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A Study on the Effects of Convergence-type CRM on Relationship
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Abstract  This study was designed to shed light on the influence of CRM strategies on relationship quality
and customer loyalty in Convergence-type Kumdo training clubs. The survey tool used for this research are
questionnaires. The lead-time was achieved over a period of 23 days from 7 July 2014 to July 30th. The
resulting data were processed by means of frequency analysis, exploratory factor analysis, correlation analysis
using SPSS 20.0 program. The findings acquired based on the aforementioned research methods and data
analysis are as follows: First, CRM strategies had significant influences on satisfaction. Second, CRM strategies
had significant influences on some of belief. Third, CRM strategies had not significant influences on
commitment. Fourth, satisfaction and belief had significant influences on attitudinal loyalty and behavioral
loyalty. Fifth, Convergence-type CRM strategies had significant influences on attitudinal loyalty and behavioral loyalty.
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A Study on the Effects of Convergence—type CRM on Relationship Quality and Customer Royalty in Kumdo Club
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