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ABSTRACT

This chapter covers aspects to be taken into account in the adoption of customer relationship management 
(CRM) in terms of a strategic perspective. It is based on an analysis of 32 models developed between 
1999 and 2015. This analysis allowed the authors to detect elements internal to the organization that 
are arranged in six dimensions: CRM strategy formulation, relational marketing philosophy, the appli-
cation of best practices, organizational and human resources, CRM processes, and CRM technology. It 
also presents a definition of CRM that encompasses these dimensions and takes into account the three 
functional areas of operation of CRM: marketing, sales, and service. Bearing in mind the definition and 
a perspective of connection dimensions developed along the characterization of each of the dimensions, 
the authors presented the conceptual model for the adoption of CRM.

INTRODUCTION

The adoption of CRM (Customer Relationship Management) requires the availability of time and a sig-
nificant investment (Rigby & Ledingham, 2004), which are two resources with strong involvement in 
strategy and the operation of an enterprise. So, it is important for organizations to identify the internal 
elements that require special attention and the activities to be undertaken to achieve a successful CRM 
adoption (Reinartz, Krafft, & Hoyer, 2004).

CRM is important for customer loyalty (Alt & Puschmann, 2004; Bohling et al., 2006; Buttle, 2004; 
Croteau & Li, 2003; Hosseini, 2013; Ko, Kim, Kim, & Woo, 2008; Mendoza, Marius, Pérez, & Grimán, 
2007; Peelen, Montfort, Beltman, & Klerkx, 2009; Roberts, Liu, & Hazard, 2005; Shaon & Rahman, 
2015; Winer, 2001). For instance, CRM can provide value to the customer (Berry, 2002; Bohling et al., 
2006; Buttle, 2004; Chen & Popovich, 2003; Küçükoğlu & Pınar, 2015; Park & Kim, 2003; Parvatiyar 
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& Sheth, 2001; Payne & Frow, 2005; Peelen et al., 2009; Raman, Wittmann, & Rauseo, 2006; Shaon & 
Rahman, 2015). Moreover, CRM can increase satisfaction (Alt & Puschmann, 2004; Ata & Toker, 2012; 
Buttle, 2004; Habidin, Ali, Khaidir, Shazali, & Jusoh, 2015; Ko et al., 2008; Küçükoğlu & Pinar, 2015; 
Osarenkhoe & Bennani, 2007; Shaon & Rahma, 2015; Wang & Fen, 2012). Consequently, CRM can 
influence the performance of the organization (Ata & Toker, 2012; ElKordy, 2014; Küçükoğlu & Pinar, 
2015; Mohamad, Othman, Jabar, & Majid, 2014; Peltier, Zahay, & Lehmann, 2013; Wang & Fen, 2012).

Several authors present models for the adoption of CRM (Ata & Toker, 2012; Bohling et al., 2006; 
Buttle, 2004; Chalmeta, 2006; Chen & Popovich, 2003; Curry & Kkolou, 2004; Eid, 2007; ElKordy, 
2014; Finnegan & Currie, 2010; Galbreath & Rogers, 1999; Henneberg, 2006; Kim & Pan, 2006; King 
& Burgess, 2008; Küçükoğlu & Pinar, 2015; Mendoza et al., 2007; Mohamad et al., 2014; Osarenkhoe 
& Bennani, 2007; Park & Kim, 2003; Parvatiyar & Sheth, 2001; Payne & Frow, 2005, 2006; Peelen, 
Montfort, Beltman, & Klerkx, 2009; Peltier et al., 2013; Roberts, Liu, & Hazard, 2005; Ryals & Payne, 
2001; Sin, Tse, & Yim, 2005; Wang & Fen, 2012; Winer, 2001; Urbanskiené, Žostautiené, & Chrepta-
viciené, 2008; Zablah, Bellenger, & Johnston, 2004a). Analysis of these models found that they addressed 
issues such as the benefits of CRM; the relational marketing philosophy; the need to formulate CRM 
strategy; the application of best practices which place special emphasis on metrics management; the 
organization and its people; CRM processes; the use of technology (see Appendix 1). However, none of 
the models encompasses all these aspects.

It should also be noted that the most recent studies (Ata & Toker, 2012; ElKordy, 2014; Küçükoğlu 
& Pinar, 2015; Mohamad et al., 2014; Peltier et al., 2013; Wang & Fen, 2012) reveal a concern in ex-
amining the relationship between factors critical to the successful adoption of CRM and the successful 
performance of the organization.

Since CRM terminology was introduced – over the years, much has been written about it – often, 
this acronym is reduced only to a technological solution. CRM is not a technology project but rather 
a business initiative, being the technology tool that facilitates the strategy of build relationships with 
customers (Ata & Toker, 2012; ElKordy, 2014; Frow & Payne, 2009; Habidin et al., 2015; Parvatiyar 
& Sheth, 2001; Payne & Frow, 2005; Peltier et al., 2013; Pivotal, 2006; Shaon & Rahman, 2015; Ven-
turini, Benito, Chase, & Wong, 2015; Wang & Fen, 2012). Habidin et al. (2015) suggest the adoption 
of CRM to be complex and difficult. It is a motivation to investigate CRM strategy. On the other hand, 
Meadows and Dibb (2012) reinforce the existence of space to analyze the critical factors of success in 
adopting a CRM strategy. They argue that there is still not enough knowledge which factors can influ-
ence the success of CRM’s implications for businesses, and there are some lacunae (areas of lacking) 
in consistency and practice that are reflected in the difficulties that organizations feel and also in the 
number of failures that organizations suffer.

The problem that is studied in this work is directly related to the adoption, in all its scope, of a CRM 
strategy, for which the author tries to ascertain which dimensions may be present and which elements 
stand out in each dimension.

Therefore, after this contextualization of the study and the definition of the objective, this chapter is 
divided into three main sections:

• The importance of defining the benefits sought by the company that adopts the strategy of CRM;
• Six CRM dimensions:

 ◦ Dimension 1: CRM Strategy Formulation,
 ◦ Dimension 2: Relational Marketing Philosophy,
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