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ABSTRACT
Customer Relationship Management (CRM) represents a technological application based on the philosophy of Relationship Marketing and it recommends
the interaction with high value consumers. Relating CRM to new social technologies, CRM 2.0 or social CRM deals with the relationship between companies and customers using online platforms such as blogs, RSS, forums and
social network sites, among other facilities. Through a comparative study based on qualitative indicators, this article draws a relationship between CRM
theory and practice. In two high technology organizations it was identified
that, although the indicators are appropriate to the business practices, their
usage and understanding are oriented by the nature of businesses and by the
company characteristics. Empirical results show that technology structure,
data collection and analysis tools and interactive sales tools favor CRM. In this
paper, four variables are treated theoretically and empirically: Information Technology; Information tools, where the Database and the Storage of Debugged Data are included; Data Mining; and, the Sales Force Automation Facilities.
KEYWORDS:
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RESUMO
Customer Relationship Management (CRM) representa uma aplicação tecnológica baseada na filosofia do marketing de relacionamento, sendo recomendada na
interação com consumidores de alto valor. Relacionando CRM às novas tecnologias sociais, CRM 2.0 ou CRM social debate-se sobre o relacionamento entre
empresas e clientes através de plataformas online, tais como blogs, RSS, fóruns e
redes sociais online, entre outras facilidades. Através de um estudo comparativo
baseado em indicadores qualitativos, este artigo apresenta uma relação entre teoria e prática de CRM. Em duas organizações de alta tecnologia identificou-se que,
embora os indicadores sejam adequados para as práticas de negócios, a sua utilização e compreensão são orientados pela natureza do negócio e características
da empresa. Os resultados mostram que a estrutura tecnológica, ferramentas de
coleta e análise de dados e vendas interativas favorecem ao CRM. Neste trabalho,
quatro variáveis são tratadas teórica e empiricamente:Tecnologia da Informação;
Ferramentas de Informação, na qual o banco de dados e o armazenamento de
dados estão incluídos; Mineração de Dados; e, Automação de Vendas.
PALAVRAS-CHAVE:
Customer Relationship Management.Tecnologia. Desenvolvimento de Software.
INTRODUCTION: CUSTOMER RELATIONSHIP MANAGEMENT IN
THE MANAGEMENT PERSPECTIVE
Customer Relationship Management
(CRM) can be described as the Management of the Relationships with Clients. It
is a management approach aimed at identifying, attracting and retaining the best customers. The increase of transactions with
high value customers is recommended
(WILSON; DANIEL; McDONALD, 2002),
that is, a marketing orientation focused on
retaining value. It is also understood as the
automation and improvement of business
processes, associated to CRM. Depending
on the orientation of the research, it can
be both a marketing subject and a subject
of the technology area. According to Dwyer, Schurr and Oh (1987), CRM represents

the extension of exchange relationships
that contribute to the differentiation of
products and services, which can provide
competitive advantage. The goal of this
kind of application is to focus on relationship programs to offer the customer a high
level of satisfaction, higher than the one
provided by competitors (WINER, 2001).
In this sense, CRM is a business strategy;
not only a software apparatus (RAGINS;
GRECO, 2003). Day (2002) mentions that
it is of high importance to maintain a loyal
customer base.These customers represent
a source of profits to the company.
Wilson, Daniel and McDonald (2002)
present CRM as the set of processes and
technologies to support planning, implementation and monitoring of consumers,
distributors and interaction influences on
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marketing channels. By highlighting this strategic criterion at first, Ragins and Greco
(2003) later warn about the need to create an intelligent technology application as
a way to obtain the effectiveness of CRM
practices.As a first step for a complete solution,Winer (2001) focuses on the construction of a customer database adjusted to the
organization. CRM technological initiatives,
Croteau and Li (2003), are based on support
systems to decision and integrated sources
of information. They must necessarily provide a comprehensive individual client view
as well as the customer specific needs.
Following the latest trends in CRM theory and the concept of web 2.0, social CRM
(or CRM 2.0) stands as a new marketing
tool to evaluate customer behavior and relationships. Social CRM incorporates a new
set of social tools and strategies to its traditional operational functions, meeting the
new connectivity demands (GREENBERG,
2010). Social networks are developing an
important role in providing critical data do
improve relations with customers and business partners (MOHAN; CHOI; MIN, 2008).
Once the essence of CRM is defined, as
its relations to new social tools, its technological aspect will be presented through
central topics, which configure the qualitative indicators used in the empirical stage
of the study. After that, the method used
to conduct the research is presented. Finally, the discussion of the results found in the
comparison between organizations and the
concluding remarks. The following discussion in this paper is the technological elaboration of a CRM application. The objective
of this research is to provide an appropriate
classification for comparative analyses that
adopt CRM. To consolidate this goal, the
technological indicators will be generated
42

and, later, empirically investigated. These indicators are the Information Technology; the
Information Tools (Database Marketing and
Data Warehouse), Data Mining process, and
the Sales Force Automation tools.
Technological Indicators related to CRM
The technological CRM indicators built
are divided into four conceptual sets for
a further empirical analysis. The first set
shows the wide view of the use of Information Technology (IT). In the second characterization, entitled Information Tools, data
collection and client data storage were incorporated, including Database Marketing
(DBM), Data Warehouse (DW) and their
respective definitions and characteristics.
Specific to the processes of Data Mining and represented by the application of
the Data Mining (DM) tool, the next indicator was created. Finally, it is presented
the technological aspect of sales, related
to the Sales Force Automation (SFA) systems, which, in this study, refers specifically
to the process of conversion of traditional
sales into electronic or automated sales. As
a first conceptual elaboration, the IT indicator is presented.
Information Technology
Information Technology (IT) is the umbrella term that encompasses technologies
used to create, store, change and use the
information in its different configurations
(PEPPERS & ROGERS GROUP, 2004). In
marketing perspective Shoemaker (2001)
states that IT is the nervous system which
evolves the forms of marketing organization. In CRM, IT responds to the computer
requirements of the system, represented
by software and hardware. Pedron (2001)
postulates that the CRM strategy is closely
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related to the advances of IT and, through
this tool, it is possible to seek customer
loyalty. Nogueira, Mazzon and Terra (2004)
highlight that IT, and the automation, enable
the provision of individualized versions of
products and services aiming to serve the
customer at a reasonable price accordingly
their specific needs.
Bretzke (2000) warns that, at the moment
of defining and adopting the software component, it is necessary to guide this choice
based on the nature and relational model
the organization intends to establish with the
customers. Brown (2001, p.161) adds that a
“CRM solution requires the adoption of new
technologies to reach transparency and visibility in business value chain and between
business and its customers”. Social CRM is
also important as a new breed of customer
require corporate transparency, authenticity
and interaction (GREENBERG, 2010). Boon,
Corbitt and Parker (2002) conclude that the
IT infrastructure is usually described as a set
of services, including communication management, management standardization, safety,
IT training, management of services and applications, data management and administration and IT research and development.
For Hansotia (2002, p.129), IT is “the facilitating element in the implementation of
CRM strategy”. Srivastava et al. (2002) corroborate and complement stating that the
simultaneous maturation of IT data management, such as Data Warehousing and
technological analyses like Data Mining, can
generate the ideal environment to make
CRM a systematic effort. Kellen (2002, p.2)
proposes that “the CRM software is really
a set of applications for the management
of customer data”, where IT enabled channels such as the Internet, allow the one-toone dialogue with current and potential

customers, through individual negotiation
(WILSON; DANIEL; McDONALD, 2002).
Finally, Campbell (2003, p. 375) states that
organizations which use IT adopted it “to
focus on the use of CRM in search of databases necessary to evaluate customer
status and profitability”. These databases
refer to customer data, which can be used
in traditional Databases or in consolidated
data warehouses, such as Data Warehouse
applications. The characteristic of these
tools is solidified in the ability to generate
information through data included in the
system, or through information available
practically in real time. Focusing on these
IT tools, the global indicator Information
Tools will be presented in the next part of
the theoretical foundation.
Information Tools
The Information Tools will be conceptualized, for analytical purposes considering three fundamental groups, namely, respectively: Database Marketing (DBM), as
a transactional instrument; customer data,
which permit business intelligence in relation to customers, and also; Data Warehouse (DW), as the storage of already consolidated data, a kind of memory of company transactions.
A Database Marketing (DBM) is understood as a set of organized and structured
data, subject to use. In this case: the company transaction with clients. Peppers &
Rogers Group (2004) defines DBM as any
set of marketing information. It can be either a simple shop list or a complex set of
customer information. The use of internet
and social networks ease the access to this
kind of information, since customers describe their experiences and tastes through
blogs, public profiles and even companies
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forums. Nogueira, Mazzon and Terra (2004,
p.13) state that “a good data management
is essential to CRM practices”. It is a kind
of process that never ends and that is constantly evolving. Customers transact over
time and, these transactions are systematically recorded and updated in the DBM.
Pedron (2001) mentions that DBM is used
in customer behavior analysis, in which are
performed processes of checking and classification of market segments and of the
individual in his own group.
Missi, Alshawi and Irani (2003) state that
the quality of data and database integration
tools is projected to interactive operation
and management of great amounts of distribution. Such information is unstructured
in different taxonomies, thus, allowing
combinations, different arrangements, as
well as reports based on information from
different sources. This can provide the
CRM operator with a unified view of information. According to Dowling (2002), the
CRM run by database presents significant
advances in the identification of profitable
customers and an alert to non-profitable
ones. For Pedron (2001), the DBM structure presents four main groups. They refer
to current customers, potential customers,
lost or forgotten customers and, dealers or
brokers (who provide useful indirect information about the consumer preferences).
In these DBM subgroups updated information about customers must be included to
be used in CRM initiatives.
Regarding Customer Data, in CRM it
is important that they be reliable as well
as updated and available in time for use.
The user of CRM solution needs reliable
customer data to perform marketing and
sales actions appropriately. For Nogueira,
Mazzon and Terra (2004) it is important
44

to eliminate problems that can affect the
CRM Database, such as redundant and duplicate data. It is important to give attention to these aspects, since the CRM data
administration must consist in a solid base
in the use of new techniques for data analysis. Attracting and recording the answers
provided by consumers are the most critical parts in the process of identifying and
collecting relevant and reliable data, either
in relation to established customers or in
relation to prospects.
For the data obtained to be valuable for
the company, Pedron (2001) states that the
value of the process of marketing communications lies in the fact of being naturally circular, that is, the customer data are
collected, analyzed and stored. For every
new interaction, data must be immediately
updated in the DBM. Thus, it is possible to
know the result of marketing actions and
to adjust the other plans based on customer responses in time to make other employees of the company also understand
the customer based on customer historical
records of interactions and transactions
with the company.
According to Bolton and Steffens
(2004), the ability of organizations that employ CRM to understand customer privacy
and preferences throughout the transactions guides campaigns and processes to
centralization, marketing plans, customer
data management and minimizes the risks
of not knowing the profile of existing or
prospective customers. For McKim (2002),
data help find what is necessary for effective communication with the customer. In
this sense, CRM means a marketing action
of high-touch type and not only a high-tech
action.The purpose of using customer data
is to better serve and not only to have a
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technological application. The use of the
data inserted in a customer DBM is directly related to strategic decision making. For
Bretzke (2000), the CRM strategy allows
the company to become targeted to the
clients, a process which is conducted by
using the existing customer data by the
IT structure, enabling the achievement of
a sustainable competitive advantage. As
highlighted by Hansotia (2002, p.121), the
“CRM is essentially an intensive effort with
customer data”.
Missi, Alshawi and Irani (2003, p. 1607)
say that “the essence of the CRM system
implies understanding, controlling and optimizing business and data management”,
and Campbell (2003) says that for customer
data to be used properly, they must be converted into information and this information
must be integrated into business processes.
After that, customer knowledge must be
developed. The internal company processes generate and integrate customer specific
information, which provide ideal conditions
for companies to develop specific relationship strategies. Shoemaker (2001) says that
the interactions between customers and
transactions in process provide an abundance of data and information that must be
transformed into customer knowledge. The
softwares of customer knowledge provide
tools available for the marketing actors to
manage the process of transforming data
into knowledge and, thus, develop the appropriate customer categorization.
According to Boon, Corbitt and Parker
(2002), the data used in customer segmentation can include a number of events, for
example, buying preferences and habits,
income, education, status and family size,
among a number of possibilities in data arrangement. Wilson, Daniel, and McDonald

(2002) report that the segmentation can
be seen as a simplification of the complex
mess of dealing with a large number of individual customers, each with specific needs
and aspirations and different potential value. In other words, Srivastava et al. (2002,
p.18) state that “customer segmentation is
the division of the total population of customers into smaller groups, called customer
segments”. Companies need to be selective
when correlating and integrating data in the
programs and marketing efforts by gathering
appropriate customer information, thereby
developing individual marketing programs
(PARVATIYAR; SHETH, 2001).
Concluding the conceptual development of informational tools, Data Warehouse (DW), accounts for the supply of
reliable information that supports the process of decision making. The fundamental
difference between the DW and the DBM
is that in the DBM data are current, that
is, they are constantly changing (dynamic).
In the DW, consolidated data are stored,
usually representing the annual exercise or
other completed periods (static).
Nogueira, Mazzon and Terra (2004, p.3)
conceptualize Data Warehouse as “the generic name for the infrastructure of online
data storage”, which is used to store customer information such as transactions,
phone calls, purchases, invoices, among
others. There is synchrony between DW
and transactional databases, although data
are not changed directly in DW. An important aspect is the need for data to be transformed into information, since they are essential to CRM practices. Data Warehouse
is important due to its functionality to
store information in only one central location, which is later used in building the customer image. It is a tool that seeks to map
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and understand the customer, by centralizing information and by being linked to the
organization channels and departments,
in particular customer contact points, the
case of sales relationships.
Data Warehouse has a reason to exist
due to the perceived need to integrate
business data in only one place, so that
they are available to all users involved in
the decision-making levels of the organization (ANGELO; GIANGRANDE, 1999).
As Pedron (2001) points out this systematization provides the organization with
ways of knowing who the customers are,
what their preferences are, the likelihood
of not doing business with the company
anymore, as well as ways of training the
company to meet the needs and profiles
of other preferences by these customers.
Customer knowledge, says Swift (2001),
configures the storage of historical information in detail and client-centered,
allowing the company to be agile and
responsive to the market, enabling solid
marketing decision making, such as the
determination of important points that
require resource allocation.
For Brown (2001), Data Warehouse is
fundamental and unrestrictive factor to
the customization and creation of oneto-one marketing environment, through
which it is possible for the company to
substantially increase customer satisfaction. Srivastava et al. (2002) say that the
implementation of Data Warehouse is
an essential step to the analytical CRM,
where data sources are designed for operational use. Day and Bulte (2002) explain
that CRM depends on the organizational
quality and performance in the extraction
and shared management of information,
which, converted into knowledge, can be
46

used in consumer service. The conversion
of data sources into information is a result
of the analytical processes performed by
the company, such as ‘Data Mining’.
Data Mining
Data Mining (DM) is responsible for analyzing information in a Database by using
tools that seek trends or anomalies without
prior knowledge of the meaning of data. It
is an essential process in CRM strategies,
especially in electronic commerce. In short,
Data mining is the process of extracting and
crossing relevant information, where customer behavior patterns can be mapped
(PEPPERS & ROGERS GROUP, 2004).
Nogueira, Mazzon and Terra (2004, p.
3) say that DM is “a process for extracting
and presenting new knowledge, not previously detected, selected from databases
for decision-making in action”. Angelo and
Giangrande (1999) say it can be defined as
a data extraction, when run in database,
aiming at obtaining useful and unknown information. Bretzke (2000) describes DBM
as a tool used in search of more profitable
customers or customer segments more
significant to the company.The main advantages of using it are the ability to guide the
development of products to customers, reduce the distance from the final consumer,
offer products and services with competitive prices and, add extra value for customers through segmentation and analysis of
different types of customers.
Data mining, Srivastava et al. (2002),
represents an analytical need. Its primary
focus in the innovative knowledge, previously nonexistent or unavailable, used in
order to predict the future and automate
the analysis of the data sets. For Paas and
Kuijlen (2001), DM is crucial to transform
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transactional data stored in insights about
the customer needs.
Data mining technique is also considered when using approaching social CRM,
since social networks are spread over the
internet. From social websites customers
behavior can be observed, improving companies’ capacity do differ and deliver specific services (MOHAN; CHOI; MIN, 2008).
Bolton and Steffens (2004) also state that
it is necessary to know what kind of customer data are ideal to be collected by the
company to make available complete interactions at the touch points between company and client, where is necessary to provide the appropriate kind of treatment and
personalized service. Fletcher states (2003,
p. 249) that, in CRM systems, “companies
collect and use customer information”, in
order to increase profit margins. There is
a direct relationship between data analysis
and the sales process. Having this prerogative in evidence, the theoretical stage is
completed with Sales Automation.
Sales Force Automation (SFA)
In the definition proposed by Peppers
& Rogers Group (2001), Sales Automation
or Sales Force Automation (SFA) refers to
the software to automate the sale force,
including the processes of contact management, forecasting, sales management
and group sales. Hansotia (2002) argues
that the main operational focus of CRM is
the technological platform that supports
customer interactions and sales automation. Shoemaker reports (2001) that most
CRM software providers are rooted in
SFA. In this context, it is possible to understand that CRM is designed to increase
sales and business management functionality.The primary functions of CRM direct-

ed the sales force are the contact management, location of accounts, account
administration, incoming orders, proposal
generation, support presentation, technical support and the sales process.
One of the major papers on SFA, Speier and Venkatesh (2002, p. 98), describes
that “automation technologies of sales
force are increasingly being used in support of CRM strategies”, and that their
tools are often implemented to facilitate
CRM processes, rooted in the philosophy
of Relationship Marketing. By improving
the speed and quality of information flow
among salespeople, customers and the
company, SFA tools support business processes. SFA tools vary in complexity and
degree according to the integration, emphasizing in each case the organizational
and existing IT infrastructure.
For Speier and Venkatesh (2002), some
organizational characteristics can have significant influence on IT implementation,
consequently, affecting acceptance of SFA.
As studies in general show, salespeople react reasonably positively to SFA tools immediately after training. However, this initial
response becomes negative after longer periods using the tool. Qualification and training processes, intense in the early adoption
and later neglected, can explain this downfall in employee adherence in the automated
sales. In the opinion of Speier and Venkatesh
(2002, p. 110),“companies need to proactively evaluate how SFA tools change the role
of salespeople and to identify the more appropriate capabilities of these salespeople”.
The authors also state that salespeople may
think that their role is threatened, because
administrators will have access to the same
customer information, favoring control.
The organizations must be aware of these
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perceptions to make decisions of a technological nature to avoid differences between
middle management and salespeople. SFA
tools can generate excessive conflicts with
the sales staff.These conflicts result in significant organizational costs, possible financial
loss and possible loss of the most valuable
employees. If the managers understand and
control the potentiality of this conflict, and
deal with it properly, companies may have
better chances of success with the use SFA
alternatives.
For Peppers & Rogers Group (2004),
the term sales force automation has been
widely used, but there is not a final consolidation of what this terminology comprises. In this study, SFA is understood as the
technological processes that are directly
associated with the sales processes, where
previously there were people in today’s
mechanized functions. The requirements
of the application of these tools need to
evolve from the existent sales processes
in the company. When appropriate, SFA
reduces the duration of the cycles of customer-related processes, the waste, and
improves customer relations, following the
CRM principles. The salesperson does not
lose importance in the transactional process, and must understand the system as
the management of sales operational routines. The salesperson focuses directly on
customer interaction, especially when bureaucratic sales processes are complex.
By using the SFA system, the salesperson
can serve the customer in a personalized
way, with more quality, and access to the
history of the relationship between company and customer. Thus, as Anderson (2002)
mentions, in many marketing contexts, the
role of the salesperson is to assess customer needs, direct the client to the ap48

propriate product or service, and then negotiate with him. Shoemaker (2001, p. 178)
says that in many companies “sales force is
the basis of interactions with customers”.
The technological integration with every
touch-point between company and customer strengthens the ability of sales force
to develop appropriate relationships with
customers and provide faster responses to
their demands. For Speier and Venkatesh
(2002) the sales staff is the primary source
of information exchange in the relationship
between customer and salesperson, and,
thus, plays a crucial role in the formation
and sustainability of customer relationships. As Shoemaker (2001) highlights, the
sales staff creates connections with customers and understands the importance of
preserving these relationships.
METHODOLOGICAL PROCEDURES
Research of a qualitative approach was
conducted in a comparative way, very close
to the concept of a Case Study. The focus
consists of the analysis of CRM in two
high-tech companies, which will be called
“Company 1” and “Company 2” to keep
their names confidential. The first company is devoted to digital technology focusing on software and hardware products. It
is a multinational company and one of the
leaders in the IT market, with operations in
Brazil. A software development unit located in southern Brazil was investigated. The
other company is a national leader in its
segment, working in media and entertainment.The business unit investigated was its
headquarters, located in São Paulo.
The conduction and elaboration of the
instrument for data collection and the
analysis of results of field collection were
based on Yin’s principles (2001). Zaltman
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(1997) says that the research methodology
requires attention to the environment and
types of common phenomena as literature
recommends. Considering the author’s
principles, the first stage of the study was
the development of a theoretical framework used as a reference for the stage of
data analysis. Bruggen, Lilien and Kacker
(2002) recommend that both informants
and the procedure for collection and analysis of their contributions should be specified. Meeting these principles, the CRM
executive managers were identified as the
appropriate informants to the provision of
information of interest.
Although the results are consolidated
per company, three people were interviewed in the construction of the results of
Company 1 and two interviewees in Company 2, selected by recommendation and
merit criteria. For Boyd and Westfall (1964,
p.51), “most information used in marketing is obtained through interviews”. The
technique of semi-structured interviews
was conducted, with questions prepared
in accordance with elements taken from
the theory. All five interviews lasted about
one hour and were transcribed based on
Bardin’s study (1977) on content analysis.
Zaltman (1997, p. 424) believes that “verbal
language plays an important role in the representation, storage and communication of
thought” and, therefore, the lack of secondary data relevant to the study did not
limit the possibility of analysis and preparation of results which represent the specific
cases of the organizations here compared.
Regarding the validation process of the
interview script, Malhotra (2001) says it is
an appropriate alternative to increase the
credibility of the results. To ensure greater
accuracy and suitability, the script was sent

to three professors, Doctors in Marketing,
with CRM research experience.After some
minor adjustments in the questions submitted, the script was classified as appropriate
by all the evaluators. The interviews were
administered by the researcher directly to
respondents. With the respondents’ consent, they were fully recorded from the
reading of the instructions until the final
considerations provided by the interviewees at the end of the formal questioning. It
is important to say that the interviewer’s final consideration was requested by the respondents to express and provide further
information besides those already supplied
along the questions. This final request was
relevant, since all respondents cooperated
in detail with their explanations of the indicators used.
The results were generated by comparing companies and were guided by theoretical support.The parallel between companies
and theory sets a technique of Nomological
Analysis, which, for Bunn (1994, p. 164), represents “the final step in the development
of mesures”. This technique is designed to
generate issues based on theoretical and
empirical studies and to use theoretical
guidelines for the elaboration of results.
Once the research procedures were presented, especially processes of Nomological
Analysis (BUNN, 1994), and Content Analysis (BARDIN, 1977), the results were found
and they are discussed next step.
Among the questions used to conduct
the interviews, some stand out: when it
comes to CRM from a technological point
of view, what variables involved in the process are important? What technologies are
adopted in the transactions with customers?; How does the company experience
and conceptualize Information Technology
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(IT) to provide CRM solutions? How can
a database, in the company’s view, be used
to obtain different customer information?;
Is the developed database aligned with the
perspective and other strategic aspects of
the organization that uses it?; How is Data
Warehouse treated in the company’s CRM
projects? Can this set of structured information be used in reliable decision-making? Does the storage structure developed
meet the requirements of this concept,
which competes for storage and delivery in
time to used information for decision making?; Do the extraction and cross-checking
information occur through the process of
Data Mining? How important is it in the development of the application provided by
the company and how is this project perceived in the CRM actions? And how does
the company believe this same view is from
the client-user’s point of view? Through the
solutions provided is it possible to cross
different data and draw estimates?; Does
the company provide support for sales
force automation? How is this process developed in the solutions offered/obtained?
How does the sales force of the customer-user react in face of the application? In
this process, is there an increase of quality and integration between company and
customer? Following these questions, the
results of the study where organized as follows in the next chapter.
DISCUSSION OF THE EMPIRICAL
ELEMENTS
Regarding the Information Technology indicator, the theory incorporates everything
that is used to create, store, exchange and
use information in its several formats, which
can be software or hardware (PEPPERS &
ROGERS GROUP, 2004). In CRM, IT is re50

lated to aspects of support to Relationship
Marketing (SHOEMAKER, 2001), having as
its main focus the personalized interaction
with customers (McKIM, 2002; BRETZKE,
2000). It is responsible for the technological scope of CRM (PEDRON, 2001).
In Company 1, the appropriate service
to the customer’s needs was referred to
as the first step in IT applications for customers. Technical elements were also mentioned, such as, the programming language,
the technological resources expected by
the customer, the capacity and the cost of
implementation and maintenance of the
CRM system. The technology in the organization is measured by the degree of adequacy of the solution given to meeting the
customer’s expectations. Specifically with
regard to IT experiences and CRM solutions, the elements of the CRM system
are aimed at the software and not at the
equipment. Any informational response by
the customer, independently of the level of
importance, is the management’s responsibility and requires action. In the words of
one of the interviewees, this approach is
clear: “if the customer is not satisfied, even if I
do not agree, I have to perform the action”. It
was found that the software is suitable for
the company’s business, and not the other
way round, besides being more aimed at
technology sale processes. There are technical aspects that maximize the system operation. CRM software was developed under demand, with reference in the business
rules and the company’s needs.
In the perspective of Company 2 it was
mentioned that a CRM solution requires
structure robust enough to provide appropriate services to customers. The CRM
system, as in Company 1, was fully developed, and regarding the possibility of using
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tools available in the market, interviewees
reported that the alternative was analyzed
but proved to be insufficient. The developed system has resulted in competitive
advantage to Company 2 over its direct
competitors. There is no quantified measurement of the result of the IT used, only
perceptions of improvement. The organization’s CRM system was designed in order
to supply customers with a differential that
competitors cannot hinder or copy.
Information Tools are divided into three
related concepts, respectively, Database
Marketing, Customer Data and Data Warehouse. The Database Marketing is essential
for market segmentation (PEDRON, 2001),
so that the organization can perform marketing actions by different combinations of
customer data (MISSI; ALSHAWI; IRANI,
2003). However, good data management is
crucial for a CRM initiative to be reached
(NOGUEIRA; MAZZON; TERRA, 2004).
For Campbell (2003), customer data must
be transformed into information, and this
must be used in CRM (BRETZKE, 2000).
Therefore, the quality of data is essential
and redundancies and duplications are forbidden (WALNUT; MAZZON; EARTH,
2004). Data Warehouse is the infrastructure
used to store data and customer detailed
information. It is nothing more than a single repository, debugged, consolidated and
consistent, responsible for providing reliable information (GREENBERG, 2002).
In Company 1 it is understood that a
DBM application is the closest understanding of the people who deal with software
and its programming. The company understands DBM tool as an application used in
the business data storage. According to the
interviewees, the DBM is aligned with the
company strategies. The complete histo-

ries contained in the DBM can be used. It is
possible to check the customers who make
more purchasing proposals, the transaction
volume per customer, the most profitable
ones.The CRM system is used in sales relationships.The interviewees understand that
the solution could be used more fully than
it is used at present. Concerning grouping
data and their update in real time, the response was positive. The datum entered in
the system is stored, and the only changes
relate to current transactions. There is no
change in the data of previous transactions.
Data regrouping provides a complete and
immediate use of client histories. For one
of the interviewees, the DW characterizes “the business engine”, because it contains
consolidated information about business
transactions and interaction with customers. This IT module provides graphical information, used to support decision making and CRM action formulation.
In its DBM, Company 2 incorporates
operational aspects, elaborations of material deliveries and other necessities, besides data of customers making purchases,
investment data, demands and relationship
possibilities. The main data composition
(the most commonly used) is the customer history. With these data it is possible
to build CRM actions according to the
requirements of relational philosophy. In
regard to data, minor inconsistencies are
reported. There is the categorization of
customer data by different criteria, such as
billing and attendance. Data obtained are
converted into information, (used in CRM),
differentiating and segmenting customers.
The application of DW exists, although it
is not understood as presented by the theory. In company 2, it was found the nonuse of concepts and technical terms usually
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used by IT students and professionals. The
application allows reliable and timely decision making.
Data Mining is a practice directed to
serving the desired customers in marketing campaigns. It is an analytical action (SRIVASTAVA et al., 2002). Peppers & Rogers
Group (2004) defines it as the practice
that allows analysis of data grouped in databases. The information collected is used
to better meet the customer needs (PAAS;
KUIJLEN, 2001), and to allow the identification of the profile of potential customers.
It is a tool that provides the identification
of customers or customer segments the
company is interested in (BRETZKE, 2000).
Members of Company 1 say that the existing databases in their company are qualified to data mining practices. The essential,
which is the concentration of consolidated
data, is part of the company’s regular information system. The employees interviewed
understand data mining as an important
alternative that enables the qualification
of the services performed in front of customers. However, they understand that a
complete data mining requires more than
the current system can provide. Existing
customers are properly analyzed; however,
the application of data mining in prospecting potential customers is a practice not
currently used.
In the case of Company 2, the same
perceptions regarding the use of data mining were expressed. But, unlike the other
organization, data mining in Company 2
is used not only in the analysis of existing
customers, but also in the search for new
customers. As mentioned by one of the interviewees, mining practices are used to
identify target customers. But in the words
of the manager interviewed, the restricted
52

understanding of operations is clear: “it is a
common practice, but I cannot detail it”.
An important definition of Automation
Sales is presented by Speier and Venkatesh
(2002), who relate it to a sales action
based on IT, aligned with the principles
of Relationship Marketing, put into practice through the implementation of CRM
strategies. It is a technological platform for
customer interaction and sales (HANSOTIA, 2002). Speier and Venkatesh (2002) say
that SFA can cause conflicts with the sales
force. Although the IT of SFA is not fully
used in the companies investigated, the
conflicts mentioned in the theory were not
detected during the study.
The SFA sales system of Company 1,
according to one of the managers interviewed, confirms that “the sale is automated”, which leaves no doubt about the existence of the use of SFA. Employees see
this application as a benefit, and despite the
changes in posture, they receive sales commission, which may explain their non-resistance. The system, as expected, provides
fast and efficient service, generating positive results to the organization. Salespeople have been allocated in the most important sales and relational actions, leaving
the bureaucratic part to the automated
system. In this company, the SFA tool is a
web-based application, and the salespeople
work in interactive and support issues.This
application of SFA increased the quality of
customer services, being understood as “a
tool that has improved work”, used in the operational CRM practices.
The SFA of Company 2 is connected to
the relational aspect of the system, beyond
the other organization which focuses only
on sales. Despite electronic interface, the
company’s transactional processes, such as
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trading contacts, are also more intense compared to the result of the other organization
studied. The SFA is understood as a channel
of open relationship, used in CRM actions.
After the adoption of the SFA system, communication with the company’s customers
has improved and expanded, and the general
business information began to flow better
and in an organized way. The possibility to
access data at different points of contact
with customers was one of the most emphasized improvements during the interviews, resulting in the desired expansion of
operational quality and customer service.
Automating the sales process favored the
company’s CRM. In the case of Company 2,
the interaction with the customers is substantially better than what had been noticed
in Company 1, which delegated most relationships to the support.
Considering the presentation of the results distributed by indicators, respectively
bringing the conceptual synthesis and the
cases of companies 1 and 2, the summary of findings and the implications of the
differences detected are understood as essential. As a final stage of this research, the
‘Final Remarks` are developed based on
the results presented so far.
FINAL REMARKS ABOUT THE
THEORETICAL AND EMPIRICAL
RESULTS
In the companies investigated, in an
overall analysis, the indicators built were
pertinent in their CRM applications. The
understanding of IT of the companies
corroborates the theory, although there
are differences in the contexts analyzed.
IT was already expected to be identified
in both cases, because it is an essential requirement to any kind of computerization,

which also occurs in CRM. In Company 1,
the IT is aimed at meeting the customer
needs. Besides the utilitarian aspect, technical premises were observed in building
CRM. Although the indicators were not
available, the measurement of CRM effectiveness is based on the adequacy of the
system to customer service. Corrective action or actions to identify customer dissatisfaction are a common practice. The main
focus of the CRM system is sales. As in
the first case, Company 2 also works with
developed CRM, and not with software
packages offered in the market. The CRM
is identified as suitable for the structural
element of the company and, as in the first
case there is the sale with technological
support. Unlike Company 1, Company 2
explicitly identified competitive advantage
and assigns CRM the differential provided
to customers. Interestingly, in case 2 there
is no quantified measure, only perceptions
of improvement are recognized.
In case 1, data tools are assigned to the
technical staff, which is surprising since the
theoretical expectations consist of using
them in all customer contact points. In
Company 2, the orientation is closer to
what CRM theories preach. In both companies, customer histories are used in relationship practices, particularly with regard
to sales processes and marketing actions.
In Company 2, the nomenclature of data
operations is not consistent with the technical characterization, which implies casual
misunderstandings. Both companies attribute importance to Data Warehouse in
decision making, because they understand
that this tool enables data reliability.
The act of mining data is widely recognized in analytical CRM. Besides being used
in the understanding and supply of custom-
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er needs and in segmentation practices,
data mining can be used in more advanced
analyses, such as the identification of the
profile of potential customers or targets.
In the situation 1, the existing data are
enough for mining; however, the systems
for this practice do not support predictive
prospections. Data analyses of existing clients are carried out, but potential client
prospecting is not a common practice. On
the other hand, in Company 2, predictions
are carried out, although the interviewees failed to explain how these processes
occur. For analytical CRM, working with
predictive data is as relevant as analyzing
existing data. Companies which use both
possibilities have an analytic and technological differential with respect to companies
which partially use or do not use data analysis. Data not analyzed are very unlikely to
promote relevant information.
Concluding the analysis, the sales force
automation requires alignment with the
philosophies of relationship marketing for
CRM to be effective. Company 1 uses automated sales, and one way to avoid conflict was to work with sales commissions,
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provided to employees based on the salespeople’s help and support in relational
functions, rather than in trivial business operations. In this case, automation is an operational solution to bureaucratic issues.
In the second scenario, Company 2 better meets the relational principles in the
systems. It was also found a more intense
interaction with customers, where sales
automation represents more than just operational support, but a strong channel for
CRM actions.
As shown by Company 2, the interactivity with customers through available technologies makes a better CRM system. The
more powerful and appropriate to business
and the more technologies are explored in
the understanding and prediction of current and potential customers, the better
the results of the initiatives of relationships
based on CRM. The alignment of CRM can
be seen as a future trend in which the close
relation between customers and companies will be conducted through social networks and virtual environments. Technology aligned with business is the ideal combination in analytical CRM.

R. Adm. FACES Journal Belo Horizonte v. 13 n. 4 p. 39-56 out./dez. 2014. ISSN 1984-6975 (online). ISSN 1517-8900 (Impressa)

FLÁVIO RÉGIO BRAMBILLA, GUSTAVO DALMARCO

REFERÊNCIAS
ANDERSON, E.T. Sharing the Wealth:
When Should Firms Treat Customers as Partners? Management Science, [S. l.], v. 48, n. 8, p.
955-971, 2002.
ANGELO, C. F.; GIANGRANDE, V.
Marketing de Relacionamento no Varejo. São Paulo: Atlas,
1999.
BARDIN, L. Análise de Conteúdo.
Lisboa: Edições 70, 1977.
BOLTON, K.; STEFFENS, J. Analytical
CRM: A Marketing-Driven Organizational Transformation. E-Loyalty
Corporation: Optimizing Customer Interactions, 2004. p. 1-20.
BOON, O.; CORBITT, B.; PARKER,
C. Conceptualising the Requirements of CRM from an Organisational Perspective: A Review
of the Literature. 7th Australian
Workshop on Requirements
Engineering, Melbourne, p.1-14,
Dec. 2002.
BOYD, H. W.; WESTFALL, R. Pesquisa mercadológica: textos e
casos. Rio de Janeiro: USAID,
1964. v. 1.
BRETZKE, M. Marketing de relacionamento e competição
em tempo real. São Paulo: Atlas, 2000.
BROWN, S. A. CRM: Customer
Relationship Management:
uma ferramenta estratégica
para o mundo do e-business.
São Paulo: Makron Books, 2001.
BRUGGEN, G. H. V.; LILIEN, G. L.;
KACKER, M. Informants in Organizational Marketing Research: Why
Use Multiple Informants and How
to Aggregate Responses. Journal
of Marketing Research, [S. l.], v.
39, p. 469-478, 2002.
BUNN, M. D. Key Aspects of Organizational Buying: Conceptualization and Measurement. Journal
of the Academy of Marketing

Science, [S. l.], v. 22, n. 2, p. 160169, 1994.
CAMPBELL, A. J. Creating Customer
Knowledge Competence: Managing Customer Relationship Management Programs Strategically.
Industrial Marketing Management, [S. l.], v. 32, p. 375-383, 2003.
CROTEAU, A.-M.; LI, P. Critical Success Factors of CRM Technological Initiatives. Canadian Journal
of Administrative Sciences, [S.
l.], v. 20, n. 1, p. 21-34, 2003.
DAY, G. S. Winning the Competition for Customer Relationships.
Sloan Management Review,
[S. l.], v. 51, p. 02-20, 2002.
DAY, G. S.; BULTE, C. V. D. Superiority in Customer Relationship
Management: Consequences for
Competitive Advantage and Performance. Marketing Science
Institute, Research International and the Mack Center
for Technological Innovation
at the Wharton School. [S. l.: s.
n.], 2002. p. 1-49.
DOWLING, G. Customer Relationship Management: In B2C Markets, Often Less Is More. California Management Review, [S.
l.], v. 44, n. 3, p. 87-104, 2002.
DWYER, F. R.; SCHURR, P. H.; OH, S.
Developing Buyer-Seller Relationships. Journal of Marketing, [S.
l.], v. 51, p. 11-27, 1987.
FLETCHER, K. Consumer Power and
Privacy: The Changing Nature of
CRM. International Journal of
Advertising, [S. l.], v. 22, p. 249272, 2003.
GREENBERG, P. CRM at the Speed
of Light: capturing and keeping customers in Internet
real time. New York: McGraw
Hill, 2002.
GREENBERG, P. The Impact of CRM
2.0 on Customer Insight. Journal

of Business & Industrial Marketing, [S. l.], v. 25, n. 6, p. 410-419,
2010.
HANSOTIA, B. Gearing up for CRM:
Antecedents to Successful Implementation. Journal of Database
Marketing, [S. l.], v. 10, n. 2, p.
121-132, 2002.
KELLEN, V. How to Do Customer
Relationship Management without Spending Big Bucks. White
Paper: Blue Wolf, [S. l.: s. n.],
2002. p. 1-9.
MALHOTRA, N. K. Pesquisa de
Marketing: uma orientação
aplicada. 3. ed. Porto Alegre:
Bookman, 2001.
McKIM, B. The Differences between
CRM and Database Marketing.
Journal of Database Marketing, [S. l.], v. 9, n. 4, p. 371-375,
2002.
MISSI, F.; ALSHAWI, S.; IRANI, Z. The
Way Forward to a Successful
Customer Relationship Management. Informing Science, [S. l.],
p. 1605-1612, 2003.
MOHAN, S.; CHOI, E.; MIN, D. Conceptual Modeling of Enterprise
Application System Using Social
Networking and Web 2.0 “Social
CRM System”. International
Conference on Convergence
and Hybrid Information Technology, Daejeon, Korea, p. 237244, 28-29 Aug. 2008.
NOGUEIRA, R.; MAZZON, J. A.;TERRA, A. M. A Gestão de CRM nas
Seguradoras. In: ENCONTRO DA
ASSOCIAÇÃO NACIONAL DE
PÓS-GRADUAÇÃO E PESQUISA EM ADMINISTRAÇÃO, 28.,
2004, Curitiba. Anais... Rio de Janeiro: ANPAD, p 2004.
PAAS, L.; KUIJLEN, T. Towards a General Definition of Customer Relationship Management. Journal of
Database Marketing, [S. l.], v. 9,

R. Adm. FACES Journal Belo Horizonte v. 13 n. 4 p. 39-56 out./dez. 2014. ISSN 1984-6975 (online). ISSN 1517-8900 (Impressa)

55

MANAGEMENT OF CUSTOMER RELATIONSHIP MANAGEMENT (CRM) TECHNOLOGICAL ATTRIBUTES
IN BRAZIL: A B2B RELATIONSHIP IN THE SOFTWARE-MEDIA DEVELOPMENT SECTOR

n. 1, p. 51-60, 2001.
PARVATIYAR, A.; SHETH, J. N. Customer Relationship Management:
Emerging Practice, Process, and
Discipline. Journal of Economic and Social Research, v. 3, n.
2, p.1-34, 2001.
PEDRON, C. D. Variáveis determinantes no processo de implantação de CRM: estudo de
casos múltiplos em empresas
gaúchas. 2001. Monografia (Informática) – UNISINOS, São Leopoldo, 2001.
PEPPERS & ROGERS GROUP. CRM
Series: Marketing 1 to 1. 3.
ed. São Paulo: Peppers & Rogers
Group Brasil e Makron Books,
2004.
PEPPERS & ROGERS GROUP. CRM
Series: Call Center 1 to 1. São
Paulo: Makron Books, 2001.

56

RAGINS, E. J.; GRECO, A. J. Customer Relationship Management and
E-Business: More than a Software
Solution. Review of Business,
[S. l.], p. 25-30, 2003.
SHOEMAKER, M. E. A Framework for
Examining IT-Enabled Market Relationships. Journal of Personal
Selling & Sales Management,
[S. l.], v. 21, n. 2, p. 177-185, 2001.
SPEIER, C.; VENKATESH, V. The Hidden Minefields in the Adoption of
Sales Force Automation Technologies. Journal of Marketing, v.
66, p. 98-111, 2002.
SRIVASTAVA, J.; WANG, J.-H.; LIM,
E.-P.; HWANG, S.-Y. A Case for
Analytical Customer Relationship
Management. Springer-Verlag
Berlin Heidelberg, PAKDD
2002, LNAI 2336, p. 14-27, 2002.
SWIFT, R. CRM: Customer Rela-

tionship Management: o revolucionário Marketing de Relacionamento com o cliente. Rio de
Janeiro: Campus, 2001.
WILSON, H.; DANIEL, E.; McDONALD, M. Factors for Success in
Customer Relationship Management (CRM) Systems. Journal of
Marketing Management, [S. l.],
v. 18, p. 193-219, 2002.
WINER, R. S. Framework for Customer Relationship Management.
California Management Review, [S. l.], v. 43, n. 4, p. 89-105,
2001.
YIN, R. K. Estudo de Caso: planejamento e métodos. 2. ed. Porto
Alegre: Bookman, 2001.
ZALTMAN, G. Rethinking Research:
Putting People Back In. Journal
of Marketing Research, [S. l.],
v. 34, p. 424-437, 1997.

R. Adm. FACES Journal Belo Horizonte v. 13 n. 4 p. 39-56 out./dez. 2014. ISSN 1984-6975 (online). ISSN 1517-8900 (Impressa)

