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Introduction 

Analytical CRM systems are at the point of intersection of two of the fastest de-

veloping information technologies of recent years - customer relationship manage-

ment systems and business intelligence applications. Regardless of specialists differ-

ent theoretical views and practical approaches towards the meaning and specific con-

tent of the "analytical CRM system", all of them unanimously define it as one of the 

fastest growing and promising areas in the IT industry. 

A number of authors, ((Payne, Handbook of CRM, 2012; Chan, March, 2005; 

Payne & Frow, 2011; Peppers & Rogers, 2011;Stanimirov, E., 2010) view the analyt-

ical CRM system as part (component) of the integrated CRM system. Undoubtedly 

the interaction of the analytical CRM system with the operational, collaborative and 

strategic CRM systems is a mandatory principle in building an analytical CRM sys-

tem, but at the same time we believe that the analytical CRM system goes beyond the 

boundaries of the notions of "component", "module" or "part" of an integrated system 

and it should be treated as an independent system. 

In a broader sense, analytical CRMs embrace all analytical functions, irrespec-

tive of their scope and the particular system in which those are realized. Because of 

that, such systems cannot be built as monolithic applications. They should possess 

capabilities for integrating all analytical functions and means to deliver analysis re-

sults to all interested users or parties. 

The aim of the present publication is to assess the various approaches to 

building analytical CRM systems through an implementation of an own criteria 

system. In order to achieve this aim, the following tasks should be formulated 

and executed: 

1. Conduct a study on the advantages and disadvantages of available approaches 

towards building an analytical CRM system. 

2. Develop a system of criteria for assessing the approaches under study. 

3. Assessment of approaches against the applied system of criteria. 
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1. Approaches towards implementation of analytical CRM systems 

The study of a series of review papers and reports
1
 in the area of analytical CRM 

systems, business intelligence and analytical systems shows that analytical CRM sys-

tem can be realized by means of three basic approaches: as part of an operational or 

collaborative CRM system, as an independent business intelligence or analytical ap-

plication or as part of a corporate business intelligence system; 

1.1. The analytical CRM system as part of an operational 

or collaborative CRM system 

All leading contemporary producers of operational and collaborative CRM sys-

tems support business intelligence and/or analytical functions in various degrees. 

These functions support mainly descriptive and diagnostic and to a lesser degree 

prognostic analyses as well as means of measuring key performance indicators. Often, 

these are offered in the form of boards of outputs (dashboards) for tracking key per-

formance indicators, interactive charts and summaries, tools for generating consumer 

reports, possibility for exporting data to external systems for ex post analysis. 

Some of the more important advantages of the above method of realization are 

presented below: 

 the built-in functions are easily accessible by a wide range of users without 

any requirements for special skills and experience in developing analytical 

applications; 

 the most commonly used analytical functions, consistent with the leading as 

well as the best practices are being integrated; 

 problems with data integration from different sources are eliminated, since 

the analytic functions work with data supported by the CRM system; 

 analytical functions are normally integrated in supported business processes. 

Besides its advantages, this method of realization has several drawbacks, among 

which are: 

 the scope of available functions is limited to those built in the system. In most 

cases, capabilities to generate new consumer reports, diagrams and score-

boards are set in advance;  

                                         
1
  The study was conducted on the reports of the company Gartner in the sectors 

“BusinessIntelligencePlatforms” (Sallam, Tapadinhas, Parenteau, Yuen, & Hostmann, 2014), 
“Sales Force Automation” (Desisto, Magic Quadrant for Sales Force Automation, 2014), 

“Operational Customer Engagement Center” (Maoz, 2014), “Multichannel Marketing Campaign 
Management” (Sarner, Beck, & Hopkins, 2014), etc. for the period 2011-2014, as well as 

(Lamont, CRM analytics - an array of options, 2010) 
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 limited scope of data being the object of analysis - covering only those sup-

ported in the database of the CRM system; 

 limited business intelligence capabilities due to lack of data ware-

house/storage facility. 

Representatives of this development model are leading software producers in-

volved in developing software for the purposes of automating sales force operations 

(Oracle Siebel CRM, SAP, Microsoft Dynamics CRM, salesforce.com and Sugar 

CRM), management of multichannel marketing campaigns (IBM, Teradata, SAS, Or-

acle Siebel CRM) and management of customer support centres (salesforce.com, Or-

acle Right Now, Pegasystem, Lithium Technologies). 

1.2. Independent BI application 

Under this development model, the analytical CRM system can be built as a sep-

arate business intelligence and analytical system, performing the functions of the ana-

lytical CRM. This approach can be applied in the following two types /varieties – as a 

stand-alone solution, developed by IT specialists from the particular organization, or 

by using analytical application packages (AAP).  

The advantages of this approach, irrespective of its variety, are connected with 

the business intelligence technologies and analytical functions used. The business 

intelligence application allows for the use of technologies, which as a rule are not 

used in the operational and collaborative CRM systems such as data warehouse, data 

mining, OLAP, simulation and optimization analyses, etc. On the basis of these tech-

nologies, requirements towards analytical CRM systems are fulfilled to a greater ex-

tent, in terms of their functional completeness, scope and integrity of data.  

There are however some major differences between the two varieties of this ap-

proach. 

In the first place, the individual business intelligence and analytical application 

(IBIAP) makes it possible to fully meet consumer requirements and reflect the specifics 

of the business processes in the particular organization. However, to identify and keep 

record of these requirements can be a difficult and long process, which needs appropriate 

management and good knowledge of the specific activity, the decision-making tools, ana-

lytical models, etc. Quite often, users are unable to formulate their requirements properly 

or they are uncertain what metrics, key indicators, reports or analyses they need in order 

to make effective decisions. Through the use of analytical application packages, users get 

access to well-established metrics, best practices, reports and analyses, without having to 

define special requirements to those. In this way business users obtain not only the means 

for the realization of the analytical functions, but also the knowledge regarding their ap-

plication in the process of Customer Relationship Management. 
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Normally, these analytical application packages support means for extraction 

and data integration from operational CRM systems. The analytical applications of 

Oracle (Oracle Analytical Applications), for instance, support adapters for integrating 

data from the operational systems of Oracle – Siebel CRM, PeopleSoft HCM
2
 and E-

Business Suite Financials. In addition, the data meta-model can be modified and thus 

data can be mined from other sources too. 

It is worth noting that the processes of mining, conversion and integration of data 

from heterogeneous sources demand considerable resources and time to build an IBIAP 

as compared with AAP. Experts evaluations show that (Rodwick, 2013) (White, 2013) 

time for the realization of the processes of mining, converting and loading data in an 

individual BI system is about 30% more than the time needed with the AAP. 

The individual business intelligence and analytical applications are built around 

the needs of a specific organization as a result of a carefully conducted survey of the 

peculiarities of the business processes and user requirements. Theoretically, these ap-

plications ought to reflect more fully the peculiarities of the activity and satisfy users’ 

requirements to a higher degree. However, a survey conducted by Aberdeen Consult-

ing Group (White, 2013) among organizations which use individual BI applications 

and analytical application packages shows that AAP offer a better analytical envi-

ronment, manifesting itself in an easy access and wide use of tools for breaking up the 

data to the lowest detail level, scoreboards, interactive graphs, reports, etc. 

According to the same survey, AAP exhibit significant advantages in terms cost 

and efficiency indicators. The costs per user with AAP are 35% lower in comparison 

with those with IBIAP. The detailed cost break-up shows that only the licensing costs 

with AAP are higher than those with IBIAP, whereas hardware costs, costs for pro-

fessional services and maintenance are considerably lower. Particularly sensitive is 

the difference with regard to the costs, connected with maintenance, setting up and 

management of the systems, which with AAP are approximately 50% of those with 

IBIAP. Another important indicator illustrating the efficiency of AAP is the number 

of end users that can be supported by a single IT specialist. With AAP this indicator is 

525, while with the IBIAP it is 271, i.e. one and the same number of end users can be 

supported by twice as few IT specialists as with AAP in comparison with IBIAP. 

On the whole, the realization of the analytical CRM system as a separate appli-

cation is a more labour-intensive and expensive approach as compared to the first one 

(part of an operational or collaborative CRM system), but this weakness is out-

weighed by the advantages with respect to ensuring a better analytical environment 

and scope of the data.  

                                         
2
  Human Capital Management. 
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With IBIAP, the considerable effort involved to build the application and inte-

grate data from different sources can double the efforts of IT specialists, provided the 

organization has already built its corporate data warehouse. That is why availability 

of a corporate data warehouse and a business intelligence system can help the organi-

zation build its analytical CRM system not as an independent application, but make it 

part of the corporate business intelligence system. 

IBIAP can be developed on the basis of platforms, provided by the leading produc-

ers of business intelligence and analytical platforms – IBM, Microsoft, Oracle, SAP, Mi-

croStrategy, Tableau Software, QlickTech, etc. Among leaders in the area of analytical 

application packages are such household names as Oracle Analytical Applications, SAP 

Analytics, ZAP Business Analytics for Microsoft Dynamics CRM, etc. 

1.3. Analytical CRM system as part of a corporate business intelligence system. 

With this variant of development, the analytical CRM system is realized as part 

of the corporate BI system. This method of development is typical of organizations 

which have already built, or plan to build a corporate data warehouse and BI system. 

In this case the analytical CRM system uses the data stored in the corporate data 

warehouse. Usually such data come from the various departments and organizational 

systems and their scope should embrace all necessary data for the analyses. With this 

approach a considerable part of the investment has already been made in connection 

with building the corporate data warehouse and introducing the business intelligence 

technologies and there could be expected shorter timeframes and lower costs of re-

sources in the realization of the analytical system. At the same time it should be noted 

that during integration of data from a new department or information system in the 

corporate warehouse, it is often necessary to convert/transform the current data model 

and introduce changes in the architecture of the data warehouse or implement new BI 

technologies and analytical models, which have not yet been requested by end users. 

The advantages of this approach arise from the business intelligence technolo-

gies used, taking into account the specifics of the business processes and users needs. 

The scope of the data in this method of realization is broadest, since data from all 

sources within or outside the organization are stored in the corporate data warehouse. 

Representatives of the software producers for building an analytical CRM using 

this approach are Oracle Business Intelligence Applications, Microsoft BI Analytics, 

IBM BI, etc. 
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2. A criteria system designed to assess the approaches 

to building analytical CRM systems 

Each of the above-mentioned three variants has its strengths, weaknesses and 

limitations of application. Companies which are planning to introduce a similar ana-

lytical CRM system must carefully weigh the capabilities provided by the different 

options, determine how each of them fits into the corporate strategy for customer 

management and organization development.  

Indeed, taking into account the specific peculiarities of the subject areas can be of 

utmost importance in choosing a software solution for an analytical CRM system, but at 

the same time we could compare the presented advantages and disadvantages of each of 

the approaches by means of a system of assessment criteria. The herein discussed system 

does not take into consideration the peculiarities of a given organization, since these are 

unique, dynamic and require extensive research and study of the subject area. The pur-

pose of using the criteria system is to compare the various approaches to building an ana-

lytical CRM system through numerical measurements of their strengths and weaknesses 

and take into account the weight of the latter in forming a comprehensive assessment ap-

proach. It should be noted that the system of criteria does not assess a concrete software 

solution, but rather the approach itself as a whole. Within a particular approach there are 

considerable differences in terms of technologies used, functionality, costs of acquisition 

and maintenance etc., which, for the purposes of the present publication, have been sys-

tematized in an overall assessment of the particular approach. 

A study of the many and different sources in the area reveals that there is no sys-

tem for assessing the approaches and therefore it is necessary to develop one. The 

assessment of the approaches could be carried out by means of the herein discussed 

system of criteria, which includes a set of criteria, weight of each criterion and nu-

merical ratings of the approach in each of the criteria. The aim is to form a compre-

hensive assessment of the approaches and to draw conclusions about the most suitable 

one for the implementation of the analytical CRM system. As a result, eight more 

significant criteria have been chosen, and the weight of each criterion is arranged on a 

three level scale - from 1 to 3 - and reflects the author's expert assessment of its con-

tribution to the total ranking of the approach. Level 1 corresponds to low significance 

of the criterion in the comprehensive assessment of the approach, 2 - average and 3 - 

high significance. Each approach is evaluated in 8 criteria with a rating from 1 to 3, 

respectively 1-low, 2-average and 3-high. Some of the criteria are presented with a 

negative weight, since they have a negative effect upon the comprehensive assess-

ment. Inclusion of said negative criteria arises from the difficulties in building and 

managing analytical CRM systems. The sum total of the weighted ratings in all crite-
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ria forms the final assessment of the approach, and the percentage of the maximum 

rating shows what part of the criteria of the "ideal" approach have been met. 

The system proposed by us includes the following eight criteria: 

 difficulties in building – this criterion has a negative effect on the assessment 

of the approach, since it assesses the time, costs, resources, skills, required for 

building the system; 

 scope of the data – the criterion assesses to what extent the data - an object of 

the analysis - cover all necessary processes and events; 

 adaptation to consumer needs/requirements - this criterion helps evaluate the 

capabilities of the analytical systems to modify the data model, the business 

intelligence and analytical tools (scoreboards with results, reports, interactive 

charts, metrics, analytical models and others) in accordance with the require-

ments of users and the peculiarities of the subject area; 

 range of supported functions - the criterion shows the variety of means for 

visualization and analysis of the data, implemented business intelligence 

technologies, such as OLAP-cubes, data warehouses, datamining, as well as 

means for exporting and sharing data and analyses; 

 optimization of building costs - this criterion helps evaluate whether the costs 

incurred in building the analytical system are appropriate in view of using the 

analytical system for purposes and by users that are beyond those, directly 

connected with the analytical CRM; 

 predefined metrics, analyses and best practices - the criterion shows to what 

extent a certain approach provides easy access to preset and useful key indi-

cators of presentation, analytical models, reports, best practices; 

 accessibility of analytical functions - this criterion helps evaluate how easy it is 

for users to access the analytical functions and effort necessary to configure and 

use a particular analytical function, what the possibilities for sharing the data and 

for integrating the analytical functions in the performed business processes are; 

 difficulties in system management – the criterion assesses the resource-

intensity and the complexity of the processes of administering the setting-up 

and the customization of the analytical CRM system. 

Assessment of thus formulated criteria is done using the expert assessment 

method (see Table 1), since there are no universal quantitative measurements, and if 

at hand
3
, these are quite different for the different software solutions. However, to 

                                         
3
  For example: number of IT specialists supporting a workplace; time for implementation/setting-

up of the system; number of built-in analytical models/reports/scoreboards ; cost of acquiring and 

maintaining a workplace , etc. 
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determine the weight of each criterion in the comprehensive assessment is rather 

tricky insofar as it reflects the opinions of experts. There is no doubt that each criteri-

on is significant, nonetheless, we believe that criteria could be graded in terms of sig-

nificance. In the system we are proposing, the criteria of utmost importance for the 

final assessment are the difficulties in building and the scope of supported functions. 

These two criteria are used to rate two of the most important characteristics of the 

system – on the one hand it is the resources and the problems connected with its 

building, and on the other – the functionality of the system. Without disregarding the 

importance of the adaptation to consumer requirements and the use of predefined 

metrics, we believe that in comparison with the functional completeness, these two 

criteria can be categorized as criteria of average weight of influence over the final 

assessment. The idea is that the broad range of functions could to some extent offset 

the insufficient means of adaptation to consumer requirements and the built-in metrics 

and business processes. 

Table 1 

Assessment of the approaches to building an analytical CRM system 

Assessment 

criterion 
Weight 

1. Part of 

operational or 

collaborative 

CRM system 

2. Stand-

alone BI 

application 

3. Packaged 

analytical 

applications 

4. Part of a 

corporate BI 

system 

Difficulties 

in building 
-3 1 3 2 3 

Scope of data 2 1 2 2 3 

Adaptation to 

Consumer 

requirements 

2 1 3 2 3 

Range of supported 

functions 
3 1 3 2 3 

Optimization of 
building costs 

1 3 0 0 2 

Predefined metrics, 

analyses and best 

practices 

2 2 0 3 0 

Accessibility of 

analytical functions 
1 3 2 3 2 
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Difficulties in manag-

ing the system 
-1 1 3 1 3 

Limitations 

Requires an im-

plemented oper-

ational or col-

laborative CRM 

system, support-

ing analytical 

functions 

None 

AAP must 

support tools 

to engage with 

the data model 

of the systems-

sources of data 

Assumes the 

availability of 

a corporate BI 

system or 

data ware-

house 

Overall rating 13 9 16 13 

Percentage of 

the maximum rating 
45% 31% 55% 45% 

 

The ratings have been determined according to the possibilities which are pro-

vided by each variant, irrespective of the particular technologies chosen for its reali-

zation. The comparative analysis offers means to identify and assess the advantages 

and disadvantages of the approach as a whole, rather than assessing individual repre-

sentatives of the latter. 

In addition to the ratings of each of the criteria, the table above shows the most 

important limitations of each variant, which every organization must assess individu-

ally. These limitations determine whether the respective way of realization is applica-

ble in the company. 

The ratings of the approaches on each of the criteria are as follows: 

 difficulties in building – in this criterion the ready-made solutions (approach-

es 1 and 3) have a lower degree of difficulty, respectively rating 1 for ap-

proach 1 and rating 2 for approach 3. The analytical application packages are 

rated at an average level of difficulty, since unlike the ready-made operational 

and collaborative systems they need more elaborate settings, mostly to engage 

external sources to the data model. Business intelligence and analytical appli-

cations developed mainly for the purposes of the analytical CRM system, or 

as part of the corporate BI system, are of the highest level of difficulty in the 

building. Their creation involves use of considerable resources to keep record 

of consumer demand, integration of heterogeneous data sources, choice and 

implementation of analytical models, metrics and reports and the use of a 

broad range of technologies for the management and analysis of the data; 

 data scope – minimum data scope is found with the operational and collabora-

tive systems, since analytical functions can use only the data stored in the sys-
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tem. AAP on the other hand, provide opportunity to integrate data from sev-

eral operational sources and because of that these have been given a higher 

rating. Approaches 2 and 4 provide an opportunity to secure the largest scope 

of data, which may include data from both internal and external systems; 

 adaptation to consumer requirements – the highest rating in this criterion goes 

to approaches 2 and 4, which are developed as separate solutions for each in-

dividual organization. AAP offer better opportunities to modify the data mod-

el, tools for analysis, metrics and visualization of data in comparison with ap-

proach 1, which is why their ratings are 2 and 1 respectively;  

 range of supported functions – in this criterion approaches 2 and 4 are rated 

the highest, since theoretically with them the range of the analytic functions 

could be broadened continually adding new technologies, analytical models, 

tools for visualization of data, etc. 

 optimization of the costs of building – approach 1 is given the highest rating 

of optimization of costs, since the costs connected with it are absent or are 

minimal. They have already been incurred in connection with the purchase 

and the implementation of the operational or collaborative CRM system. The 

analytical functions integrated in these CRM systems are a bonus, which the 

consumers receive upon purchasing the ready-made solution. 

With approach 4, a large part of the corporate warehouse costs have already 

been incurred, insofar as the approach presupposes the existence of an established 

corporate BI system or at least a corporate data warehouse. Through the use of ap-

proach 4 the organizations could increase return on investment made through raising 

the usability of the corporate BI system. 

The costs connected with approaches 2 and 3 have been incurred only for the 

purposes of building an analytical CRM system and because of that these approaches 

are given the lowest rating in this criterion. 

 predefined metrics, analyses and best practices. These are missing with ap-

proach 2 and 4, whereas with approaches 1 and 3 they present a significant 

advantage to the organizations. The producers of operational and collabora-

tive CRM systems, as well as of AAP, develop the functions of the products 

offered by them on the basis of their rich experience with customers. The in-

cluded metrics, analyses and reports reflect the best practices in the given sec-

tor and in this way provide the consumers with the opportunity to apply well-

established knowledge and to concentrate on the use of that knowledge, but 

not on the means and the approaches necessary for its generation;  

 accessibility of the analytical functions. With approach 1, the analytical ones 

are most easily accessible for the end users, the functions are built in well-
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known applications which are used every day. A large part of the producers 

of operational and collaborative CRM systems offer also analytics built in the 

supported business processes, which further contributes to easier accessibility 

and wider usage of analytical functions. As a result, users could perform ana-

lytical functions without interrupting their current work with the system. The 

analytical functions are ready to use, eliminating the need for complicated 

settings. AAP also provide ease of access to analytical functions but as long 

as this is a stand-alone application, it still needs a further effort and develop-

ment to integrate analysis in business processes. 

In this criterion, approaches 2 and 4 receive the lowest ratings, since analytical 

functions are not built in the system and access to them requires considerable resource 

and effort. One of the reasons for the low rating provided by this criterion can be 

found in the survey results, cited under section 2.2.2., submitted by the company Ab-

erdeen (White, 2013), which explicitly indicate that access to the analytical functions 

is easier with AAP as compared to the individually developed BI applications. 

 difficulties in managing the system. In this negative criterion, approach 1 re-

ceives the lowest rating, since management of operational and collaborative 

systems is characterized by the lowest level of complexity. It usually does not 

require any special skills and is executed by the end users. In addition, the man-

agement and setting-up of AAP can be delegated to the business users, but it 

needs specific knowledge and skills about the built-in meta-model in order to 

configure and integrate data from external systems. Because of that this ap-

proach is rated with an average level of difficulty. Undoubtedly approaches 2 

and 4 exhibit considerable difficulty in system management, which can be real-

ized only by a team of highly-qualified specialists. Extensive knowledge, skills 

and expertise are also required in managing the data, integrating the wide range 

of technologies and improving the analytical models. 

The comprehensive assessments presented in Table 1 indicate that it is impossi-

ble to identify a single approach, which is given a maximum rating in all criteria 

therefore it is irrelevant to talk of an only possible and suitable approach in building 

analytical CRM systems. Each of the approaches discussed above has its advantages 

and disadvantages, which alongside limitations, should be accounted for in choosing 

an appropriate method to build the analytical CRM system. 

Conclusion 

The results of this comparison and assessment gives us reasons to conclude that 

a mixture of several different approaches to build an analytical CRM would lead to 

combining the advantages of the selected approaches and compensating for their 
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weaknesses towards ensuring a better analytical environment, meeting consumer re-

quirements more fully and higher degree of fulfilment of the goals and the tasks of 

analytical CRM. 

The use of a combined approach is further emphasized by the fact that organiza-

tions often make use of several different analytical and business intelligence applica-

tions. This can be attributed to the existing variety of operating systems implemented 

in the organizations as well as the use of separate applications for the analysis of the 

data from each individual source. There are a number of applications available on the 

market, exhibiting different functionality and price characteristics while at the same 

time many companies prefer to use applications, which solve concrete tasks and offer 

the best functionality/cost ratio. 

Having several different analytical applications available, companies are able to 

set a strategy for their integration into a unified system, rather than introduce an en-

tirely new system. Usually this integration can be realized through building the ana-

lytical CRM system as a composite application based on Service-Oriented Architec-

ture – SOA. The process of building such systems, however, requires considerable 

resources for planning, implementation and management. 

The combination of several variants for building the analytical CRM system is 

further aided by the tools and technologies offered by leading producers. Each of the 

leaders in the area of operational CRM systems and business intelligence and analyti-

cal platforms - Microsoft, Oracle and SAP - provides opportunities for building an 

integrated analytical system. These opportunities manifest themselves in the provision 

of a platform for development of new applications designed for easy integration with 

the operational CRM system, provision of a platform for the development of business 

intelligence and analytical applications, offering AAP with built-in capabilities for 

data mining and analysis by operating systems and development and wide use of ser-

vice-oriented architecture.  

The applicability of the herein discussed system of criteria could also be devel-

oped in the following two areas: 

 assessment of the advantages and disadvantages of the approaches herein dis-

cussed, in accordance with the peculiarities of the subject area. In this case 

the weight of each criterion could be set by each expert taking part in the as-

sessment and thus change the impact of the criteria on the comprehensive as-

sessment of the approach according to the views of the expert. Assessments 

of all experts can then be summarized to combine all viewpoints, which 

would provide a better foundation for choosing the building approach; 

 assessment of a concrete software solution. After choosing the building ap-

proach, the same system of criteria could be used in assessing the advantages 
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and disadvantages of a particular software solution based on the chosen ap-

proach. In this case the system of criteria could be modified by changing the 

weights of each criterion once again according to the opinion of the experts. 

The assessment by each criterion will be made more precise, as it will be 

based on specific values in terms of necessary expenditure, job licences and 

timeframes for building and system implementation. 
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APPROACHES TO BUILDING AN ANALYTICAL CRM SYSTEM 

Assist. Prof. Yanka Aleksandrova 

Abstract 

The article assesses the advantages and disadvantages of the approaches to building ana-

lytical CRM systems using the author's own system of criteria. The results of the comparative 

analysis and the assessment indicate that there cannot be identified only one approach which 

can be classified as most suitable. Having in mind the advantages, the disadvantages and the 

limitations connected with the individual approaches, the author proposes building an analyti-

cal CRM system through combining different approaches and substantiates the feasibility of 

the combined approach through the use of service-oriented architecture. 

Keywords: analytical CRM systems, SOA, business intelligence systems, packages of an-

alytical applications. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 


