wangan Kedah
mpus Sungai Petani

TEKNOLOGI
MARA

Academia

Academic Series of Universiti Teknologi MARA Kedah

VOA 2021







COMMITTEE PAGE

VOICE OF ACADEMIA
Academic Series of Universiti Teknologi MARA Kedah

Chief Editor

Dr. Junaida Ismail
Faculty of Administrative Science and Policy Studies,
Universiti Teknologi MARA Cawangan Kedah, Malaysia

Editorial Team

Aishah Musa
Academy of Language Studies,
Universiti Teknologi MARA Cawangan Kedah, Malaysia

Syahrini Shawalludin
Faculty of Art and Design,
Universiti Teknologi MARA Cawangan Kedah, Malaysia

Etty Harniza Harun
Faculty of Business Management,
Universiti Teknologi MARA Cawangan Kedah, Malaysia

Khairul Wanis Ahmad
Facility Management & ICT Division,
Universiti Teknologi MARA Cawangan Kedah, Malaysia

Suhaida Abu Bakar
Academy of Contemporary Islamic Studies Department,
Universiti Teknologi MARA Cawangan Kedah, Malaysia

Editorial Board

Professor Dr M. Nauman Farooqi
Faculty of Business & Social Sciences,
Mount Allison University, New Brunswick, Canada

Professor Dr Kiymet Tunca Caliyurt
Faculty of Accountancy,
Trakya University, Edirne, Turkey

Professor Dr Diana Kopeva
University of National and World Economy,
Sofia, Bulgaria

Professor Dr Sivamurugan A/L Pandian
Universiti Sains Malaysia, Malaysia



Associate Professor Dr Wan Adibah Wan Ismail
Faculty of Accountancy,
Universiti Teknologi MARA Cawangan Kedah, Malaysia

Dr Azlyn Ahmad Zawawi
Faculty of Administrative Science and Policy Studies,
Universiti Teknologi MARA Cawangan Kedah, Malaysia

Dr Azyyati Anuar
Faculty of Business Management,
Universiti Teknologi MARA Cawangan Kedah, Malaysia

Dr Neesa Amera Mohammed Salim
Faculty of Art & Design,
Universiti Teknologi MARA Cawangan Kedah, Malaysia

Dr Muhamad Khairul Anuar Zulkepli
Academy of Contemporary Islamic Studies Department,
Universiti Teknologi MARA Cawangan Kedah, Malaysia

Dr Mohd Nasir Ayub

Academy of Contemporary Islamic Studies Department,
Universiti Teknologi MARA Cawangan Kedah, Malaysia

Content Reviewer

Associate Professor Ts Dr Asmadi Mohammad Ghazali
Universiti Teknologi MARA

Associate Professor Dr Fadzilah Azni Ahmad
Universiti Sains Malaysia

Associate Professor Dr Nur Hisham Ibrahim
Universiti Teknologi MARA

Associate Professor Dr Mahadir Ladisma @ Awism
Universiti Teknologi MARA

Associate Professor Dr Noor Zahirah Mohd Sidek
Universiti Teknologi MARA

Associate Professor Dr Rizaimy Shaharudin
Universiti Teknologi MARA

Associate Professor Dr Yarina Ahmad
Universiti Teknologi MARA

Dr Azita Ahmad Zawawi, Senior Lecturer
Universiti Putra Malaysia

Dr Azyyati Anuar
Universiti Teknologi MARA



Dr Azlyn Ahmad Zawawi
Universiti Teknologi MARA

Dr. Anida Mahmood
Universiti Teknologi MARA

Dr Junaida Ismail
Universiti Teknologi MARA

Dr Mahadzir Ismail
Universiti Teknologi MARA

Dr Mohamed Samsudeen Sajahan
Universiti Teknologi MARA

Dr. Mohd Nasir Bin Ayub
Universiti Teknologi MARA

Dr Norhidayah Ali
Universiti Teknologi MARA

Dr. Nur Hafeeza Binti Ahmad Pazil
Universiti Sains Malaysia

Dr Nur Zafifa Kamarunzaman
Universiti Teknologi MARA

Dr Radzliyana Radzuwan
Universiti Teknologi MARA

Dr Siti Zuliha Razali
Universiti Sains Malaysia

Dr Zubir Azhar
Universiti Sains Malaysia

Language Reviewer

Dr Wan Irham Ishak
Universiti Teknologi MARA

Aishah Musa
Universiti Teknologi MARA

Bawani Selvaraj
Universiti Teknologi MARA

Nor Aslah Adzmi
Universiti Teknologi MARA

Norfaridatonasmah Abd Kadir
Universiti Teknologi MARA



Samsiah Bidin
Universiti Teknologi MARA

Shafina Md Salleh
Universiti Teknologi MARA

Sharina Saad
Universiti Teknologi MARA

e-ISSN: 2682-7840

77282784004

Copyright © 2021 by the Universiti Teknologi MARA, Kedah

All rights reserved. No part of this publication may be reproduced, stored in a retrieval system, or
fransmitted in any form or any means, electronic, mechanical, photocopying, recording or
otherwise, without prior permission, in writing, from the publisher.

© Voice of Academia is jointly published by the Universiti Teknologi MARA Caawangan Kedah,
Malaysia and Penerbit UiTM (UiTM Press), Universiti Teknologi MARA Malaysia,
Shah Alam, Selangor.

The views, opinions and technical recommendations expressed by the contributors and authors
are entirely their own and do not necessarily reflect the views of the editors, the Faculty
or the University.



TABLE
of CONTENTS

POTENSI MASJID SEBAGAI PRODUK PELANCONGAN DI MALAYSIA 1-9
Azarudin Awang', Zainuddin Zakaria?, Mohd Sabri Abdul Ghafar®, Noralisa Ismail®, Zuraini Jusoh®

AN INVESTIGATION ON UNIVERSITY STUDENTS' PERCEPTIONS ABOUT ICEBREAKERS 10-19

IN CLASSROOMS
Che Nooryohana Zulkifli ', Mohamad Putera Idris 2

A STUDY ON AIR POLLUTION INDEX IN SABAH AND SARAWAK USING PRINCIPAL 20-29
COMPONENT ANALYSIS AND ARTIFICIAL NEURAL NETWORK
Norwaziah Mahmud', Nur Elissa Syazrina Zulkifl?, Nur Syuhada Muhammat Pazil®

CHARACTERISTIC PERFORMANCE CUSTOMER RELATION MANAGEMENT: A CASE STUDY 30-36
TECHNOLOGY EDUCATION INSTITUITION IN MALAYSIA
Muhamad Fairos Mohamad Shah

ILLEGAL STREET HAWKERS ISSUE FACING THE LOCAL AUTHORITIES IN SARAWAK: 37-54
A CASE STUDY OF URBAN STREETS IN KUCHING CITY
Noni Harianti Junaidi', Anisa Safigah Othman?

55-62
EMOJI & EMOTICON-RELATED LEGAL ISSUES

Nor Azlina Mohd Noor !, Ahmad Shamsul Abd Aziz?

GRADUATES' EMPLOYABILITY: ENHANCING STUDENTS' OVERALL PERFORMANCES

Fatin Adilah Razali', Shafinaz Lyana Abu Talib? , Nagiah Awang? 63-72

PLAYING E-SPORT AMONG UNIVERSITY STUDENTS: BENEFITS AND DISADVANTAGES 73-80
Nurul Nadiah Rasdi' , Ahmad Najmie Rusli?

FACTORS FOR FINANCIAL RESTATEMENTS: CASE OF PUBLIC LISTED COMPANIES 81-96

IN MALAYSIA
Shafinaz Lyana Abu Talib', Fatin Adilah Razali?, Zaini Ahmad?

PERCEIVED ORGANIZATIONAL SUPPORT AND JOB STRESS ON TURNOVER INTENTION: 97 -104

CONCEPTUAL PAPER
Roshidah Safeei

IS EMERGING FOREIGN EXCHANGE MARKET EFFICIENT? 105-115
Soofiyah Aiman Sanadi', Bee-Hoong Tay?

THE IMPACT OF PERFORMANCE EXPECTANCY ON PURCHASING TRAVEL PRODUCTS 116 - 128
VIA ONLINE TRAVEL AGENTS WEBSITES: GENDER AS MODERATOR
Safwan Marwin Abdul Murad !, Arunnaa a/p Sivapathy 2, Annuar Aswan Mohd Nor 3

LOGAN MULTI-FUNCTIONAL DIGITAL CLOCK

Nik Nur Aneesa Zamzurri', Norarifah Ali?, Izza Syahida Abdul Karim? 129-152

HIBAH AL-UMRA DAN HIBAH AL-RUQBA DARI PERSPEKTIF MAZHAB AL-SYAFIE
Nurfarhana Mohd Daud', Mohd Asyadi Redzuan?, Dziauddin Sharif?, Siti Noor Ain Binti Aziz*, 153-162
Mahasin Saja@Mearaj®, Aflah Isa®

KAJIAN KONSEPTUAL TENTANG KESEDARAN BERWAKAF DALAM KALANGAN 163-172
KAKITANGAN UITM CAWANGAN KEDAH
Azyyati Anuar', Rohayati Hussin?, Nurul Mazrah Manshor?, Noor Hidayah Kasim*, Daing Maruak Sadek®

PREVENTION IS BETTER THAN CURE: A CASE OF PARENTS’ DECISIONS OF CHILDREN 173-192

VACCINATIONS
Johan Mukhlis Jan Zakri', Mohd Nazir Rabun ?, Mohamad Syafigir Rahman Mohamad Nazir 3

PUBLIC INTENTION TO REPORT CHILD ABUSE IN MALAYSIA: A CROSS SECTIONAL STUDY 193 -203
Nurul Hidayana Mohd Noor !, Sharifah Hanis Syamimi Ghazali ?, Nurul Nabila Huda Abu Bakar 3

APLIKASI TEKNIK PEMOTONGAN LASER DALAM REKABENTUK PRODUK BATIK MERBOK

Normaziana Hassan ', Mas Ayu Zainal @ Ismail’, Zaidi Yusoff?, Ahmad Fazlan Ahmad Zamri* 204-218
MASALAH BERKAITAN FORMAT SURAT RASMI DALAM KALANGAN PENSYARAH 219-231
BAHASA DI UiTMCPP )

Raja Rosila Raja Berahim !, Noraziah Mohd Amin ?, Nur Afigah Ab. Latif 3, Noor Azli Affendy Lee *, Melati Desa °,

Che Nooryohana Zulkifli ¢,Boon Yih Mah ’

CONFLUENCE OF COSTUME AND MAKE UP IN DEFINING COMMUNISIM VIA 232-242

INDEPENDENT DOCUMENTARY
Mohd Nor Shahizan Ali', Neesa Ameera Mohamed Salim?, Faryna Mohd Khalis 3






Cveceor A \Voice of

oice 0 d m

Academia C a e a
JOURNAL VOICE OF ACADEMIA, VOL.17, ISSUES. 1. 2021, P.P 30 - 36 Acaderic 5 1 Teknologi MARA Kedoh

Avail

e-ISSN: 2682-7840

CHARACTERISTIC PERFORMANCE CUSTOMER RELATION
MANAGEMENT: A CASE STUDY TECHNOLOGY EDUCATION
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Universiti Teknologi MARA

ARTICLE INFO ABSTRACT

Article history:

Customer relationship management (CRM) is a term that
refers to practices, strategies and technologies that
companies use to manage and analyze customer
interactions beside data throughout the customer life cycle
with the goal of improving business relationships with
customers.Customer  relationship  management  (CRM)
assisting in customer retention and driving sales growth for
their sustainability.This studied report that problem on
customer loyalty is defined as a result of consistently positive
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emotional experiences which are based on satisfaction and
perceive value of a product or services.CRM systems are
designed to compile information on customers across
different channels or points of contact between the customer

and the company which include the company's platform
website, telephone, live chat, direct mail, marketing materials
and social media. Therefore this study found that CRM
technology systems can also give customer satisfaction on
facing staff detailed information on customers' personal
information, purchase history, buying preferences and
concerns.n addition purpose and objective of this study to
investigate customer relation management between student
intention in  organization education and tchnology
platform.The methodological study is basic research and
exploratory.In addition sample size and scope of this study is
individual student in instituiton organization.Last but not least
for conclusion,this study show student satisfaction and loyalty
are strongly significant.Further more implication of this study
customer intention is highly expected to education
organization of body

mohd.fairos76@gmail.com

©2021 UiTM Kedah. All rights reserved.

1. INTRODUCTION

CRM plays an important role in driving customer satisfaction. Satisfied customers are
profitable to a firm not only because they are likely to make repeat purchases but also
because they promote the firm through words of mouth. Thus, CRM improves the firm's market
share by bringing in more customers. However, proper implementation of CRM is a must for
customer satisfaction.The latter point have been devastafingly critiqued by Ramli et
al.,(2018)..Shahijan et al.,(2016).,Ali et al.,(2018) and Shah et al.,(2016) who argued that CRM
prescribes in order to satisfy the customers and first of all it is important to understand the
customers need and want. Customers should be very well understood for their tastes, attitudes,
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preferences and decision-making factors. This helps the firms in identifying their target
customers. No firm can ever cater to all the customers satisfactorily,therefore identification of
target market is a prequisite (Mosbah et al.,2019),(Shah et al.,2017).

Hence, the marketing mix should be aligned to target market demands to maximize
their safisfaction.However, Alharbi et al.(2018).,Shah et al.,(2018) point out that CRM provides
for an effective company-customer communication so that the firm’s marketing mix can be
tailored to suit the target market. This also helps the firm to trace customers’ changing
preferences and anticipate the future demand so as to design future offerings according to
it. However, no matter how superior marketing mix a firm offers, there is always a scope for
customer grievances.CRM also requires if there are any customer complaints and
grievances,they should be handled properly. This helps in securing the customers’ trust on the
firm and also develops a bond between the firm and customers. According to Shah et
al.,(2018)..Bakar et al.,(2014) CRM is a continuous process and requires regular efforts. The
marketplace is highly competitive today and customer satisfaction is the only key to survive,
so it should be treated as assets and must be valued forever in this industries.

2. LITERATURE REVIEW

According fo Shah et al.,(2017) and Wahab et al.,(2017) the keys to successful
Customer Relationship Management implantation is the instituition development for customer
platform to focused strategy first before considering what kind of technology significant
prefer.As the internet is becoming more important in business life, many companies consider it
as an opportunity fo reduce customer-service costs, tighten customer relationships and most
important, further personalize marketing messages and enable mass customization. Together
with the creation of Sales Force Automation (SFA), where electronic methods were used to
gather data and analyze customer information, the trend of the upcoming infernet can be
seen as the foundation of what known as e CRM today.This study defines eCRM as activities to
manage customer relationships by using the internet, web browsers or other electronic touch
points.Referring to Mosbah et al.,(2019).Shah et al.,(2018) and Martaleni (2017) hold the view
that the challenge hereby is to offer communication and information on the right topic, in the
right amount and at the right time that fits the customer’s specific needs. Today's customer are
a fast-moving and demanding crowd. They are looking for products and services that are
proven yet innovative. They want information at their fingertips. With the right Customer
Relationship Management solutions in place,education institution can help organizations to
build and nurture lasting one-on-one relationships with customers. Thus, it enhances the
business efficiency and profitability.Hence,Customer Relationship Management software
collects the following types of data for determint on customer relationship in an organization.A
part of that responses to campaigns, sales and purchase data, account information ,web
registration data, service and support records, demographic data, shipping and fulfillment
dates, web sales data.With the right CRM solutions in place.it can help organizations to build
and nurture lasting one-on-one relationships with customers. Thus, it enhances the business
efficiency and profitability(Mosbah et al.,2019.,Shah et al.,2016,.Singh 2015).

3. ESTIMATION METHOD

This study was conducted by used basic research methodologies as well as qualitative
method.Customer loyalty is definitely connected to customer satisfaction as happy customers
constantly aware the brands that meet their needs and want. Loyal customers are buying a

firm’s products or services solely and they are not eager to change their preferences intention
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over an economical firm (Alharbi et al.,2018.,Shah et al., 2018). For long life learning,higher
education insfitution in  service provider are increasingly watching for tool of Customer
Relationship Management in order fo encounter a worthy benefit (Wahab et al., 2017).
Customers display loyalty when they steadily purchase a certain product or service over a
comprehensive period of time. Therefore, Chen and Popovich(2003) projected the faultless
beneath to contemporaneous and sustenance the impress of many authors on the significant
in appreciating Customer Relationship Management Performance in the organization.Below
is the model for this study.

' N hY
Customer-centric ] { Cross-functional J

/N

< Process Hrccllnologg

Business Process
< Integration

A

People

v

Technology-driven
Enterprisc-wide £3
ittt S Processes
Strategy

Figure 1: A CRM implementation model Chen and Popovich, 2003

4. RESULTS AND DISCUSSION

Customer Relationship Management software consolidates customer information and
documents into a single Customer Relationship Management database so business users can
more easily access and manage it. The other main functions of this software include recording
various customer interactions over email, phone calls, social media or other channels,
depending on system capabilities, automating various work flow processes such as tasks,
calendars and alerts, as well as giving managers the ability to frack performance and
productivity based on information logged within the system. According to Ramli et al.,(2018)
and Shahijan et al.,(2016) customer loyalty is all about attracting the right customer, getting
them to buy, buy often, buy in higher quantities and bring institution even more customers.
Customer loyalty is highly essential for any successful business. Since, customer loyalty is
essential for business success, higher education institution industries need to aware of this
technology platform. In this leadership theory, commitments are the most important aspects
that should be considered of all workers. This is because transactional leaders expect followers
to be compliant and ensure this by way of rewards and punishments. In this approach, the
leader is not looking forward to fransforming or improving the future, but just wants things to
remain the same. Transactional leadership is ideal to carry out projects that need to be done
in a systematic and structured manner. Also, workers discipline needs to be in maximum
capacity. This is because this type of leadership need everything to be perfect and in good
conditions. Employees must be obey to all of instructions have been made by the employer.
Employees have to give all their commitment and excitement while doing their job. This is
because with good commitment employer will see employees’ credibility and almost inspire
customer when complete the job.
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Industrial revolution advancements have changed different field of marketing and
business environment. One of the newest CRM application soffware which is related to real
value of electronic business is E-CRM. It helps companies improve the effectiveness of their
interaction with customers while at the same time making the interaction intimate through
individualization. Also new kind of CRM which works with wireless device called customer
relationship management based on mobile or M-CRM.Customer analysis in analytical E-CRM
includes two major procedures: (1) preprocessing data, and (2) building customer profiles from
this and other data. This is considered as a fool which empowers CRM with utilizihg advanced
wireless communication tools. This new fechnology can even allow call centers to contact
their customers more frequently to offer new services and improve the relationship between
the companies and their customer. From a technological perspective, industrial revolution is
considered an enabler that allows organizations to foster closer relationships with customers,
analyze customer information and provide a coherent view of the customer.Furthermore
information recording technology and customer behavior analysis allow to companies to
identify good customers easily. No doubt technology is essential to CRM implementation.Also
IT investments in tangible and intangible effects on the organization that will be important in
this mechanism.Customer Relationship Management implementation can be viewed as the
infegration of strategic customer data utilization into a loyalty scheme through the use of
information technologies. CRM determind improvement programs arising from new business
processes, such as Customer Relationship Management where instruction from the information
technologies and almost exclusively for loyalty customer. Particularly, the experience of the
information technologies service provider across some CRM implementations for clients was
felt to be effective. When information technologies has been utilized properly, it can help to
retain customers by better managing customers based on knowledge and initiating stronger
relationship. Therefore,Customer Relatfionship Management often requires sophisticated
information fechnologies support platform.

5. CONCLUSION

Today competitive marketing environment uncertaity, there are very few and new
customers to be shared by organization.hence by having customers who are loyal to business
is high important than acquiring new ones as it increase sales, creates profit and build the
brand. The costs of making new customers are on the rise thus companies have placed
emphasis on retaining profitable customers by building long-lasting relationship with them.Last
but not least this study propose frame work as show below that used to investigate CRM and
characteristic factor in a higher education institution in Malaysia.This framework tested
student in higher education institute in Malaysia to further research.
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