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Abstract: This research is about evaluation of Customer Relationship Management (CRM) selection criteria for construction industry in 

Turkey. It is difficult to implement CRM in construction industry because of its characteristics specifications like transactions and operations 

volume both in customer and company site. Therefore CRM selection is also as important as CRM implementation. The aim of this research 

is to evaluate the criteria for CRM selection and then determine the weights of the chosen criteria. The method is going to be Analytic 

Hierarchy Process (AHP). 

Keywords: ANALYTIC HIERARCHY PROCESS, MOBILE CUSTOMER RELATIONSHIP MANAGEMENT 

 

1. Introduction 

The topic intended in this study is the Mobile Customer 

Relationship Management (mCRM), but we cannot proceed without 

understanding Customer Relationship Management (CRM) as the 

basics. The main aim of every organization is to acquire new 

customers, keep them and increase their number [1]. As new 

companies enter into new market they push away the existing ones 

by weakening their customer base. This is a very big challenge to 

the old companies and also a challenge for the new companies. The 

increasing competition in market has caused customer relationship 

management to be the leading agenda in most companies [2].  

Customer relationship management isn’t just a system that 

provides organizations with information about their customers but 

rather it is a way to know how organizations interact with their 

customers [3].  

Companies regardless of the size, be it small or big, have 

chosen to utilize the opportunities the new technologies offer to 

captivate individual customers [2]. With large number of 3-G and 4-

G smartphones sales in the past 8 years, it has become a necessity 

for any organization that wants to succeed to adopt the mobile 

customer relationship management. [4] stated that over 968 million 

smartphones sales in 2013, which is an increase from the previous 

year with a 42.3 percent. In 2014, it was recorded that 1.2 billion 

smartphones sales, an increase of 28.4 percent from the previous 

year [5]. And in 2015 1.4 billion smartphones sales was recorded 

[11].  

These Improvements in technologies have caused a different 

approach in the retail sector, how they conduct and manage 

businesses to make it easier for customers [6] and [7] explain that 

the coming of mCRM as a tool in the form of text messaging has 

given companies a chance to have distinct one-on-one relationships 

with their customers. A prove of this statement is a research that 

was made in 2013, which showed that adverts in mobile devices had 

grown up to 75%. 

 

2. Research Aim 

Many CRM selection research studies have determined several 

selection criteria for CRM selections. These studies, however, 

discussed the selection criteria from different prospective and in 

different contexts. 

The aim of this study is determine weights of the CRM 

selection criteria for construction industry. Since construction 

industry is a complex one, CRM selection criteria is going to be 

same as others but weights may differ 

 

3. M CRM, Benefits and Selection 

The breakthrough of CRM has caused a lot to see its importance 

and since then there have been many definitions of CRM. There is 

no agreed, comprehensible, explicit and direct definition of CRM 

because there are still many discussions in academic literature on 

what CRM precisely refers to [8] . 

Since CRM does not depend on its technological aspects only, 

rather it has many other aspects; so many definitions could come 

about it. [9] explain that CRM weighs heavily on users at all stages 

regardless, whether it is in the organization, business partners or 

customers. This also gives us an idea that truly many definitions 

could come about from any of the sectors as these sectors have wide 

scopes. [10] states that these kind of systems affect enterprise 

functions such as customer retention, product planning, parts 

purchasing, sales forecasting, product allocation, etc. So it actually 

depends on which or from what aspect a person would tend to 

define CRM.  

Furthermore [8] explains that CRM are of four different types 

namely, operational, collaborative, strategic and analytical. He 

explained that scholars may come up with different definitions 

depending on which of these four CRM he/she may try to derive the 

meaning of CRM from. This is one of the main reasons scholars 

have different definitions.  

From these definitions we see and we should agree that the 

common and most important goals and key items in CRM are as 

follows. 

• Is to recognize the customers 

• Acquire new customers 

• Satisfy the customer needs 

• Retain the profitable customers 

 

In today’s fast growing business and also with the competitive 

market growing rapidly, CRM is vital and necessary [8], [9] and 

[10] states that CRM has both external and internal benefits. 

[11] explains the benefits of CRM as follows 

• CRM helps companies to better interact with their 

customers because of the foreseen and near accurate data they have 

of their customers. And companies provide a system that follows 

and communicate with their customers regularly. 

• CRM enables companies to have a better understanding of 

their customers, as of how customers deal from their purchase 

funnel to their sales. 

• It also assists companies from letting their customers to 

get lost or be forgotten through lost leads. 

• CRM helps companies to know what are the risks or what 

is trending and opportunities. These attributes that could pass 

without anyone noticing and taking advantage of. 

Mobile customer relationship management is a kind of customer 

relationship application that is made to deal with executions, 

operations and it should be assessed through the mobile platform. 
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It was predicted by Gartner (2014) that in 2014, the use of 

mobile internet would overtake desktop internet usage. [4] predicted 

that mobile CRM apps would grow by 500%. In some places, 

already mobile traffic has grown to and has surpassed desktop 

traffic. Research shows that in Europe less than 34% percent 

companies are using the mobile CRM. 

[4] also stated that the shipment of PC had declined in the third 

quarter of 2013, and this is not only the case but rather it has been 

dropping throughout the 2013 quarters. 

[12] states that there are six advantages of mCRM 

• Increase sales values growth 

• Reduce sales cycles 

• Increase cash flows speed 

• Gather information at the source 

• Increase productivity 

• Enhance insight 

 

Mobile medium have no comparative alternative in the case of a 

continuing dialogue between companies and customers). It is a 

power powerful opportunity to reach customers, by giving various 

ways for companies to plan and implement more advanced way to 

communicate with their customers. They also allow high-speed 

message delivery, high retention and low cost. 

According to [13] CRM give users the following benefits 

• It allows users have the latest and correct information to 

their customers. 

• Users have a lot of peace, in the sense that they expect 

few or no calls at all as they have availability of real time access 

and information. 

• Sales people can manage a lot of things easily, they can 

manage things online everywhere and anytime. 

Mobile CRM has lots of benefits but the most important fields 

were mCRM has its most influence are in; sales productivity, CRM 

user adoption, sales effectiveness, timelier follow-up of leads or 

improved lead conversion rates, gaining a competitive edge and 

reducing the cost associated with sales staff turnover 

[13] explains that if you want to succeed when using mCRM 

then the best thing is to start by listing what necessary things you 

want to achieve. It is important then to have a close view at these 

few points. 

• Internal buy-in – Since the sales teams are the people that 

would use your mobile application, then must get internal buy-in 

from sales force before you decide on implementing a CRM 

application. And to achieve that you need to have external-in house 

training on how to use the application. 

• Provide the device – It is important that one should 

provide the device to your sales force free. In summary you need 

them and they go mostly for the free and the best. Providing the 

device and also include the pre-installed application. 

• Mobile app usability – Though it is almost impossible to 

give the sales force a perfect usage without accessing their desktop, 

one should try his outmost best to provide the essentials like email, 

scheduling a meeting, updating contact information, etc.  

 

[14] also gave some tips on how to succeed and they are as 

follows 

• Start with use cases – A sales person has lots of use cases 

and they are in different forms depending on value, while the 

contact center use cases are very few.  

• Consider ERP integration – Mobile CRM users have a 

richer data experience when they have or use CRM systems that 

have tight integration with ERP applications. “Enterprise resource 

planning (ERP) is a business process management software that 

allows an organization to use a system of integrated applications to 

manage the business and automat many back office functions 

related to technology, service and human resources”  

• Use the mobile devices unique capabilities – To lure more 

users, it is important that you use the unique qualities that are found 

only mobile and not in desktops. Such unique capabilities like a 

touch screen navigation and geo-positioning. 

• Focus on the user experience – It is a well-known fact that 

the PC and mobility operation should not be the same. You should 

provide the users with an easier way to see and use things. Most 

users are okay with a context form of view. One should make 

information entry as automatic as it could be and the keystrokes 

should be minimized. 

 

3. Methodology 

This study is about determining the weights of mCRM selection 

criteria. In order to determine the mCRM selection criteria,  a 

survey was conducted on industry experts. After that the first four 

has been taken as selection criteria which are: Quality, Cost, IT 

Convenience, Cross Culture. 

Analytic Hierarchy Process is used in this study, which is one of 

the multi criteria decision making methods that proposed by T.L. 

Saaty in 1977. The analytic hierarchy process (AHP) is a 

decomposition multiple-attribute decision making (MADM) 

method. It was developed by Saaty [15] (1977), who proposed a 

method that can represent human decision making process and help 

to achieve better judgments based on hierarchy, pair-wise 

comparisons, judgment scales, allocation of criteria weights and 

selection of the best alternative from a finite number of variants by 

calculation of their utility functions [16]. 

AHP method has 4 main steps to apply. Process of normal AHP 

is generated as follows; 

1. Representation of structure by a hierarchy. 

2. Paired comparison between elements at each level. 

3. Calculations of weight at each level. 

4. Priority of an alternative by a composition of weights 

[17]. 

The second step of AHP is pairwise comparison of criteria. 

There is a table that contains priority scale for the alternatives. This 

table was generated by Saaty who developed AHP method. Pairwise 

comparison table should be used by decision-maker to compare 

alternatives. 

 

Table 1: Pairwise Comparison Scale [15]. 

Importance Explanation 

1 

Two criterion contribute equally to the 

objective 

3 

Experience and judgement slightly favor one 

over another 

5 

Experience and judgment strongly favor one 

over another 

7 

Criterion is strongly favored and its 

dominance is demonstrated in practice 

9 

Importance of one over another affirmed on 

the highest possible order 

2,4,6,8 

Used to represent compromise between the 

priorities listed above 
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The third step of AHP is about calculation of weight for each 

level. The weights of the elements, which represent grade of 

importance among each element, are calculated from the pairwise 

comparison matrix. Firstly, values on each column of matrix are 

summed and then, each value of the column is divided by 

summation of matrix column. The results will give us the weight for 

each level. The calculation of consistency ratio is also done in the 

third step. 

In order to apply the AHP methodology for determining the 

weights of mCRM selection criteria a AHP survey was conducted 

among the experts. After calculating the geometric mean of the 

results and checking the consistency of the results the weights are 

founded as follows: 

 

Table 2: mCRM Selection Criteria Weights 

Criteria W 

Quality 0.13 

Cost 0.50 

IT Convenience 0.28 

Cross Culture 0.09 

 

Consistency Index CI  0.0170 

Consistency Ratio CR  0.0188 

 

Since CR is smaller than 0,1 the results are consistent. 

 

According to Table 2 cost and IT Convenience are the most 

important criteria among others. Quality is more important than 

Cross Culture. 

It is specific in construction industry that there is a tough 

competition among companies in order to finish the current projects 

and take new ones. It is inevitable to be unsuccessful in 

implementation of the mCRM project. Therefore, almost 80% of the 

weight is from cost and IT convenience. If any mCRM vendor that 

could not satisfy those needs, then mCRM Construction industry 

project is going to fail 

 

3. Conclusion 

In fact construction industry is a challenging one for mCRM 

implementation because of its structure, complexity, volumes and 

so on. In such industries, selection of the CRM is as hard as 

implementing it.  The aim of this study is just determining the 

selection criteria and weighting them. The result is different from a 

defense industry or strategic one case because quality  is in the third 

place and cross culture in the last one. Although the weights of the 

criteria differ from strategic sectors  it is so common in this case 

because of the competitiveness of the industry cost is really a vital 

parameter. 
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