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This paper presents a comprehensive model for
evaluating the effectiveness of Customer Relationship
Management (CRM) in organizations. Although compa-
nies adopt CRM strategies according to their specific
goals, there remains a universal need for measurable
indicators that reflect the quality of customer relations
and the customer lifecycle. The study integrates key
performance metrics—including customer acquisition,
retention, satisfaction, loyalty (NPS), cross-selling and
upselling, customer lifetime value (CLV), digital adop-
tion, and response rates—into a unified assessment for-
mula. The developed model may serve as a practical
tool for banks and other organizations striving to mea-
sure, compare, and improve their CRM strategies in a
structured and data-driven manner.

n the previous papers of this series, we discussed

what CRM is and how to create effective CRM

strategy, especially in the banking industry and final step of this
process was the assessment of its effectiveness. To implement
or maintain a customer relationship management strategy,

organizations need a model to assess the effectiveness of that
strategy. Each company implements a CRM strategy that is
appropriate to its own activities, but there are a number of
key indicators and ratios used to assess business effectiveness.
Companies can set various goals within the context of a CRM
strategy, including increasing sales, reactivating lost customers,
retaining reactivated customers, retaining active customers,
developing different communication channels, attracting new
customers, and automating processes. To achieve these goals
effectively, companies identify and calculate numerous



indicators related to CRM'.

CRM effectiveness in organizations can
be calculated using the following formula,
which incorporates multiple aspects of CRM.
The formula includes factors that reflect the
entire customer life cycle and the quality
of the relationship. The indicators included
in the developed formula are: customer
acquisition rate, customer retention rate
or customer loss (customer retention rate,
customer churn rate), customer satisfaction
rate (satisfaction rate), customer loyalty rate
(Net Promoter Score), cross-sell and upsell
rate, financial results/customer lifetime value
(CLV), digital adoption rate and customer
response rate (customer response rate — from
non-personalized offers, communications).

o Customer Acquisition is the process by
which a company acquires new customers .
The Customer Acquisition Rate (CAR) is

calculated as follows”:

New customers

Customer acquisition rate = =100% (1)

All customers

o Customer retention is the company’s
ability to retain its existing customers over
time, while customer churn is the opposite
- the rate at which customers stop using the
organization’s services. The two ratios are
inversely related: for example, if the retention

rate is 5%, the churn rate will be 95%.

Active customers

Retention rate = *100% (2)

All customers

« Customer satisfaction index indicates the
level of satisfaction of a group of customers
with the services provided by the company®.
The data required for the calculation can
be obtained through surveys. To calculate
the index, the survey results are collected
on a scale of (1-10) and an average value is
calculated.

o NPS shows how satisfied customers are
with a given company's products, services,
and activities, and how willing they are to
recommend it to their friends or relatives®.
The value of the coefficient is not a percentage
(from -100 to 100), therefore, to bring the
value to 0-100%, it is necessary to add 100 to
the resulting number and divide by 2.

o Cross-selling and upselling refer to
selling new product categories to existing
customers®. Cross-selling is driven by the
customer purchasing a new product or
service. Since we are dealing with the
quantity of a product or service, the basis
for the calculation can also be based on
this measure. The upselling rate shows the
proportion of customers who switch to a
higher-value product in a given group.

Cross — selling rate =

Customers using more than 1 product
= +100% (3)
All customers

Upselling rate =
Customers starting to use high — value products

= +100% (4)

All customers

o CLV - is the present value of the
future profits expected from a customer over
the entire period of the relationship with the
company®. This value again does not have a
percentage value, therefore, by identifying
the maximum value and setting it to 100%,
one can also obtain the corresponding
percentage of the remaining values.

f (p. — eI

CLV= Yy ————
L (1+d)"

—AC (5)
where’,

Pt is the total customer payments at time t,
< is the cost of direct services provided to
the customer at time t,

d is the discount rate,

ry is the probability of the customer making a
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repeat purchase at time t,
AC is the cost of attracting a customer
(acquisition cost),
T is the future time period over which CLV is cal-
culated.

« Digital engagement shows the volume
of customers who prefer to use the bank's
services on digital platforms®.

Digital engagement rate =
_ Number of active users of digital banking

100% (6
All customers * % (6)

o Customer response rate shows how
actively customers respond to offers and
notifications addressed to them (e.g.,
participate in the proposed campaign, make a
transaction, read the sentemail, or click on the
link)®.

Customer response rate =
_ Number of responding customers
Number of targeted customers

*100% (7)

The proposed formula for assessing CRM
effectiveness contains all the coefficients
presented above and has the following form:

]

CRM effectiveness = Zwl- *5;(14)
i=1

where:
e iis the number of each consecutive
coefficient,

o Sis the value of the coefficient,
o wis the weight given to the coefficient.

The selection of weights should be based
on how important each criterion is to the
achievement of the objectives of the customer
relationship management strategy in a given
organization. The values of these weights can
vary from company to company, depending
on the predetermined goal and objectives.
The calculation of weights can be carried out
using the Analytic Hierarchy Process (AHP),
which is a structured, multi-criteria decision-
making methodology. It is widely used to
determine weights between factors based
on structured expert judgment. In AHP, the
problem is divided into a hierarchy, facilitating
the comparison of criteria or alternatives

throughpairwiseevaluations. Foreachpairwise
comparison, a quantitative score is given,
defining the relative importance of one factor
to another, using a numerical scale of 1-9,
and the results of expert judgments are
verified mathematically. On a 1-9 rating scale,
1 indicates that both factors being compared
have the same weight, and 9 indicates that
the first factor is significantly more important
than the second. AHP converts subjective
assessments into quantitative weights by
constructing a pairwise comparison matrix,
summing up the individual judgments (if
there is more than one expert, the geometric
mean method is used), and mathematically
obtaining the main eigenvector of the matrix.
This vector indicates the weight of the given
component'®.

The weights of the components of the
developed model were calculated by using
the example of one of the banks in Armenia.
A total of 23 employees of the bank assessed
the importance of the above-mentioned
CRM components for the bank on a 1-9 point
scale, based on their own experience and the
company's goals. The bank's branch managers,
heads of service departments, marketing
managers, CRM managers and heads of these
departments participated in the assessment.
The assessment scale was sent to the
employees via e-mail using a Google Form
questionnaire. The names of the indicators in
the upcoming data are presented as follows:
e customer acquisition rate — a,

s customer retention rate — b,

s customer satisfaction rate - c,
o cross-sell and upsell rate - d,
o customer lifetime value - e,

o digital adoption rate - f

e  customer response rate - g,

« NPS-h.
Individual employee ratings  were
aggregated into one matrix using the

geometric mean, the data of which is
presented in Table 1.
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TABLE 1
/' References to Green Economy and
Sustainable Development in the RA

Government Programs”

[ ol Bl cl dlel flg[|H]
PW 100 092 1.00 0.88 091 0.62 0.89 0.92
P 109 100 068 265 077 0.66 082 0.75
P 00 147 100 215 135 107 0.84 047
EW 113 038 047 100 053 116 1.05 0.5
P 110 130 074 187 100 144 140 056
161 151 0.86 0.86 069 100 065 056
PB 2 122 120 095 071 154 1.00 0.66
P 109 134 214 195 178 179 151 1.00

In addition to calculating the vector, the
model requires calculating the consistency
ratio, which shows the reliability of expert as-
sessments. Based on the data collected, the
CR is 0.032, and according to the method-
ology, the coefficient should be below 0.10,
therefore the collected data are completely
reliable. As a result of mathematical calcula-
tions, the eigenvectors (weights) of the eight
predetermined indicators are:

o customer acquisition rate — 0.107 - 10.7%,
e customer retention rate — 0.117 - 11.7%,

e  customer satisfaction rate — 0.131 - 13.1%,
o cross-sell and up-sell rate - 0.089 - 8.9%,
o customer lifetime value — 0.133 - 13.3%,

o digital adoption rate - 0.111 - 11.1%,

o customer response rate — 0.124 - 12.4%,

e NPS-0.185-18.5%

It becomes clear that the most important
directions within the CRM strategy for this

""" The table was compiled by the author.

bank are increasing customer loyalty, value,
and satisfaction, without neglecting the other
highlighted directions.

After calculating the composite score for
customer relationship management (CRM)
effectiveness, it is important to interpret
what that score represents. A framework of
qualitative scores is proposed, which are at-
tached to the score ranges, to transform the
number into an evaluative statement about
customer relationship management (CRM)
effectiveness:

1. 80-100: Excellent CRM performance,

2. 60-79: Good CRM performance,

3. 40-59: Fair (average) CRM performance,
4. 20-39: Poor CRM performance,

5. 0-19: Poor CRM performance.

In conclusion, evaluating CRM effectiveness
requires a structured, data-based approach
that captures the multidimensional nature of
customer relationships. The model developed
in this study integrates all critical CRM
indicators into a unified framework and
assigns weights using the AHP methodology,
ensuring both objectivity and alignment with
organizational priorities. As CRM continues
to evolve alongside digital transformation,
such comprehensive evaluation tools become
crucial for maintaining competitiveness
and building long-term, value-creating
relationships with customers.
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«Udpbipn» hbypwgnipwlywt Yatipppnuh thnpdwqbi,
<NSE hunwdwpdwl wdphnth wuhuippbiuy, intiptuwghippniypyuwt plilbwsnt
ShuuLUU4UL <UUU4UNS

hLMEU FLULUSEL CRM-h UMMBNRLULESNR@3NRLL

<nnqwdp ubipyuyjwgunid £ Yugdwytpwnigyniuubpnd hwéwiunpnutiph htiwn hwpwpbpnug)niu-
ubph Ywnwywpdwu (CRM) wpryniuwybunnigjwu quwhwwndwt hwdwwwpthwy dnnbi: Quwjwsé
puybpnipniuutipp CRM nwqdwywpnieniuubp Gu ubpnund hpbug uwywwnwlubpht hwdwww-
wnwufuwl, uwwju ntinlu gnjnieyniu nlup swithbh gnigwuhoubiph hwoqwpldwu hwdpunhwunep
wuhpwdtipninye)niu, npnup wpwnwgnnd Gu hwbwfunpnutiph htin hwpwpbpnieniuubph Yunw-
Jupdwu npwyp b hwbwfunpnh Yywuph ghyp: Nwuntfuwuppnie)niup dhwynpnid £ juwnwpnnuywuh
hhduwlwu swihwuhoubpp' ubpwnw) hwdwfunpnubph dbnppbipnidp, wWwhwwunwip, gnhniuw-
Yniejntup, hwywwwnpdnyeniup (NPS), fuwswal b ybpwdwéwnpp, hwéwiunpnh wdpnne dwdw-
twywhwwywsh wpdtpp (CLV), pYwjhu hunbgpwgndp b wpdwgwupdwt dwlwpnwyp' dhwu-
twlwu quwhwwndwu pwuwdslh dbe: Upwlywd dnnbp Ywpnn b dwnwjbp npwbu Yhpwnwywu
gnpdhp pwulbph b wy Yuwgdwybpwnipniuubph hwdwp, npnup dgunnud Bu swiht|, hwdtdwwnb) b
pwnbjwyt| hpug CRM nwqdwywpnigyniuutipp ndjwiubph ypw hhduybiny:

<hfuwpwnbp. CRM, CRM wipnyntbwbyppnyaynits, CRM wipnynibwbypnigyuwt guwhwipdwb
dnnby, Yapiniswlwt wuphdwbwlwnpgnieywi Ubpnn

lop APYTHOHAH
Dkcnepm uccnedosamenbckozo yeHmpa «Ambepor,
accucmeHm Kaghedpbl meHeOxmeHma Al DY,
KaHOUOam 2KOHOMUYECKUX HayK
PUNHAHCOBAA CUCTEMA
KAK OLLEHUTb 3ddEKTUBHOCTb CRM?

[laHHan cTaTba NpefcTaBAAeT KOMIMIEKCHYIO MOAENb OLeHKN 3chheKTUBHOCTM YrpaBneHNA B3anMo-
oTHowweHuAmMK ¢ knveHnTamn (Customer Relationship Management, CRM) B opraHusauusax. Hecmotps
Ha TO, YTo KoMnaHuu BHeapAoT CRM-cTpaTterum B cCOOTBETCTBUM CO CBOUMM LLENAMM, CYLLEECTBYET YHU-
BepcanbHaA NoTpebHOCTb B U3MEPUMbIX MOKasaTenAx, oTpamaroLiMX KayeCTBO B3aMMOOTHOLLIEHWIA C
KNMEHTaMM 1 UX MU3HEHHbIN LnKn. B nccnegosaHum MHTErprpoBaHbl KNtoYeBble nokasarenu addek-
TUBHOCTN — MpUBNEYEHUE U yAepMaHue KINEHTOB, YAOBAETBOPEHHOCTb, noanbHocTb (NPS), kpocc-
1 anceiin, nomusHeHHas uLeHHoCTb knnenTa (CLV), uudposoe BoBneyeHne n ypoBeHb OTKNMKA — B
efmHyto cpopmyny oueHku. PaspaboTaHHaa MOfeNb MOKET CYKWTb NMPAKTUHECKUM MHCTPYMEHTOM AfA
6aHKOB M [pyrux opraHusauuil, CTPEMALLUXCA CTPYKTYpPUPOBAHHO U Ha OCHOBE [AaHHbIX U3MepATb,
CpaBHMBaTb U coBepLueHcTBOBaTb cBou CRM-ctpaterum.

Kntouessie cnosa: CRM, agbpekmusHocms CRM, modens oyerku agpgpbekmusHocmu CRM,
MemoOd aHanu3a uepapxuli



