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 Customer relationship management (CRM) witnesses an increasing significance in the 
process of redefining the marketing function of contemporary organizations in the 
services sector. CRM represents an iterative  process  aimed  at  improving  interactions  
with   customers  and  balancing  companies’  customer  portfolio.  Hence, the article 
focuses on CRM practices of companies specializing in the provision of business 
services in Bulgaria. These practices are explored through the standpoint of a developed 
conceptual model of the strategic CRM process and methodological tools for its 
analysis. As a result the article identifies opportunities for the development of customer 
relationship management practices. 
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One of the important conditions for business success is the ability of companies 

to process huge volumes of structured, semi-structured and unstructured data (big 

data) for business goals. The massive of data is growing quickly and it is expected 

that by 2020 there will be more than 16 zettabytes of useful data (16 Trillion GB), 

which suggests growth of 236% per year from 2013 to 2020 (Turner et al., 2014). Big 

data is a new generation of managing strategies, technologies and architectures, 

designed to economically extract value from very large volumes of a wide variety of 

data by enabling high-velocity capture, discovery and/or analysis (Anshari and Alas, 

2015). Databases are used for analyzing customer behavior, creating customer 

profiles and models (Peppers, D., Rogers, M., 1997; Shepard, D., 1995) as well as 

making decisions for determining the form of the future communication as per 

segments and customers. 
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The ability of companies to adequately manage huge volumes of customer data 

is related to the prior specification of criteria, metrics and methods of data collection, 

structuring, analyzing, storing, publishing etc. This requires horizontal and vertical 

harmonization of all activities and processes aiming to attract customers, sales and 

after-sales service in companies. In this respect, CRM systems, that are being 

increasingly implemented in business, are achieving consistency between the 

following elements: (1) customer-oriented strategy, aiming to describe the customer-

oriented value positions from the dimension of customers and companies; (2) 

consistent experience of cross channel interactions; (3) effective closed loop 

marketing, sales and services; (4) effective integration of cross company operation 

(Wang, 2016).  

CRM represents an iterative process aimed at improving interactions with 

customers and balancing companies’ customer portfolio (Stanimirov et al. 2016). 

CRM has become one of the new paradigms of modern marketing and an important 

tool for many companies aspiring to build long-term and cost-effective relationships 

with their customers (Kim, H. et al., 2010).  

However, the success of CRM projects is not unconditional. Along with the 

positive effects of CRM on consumer behavior (Barone et al., 2000), better market 

performance (Alsmadi, S., Alnawas, I., 2001), financial result (Lamparello, D., 2000), 

less mistakes in customer service (Gudkova, S., 2005) and perception of advertising 

messages (Ross et al., 1992), evidence shows that a solid share of CRM projects 

failed to achieve set goals. In different contexts this share tends to vary between 30% 

and 80% (Nelson, S., 2002).  

In specialized literature, attempts have been made to diagnose the reasons for the 

failure of some CRM projects. These include: understanding the CRM approach only 

as a simple technological solution (Johnson, J., 2004); lack of strategic vision and 

planning of some companies (Day, G., 2003); lack of focus (Cook, R. 2017), lack of 

ability for effective management and integration of the CRM technology in the sales 

process (Erffmeyer, C., Johnson, D., 2001), flaws in the reorganization of key 

business processes in companies (Rigby, D. et al., 2002), inadequate training of 

employees to accept CRM (Arussy, L. 2017).  

Despite the afore-mentioned conclusions, there is still insufficient study of the 

causes which have led to the failure of a large number of CRM projects; 

operationalization and validation of the CRM process, etc. The focus of attention of 

many specialists have been placed exclusively on the creation of strategies and 

programs for interaction with customers, at the expense of activities and measures for 

implementation and control. Consequently, the strategic process of customer 
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relationships management cannot be planned and sized up in its entirety, which 

obstructs creating conditions for subsequent evaluation of its efficiency.  

In line of the above, the purpose of the present article is to present a summary of 

practices in interaction with customers of companies operation in the field of business 

services in Bulgaria and outline opportunities for the development of those practices. 

The idea is to find out whether the selected/surveyed companies recognize the need to 

manage their customer relationships and whether and how they actually implement 

this process.  

Research methodology 

The study uses the components of the CRM diamond model (Mack, Mayo, 

Khare, 2005) as a starting point, dynamizing them by following the logic of the CRM 

model, developed by Alsmadi and Alnawas (Alsmadi, S., Alnawas, I., 2001). The 

latter model consists of a series of steps that managers need to follow in order to 

successfully implement CRM systems: defining the company's strategic vision; 

specifying CRM goals; preparing a CRM strategy; providing conditions for the 

implementation of the CRM project; managing CRM programs; bilateral 

communication to direct the CRM process; measuring the efficiency of CRM 

programs; adjusting the CRM strategy.  

Combining said models is imperative, given the holistic nature of the CRM 

concept. The Mack, Mayo, and Khare model provides an orientation regarding the 

CRM components and, in that sense, it is descriptive in its nature. The Alsmadi and 

Alnawas model presents the development of the combination of these components, 

which makes it process-oriented. There are structural differences between the 

descriptive and process-oriented model. The descriptive model consists of three 

blocks: CRM Vision, CRM Base, and CRM activities. The following components, 

which are simultaneously present in the process model, are explicitly missing there: 

goals, strategy, bilateral communications to direct the CRM process, measuring the 

program efficiency and adjusting the strategy.  

Both models are used as a basis for an adapted original conceptual model of the 

strategic CRM process (Figure 1).  
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Figure 1. A conceptual model of the strategic CRM process 

In the survey conducted, separate blocks of questions (between 2 and 7) are 

provided for each of the stages of the process, depending on its specificity. The total 

number of operational variables amounts to 55. A uniform logic was used to define 

them. A generalization question was provided for the assessment of each stage of the 

strategic CRM process. The stages of the process have been decomposed into separate 

blocks that describe the separate CRM components. The stages "CRM efficiency" and 

"CRM adjustment" are an exception of the presented logic where after the generalized 

assessment, operationalization is directly conducted. The reason for this is that the 

program efficiency and the strategy adjustment are not components of the descriptive 

model in their nature but aim to dynamize it by monitoring the natural course of the 

CRM process.  

Data was collected through a direct personal survey. All blocks of questions 

were assessed using a standardized 5-point scale (from 1 “the statement does not 

describe our environment at all” to 5 “the statement fully describes our 

environment”). The assessment scales have been tested for reliability using the 

Cronbach's Alpha criterion.  

Objects of the survey are managers of companies, specialized in offering 4 kinds 

of business services: accounting, financial, marketing and legal services. The choice 

of respondents at senior management level is governed by the fact that they are 

involved in setting the company’s goals and making the strategic decisions about their 

companies. The number of respondents is as follows: accounting services – 141, 

financial services – 115, marketing services – 104 and legal services – 120. Said 

number embraces managers who participated in the survey but it should also be taken 

into account that more than one questionnaire can be filled in within one company. 

The sample is of the "voluntary respondents" type. The sampling base is not listed, as 

there is no data on individual sampling units. 

Adjustment of the CRM strategy Efficiency of the CRM programs 

CRM vision CRM base CRM programs 
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CRM-practices assessment 

An analysis of the variables in the model, presented in Fig.1, was conducted in 

order to explore the CRM practices in the different branches. 

First stage. CRM vision. The highest average assessments are observed with 

companies specializing in financial and marketing services where up to 94% of 

respondents have a clear vision for their customers that allows them to effectively 

manage their relationships (Table 1). The highest standard deviation is established for 

law firms where about 25% do not share the statement about the existence of a clear 

CRM vision. Regardless of the higher value of the standard deviation here, the 

variance for none of the branches reaches the critical level of 50%, which means that 

the dispersion is within acceptable limits.  

Table 1  

Vision for Customer Relationship Management 

Measuring instruments 
Type of services offered 

Accounting Financial Marketing Legal 

Average Arithmetic  4,43 4,64 4,58 4,15 

Standard Deviation  0,70 0,71 0,66 1,21 

Variation Coefficient 0,16 0,15 0,14 0,29 

The components "guidelines for relationship management" and "customer analysis 

and assessment" are evaluated within the frames of the CRM vision. The respondents are 

convinced that the systematic customer relationship management increases the 

profitability of the company. The relative share of representatives of accounting, financial 

and marketing firms who partly or fully share this opinion lies between 94% and 98%. 

Only for the law firms, where a positive assessment (4,15) on this issue is also formed, the 

share of the respondents with a positive response to this question amounts to about 70%.  

Assessments with a small degree of dispersion are formed which serve to indicate 

that companies have specific aims for management of the relationship and take specific 

measures in this area. In the four researched branches, a significant share of managers 

(between 30% and 43% as per branch) do not think that customers are treated or shall 

be treated differently depending on their status. This statement contradicts the statement 

that targets are defined depending on the customers. It is understood that relations must 

be managed but such a statement is not realizable provided that the customer base is not 

differentiated and not interacted with according to the goals.  
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Overall, in the four researched business areas a significant proportion of managers 

(between 85% and 91% for accounting, financial and marketing and 66% for legal 

services) are convinced in the need for systematic analysis and customer assessment as 

well as determination of prospective customers based on them. An interesting decrease 

in the magnitude of the average assessments is established for the statement that 

customer analysis and assessment are obligatory conditions in order to distinguish 

between significant and insignificant customers. A possible explanation for this is that a 

large number of companies do not conduct special customer analyses (especially in 

small companies that do not have CRM software) and the importance of customers is 

determined intuitively or based on metrics such as: customer’s share in the sales, 

customer’s share in the profits, customer’s contribution by sharing positive information 

and attracting new customers, providing important market information etc. 

Managers who took part in the survey (65% of the participants working in the 

legal branch and between 85% and 90% of those operating in the other business 

areas) are aware that analysis and assessment of customers is a necessary condition 

for effective interaction with them. According to the respondents, the efficiency of the 

interaction depends on the ability of companies to tailor their offers according to 

individual customer requirements.  

Second Stage. CRM base. The highest average assessments are observed for 

companies specializing in financial services (up to 91% of respondents declare that 

they have the conditions for effective customer relationship management; see Table 

2). The CRM base is operationalized through four components: corporate culture, 

organizational structure, customer research activities and database management. 

Table 2  

Conditions for efficient Customer Relationship Management (CRM base) 

Measuring instruments 
Type of service offered 

Accounting Financial Marketing Legal 

Average Arithmetic  4,35 4,45 4,32 3,96 

Standard Deviation  0,80 0,73 0,82 1,10 

Variation Coefficient 0,18 0,16 0,19 0,28 

Customer-orientated corporate culture is expressed through the opinion of staff 

operating at various hierarchical levels that customers are a major factor for the 

development of the business. This opinion is shared by a significant number of 
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managers (between 81% and 93%). Managers think that the front-office staff is 

familiar with the company’s goals and strategies on customer relationship 

management. They also share the opinion that surveyed companies have clear 

procedures for implementing customer-oriented activities such as offer-making, 

services, claim management etc.  

Organizing staff training in terms of customer service is part of the customer-

orientated corporate culture. A high level of dispersion which reaches the critical 

level of 50% is observed in this respect. The data show that only financial and credit 

institutions (87%) tend to train their staff to work and interact with customers. Such 

trainings are true (even under certain conditions) only for 36% of accounting, 55% of 

marketing and 41% of law firms.  

The organizational structure is another component of the CRM base. It 

concerns provision of conditions streamlining the procedures and activities associated 

with the CRM process. As per this indicator, the financial services sector is most 

positively presented. The opinion of the managers involved in the survey regarding 

the organizational structure is theoretical and in many cases not based on certain 

facts. The average assessments regarding the presence of a person or special company 

department which adopts its offers to individual customers are much lower than the 

overall assessments for an existing appropriate organizational structure to implement 

the CRM concept. Some of the modifications of the offers are based on information 

from the operational contacts with the customers without conducting specially 

targeted research (which is not a negative fact itself). Another possibility is to modify 

the offers hoping that certain effects will be achieved in this way, e.g. changes are 

made through the trial and error method. 

The next component within the CRM base is connected to the activities of 

customer research. For this component the lowest average assessments are formed 

within the strategic CRM cycle. The reason for this conclusion is the lack of well-

established practices for systematical research of customers in different segments. 

Although a significant number of companies (between 59% for accounting services and 

80% for financial services) declare that they research their customers according to certain 

criteria and on this base they make management decisions on how to interact, the criteria 

for customer monitoring are not defined. These do not include the following criteria: 

volume of purchases, customer’s contribution to the profit, frequency of purchases, 

willingness to provide market information in order to generate ideas to improve the offers.  

The last element of the CRM base is the "database management". The 

distribution of the assessments within this block shows that almost all companies 
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offering financial and marketing services (90% - 92%) perform data systematization 

and analysis that allows them to manage their relationships with their customers.  

The existence of customer databases does not directly mean that this is a good 

basis for relationship management. The question is "what exactly is the information in 

the databases and in what cases it can be useful?" It turns out that part of the 

information arrays does not contain behavioral information (frequency and volume of 

purchases, number of complaints, etc.). When there are large customer databases and 

desire to tailor the offers, this does not allow taking into account customer's past 

behavior. Therefore, it cannot be said that the preparation of the offers takes into 

account all the important aspects that are relevant to future customer behavior.  

An even smaller share of the companies make use of specialized software to help 

them analyze customer groups and make offers according to them. Companies, 

specializing in financial services (74% have such software) and marketing services 

(60% have such software) are best represented in this respect.  

Third stage. CRM programs development. The highest average assessments are 

observed with companies specializing in financial and marketing services where up to 

78% of the respondents declare that they implement flexible customer interaction 

programs (Table 3).  

The assessment of the CRM programs has been carried out taking into account 

three aspects: the company's flexibility in the management of the service process, 

management of the customer lifecycle and practices in customer segmentation. 

Table 3  

CRM programs as per branches 

Measuring instruments 
Type of service offered 

Accounting Financial Marketing Legal 

Average Arithmetic  3,09 4,21 4,14 2,80 

Standard Deviation  1,35 0,99 1,03 1,35 

Variation Coefficient 0,44 0,24 0,25 0,48 

The flexibility of companies to manage the service process is associated with 

the ability of the firms to adapt their offers to meet their customers’ specific 

requirements. In this respect the best results are achieved by marketing and financial 

companies. The most dynamic elements in the offers of the companies are 

communications and prices. Almost all companies specializing in marketing services 
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(94%) state that they can change their ways of communication in order to meet the 

requirements of strategic customers. This is true for 85% of financial and credit 

institutions. The lowest level of communication flexibility is established for law 

firms. A similar distribution of the average assessments is also established for the 

price flexibility of companies according to their business field. Again, the highest 

degree of flexibility is established for companies specializing in marketing services 

(77%), followed by financial companies (74%). The poorest performance in terms of 

flexible pricing is established for law firms, which is understandable given the fixed 

price levels for part of the services in this branch.  

The second component of the CRM programs are practices for customer 

lifecycle management. Once again, companies offering financial and marketing 

services exhibit the best performance. Between 88% and 91% of them organize and 

implement CRM programs according to the stages of the customers’ life cycle. 

Comparing the summarized assessment of the lifecycle management estimates to the 

assessments of the operationalized variables reveals that companies focus their efforts 

on attracting and keeping customers. Practices in reactivation of already lost 

customers are significantly less used. 

The last component within the stage "CRM programs" is the "segmentation of 

the customer base". The data show divergence of managers’ opinions even within 

each of the four researched branches. Between 52% and 67% of managers surveyed 

declare the existence of practices for grouping customers into segments based on 

demonstrated common features, but among the criteria for customers’ classification 

behavioral indicators such as demonstrated preferences, ways of communication, etc. 

are less used. 

Fourth stage. CRM programs efficiency assessment (Table 4). The highest 

average assessments were observed with companies specializing in financial and 

marketing services, where between 63% and 79% of the respondents state that they 

have developed standards to determine whether their programs for interaction with 

customers are efficient. In accounting and legal firms the average assessments lie 

within the neutral part of the scale (3,16 and 2,79).  
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Table 4  

Efficiency of CRM programs 

Measuring instruments 
Type of services provided 

Accounting Financial Marketing Legal 

Average Arithmetic  3,16 4,05 3,76 2,79 

Standard Deviation  1,43 1,12 1,14 1,43 

Variation Coefficient 0,45 0,28 0,30 0,51 

These assessments are logical as they are comparable to assessments for the 

development and implementation of flexible programs for interaction with customers. 

The dispersal here comes close to and for law firms exceeds the critical level of 50%. 

The reason thereof is the high share of managers (between 50% and 58% for both 

branches) in whose opinion their companies lack standards for assessing the 

efficiency of programs for interaction with customers. 

The efficiency of CRM programs is assessed on the basis of indicators that differ 

from the commented ones: proportion of attracted customers to targeted customers 

and share of customers lost as per years. The design of the research questionnaire 

helps little to identify exactly what assessment criteria of the efficiency of the 

customer relationship management process are used. Based on the results formed to 

date, in view of components from other stages of the strategic CRM process, it can be 

assumed that there are no specific indicators but intuitive assessments made by people 

who make management decisions.  

Fifth stage. CRM-strategy adjustment. The highest average assessments were 

observed with companies specializing in financial and accounting services, where 

between 65% (accounting companies) and 89% (financial companies) of respondents 

said they monitor the implementation of strategies for managing relationships with 

customers and, if necessary, adjust them (Table. 5).  
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Table 5  

Practices in adjustment of CRM strategies 

Measuring instruments 
Type of services provided 

Accounting Financial Marketing Legal 

Average Arithmetic  3,60 4,31 3,07 3,09 

Standard Deviation  1,19 0,88 1,48 1,36 

Variation Coefficient 0,33 0,20 0,48 0,44 

For marketing and legal companies, average assessments lie within the neutral 

part of the scale (3,07 and 3,09). There, the dispersion approaches the critical level of 

50%. The reason for this is the high relative proportion of managers (between 50% 

and 57% for both branches) according to whom their companies either lack strategy 

or fail to monitor the implementation of the CRM strategy and, if necessary, adjust it. 

Activities for adjustment of the CRM strategy are assessed based on a summary 

variable and two operationalizing variables. These are associated with the presence of 

a mechanism for monitoring the implementation of the strategy as well as a working 

mechanism intended to adjust the strategy in case of identified problems. The most 

favorable assessments are submitted by financial and accounting companies where 

88% and 55% respectively of the surveyed managers provide an affirmative answer 

about the existence of practices to monitor performance and adjust the strategy if 

necessary. The lower values of the average assessments of the existence of 

mechanisms for monitoring and adjustment of the strategy once more indicate that 

some companies only intuitively estimate the success of the strategy and choose the 

correct format and time for its adjustment.  

A better picture of the development of the CRM process can be obtained by 

comparing the average assessments for the last three stages (Table. 6).  

The data in Table 6 lead to the following conclusions concerning the 

implementation of programs for customer relationships management:  

• some of the accounting firms lack clearly developed programs for interaction 

with customers, but their managers have some reference points (standards or 

indicators) against which they can estimate the efficiency of their interaction with 

customers. At the same time, the share of managers who are ready to change the offer 

if necessary is higher than the share of managers who have developed clear standards 

for evaluation of the efficiency. This means that a significant part of the decisions in 

relation to CRM are simply intuitive and are not based on specific standards. 
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Table 6  

Summary assessments for the implementation 

of the CRM programs as per branches 

Measuring instruments 
Type of services provided 

Accounting Financial Marketing Legal 

Availability of CRM programs  3,09 4,21 4,14 2,80 

Assessment of the efficiency of CRM 

programs  
3,16 4,05 3,76 2,79 

Adjustment of the CRM programs  3,60 4,31 3,07 3,09 

• In most financial and marketing companies there are programs for customer 

interaction, however not all users of such programs appreciate their efficiency. This 

might be seen as a weakness as it can incur extra costs for lack of guarantees that 

funds for interaction with customers are spent appropriately. Financial companies 

show the highest grade of flexibility as compared to the other three branches, despite 

the fact that modifications in the offers of financial and insurance companies are not 

based on specific evaluations of measurement efficiency so far.  

• The narrowest range in average assessments for all three indicators are 

observed in companies specializing in legal services. This means that some 

companies have clear rules on how to interact with customers and use standard 

procedures to evaluate whether the interaction is effective and undertake adjustments 

accordingly.  

Inferences 

The analysis of the CRM practices of companies conducted so far has led to the 

following important inferences:  

First. The respondents believe that systematic customer relationships 

management increases the profitability of companies. However, some of them have 

no clear vision for their customers which prevents them from effective management 

of their relationships with customers.  

Second. Every third manager believes that customers are equally important, 

which according to the CRM principles will not allow them to exploit the positive 

effect of differentiating customers and tailoring offers.  

Third. According to managers, the efficiency of customer interaction depends on 

the ability of companies to customize their offers. This conclusion corresponds to the 
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basic principles of CRM concept, but at the same time it contradicts the previous 

conclusion that customers must not be differentiated. It is unlikely to regard 

customers as equally important and at the same time try to personalize the offers. It 

should also be noted that the personalization of the offer must comply with the 

capabilities and the customer’s desire to provide a certain return of the cost of the 

customization. Therefore, personalization can be efficient only if the customer can 

create certain benefits for the offering party which repay and exceed the costs for the 

personalization of the offer. 

Fourth. Results show that a significant share of the surveyed companies (over 

50%), in three of the researched branches, do not train their staff to work with 

customers. This prevents to formulate a homogeneous opinion on the corporate 

culture of the companies and it can lead to loss of customers in the long term.  

Fifth. In general, within the strategic CRM process the following components 

are claimed to be problematic: customer research and customer base segmentation. 

Managers shall put more effort into finding the right approach to collecting customer 

data and determining the criteria for grouping them according to similarity levels. 

This can help companies to build accurate customer profiles and differentiate the 

components of the offers according to the identified customer profiles. Such an 

approach may increase the efficiency of the relationships management process.  

Sixth. It was established that a large number of companies have customer 

databases. At the same time, accumulated data arrays do not contain behavioral 

information that can be of great help in offer-making. It is recommended to design 

databases taking into account criteria which are relevant for the respective company 

and are focused on behavioral data.  

Seventh. In the researched branches the opinion prevails that there are conditions 

for efficient relationships management but this statement is theoretical and not based 

on certain facts. A significant part of the companies do not conduct any special 

analyses on customers and the importance of customers is mainly determined by 

intuition. In most cases, companies do not have a department or a person who is in 

charge of customer research and/or of customizing offers to fit individual customers’ 

needs. Therefore, part of the modifications of offers are again carried out intuitively 

or based on information from operational contacts with customers without conducting 

specifically targeted research. This conclusion however, is not necessarily negative 

because in certain situations (e.g. small customer databases) it is more appropriate to 

research customers during the interaction with them than to conduct targeted research. 

In situations with large and diverse customer portfolio and diverse product mix such 

an approach is not recommended.  
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Eighth. Some of the surveyed companies have clearly developed programs for 

customer interaction however not all users of such programs appreciate their 

efficiency. Managers of companies that lack comprehensive programs for interaction 

with customers and standards for their assessment use methods (which are not 

explicitly mentioned by managers) designed to assess efficiency of customer 

interaction. 

Conclusion 

In view of the above study, we are to offer certain recommendations. It is 

essential for managers to pay attention to the CRM vision as a ground on which 

efficient actions towards customers shall be taken (that will bring increased 

profitability for the offering parties). Managers should accept the foundation principle 

of different customer value if they wish to develop and implement customized 

strategies. At the same time, they should bear in mind that personalization can be 

efficient only if the customer creates certain benefits for the offering party which will 

repay or exceed the costs for the personalization of the offer. Further on, it is 

recommended that each company identifies specific parameters necessary to measure 

the efficiency of the customer interaction. 

References 

1. Alsmadi, S., Alnawas, I. (2001) Empirical Investigation of the CRM Concepts in 

the Jordanian Context: The Case of Banks and Financial Institutions. Journal of 

Business International and Management, 6 (2), February, p. 183.  

2. Arussy, L. (2017) CRM failure: The top six reasons CRM programs fail. From 

Available: http://searchcrm.techtarget.com/answer/CRM-failure-The-top-six-

reasons-CRM-programs-fail [Accessed: 15/8/2017].  

3. Anshari, M., Alas, Y. (2015) Big Data Era: Big Challenges for ASEAN Economic 

Community. International Conference on Asean Studies 2 (ICONAS 2), 3-5 

August.  

4. Barone M. et.al. (2000) The Influence of Cause-Related Marketing on Consumer 

Choice: Does One Good Turn Deserve Another? Of the Academy Journal of 

Marketing Science, 28, Spring, p. 248-262.  

5. Cook, R. (2017) Three Reasons CRM Fails, Available from: http://www. 

crmsearch.com/crm-failures.php , [Accessed: 15 /8/2017].  

6. Day, G. (2003) Creating a Superior Customer-Relating Capability. Management 

Review Sloan, 44 (3), p. 77-83.  



Ev. Stanimirov.  

Customer Relationship Management in the Field of business services 

343 

7. Gudkova, S. (2005) CRM! Pochemu vnedrenie, a ne «korobka»? Bankovskoe 

Obozrenie, 3, 2005. Available from: http://www.cmdsoft.ru/about/pressa/007 

[Accessed: 14/8/2017], (in Russian) .  

8. Erffmeyer, C., Johnson, D. (2001) An Exploratory Study of Sales Force 

Automation Practices: Expectations and Realities. Selling of Professional 

Journal & Sales Management, 21 (2), p. 167.  

9. Johnson, J. (2004) Making Technology CRM Work. British Journal of 

Administrative Management, 39 (3), p. 22-23.  

10. Kim, H. et al. (2010) Integration of Firm's Resource and Capability to Implement 

Enterprise CRM: A Case Study of a Retail Bank in Korea. Support Systems 

Decision, 48 (2), p. 313-322.  

11. Lamparello, D. (2000) Doing More for the Right Customers. Bank Systems and 

Technology, 37 (1), p. 10-11.  

12. Mack, O., Mayo, M., Khare, A. (2005) A Strategic Approach for Successful 

CRM: An European Perspective. Problems and Perspectives in Management, 2, 

p. 100.  

13. Nelson, S. (2002) CRM: From "Nice to Have" to Necessity. Gartner Group, 

Available from: q3h3vwb.tripod.com/msce630.../as signment.html [Accessed: 5 / 

5 / 2017].  

14. Peppers, D., Rogers, M. (1997) Enterprise One-to-One. Tools for Competing in 

the Interactive Age, New York: Currency Doubleday, p. 11-12.  

15. Rigby, D., Reichheld, F., Schefter, PH. (2002) Avoid the Four Perils of CRM. 

Harvard Business Review, Feb., p. 103.  

16. Ross et al. (1992) Consumer Perceptions of Organizations That Use Cause 

Related Marketing. Journal of the Academy of Marketing Science, 20 (1), p. 93-

98.  

17. Shepard, D. (1995) The New Direct Marketing: How to Implement A Profit-

Driven Database Marketing Strategy, New York: Irwin.  

18. Stanimirov, E. Zhechev, V., Stanimirova, M. (2016) Strategic Readiness for 

CRM Process Management: the Case of Business Service Companies in 

Bulgaria. Inquiry - Sarajevo Journal of Social Sciences, 1, p. 9.  

19. Turner, V., John F., Reinsel, D., Minton, S. (2014) The Digital Universe of 

Opportunities: Rich Data and the Increasing Value of the Internet of Things. From 

IDC for Report EMC, April. Available from: https://www.emc. com/ 

collateral/analyst-reports/idc-digital-universe-2014.pdf [Accessed: 15/8/2017].  



Izvestiya 

2017  •  Volume 61  •  №4 

344 

20. Wang, L. (2016) The New Trend and Application of Customer Relationship 

Management under Big Data Background. Modern Economy, 7, p. 841-848. 

Available from: http://dx.doi.org/10.4236/me.2016.7808.  

 http://www.crmsearch.com/crm-explained-implementation.php#crm-mistakes . 

[Accessed: 15/8/2017]. 


