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Abstract

1.0 Abstract

Over the years, researchers have proven that there is a growth of Customer
Relationship Management (CRM) software usage among the companies and
organisations from all over the world. CRM software is a technology used by many
companies to improve their relationships with their customers and their business
performances. Recently, there is a new updated version of the software called
SubscriberCRM. ASTP, the leading European knowledge transfer association is one
of the companies that use CRM software to manage their membership management
process. There are many other sub-companies or sub-clients involved in this study.
These companies also use the software to manage memberships. The aim of this
research is to investigate the effectiveness of SubscriberCRM to improve all clients’
membership management process with the features available within the tool. In order
to do so, following sub-questions were developed. The sub-questions include the
investigation of staff members’ experiences of using the SubscriberCRM software, the
advantages of SubscriberCRM and the disadvantages of the software. This research
included a mixed method approach. To answer research questions and sub-questions,
semi-structured interviews were conducted with five ASTP’s staff members obtained
by Convenience Sampling. In addition, online questionnaires were given to the sub-
clients to gather more information. Findings of this study were analysed using
adaptation of Ang and Buttle (2006)'s CRM software performance ROl model. In
general, the findings showed that SubscriberCRM satisfies ASTP staff members and
provides a lot of advantages. SubscriberCRM does aid ASTP’s membership
management process. This research is useful especially to other event companies
especially non-profit associations that can benefit from using the software to manage

membership processes.

Keywords: CRM; SubscriberCRM software; Membership Management Process; Staff

Members’ Satisfaction; Software Performance
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Introduction and Background of Study

2.0 Introduction and Background of Study

This chapter provides the brief introduction of the study, introduction of the client or
the company which the research was developed, problem statements, the aim as well
as the purpose of this study. This research study as a whole belongs to the

communication field.

To begin with, CRM stands for Customer Relationship Management. It is a technology
used by many organisations to improve business relationships. It helps organisations

stay connected to customers, streamlines processes, and improves profitability.

Referring to the past studies, the CRM tool was not used widely by many companies.
According to Ang and Buttle (2006), their research showed less than 40% of
companies in Australia used CRM software. However, years after that, many
researchers have found out that companies around the world have been using this
tool to aid their customer management process. This can be proven by research
papers done in the past. One of them is the study by Sulaiman, Baharum and Ridzuan
(2014) on CRM strategies practices in Malaysia retailers. The second example of
study is by Pohludka and Stverkova (2019) on CRM implementation for small- and
medium-sized enterprises. The third research study is a work in progress by Andrea
and Enrico on implementing and using CRM to handle business relationships:

organizational effects in an Italian company.

Other than helping to ease the customer management process, companies used this
tool to retain their customers too. “When it is used, the software is more commonly
deployed for customer retention and customer development purposes. It is less
extensively used to support customer acquisition, but when this does happen it results

in more cost-effective marketing campaigns. Companies that do employ CRM
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software are generally satisfied with their return on investment (ROI) from the

software” (Ang and Buttle, 2006, p.4). Similar to statements made by Sulaiman,
Baharum and Ridzuan (2014), the relationship between the retailers and customers,
clients or participants is crucial for companies or organisations to grow in any
economic circumstances. It is also important in order to make sure that customers
receive great services and products. Hence, this shows that CRM tools are practiced
to develop a strong relationship with customers. This will hopefully guarantee loyal
customers and subsequently increase companies’ profits regardless of economic

condition.

According to Siu (2016), as explained in Pohludka and Stverkova (2019, p.2) study, in
general, prior studies have found a positive relationship between the application of
CRM systems and tools and the companies’ performances. The implementation of

CRM gives business a long-term sustainability.

Recently, CRM tools have a new updated version called SubscriberCRM software. In
recent years, companies such as our main client for this study, Association of
European Science & Technology Transfer Professionals (ASTP) has updated their
CRM tool to SubscriberCRM. SubscriberCRM functions like their old tool called King
Business System, but it provides a lot more updated and useful features. These
include the ability to update databases automatically on customers’ or participants’
registrations, as well as the ability to view their membership validity. On the other hand,
it also can make it easier for the finance department to check the payment availability
to each ASTP member because everything that is stored in the software will
synchronize with the company’s account. Generally, ASTP is a small-knit association
with a large number of member’s data. Therefore, to overcome this problem and to
maintain relationships with their members, ASTP invested in SubscriberCRM. There
are more sub-clients for this study which implemented SubscriberCRM for their
organisations. Since the tool is rather new, not many organisations have implemented
it. These sub-clients are useful to support the findings of this study, as well as providing

extra information for the discussions of this study.

1y e
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The SubscriberCRM.co.uk website states that “this software is suitable for member-

based organisations, including charities, fundraisers, NFPs, Institutes and
Associations, managing and sustaining relationships with members is imperative. By
engaging with, understanding and keeping in touch with existing members, such
organisations promote themselves and thereby retain and attract more members.
SubscriberCRM is a one stop CRM software solution to help organisations grow and
succeed through better customer relationship management” (n.d.). Hence, to further
unwrap the abilities of this software, the literature for this study will elaborate the

software in detail.

2.1 The Client

2.1.1 Main Client

ASTP stands for Association of European Science & Technology Transfer
Professionals. It is a European non-profit association for professionals involved in
knowledge transfer among universities and industries. “ASTP is the European
professional association for Knowledge Transfer (KT) professionals, that was
established in the year 2000 by a group of leading practitioners” (astp.4kt.eu, 2017,
n.p). ASTP is a part of a global association called the Association Technology Transfer
Professionals (ATTP). This global association provides standards and procedures to
increase quality in the education of knowledge transfer professionals. Furthermore, it
is also an accreditation system which recognises the education provided not only in
Europe but internationally.

Based on ASTP’s website, astp4kt.eu, (2019), the purpose of ASTP is to enhance the
impact of research on society and the economy. They do it by promoting and
professionalising knowledge transfer practice via courses online or in-person.
Examples of these courses are conferences, training courses, master classes and site

visits. ASTP has a vision of being the leading knowledge transfer association in the
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world. Their motto is “We strive to initiate, inspire, involve, and influence individuals

and collectives".

In addition, since ASTP is a customer-based profit association, it focuses on the
interest of their members in innovation and technology transfer policies. To be clear,
ASTP members are their stakeholders. ASTP collects and publishes data, success

stories and other information relevant to the knowledge transfer field to them.

Since the study is focused on the membership management process, the researcher
thinks that it is good to look into ASTP memberships. This can give a little background
knowledge on the situation of their memberships processes. Quoting personally from
Anuar Shafiei (2019), “ASTP has 900+ members across Europe from different
technology transfer organisations and beyond. It is a major training organisation for
professionals in the field. ASTP holds training courses and conferences in a different
European city, attended by people from across the world; it has become the sector’s
primary networking event in Europe”. To understand in depth this matter, there are

several types of ASTP membership:

e Individual Full Membership

Individual Full Membership for countries with official price level index below 80

Individual Associate Membership
Student Full Membership

Group Individual Full Membership

The fees for these memberships are ranging from €60 - €250 per year. One of the
benefits of joining these memberships is members are able to get full access to the
ASTP website and all its information. Other than that, members can obtain discounts

for ASTP training courses and conferences.

2.1.2 Sub-Clients

As mentioned in the introduction, sub-clients for this study will provide support and

give more information on the effectiveness of SubscriberCRM in membership

5
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management processes. There are several lists of associations that use

SubscriberCRM for membership management. These associations are involved in this
research. They are Musicians’ Union, Royal Signals Benevolent Fund, Royal Forestry
Society, Institute of Medical Ethics, Royal Philatelic Society London, Lincolnshire’s
Lancaster Association, Institute of Group Analysis, Druglink, UK Antarctic Heritage

Trust, Stafford Wildlife Trust, and Highgate Literary & Scientific Institution.

Most companies or associations that use SubscriberCRM are from the United
Kingdom. Even the software’s headquarters are based over there. They are mostly
non-profit associations. To be clear, non-profit associations gain their incomes from
their customers. Which means, the more customers they gain, the more income they
will generate. The associations or companies listed above mostly have a large number
of customers. Therefore, SubscriberCRM is a great tool to help them.

2.2 Research Problems and Purpose of The Study

As mentioned before, ASTP has grown so much over the years. The number of
members who joined the company has largely increased. ASTP event manager, Anuar
Shafiei (2019) explained that the previous CRM tool (King Business Software) needed
manual data collection and data management from the website registration. With a
large number of participants, multiple types of membership with different membership
fees, and a lack of human resources in ASTP, membership management is rather
difficult and time consuming. Which means, there are problems in handling the data
of the participants of the ASTP. That is why currently, ASTP has now updated their
CRM tool to SubscriberCRM.

A lot of studies that the researcher has discovered, including Zablah et al. (2004), Ang
and Buttle (2006), Abu Kasim, Aziah and Minai (2009) and Hassan and Hussain
(2013), only looked into the usage of CRM tool as a tool to aid businesses in general.
They also explained how the tool has helped businesses gain profits but did not

explain in detail which features and how the tool has aided them.
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To support those statements, research made by Sulaiman, Baharum and Ridzuan

(2014) is the only one found that explains the beneficial features of CRM. Based on
the researchers, they have found out that Operational Excellence is the most effective
CRM Strategies. Thus, this study will provide more discussions and explanations on
those areas. Moreover, since SubscriberCRM is a rather new update, there are limited
to none studies found on the tool. The past studies mentioned above are only about
the old version of CRM tool.

Other than that, there are also a limited number of studies found on the connection of
using CRM tool for the membership management process. There are a few studies on
the membership management process. However, all of them did not manage the
process using the CRM tool. Instead, like Neovibe (n.d.), they used PHP and SQL
server. Report made by Parker (n.d.) on Blackbaud's report stated “technology can
help your organization boost your membership program”. She reported on the
relationship of technology and membership management but did not specify in detail
what kind of technology she was referring to.

Therefore, this study intends to explore in depth a new research gap for the CRM tool.
This study investigates the improved efficiency of the updated CRM tool in relation to
the membership management for all of the clients of this study. In depth interviews
with five ASTP staff, as well as a questionnaire will be given to the sub-clients to gather

data for this study.

To analyse this research study in-depth, the following main research question

occurred:

RQ: How can SubscriberCRM improve ASTP’s membership management process
effectively with the features available within the tool?
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To assist the main research question, there are 3 sub-questions were formulated;

SQ 1: How do staff members of ASTP experience the workload using SubscriberCRM
compared to the previous CRM tool?

SQ 2: What do the staff members of ASTP believe as advantages of the
SubscriberCRM tool?

SQ 3: What do the staff members of ASTP involved believe as disadvantages of the
SubscriberCRM tool?
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3.0 Literature Review and concepts

3.1 CRM and CRM Software or Tool:

3.1.1 CRM tool definition by scholars

Over the years, CRM has been widely researched by scholars. In this section, the
researcher starts with the definition of CRM in general before discussing the CRM tool.

There are numbers of definitions of CRM.

Firstly, there are a few scholars who defined CRM as an important strategy to earn
profits. Ontario (2013) describes CRM as a phrase that describes the interactions
between the business and their customers. This involves using technology to gather
data in order to improve support and services to the customers, identify new customers
which results in profit increasement. Buttle (2004) as explained by Jaipuria (2009)
gives a similar definition for CRM where they see CRM as a type of business strategy
that is created to value targeted customers in order to generate profit. Similarly, Ralph
(2002) defines the CRM tool as a core business strategy to maintain profitable

relationships with the customers.

In order to do so, companies used information technology (IT) to help them. It is often
called as CRM tool. There are a lot of CRM tools out there known as different names.
These tools are usually customized according to companies’ needs. Hassan and
Hussain (2013) has summarised the definitions of CRM tool by Piccoli, Connor,
Capaccioli, & Alvarez (2001). They defined the tool as “a managerial philosophy that
calls for the use of information technology (IT) to capture, store, manipulate and
distribute substantial information about customers” (p. 24). Tohidi (2017) gives a
similar definition where the CRM tool supports the methodologies of the information
industry. He added that it is a tool to help organize customer relationships in order to
provide the most satisfaction to the customers. Therefore, to summarise, it is clear that

all these scholars consider customers as a target to generate business profit. CRM is
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a very crucial strategy to help companies achieve it. By investing in CRM tool, it can

ease the business strategy.

3.1.2 CRM tool features list

It is rather complicated to list specific CRM tool features because the tool is made
customizable to the needs of certain businesses. “CRM systems have been
developed, which are designed to support the processes in the areas of marketing,
sales and service. Along with technological progress, CRM systems are constantly
changing, i.e. the systems are continually enhanced by new functions” (Torggler,
2008, p.771). However, in general, there are three major types of CRM. They are
strategic, analytical and operational CRM. The Table 1 below explains them:

Strategic Strategic CRM is the customer-centric business strategy that aims

at winning, developing and keeping profitable customers.

Operational | Operational CRM focuses on the integration and automation of
customer- facing processes such as selling, marketing and

customer service.

Analytical Analytical CRM is the process through which organizations
transform customer- related data into actionable insight for use in

either strategic or operational CRM.

Table 1: Types of CRM (Ralph, 2002, p.6)

3.1.3 Benefit of CRM

There are many benefits to CRM. According to Ontario (2013), CRM is able to make

customers feel a strong connection with the company. This allows companies to

establish a strong relationship with their customers. As discussed earlier, the customer

is the most important element of a successful business. Researcher agrees and
10
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believes that maintaining a strong bond with them is crucial. CRM helps companies

express to customers that they listen and cares about their questions and concerns.
Ontario (2013) listed more benefits of CRM. “CRM gives companies opportunity to
develop superior services and products that meet your customers’ identified needs,
enhance marketing towards the most profitable customers to improve your bottom line,
improve efficiency by providing support and services to customers online (through
frequently asked questions, for example), anticipate future business needs based on
data on historic sale and service trends and increase your customer base as you

develop new ways to engage in business online” (Ontario, 2013, p.2).

Other than that, Tohidi (2017) also has listed a couple of benefits of CRM tool in order
to maintain CRM in the company. Firstly, as customers’ needs are changing and
evolving, CRM tool can be personalized to make interactions with them efficient,
enjoyable and satisfying. Secondly, CRM tool allows a successful strategy planning
as well as personalized marketing techniques that could attract customers and
increase revenue margins and productions. Researcher supposes companies need
trouble free business support for their CRM and CRM tool is able to help them. Kubina
(2010) states, CRM tool will allow companies to achieve more in almost everything.
To be specific, companies will gain “smooth business processes, more individual
contacts with customers, more time for customers, differences between competitors,
image support, information access in real time, certain and quick predictions,
communication among marketing, sales and services, increase of effect teamwork,

motivation growth employees” (Kubina, 2010, p.363).

11
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3.1.4 Reviews from the companies which use CRM tool

From all the discussions in literatures above, CRM and its tool are seemed to be very
beneficial for a lot of companies. However, we should also mind about the company
that did not consider CRM worthy for them. From the report gained by a work in
progress case study by Andrea and Enrico, an Italian company, Loccioni Group
(Loccioni) does not find CRM and its tool useful. Their preliminary findings suggest
contradict result from every past studies. In general, they are not suggesting the
installation of CRM system due to technical errors and the issues faced with the
system users. Moreover, they have listed reasons of why CRM they do not find CRM
advantageous. The reasons are “as CRM becomes embedded as a socio-technical
resource the users face problems in employing it related to loss of dependence,
perceived monitoring and mistrust in data inputs from other users in the same host
organization. Other than that, CRM affects specific customer relationships differently
depending on, for instance, the duration of each relationship and the specific

managers in charge of handling it” (Andrea and Enrico, n.d., p. 2).

To argue, of course with IT, there will be hiccups or in other words issues expected.
Then again, these issues and technical errors are fixable. Other than that, studies
before have repeatedly proven how CRM is a great strategy and its tool has helped
SO many companies. In researcher’s personal opinion, Loccioni should customise
thoroughly their CRM tool to be able to fit their needs. For instance, CRM tool can
customise to gather data privately for them to enhance their trust for that tool. To be
clear, the researcher is not declining Loccioni’s bad reviews but it is more on explaining
that improvements are possible. In addition to that, the researcher believes that bad
reviews are worth discussing because it can improve CRM and its products. This also
allows us to bear in mind that not all strategies or products are perfect. There is so
much room for improvements and this study will hopefully open up a space for that. In
contrast to the reviews above, there are also companies who find CRM useful for them.

12
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Although these companies belong to different areas of business, CRM and CRM tool

can still be helpful for them. Ralph (2002) explains perfectly on who CRM is associates
with and what kind of companies seen CRM advantageous. “Although CRM is
generally associated with for-profit organizations, it is also applied in the not- for-profit
context. Different industries such as automobile manufacturing, consumer goods
firms, banks and technology firms use CRM for different purposes. A number of
different constituencies have an interest in CRM, including CRM consultancies, CRM
software houses, CRM hardware and infrastructure vendors, companies that are
implementing CRM, and their customers” (Ralph, 2002, p.25).

In Hassan and Hussain’s (2013) study, they mention how the hotel industry has
endless competitions. Making sure their customer is satisfied and their profitability is
difficult. They find managing using CRM is an effective strategy to add impact on
hotel’s performance. Using CRM, they are able to understand their customers’ needs

better. The customers’ buying power and intentions are also acknowledged.

To summarise, the researcher supposes CRM and CRM tool have their advantages
and disadvantages. This depends on how it is used by the companies. It is a strategy
and software built to help these companies no matter their size and business
situations. Therefore, the researcher thinks with the help it has provided, the company
is the one who needs to decide and customize the tool according to their needs.

3.2 SubscriberCRM

SubscriberCRM is an updated version of the CRM tool. Research studies on
SubscriberCRM cannot be discovered. It is assumed that not many researchers have
used this tool in their research since the tool is still new. Not only that, the researcher
assumes that not many companies have updated their CRM tool to SubscriberCRM.
The only formally written information on SubscriberCRM accessible is from the
brochure PDF they provided for new users. According to the brochure,
SubscriberCRM is defined as “a contact management solution utilising the latest

software technology” (SubscriberCRM Every Contact Counts, n.d., p.1).
13
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From the information gained in the brochure, the tool is fully integrated with Microsoft

Office. It is said to be a perfect platform for contact management. It allows you to
improve business efficiency, retain memberships, reduce administration costs and

allow the building of a strong relationship with customers, members or contacts.

Not only that, SubscriberCRM is claimed to be an improvement after 20 years working
with CRM software. It provides a wide selection of easy to use modules. These
modules allow the SubscriberCRM team to provide the best and comprehensive CRM

solutions for every company.
3.2.1 SubscriberCRM features

With SubscriberCRM, everything is made possible to access on the screen.
Managements of almost everything a company needs are available instantly and
online. The key SubscriberCRM features are managing contacts, communication
management, subscriptions, profiling and segmentation, fundraising, committees,
donations, event management, payments, mail merging and bulk emailing, gift aid,
reporting, advice and representation, volunteers/skill recording, contact campaigns

and direct debit management (SubscriberCRM Every Contact Counts, n.d., p.1).

The features in SubscriberCRM are endless. In order to explain in detail for this study,
the researcher first listed its features that can be useful for any types of business. The
features are ability to record communications, has a document manager to store
documents including donations and regular payments, allows online event registration
and online subscription payments, integrated with many third-party products for
accounting, address management, credit card payments, HMRC Gift Aid submissions
and bank verification software and lastly, presents information on the main screen as
how you preferred it to be. This includes producing invoices, sending confirmations,
and entering receipts. People are also able to “store all of your data utilising a flexible

yet rigorous structure able to easily build the event into one central storage system.

14
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Apart from that, SubscriberCRM is able to allow you to group your contacts into

subsets reflecting their interests and involvement (such as committees, branches and
special interest groups), it offers people to enter payments received against known
payment requests for subscriptions, events, sales and pledges, it enables the easy
management of volunteers, their skills and the projects they are assigned to, it allows
enquiries to be recorded for existing and new contacts, it permits you total control over
your working diary, it lets groups of contacts to be selected and then targeted for
fundraising, awareness campaigns, surveys or regaining members, it periodically
synchronise with the website to download changes for authorisation and upload the
latest information and integrated with Sage Pay, WorldPay or PayPal to take credit
card payments securely and lastly it provides you with the ability to do both with

extreme power yet ease of use

All these features are very convenient to business. In order to be specific for this
research, the researcher also specifically looks at SubscriberCRM’s abilities to
manage membership. According to SubscriberCRM.co.uk (n.d., p. 3-8), their main
website, in brief, SubscriberCRM is able to manage comprehensive contact details,
manage multiple addresses for each contact with separate phone, fax and email
address, manage subscriptions, display tailored data views which is customisable to
the user needs, give an immediate and clear overview of a contact's involvement with
your organisation, relate individuals to other records to show families, friends and
work-based links, display all interactions with a contact including their
correspondence, income, event attendance, groups, and the last one, SubscriberCRM
has appropriate licences to allow users to safely store personal information, validate
bank details and use an appropriate phone system call directly by clicking the phone

dialler.

From the long lists above, the researcher believes there are so many potential in
having SubscriberCRM in business. In the context of this research, the tool’s abilities

seem complete to help with membership management.

15
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3.2.2 SubscriberCRM used in sectors and companies

ASTP is one of the companies that has used SubscriberCRM recently. According to
testimonials interview provided by CRM Software for Charities, Membership CRM
Software - SubscriberCRM (n.d.), an official website for SubscriberCRM, there are
many other organisation and companies which have been using the tool including
Musician’s Union, Royal Signals Benevolent Fund and Royal Forestry Society. These
organisations and companies usually have a large number of staff, members or
participants which needed a good organisational tool. All of the quotes mentioned
below are gathered from the CRM Software for Charities, Membership CRM Software
- SubscriberCRM (n.d.).

According to Straub (2019), SubscriberCRM allowed Musicians’ Union to manage
their 50000 members’ contacts and memberships as well as connecting them to direct
debits for fee payments. Moreover, based on Hollands (2019) reported that
SubscriberCRM enables members of Royal Signals Benevolent Fund to subscribe,
attend events and stay updated to current news or notifications. In addition to that, the
organisation has been using the tool to organize their membership information with
full amount of securities and data protection. With the tool, the organisation is able to
streamline so many of their processes professionally. Furthermore, Knight (2019)
shares that Royal Forestry Society uses the tool to manage their volunteers’
memberships, communications in mailings and payments. They are also able to
update their volunteers on any events and organize their attendances. She adds that
with SubscriberCRM, everything is made easy. Everyone has the same access in the
same place. Any data addition will be synced to all users of that tool for the
organisation. From the reports, it is proven that SubscriberCRM allows management
processes to happen on screen online and all information and data will be
synchronised automatically. This lets organisations and companies with a mass

number of members to manage effectively.
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From the testimonials, there are many other ways SubscriberCRM has helped their

customers with all aspects of their contact relationship management. As stated by Phil
Greenwood, Chief Executive, Institute of Medical Ethics (IME) (n.d.), in 2013, IME
recruited its first staff members, started office set up and began taking online
payments. With a minimal number of staff members, they needed to find a software to
ease their management process. They have discovered that SubscriberCRM has
been a big help to them since it allows members joining and booking conferences
online. He added, “The software is just one element of the relationship that the IME
values as it builds the charity; the relationship that has been built with Data ware staff
means that comments and questions on the product have been integrated in future
software updates which makes the product fulfil more and more of the IME's needs as
time goes on” (n.d.). Other than that, “SubscriberCRM was implemented on time and
to budget late in 2012, and successfully supported the membership renewal process.
The new system provides on-line facilities for members to revise their personal details
and pay their subscriptions. The system supplier, Data ware, has proved to be an
excellent choice in terms of both service and quality” (Steve Jarvis, IT Committee
Chairman, Royal Philatelic Society London, n.d.). Additionally, Ben Divers,
Lincolnshire's Lancaster Association (n.d.) quoted, “I have processed the Gift Aid
claim and there were a few error messages, similar to when | used Charities Online
with their spreadsheets before. With that info, | was able to sort out the half dozen
items which didn't get accepted (e.g. entries having O instead of O or v.v. in postcodes
etc.) After | went through and corrected, | tried again and it worked straight away. |
wish we had SubscriberCRM years ago as it was so easy to do!”. From the reviews,
we can conclude that there are many companies, corporations and organisations
which benefited from using SubscriberCRM. It is proven that SubscriberCRM is

flexible and customizable which makes it suitable for everyone to use.

After a long list of literatures above, the researcher concludes that SubscriberCRM
has been giving companies more advantages than disadvantages. None of the
companies have given any bad reviews on the tool. Therefore, for the time being, the

researcher believes that the update on the tool is useful and effective.
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3.2.3 SubscriberCRM Support

It is reported that the SubscriberCRM team has been very helpful and gave out an
adequate amount of support towards a lot of users and companies. The only way to
be certain about this is to view and discuss the experiences of others who have used
it.

Straub (2019), SubscriberCRM allows Musician’s Union to customize certain aspects
according to the union’s needs. This has been supported by Hollands (2019) who
reports that the SubscriberCRM team has successfully customized and developed
features to facilitate Royal Signals Benevolent Fund's unique data requirements.
Straub (2019) also mention that the team has provided fast and easy support. In
addition, Knight (2019) states that the SubscriberCRM team is always available when
needed. In the earlier stage of implementing the tool, the team has been very helpful
with inquiries and solving Royal Forestry Society’s issues with the tool. Not only that,
SubscriberCRM team will “train your staff to get the maximum potential from the
software, this backed up by our on- going support package ensures you achieve your

maximum potential” (SubscriberCRM Every Contact Counts, n.d., p.9).

3.3 Membership management process:

Membership management process is a type of management system. Therefore for
this section, the researcher believes that it is advantageous to start with a general
definition of management before we discuss further specifically on membership
management. Scholars like Creech, Cook and Gray (2013) find it difficult to define the
term management. They believe that management is viewed differently depending on
the types of management and authors or scholars often view management in their own
angle and perspective. Moreover, to support that, Boris and Grundei (2019) also
believe that the concept of management is vague and has no textbook definitions to

it. From a long list of management definitions viewed by scholars, they summarise the
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three definitory elements of management. “The first one is Henry Fayol’s (1916) task

catalogue of planning, organizing, commanding, coordinating and controlling (with
‘commanding” replaced by “leading” in modern definitions) (Cole & Kelly 2015, p. 18).
The second element is utilizing people or, less constrained, resources in general. The
third reoccurring element is that management aims to achieve results or goals, the

latter of which is never specified” (Boris and Grundei, 2019, p. 10-11).

For this research study, the researcher will view management in event managing
perspective, specifically in processing memberships. Companies like event managing
companies usually offer memberships to their clients. This is to encourage loyalty as
well as generating income from it by offering perks on joining the company as
members. As an example, ASTP members would get discounts and be able to join
their events and training courses. Back to managing memberships, similar to the
definitions given by scholars before, management in this area does include organizing,
coordinating and controlling. It aims to have an organised structure that is easy for

everyone to work with.

Of course we have to bear in mind that managing and processing memberships are
different for every company. The level of difficulty to manage is correspondingly
different. This depends on the types of memberships they offer to their clients; as well
as the number of clients they have. For instance, ASTP is a small company with six
members of staff but as a company they have 900+ members to manage. On that
note, of course ASTP has a higher level of difficulty in managing their membership

processes and they need a bigger support in that area.

Although all companies process membership differently, they do have similar issues
when doing so. Almost all companies use software to process memberships because
processing manually is rather difficult for a large number of members. According to
Pavliks.com (2020), “most association staff carry out their tasks diligently, carefully
and efficiently, following long-established processes. Whether it's posting brochures,

responding to emails, adding new members to your mailing list or more, these
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processes are often honed to perfection. Nevertheless, when these processes are

carried out manually, they can break down. And when they do, members become
frustrated — and even choose not to renew their membership” (n.p.). The website

further discussed three main issues of processing membership manually including:

“1. Work overload
If association staff become overburdened with paperwork, there's a good chance
mistakes can be made - a member's email is not responded to or a subscription is not

renewed.

2. Experienced staff lead

At every association, there's normally one lynchpin administrator who seems to know
everything - from member rates to all the quirks of your existing IT system.
Unfortunately, when this person leaves, they take a huge body of knowledge with

them, meaning the processes can collapse.

3. The association grows too fast
In theory, rapid growth is good. In reality, it can mean your employees become
overburdened, unable to complete all their manual tasks within a reasonable time

frame” (n.p.).

All companies aim to manage their membership perfectly. Then again, not all
companies would be able to pay a large amount of workers to perfectly do it manually.
Companies that have the same situation like ASTP would find manual management
overwhelming. They need to find a way to achieve their aim and manage effectively.
In this modern world, technology is the best way to fix their problems. In order to solve
the issues discussed, a lot of companies use CRM software to ease their membership

processes.
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3.4 Ang and Buttle (2006)’s CRM software performance ROI model

Ang and Buttle (2006) develop a CRM software performance ROI model. This model
aims to assess the effectiveness of the CRM software. To do that, they look at three
different customer management stages. Those stages are Customer Acquisition,
Customer Retention and Customer Development. The main concept of this model is
basically if the software performance exceeds company’s expectations in all stages,
the software is considered effective and resulting in higher software’s ROl satisfaction.
According to Ang and Buttle (2006), if the CRM software achieves the satisfaction of
its ROI, it will result in the company's profitability. In addition, based on Ang and Buttle
(2006), the size of the company does not influence the use of CRM software. However,
they explain that larger companies tend to be more dissatisfied with the software in
comparison to the small company.

In general, their study shows a positive relationship between adopting CRM software
with the level of satisfaction with their ROl from the software. There are however
critigues and issues arose with the model. Pinnington (2007) explains and argues two
issues regarding the model. “Firstly, the study seemed to ignore an aspect of CRM
experience accumulated within the companies in terms of duration of the software
being used within the companies. This could affect their knowledge on CRM
performance measurement. Secondly, the study seemed to overlook the other aspects
of measurement such as process excellence, training, management commitment and
other organisational factors. These factors could impact how well the software has
been utilised and facilitated and could potentially influence the satisfaction levels with
the ROI" (Pinnington, 2007, p. 40).

Ang and Buttle (2006) evaluate the effectiveness of the software by looking at how the

software deployed three life cycles. The framework is as Figure 1 below:
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Figure 1: Ang and Buttle (2006) CRM Software Performance ROI Model

Thus, they hypothesized:

“Hypothesis 1: There is a significant and positive relationship between satisfaction with
the ROI delivered by CRM software and the performance of the software in exceeding

company expectations of customer acquisition, retention and development.

Hypothesis 2: There is a significant and positive relationship between satisfaction with

the ROI delivered by CRM software and improvements in company”.

As provided in the book edited by Lee (2018), Venturini et al. (2015) has also given a
few arguments. They believe that in order to measure the success of a CRM software,
researchers should look into its operational benefits in the customer lifecycle and
performance. For that reason, the authors argue that “CRM software should contribute
to various aspects that are present in CRM philosophy, CRM processes, and the
implementation of the best practices” (Lee, 2018, p. 33).

The researcher for this study personally argues that in order to measure the
effectiveness of a CRM software, studies should not always focus on customer
management in general. Nevertheless, it can be done by measuring the software
performance in a certain specific area. For instance, in the context of this research,
measuring the effectiveness of a CRM software in the membership management
process. Further explanations are provided in the theoretical framework and

conceptual framework sections.
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3.5 Theoretical framework

This section explains about the theoretical framework used for this study.

There are a limited number of studies that measure the effectiveness of the CRM
software. As mentioned in the previous section, Ang and Buttle (2006) study the
impact of CRM software to business performance. Their data suggest that companies’
level of satisfaction with software performance links directly with the impact on
business profitability. As for reference, the visual of the model is available in the

literature review section.

The researcher suppose almost all CRM frameworks are unsuitable for this research.
Most CRM frameworks focus on the CRM system and not the CRM software or the
CRM tool. They concentrate on how the system increases customers’ satisfaction and

business profitability.

This research study measures the effectiveness of the CRM tool, which is the
SubscriberCRM software by looking at the study’s clients' satisfactions towards the
software. Again, to be clear, this study will not focus on customers’ satisfaction towards
the software performance, but it focuses on the staff members’ satisfaction towards
the software performance. The researcher would like to investigate if the tool,
SubscriberCRM can be useful to ease staff members’ workloads on managing
membership management software. Therefore, as mentioned before, since itis almost
impossible to find a framework to measure a CRM software, the researcher truly
believes that it is best to adapt Ang and Buttle (2006)'s CRM software performance

ROI model for this research.

For this study, the researcher uses their framework as a reference frame and alters
the life cycles of the framework to achieve a new outcome. The outcome is to find out
if there is an improvement to all clients’ membership management processes and

directly reveal whether or not, if SubscriberCRM is effective. Further explanations on
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the alteration and the new model is discussed in the conceptual framework section of

this study.

3.6 Conceptual Framework

This section shows the conceptual framework of this study. The framework
acknowledges an overall view of the main research question (RQ) and their sub-
guestions (SQ).

The main research concept is the membership management process. The
smoothness of the process is influenced by the SubscriberCRM software. As
mentioned in the literature review section, the tool has features that are believed to
increase the effectiveness of the membership management process. Therefore, in the
context of this study, it is important to understand the needs of the clients for this study,
as well as their views and satisfactions towards SubscriberCRM in managing

membership processes.

As discussed in the theoretical framework section, the researcher has altered Ang and
Buttle (2006)’'s CRM software performance ROI model for this research. Then, the
researcher used their framework as a frame for this studies’ conceptual framework.
The big alterations are in the three lifecycle stages. These changes are made to
answer sub-questions 1, 2 and 3. In order to investigate the effectiveness of
SubscriberCRM, this study should prove there is an improvement in the membership

management process.

To prove that, there are two lifecycle stages which are based on this study’s sub-
guestions. They are software performance exceeding staff experience expectations
and advantages of software exceeding clients’ expectations. The reason why the
researcher decided to only put two life cycles instead of three is because sub-question
2 and 3 looks at the similar area. sub-question 2 looks at the advantages of the

software while sub-question 3 looks at the disadvantages of the software. The
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researcher decided to not put them in the same sub-question so findings for both sub-

guestions can be explained thoroughly, clearly and more organised. Other than that,
since there are limited to none studies on the software, discussions specifically looking
at sub-question 3 can be the perfect room to discuss improvements for the software.

Similarly to Ang and Buttle (2006), if the two lifecycle stages in the conceptual
framework exceed expectations, then directly, ASTP is satisfied with the ROI from the
SubscriberCRM. Secondly, we can conclude that there is an improvement to
membership process management. Those two conclusions will prove that

SubscriberCRM software is effective.

Advantages of ASTP's bershi
Software performfance Softwara axced Satisfaction Improve membership
exceed staff experience client's with ROI from management process
expectations expectations SubscriberCRM

Figure 2: The Conceptual Framework for This Study
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4.0 Research Questions

4.1 Research Questions

4.1.0 Main research question

As mentioned in the purpose of study section, this study focuses on the main client
and the sub-clients who use the SubscriberCRM in their companies. As for the main
client, ASTP has changed their CRM tool (King Business Software) to an updated
version called SubscriberCRM. It is an assumption that with the new tool, their
membership management will process smoothly. The sub-clients are be researched

using the same RQ and SQs. Data gained from them support this study’s findings.

However, there is a lack of evidence given to prove that SubscriberCRM is more
effective than the previous version of CRM tool (King Business Software). There are
also limited studies available on the SubscriberCRM tool. Hence, to help the future
companies whom can benefit with this tool, the main research question is developed

to guide this research study:

RQ: How can SubscriberCRM improve ASTP’s membership management process

effectively with the features available within the tool?

In order to answer the main research question, there are four sub-questions developed
for this study. First and foremost, understanding ways of how ASTP handle the
database of the company using SubscriberCRM for the membership management
process. In order to understand that, the researcher needs to know their staff
members’ experiences using the software. Therefore, the sub-questions was

formulated;

SQ 1: How do staff members of ASTP experience the workload using SubscriberCRM

compared to the previous CRM tool?
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Since ASTP is working with a large amount of data, the workload for the company

increases. For instance, ASTP has a little number of staff in the company, so the
workload for them can be overwhelming. Since the company has updated to
SubscriberCRM, it is only beneficial to gain staff members’ views and opinions on their

experiences using the tool. Hence, the second sub-question was developed:

SQ 2: What do the staff members of ASTP believe as advantages of the
SubscriberCRM tool?

After gaining data on the staff members’ experiences, the researcher reckons it is
useful to discuss the advantages of the tool. This can be broadened to the most useful
features as well as the benefits of the software according to the staff members. For
every positive feedback, there are always negative ones too. Hence, to recognise

them, the researcher created the third sub-question :

SQ 3: What do the staff members of ASTP involved believe as disadvantages of the
SubscriberCRM tool?

Since SubscriberCRM is a newly updated tool, research on the software is difficult to
find. It is assumed that the tool has so much to improve. By discussing the
disadvantages of the software, according to the clients who are using it, the researcher
created a space to list down every issue from the software. Moreover, the researcher
allows a specific place to discuss improvements. This can hopefully help the
SubscriberCRM team to enhance the tool to be better.
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5.0 Research design and methodology

This is a non-experimental study following a mixed method approach to analyse data
and conduct this research. The quantitative and qualitative questions are derived from
the same research question and sub-questions. This is because qualitative research
data helps gain in depth data or detailed data, while quantitative data for this study
help add and support the findings for the qualitative data. In addition, it helps provide
a deeper understanding towards the SubscriberCRM tool in relation to all clients of

this study’s membership management process.

5.1 Operationalisation

To conduct a successful research, the conceptual framework for this study has shown
a clear visual of how to achieve it. The elements of the framework are aligned to the

key concept framework in this section.

This automatically helps to dive in-depth regarding the problem and the research

guestions, by formulating the research concept to measurable terms.
This study has one main concept which is the membership management process. The

concept has three dimensions based on all of the sub-questions. Table 1 below shows

a clear relationship presentation of the concept and its dimensions.
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Effectiveness of SubscriberCRM

Membership | SubscriberCRM
management | performance
process exceed staff
members’
expectations
Advantages | Advantages of

SubscriberCRM
exceed clients’
expectations

Disadvantages

Disadvantages
of
SubscriberCRM
are less than
clients’
expectations

7 — point Likert Scale (Ordinal)

1. Overall, how would you rate the
satisfaction with the return of
investment from your use of
SubscriberCRM?

2. In general, how would you rate the
performance of SubscriberCRM to
manage membership performance?

3. Does SubscriberCRM has a lot of
useful features for managing
membership processes?

4. Do you find that SubscriberCRM
has more advantages than
disadvantages?

5. How would you rate the quality of
SubscriberCRM advantages?

6. How would you rate the amount of
disadvantages of SubscriberCRM?

7. Do you find that SubscriberCRM
can be improved even more?

Table 1 : Operationalisation Key Concept Framework
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5.2 Quantitative Research

For this research, quantitative research methods generates the numerical support
(e.g: in terms of percentages) for the data collected from qualitative research. This is
to investigate whether sub-clients’ point of views are similar to the previous data
collected or not. The research method used is an online questionnaire. The data
collected from this research method not only provide support but they also answer all

three sub-questions.

5.2.1 Questionnaire Design

The questionnaire is an online questionnaire. It is online because due to limited time
and an impossibility for the researcher to travel to another country, online
guestionnaires is the best way to gather data. “Since this research has a limited time
and a low budget, this was the best way to approach the members and still gather

valuable information” (Hansen and Machin, 2019, Coelho, 2019, p.30).

The questionnaire design is adapted from Ang and Buttle (2006) questionnaire. It is
measured using a 7-point Likert scale. Their questionnaire is about CRM software to
support three customer management activities. However, in this study, the researcher
uses their questionnaire frame but change the instruments in it. The changes are made
according to the suitability with the research question and sub-questions of this study.
For every question in the questionnaire, there is a clear explanation on how to rate the
guestions. Examples have also been given whenever needed. This is to avoid clients’

confusions and misunderstandings when answering the questions.
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The guestionnaire are sent to the sub-clients as soon as Assignment 2 for this course

begins. The researcher waited for a month for them to respond. Only responded

guestionnaires are included in this study.

5.2.2 Key Concept

The quantitative key concept framework has been explained in the operationalisation
section. It is the beginning section of this chapter.

5.2.3 Participants

As for the quantitative data collection, online questionnaires are given to the sub-
clients. The sampling type for this method is Simple Random Sampling. There are not
many companies that use SubscriberCRM for now. This is because, again, the
software is a newly updated version of CRM software. Therefore, the sub-clients are
chosen randomly from the SubscriberCRM main website. As for the current situation,
this is the only way for the researcher to discover those associations or companies.
Results for this section gives a good numerical support to the statements made from
the qualitative data collection. This automatically gain even more in-depth information

regarding the effectiveness of the SubscriberCRM.

5.2.4 Questionnaire Tool

The questionnaire was created using Google Forms. It is the quickest way to produce
a questionnaire. It is also free and offers varieties of formats for the questionnaire. The
tool is also able to instantly gather and analyse data online. Therefore, the researcher
is able to keep updated with the responses and instantly get analysed and export the
data. To add to that, the researcher also does not need to worry about losing the data
because it will always be kept privately in the Google Docs.
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5.2.5 Data Collection

Google Forms allows data collection to be made online. Once all of the data are
collected and briefly analysed, the results are exported into the researcher’s personal

computer. The data is analysed in Microsoft Excel Spreadsheet.

5.3 Qualitative Research

Qualitative research was used to gain an in-depth understanding on the relationship
between SubscriberCRM and staff members views or opinions and their satisfactions
towards the effectiveness of the software in relation to the membership management

process.

‘Indeed, the
interpretive qualitative approach to research is unique in its ability to address issues
of description, interpretation, and explanation, whereas quantitative research is better
suited to address questions of prevalence, generalizability, and calibration” (Lee,
1999; Bluhm et al., 2011, p. 1869). “Given its strengths, qualitative research is
essential for uncovering deeper processes in individuals,
teams, and organizations, and understanding how those processes unfold over time.
Additionally, qualitative research is critical for gaining and understanding both of what
individuals experience and how they interpret their experiences" (Bluhm et al., 2011,
p.1870).

In this study, qualitative research is only done on the main client, ASTP. This is due to
the accessibility of ASTP and the very limited time provided for this study. Since ASTP
is based in the Netherlands, while the other clients are based in the United Kingdom,

the researcher thinks in-depth interviews can only be done with ASTP.

In addition, by having a limited number of staff members in ASTP and a much smaller

number of experienced employees working in the company, the researcher believes
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that a qualitative approach is the best approach for this research study. This approach

later helps to answer all of the sub-questions.

The interview transcripts are exported to Atlas.ti 8 software for analysis.

5.3.1 Interview Design

This research implement semi-structured interviews with the ASTP staff members.
Semi-structured interviews allow the researcher to ask planned or pre-set questions
but at the same time give a space for the researcher to ask any relating and impromptu
guestions that comes to mind. This also allows participants to discuss other topics that
could add on to the discussion. Not only that, since the participants are the members
of ASTP, they might have other related information that could be useful for this

research.

For the structured part of the interview, the same script is used on every interview. By
doing this, the researcher is able to compare their answers side by side to analyse
them. Online interviews is done on every participant. The interview lasted 30 minutes
to one hour. For ethical reasons, participants were asked for their permission to record
every interview for data analysis. The recordings are useful to compare participants’
answers and transcribing interesting parts to include in this research analysis and

discussions. Transcribing the recordings is only done when it is necessary.

5.3.2 Key Concepts

The data collected from the interviews help answer all sub-questions as well as
allowing understanding in order to answer the main research question. The Table 2

below illustrates the relation between the interview questions of the concept and its

dimensions.
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Concept Dimensions/ Research Topic List questions
Themes Questions
Sociodemographic Educational Can you give a brief
factors Background information on your
educational background?
Position in Introductory What is your current
ASTP question position in ASTP?

Years of How many years have you
experience been working with ASTP?
working in

ASTP

Effectiveness of
SubscriberCRM

U

Staff experience

satisfactions

Sub-Question 1

How do you find using
SubscriberCRM for the
membership management
process?

Can you explain in detail
on the process of
managing membership
using the SubscriberCRM?
Do you think it is different
from using the previous
CRM tool (King Business
Software)?

If it is different, why? Could
you explain specifically.
What are the most useful
features of SubscriberCRM
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for the membership
management process?
How do you use the

feature?

Advantages of
SubscriberCRM

Sub-Question 2

Do you believe there is an
advantage of using the
SubscriberCRM?

Can you list the benefits of
using the software for the
membership management

process?

Disadvantages

Sub-Question 3

In your opinion, are there

of any disadvantages to the
SubscriberCRM tool?
In your opinion, how and
what would you improve or
change about the tool?
Membership Main Research In overall, do you think
management Question SubscriberCRM can
Process improve clients'

membership management
process effectively?
Would you suggest this
software to other
companies that need to

manage memberships?

U

Table 2: Qualitative Key Concept Framework
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5.3.3 Participants

For the purpose of this study, there are a main client, ASTP and several sub-clients.
These clients are the organisations or companies that have used the SubscriberCRM

tool. The backgrounds of the clients have been explained in the introduction section.

For the qualitative data collection, five information-rich staff members of ASTP are
chosen to participate in the study. The chosen participants are knowledgeable
because they have the greatest working experience in the company. For the
recruitment process, the researcher needs the help and suggestions from the event

manager of ASTP to determine which staff members are eligible for this research.

The sampling type used to gain participants is Convenience Sampling. This is due to
the very limited number of staff members in ASTP. It is because ASTP is a very small-
knit company, other sampling types are believed to be unsuitable. For example, if the
researcher decided to use Snowball Sampling, they would end up choosing the same
people obtained from using Convenience Sampling. Other than that, the researcher
does not want to risk them choosing the less eligible participants, therefore being
chosen by the event manager is the best decision. Participants are anonymous in the
research paper for ethical reasons. They are labelled as Participant 1, Participant 2,
Participant 3, Participant 4, and Participant 5, respectively. The small number of

participants could benefit in getting more in-depth information and answers.

It is well aware that the sample size is small. However, some researchers stated and
agreed that “The sample size used in qualitative research methods is often smaller
than that used in quantitative research methods. This is because qualitative research
methods are often concerned with garnering an in-depth understanding of a
phenomenon or are focused on meaning (and heterogeneities in meaning)—which are
often centred on the how and why of a particular issue, process, situation, subculture,
scene or set of social interactions. In-depth interview work is not as concerned with

making generalizations to a larger population of interest and does not tend to rely on
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hypothesis testing but rather is more inductive and emergent in its process. As such,

the aim of grounded theory and in-depth interviews is to create “categories from the
data and then to analyse relationships between categories” while attending to how the
“‘lived experience” of research participants can be understood” (Charmaz, 1990, p.
1162; Dworkin, 2012, p.1319).

5.3.4 Data Collection

Since it is qualitative research, one-on-one in-depth interviews held with all
participants. All the interviews are audio recorded using an iPhone recorder.
Participants were asked a series of questions. As mentioned before, the script for the
interview is the same for all participants. The interview is semi-structured where the
interviewer or the researcher and the interviewee have a space to discuss on other

topics that could be interesting for this research.

All audio data are transferred to the researcher's password-protected hard disk and
then analysed to answer all of the research questions. The interview is predicted to
last between 30 minutes to an hour. Important parts are selected for manual

transcription and then be inserted in the research paper to help explain the findings.

5.4 Limitations of The Research Design

Firstly, this research has a limited number of samples. This is because not many
companies have used SubscriberCRM. The only ones that are able to be discovered
are the ones on the SubscriberCRM website. In addition, there are no past studies on
the software found. This is a serious limitation since it has the risk of over-generalizing

the findings.

Secondly, it is a limitation that the researcher is fully aware of which is that the
interview is not fully-structured. It is expected that a semi-structured interview lead to

‘messy’ data. However, the researcher believes that with a small number of
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participants, this is the best way to gain as much information as possible. The interview

is constructed according to the research question and its sub-questions, yet the
researcher is open for any follow up question and answer sessions or any further
discussions on related topics and issues with the participants. Researcher was hoping

to treat this expected limitation as a beneficial situation if possible.

6.0 Results and Discussions

A mixed method approach was used to conduct this research study. For this research
study, the researcher would like to mainly focus on the individual interviews with five
ASTP’s staff members and the online questionnaire with 11 organisations that use
SubscriberCRM acts as supporting information to this research study. For references,
questions for the interview are available in 5.3.2 Key Concept, Table 2.

This section explains the result gained from data collection. It starts with the discussion
on the demographic data then followed by relevant results of both approaches. To
make the result presentation clearer, this section is divided into three sub-sections.
Each sub-section addresses one sub-question. Discussions on the results are made

immediately after the results presented.

6.1 Demographic Factors
6.1.1 Qualitative Data

From the interview, again, there were 5 participants. Each labelled as Participant 1,
Participant 2, Participant 3, Participant 4, and Participant 5.

Participant 1

and Catering
Management. After

Participants Educational Position in ASTP Years of
Background Experience in
ASTP
Degree in Hotel Finance manager 2 years
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that dive into the

Participant 5

Management and
Masters in
Business
Administration

finance field.
Studied and Chief executive 4 years
Participant 2 qualified as a
lawyer in Scotland.
Has a background ASTP 3 years
Participant 3 in journalism. communications
manager
Business 9 years
Participant 4 Unmentioned. development
manager
Degree in Hotel Events manager 2 Years

6.1.2 Quantitative Data

N=11

From the online questionnaire data, the researcher found out that the total
respondents is 11 (100%). Due to the limited number of companies that used

Table 3: Demographic Factors (Qualitative Data)

SubscriberCRM, the maximum number of organisations that the researcher found is

only 11. As from the result, the researcher had found that most of the organisations

that used SubscriberCRM are all non-profit organisations. On the other hand, all the

sub-clients’/respondents’ organisations are from the United Kingdom in general. This

is because the SubscriberCRM'’s headquarter are from there.

The number of staff for all organisations is ranging from minimum of 6 staff members

to maximum 60 staff members. The mean for the staff members is 15. Figure 3 below

is the visual interpretation of the data:
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3.6%

35.5%

5.9%

3.6%

14.2%

8.9%

7.1%

4.1%

5.3%

5.3%

6.5%

Figure 3 : Number of staff members working in company/organisations/associations

Besides

that,

the

number

of

members

that

are

involved with

the

company/organisation/association is ranging from minimum of 8770 members to

maximum 800000 members. Therefore, the mean for the members is 86195. Figure

4 below is the visual interpretation of the data:

0.9%

84.4%

3.4%

1.8%

1.5%

2.0%

Figure 4. Number of members involved in the company/organisation/association
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6.2 Sub-question 1 Discussion

How do staff members of ASTP experience the workload using SubscriberCRM

compared to the previous CRM tool?

Based on the interview, there are 57 occurrences where the staff members expressed
their satisfaction with the product. There are several points mentioned for this result.
To be clear, King Business is a finance management tool according to the participants
where ASTP used the data as CRM. While, SubscriberCRM is a CRM tool where this
software is focusing on the relationship with the customers. According to the
interview’s participant, SubscriberCRM is synchronised with ASTP website where
ASTP never had this feature with the King Business tool before. So for example, if a
new member would log in to ASTP website and change their name or position, it feeds
back to SubscriberCRM and then the data is updated automatically. As for King
Business, all the data that ASTP gained from the website needs to update manually
in the Excel Spreadsheet. This shows that staff members of ASTP experience less
workload when they use SubscriberCRM compared to the King Business. On the other
hand, SubscriberCRM is a user-friendly tool where ASTP staff members can easily
navigate the tool without having problems. Also, they mentioned that the support
service from SubscriberCRM is very helpful. All 5 participants agree that they are all
satisfied with the tool and would like to recommend this tool to all organisations
regardless of size to manage the membership processes.

To support this point, online questionnaires’ result shows that the rate of satisfaction
with the return of investment from using SubscriberCRM. From the questionnaire,
guestion 1 to question 3 answers sub-question 1. For visual representation, refer to
Appendix 10.3 and 10.4.
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Question 1: Overall, how would you rate the satisfaction with the return of

investment from your use of SubscriberCRM?

36% of the respondents slightly agree while 27% of them Strongly agree and another

27% agree.

Question 2: In general, how would you rate the performance of SubscriberCRM

to manage membership performance?

36% of the respondents agree and 36% slightly agree. 27% of the respondents

strongly agree. No disagreements occurred for this question.

Question 3: Does SubscriberCRM have a lot of useful features for managing

membership processes?
Majority of respondents agree. Only 9% of them neither agree or disagree.

Based on the percentages, we can see that the majority of the staff in various
organisations are also satisfied with SubscriberCRM as a whole. This supports all

statements made by ASTP staff members perfectly.

6.3 Sub-question 2 Discussion
What do the staff members of ASTP believe as advantages of the SubscriberCRM

tool?

The number of advantages of SubscriberCRM mentioned in the qualitative data is so
much higher than the disadvantages of the tool. There are 76 occurrences of
advantage in the data. ASTP’s staff members believe that SubscriberCRM has many
advantages especially towards managing membership processes. The biggest
advantage of the SubscriberCRM tool is that SubscriberCRM is orderly synchronized

with other platforms such as ASTP website and MailChimp. Therefore, that can avoid
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the company from having messy data. As mentioned in the sub-question before, the

tool allows automated processes. Meaning, the staff members do not need to manually
clean and process a huge amount of data. By using SubscriberCRM, it can produce
mass mailing to ASTP members which is one of the best functions that has been
mentioned by all 5 participants. Other than that, it also can create communication with
ASTP members or ASTP staff within the tool. This proved that by using the
SubscriberCRM, ASTP can communicate effectively with the members. Moreover, the
process itself is far more efficient because it is all integrated into one tool. You can
select big and small groups to send them relevant information. All ASTP staff members
believe that the tool is effective for membership management process. They also find
implementation of the tool is worth for their company. More quotations available in the

Appendix section 10.2 Code Scheme.

To support statements made by ASTP, quantitative data is presented. From the

guestionnaire, question 4 and question 5 answers sub-question 2.

Question 4: Do you find that SubscriberCRM has more advantages than

disadvantages?

For question 4, there are 36% of the respondents slightly agree while there are also
36% of them neither agree or disagree.

Question 5: How would you rate the quality of SubscriberCRM advantages?

For this question, the majority of respondents, which is 55% of them agreed. Neither

of them disagreed at all.

Therefore, we can see that still so many staff members from other organisations
believe that SubscriberCRM has a lot of advantages. This truly supports statements
made by ASTP staff members. In addition, they do believe that the tool has quality

advantages to them.
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6.4 Sub-question 3 Discussion

What do the staff members of ASTP involved believe as disadvantages of the
SubscriberCRM tool?

There are only 25 occurrences where ASTP staff members explained about the
disadvantages of the SubscriberCRM. They mentioned that since the tool is still very
new, they needed to be close to the developer in order to discuss the features that
could be beneficial for them. All participants mentioned about some of the functions in
the tool are fixed and not as flexible as they or the developer expected. One of the
participants mentioned, “One size does not fit all because every single organisation is
different”. Other than that, they also find some of the features helpful but if they could
ask, they would ask for more. For example, one of the participants talked about the
non-existent financial feature in SubscriberCRM. It would be helpful for them if the new
tool features can be 100% customized. Moreover, any new updates cannot be
automatically registered to ASTP’s website. Although the website is synchronized with
the tool, there are some updates unable to be registered. Hence, they would have to
work other ways around their data to make it work. Some participants talked about the
training needed for the software. Therefore, maybe some people would find the
software is easy to navigate but others might find it difficult. Detailed training for the
software can be helpful to help them, especially when the software is brand new to the
company. Although there seems to be a lot of disadvantages of the tool, the number
of disadvantages is still little compared to its advantages. Also, all of ASTP staff
members believe that these advantages might occur because the software is still very
new and improvements are possible. More quotations available in the appendix

section 10.2 Code Scheme.

To support those statements above, quantitative data is presented. Question 6 and

guestion 7.
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Question 6: How would you rate the amount of disadvantages of
SubscriberCRM?

36% of the respondents responded to slightly disadvantage and 27% of them

responded to a good amount of disadvantage.

Question 7: Do you find that SubscriberCRM can be improved even more?
Majority of the respondents, which are 55% of them, strongly agree to this question.
Similar to ASTP staff members, the questionnaire respondents believe that the tool

has its own disadvantages. However, they also believe that these disadvantages are

improvable.
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7.0 Conclusion

For this section, the researcher gives conclusion to the whole study. The researcher
summarises from one sub-question to another. Information gained from all sub-
guestions are drawn to answer the main research question. Hence, the final result and
discussion is compared to this study’s conceptual framework, which then answers the
big question, “is SubscriberCRM effective in aiding membership management

process?”.

To answer sub-question 1, the researcher concluded that all of the ASTP staff
members are satisfied with the tool. Especially when it comes to the process of
managing the membership. All 5 participants agree that SubscriberCRM is an effective
CRM tool based on the satisfaction experience using it. On the other hand, the
features of SubscriberCRM enables ASTP to work efficiently in terms of managing the
membership process. There are many useful features that SubscriberCRM have but

the previous tool did not have (King Business).

Next, to answer sub-question 2, the research concluded there are many advantages
to SubscriberCRM. The ultimate advantage for SubscriberCRM is a user-friendly tool.
Most staff members find it easy to learn and navigate. It also provides so much help
for the ASTP membership management process.

For sub-question 3, it is concluded that the biggest disadvantage of ASTP is that the
tool is still very new and has a lot of features that need to be customized specifically
to what the company or organisations need. However, from the qualitative and
guantitative analysis discussion, we can see that all users of SubscriberCRM believe
that the tool can be improved. They also believe that soon the tool can be flexible to

everyone’s needs.
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In the nutshell, the result and information gained from all sub-questions answers the

main research question. SubscriberCRM improves the membership management
process by providing countless helpful features and has tons of advantages for ASTP.
To relate with this study’s conceptual framework, SubscriberCRM does exceed ASTP
staff members’ expectations as well as has more advantages compared to
disadvantages. Consequently, ASTP is satisfied with the ROI from the
SubscriberCRM, hence, SubscriberCRM definitely improves ASTP’s membership

management process.
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8.0 Research Limitations & Advice and Recommendations for Future Research

This section discusses the limitations or challenges for this study and the advice and

researcher’s recommendations for future research.

There are many challenges when finishing this study. One of them is doing the
research study in a pandemic situation. All interviews were supposed to be done in
physical. However, all interviews were done online. Another challenge is to set a date
for all the interviews because it is a summer holiday and there are restrictions due to
the pandemic situation. After that, all ASTP staff members were working at home, they
all have different working schedules. In order to make it work, the researcher has to
be flexible and follow their schedule. Next, to gain more information on other
organisations that use SubscriberCRM, the researcher has contacted the
SubscriberCRM team but there was no response. Moreover, again, because it is
summer holiday, it is difficult to get in touch with other organisations for quantitative
data collection. The responses were a little late and little in amount. To summarise,
the limitations of this research is largely affected by bad timing and a global pandemic

situation.

Therefore for future research, larger sampling size can be very helpful. Also, for future
research, maybe other researchers could get in touch with the SubscriberCRM team
if possible to get information about other organisations who use that tool. Other than
that, a better timing frame could be helpful too. Future research could avoid holiday
seasons when collecting data. Furthermore, for future researchers who would like to
expand this study, it is advised to possibly gain more data from having more detailed
interviews with the clients. Other than that, future researchers can gain insights by
measuring the effectiveness of the software in other different areas (e.g.: financial

department).
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10.0 Appendixes

10.1 Interview Transcripts

PARTICIPANT 1

Position in ASTP: Finance Manager

Location: Zoom

Sociodemographic factor questions

Researcher:

Participant 1:

Researcher:

Participant 1:

Researcher:

Participant 1:
Researcher:

Participant 1:

U

Thank you for participating in this interview. Can you give a brief

Information on your educational background?

| have a degree in Hotel and Catering Management, and | have
worked in the Catering Management field for about 10 years. And
then when my first child was born, | moved to the administrative
financial job. Since 1992, | became active in the finance
profession as a finance manager which | am at ASTP.

What is your current position in ASTP?

As | mentioned before, | am currently holding a finance manager
position at ASTP.

How many years have you been working with ASTP?

| have joined ASTP in April 2018. So, it is about 2 years now | am
working with ASTP.

| have extra questions to ask you. How did you come across to

dive in this industry from a different background education?

| have education in Service Industry and ASTP although being a
member’s association, it organises events and it is a service
provider as well like a catering industry. However, my role is being

responsible in focusing on the finance area. Matter of fact, finance
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is a profession that is everywhere in other businesses. So, | am

responsible in that area.

Staff experience satisfactions
Researcher: How do you find using SubscriberCRM for the membership

management process?

Participant 1: Maybe important to inform you that although | am the finance
manager for implementation of SubscriberCRM, | was also
project manager. So, | have been involved with the project
manager from the start which includes selection of the CRM tools
for ASTP. The implementation of SubscriberCRM mainly is my

responsibility

Researcher: Can you explain in detail on the process of managing
membership using the SubscriberCRM software?

Participant 1: Coming from the situation that we actually do not have a CRM
tool at ASTP, because you mentioned somewhere in your
guestions that we had our previous CRM tool was King Business
Software, but King is actually an accounting tool. We sort of
misuse the accounting tool as our CRM tool. But it did not have
most of the features of the CRM tool, so it cannot be qualified as

a CRM tool but more to accounting tool.

Researcher: Do you think it is different from using the previous CRM tool (King
Business Software)?

Participant 1: Yes, actually it is very different.

Researcher: If it is different, why do you think so? Can you please explain in
detail?

Participant 1: Accounting tool has an account receivable module. In which you

register the invoices you have sent, the payment you have

received for invoices. For that, you need to create the database
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Researcher:

Participant 1:

of customers’ information. Every accounting tool has a database

for customers to register your account receivable. And that
database is used as the CRM. That was connected to the website
to receive the registration orders from the website. By the time |
started working here, it was not operational anymore. So, we
actually manually created invoices and it focuses on the
accounting part of the CRM which is the administrative part of
CRM. Now, with SubscriberCRM, we chose something that can
support us in providing better services to our members. Since we
are able to keep many data of our members, we now have a
database with information. Based on that, we can create a
communication with content that is relevant to our members
which will lead to the sale of the events, conferences, and training
courses. Since our membership is individual, by using the
information we have now in SubscriberCRM, we can encourage
our members to invite their colleagues to become our new ASTP
members. | would say it is easier to communicate with the

members using SubscriberCRM.

What are the most useful features of SubscriberCRM for the

membership management process?

When we started to select a new CRM tool, there are 2 ways to
approach it, you can use from the accounting or finance feature
and the second one is the commercial feature. | am more familiar
with the finance feature than the commercial feature. Therefore,
our new system which is SubscriberCRM has more commercial
features. It creates a database that gives us knowledge about our
members so we can communicate far more effectively with our
members. For me, one of the beneficial features of
SubscriberCRM is the communication feature. It is so easy to
send bulk emails with all the new products we have now which

includes online materials to be sent out to a big number of people.
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Researcher:

Participant 1:

How do you use the features for managing processes?

First, you can send out relevant information to your members. The
process itself is far more efficient because it is all integrated into
the tool. You can select big and small groups to send them
relevant information. For the accounting financial aspect, we can
send out bulk invoices. So, when you talked about the member’s
process, by invoicing and renewing memberships. It is because
we have thousands of members. When we were working with
King Software, | had to manually create emails for a group of 50
people where | could import 50 email addresses and send them
emails. But if | have sent out thousands of emails, it is a lot of
work and time consuming. Now, since we use SubscriberCRM,
there is only one press to the button after selecting all the
members. Then, | send them a renewal email and the same idea
with invoices where you can send thousands of emails and
invoices at the same time. Where for King Software, | had to do
everything individually. Which means, | sent thousands of

individual invoices the year before.

Advantages of SubscriberCRM

Researcher:

Participant 1:

Researcher:

Participant 1:

U

Do you believe there are any other advantages of using the
SubscriberCRM?

Yes of course, there are far more.

If yes, can you list the benefits of using the software for the

membership management process?

There is an interface with the event’s data because it is integrated
with the event’s module. The advantage of SubscriberCRM is the
tool is really user friendly and very intuitive to work with. Also, we
gather data individually from the members and it will be stored in
the database. In the past, we needed to always check whether a
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person had been to the training course by looking at the invoices

and to go through all the record checks in order to find that
information. Now, by using SubscriberCRM, you can just select
the contact section and see which events that he already
attended. This can imply the contact history of our members in
the database. The processes are far more efficient. The
communication on sales really works efficiently because you
know more about your customers and you can make target group
selection. Also, the content is far more to the point and relevant
to a receiver. Lastly, because we use subscriberCRM, we do not
use the paper in the office anymore so it can create sustainability

to the environment.

Disadvantages of SubscriberCRM

Researcher:

Participant 1:

In your opinion, are they any disadvantages to the tool?

well yes, what | think is the disadvantage is the fact that we cannot
do our own reporting. Which means | want to know which invoice
has already been paid. Then, the report in the SubscriberCRM is
fixed and it is not a standard report for us. Also, it depends on the
way you design and the field that you use. So, in my field, it is not
possible for me to see the availability of the memberships or if the
participants had been paid their bill yet. That is not a standard
report, so | have to go to the supplier and ask them to prepare the
report for me. That is because they use Crystal report. Licensing
crystal reports is very expensive so they solve that by saying they
are the one who will prepare the report for us. ASTP did not have
to pay extra since this is included in the package, but since we
just did implement this at ASTP system, | am still looking for a
way to get more information. The same implies for the invoice

layout. Recently, ASTP has a change of layout from the board,
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then the invoice layout has to be changed and | need to ask them

again.

Researcher: If yes, how, and what would you recommend on improving the
SubscriberCRM?

Participant 1: In my opinion, certain things need to be improved. For example,

in the finance area, | would prefer to make my own reporting. On
the other hand, we need to have more training in terms of
explaining the features and SubscriberCRM software. We do get
training from them, but it is very limited. | would prefer to have
more time in terms of explaining the software more in detail so
that we understand the system. Also, there are 2 things that | want
to focus on. Firstly, SubscriberCRM is not a web-based which you
need to install to each device in order to use it. And if there are
any updates on the software, it is always a hassle to make use of
every device that needs to have the latest version of the software.
Secondly, this is a standard software, so it is always on the
disadvantages. There is always a problem. For instance, | just
found out this week, it is not possible to invoice two amounts in

one invoice. So, | need to send two invoices separately.

Membership management process

Researcher: In overall, do you think SubscriberCRM can improve clients’

membership management process effectively?

Participant 1: Yes absolutely. As | mentioned before, all the data is easy to
organise and it is not messy, the information we can create based
on the data we stored, better communication, and more effective
content. On the other hand, the support team from
SubsciberCRM is really helpful towards us. They are always
available to help us and they respond fast. Every user can ask
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Researcher:

Participant 1:

Researcher:

Participant 1:

any questions regarding the software or the feature. This is one

of the biggest assets they have which is service minded.

Would you suggest this CRM software to other companies that

need to manage memberships?

Yes absolutely. I would recommend this software to other
companies, especially the company that focuses on

memberships.
That is all for today. Thank you for your time joining this interview.

You are most welcome.
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PARTICIPANT 2

Position in ASTP: Chief Executive

Location: Zoom

Sociodemographic factor questions

Researcher:
Participant 2:

Researcher:

Participant 2:

U

Researcher: OK, so thank you, for spending your time with the
interview. | really hope you can help me with this so that the topic
for today, for the interview today is the effectiveness of
SubscriberCRM in aiding ASTP membership management

process.

Participant 2: Yes, and I'm going to switch off my video, yeah, so
if | start my video, maybe that helps. Hold on, I'll stop. Right. Yeah,

well, you hear me?
Yeah, | can hear you. can you hear me?
Yes, | can hear you.

So, I'm starting again then. So the topic today is going to be the
effectiveness of a SubscriberCRM in a stable membership
management process. So before we all start. | would like to know
a little bit about yourself. So can you please introduce yourself?
And also give me information about your education background

as well.

Just OK, so | am originally from Scotland, but | moved in 2006 to
work in the Netherlands and | have been here ever since. My
educational background is | studied and qualified as a lawyer in
Scotland, specialising in European law and intellectual property
law, which then led me in Scotland to start working. | did my
training and | worked for a little while in private practice, but | was
interested in a role working as a lawyer, which would allow me to

use the European law and intellectual property law, things | was
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interested in. Strangely, the role that actually came up was one

working in-house. So, as an in-house lawyer in one of the Scottish
universities. So that's when | made the transition from private
practice as a lawyer into working (a) in-house, so working for an
organisation, in this case a Scottish university. So immediately
part of the public sector, but within the context of a university. And
in those days, way back in the 1900s in the UK, it was at a time
when there was a bit of a revolution. It's a very strong word, but it
was a revolution in terms of how universities were funding and
building their research agenda. So as you know, universities, you
yourself, a student, clearly universities are really driving two key
things: one is education, it is for undergraduates and postgrads.
But of course, the other part of the other side of university is very
much driven about doing research, undertaking research,
publishing, and disseminating that research. Two things were
happening in the UK in those days. I'm telling you this just now,
because there's a relevance to what ASTP is all about. It is
because the experience I'm describing in the UK about a slight
revolution in universities has happened not just in the UK but
across the globe, certainly in Europe as well. Basically the two
things that were happening was, one, ultimately with a research
agenda. One was that universities were starting to try and find
new ways of raising awareness of the results of the research that
they were doing. So in other words, obviously, university can take
things too far, but actually maybe there's some interesting
research results which could be further developed into being a
new product or a process or a solution to a problem in society.
But of course, the solution providers are more likely to be found
in industry or somewhere else, so not in a university. The second
thing that was happening was that there was actually partly driven

by financial pressure to find more sources of funding to support
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research activities. And one of the things that was happening in

that time was many, many companies and different industry
sectors were starting to look much more strategically at partnering
with universities for their research agenda. So instead of, for
example, great big multinationals doing all of their R&D in-house,
they were much more interested, starting to be much more
interested in partnering with universities. And what did that mean?
It meant that people like me as a lawyer ended up being
employable and needed to work within the context of a university
because the universities started to have much more complicated
relationships with the outside world, either for funding for research
projects or, as you become familiar with in the context of ASTP,
the transfer of the results, transfer of the knowledge generated in
the research, and that's technology transfer, and that is the
community of ASTP, as people like me who spend their time at
that interface between the academic world and research world in
universities and medical centres and the bridge to industry and
for other organizations that can use the results. So that was in the
90s. | started that position and | worked for many years in two
different Scottish universities. When | came to the Netherlands in
2006, it was to help set up a research and innovation support
office within the University of Leiden on the medical centre. So
basically, | am 53 years old and | have been doing this for the last
twenty-five years. It's really interesting and it's mirrored by people
doing exactly the same sort of thing in lots of different countries.
So ASTP is very much part of a global community, which is why
we have a need for a very sophisticated CRM tool because we
have relationships with our members, but we also have
relationships with other strategic partners with whom we have
things in common. We may want to do things together or want to

help understand the challenges of the relationships that take
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Researcher:

Participant 2:

place between universities and companies. So it's interesting, for

example, to speak to people. And so if we want to do all of these
things in ASTP, then we need to have a good way of remembering
all the people and who they are and what they are. So ASTP
needs to have a good CRM tool, so that was really important. So
that's a lot of it about my education and the kind of work that I've
been doing. So yes, as | started out doing legal contracts, which
then became more complicated discussions about the kind of
relationships we set up and then made contact. And then, as |

say, having been in that field for a long time, it's that kind of thing.
So and now what is your current position in ASTP?

Yes. So in 2016, | spent 10 years working for 10 years in the
Netherlands. | worked for the University of Leiden. And then in
2016, the Members Association of ASTP approached me and
asked me if | would be interested to join the full time headquarters
in the Netherlands, because as an association, it always had a
small HQ to drive and support all of the conferences and training
events and the membership association. They had never before
had somebody who was actually from the membership with a
direct experience of the knowledge transfer area and etc. They
had never had somebody from the profession that was actually
working at HQ and they decided that after almost 20 years, | think
at that point the association was 17 years old. It was coming into
the next phase of evolution so that it wasn't just hoping to run lots
of networking and training and conferences for the members, but
actually to build on more of the strategic relationships with the
other parts of the innovation ecosystem. And therefore, having
somebody like me with a familiarity of the kinds of things that
members do would be helpful. So | was really interested and
intrigued, and | thought it could be an interesting adventure to
work with my peers and no longer do the direct deals for the
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university or the researchers, but to work and think all about the

whole process. So I've been heading HQ as the chief executive
in 2016.

Staff experience satisfactions

Researcher: So, thank you for your information on the ASTP. So right now we
are going in depth to the topic which is the effectiveness of the
SubscriberCRM. For the first question, how do you find using

SubscriberCRM for the membership management process?

Participant 2: So, | personally do not use it every day. However, | was very
involved in the process of identifying what functionality that they
missed in King business software and therefore what functionality
we really looked for in our replacement CRM tool and obviously,
with the others was very much part of the selection criteria and a
process in identifying subscriberCRM and deciding it's the one.
So although | don't use it every day myself, | am very aware of
exactly what kind of functionality it's capable of. And of course it
was off the shelf which is a pre-existing package. But, we had to
work with the developers which are the owners of subscriber to
customised to build-in functionality, either terminology or actual
functionality to do the things that we wanted to do. So, that was
one of the useful things about CRM. It's initial functionality is ideal
for our purposes because it enables us to do two things. While
King business was really a financial management tool. Where
your relationship with the let's call it the clients, your members,
basically the people whose data was stored, was all around our
financial relationship with these people. So where they
participated in a conference where the suppliers of things we
were buying, etc. Therefore, it didn't have “King Business", it

didn't have information or space to store information about
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actually what is the profile of this person? Are they a member?

Are they what country? How easy is it to find information about
who they are in our King system? So one of the great things about
SubscriberCRM is that it starts from defining all different
characteristics of the person or people's details are in there. So
we have been able to design information label profiles that allow
us to be able to actually identify from the whole mass those with
whom we are invoicing and doing actual financial business with.
But as you know, we also have a strong communications and PR
strategy with our communication manager. And so one of the
things we really wanted to be able to do was to be able to be more
specific in targeting information to those people. And therefore,
for example, one of the things we've done recently is we've
started introducing masterclasses that are paid digital training.
One other thing we want to do is make sure that specifically the
directors of KTOs might be aware of them and they might be
interested to join us. So in other words, we want to communicate
with a subset of our whole membership. We also want to be able
to deal and identify the people who are not members. But as |
mentioned earlier, we need to have a statistic. For example, of
different people in the European Commission or the National
associations and so on. And all of these people will ever be
members. But we want to have their details and be able to contact
them, send them newsletters, ask them questions, invite them to

participate in our survey.

Researcher: And also, do you think this is because the SubscriberCRM is very

different from the King business software?

Participant 2: | think there's a very simple way of describing this is King
business is a financial management tool, which is a financial
management package. So it's brilliant for monitoring cash flow
and accounts and really managing all the business side of
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Researcher:

Participant 2:

finance. That is what's in the King Business package. And that

gives me a lot of what we need to do in addition. But when you
actually want to do things other than thinking about the financial
relationship with individuals or organisations. You want to do
some of the things | described, which is to identify subsets of
people and manage information about them and so on. Then,
what you actually need is a CRM tool by definition, a customer
relationship management tool. Therefore, the starting point is not

finance, but the people.

So, for the SubscriberCRM, they are more focusing on the people
and for the king business. So far they're more focused on the

finance part, correct?

So basically, our finance manager can carry on using King
Business for detailed operational finances and the kind of
association ASTP. And then alongside that, some of the
information comes from the CRM tool, the subscriberCRM, to
cross check so the financial stuff appears in both and one fits the
other. The other connectivity the CRM tool has, as | mentioned is
connectivity with the website. So if you imagine we almost have
three different repositories of data and activity. One is the website
for the outside world. For example, people said "l want to become
a member and | want to go to a training course so they pick
something on the website", and the data that's in there will be
transferred into a CRM tool which is subscriberCRM. It will be a
bit of checking, to make sure it's correct. We don't just let it all
happen, but it happens very much automatically. So that all
works. The other thing that we also have is there's a transfer of
that data from the subscriberCRM, and the financial stuff can then
feed across into King Business software. In addition, there is a lot
of stuff that only appears in King Business Software financially.
So banking and all that kind of stuff. Our finance manager uses
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Researcher:

Participant 2:

some of the data that is common with SubscriberCRM. So, yes,

we need these three tools which are the website, SubscriberCRM

and King Business Software.

Is ASTP still using King Business as the platform or do you

change completely to SubscriberCRM?

Ok, so, we still always use King Business Software as a reference
and strictly for the financial accounting matter. So, it is a very
useful stand-alone tool to do comprehensive financial
management because it can generate different kinds of financial
reports, which the CRM is not designed to do. So we decided we
could perhaps get rid of King. But in order to do that, we would
have had to add lots of financial functionality to SubscriberCRM.
Actually, we don't need to because all that operational
functionality exists in King Business. So King Business Software
does things which the SubscriberCRM doesn't. Especially on
generating reports and so on, which our financial manager finds
extremely useful. So, yes, and the other thing is for any
organization, | would say for financial matters, | think it's also very
good to make sure that we are not 100% dependent on one tool.
In other words, it's actually really important that you don't want to
duplicate data because of course, if you duplicate sources of data
and so on, there's always scope for error. We certainly want to
make sure that our finance manager is being very clear that
SubscriberCRM is the source of core data. Then, it will be
transferred into King Business Software. But once it appears in
King Business Software, our finance manager doesn't do any
more checking or whatever, she then just stores all the datas. And
it means that we always have a much more comprehensive
access and overview of all our financial matters without being
dependent on subscriberCRM. So | think for our financial
manager, it's important that there is more information in a way
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that is in King Business Software than can ever be in a

SubscriberCRM. Also, to access a little bit of a in a way
SubscriberCRM a little bit of a backup to the data that is stored in
King Business Software, so that having two systems is a good
thing, | think.

Advantages of SubscriberCRM

Participant 2: So one of the great things about SubscriberCRM is that we can
actually manage that information about our relationship and the
people with whom we have relationships and a much more
effective way. So that was one of the drivers key functionality of
SubscriberCRM. Second key advantage is SubscriberCRM
designed to help manage the financial process and I'm sure you
had this in much more detail yesterday. But the actual process of
identifying the financial steps that need to be taken. For example,
and processing orders registration, so people requesting a place
on a conference or purchasing something else, the connectivity
between our website, which is the web portal, the shopping
basket. The process that SubscriberCRM enables is a very much
more straightforward approach that allows our financial manager
or indeed anybody else in the office to see the request and then
convert that request into the correct invoice. After that, it will send
it to the correct place. And what we wanted was that we wanted
some of that to be automated. In other ways, we needed a system
like SubscriberCRM that would convert that process. Yes, with
human checking. And as you know, we have a lot of variations.
We don't have a single fee for anything. So you always need a
human to check that conversion is correct, but the conversion
takes place. So, for example, when you were working as an

intern, | think a lot of the generating a lot of that kind of information
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and transferring it from Excel sheets and so on. There is a huge

Labour-intensive, the idea with SubscriberCRM is all of that
manual labor will disappear. Therefore, the process of issuing the
correct invoice quickly without a lot of work very much faster,
which then frees up people to do other things. So these are the
two key things that | think the main advantage is a subscriber as
a CRM tool.

Disadvantages of SubscriberCRM

Researcher:

Participant 2:

U

For the disadvantage, in your opinion, for the subscriberCRM, do
you think there are any disadvantages and challenges to using

that CRM tool? Can you maybe explain in detail?

So, | think that | can answer in two parts. And the first part is just
organisational management. That is not specific to
SubscriberCRM, but from an organizational management
perspective. One is that Introducing any new data system now is
a big challenge because you immediately know that you need
somewhere in the organization, we need to generate capacity and
time. Also, we need to make sure we make the right choices. So
we got both to meet the right choices about what we're going to
introduce and we've got to find time to do it. For a small
organization which is already working to capacity, that is a very
tall order. And so one of the things we had to do was really plan
this a long time in advance. We started this process 18 months
ago to help plan for these two things. So basically identify the
functionality and the goals that we needed. So that took some
time of planning. And also we knew that key people in the office,
including our financial manager, business developer and
communication manager, when it came to implementing the new
a new system, we would need to free up some of the time so we
had to find a way to generate some resources to pay for additional
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staff on a short time basis. Basically, over the last year, we had

extra time. So from a management organisational perspective,
that is a long game plan and you need both the time and the right
decision. The second criteria, the second key element from an
organizational perspective is expertise, because you need to
understand as an organization, we're going to be using the
system, but we need to understand it because nothing even off
the shelf does everything without you thinking about it. So one of
the challenges was that we needed to spend some time together
to understand what kind of information is needed. So | mentioned
that one of the things that were really important to us was to be
able to understand the profile of the people in the system. And
then, of course, you have to think, well, what profiles? Do we
define people by what country they come from? Do we define
people by simply whether they are working in a KTO or in a
government or in an industry? Or do we also want to know why
they are interested in life sciences and medicine or are they
engineers? So we had to think about what kind of information is
going to be useful and how we would use that. So you have to
design elements of it. So we need to be an expert at designing
systems, at the same time, we do need to understand our needs
and as an organization as well. So that also took a bit of expertise
and that's a bit of a challenge, you know. Because somebody like
our finance manager and business developer are used to using
databases, for example, King Business Software. Our event
manager has a completely different experience of using
databases. So, being ready to make the right decision was also a
difficult thing. So there was the time and the planning, there was
the internal expertise. And then the third thing from an
organizational perspective was implementing it well and decision

making, but then, of course, the third challenge was living with the
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reality. In other words, we have made the decision and the

choices. We now have to implement the system, which we've
chosen as a SubscriberCRM. We have asked for the functionality
changes to be added. So now we need individually to learn to use
it and to make sure that we are using it correctly. So that we have
to test ourselves. We have to test the system, because, as | said,
we did require some functional changes. So we need to be
confident that the system is working. Originally we planned that
the last time we would use the excel sheet would be for the March
training courses in Cracow. And then we would by the time of the
annual conference in Lisbon, we would be still using
SubscriberCRM, and no more excel sheets. But of course we
have no annual conference and the March training courses were
postponed. So, we had no testing comparison to do, event wise,
to test the SubscriberCRM until now. So now we have been
launching webinars and we're now selling masterclasses and so
on. So for right now, when it's lacking, we are still using the excel
sheets. We are still using them for some of the events in the
summer. Just because we need to be able to compare and be
totally comfortable that all the data we need or want is indeed in
the SubscriberCRM and that we can extract because that's the
other aspect. As you know, with any database input data, we've
given a lot of thought to what needs to go in. But we also need to
learn and understand how to get the data out that we need. So
we need to be able to use the report writing tool, in other words,
to extract the data and we can use the SubscriberCRM, so that
we can actually do the things we wanted to do, like identifying
subgroups, to receive newsletters and so on. So basically, these
are the organisational things which are not specific to
SubscriberCRM, but they're just facts around the impact on an

organization of introducing a new sophisticated tool, especially
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one which is so fundamental to everything we do every day. So

it's really important that everybody knows it. It is really important
that the tool works. So these are organizational things. | said there
was a second dimension, which is SubscriberCRM specific,
answering your question, looking specifically at SubscriberCRM,
are there challenges? Well, yes, there were some very
straightforward challenges. SubscriberCRM is a U.K. product
from a UK company, designed and operating 100% in English.
The initial customers of the company have all, | think mostly been
located in the UK. Therefore, the default setting for, so the
language is no problem. We need it to be in English, but what we
don't need is a default setting to be Pound Sterling for all the
financial stuff we need to be able to have it in Euros. Very simple,
very silly, but really important. So there was some terminology |
gave as one example. So there is some terminology in the
SubscriberCRM package which needed to be changed, which is
not something which was very easy for the developers, but they
worked with us. So, some things in the customer package as
some of the some things in it off the shelf SubscriberCRM needed
to be changed. And the initial relationship with the company that
owned it, was interesting because we actually had and | don't
know if you remember this, but when we were doing all this
planning 18 months ago and 12 months ago, one of the things we
did was we employed an external consultant to help us plan that
journey, to help us gather our thoughts and focus so that we could
design the brief. To identify which CRM package might be the
best one for us and SubscriberCRM was one of nine, at the end
of the day we looked at nine different lines of detail. We deployed
a consultant to identify what turned out to be nine. So the original
plan was that the consultant, because he knew our brief details,

that he'd also assessed online and also became familiar with
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SubscriberCRM as our preferred choice and in fact, the one we

commissioned, that we originally thought because we don't have
a lot of in-house experience, expertise | just mentioned that we
wanted and we thought it would be best if the consultant did more
to introduce SubscriberCRM and to basically be the connection
for all the customers that we rely on the consultant to do that. That
didn't go so well. It turned out that was not the most
straightforward way, because the consultation, because we had
to communicate with a consultant who then had to communicate
to SubscriberCRM. And that's two conversations where there's a
lot of scope for things to be missed or misunderstood. So, we
actually needed to establish very quickly a direct line of
communication between us and SubscriberCRM keeping the
consultant in the loop, but actually far more direct communication.
So our lesson there was that no matter how brilliant the consultant
is, that when you're dealing with a new product, like
SubscriberCRM, a CRM, a database, you from the very
beginning, you need to have a direct relationship with the
developer and the company. So that was one of the challenges
we had to overcome, because it was not just a kind of a practical
problem, but it became a little bit emotional because, you know,
the passion that subscriber got was a bit upset because he
thought we were criticizing things and we weren't at all. We were
just asking questions of the consultant. So we had a little bit of
emotion to overcome. It only took three minutes and it was fixed.
But it just shows that although we're talking about technology, the
only way any technology ever works is with very good personal
relationships with people. So the team here, we have a great
relationship with both our consultants and also the subscriber
company. So that all worked out. But that was a challenge. How

are we going to communicate and how are we going to make sure
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it works? What else? Yes, OK, so when we chose it, we expected

it's on a platform, which is quite a familiar looking. It looks and
feels like quite a lot of other packages. That was good for me, it
was good for my staff, it was good for our leader, because
although it's doing different things, it's quite familiar structure and
architecture for us to learn how to use, because it's quite similar.
You know, the look and feel of the pages, the way the tabs work
and so on. Familiar. And | think one of the things that we've
learned in the process of requesting customization, which
originally SubscriberCRM said, yes, no problem, no problem, no
problem. It turns out that some of the architecture is much more
fixed and not changeable than either SubscriberCRM team or we
thought. So it's not been 100 percent smooth to amend and
customize. But of course, neither them nor we know that until we
try. So therefore, when we request functional changes or
additions, you based on our processes, it has sometimes turned
out that it's not possible for that functional change to be added
and that means we then have to go back and say, OK, well, if that
if our process cannot be matched with a new function, we're going
to have to change our process to fit the function that is possible.
So these are just more practical things, very much specific to the

SubscriberCRM, if that makes sense. Yeah.

Researcher: And also, for example, you mentioned just now, like you have a
problem in terms of like to understand the system. Right? So let's
say if you have that problem, how does the SubscriberCRM team
overcome that? For example, how do you get your training? How
do they make sure you understand how to use it? Can you maybe

explain a little bit?

Participant 2: Yeah, good question. So, it was a very carefully planned timetable
of activities. With both our developer, with our consultant and with

SubscriberCRM, yeah, and in terms of so the first stage was
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obviously communicating to SubscriberCRM what changes we

needed. So | suppose there are maybe three or four stages.
Stage one is we need to understand what SubscriberCRM
already does in order to know what's missing. So we absolutely
have some training sessions with SubscriberCRM. They made
time available online and talked us through, walked us through
visually shared screens and obviously, because we're doing all of
this in a time when travel is no longer possible. So in an ideal
world, we would have had the people over and sat in the room
and talked. Unfortunately, that wasn't possible. So that was an
extra challenge that the pandemic caused, that we've had to do
everything digitally and none of it in person. Then | mentioned a
moment ago, having an important personal relationship is to
make things work. But | think we've managed all of that. So we
had so we learned that once we understood better what
SubscriberCRM does. Step two, we were able to confirm the
added customization that we need and we communicated that to
SubscriberCRM. Then they started playing around and they
developed a hopeful solution or a pilot solution that we would test
out together and then feedback. And all of that has been done by
lots of emails, lots of calls, lots of digital, lots of screen sharing.
We've had regular, especially one of my staff has driven the
implementation of that side of the financial aspects, and one of
the staff members has driven the profile content side of things
with SubscriberCRM. All of that has worked extremely well. So
we have either weekly or fortnightly discussions, phone calls with
SubscriberCRM. So that's taken us to a point where the so-called
final version, the final customized version of SubscriberCRM was
ready about two and a half months ago. Then we start to not just
experiment with it, but to use it. And then, of course, you use it,

you testit. As | said a moment ago, we haven't had enough events
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Researcher:

Participant 2:

to be able to test it properly. So it's taken us a bit longer to really

start using all the features because we needed to have live events
and various other things happening in order to use it, but at the
same time, not having to use it immediately for something like a
big annual conference, simply because there wasn't one, OK, has
given us a little bit of time to still put lots of data into clean, lots of
data because, of course, we've had to upload a lot of data into
SubscriberCRM from our existing systems. And we also took the
opportunity to make sure that we cleaned the data. So that was a
huge challenge because in King tool, you know, over the years of
its 15 years of being used, you know, as you probably remember,
you know, you can have the same organisation with multiple
identities. You've got Lisbon University and you've got the
Department of Anaesthesiology. Lisbon University said, hang on
a minute, is actually all the one organization. So we had to make
sure that we got everything tidied up. So there was an enormous
exercise in data cleaning, which Sofia was involved in and Gwen
was involved in and also Nicole was involved in. So basically we
used our pandemic downtime to be able to do much more
effective cleaning. | think that's been one of the challenges. So
that was going back to your question about how we've learned
and we've been very much supported and we have a
maintenance and support help desk facility with SubscriberCRM,
which we paid for so that we'll never completely on our own. We
can always go back and ask.

So, can you contact them at any time you want or anytime you

encounter any problems?

So we took a license for five users, five simultaneous users on

the basis that everybody will use it but it's unlikely that at any
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Researcher:

Participant 2:

moment in time, more than five people simultaneously will need

to use it. So we've got that four, five support contracts as well. So,
yes, effectively, we have them whenever we need to, which is

really good.

In your opinion, what improvements would you recommend for
SubscriberCRM? You've mentioned improvements in its
functionality. Do you have any other recommendations for

improvements in mind?

Oh, that's a very good question. So | think, well it's not a big thing
but I think it's worth mentioning, yeah, because like any system,
the longer something is used and used by more people, then
especially where there is a feedback loop. Right? So in other
words, the users are still engaging with the developer or the
owner, if you take SubscriberCRM as an example, | think one of
the things that we are doing as an organization in terms of the
customization that we've requested with a functionality, a lot of
which is around pulling data out of SubscriberCRM, pulling it out
of the CRM in order to use it for things. | mentioned the idea or so
there's a report writing tool, so we can design our searches or
whatever using that report writing tool. | think in some other
systems that I've seen; | mentioned a moment ago that
SubscriberCRM looks and feels, I think, a similar platform to some
other tools | have used myself in the past. One of the things that
some of the other tools that SubscriberCRM doesn't yet have is
that they have a lot more, let's call them automatic report
structures already built in as part of the overall package. So in
other words, they're kind of preset report queries that you can go
in and just use because they're things that people commonly
want. It's a very common combination of whatever it might be. It
could be the person's country, the name, the country, the email
address, because you want everybody in Bulgaria. That's a very
79

/ARSK



U

simple example. But there are more complex combinations of

data. So one of the things that would be an improvement for
SubscriberCRM would be to look at the kind of functionality
reports that we have been designing and asking for, and maybe
it's not just us as an organization, ASTP, that would find these
particular reports interesting, that they could maybe be added to
the library of kind of standard report structures which go and are
offered to anybody who buys SubscriberCRM. So | think. | think
SubscriberCRM as an organization now needs to learn more
about its users, its customers and be active in sharing useful
learning and tips and tricks from one user group to make it
become standard. In other words, to really evolve
SubscriberCRM in a way that is really looking at all the community
of users as part of a feedback loop. The only people that can do
that are the SubscriberCRM team because is there a package
there in the middle? They have the relationships and I'm not
talking about sharing confidential information for one client to
another, but if there's useful functionality from one, then build into
the next generation and make it possible for everybody else if
they want it to have this added functionality. One of the things |
would say | compare it to and the reason | say this is because for
many years when | worked in university, there was a database
system called into INTERIM. Yeah, you can Google that. Maybe
you've heard of it, but if you Google it, it's a data management
system, which is a bit again it's a little bit like a CRM, that's a little
bit like a financial package, but it was customized specifically for
university offices like the ones that we deal with to manage their
project. So it's a project management tool to get around all the
intellectual property projects that a particular university is
managing. So therefore, you've got information about patents,

you've got the clients in this case, the named inventors from within
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the university. You've got all sorts of financial stuff, have all sorts

of things which are part of the CRM and this package called
INTIUM that was developed and then became very popular. And
everybody else wanted to use it because it was the most
appropriate customized IP patent university management tool
ever. What the guys behind the IT team have done so
successfully is they've created a community of users. Therefore,
just what | said would be useful for SubscriberCRM to do, they've
taken all the really good ideas that one university said, "Hey, we
regularly we've designed a report that allows us to pull out all the
technologies in chemistry which relate to gas emissions. We've
been able to pull out all these inventions and we do this report
and we pull it together and we put it into a newsletter until all the
chemical industry hears all the inventions". Of course, it's a very
simple thing to do. Yeah, but lots of universities have chemistry
inventions, so maybe they would like exactly the same report. So
they, too, can pull out easily. And so INTIUM has taken a very
proactive role to say, right, that chemistry plan, let's offer it to
everybody. If you want it that way, make it a standard thing in the
package and you just add it for free. So in that sense, that
connectivity of making the use which people make of
SubscriberCRM and not just using it and putting data in, which is
really what the developers are all about, makes sure it works well.
But actually to think about pulling data out and how can we and |
said I've said enough. But that | think would be a really good thing,
that it could be improved. | think that will come in time. | think the
company is quite young. So they don't have too many customers
yet. | think we could help drive that because | think that'll be really

useful.

Researcher: OK, so basically you're saying, they should focus on the algorithms,

making it accessible for everyone right?
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Participant 2: Yeah, that would be possible. Yeah. Or if it turns out that they need to

generate added algorithms for one particular customer. Yeah. Then maybe offer these

same algorithms to everybody who's a customer. Just evolve, evolve the package.

Evolve on the user experience. Yeah. So evolving the system to take advantage of all

the good ideas that some users have had that SubscriberCRM had to develop further

and take it forward would be interesting. They do some of that already and | also saw

it.

Membership management process

Researcher:

Participant 2:

Researcher:

Participant 2:

Researcher:

Participant 2:

Researcher:

Participant 2:

U

Alright, in overall what do you think of SubscriberCRM?

Personally, speaking about me, | find it recognizable. The look
and feel. Yeah. Therefore easy to use. Of course, there are many
things to learn. Of course, it's not entirely straightforward, but
generally speaking, | would say it is a user-friendly package.

Yeah, | would definitely recommend it to others.

Also, does the tool improve ASTP's membership management

process?
Hundred percent. 100 percent, absolutely. No doubt about it.
Would you suggest this software to other companies?

Yes, | would suggest this CRM tool to other membership

organizations, | would, yes.

Do you think this tool is suitable for organisations regardless of its

size? Suitable for small and big scale organisations?

Yes, definitely. In fact, we are one of the smallest organizations.
SubscriberCRM, | think has traditionally been used with, with

much larger organizations.
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Researcher: | think that is all for today. You gave so many insights and very

useful information. Thank you so much for your time and

contributions to this research.

Researcher: Thank you very much for your work. Yeah.
Participant 2: You're very welcome. Best of luck with everything.
Researcher: Thank you. Bye bye.
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PARTICIPANT 3

Position in ASTP: Communication Manager

Location: Zoom

Sociodemographic factor questions

Researcher:
Participant 3:

Researcher:

Participant 3:

Researcher:

Participant 3:

Hello, thank you for joining me for the interview.
Thank you. It's nice to see you.

Today's interview is about the Effectiveness of SubscriberCRM in
aiding the ASTP Membership Management Process. So before
we start, | would like to know about yourself a little bit. Can you

briefly introduce your educational background?

Sure. So | am an ASTP communication manager and has been
since March 2017. Yeah. And my background is as a journalist,
basically site and news and television journalist and mostly in
Scotland and my experience is predominantly in film and
television and documentary and use, like | said. And so | admitted
to the Netherlands as a non-Dutch speaker, and | moved into
communications and marketing. So bringing those skills of
journalism and storytelling to organisations and | thought sample
based and not for profit organisations in the Netherlands is where

| started to work.
How many years have you been working in ASTP?

Since March 2017. Nearly four years.

Staff experience satisfactions

Researcher:

So how do you find using SubscribersCRM for the membership

management process?

84

/ARSK



U

Participant 3:

Researcher:

Participant 3:

Researcher:

Participant 3:

Yeah, and | think what we have to emphasize and this is where

we started from and because SubscribersCRM is not an
alternative to a previous tool because there was no previous tool.
We used a financial management system called King Business
which made it to the members but we were not able to
communicate with that tool. So what CRM what SubscriberCRM
allows us to do is it's created a multi-million-dollar platform of
functionality, and so previously all registrations were done
manually. All and finances were done partly through King, but
even etwas partly not functioning. So all of their work,
registrations, communications was all done manually. Mm. Well,

in essence, everything started at zero.

Oh, so King Business is not really a CRM tool , but is more a
financial tool. So basically you cannot communicate anywhere

using the King Business tool?

What we could do from King Business was extract and then into

Excel.

Oh, so you use King Business tool to only extract data and for

communication, you did it manually?

Yeah. So to communicate for work, we used e-mail, newsletter
service providers, a third-party service provider called Get
Response. So we would use that to send out and newsletters, but
it had no connectivity to our records. So if every two months or
three months, | would have to extract everything from King, into
Excel which had to be activated. And it was really naysaid
because let me explain a little bit. So we have two lists, right. We
have a membership list and we have followers lists that are
supporters lists. To subscribe to our newsletter, you register
through the website. The website didn't communicate with

anything. So | would have to extract the information into Excel,
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Researcher:

Participant 3:

from the website. Well, people who subscribe and it really

important after GDP are people who unsubscribe. OK, so |
become that list. | then have another list of members. Data has to
be cleaned to relate to each other, so | have to clean it for
subscribers and unsubscribe. Sometimes we have members who
have subscribed to the newsletter through the website but using
a different email address from old email. Sometimes we end up
with members complaining that they had received our newsletter
four times. Sometimes they had registered as subscribers to the
newsletter without realizing that they were already subscribed to
the newsletter as a member. So there is no way other than data
key and weeks of my life to cleaning up my eyes. There is no way
for me to be able to separate those files and I've had to finish it

every month.
So what has been different after using SubscriberCRM?

So, what we've done now, that is what was really crucial to the
success of SubscriberCRM, was to heap the data that we put into
it. So the membership is quite straightforward. So we've got
retired members and ordinary members, which is a lot of data, but
it's manageable. So we've been able to go like we were when we
first decided on this process. The first thing we had to do was
clean all that data. Then after that, | had to download from
GetResponse, our newsletter list, which was six thousand people.
| had to basically clean up everything. And also because what
was happening. So there's two problems with it. When we asked
people to subscribe, to sign up for the newsletter on our website,
all they had to do was put in the email address. So we had no way
of gathering data. We didn't know where they worked, we didn't
know what their position was, we wouldn't know whether they had
decided to change jobs or email addresses. So there is no data
in there really. What happened to King, data that was put into King
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Researcher:

Participant 3:

Researcher:

Participant 3:

Business that was not complete and defaulted everything to the

Netherlands. So the data was a mess!

So literally you really need to accurately put the data, or otherwise
the data is not accurate enough. They are not valid. You know,
you cannot find anything after that. That's what you mean? Oh so
they don't have any automatic algorithm to search for information

or something?

Exactly. Ok, so that's all about the situation when | joined the
ASTP up until the start of this year. | had no idea of who was on
our mailing list. And what would happen is when | get a great
response, SubscriberCRM has its own cleansing which was quite
helpful because | used to have to edit the emails so many times
and remove the contacts from the list. But then when we move to
the new system and so we have SubscriberCRM, we have the
new website. Yeah. And we have a plug-in to SubscriberCRM
from the MailChimp , so what happened was when | sent the
newsletter to the MailChimp , | got literally like five hundred ninety
subscribers. So although when it gets responses, it can clean it.
It only cleans as the email address was shut down but | was
getting out of office supplies for people who were saying | retired
to this position in 2015. So there's still, there's still a mailbox there

to receive the email. Mm. So that was a lot of cleansing again.

So, for SubscriberCRM, it is linked with ASTP's new website
which is linked directly to the tool right?

And when you look at our new website, you can look at the bottom
right hand corner, there are two green boxes. That is to subscribe
to our newsletter. You see, now we have proper data. We have
an input of proper data, name, email address, organization,

position and country.
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Participant 3:

Researcher:

Participant 3:

Researcher:

U

So basically, you have all the basic information data. So, it's easy

for you to also track all the information and all the data yes?

So, when we come to you, subscriber. So, for example, if you're
running a training course in Poland, we can now search the
subscriber by 'Poland' and contact all the contacts. Let's say if
you join our training course in Poland right, | look at a map and |
say, OK, Poland, well, it's not far from Slovenia and it's not far
from Czech Republic and Austria. Then | can do things like a
virtual map. | can do a two-hundred-mile radius of Warsaw and
say, OK, these are the places that are reachable, then contact all
those people. So now we can use SubscriberCRM for direct

marketing.

So, you can use it as a commercial, is that what you were trying

to say?

Yes, we still have MailChimp, which works as a kind of generic
piece of a classic newsletter that people all over Europe can see.
But if we are organizing an event in lItaly, we can go into
SubscribersCRM and contact everybody, not just a member, but
everybody that has ever been in touch with us who are in Italy.
Quite often we have people who come to our training courses who
are not members, and do not subscribe to the newsletter. We
have no data on these people. We have no way of tracking to
keep in touch with those people. Yeah but now, every training
course, every webinar, every master class we have all the

registrations in the SubscriberCRM.

So, every time people register for the membership or for the event
and everything, everything is stored directly to SubscriberCRM.
Oh wow. That's really useful.
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Participant 3:

Researcher:

Participant 3:

Researcher:

Participant 3:

If you go into the website and you register for a webinar, all the
data and all the information that you put in there for your
registration is saved in the SubscriberCRM. So if you are an
existing member, it will recognize your contact ID. It will be
updated in the SubscriberCRM or if you've never had anything to
do with us before and you register for anything, SubscriberCRM

will create a new contact ID for you. | mean it's revolutionary.

It's really easy to communicate back to, to track all the information

back to the members.

Yeah. But members are straightforward that it's the non-members
that's most important. Because in terms of a business model and
in terms of organisational development, we need to get more
members, all 7000 people who are not members. Right. So that
iswhatis. Thatis, that we can see, OK, there is Antonio Sanchez,
who lives in Madrid and in 2015 he attended one of our training
courses, and in 2019 he signed up for a webinar. This guy is
engaged with us, albeit. So what we can do now is write to
Antonio and say "Antonio, you attended this training course and
you've got points and if you do this training course, you will get
more. If you get enough points, you will become one of RTTP
members". So we would like to offer you a special discount or we
will offer you a bundle of training courses or we can or partner in
Barcelona is having an event which you might be interested in.
So that is about building relationships. So that's what's really
powerful about SubscriberCRM from a communications point of

view. It allows you to build individual relationships.
Hmm. But is it also easy to use?

| mean, we're still learning. We're still finding our way through

things like even yesterday, something doesn't connect to that bit.
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So someone couldn't subscribe and they were just like, OK, that's

how you create it. And it was fine.

Advantages of SubscriberCRM

Researcher:

Participant 3:

Researcher:

Participant 3:

Researcher:

U

Do you believe there are any other advantages of using
SubscriberCRM?

For the amount of time we save, yes. We spend so much time
with every event repeating, repeating, using the same thing. Now
we can have standard procedures, you know that will work every
single time. | don't know, it's kind of like when you look under the
engine of a car now when you look under the hood of the car and
engine now, you need a computer to fix your car. You don't need
the wrench. That's the change that we need. Itis a car engine that
you need a wrench to fix it to a car engine that you need digital, a

laptop to fix it. It's that big a deal.

Can you maybe list some of the benefits in terms of the
communication perspective? Maybe any other advantages for

the communication department?

So, like | say, it's about how we can filter by the region. We can
filter also when people join now, we have a page on the members
area in which people can list their information on their profile on
the members profile page in the website. So that list gives us
information about the preferences of our membership. But that list
is also the list of tags of our resource centre. So they

communicate to each other.

So basically, it's kind of like in the website, there's a small

community that can also communicate with each other?
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Researcher:

Participant 3:

Researcher:

Participant 3:

Researcher:

U

The communities can communicate with each other. But if you
click on 'contact us' on our website. You see, KT policy. That is
going to be registered in the SubscriberCRM. So say that we are
running a webinar on KT policy, we can search SubscriberCRM
to find the people who have chosen that as a preference on our

website and we can communicate with them directly.

So, every interaction in the website is stored in the
SubscriberCRM. So you can get all of the information in it.

The website and subscribers are built to be together; they are the
lungs of the organization, you know. Although you can live with
one lung and you can live without one of these, but actually, they
have a symbiotic relationship so everything that a member or a
non-member does on a website is recorded in SubscriberCRM.
So on one level, there's the kind of practical things of registration,
payment, attendance, on a deeper level, there's the meta data or
how they like their working life. So it gathers both of those things.
So it allows us to be much more informed on the behaviours of

the members and the visitors.

When you started using SubscriberCRM, did it take a while to

learn how to use the features?
Yeah, sure it does. But it's really little.
Do you get much support from the SubscriberCRM team?

Participant 3:It's a quick phone call. That's a part of the package
that we bought when we bought SubscriberCRM, it comes with
support. So it is just a quick phone call to their help desk. Got the
guys and girls there that are really well informed and it's really

great service.
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Disadvantages of SubscriberCRM

Researcher:

Participant 3:

Researcher:

Participant 3:

Researcher:

Participant 3:

U

Well in your opinion, does SubscriberCRM have any

disadvantages or something to be improved?

You know | think everything has its weaknesses. Yeah, but I'm an
optimistic person. | don't think you can focus on weaknesses.
Well, you have to adapt your practices now to the tool and so in
a sense, we learn SubscriberCRM and it learns us at the same
time. So like yesterday, we realized that we couldn't figure
whether you have subscribed to our newsletter or not, that wasn't
searchable within SubscriberCRM. We called their help line and
they explained to us how to make it searchable. We thought we
had a problem but we just had to learn how to use it more. We
had to adapt the way that we thought to make it work for us.

Are there any challenges even after you get help? Do you ever

find any other issues?

No. Not in my experience. Oh but I like to say I'm not the greatest
user of it because | work much more on the website now. So in a
sense what I'm doing is if | need to communicate from the
SubscriberCRM, | will email to one of the staff members and she
will handle the rest. Also at the moment, the website is still new,
so | have been focused on the website and the MailChimp . |

haven't really had time to use the tool.

Yeah, and also, do you have any recommendations on how to

improve the tool?

I've not got the greatest experience in working with it. But when
you start at minus 10, get into plus 10 in six months it's a pretty

high achievement.
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Researcher:

Participant 3:

Researcher:

In terms of the algorithm, like for example, if you want to choose

something based on your requirement, can you ask them to

change it or you need to do it yourself?

You can ask them to change it. It's really flexible. Yeah, well, it
has built in features too. We can add new features and sections
too, but when that happens, we phone them and they say, "OK,
that's that section, you can add to that section. However, if you
add to this section and use it like this, it will work".

Oh, so he explained it like that.

Participant 3: So it has its restrictions like its parameters, but it is

flexible enough to be able to get around it.

Membership management process

Researcher:

Participant 3:

So, in overall, do you think SubscriberCRM can improve ASTP
membership management process effectively? And would you
and would you suggest the CRM software to other companies in

order to manage the membership?

Yeah, | think | mean, I think what we went through was quite a
painful process before this. What is good about SubscriberCRM
is it's built for non-profit membership organizations. Oh well it's for
memberships. | mean and started 10 years ago as a membership
tool which then developed in the whole CRM system. Oh. So the
fact that that's its core purpose, works for us. If you were in the
UK, a lot of the trade union organizations use the tool because
they have thousands and thousands of members. As a
membership organisation, it is a really good tool. The people who
developed the tool understand 'membership'. So basically, it is
useful for non-profit organisations, trade unions or even
associations. Yeah, they have really extensive insights into what

membership is needed.
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Researcher: That will be all for today. Thank you so much for your participation

and contributions to this research.

Participant 3: Oh, it is my pleasure.
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PARTICIPANT 4

Position in ASTP: Business Development Manager

Location: Zoom

Sociodemographic factor questions

Researcher:

Participant 4:

Researcher:

Participant 4:

U

OK, so before | start, thank you for joining my interview. The
topic for today's interview will be about The Effectiveness of
SubscriberCRM in Aiding Membership Management Process.
So before we go in depth in that topic, | would like to know a
little bit about yourself. Can you briefly explain your educational

background?

So, | am the business development manager of ASTP, and I've
been with ASTP since 2011 and since then | think | have been in
different roles. | have been doing the finance and the events and
the business development. So what | do now is | do take care of
our members in the sense that, well, making sure that they are
happy, and | am responsible for the National Association
membership deals, then the group memberships and also the

customized services that we provide to our members.
In your current position, do you only focus on the customers?

Basically with all stakeholders. So members and non-members,
trying to get them to become members and basically everything.
| mean, there's a few projects that | will also be involved in. Now
we're trying to also provide not only online customized services,
but also customized webinars, because the trainers cannot
travel anymore. So there's no onsite training at the moment.
Then, for example, | am also currently busy just trying to figure
out maybe new membership packages. So all stakeholders, also
national associations, like | said. So ASTP is a European

Association and there are also national associations and
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Researcher:

Participant 4:

countries. So we try not to compete with them, but to work

together by offering membership deals so that they can become
members of their national association but then also the
European one, ASTP.

Alright, I'm going to go in-depth now. How do you plan on using
SubscriberCRM for the membership management process?

Maybe, you can explain the process of how you used it?

OK, oh I forgot, | am also responsible for the annual survey of all
of KT activities that we do. With that, | use SubscriberCRM a lot
because we have to maintain or update contacts and send mass
mailing for the launch invitation of the survey. So | used
SubscriberCRM for that, as well as updating and manage, for
example, if people said, "Oh, | want to end my membership or |
want to become a member"”, either my staff or | do that. We

usually does the individuals and | do the group ones.

Staff experience satisfactions

Researcher:

Participant 4:

U

What do you think is the difference between SubscriberCRM
and the King Business tool? Because as you mentioned before,
you kind of like working with the King Business tool since nine
years ago, right? So maybe you can explain the differences

between the tools.

One, King Business tool was in Dutch and King Business was
basically a financial software. It is not really specifically a CRM
tool and SubscriberCRM is definitely a CRM tool. Other than
that, the synchronisation with the website is more optimal. For
example, there are two way communication where that was not
available with the King Business tool. Then, we were not able to
send emails from King Business tool and with SubscriberCRM,

you can. Also mail merge functions, also | think you've heard

96

/ARSK



Researcher:

Participant 4:

Researcher:

Participant 4:

Researcher:

Participant 4:

U

from one of the staff members, for communications as well. So

it's synchronised with the PR mailing system, MailChimp. So
yeah, it's so much better. | think, this year we are mainly busy
with figuring out how to do things where things are, for example,
how to do this and making sure we have a manual that we work
in a certain way that we can use SubscriberCRM efficiently. |
think what we're still doing right now is the integration from King
Business tool to SubscriberCRM. Also the data cleaning, that

takes a long time.

Did you have to do data cleaning manually when you used King

Business tool?

Yeah, | think it was also done manually. But for example in the
SubscriberCRM, there are more functions. | mean, you can filter
and then change. They call it global change. So you can change
in groups. Because we've added more fields in the profiling.
We've added the contact type. So for example, ASTP is an
association and then there's an if you are a KTO then the
contact type will be KTO or if you are a large organization, then
you will be either in SME or large industry. So we classify the
type of organization manually. So that is a lot of work to start
with, but then in the long run, I think it's going to be very useful.

Is SubscriberCRM easy to use?

Yes, itis very user friendly. Like | said, it takes time to figure out
things, how to do things, but you can just do it yourself. It's not
like Zoom. No, it's very user friendly. Everything is very not

standard, but it's very self-explanatory.

What do you think is the most useful feature of SubscriberCRM

for the membership management process?

| like the mass mailing thing so that you don't have to send it in

the video. You can send, | don't know, ten thousand mails and
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then you can filter who you want to send it to and you can use

the mail merge function. So maybe first, name, then basis. Also
you there's a button called 'remove duplicates’, so you don't
even have to check yourself if there are double entries. Yeah. |

think that's probably the best function | like so far.

Advantages of SubscriberCRM

Researcher:

Participant 4:

Researcher:

U

Do you believe there are many advantages of using the
SubscriberCRM?

Yeabh, it's just because it's a one stop thing, you know.
Everything in one platform. Even when we send emails, the
mass mailing, if you go to that person's profile, you can see they
unsubscribe to which and what kind of email we sent and when
we sent it. That is all recorded in SubscriberCRM. You can
even, like, select to whom and which email do you want to send
it from? So, for example, not from my own account, but from the
headquarters. Also, it is synchronised with the website. We
never had that feature with the King Business tool before. So for
example, if a new member would log in to our website and
change their name or position, it feeds back to SubscriberCRM
and then the data is updated. They're all automatically updated.
We just need to adapt our working process. For example,
maybe in future we do not need graphs anymore because
everything is visible via SubscriberCRM. We do not need papers
or printing anymore. As you can see, we now work from home,
SO we're not even printing and it's perfect. It's all in
SubscriberCRM. You can see who is registered and who has

been invoiced and who to invoice. Yeah.

Can everyone use SubscriberCRM at the same time?
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Participant 4:

Researcher:

Participant 4:

Researcher:

I'm not so sure because everyone has a login ID. | don't know if
there are max users for time, but I've never had a message,
"Oh, there are too many people logging in". So, maybe | don't
think so.

When you started using SubscriberCRM, are there any special

training methods for how to use the tool?

| think we had to. It was a general introduction or training in the
very beginning. Now, for example, yesterday, | needed to figure
out something and | just went to ‘help'. There is 'SubscriberCRM

help’, then | found what | was looking for there.
So basically, you can learn the software by yourself?

Participant 4: Yeah you can. You can also contact them of
course. But I've never done that actually because they also
have, for example, remote assistance so that they can help you
live. But I've never used that. Maybe one of the staff has. I've
always consulted just the SubscriberCRM help and then it goes
to a page where you have to login of course, and then you can
browse the topics or whatever you need to find. It's a really big
archive. | have always managed to find the answers to my

guestions there.

Researcher: Since there are many features as you mentioned,
do you think these features are going to be updated or is it

possible to ask for a new feature if needed?

Participant 4: There are like, for example, some fields that you
cannot change, for example, a county like we don't use that you
can't remove, or | think because a lot of government or local
government used this or they designed it specifically for those
local government bodies. For example, for social welfare I think,
under the profile you can see which gender or ethnicity or how

many children and stuff like that. So you can't customize some
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of the fields, but you can create customized fields but not on the

main one, not on the default one.

Disadvantages of SubscriberCRM

Researcher:

U

Researcher: So in your opinion, do they have any
disadvantages? Do you think there are things that need to be

changed or improved?

Participant 4: Now | have to really think about that, because, as |
said, this is like very new to us, it's also kind of like you find

things as you go.
Personally, do you have any sort of difficulties when using it?

Participant 4:1 mean, I've been working at ASTP for nine years
using the King Business tool, with no connections with our
website and only using graphs in the Excel Spreadsheet. So for
me, | don't have anything to complain about now because
everything is way easier. So, yeah, for me, | cannot really see

even if there are really small tiny things that | want to change.

Researcher: So SubscriberCRM is a non-cloud-based software
now, if in future, they updated it to a cloud-based software, do

you think it would be better?

Participant 4: Oh, | don't know, maybe. But not necessarily, |
think. That | would say, maybe, for example, when you want to,
you can excess it anywhere, but then do you want that really for
your database? Well yeah, | don't know, I'm not like an I.T.

expert, | don't know how safe that would be.

Researcher: | understand, so you're saying, in terms of security

it is better to not make it an online software.
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Participant 4:

Participant 4: | mean, like now you know for sure that it's only

installed in laptops to our staff. So it is secured. Maybe another
better thing to improve is if you can customize those fields. For
example, things that we don't need, we can easily remove.
Yeah. For example, now if you want to search members from a
specific organization and country, | don't need all this like, you

know, postcode county, phone number or account number.

Researcher: As | understand, SubscriberCRM is a UK software

and not a European software right?

It is a UK based software.

Membership management process

Researcher:

Participant 4:

Researcher:

In overall, do you think SubscriberCRM can improve

membership management process effectively?

| would say so because, | mean, we were all so scared about
changing our membership from, for example, from calendar year
to 12 months. Yeah, because with the King Business tool it was
just impossible to keep track of who becomes a member when
and then make sure that that person’'s membership will start on
the 2nd February until 31st of January the next year. It's
probably almost impossible to do that in King Business tools.
With SubscriberCRM, now since the 1st of June, our
membership is valid for 12 months. So that is all automatically
that it recognizes when the member becomes a member until
and until when the membership will be valid and then that the
invoice will not be sent until then, for example, it's all

automatically.

For the last question, would you suggest this software to other

companies that need to manage their membership and do you
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Participant 4:

Researcher:

Participant 4:

Researcher:

Participant 4:

U

think this SubscriberCRM is suitable for bigger companies,

bigger scale business and bigger data?

| don't know if | can answer that, but then | would need to know
what else is out there to compare it with since | only have used

the King Business tool as comparison.

From what I've heard, when ASTP first looked for a new
software, it was a little troubling at first?

We had the other candidates. We didn't have, like, unlimited
budget, so we also didn't have, like, a large pool of options. So
with SubscriberCRM, although with all its limitations, it was
probably the only one that offers one stop service. It basically
has everything that we need like synchronisation with the
website, even registration, PR mailing, CRM and invoicing, so

finances. It was also affordable to us.

Thank you so much for your help. | can now understand the
usefulness of this tool in a lot of perspectives.

You're welcome. | hope | helped a little bit. If I have any
guestions or anything other than just email me. Thank you so

much.
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PARTICIPANT 5

Position in ASTP: Event Manager
Location: Zoom
Sociodemographic factor questions

Researcher: Thank you for agreeing to do this interview for my graduation
assignment. Before we go in-depth to the topic. Can you briefly
explain your educational background?

Participant 5: My educational background is | studied hotel management
before. After that, | am doing 14 years, 15 years of sales and
marketing as event manager in the hospitality industry. | did my
MBA study here in the Netherlands and after | finished my MBA,
| started working in Holland as well. | joined ASTP in February
2018 and became an event manager. So that is my current
position at ASTP.

Staff experience satisfactions

Researcher: Also, what is the most useful feature of SubscriberCRM, in your

opinion and how do you use the feature?

Participant 5: OK, there are a few useful features, | have to say in
SubscriberCRM. One is that they have the entire tab for search
keywords for it, so you can search people using your first and last
name, organization, email and other data will come straight away.

And you can also search even by membership number.

And the other feature is for example, those who have already had
databases, with one click, you can already see the previous data
or how many CE points they have. But in King Business, there
are no such things. Again, in King, all the previous data was
updated again on the Excel sheet. So if you are talking about
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going back, we have been doing training courses for 17 years. So

the data go all the way back. So you really have to check the
whole entire spreadsheet. But in SubscriberCRM and we update
all the CE points. With one click, you can see what the current CE

points for each member.

Another feature that we use a lot is communication, especially the
event department. We send out lots of email communications to
the participants who register for each program and courses. For
example, Master Class and webinar. So, we can send the email
out from SubscriberCRM per group basis or per event basis, and
we can send as we can choose any email we would like to have
as a sender email. Also, we can program from any account we

can program, either my email or HQ email.

So the chances are 90% would go straight to the mailbox. Once
in a while it will end up in junk mail. Those communications will
also be stored in the members' database. So if someone comes
back to us saying, "hey, | did not receive your email”, we can
easily go and check the data and say "hey, | have sent out to you.
So maybe if you didn't receive either by accident, you forgot or
you overlooked". So we have a proof saying that we keep the
communication will be there forever untii we remove the

communication from last year.

Researcher: Is SubscriberCRM linked to the email as well? because it's an

automated email, right?

Participant 5: No. We can program the email address as well. So if we send
from our email address, it also links to outlook mail. And we as a
sender, we can see in our sent box to whom we send to. But those
communications will also be stored in members' data, in the

communication profile.
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Researcher: And for example, how do you extract the database from the King

Business and move to the subscriber?

Participant 5: That was almost manual cleaning | have to say. Especially, we
extract the data, put it on an Excel spreadsheet, and we just
double check those double or triple entry data that we just
remove and clean up. Also, we update all the new information that
we know or we just found out the organization designation, for
example, membership status and all. When it comes to data, |
have to say we are now about 99 percent of data is clean. So
once the data is clean, then we import to SubscriberCRM. The
importing process, of course, was done by the service provider
from SubscriberCRM.

Researcher: What about the default system for the SubscriberCRM? Is it like

a friendly user tool?

Participant 5: Yes, it is quite friendly, even if you do not have experience with a
CRM tool before, if you play around a little bit with the software,
as long as you do not click the delete function. You also can check
what the other features that in SubscriberCRM, what they offer

every single tab, what is there on how to navigate.

In King Business, if you were to compare, because you do not
have this kind of function in King anyway. So it's hard to make a
comparison. So when it comes to user friendly. For example, if
you want to see event details, you can see what is there, the
number of registrations so far, the expected revenue so far, What
is the number of places left, how many have been taken up or can
be seen on one screen. For example, if you are to see what time
that you might start or what the event the participant join, you can
also do that. And also you can actually make a note there in the

SubscriberCRM for every single participant, not to the participant,
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Researcher:

Participant 5:

but to the staff as well. So whoever accessed that data in the
SubscriberCRM that if they look at the note that if | say in the note

"This one entitle 50 percent for next purchase something like
that." So everybody can see that. So in King, that is never
happen. Usually in the past | make a note in the Excel
spreadsheet and not many people understand how Excel
Spreadsheet work. So here everything in SubscriberCRM really
easy to see track the data. And you can actually see event
statistic, for example, and you can key in other potential venue

and you can actually store in the SubscriberCRM.

So if you are making a new event, all you need to do is click, click,
click, click, and it is there rather than keeping everything in the

SubscriberCRM and this will appear as well in the website.

So basically, the SubscriberCRM is linked to the website together
with the MailChimp. Is that correct?

Correct.

Advantages of SubscriberCRM

Researcher:

Participant 5:

Do you believe there are advantages to using the
SubscriberCRM?

Yes, there are a lot of advantages of using SubscriberCRM in a
way. One is, of course, time-saving, for example, because the
SubscriberCRM is linked to the website on the new order
registration, but it will go straight to the CRM system. This can
save time doing the registration process. If we want to, we can
actually pre-set the confirmation email and confirmation letter in
SubscriberCRM. The moment someone purchased, they will get

confirmation already, but we do not do it just yet for now. We do
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a standard email because everything goes digital now, we don't

want people to get the link and share it with people immediately.
They will receive a standard email saying "the confirmation has
been received" with the link to the webinar or to the training
course about 48 hours before the event starts. That all can be
customized easily in real time. And of course, In confirmation
letters, everything can be sent straight away from the
SubscriberCRM which is also time saving. We do not need to use
the mail merge anymore. So, for example, if you send out emails
to a particular group for members only, all we do is we filter a
member, and with one click, it goes straight to the email and type
in or merge whatever document you want to send and you send
out. And we can also send attachment, with mail merge you
cannot send attachments. And of course, with King, there's no

such thing as sending out directly from King software.

Another one is that, for example, because there are a few ways
of checking whether or not, any new contact has already existing
contact in our database. We can check any new registration for a
newsletter, for example. We just check whether they are already
on our database. We just update the data. So in this case, we
also eliminate double entry, for example, Mr. A has two or three

email addresses. They will receive three emails from ASTP.

Another thing is you can add on or integrate MailChimp into
SubscriberCRM, which means, again, all the databases for
emailing for newsletter can be separated easily. You can just click
people who register for a newsletter that is members or non-
members both will be in the same sheets. So if the newsletter is
only meant for members and members will get it because we
always do two newsletters. One is for members; one is for
everybody. There are some documents or parts of the website
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Researcher:

Participant 5:

that are only meant for members. ASTP members can access

training materials, video from the past webinar or training
masterclasses. We only allow members to access. If you are not
a member, you cannot access all of those things. The other
benefit is that everything is kind of more efficient in a way when it
comes to the event management process, we can customize data

per event, the revenue, and the participants data information.

You could easily extract any data that you want from the event in
the SubscriberCRM. As you might remember, in each event, we
have people who attend the course and also who would attend
the dinner, for example. In the past we have everything on the
Excel sheet. We have to go to tab one or tab two in the excel
spreadsheet. The SubscriberCRM has a specific detail on that.
All you need to do is extract whatever you data need. For
example, you want to extract people who are coming only from
Holland from that particular event. With one-click, you get all the
data. And that data can be imported into Excel sheet or CVS or
so easily can be transported into Excel sheet, which is for sorting
out later. And also other reporting can be done as well directly
from SubscriberCRM per event, per program, you can extract any

report that you want.
Is the software feels familiar to use in your opinion?

| will answer in two ways, ok? If any of you have used any CRM
tool before, in this case, | have done a few which | have
experienced using many different CRM tools when | was working
in the hospitality industry. So, | am quite familiar with the features
of the tool but quite different. Navigating around is kind of similar.
So for me, it is quite an easy process to understand. But for a new
person, for example, an intern, who has not done any of the CRM
system, it takes a while to understand how it goes. But however,
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their support system is also very good. One is you can either find

the basic guide book on their website where we can access or we

can call their service centre for live guidance.

Disadvantages of SubscriberCRM

Researcher:

Participant 5:

Researcher:

Participant 5:

Do you think the features in the SubscriberCRM is going to be

improved in the future?

There are a few features that we would like to have as a client but
it cannot be added according to the SubscriberCRM service
centre. This is from last week's information, so they might change
in the future. But as of now, they say we cannot add on any more
such function. So whatever is there cannot be change. There is
no additional that can be added. So in this case, yes, probably
this is one of the disadvantages. For example, there is one
feature on the main page at the search button. The screen cannot
make it bigger. If | can explain this clearly, what happens is that if
you need to see the rest of the data, you need to move the tab or
the cursor. So ideally, if you can just make a screen bigger, you

can see everything.

Another disadvantage is that if we were to make changes to any
web shop, because there were always some changes along the
way, for example, the time or the price change. So, whatever the
new update that we make in SubscriberCRM will not
automatically register on our website. So we have to rethink the
data in the website to SubscriberCRM or the other way around,

we have to do the editing and sometimes it is just not working.

And what would you recommend to improve the SubscriberCRM?

Yeah. In this case, | would say SubscriberCRM would probably

need to redesign a little bit of the system to feed each client. | was
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talking about the "search” function earlier. So in my opinion, one

size does not fit all because every single organisation is different,
regardless of what kind of membership organization, because we
are a membership association, but our needs sometimes can be
different than those non-profit organizations in the U.K. who are
doing, for example, Employee Union. So they are not selling
much product, but we are so called selling products even though
we are not a profit organisation. And secondly, from the client's

side,

Before we purchase, there are a few little details that we never
thought that we might need as time changes, when we order we
didn't know COVID-19 is coming. The SubscriberCRM needs to
be more adaptable to the client's request, even at the very last

minute, to change or to add extra features.

Membership management process

Researcher:

Participant 5:

Researcher:

Participant 5:

U

How do you find using the SubscriberCRM for the membership

management process?

Yes, | find using SubscriberCRM is much better compared to King
Business. Of course, this tool is new to us as well, because our
SubscriberCRM is really meant for membership management.
Yeah, but King Business is actually more on financial tools. So

King does not really do anything with membership management.

Can you maybe explain the management process using
SubscriberCRM?

So SubscriberCRM is linked directly to the website. So our new

website, not the old one.
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Researcher:

Participant 5:

Researcher:

Participant 5:

So how does that work exactly? So, if someone register to
become a member on our website, the order registration will go
straight to SubscriberCRM.

So, all we need to do in SubscriberCRM is to check. We will
receive a notification and they only need to send the order
registration to the database. So it will be done in two ways. One
is that we can easily check if those people who register, whether
or not they already have data with us, with our membership data
or newsletter data. So we can merge the data without having to
key in everything all over again. And we can actually also update
the data. During the merging process. We can actually pick and
choose which data we want to merge, for example, in the existing
data if they are or they were with a different company before and
now they register with a new organization. What we need to do is
get new data without having to type the name of events. We just
pick and choose.

You said like King business is a financial tool. So how do you use

it before as a CRM tool?

But in the past four years, King Business stores the data, the
members' data. So that is basically what is the only thing to me,
especially from the event perspective. We can only check from
King Business whether someone is a member or not a member.
We can check the previous history of purchases, whether they
have registered to purchase any event before. But basically that
Is about it as far as the event department is using King Business.
But what happened now in SubscriberCRM is that because of the
link, everything is linked all together. So we can have a very quick
overview. So, for example, if someone registered for an event, we

can also synchronise their registrations to the existing data.
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So, we first create an event in SubscriberCRM, a specific event,

while in King Business, we cannot do that. So, | will explain a little
bit how it works when it comes to the event's perspective. So in
SubscriberCRM, we will create an event name in
SubscriberCRM. We will put everything that we need to put there.
Then we will synchronise with our website. And we published on
the website, so the website where the data from the
SubscriberCRM.

So when someone registered for an event or membership or
whatever, we advertised on our website. So the order will go
straight to King. All we need to do is synchronize the data and the
data will go straight to the website to go straight to the events tab.
Yeah, right. So all we need and then we just update everything

with one click. We can send out the invoice already.

So, with King Business, it does not link to the website. One is
double work, because you are getting twice the data. Second is
that when people purchase anything on our website, we receive
the order registration via email. Then, we just go to King and
check whether he or she is a member, if not a member. We just
updated accordingly and then we entered the data into the Excel
spreadsheet. So all this involved lots of typing, typing, typing or
entering the data.

So that will take a lot of time. Also, we will have to take closely to
the details. It is very important because you are manually entering
data into an Excel spreadsheet. And another thing is that, when it

comes to income and revenue, in SubscriberCRM again, you can
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Researcher:

Participant 5:

easily see how much revenue you are getting already based on

the number of registrations. So in the past, when we were using
King, we entered the income of revenue, in the Excel
Spreadsheet when it comes to the event part not the finance part.
So every single time | had to go and check whether someone has
entered the correct amount or the correct figure, the correct fees,
and that involved again, a lot of checking as well. So all in all, |
have to say that SubscriberCRM is much better.

Do you think SubscriberCRM can improve clients’ membership

management processes effectively?

Yes, it can. | have to say. It is because there are a few examples
here. The first example, as | mentioned before, we have many
sub-groups. We have board members, we have committee
members, we have survey committee members, and program
committee members. All of these we can update their profile in
SubscriberCRM that they are ASTP committee members. On the
website, we have a section so-called "members area”, where
members can have a discussion or someone can create a topic

and whatsoever.

So this is also a link together with SubscriberCRM. So if people
from this special group, they are only targeting people in that
group, so that this can make any communication and discussion
at people in this group can go there to the website and, you know,
discuss something. And everybody with a login ID can access
their email address and get the password. So it is linked again.
And secondly, if you want to start a communication with
members, who want to stay anonymous, for example, in this case,
if someone is looking for a partner for our organisation, but they

do not want to be known yet who they are.
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Participant 5:

So what we start a conversation with the members at the same

company is looking for a partner, for example, in air purifier and
who is interested to partner with them. Please contact us. Please
let us know. We can connect you easily. So, can we do as well in

the previous website? No, it is not possible.

We can upload some documents that only HQ can do and the
members cannot upload any documents on our website for safety
reasons. So, for instance, there are board members at the
moment, all the shared documents are shared in Dropbox. So
what we are planning to do now is to upload all the documents in
that "members area”, but only accessible by the board members.
So they can easily go there and make a discussion and you can
easily see the trail because in the Dropbox, what you can do is

check the amendment is there.

However, it is also not very interactive. And secondly, ASTP also
saves cost because we have our website for everything. So we
do not have to pay a subscription for a Dropbox. Because of our
documents are always massive, and everybody needs to have a
subscription version of Dropbox. And even though we are talking
about 1200 Euros a year, but we are talking about eight members,
we have 10 Professional Development Committee and 5
Programming Committee. So if you add up, that comes a few

thousand already per year. That is a cost saving as well.

Researcher: Would you suggest this CRM software to other

companies that need to manage a membership process?

Yes, | would say | would suggest,
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Participant 5:

Researcher:

Participant 5:

Researcher:

Participant 5:

U

So, do you think in terms of the non-profit organisation, how can

it be improved in the future? Do you have any advice for this

matter?

In this case, | would say whoever is buying SubscriberCRM in the
future time, they have to really make the full list of what they want
and what they need. It can also be added easily. Or not at all. The
reason being, again, it is a very different organisation. Every
organisation needs is always different. So probably not many
organizations, probably would not need as detailed as what we
are using here, which is easy. But a big organisation with over ten
thousand members is probably going to think about what exactly

they are going to use the SubscriberCRM for.
Do you think this is applicable to the bigger scale of organisation?

| would say, yes, it would be applicable for any bigger scale
organisation as well. Yeah, | would say it is because the
integration is quite good, actually, they have integration with the
payment system. For example, there are many payment system
service providers such as iDeal, PayPal, and all other payment

systems that can also be integrated into SubscriberCRM.

Do you think the SubscriberCRM can be evolved in terms of more
features and more functions of this SubscriberCRM is going to be

more efficient in the future?

Well, | think for ASTP, as for now, we have been using this up to
say four times since probably 10 February, probably that we have
been using this quite a lot when the website went live in June. So
that is where we can really see the real connection. So it is about
a month, two months plus. So we have already really seen about
two months period, lots of things can be done very efficiently, very

successfully in a way.
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So in the future, | would say, yes, things will evolve a little bit. We

do not know ,of course, if things improve, for instance, if we can
do live events face to face, then that will be another story that will
add on to one experience. Second is the learning process of how

we use the SubscriberCRM.

This involves extracting reports where you can extract the entire
thing with one click, but you need some smaller report, usually,
for example, the participants and the attendees and all those
things. So probably we will learn more of what we will need in the
future as well. We can really do a face to face outside. We have

experience for now. We have done how many?

Six, seven, eight, six webinars, three workshops, one master
class probably or online annual general meeting this year we did
online. So yes, we experienced quite a lot already by using
SubscriberCRM to help us manage all the registration. We have
a lot of new members coming in as well. So that's so far so good,
| would say, because why haven't we used SubscriberCRM data
entry? Because since February probably. But during that time the

website was not yet so big.

| was in the past, | always wanted to see how. Is the connection
when someone purchases something on our website or our web
shop, how does that translate into subscriber? So that went to
Mexico. Dan, | can't really see. OK, this is the connection that how
it works, which I am very pleased with so far. So if you are
satisfied with the SubscriberCRM and the choices of the
SubscriberCRM, they're all right.
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Researcher: OK, I think that was it for everything. Thank you so much for your

time. And your answer is very, very helpful in terms of also

different perspectives. So, yeah, thank you so much.

Participant 5: You're most welcome.
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10.2 Code Scheme

Concept

Codes

Frequency

Examples

Sociodemographic

factors

Educational

Background

5

‘my background is as a
journalist, basically site and
news and television
journalist and mostly in
Scotland and my|
experience is predominantly,
in film and television and
documentary and use, like |
said. And so | admitted to
the Netherlands as a non-
Dutch speaker, and | moved
into communications and
marketing. So  bringing
those skills of journalism
and storytelling to
organisations and | thought
sample based and not for
profit organisations in the
Netherlands is where |
started to work”.

‘I have a degree in Hotel
and Catering
Management”.

“I have education in Service
Industry and ASTP although

being a member’s
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association, it organises
events and it is a service
provider as well like &
catering industry”.

“My educational
background is that | studied
and qualified as a lawyer in
Scotland, specialising in
European law and
intellectual property law,
which then led me in
Scotland to start working. |
did my training and | worked
for a little while in private
practice, but | was
interested in a role working
as a lawyer, which would
allow me to use the
European law and
intellectual property law,
things | was interested in.
Strangely, the role that
actually came up was one
working in-house. So, as an
in-house lawyer in one of]
the Scottish universities. So
that's when | made the
transition  from  private
practice as a lawyer into

working (a) in-house, so
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working for an organisation,
in this case a Scottish
university. So immediately|
part of the public sector, but
within the context of a
university”.

e “my educational
background is | studied
hotel management before.
After that, | am doing 14
years, 15 years of sales and
marketing as event
manager in the hospitality,
industry. | did my MBA
study here in the
Netherlands and after |
finished my MBA, | started

working in Holland as well”.

Position in 5 e “business development
ASTP manager of ASTP”.

e ‘| have been doing finance,
events and business
development. So what | do
now is | do take care of our|
members in the sense that,
well, making sure that they
are happy, and | am
responsible for the National
Association  membership

deals, then the group
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memberships and also the
customized services that we
provide to our members”.
ASTP communications
manager and has been
since March 2017”.

“Since 1992, | became
active in the finance
profession as a finance
manager which | am at
ASTP”.

“So I've been heading HQ
as the chief executive in
2016”.

“l joined ASTP in February,
2018 and became an event
manager. So that is my)

current position at ASTP”.

Years of
experience
working in ASTP

“2 years”

“Since 2016, so 4 years”.
“I've worked for 28 years in
ASTP”.

“3 years of experience in
ASTP”.

“I've been with ASTP since
2011, 9 years”.

Effectiveness of
SubscriberCRM

Staff experience

satisfactions

57

“Personally, speaking about
me, | find it recognizable.
The look and feel. Yeah.
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Therefore easy to use. Of
course, there are many|
things to learn. Of course,
it's not entirely
straightforward, but
generally speaking, | would
say it is a user friendly|
package. Yeah, | would
definitely recommend it to
others”.

e “Yes, it is quite friendly,
even if you do not have
experience with a CRM tool
before, if you play around a
little bit with the software, as
long as you do not click the
delete function. You also
can check what the other
features are in
SubscriberCRM, what they|
offer every single tab, what
is there on how to navigate”.

e “Yes, itis very user friendly.
Like | said, it takes time to
figure out things, how to do
things, but you can just do it
yourself”.

e “For the amount of time we
save, yes. We spend so

much time with every event|
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repeating, repeating, using
the same thing. Now we can
have standard procedures,
you know that will work
every single time”.

‘I would say it is easier to
communicate  with  the
members using
SubscriberCRM”.

Advantages of
SubscriberCRM

76

“it is synchronised with the
website. We never had that
feature with King tool
before. So for example, if a
new member would log in to
our website and change
their name or position, it
feeds back to
SubscriberCRM and then
the data is updated. They're
all automatically updated”

“The advantage off
SubscriberCRM is the tool
is really user friendly and
very intuitive to work with”

“So one of the great things
about SubscriberCRM is
that we can actually
manage that information
about our relationship and
the people with whom we
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have relationships and a
much more effective way.
So that was one of the
drivers key functionality of]
SubscriberCRM”.

“For me, one of the
beneficial features  of
SubscriberCRM  is  the
communication feature. It is
so easy to send bulk emails
with all the new products we
have now which includes
online materials to be sent
out to a big number of
people”.

“We can filter also when
people join now, we have a
page on the members area
in which people can list their
information on their profile
on the members profile
page in the website. So that
list gives us information

about the preferences of our

membership”
Disadvantages 25 “I would say)|
of SubscriberCRM would
SubscriberCRM probably need to redesign a
little bit of the system to feed
each client. | was talking
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about the "search" function
earlier. So in my opinion,
one size does not fit all
because every single
organisation is different,
regardless of what kind of
membership organization,
because we are @
membership  association,
but our needs sometimes
can be different than those
non-profit organizations in
the U.K. who is doing, for
example, Employee Union.
So they are not selling much
product, but we are so
called selling products even
though we are not a profit
organisation”.

e “Another disadvantage is
that if we were to make
changes to any web shop,
because there were always
some changes along the
way, for example, the time
or the price change. So,
whatever the new update
that we make in
SubscriberCRM  will  not

automatically register on
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our website. So we have to
rethink the data in the
website to SubscriberCRM
or the other way around. we
have to do the editing and
sometimes it is just not
working”.

“There are 2 things that |
want to focus on. Firstly,
SubscriberCRM is not &
web-based which you need
to install to each device in
order to use it. And if there
are any updates on the
software, it is always a
hassle to make use of every
device that needs to have
the latest version of the
software”.

“On the other hand, we
need to have more training
in terms of explaining the
features and
SubscriberCRM  software.
We do get training from
them, but it is very limited. |
would prefer to have more
time in terms of explaining

the software more in detail
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so that we understand the
system”.

“There are a few features
that we would like to have
as a client but it cannot be
added according to the
SubscriberCRM service
centre. This is from last
week's information, so they,
might change in the future.
But as of now, they say we
cannot add on any more
such function. So whatever,
Is there cannot be change.
There is no additional that
can be added. So in this
case, yes, probably this is

one of the disadvantages”.

Membership
management

Process

49

“l use SubscriberCRM a lot
because we have to
maintain or update contacts
and send mass mailing for
the launch invitation of the
survey. So I used
SubscriberCRM for that, as
well as updating and
manage, for example, fif
people said, "Oh, | want to
end my membership or |

want to become a member",
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either Monique or | do that
usually Monique does the
individuals and | do the
group ones”.

“Since our membership is
individual, by using the
information we have now in
SubscriberCRM, we can
encourage our members to
invite their colleagues to
become our new ASTP
members”.

“So, when you talked about
the member’s process, by
invoicing and renewing
memberships. It is because
we have thousands of
members. When we were
working with King Software,
| had to manually create
emails for a group of 50
people where | could import
50 email addresses and
send them emails. But if |
have sent out thousands of
emails, itis a lot of work and
time consuming. Now, since
we use SubscriberCRM,

there is only one press to
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the button after selecting all
the members”.

“The tool 100 percent
improves membership

management process”.
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10.3 Questionnaire Data Report

8 . . Strongly
. Strongly . Neither agree or Slightly disagree . 5
Questions Total Agree (%) Agree (%) Slightly agree (%) Disagree (%) (%) Disagree (%) dls;/?)ree Total
Question 1 1 27% 27% 36% 9% 0% 0% 0% 100%
Question 2 1 27% 36% 36% 0% 0% 0% 0% 100%
Question 3 1 27% 45% 18% 9% 0% 0% 0% 100%
Question 4 1 9% 9% 36% 36% 0% 0% 9% 100%
Question 5 1 9% 55% 18% 18% 0% 0% 0% 100%
Question 6 1 0% 0% 18% 9% 36% 27% 9% 100%
Question 7 1 55% 18% 27% 0% 0% 0% 0% 100%
10.4 Bar Chart of Questionnaire Data Report
B strongly Agree (%)
Question 1 [ slightly agree (%)
[ Neither agree or Disagree (%)
==
Question 2 Slightly disagree (%)
I Disagree (%)
Question 3 B strongly disagree (%)
B Total
g _
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