2-5 

Decision making The differencein 
average 

Teststatistic Degrees of freedom Significance 
level 

Hypothesis 

Significantdifferences 1.993 - 26.244 - 364 0.000 1-2 
Significantdifferences 1.532 - 10.045 -  364 0.000 2-2 
Significantdifferences 2.282 - 18.380 - 364 0.000 3-2 
Significantdifferences 2.678 - 27.320 - 364 0.000 4-2 
Significantdifferences 1.916 - 23.729 - 364 0.000 5-2 

 
Results of the 5 dimensions of customer expectations and perceptions of customer relationship management 

in the Bank, stating that the gap between the expectations and perceptions of these dimensions at 95% 
there.Expectations and perceptions of the dimensions of the components of mean comparison using Mann - 
Whitney are given in Tables 9,8,7,6 and 10. 
 
Table 6: Results of the components required 

Component Teststatistic Significance level Decision making 
CRM1 : Understanding of key customer needs through 
continuous learning process 

2.262 0.024 Significantdifferences 

CRM2: Provide fast service to customers 3.460 0.001 Significantdifferences 
CRM3 : Understanding the close relationship with their 
customers 

3.506 0.000 Significantdifferences 

CRM4 : The use of computer technology to create the perfect 
service to customers 

3.332 0.001 Significantdifferences 

CRM5 : Rapid correction services when customers request 3.818 0.000 Significantdifferences 
CRM6 : Clear objectives related to customer satisfaction  2.639 0.008 Significantdifferences 
CRM7 : Different behavior for each of the key customers of 
the bank, according to his needs 

2.691 0.007 Significantdifferences 

CRM8 : Bank staff are not too busy to respond quickly to 
customer demands 

1.892 0.058 Not statistically significant 
 

CRM9 : Defined process to identify key customers  3.332 0.001 Significantdifferences 
CRM10 : There are detailed plans and strategies for key 
customers 

3.460 0.001 Significantdifferences 

CRM11 : There are detailed plans and strategies for key 
customers 

1.333 - 0.183 Not statistically significant 
 

CRM12 : There are detailed plans and strategies for key 
customers  

3.460 - 0.001 Significantdifferences 

CRM13 : There are detailed plans and strategies for key 
customers 

3.076 - 0.002 Significantdifferences 

 
Table 7: Results of the elements of understanding 

Component Teststatistic Significance level Decision making 
CRM14 : Create a process for two-way communication 
with customers 

2.418 0.016 Significantdifferences 

CRM15 : Internal environment for banks to meet 
customer needs 

1.199 0.230 Not statistically significant 
 

CRM16 : Subscribe to all bank employees to satisfy 
customers 

3.109 0.002 Significantdifferences 

CRM17 : Share detailed information about customer 
needs among staff 

1.602 0.109 Not statistically significant 
 

CRM18 : Bank employees' behavior carefully Customer 3.845 0.000 Significantdifferences 
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Table 8: Results of the flexible component 
Component Teststatistic Significance level Decision making 
CRM19 : Create a comprehensive database about customers  3.315 - 0.002 Significantdifferences 
CRM20 : People who are skilled in sales and marketing 
database 

3.109 - 0.002 Significantdifferences 

CRM21: Effort to better understand the needs of bank 
customers 

1.688 - 0.091 Not statistically significant 
 

CRM22 : Bank staff are trained in customer relationship  0.255 - 0.799 Not statistically significant 
 

CRM23 : The precise knowledge of the exact time services to 
their customers 

3.710 - 0.000 Significantdifferences 

CRM24 : Strive for customer loyalty in different ways  3.973 - 0.000 Significantdifferences 
CRM25 : All procedures for documenting customer 
relationship 

3.724 - 0.000 Significantdifferences 

 
Table 9: Results of the components of customer orientation 

Component Teststatistic Significance level Decision making 
CRM26: Attention of senior management, customer relationship 
management as an essential 

3.178 - 0.001 Significantdifferences 

CRM27 : Customer satisfaction is assessed periodically by the 
Bank 

3.770 - 0.000 Significantdifferences 

CRM28 :Bank's commitment to provide timely 2.298 - 0.022 Significantdifferences 
CRM29 : Different banking services to enhance customer 
satisfaction for each 

3.845 - 0.000 Significantdifferences 

CRM30: Mechanisms to translate customer requirements into 
detailed implementation rules 

3.436 - 0.001 Significantdifferences 

CRM31 : Customers using the bank key in design of services 4.243 - 0.000 Significantdifferences 
CRM32 :There are strict standards for the monitoring process of 
customer relationship 

3.796 - 0.000 Significantdifferences 

CRM33 :Useful exchange of information with key customers 3.135 - 0.002 Significantdifferences 
CRM34 :Define the responsibilities of the customer relationship, 
for each employee 

3.770 - 0.000 Significantdifferences 

CRM35 : Employee performance evaluation is based on 
continuous customer satisfaction 

3.178 - 0.000 Significantdifferences 

CRM36 :Simply use the online services for the convenience of 
customers 

3.770 - 0.001 Significantdifferences 

CRM37 : High tendency of employees to solve customer 
problems 

2.298 - 0.002 Significantdifferences 

 
Table 10: Results of the elements of loyalty 

Component Teststatistic Significance level Decision making 
CRM38 : The bank's customers to maintain long-term 
competitive advantage through 

3.376 0.001 Significantdifferences 

CRM39 : To manage the relationship with customers by bank 
staff trained 

3.770 0.000 Significantdifferences 

CRM40 : Time and resources to maximize the value of 
customer service to the client that the client is 

3.973 0.000 Significantdifferences 

CRM41 : The organization believes that having accurate 
information about customers is a competitive advantage 

1.666 0.096 Not statistically significant 
 

CRM42 : Continuous training for bank employees about 
customer satisfaction 

3.332 0.001 Significantdifferences 

CRM43 : One of the first bank customer satisfaction and 
profits  

2.203 0.001 Significantdifferences 

CRM44 : Priorities to different customers based on their 
interactions with banks 

3.109 0.002 Significantdifferences 

CRM45 : Bank's senior management spends a lot of time with 
key customers 

2.691 0.007 Significantdifferences 

CRM46 : Investment relationship with each customer based on 
customer value 

1.666 0.096 Not statistically significant 
 

CRM47: New information about bank customers to be 
completely up to them to provide better service. 

2.639 0.008 Significantdifferences 

 
As the results of the Mann - Whitney shows the components of the knowledge required, only the 

expectations And customer perceptions of the two components crm11 crm8 and no significant difference is 
observed between the other components. The study suggests that understanding the components of the five 
components, the only significant difference between the two components crm15 and crm17 between 
expectations and perceptions of customers were not observed. Among the seven components and the flexibility 
of only two components crm21 crm22 significant gap exists. The results of the Mann - Whitney implies that all 
the components of customer orientation, a significant gap between expectations and perceptions of customers 
are found.Among the components of loyalty, except crm41 two components and the remaining components 
crm46 significant gap between expectations and perceptions of customers there.A key component of customer 
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relationship management With the above analysis, we reach the conclusion that in all five components, a 
significant gap exists between expectations and perceptions of customers. To answer the research question (3) 
and determine the key components of customer relationship management in the Bank, after determining the And 
the current status of the Matrix - performance, high importance and low performance components that have been 
identified Thus, the most important factor in improving customer relationship management process is defined. 

Customer relationship management priorities and identify key components of critical components  
The technique topsis priorities set by each of the key components in the pre-specifiedAnd is also the critical 

component. The components that need further attention to improve Customer relationship management systems 
are defined and ultimately improve customer relationship management program developed by the BSI. The 
results of the ranking of the key components of a comprehensive Customer Relationship Management at Bank 
topsis technique is depicted in Table 11. 
 
Table 11: Results of the ranking component using topsis 

Dimension Rank Index Distance to the negative ideal Distance to the positive ideal 
 

cci 

 
 
 
 
Recognizing the need 

1 CRM13 0.357 0.643 0.357 
2 CRM9 0.341 0.659 0.341 
3 CRM12 0.336 0.664 0.336 
4 CRM10 0.332 0.668 0.332 
5 CRM5 0.305 0.695 0.305 
6 CRM3 0.294 0.706 0.294 
7 CRM7 0.243 0.757 0.243 
8 CRM1 0.239 0.761 0.239 
9 CRM6 0.238 0.762 0.238 

 
Undersctanding 

1 CRM14 0.767 0.233 0.767 
2 CRM18 0.642 0.358 0.642 

 
 
Flexibility 

1 CRM25 0.537 0.463 0.537 
2 CRM24 0.535 0.465 0.535 
3 CRM23 0.475 0.525 0.475 
4 CRM19 0.448 0.552 0.448 

 
 
 
 
Customer orientation 

1 CRM35 0.545 0.455 0.545 
2 CRM34 0.355 0.645 0.355 
3 CRM31 0.344 0.656 0.344 
4 CRM32 0.299 0.701 0.299 
5 CRM26 0.295 0.705 0.295 
6 CRM29 0.289 0.711 0.289 
7 CRM30 0.279 0.721 0.279 
8 CRM33 0.247 0.753 0.247 
9 CRM27 0.245 0.755 0.245 

 
 
Loyalty 

1 CRM47 0.437 0.563 0.437 
2 CRM39 0.384 0.616 0.384 
3 CRM42 0.365 0.635 0.365 
4 CRM44 0.351 0.649 0.351 
5 CRM40 0.345 0.655 0.345 
6 CRM45 0.337 0.663 0.337 

 
So based on the above results, a critical component of customer relationship management process needs to 

be recognized in later cases and crm9 crm13 as possible. Crm14 critical component is the component of mutual 
understanding. 

In addition crm25, in the flexibility as a critical component detected. Crm35 and crm34 into two 
components as critical elements of customer orientation, we considered the results according to Table 10, a 
critical component in the component crm47 then consider loyalty. 

To determine the degree of importance of each of the five dimensions of customer relationship management 
in the Bank, ranking techniques using topsis this aspect is dealt with. The resulting rankings are shown in Table 
12. 
 
Table 12: Ranking of customer relationship management using techniques topsis 

Rank Index Distance to the negative ideal Distance to the positive ideal 
 

cci 

1 Customer orientation 0.513 0.487 0.513 
2 Flexibility 0.466 0.534 0.466 
3 Recognizing the need 0.440 0.560 0.440 
4 Loyalty 0.416 0.584 0.416 
5 Undersctanding 0.391 0.609 0.391 
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All results obtained in this study is based on different aspects and components of customer relationship 
management (crm) in bank Exports priority areas and aspects of the customer relationship management process 
is used to optimize the BSI were determined. 
 
Conclusions: 

The main objective of this research program to improve customer relationship management (crm) in the 
province of BSI. Therefore, after determining the different components of crm in banking system, the Bank 
performance in all aspects of relationship management Customer studied and it was concluded that the situation 
in the various aspects of the bank's performance is not satisfactory.The difference between the perceptions and 
expectations of the different components of customer relationship management customers have paid and the 
result wasBetween perceptions and expectations of the customers of the 47 components of customer relationship 
management in BSI province, except 

 In 8 dimensions, there are significant differences in the other components. The importance of the matrix - 
the performance of key components  Customers who have a very important component of the BSI has 
performed poorly paid and Finally, a ranking of the key components to identify critical components 
achieved.Finally, taking into account all the results obtained in this study, the optimum program crm province 
established the Bank.Based on the results of critical components that need more attention to improve customer 
relationship management are Include a detailed system of customer feedback and act on it, there is a defined 
process for identifying customers Key, create a process for two-way communication with customers, customer 
behavior carefully all bank employees, documenting all Procedures for communicating with customers, 
employees continually evaluate performance based on customer satisfaction, customer relationship and to define 
the responsibilities of the new information about bank customers. 

Therefore, based on the results of this study appear to be necessary for the bank's senior management based 
on priorities set byFor dimensions and factors related to these factors Nmyand attention paid to the proper 
implementation of customer relationship management The bank provides its customers greater satisfaction and 
thus The progress and success of the Bank and to the Bank to benefit from the advantages of implementing the 
program, crm. 
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