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Abstract

Customer relationship management (CRM) is an integration of people, processes and
technologies aimed at mitigating customers in the company. CRM has evolved from the
advances in information technology and customer-focused organizational changes. CRM
companies will reap the benefits from customer loyalty and long-term profitability. However,
many enterprises cannot achieve successfully, mainly because they do not realize that CRM
requires corporate, cross-functional, customer-focused re-engineering. CRM is seen as a business
trend, but an industry standard which ensures and maintains a competitive advantage. CRM
determines strategic, operational, analytical and collaborative determination. This paper analyzes
the concept of Customer Relationship Management (CRM). The literature reviews strengthen
the notion that the increase of customer loyalty can be achieved through positive CRM
strategy. This paper provides a comprehensive review of the literature on Customer Relationship
Management (CRM). This review analyzes research articles to understand the evolution, key
concepts, technologies, and strategies of CRM, and to identify areas where further research is
needed.

Keywords: customer relationship management, employees’ behavior, quality of customer
services, relationship development and interaction management

Introduction

Customer Relationship Management (CRM) has emerged as a pivotal strategy for businesses

aiming to foster long-term relationships with their customers. In today's hyper-competitive
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market landscape, maintaining strong customer relationships is crucial for sustaining profitability
and ensuring business growth. This literature review explores various aspects of CRM, including
its definition, importance, challenges, and technological advancements. At its core, CRM
encompasses the strategies, processes, and technologies utilized by businesses to manage and
analyze customer interactions throughout the customer lifecycle. By effectively implementing
CRM practices, organizations can gain deeper insights into customer behaviors, preferences, and
needs, enabling personalized interactions and tailored offerings. As emphasized by Kumar and
Reinartz (2016), successful CRM initiatives are characterized by their ability to enhance
customer satisfaction, loyalty, and retention, thereby driving revenue growth and sustainable
competitive advantage.

Importantly, the significance of CRM extends beyond transactional relationships to encompass
emotional and psychological bonds between customers and brands. According to Payne and
Frow (2013), fostering emotional connections with customers can lead to greater brand
advocacy, positive word-of-mouth referrals, and enhanced brand equity. Therefore, CRM
strategies should aim not only to satisfy customers' functional needs but also to resonate with
their emotional aspirations and values. Despite its potential benefits, implementing CRM
initiatives is not without challenges. One notable challenge is the integration of disparate data
sources and systems to create a unified view of the customer. As highlighted by Rigby,
Reichheld, and Schefter (2002), many organizations struggle with data silos, inconsistent data
quality, and lack of interoperability among CRM tools. Overcoming these challenges requires
robust data management strategies, investments in interoperable technologies, and organizational
alignment around customer-centric goals.

Customer relationship management has been defined as “a business approach that integrates
people, processes, and technology to maximize relationships with customers” Goldenberg (2008,
p.3). Moreover, it has been stated that customer relationship management ‘“characterises a
management philosophy that is a complete orientation of the company toward existing and
potential customer relationships” (Raab et al, 2008, p.6) Customer relationship management is an
upright concept or strategy to strengthen customer relations and, at the same time, to reduce costs
and improve business productivity and profitability. A centralized collection of all data sources

within an organization and an atomic real-time vision of customer information is an ideal CRM
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system. A CRM system is vast and important, but can also be implemented for small businesses
and large companies, as the main aim being to help customers effectively. Usually an
organization consists of various departments which mainly have direct or indirect access to
customer information. Mueller (2010) characterises customer relationship management aspect of
the business as a highly dynamic, and convincingly argues that businesses have to adopt a
proactive approach in devising relevant programs and initiatives in order to remain competitive
in their industries. According to In other words, Peppers and Rogers (2011) further stress that,
businesses that refuses to acknowledge this tendency in the global marketplace would be risking
their market share and growth prospects in the future.
Customer knowledge management and innovation are the two key modern-firm drivers for a set
of successful survival, growth, and development strategies, enhancing business efficiency,
performance, and sustainable competitive advantage Pil & Holwelg, (2003). Indeed, knowledge
has been defined as the most important strategic resource for Eisenhardt & Martin, (2000), and
even the core element of O’Brien, (2007), sustainable competitive advantage. Nonaka and
Takeuchi (1995) argue that both innovation and competitiveness require knowledge. As result,
Prahalad and practices Lapiedra, (2013). Indeed, Prahalad and Ramaswamy (2004) understand
customer collaboration as a modern anchor of customer knowledge management and innovation,
as well as a system enabling successful organisations to learn from their customers’ needs how to
meet their demands and improve performance. This call to consolidating and integrating
customer collaboration and customer-need knowledge is what CRM seeks to respond to as both a
strategic tool and business philosophy for leading firms.
Objectives of the Study
1. To conceptualize customer relationship management in public and private organizations.
2. To identify the research gap.
Research Methodology
The paper is based on extensive literature review. The information has been sourced from
secondary data using various books, magazines and journals. A range of online databases was

searched to get an insight into various aspects of CRM.
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Review of Literature
Customer Loyalty

A global approach towards the issues of customer relationship management is adopted by
Bhatia’s (2008) work, “Retail Management” is also going to be used in the proposed study due to
the significance of the contribution of the work to the research area. Bhatia (2008) offers in-
depth discussions related to the use of loyalty cards by retailers, and this represents a
comprehensive analysis of the issue in the secondary data.

Peppers and Rogers (2011) argue that satisfying customer needs as a result of on-time transaction
is not sufficient today in order to ensure the long-term growth of the businesses. Instead,
businesses have to strive to maintain long-term relationships with their customers in order to
maintain flexibility to adopt their increasing expectations and thus achieving their life-long
loyalty. There is global tendency in customer relationship management that relates to the shift
from transactional model towards the relationship model.

Chaitra et al (2021) A customer is loyal when he is committed to repurchasing a preferred
service or product despite marketing efforts and situational influences that may cause switching
behavior. Companies should invest in relationship building and customer intimacy with loyal
customers, as this will lead to stronger loyalty. Customers who buy a company's product on a
regular basis tend to generate more revenue and are less expensive to serve than other customers.
Amir et al (2014) Customer loyalty is a strong commitment to rebuy always from the same brand
no matter the services or marketing efforts are, and it is psychological process, which evaluate
goods and services from organizations. A small incensement in the retention of customer rates
can increase profits. stated that loyalty is a deeply held commitment to re-buy the product or
service in the future. Customer loyalty is generally a very strongly related to profitability a long-
term growth of the organization.

Sharp (2017) Customer loyalty is the deep promise to rebuy from the same company despite the
influences and Competitors. Loyal customers would deal from the same company even if the
competitors have a strong promotion on goods and services, spend money on the firm’s services
and products line, speak well about the company to others and offer a trustful feedback regards
the performance of their outcomes. Loyalty refers to repurchase in the future the favorite product

or services despite of customers’ financial situation.
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Arobe et al (2013) Customer loyalty is the most important factor of organizations success, and it
develops the customers’ long-term relationship with firms. Advantages of customer loyalty are a
lot such as continues profits, decreases the marketing costs, increases referrals and increase
customers’ growth. Because of the importance of customer loyalty; organizations are trying to
reach their loyalty by retention and customer relationship management strategies.

Gazalli et al (2011) found that loyal customers have the ability and willing to rebuy, try the
company’s other services and goods, bring more customers to firms, and an increas of a 5
percent in customer loyalty leads to an increase between 25% to 75% in organizations profits. In
This study, the dimensions of customer loyalty are; Attitudinal and behavioral loyalty and the

elements are; the positive word of mouth and rejoin the gym.

Quality of Customer Services

Cox’s (2011) “Retail Analytics: The Secret Weapon” deserves also to be mentioned in here
thanks to the most modern and fresh perspective the author adopts in order to approach the
research issues. The most valuable part of this specific article is that it provides highly practical
recommendations to retailers of various sizes in terms of increasing the levels of revenues
through adopting a range of customer relationship management principles.

In marketing concepts, marketers would use customer relationship management to
communicate and deliver values to the customers, it is the firm attempt to inform, persuade and
remained customers directly or indirectly about the products and brands they sell, it is also
shown to the customers how and why the products or services are used, by whom, where, when
and it allows companies to link their brands to other places, people, brands, events, feelings
and things (Kotler & Keller, 2016).

Gee et al (2008) in an attempt to understand the factors that induce customer satisfaction, the
concept of service quality is increasingly common in the literature. Studies show that service
quality has a positive effect on satisfaction that consumer satisfaction has a significant effect on
customer loyalty, and then the profitability of firms.

Chandrasekhar et al (2019) Reliability - One of the most common CRM factors is reliability.
CRM's activity is to identify trustworthy customers and communicate with them. CRM

reliability, on the other hand, is heavily dependent on the dependability of the IT systems that
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manage customer relations. Customer relationship management activities are always attempting
to exceed a customer's expectations and provide better customer service, which is not always
possible without dependability. Reliability is defined as the ability to complete a task
consistently and accurately.

Relationship Development

Snehota (2010) argue that the relationship development process concerns an interaction where
connections have been developed between two parties and relationship structure includes 3
layers including activity link, resources and actor bonds those could be used to characterize the
nature of relationship between customers and organization.

Christopher (2018) The most important activity to achieve the organization’s objectives and
relationship development known as monitoring of the relationship management process such as
service or complaint management. The key performance indicators such as rate of retention, life
time value of the customers, and customer satisfaction should be set by the organization

Raab et al (2008) in “Customer relationship management: a global perspective”. The value of
this specific work to the proposed research can be explained in a way that it will allow the
comparison of customer relationship management principles to the similar principles exercised
by other multinational retailers in a global marketplace.

Because of the development of information technology revolution, in particular, the World
Wide Web is one of the best ways to build better relationships with customers in the world.
The impact of CRM on customer loyalty was positively high, the impact of it on competitive
advantage in the industry was high and there is a positive relationship between it and customer
loyalty, its dimensions are: Loyalty programs, special treatment and recognition programs,
community building and knowledge building programs (Fozia & Shiamwama, 2014).

Arshiya (2019) Recent marketing procedures are moving toward providing a one-of-a-kind
service; as a result, gathering large amounts of customer information and details has become a
critical requirement. To predict the likelihood of repeat purchases, additional product purchases,
and individual marketing programmes, the organisation must collect customer information based

on their interactions with the organization.
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Interaction Management

Ramaswamy (2004) further state that knowledge and innovation are inalienable and inseparable.
In this sense, operating Customer Knowledge Management through collaborative innovation
shows an efficient path for knowledge sharing, and therefore, successful innovation.

Sinkovics and Ghauri (2009) relate the necessity for engaging in customer relationship
management to high cost of direct sales, highly intensifying level of competition in the global
level, and need for information about various aspects of the business in general, and consumer
behaviour in particular, that can be used to increase the levels of sales.

Liang et al (2017) Marketing is part of CRM’s main activities. In order to build a relationship
with customers, The relationship marketing approach concept is prevalently used. Relationship
marketing is a marketing strategy to acquire and retain customers and create value or profit for
both parties, namely, the customer and the company. There are three approaches used to build
relationships with customers through relationship marketing, namely: financial benefits, social
benefits, and structural ties

Gulycz (2002) if an organization willing to make a stable relationship with its customers, there
are different ways to have an interaction with them including interaction along touch points and
distribution channels. As some scholars indicate that, the main purpose is to find out how and
when the customers would like to interact with the organization.

Tejas et al (2018) the interaction activities should be well customized and organized through the
available tough points. The touch points provided in relation to the customers’ profiles developed
by data gathered from the former records of the customers.

According to Feliks and Panjaitan, companies that implement CRM properly will experience
increased customer satisfaction. According to the findings of Kusnadi's (2008) research, CRM
applications help businesses gain customer knowledge, which in turn helps them improve
customer satisfaction. This is supported by the findings of Wetsch and Lyle (2006), who
discovered that customer involvement in CRM implementation can increase trust and
satisfaction.

Renuka et al (2015) CRM has a positive and significant impact on customer loyalty, and that
changes in customer loyalty are directly related to changes in CRM implementation. This means

that in order to increase customer loyalty, CRM must first be implemented. Customer
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satisfaction and loyalty are linked to better CRM implementation. This suggests that companies
should pay more attention to customer loyalty because it will ultimately affect the company's
performance.

Groff and Jones (2013) Employees who share knowledge with their co-workers help themselves
and the organization to evolve. Consequently, knowledge is a source for competitive advantage
and many companies have designed systems and encouraged personnel to share the
knowledge. Sharing process can be done either in written or verbal and is meant to help
others to solve issues, generate ideas or implement procedures.

Opara (2022) through organizational responsiveness companies can face changes and
environmental fluctuations easier. Being flexible involves a quick reconfiguration of the
processes in order to meet new requirements from the market via sharing information across
the organization. Knowledge responsiveness is represented by the adaptability of the
company to offer customized products or services to their clients, after segmenting them
based on the learned and disseminated knowledge

Hanely et al (2016) Studies show that service quality has a positive effect on consumer
satisfaction and also has a significant relationship with customer loyalty, and the profitability of
the firms. According to the works of Hanley, the quality of services could be implemented by a
few methods such as Meeting customer expectation of good service level and having many
varieties of products and to handle the customer complains about the products and services
tactfully.

Customer Relationship Management (CRM) is a dynamic field that integrates business
processes, technology, and customer-centric strategies to improve customer satisfaction and
loyalty. Despite extensive research, several gaps remain that provide opportunities for further
investigation.

Here are some key research gaps in CRM:

1. Integration with Emerging Technologies

Al and Machine Learning: While Al and ML are increasingly integrated into CRM systems,
research is needed on how these technologies can be optimized for personalized customer

interactions and predictive analytics.
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Blockchain: The potential of blockchain technology in enhancing data security and transparency
in CRM systems is underexplored.

2. Customer Data Privacy and Ethics

Data Privacy Regulations: As regulations like GDPR evolve, there is a need to study their
impact on CRM practices and how companies can ensure compliance while maintaining
effective CRM strategies.

Ethical Use of Data: Research is required on ethical considerations in the collection, storage,
and use of customer data, particularly in the context of personalized marketing and Al-driven
insights.

3. Omni-channel CRM

Channel Integration: Effective strategies for integrating multiple customer interaction channels
(social media, email, phone, in-store) remain a challenge.

Customer Experience Consistency: Research is needed on how to ensure a consistent and
seamless customer experience across different channels.

4. Impact of Social Media

Social CRM: The role of social media in shaping customer relationships and how businesses can
leverage social platforms for CRM is an ongoing area of interest.

Influencer Impact: Understanding how social media influencers affect CRM strategies and
customer perceptions.

5. Customer Engagement and Loyalty

Engagement Metrics: Developing more comprehensive and accurate metrics for measuring
customer engagement and loyalty.

Personalization vs. Privacy: Balancing personalized customer experiences with privacy
concerns remains a complex issue that requires further study.

6. CRM in Small and Medium Enterprises (SMEs)

Adoption Barriers: Investigating the barriers to CRM adoption in SMEs, including cost,
technological expertise, and perceived benefits.

Tailored Solutions: Researching CRM solutions specifically designed for the needs and

constraints of SME:s.
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7. Customer Lifetime Value (CLV)

Predictive Models: Developing more accurate predictive models for CLV that consider diverse
factors such as social influence, omnichannel interactions, and economic fluctuations.
Actionable Insights: Translating CLV insights into actionable strategies for customer retention
and acquisition.

8. CRM in Different Cultural Contexts

Cross-Cultural Differences: Understanding how cultural differences impact CRM strategies
and customer perceptions in different regions.

Localization Strategies: Research on effective localization strategies for global companies
implementing CRM in various cultural contexts.

9. Technology Adoption and Usability

User Experience (UX): Exploring how the usability of CRM systems impacts user adoption and
efficiency.

Training and Support: Effective training and support strategies to enhance CRM system
adoption and utilization among employees.

10. Impact Measurement

ROI of CRM Initiatives: Developing robust frameworks for measuring the return on investment
(ROI) of CRM initiatives.

Longitudinal Studies: Conducting long-term studies to understand the sustained impact of
CRM strategies on business performance and customer loyalty.

Conclusion

Based on reviewing the literature of this research, future studies should focus on providing more
empirical evidence on the effect of customer relationship management on customer loyalty in
industrial and services sectors. Such an empirical study is invited to use the theoretical model
developed from well-known researchers to test the consequently and validity, share the
knowledge of customer relationship management. Future studies can also utilize specific
framework models in several countries to increase the generalizability of the outcomes. There is
lot of scope for future studies on hotel, banking, IT and automobile sectors. This paper provides

a comprehensive review of the literature on Customer Relationship Management (CRM). It
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explores the evolution, key concepts, technologies, and strategies associated with CRM. The
review identifies significant research gaps and suggests areas for future study.
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