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This study conducts a comparative analysis of customer relationship
management (CRM) strategies across three anonymized Armenian banks, focusing
on their internal CRM practices, tools, and outcomes.

The research aims to assess how different levels of CRM maturity and
technology adoption affect strategic clarity, customer retention as well as service
quality and data management.

The main tasks are as follows: to identify common CRM goals, to evaluate
CRM software usage and to compare key performance indicators (KPIs).

Methodologically, the study is based on a structured survey and online
interviews with CRM, IT, and marketing professionals from the selected banks.
Quantitative Likert-scale responses and qualitative feedback were analyzed to
derive comparative insights.

Findings reveal that while all three banks prioritize retention, satisfaction,
and cross-selling, performance and implementation vary significantly. Bank A
leads with a robust CRM system and strategic clarity, while Bank C, despite lacking
a dedicated CRM tool, shows promising internal commitment. The study concludes
that both CRM technology and strategic alignment are essential for achieving
effective customer relationship outcomes in the Armenian banking sector.

Keywords: CRM, Armenian banking system, CRM strategy, CRM implementation,
CRM software, customer loyalty, customer satisfaction.

Introduction

The contemporary economy, shaped by globalization, rising competition, and rapid
advancements in information technologies, has compelled companies to move away from
traditional marketing doctrines and adopt a more customer-centric approach, with a
strong emphasis on managing customer relationships (Santouridis and Tsachtani 305). In
today’s competitive banking industry, effective customer relationship management is
essential for acquiring new customers and retaining existing ones. By anticipating
demands and providing customized products like cross-seling and upselling
opportunities, banks use CRM to increase client retention and lifetime value. CRM refers
to practices, strategies, and technologies that companies use to manage and analyze
customer interactions and data throughout the customer lifecycle. For Armenian banks,
CRM plays a vital role in maintaining a competitive edge, fostering customer loyalty, and
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improving service efficiency by streamlining customer communication and enhancing
personalization.

The Armenian banking system is composed of 17 banks (Official Website of CBA),
most of which offer similar types of services. Prior to conducting this study, a preliminary
survey was carried out to gather customer feedback on various aspects of banking
services, including product offerings, security, CRM strategies, loyalty programs, and
overall customer satisfaction. This initial phase provided valuable insights, including data
on the most frequently used and most frequently abandoned banks (Harutyunyan, Impact
of CRM on customer satisfaction and customer loyalty in Armenian banks 94). For the
purposes of this research, three banks were selected: two of the most commonly used
banks and one that was among the most frequently abandoned. The goal is to analyze
and compare their approaches to CRM strategy, the use of CRM software (if applicable),
and other related factors. To maintain confidentiality, the banks have chosen to remain
anonymous and will be referred to as Bank A, Bank B (from the most used) and Bank C
throughout the study.

Armenian banks have increasingly recognized the importance of CRM in driving
customer-centric growth. Key goals commonly pursued in banking CRM strategies
include improving customer retention and satisfaction, expanding product usage through
cross-selling, enhancing communication effectiveness, ensuring data security, and
implementing loyalty programs. By examining these banks side by side, we can identify
trends, best practices, and areas for improvement in CRM implementation within the
banking context. The findings are interpreted with reference to established CRM theory
and practice, providing insights into the effectiveness of different CRM strategies.

Research Methodology

This study is based on an analysis of a CRM-focused survey and online meetings
conducted among three Armenian banks. The survey collected both qualitative and
quantitative data regarding each bank’s CRM strategy, tools, and performance indicators.
The questionnaire included sections on demographic information of the respondents, the
bank’s CRM strategic objectives, current CRM software/tools in use, and a series of
Likert-scale statements evaluating various CRM outcomes (e.g., effectiveness of
customer communication, customer retention levels, data security). Bank A and Bank B
each submitted one consolidated team-level response. In these cases, the answers
represent the consensus or combined input of the bank’s CRM, Marketing, IT, Analytics
teams, providing an overall institutional perspective. Bank C, in contrast, had separate
responses (given by different departments, such as customer service, IT development,
Analytics, CRM unit). For Bank C, three survey responses were received. We computed
the average of Bank C’s quantitative responses to produce a single composite profile for
comparison. The survey’s Likert-scale items were measured on a scale of 1 (strongly
disagree/very poor) to 5 (strongly agree/excellent). We conducted a comparative analysis
focusing on:

¢ CRM Strategy and Goals
e CRM Tool Usage
e KPI Outcomes

Literature Review
Customer Relationship Management (CRM) has become a strategic imperative in
the banking sector worldwide. Customer Relationship Management (CRM) can be
defined in various ways, with each researcher or organization offering a slightly different
interpretation. However, all definitions maintain a common core. CRM is a process of
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gathering information to understand better how to manage an organization’s relationship
with its customers (Shibahathulla and Ashraf 77). Kumar and Reinartz definition is “CRM
is the strategic process of selecting customers that a firm can most profitably serve and
shaping interactions between a company and these customers. The ultimate goal is to
optimize the current and future value of customers for the company” (5). When viewed
through a broader lens, CRM can be described in different contexts — as a business
approach, a marketing strategy or an information system (Gotgb-Andrzejak 1792). As a
business approach, CRM represents the overarching strategy of an organization. As a
marketing strategy, it emphasizes the long-term management of customer relationships.
From the information systems perspective, CRM functions as a technological tool
designed to increase customer value by fostering loyalty among high-value customers.
More recently, Rafiki et al. (187) defined CRM as a business philosophy that enables
organizations to develop a deeper understanding of customer needs and preferences by
analyzing historical data and interactions.

In literature we can find studies where it says that CRM has various dimensions,
such as trust, conflict handling, commitment, communication. Others believe CRM
dimensions are commitment, trust, bonding, and communication (Zegullaj et al 3).

In banking, this means moving beyond product-centric approaches and focusing on
long-term customer relationships. Over the past few decades, CRM in banking has
evolved significantly. Studies has shown that there are mainly five stages of CRM
evolution especially in the banking sphere (Shibahathulla and Ashraf 78):

e Consumer society and the ascension of modern customer relations (before the
1980 period).

e Customer relations in the computer age (1980s).

¢ The invention of modern CRM software (1990s).

¢ In the Internet age, CRM has changed to E-CRM (2000s).

¢ Era of artificial Intelligence (2010s).

One of the key questions organizations must address, especially before integrating
CRM into their strategic framework, is: what is CRM for and what value can it deliver?
Understanding the purpose and potential of CRM is essential for aligning it with business
objectives and ensuring its successful implementation. For banking industry, CRM
provides a wide range of benefits, some of which are (Mehta et al 961):

e greater customer satisfaction,

e loyalty,

o trust,

¢ innovative products and services,

e quick solving problems,

¢ data security and more.

Buttle and Maklan (20) emphasize in their work that banks primarily adopt CRM for
its analytical capabilities, particularly in managing customer churn and improving cross-
selling performance. By leveraging data mining techniques, banks are able to identify
customers at risk of churning, determine effective retention strategies, segment high-
value customers, and tailor communication approaches accordingly. From an operational
CRM perspective, many banks initially focused on increasing efficiency by shifting
customer service functions from physical branches to contact centers and online
platforms.

The banking system is one of the main directions of the Armenian economy, which
has undergone major changes over the years. This is evidenced by the dynamics of the
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banking system assets / GDP ratio presented in Figure 1. In 2020, 2021 and 2024, the
ratio exceeds 100%, and it can be assumed how cornerstone the banking system is for
the Armenian economy (Official website of CBA).

Figure 1. Banking system assets/GDP dynamics 2014-2024, % (Official website of CBA)
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Although academic studies on CRM in Armenian banks are relatively limited,
available research and industry reports suggest that Armenian banks have begun
integrating CRM practices to enhance customer management and some of them a long
time ago. ArmSwissBank integrated and set up Microsoft Dynamics CRM software back
in 2014 (The official website of ArmSwissBank 2014). Unibank partnered with Protobase
Laboratories to set up their CRM solutions for processing customers applications (The
official website of Unibank). The analysis of CRM strategies in Armenian banks,
particularly through a survey conducted across three prominent banks, revealed common
challenges such as the lack of effective CRM integration and the absence of advanced
CRM software at some institutions. Additionally, while customer retention and satisfaction
were top priorities, the implementation of personalized services and loyalty programs
remained underdeveloped in certain banks.

Results

CRM studies across various regions highlight the importance of tailored CRM
solutions. For example, studies from the banking sector in Eastern Europe and Asia have
emphasized the necessity of customizing CRM platforms based on customer behavior
and market conditions (Rafiki et al 192).

For this research, a survey has been conducted (with online meetings) to gather
information from three Armenian banks. Bank A and Bank B were amongst one of the
most used banks based on the previous study and Bank C was one of the most
abandoned ones.

All three banks reported broadly similar CRM strategic objectives, centered on
enhancing customer retention and satisfaction, expanding product usage, and improving
service through better customer insight. The respondents were asked to mention the
main goals of their CRM strategy and the results can be seen in Table 1. Firstly, the
respondents mention their main CRM goals and in section 3, they evaluate the
importance and significance of most of them.
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Table 1. CRM Strategy Goals and Importance (1-5 scale) for Banks A, B, and C

Banks
CRM strategy goals Bank A Bank B Bank C

Build a comprehensive customer data repository 3 4 4

Increase customer satisfaction and retention 5 4 4
Provide correct segments to sale_s team for better sales and 4 4 43

cross-selling

Analyze customer data to guide sales/marketing 4 3 4
Offer personalized products/services to customers 4 2 4.3
Implement and automate a loyalty program 3 3 4.3
Automate customer service processes (support) 4 3 3.7

identify and recognize high value customers 4 3 4

As shown in Table 1, customer retention and satisfaction rank among the top
priorities for all three banks. Banks A and B placed the highest levels of importance on
these goals (with scores of 5 and 4, respectively), which aligns with the widely accepted
view that CRM’s primary role is to help retain valuable customers. Cross-selling and
upselling are also highly prioritized, reflecting a strategic focus across the banks on
increasing revenue from existing customers. Bank A and Bank C assign significant
importance to leveraging customer data for personalized offerings, whereas Bank B
places less emphasis on this objective, suggesting that personalization is not currently
central to its CRM strategy. A noteworthy finding is that Bank C’s respondents rated the
implementation of loyalty programs very highly, in contrast to Banks A and B. However,
given that Bank C was identified as one of the most frequently abandoned banks in the
previous study (Harutyunyan, Impact of CRM on customer satisfaction and customer
loyalty in Armenian banks 100), this suggests that despite prioritizing customer loyalty,
the effectiveness of their loyalty initiatives is questionable. All three banks recognize the
value of building a unified customer data repository and improving data analysis
capabilities, which is in line with CRM best practices that emphasize the importance of
centralized and actionable customer insights. Additionally, the automation of customer
support and identification of high-value customers are viewed as moderately to highly
important across all institutions.

In terms of CRM tools and systems, there is a clear distinction between the banks.
Bank A uses Microsoft Dynamics 365 CRM and Bank B uses SAP CRM - both are
enterprise-grade CRM platforms (The official website of SAP 2025; The official website of
Microsoft 2025). These tools enable advanced data integration, contact management,
and automation features, which likely support the banks in achieving their CRM
objectives. Bank C, however, reported using no dedicated CRM software. The bank has
integrated and used a CRM platform before, but due to the termination of the contract,
the cooperation ended. Despite not having a CRM tool, Bank C’s team still outlined
ambitious CRM goals (as seen in Table 1), indicating an intention to pursue CRM
initiatives perhaps through other means. The bank is currently in the process of
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integrating Creatio CRM. This is an advanced CRM platform with strong focus on the
financial and banking industry (The official website of Creatio 2025). Bank A mentioned
the usage of Microsoft Dynamics 365 for more than 10 years and Bank B is using SAP for
almost 8 years. Bank A and Bank C also have dedicated CRM teams (more than 10
employees and 6 employees respectively).

Both Bank A and Bank B report facing challenges with their integrated CRM
systems, and many of these issues are notably similar. Bank A, which uses Microsoft
Dynamics 365, cites difficulties during the integration process, a lack of user-friendliness,
and the high cost of the platform as key concerns. Bank B, which operates on SAP CRM,
echoes the concerns regarding user-friendliness and pricing, but does not report any
significant issues related to integration.

Respondents were also asked to specify the basis of customer segmentation within
their respective banks. Bank A indicated that its primary segmentation criteria include
demographic data, customer activity (e.g., active, churned), and risk level. Bank B uses
all of the same criteria as Bank A, with the addition of a financial factor, such as income
or transaction volume, indicating a slightly more comprehensive approach. In contrast,
Bank C relies solely on customer activity as its main key performance indicator (KPI) for
segmentation. It should be noted that customer activity (e.g., active, churned) is typically
assessed using a combination of factors such as demographic data, risk level, and
financial behavior. This suggests that, while Bank C lists only customer activity as its
primary segmentation KPI, its approach may not be significantly narrower than those of
Banks A and B. Study has shown many ways and approaches to segment users for
analytics and personalized offers and it also offers something similar to this to have
comprehensive segments of users which will be easy to track and see the movements of
users between them (Harutyunyan, Methods of effective customer segmentation in the
banking system 177):

® new customers,

e active,

e churned,

e reactivated,

e dormant.

Customer segmentation plays a crucial role in banking, particularly for driving sales
and cross-selling initiatives. All three respondent banks indicated that they actively
leverage segmentation to deliver personalized campaigns to their user base. The main
distinction between the banks lies in the primary communication channel they use to
achieve higher response rates:

e Bank A reports that push notifications are the most effective channel for engaging

customers.

e Bank B relies primarily on phone calls.

e Bank C favors SMS messaging.

Every organization tracks key performance indicators (KPIs) to assess the
effectiveness of their marketing and sales efforts, and CRM is no exception. There are
numerous KPIs associated with CRM that help evaluate customer engagement, loyalty,
and financial impact. Respondent banks had to choose which metrics they take into
account while making strategic decisions. Bank A reported that it monitors a
comprehensive set of CRM KPIs, including retention rate, reactivation rate and churn
rate, Net Promoter Score (NPS), Customer Lifetime Value (CLV) and Return on
Investment (ROI). This suggests a mature and data-driven approach to CRM
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performance evaluation. In contrast, Bank B focuses primarily on ROI and NPS. Bank C
tracks only retention rate and CLV. Metrics and ratios related to customer relationship
management (CRM) offer invaluable insights into the overall value of a company’s
customer base, its potential profitability, and the effectiveness or viability of new customer
acquisition strategies. By consistently monitoring these indicators, organizations can
make informed decisions to enhance customer retention, improve targeting, and optimize
resource allocation (Harutyunyan, Customer relationship management (CRM) indicators
as business evaluation measurements 83).

The implementation of CRM strategies and tools can vary in complexity depending
on the industry, organizational structure, and the level of integration desired. In this study,
respondent banks were asked to identify the primary challenges they face in realizing
their CRM strategies. Bank A reported no significant current issues with either its CRM
strategy or software. The only need identified was for ongoing growth and development,
which may be attributed to the bank’s early adoption of CRM practices compared to its
peers. Bank B highlighted two main challenges: the high costs associated with CRM
operations and the complexity of managing large volumes of customer data. Bank C also
cited high costs as a barrier, along with incomplete internal data and difficulties in
integrating a new CRM tool. The bank is currently in the process of implementing Creatio,
which may explain the transitional challenges.

The respondents were asked to evaluate some factors related to their CRM
strategy. Those key points were divided into five categories: CRM strategy clearness,
Customer retention/loyalty, Communication effectiveness, Data security, Customer
Service quality. The results of each can be seen in Table 2.

Table 2. Comparison of key CRM performance indicator ratings for Bank A, Bank B, and Bank C

Banks
CRM Key Points Bank A Bank B Bank C
CRM strategy clearness 3 3.3
Customer retention/loyalty 4 3 3.35
Communication effectiveness 3.7 3 34
Data security 5 4
Customer Service quality 4

All three banks tend to have some organized CRM strategy implemented in their
daily-to-daily work. From Table 2 it can be seen that Bank A’'s CRM strategy is the
clearest. This point evaluates how clear and understandable the strategy and goals of
CRM are to the employees. Also here is the point if the bank has a structured way to
gather feedback from the customers to change or develop the current strategy.

Table 2 suggests that all three banks have an organized CRM strategy integrated
into their daily operations. Among the three, Bank A received the highest rating (4) for
CRM strategy clearness, indicating that its CRM goals and initiatives are better
communicated and more clearly understood by staff. This metric also reflects whether the
bank has a structured approach to gathering customer feedback and using it to refine or
adjust the existing strategy. The other banks — Bank B and Bank C — scored slightly
lower (3 and 3.3, respectively), which may suggest that while they have CRM strategies
in place, these may be less transparent internally or not as actively aligned with
continuous customer input.

It is notable that the ratings for CRM strategy clearness closely align with those for
customer retention and loyalty across all three banks. This correlation suggests that a
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well-defined and structured CRM strategy plays a significant role in a bank’s ability to
retain customers. Once again, Bank A received the highest scores in both categories,
reinforcing the idea that its early and structured adoption of CRM contributes positively to
customer loyalty outcomes. Interestingly, Bank C, despite not yet having a fully integrated
CRM tool, scored higher in customer retention/loyalty than Bank B. This indicates that
Bank B may need to strengthen its CRM framework and loyalty initiatives to better retain
its customer base. It also highlights that the presence of a CRM system alone is not
sufficient, strategic clarity and effective execution are equally critical.

Bank A also received the highest rating for communication effectiveness, although
the margin was smaller compared to the differences observed in CRM strategy clearness
and customer retention/loyalty. Respondents were asked to identify the primary
communication channels their banks use. Both Bank A and Bank B reported using a wide
range of channels, including SMS, email, phone calls, push natifications, and internal
messages (via app or web account). In contrast, Bank C uses a more limited and
traditional set of channels, relying only on SMS, email, and phone calls. Effective
communication is a critical factor in CRM success and its impact depends on numerous
variables. These include the creativity and clarity of the message content, content length,
accuracy, use of visual elements (such as banners), clear calls to action (CTAs), domain
reputation, non-spam compliance, regulatory adherence, message delivery timing and
more. Even with advanced CRM tools, the quality and execution of communication
remain key determinants of customer engagement.

Data security is a critical component of CRM, patrticularly in the banking sector,
where the handling of sensitive customer information is not only a business priority but
also a regulatory requirement. Compliance with data protection laws and industry
standards makes safeguarding customer data non-negotiable, and the strategic focus on
this area must be consistently high. Both Bank A and Bank B reported that their
databases are fully secured, aligning with best practices in the industry. However, Bank C
indicated that it faces some data security challenges, which raises concerns given the
sensitive nature of financial data. Additionally, Bank C’s respondents noted incomplete
internal data as a challenge in implementing their CRM strategy (discussed above).
These issues may not only hinder CRM effectiveness but could also expose the bank to
regulatory and reputational risks if not addressed.

Finally, when it comes to customer service quality, none of the respondent banks
rated their performance at the highest level. Bank A and Bank B both assigned a score of
4, while Bank C rated itself slightly lower at 3. It is worth noting that, despite some
shortcomings in other areas, Bank B received relatively strong marks for customer
service, suggesting that its service operations are perceived as more effective or
consistent compared to other CRM dimensions. This indicates that while CRM strategy
execution may vary across different functions, strengths in certain areas like customer
support can still positively influence the overall customer experience.

With this, we gain a comprehensive overview of the CRM strategy and key
performance indicators for each bank. To complement the detailed analysis, respondents
were also asked to provide an overall evaluation of their CRM strategy and software
effectiveness on a scale from 1 to 5.

e BankA-4
e BankB-4
eBankC-4.3

Despite facing some implementation and data-related challenges, Bank C received
the highest overall effectiveness score, which may reflect optimism around its ongoing
CRM integration efforts or satisfaction with recent improvements. It is also important to
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recall that Bank C was previously identified as one of the most abandoned banks by
customers in the earlier research (Harutyunyan, Impact of CRM on customer satisfaction
and customer loyalty in Armenian banks 2024). This creates an interesting contrast with
its relatively high self-evaluation score (4.3) for CRM strategy and software effectiveness.
The discrepancy between internal perception and external customer behavior may
suggest a misalignment between the bank’s strategic intentions and customer experience
outcomes. This underlines the importance of regularly validating internal assessments
with external customer feedback to ensure a truly customer-centric CRM approach.

Conclusions

The comparative results highlight how different CRM approaches and contexts can
yield varying outcomes even within the same industry. All three banks share core CRM
objectives of customer retention, satisfaction, and cross-selling. Among the three
institutions, Bank A demonstrates the most robust CRM performance, which can be
attributed to several key factors. Firstly, Bank A has invested in a comprehensive and
powerful CRM platform (Microsoft Dynamics 365) which provides a solid technological
foundation for managing customer data, executing detailed segmentation, and delivering
personalized communications. This infrastructure appears to support a more strategic
and organized approach to customer relationship management, reflected in consistently
high scores across most CRM performance indicators. Secondly, Bank A’s high score in
strategic clarity indicates strong organizational alignment around its CRM goals. A clearly
defined and well-communicated strategy ensures that employees across various
departments understand the purpose of CRM, whether it's focused on retention, cross-
selling, or customer satisfaction and recognize their role in achieving those objectives.
This level of clarity at Bank A may be facilitating better organizational focus on CRM
initiatives, which likely contributes to its superior performance across several key areas.
When strategic objectives are well-understood internally, it becomes easier to align
processes, prioritize initiatives, and ensure consistency in customer interactions—
resulting in more effective CRM execution overall.

Bank B’s performance reflects a bank with solid foundations, but also some
unrealized potential. Although it's using SAP CRM, a platform comparable in capability to
Microsoft Dynamics, the bank’s self-assessed outcomes were mostly average, with
several scores around 3. There can be few possible reasons for this. One possibility is
that Bank B’s CRM implementation is still in a maturing phase. They have the right tool in
place, but may not yet be using it to its full potential. For instance, their lower ratings on
personalized offerings and loyalty programs suggest that they’re not fully leveraging CRM
data for targeted, customer-specific marketing. That said, Bank B does show strength in
customer service and data security, which are fundamental for any successful CRM
strategy. The gap seems to lie more in the strategic use of CRM, patrticularly in areas like
campaign targeting, customer insights, and loyalty initiatives. With the right focus and
effort, Bank B has a clear opportunity to unlock much more value from the tools they
already have. Bank C doesn’t have integrated any CRM tool currently.

The team at Bank C clearly understands the value of CRM: they’ve identified
nearly all the key goals, such as retention, cross-selling, communication, and loyalty
programs, as high strategic priorities. The main challenge for Bank C lies in execution
without a centralized CRM platform. Without a system to easily track customer
interactions or personalize offerings, their customer service and loyalty efforts are likely
less consistent and harder to scale. On the bright side, their strong strategic focus on
loyalty and personalization shows they’re thinking in the right direction. If Bank C were to
invest in a robust CRM tool, it could significantly enhance their ability to act on these
priorities, enabling better data collection and segmentation, automating campaigns, and
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making loyalty initiatives more structured and effective. With the right system in place,
Bank C could likely boost communication effectiveness and service quality, bringing them
closer to the levels achieved by Bank A and Bank B. Bank C still pursues CRM goals but
shows somewhat lower or inconsistent outcomes. This suggests that having a formal
CRM tool might contribute to better execution of CRM strategy (as seen with Bank A’s
strong results), although tool adoption alone is not a guarantee (Bank B’s middling
performance indicates the quality of implementation matters).

In conclusion, this analysis confirms that while Armenian banks are at varying
stages of CRM maturity, they all recognize customer relationship management as a vital
component of their long-term success. As the banking sector continues to evolve in
response to digital transformation and rising customer expectations, those institutions that
invest in and excel at CRM will be better equipped to retain customer trust, foster loyalty,
and drive sustainable growth in an increasingly competitive environment.

The recommendations provided in this study can be particularly valuable for banks
like Bank A and Bank B, which are equipped with advanced CRM platforms. For banks
which are in the early stages of CRM adoption, the focus should be on refining customer
interaction processes, ensuring that the CRM strategy is aligned with the bank's goals,
and gradually adopting CRM tools that suit their operational scale.
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33 AULYUEMNFU SUBUN/ILENP 36S IUrUrEMrNHE3NFLLENP
yunu4uruudu nu2uudurnEE3NFLLENk 64 UMM3NFLRLENrh
IUUtBUUSUYUL d6rLnFenkE@3NFL

ann 3Uurnke3NFL3UL
Swywunwuh wGwnwlwl inuinbuwqhunwlwl hwdwuwnwuh
Ywnwywndwl wdphnUup wuwhnwun,
p. Gnlewly, Swywuwnwlp Iwbpwwbunncpinlu

Lyu w2huwwnwupnd uGpywjwgywé E hwéwhunpnutph hGuwn
hwpwptpniyntuuGph junwywndwl (CRM) nwquwywpnipintuuGph hwdGdwunwwu
JGninwdneeynitt Gptp wuwundu hwjwywu pwuyGpned® YGunpnuwtwing Upwug UGpphu
CRM gnpépupwgutinh, gnpdhputph W wpnyntuplutph dpw:

AGnwagnunpjwt bywwnwyu B quuwhwwb, G huswbu  GBu  CRM
nwquwywpnipjwl W nGhuuninghwutnh UGpnpdwu twpptn Jwywpnwyubpp wagnnud
hwédwhnpnuGph Wwhwwudwl, uwywuwpydwlu npwyh W wndwiutbph Ywnwdwnpdwlu
Unu:

3hUuwywlu huunhpubpu U CRM-h punhwunip Uwywwwyubph pwgwhwjinndp,
CRM  6Spwgpwjht - wwwhnydwl  ogunwgnpddwl  quwhwwnwdp W hhduwywu
Ywunwnnnwywuh gnigwuhautph (KPI) hwdGdwwnnipyniup:

UtGpnnwpwunptU ntuntduwuhpnieynitup hhdudwé E puinpwéd pwuytph CRM, IT
W Jwppbrhugh dwulwgbunubph hGun Juaquwybpwywsd Yunnigwdpwihu hwpgdwl W
wngwug hwpgwgnnygutnh ypw: bpwywlwgywd hwpgdwu wpnyntupnud unnwigyt Gu
pwlwywywl W npwlwywl inyjwutn:

Upnyntuputinp gnyg G tnwihu, np sbwjwé Gpbp pwuytnu ] wnwolwhbGpenieintu
GU tnwihu hwbdwhnpnutnh Wwwhwwudwlup, gnhnluwynepjwup W juwswéale Jubwnphl,
Jwuwnwnpnnwywup W UGpnpnudp qquithnpGUu wwppGpynud Gu: A pwlyp wnwpwwnwpu E
hgnp CRM hwdwywnpgny W nwadwyjwnnrpjwl hunwynipjwdp, dhusntn C pwlyn,
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suwjwd CRM gnpdhph pwgwlwjnipjwlp, gnigwpbpnud £ pjununnuduwihg UGpphu
udhpywdnipynit: NruncdUwuhpnipynitup Ggpwywgunad £, np W CRM inGhuuninghw, W
nwquwywpwywl hunwynipindup Ywpnp 6 Swjwuwnwuh  pwuywihu  ninpunincd
hwoéwhunpnutph hGun hwpwpbnpnpynLulutph Ywnwywndwu wnprnynLtbwybun
wnprynLupubph hwulGine hwdwp:

Shduwpwnrebp® CRM, 33 pwlluyhlt hwdwlwnpg, CRM nwqdwywnncpini, CRM
utnnnnid, CRM  bpwaqnuiypl  wiwwhnyned, hwidwfunpnubpnh  hwywwnwnpdncpynil,
hwawhunpnnUubnh gnhnLuwyncpynil:

CPABHUTENbHbIA AHANU3 CTPATEIMA CRM
B APMAHCKUX BAHKAX U UX PE3YJIbTATOB

FOP APYTHOHAH
acriupaHm kaghedOpbi MeHeXMeHmMa
ApPMSIHCKO20 20CydapCmeeHHO20 3KOHOMUYECK020 yHU8epcumema,
2. EpesaH, Pecnybnuka ApmeHusi

B paHHOM wccnegoBaHWyM NPOBOAWUTCS  CPaBHUTENbHbIV  aHanu3  cTpaTerun
ynpaBneHns B3aumoOoTHoLeHnaMu ¢ knneHtammn (CRM) B Tpex aHOHUMHbIX apMSIHCKMX
baHkax, ygenseTrcda ocoboe BHVMMaHue WX BHYTPEHHUM MNpakTUKaMm, MHCTPyMEHTaM U
pesynbtatam CRM.

Llenb nccnegoBaHWs — OUEHUTb, Kak pasnuyHble ypoBHM 3penoctn CRM un
BHEOPEHUS TEXHOMNOMMN BIMSAIOT Ha CTPAaTErMyeckyrd SCHOCTb, COXPaHEHWE KITUEHTOB,
Ka4yecTBO OOCMyXMBaHWA 1 ynpaBieHne AaHHbIMU.

OcHoOBHbIMM 3agayaMu MCCregoBaHus SABNSAIOTCA: onpederneHve obwmx uenen
CRM, oueHka wucnonb3oBaHus nporpaMmmHoro obecneveHns CRM u  cpaBHeHue
Knto4veBbIX nokasatenen acdektusHoctn (KPI).

MeTogonormyecku uccrnegoBaHMe OCHOBaHO Ha CTPYKTYpPMPOBaHHOM OMpoce W
OHNaVH-NHTEpBbID co cneuuanuctamm no CRM, UT u mMapkeTuHry u3 BblIGpaHHbIX
fbaHkoB. [ns nonydeHuss CpaBHWUTENbHbLIX BbIBOAOB Obinv  npoaHanuavpoBaHbl
KOnn4ecTBEeHHbIe OTBETHLI NO LWwKane JlankepTa n kayecTBeHHas obpaTHas CBA3b.

PesynbTaTbl nokasbiBalOT, 4TO, XOTA BCe Tpu 6GaHka oTgalT npuopuTeT
yOEPXKaHUIO KIMETHTOB, WX YAOBNETBOPEHHOCTM OBCMyXMBaHMEM U MEePEKPECTHbIM
npogaxam, X Npon3BoOAUTENbHOCTb U peanu3auns 3HaunTenbHO pasnuyatotcs. baHk A
nuaupyeT, nmes HagexHyto cuctemy CRM un cTpaTternyeckyio iCHOCTb, B TO BpeMsl Kak
BaHk C, HecMOTpsa Ha OTCyTCTBME creuumanbHoro nHctpymeHta CRM, gemoHcTpupyet
obHaaéxmBaloLLy0 BHYTPEHHIOI MONUTMKY. B uccnegosaHun genaetcs BbIBO4 O TOM,
yto kak TexHomnormsa CRM, Tak u cTpaTermyeckoe corfiacoBaHve VMMelT pellarollee
3HayeHune Ansa OCTMXKeHUs 3hdeKTUBHBIX Pe3yrbTaToB B3aMOOTHOLLEHWI C KNMEHTaMM
B 6aHKOBCKOM cekTope ApMeHuMuU.

KnioueBble cnoBa: CRM, apmsiHckas 6aHkoeckass cucmema, cmpameeusi CRM,

gHedpeHue CRM, npoezpammHoe obecrneyeHue CRM, rno0s5ibHOCMb — KAUEHMOS,
y308/1€MBOPEHHOCMb KITUEHMOB.
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