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Abstract

In today's dynamic, changing market, customer relationship management supported by a
powerful technological solution for business management such as Customer Relationship
Management (CRM) is essential for business success. It has proven to be one of the fastest
growing technological solutions due to the impact of its implementation on the return on
investment. This article presents an exhaustive review of previously published findings and
studies the reality of CRM in business through a qualitative, descriptive approach, reviewing the
present-day literature on the impact of CRM in the modern business environment. This article
reviews the 17 most recent and most relevant studies on how CRM affects the development of
Business Innovation policies, focusing on the period from 2015 to 2019.
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1.- Introduction

When the dynamism of the market causes constant changes in customer expectations, a
customer-centered approach to business strategy is required, where the value chain begins and
ends with the customer (Diez de Castro et al., 2002). This business approach can be achieved
using technological tools for business (Guerola-Navarro et al., 2020b; Oltra-Badenes et al., 2019)
such as Enterprise Resource Planning (ERP) and Customer Relationship Management (CRM).

Among the technological solutions for business management, CRM is essential for establishing
effective channels and methods for customer-centric information management. Its main
objective is to improve the management of customer relationships to facilitate better
commercial results for companies (Guerola-Navarro et al., 2020a). The need for consistent
management of customer information is essential for business decision makers (Payne and
Frow, 2005), which makes CRM a fundamental tool. Gil-Gomez et al. (2020) corroborate the
importance of CRM as a key tool in the digital transformation of the business world, not only
due to its potential to improve current management (and exploitation), but also because of its
potential to develop the capacity for innovation (and exploration). Existing models to measure
the impact of the use of CRM on firm performance are based on the intermediate variable of
Innovation Capacity (Guerola-Navarro et al., 2020c).

This proposal to study the reality of CRM through scientific research seeks to effectively
demonstrate that CRM is one of the most powerful modern tools to manage the business reality
of customer relationships. It emerged in the 1970s as a technological solution for companies to
automate the management of the internal sales force (Buttle, 2004). Currently CRM is much
more than sales force automation, having become one of the most powerful channels to
sustainably manage (currently and in the future through continuous innovation) a ‘customer-
centered’ business reality.

In order to establish the playing field on which CRM has been developed as a technological
management solution with high impact and great interest in scientific study, the authors follow
Hernandez Sampieri et al.’s (1996) complementarity theory, using a quantitative approach to
the analysis of the publications and citations referring to the area under study, together with
the qualitative analysis of the most relevant publications.

The quantitative approach was presented by Guerola-Navarro et al. (2020b) through a
bibliometric study in which the most relevant methods used in the study of CRM as business
management technology are analysed and presented in a quantified and evolutionary manner.
To this end, the authors, entities, countries, etc. were identified and shown as the most
productive (with the greatest number of publications in this regard) and the most influential
(with the greatest number of citations), with official registries in the most recognized scientific
databases.

Systematic reviews of the CRM literature are part of the qualitative approach to analysis, as seen
in Ngai’s (2005) review of academic literature on CRM from 1992 to 2002 and in the work of
Ngai et al. (2009), who built an academic database of literature for the period 2000 to 2006 and
proposed a technique to classify these articles. More recently, Soltani and Navimipour (2016)
systematically reviewed the cutting-edge literature on CRM mechanisms and offered
recommendations for future research.



There is no study in the existing literature that encompasses the most recent findings on the
impact of CRM together with Business Innovation. This gap in the research on CRM and its
relationship to Innovation arouses a great deal of interest in carrying out a new, extensive review
of the literature on this subject (CRM and Innovation).

This article addresses this research gap, complementing the existing bibliometric studies on CRM
through a qualitative, descriptive study, analysing the business reality of CRM through a focus
on Innovation. This qualitative approach, together with the quantitative approach to
bibliometric analyses, establishes a comprehensive review of the literature that can be used to
support future research on the use and impact of CRM systems.

In order to present a picture that structures the most relevant focuses of the joint study of CRM
and Innovation, as two of the most relevant factors in the search for improvements in firm
performance, the Research Methodology used is presented below, as well as the Classification
Methodology that was followed with the papers identified as relevant for the study. The results
are presented below, structured in the tables, with analyses provided in the comments, leading
finally to the conclusions.

2.- Research methodology

There are several approaches to define a literature review for a specific research theme and
various methods for conducting it. Snyder (2019) notes that a ‘literature review can be broadly
described as a more or less systematic way of collecting and synthesizing previous research’,
raising questions about the quality and trustworthiness of classical literature review studies and
establishing guidelines for new methods.

There are several types of systematic review (Callahan, 2010):

e structured reviews focusing on widely used methods, theories, and constructs

e framework-based studies

e hybrid-narrative studies with a framework for setting the future research agenda
e theory-based reviews

e meta-analyses

e bibliometric reviews

e reviews aimed at model or framework development

Following the semi-systematic review procedures (Snyder, 2019), this paper has four stages:

1. Design the review. The bibliometric studies analysed show a growing interest in the use
of CRM in modern, competitive companies. The aim of this study is to discern, in a
qualitative way (and complementary to bibliometric studies), which are the most
significant and relevant areas that mark the interest in CRM as business management
technology. For this purpose, the Web of Science Core Collection database for the
period 2015 to 2109 was used.

2. Conduct the review. The publications in impact journals were identified, all of which
refer to the interaction between CRM and Innovation. For this purpose, ‘CRM’ and
‘Innovation’ were used as search keywords, and subsequently those publications that
were not relevant to the field of study were eliminated. The resulting publications were
then read very carefully.



3. Analyse. Through the complementary use of bibliometric studies and related previous
literature reviews, the most appropriate dimensions and elements were selected for the
study of the reality of CRM and Innovation, carefully analysing each of the publications
selected in the previous section.

4. Structure and write the review. This study follows the good practices of scientific
literature, including an introduction to the object and scope of the work, a description
of the methodology used, an orderly and categorized presentation of results, and finally,
the conclusions of the study.

In this case, the database chosen was the Web of Science (WoS), which is owned by Thomson
Reuters. In the field of scientific research, it is generally assumed that the WoS contains only
high-quality journals characterized by timely publication and reviews of papers, scientific criteria
for the peer review process, broad dissemination through the Internet and the most widely used
channels for the publication of scientific research. Therefore, WoS was considered the most
appropriate database for this study.

The Web of Science Core Collection database, which is the main and most comprehensive one
in WoS, formed the core database for this study. The search in the remaining databases
accessible from the Web of Science and from the Scopus database did not provide papers
relevant for this study; thus, the query in the WoS Core Collection was accepted as appropriate
for the purpose of this paper. The period used in the literature search for this study was 2015 to
2019, with the aim of analysing the most relevant publications in the field for the last 5 complete
years. It was based on the search strings ‘customer relationship management’, ‘CRM’ and
‘Innovation’. The search returned 130 results from the Web of Science Core Collection in these
areas for this timeframe. Document Type was the second filtering criteria (Merigé et al., 2015;
Guerola-Navarro et al., 2020b), considering: articles, reviews, notes, and letters, obtaining a
total of 98 results.

Trying to refine the results by highlighting the business impactful related articles, the following
WoS categories were selected as additional filter criteria: business, management, operations
research management science, computer science information systems, information science,
library science, computer science interdisciplinary applications, and economics. The result
provided 79 articles.

The final criteria for discarding the irrelevant articles for our study was, after reading all of them
carefully, to eliminate from our study database:

e Articles whose content is not relevant for the study

e Articles that may be relevant to CRM but not to Innovation, and those relevant to
Innovation but not to CRM.

e The articles that were more technical than business-focused, given that this paper
pursues a clear business orientation.

The study was finally conducted based on the 17 articles that resulted from the above criteria
used in WoS. The methodology that was used to classify these articles is now described in the
following section.



3.- Classification methodology

The first step in classifying the relevant articles for the CRM and Innovation interaction area was
to identify the dimensions that characterize CRM and Innovation, following previous relevant
studies (Ngai, 2005; Liao et al., 2007; Damanpour, 1996).

3.1.- CRM dimensions

In order to classify the articles selected for this study based on the CRM dimensions proposed
by previous studies when defining CRM as a tool to identify the most valuable clients, attract
them as trusted clients, retain them with loyalty policies, and develop a lasting partnership with
them, in this paper the following dimensions were used (Ngai, 2005):

e Customer identification: identifies the actions coordinated and directed by the
company to find out which individuals may interest the company as potential
customers. It normally includes target customer analysis and customer segmentation.

e Customer attraction: identifies the steps that a company can take to attract customer
interest in their goods and services. Marketing action planning is the most accurate
strategy for this stage.

e Customer retention: it includes any business strategy aimed at building customer
loyalty, and establishing long-term and trustworthy business relationships with
customers, with the aim that these customers maintain a sustainable level of repetitive
purchases from the company. A good level of customer service and support is a very
valuable tool for achieving this objective.

e Customer development: refers to any effort to expand commercial and trust
relationships with existing customers to secure new lines of business shared with
customers. Customer lifetime value analysis, Upselling and cross-selling, and Market
Basket Analysis are activities included in this framework.

These four CRM dimensions proposed by Ngai (2005) were used to classify the relevant selected
articles that cover the research study of CRM and Innovation capabilities for the selected
timeframe.

3.2.- Innovation dimensions

In addition to the dimensions used for CRM and given that Innovation is the second basic pillar
of this study, the literature was reviewed to identify which dimensions of innovation capacity
are the most appropriate to classify the selected articles.

In search of the most relevant studies on the dimensions of Innovation, and within the context
of business management, Ru - Jen et al. (2010) highlight the innovation capabilities that
influence the area of impact of CRM on strategy and business results (Liao et al., 2007;
Damanpour, 1996):

e Product Innovation: refers to the development of new products and innovative features
for existing products

e Process Innovation: procedural changes in the production area to achieve better results
through improved goods and services for customers

e Administrative Innovation: any strategy to improve internal or external processes that
result in better, more comprehensive management of the company



e Marketing Innovation: all those activities focused on identifying how to make marketing
campaigns more effective by improving transmission of the added value of the supply
of goods and services to customers.

e Service Innovation: in line with achieving customer loyalty and long-term commitment,
any impact activity such as customer service and support.

As in the previous analysis of CRM dimensions, these Innovation dimensions were used to
classify the selected articles.

3.3.- Classification process

The objective of the article is to classify the selected articles based on the dimensions identified
for CRM and Innovation. Therefore, each article was carefully read and those that were not
closely related to CRM were discarded. Next, the dimensions of CRM that were relevant for the
study were identified from the selected articles. The same process was followed for Innovation
capacity; the most relevant innovation dimensions of each article were identified. Finally, the
resulting tables were analysed to draw conclusions that can be used in the design of a future
research agenda on the impact of CRM and Innovation.

4 .- Results

Following the proposed classification methodology, the most relevant CRM and Innovation
dimensions were identified for each of the 17 articles selected in this study. The next step of
result analysis involved the classification of articles based on the combination of CRM
dimensions first, and Innovation dimensions second. This classification, with the combinations
of dimensions that have at least one result is:

e Customer attraction:
o Process Innovation: Rezazadeh & Nobari (2018)
o Marketing Innovation: Mehrabi et al. (2019)
o Service Innovation: Bucic et al. (2017)
e Customer development:
o Process Innovation: Chierici et al. (2019); Hollebeek et al. (2019); Vargha (2018)
o Service Innovation: Kamboj et al. (2016)
e Customer retention:
o Process Innovation: Cruz-Jesus et al. (2019); Elfarmawi (2019); Von Krogh et al.
(2018); Zand et al. (2018); Oderanti & Li (2018); Valmohammadi (2017); Fidel et
al. (2016)
o Administrative Innovation: Khosravi & Nilashi (2018)
o Marketing Innovation: Biyikdag et al. (2019)
o Service Innovation: Tsou & Chen (2019)

The combinations of CRM and Innovation dimensions that do not appear in this study were not
relevant to the selected publications. Next, the classified articles were analysed from different
points of view, based on their key dimensions.



4.1.- Distribution of the selected articles by CRM dimension and Innovation

dimension

Based on the previous classification and moving on to the quantitative analysis of the
classification articles, Table 1 shows the quantitative vision of the results. The reference to each
dimension indicates the number of results and the percentage (in brackets) of the total of 17
articles.

Table 1. Distribution of the selected articles by CRM dimension and Innovation dimension. Source: the authors

Table 1 shows that the CRM dimension ‘Customer Retention” encompasses more than half of
the cases analysed, specifically 10 out of the total of 17 cases, which represents 58.82% of the
total. It is followed by Customer Development with 4 cases and 23.53% of the total, and
Customer Attraction with 3 cases and 17.65% of the total. The Customer Identification
dimension did not appear in any case.

To gauge the importance of each Innovation dimension, Table 2 was constructed, in which the
17 articles selected are classified according to their Innovation dimension.

Table 2. Distribution of the selected articles by Innovation dimension. Source: the authors

As can be seen in Table 2, the most relevant Innovation dimension in the selected articles is
Process Innovation, with 11 occurrences — 64.71% of the total occurrences. No occurrence of
Product Innovation appears, and the rest are far from the first in relevance.

4.2.- Distribution of the selected articles by year of publication
Table 3 shows the selected articles, classified according to their year of publication.

Table 3. Distribution of the selected articles by year of publication. Source: the authors

There is clear and growing interest in the interaction between CRM and Innovation, increasing
from 0% in 2016 to more than 42% in 2019. This growing interest increases the relevance of this
study.

4.3.- Distribution of the selected articles by journal and number of citations
Looking at the records of the 17 selected publications, exactly 17 Journals appear with one
article each, which shows that in recent years there is no journal that has specifically specialized
in the study of the convergence of CRM and Innovation.

Regarding the distribution of the selected articles by number of citations, Hollebeek et al. (2019)
clearly have the maximum number, with 169 citations, constituting approximately 90% of the



total citations of the 17 selected articles. The rest of the publications have a maximum of 15
citations, which makes them much less influential than Hollebeek et al. (2019).

5.- Conclusions

This paper constitutes, together with the bibliometric studies on CRM, one of the most
contemporaneous analyses on the relevance of CRM among the most-used business solutions
with the greatest projection today.

Among all the dimensions used to classify the most relevant articles that combine CRM with
Innovation, Customer Retention stands out with more than half of all relevant references on
CRM. In terms of Innovation, the Process Innovation dimension appears as the most significant.

Considering the dominant dimensions, most of the publications referring to the joint impact of
CRM and Innovation focus on how to help companies retain customers, which is consistently
presented as the best business strategy in the current economic world, characterized by
dynamism and constant change. This is closely related to the power of constant improvement
through Process Innovation, a powerful tool for adapting to the environment.

On the other hand, seeing the evolution of the selected publications with time, an increase in
interest in the subject is evident, with almost half of the total articles published last year. On the
other hand, there is no relevant and distinctive indication in this regard in any of the journals
reviewed.

These results show the relevance of CRM as a key tool for customer loyalty reinforcement (with
the subsequent improvement in firm performance) and for implementing Process Innovation to
adapt to the changing business environment. Both sides of CRM reality make CRM one of the
most impactful business tools for successful companies in the present business world.

The value of this study, from a practical point of view, is the identification of the most relevant
aspects that make CRM an extremely valuable business management solution. The identification
of these elements can help business decision makers to define the decision criteria on the CRM
system to be implemented, based on their convenience in terms of the impact on organizational
performance, together with the deployment of innovation strategies in the companies.
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Tables

CRM Dimension Innovation Dimension

Customer attraction: 3 (17.65%) Process Innovation: 1 (5.88%)

Marketing Innovation: 1 (5.88%)

Service Innovation: 1 (5.88%)

Customer Development: 4 (23.53%) | Process Innovation: 3 (17.66%)

Service Innovation: 1 (5.88%)

Customer Retention: 10 (58.82%) Process Innovation: 7 (41.18%)

Administrative Innovation: 1 (5.88%)

Marketing Innovation: 1 (5.88%)

Service Innovation: 1 (5.88%)

Table 4.

Distribution of the selected articles by CRM dimension and Innovation dimension. Source: the authors

Innovation dimension Occurrences (percentage)
Product Innovation 0 (0%)
Process Innovation 11 (64.71%)
Administrative Innovation 1(5.88%)
Marketing Innovation 2(11.76%)
Service Innovation 3 (17.65%)

Table 5. Distribution of the selected articles by Innovation dimension. Source: the authors

Year of Number of
publication articles and
percentage

2015 0 (0%)
2016 2(11.76%)
2017 2 (11.76%)
2018 6 (35.29%)
2019 7 (41.18%)

Table 6. Distribution of the selected articles by year of publication. Source: the authors




