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Abstract 

Customer relationship management, or CRM, is a term that refers to the process of giving consumers the services they require for a firm to 

succeed. The use of CRM software is also acknowledged as being beneficial and attainable in organising an organization's digital 

performance, which boosts the working process of the corporation with better business characteristics. The research philosophy employed 

for the specific issue, the study design chosen by the user, the technique of data collecting, and the research strategy have all been discussed. 

In addition, the researcher will decide on the sampling technique, and the inclusion and exclusion criteria, and do the final topic analysis 

based on the data gathered and interpretations. Several research methodologies have been used to investigate the subject issue. The 

interpretivism research philosophy, which is based on theoretical analysis, was employed by the researcher. The researcher has also 

employed secondary qualitative data collection techniques to obtain reliable data. It has been found that the use of CRM software is 

fundamentally required to be a part of the whole company process as an essential component of its strategy. Therefore, it can be argued that 

the administration of communication has been greatly changed and grasped with the quote concrete use of electronic commerce. As a result, 

the Internet of Things is used to better understand the business demands of potential consumers. 
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INTRODUCTION 

The concept of CRM also known as Customer 

Relationship Management is associated with the process of 

providing customers with the needed services that the 

business objectifies to attain The application of CRM 

software is also recognised to be helpful and achievable in 

organising a digital performance of an organisation and in 

turn it enhances the working process of the business with 

improved business features. Therefore, the application of 

CRM software is essentially needed to be a part of the entire 

process of business as an integral part of its strategy. The 

importance of CRM as a part of the business strategies that 

are essentially needed to be a part of the business, with 

justified incorporation of E-commerce techniques in the 

movement and learning of activities. A typical place for 

integrating consumers with the process of acquiring the 

necessary satisfaction in the process of achieving the 

necessary customer satisfaction has been established by the 

boom of digital marketing. To elaborate on the importance, 

categorisation and analysis of seven articles are done along 

with research methodology and findings that illustrate the 

entire notion of the topic. Therefore, by the end of this 

research study, the viewer will be eligible enough to 

understand the point of discussion and the implication of the 

same.  

LITERATURE REVIEW 

The customers are the pivotal ones who play a derogatory 

role in the process of creating an efficient set of demands for 

a particular service and product. Based on this, the paper 

"Impact of Digital Marketing on online purchase 

intention: Mediation effect of customer relationship 

management" states that the boom of digital marketing has 

created a typical space in integrating customers with the 

process of getting the needed satisfaction in the process of 

gaining the needed customer satisfaction [9]. Therefore, from 

the research paper, the researcher has stated that the proper 

functioning of the entire customer relationship is well 

managed and hence with the application of a proper 

ecommerce platform the business strategies are affected 

positively to promote a better customer relationship.  

The process of customer relationship management is 

intrinsically associated with various ways of performance by 

the e-commerce platform. As mentioned in "Research on 

Customer Relationship Management in E-commerce 

Environment", after the justified introduction of the 

ecommerce platform, it has been focused that the business 

processes and purposes are quietly being served by the 

regulated business strategies of the digitised platform. 

Therefore, the working of these platforms is considered to be 

eligible enough to affect the support of the customers and 

this, in turn, has provided the needed access to the enterprise 

and its associated information [11]. Therefore, on this note, it 

can be mentioned that a successful relationship between the 

customers with the organisational setup has been a corrosive 

result of the application of data and this in turn ensures the 

very aspect of communication.  

The concept of customer relationship management is not 

only about handling the customers in a significant manner 
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that in total makes the organisation focus on getting tentative 

customers at their base, as regulated business persons. 

However, issues are faced in the process of handling them in 

a significant manner [3]. Therefore, as portrayed in "Social 

customer relationship management factors and benefits", 

the application of business strategies by different 

organisational platforms, in alignment with e-commerce 

strategies, is beneficial enough to provide the needed support 

to the business platforms to endorse more significantly in 

getting the needed customer base [5]. The knowledge about 

customer demand and the aligning note on the competitors 

might encourage the organisation to attract more customers 

towards their base by the locomotive moves by the business 

organisations. 

According to Chen and Yang, (2021), in the writing "The 

Impact of customer experience on consumer purchase 

intention in cross border E-commerce", has been observed 

to become a new trend and this in turn has led to a new turn 

point in the business world. The application of the 

e-commerce platform is effective and beneficial enough to 

attract the needed customers to get the needed market 

recognition [6]. Therefore, based on that aspect, it can be seen 

that the business strategies by internet-based companies have 

a synchronising effect on consumer purchasing behaviour 

that in turn are sure to affect influential consumer choices, 

hence the strategy leading to the strategic promotion of 

corporate profits.   

The development of the conceptual research model is 

significant enough to provide space for the development of 

the relationship of the enterprises with the customers in a 

formative manner, that in turn affects the performance of the 

business enterprises in terms of providing the needed access 

to the tentative customer base [18]. Therefore, as mentioned 

in "Journal of Theoretical and Applied Electronic 

Commerce Research", the application of the e-commerce 

strategy in the form of social media and other forms has 

helped enterprises in managing their relations with customers 

and this in turn has enhanced the performance ratio of 

business firms [1]. With the cyclical emergence of social 

media, customer relationship management has become an 

exclusive factor that in total is sure to affect the integration 

and movement of the noticeable changes that come in the 

path of developing the conceptual research model. 

"Customer behaviour as an outcome of social media 

marketing: The role of social media marketing activity and 

customer experience", the impact of social media has been 

observed to play a significant role in getting the needed 

access to the marketing strategy. Therefore, on this note, it 

can be stated that the application of the SNS helps in 

accelerating the progressive growth of sustainable 

performance. The study has also revealed that the act of 

social media marrying activities and the intrinsic application 

of the customer experience (CX), in turn, allows the working 

of the engaging marking activities on the working of SNS 

[27]. It has been noted that any enterprises that identically 

focus on the marketing channel are tentative enough to 

promote the working of the strategies appointed by the 

business enterprises. To serve with technologies and 

techniques and also with strategies and designs that in turn 

demonstrate the content created through SNS [5]. This has 

effectively led to the exercising of the relationship quality 

and hence is effective enough in the representation of the 

relationship as a quality product. 

The concrete application of artificial intelligence in 

alignment with the business process is effective enough to 

present remarkable and industrious work for gathering the 

needed customer base for proper business proliferation. 

Therefore, as mentioned in "The application of Artificial 

Intelligence in Electronic Commerce", it is observed that 

the businesses are locomotive enough to gain the base of 

using the delivery service and intra-city logistics [25]. This, 

in turn, emphasises the process of delivery and giving out of 

services that in turn assist in meeting the timelines and 

security of the services provided. to provide tools and 

methods, as well as ideas and designs, to help showcase the 

material produced by SNS. As a result, the connection's 

quality has been successfully exercised, which is sufficient to 

portray the relationship as a high-quality product. Therefore, 

it can be said that with the quote concrete application of 

Electronic Commerce, the management of communication 

has been significantly adjusted and understood. Therefore, 

the use of the Internet of Things or IoT helps in 

understanding the business needs of the tentative customers.  

METHODOLOGY 

The researcher that is carrying out this study has chosen 

the “Interpretivism Research Philosophy”. This research 

perspective is frequently linked to ideas that emphasise the 

researcher's unique position in monitoring the entire social 

environment. This concept states that the study is linked to 

and relies upon the researcher's interests. Contrary to 

positivism, interpretivism does not seek to establish a causal 

relationship between the independent and dependent 

variables [4]. This research philosophy is in contrast with 

positivism as it holds reality as subjective and is constructed 

socially along with the composite of several perspectives [3]. 

Moreover, in this research philosophy, the research is 

inherently derived by the researcher who brings their point of 

view according to the phenomena which are also created with 

their personal experiences. 

The researcher has followed a Deductive Research 

Approach. A deductive approach is concerned with logical 

reasoning where the researcher can find the progression from 

the general ideas to specific concluding statements of the 

problems. However, it is significant to note that deductive 

reasoning intends not to provide any conclusive statement but 

rather encourages an in-depth understanding of the problem 

statement. However, a deductive approach is also intended to 

formulate certain hypotheses which are associated with 

certain existing grounded theories [19]. One of the biggest 

advantages of the deductive research approach is that it is 

cost-effective and it helps in formulating hypotheses based 
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on existing theories.  

The analyst here has chosen an Exploratory research 

design. It can be described as research which is utilised for 

making an investigation of a problem statement and which is 

not defined clearly. This Research Design is usually 

comported to have an enhanced knowledge of the existing 

problem statement however it does not intend to provide any 

conclusive result [4]. Which researcher begins with the 

general idea regarding the statement of the problem and 

utilises this entire research as a part to recognise certain 

issues and put more emphasis on the future implications. This 

type of research is usually conducted to address the problem 

statement and the initial phase and it is often referred to as the 

ground theory to answer the rationale of the problem 

statement [1]. 

The researcher here has chosen a Qualitative data 

collection technique. Qualitative data is descriptive and is not 

numerical which is based on the perceptions of people. 

Qualitative research usually carries out the study to 

understand exploratory reasoning and to assess the various 

ways in which a problem statement of the topic can be better 

understood [23]. It is significant to note that the qualitative 

data Collection technique helps the researcher to access 

numerous relevant facts that help in a proper understanding 

of the problem statement. This data collection technique has 

the initial purpose of collecting the textual facts for analysis. 

Automatic analysis is always conducted in a qualitative Data 

Collection method that helps in gaining knowledge around a 

particular topic or experience of the people and it also helps 

in assessing the meaning and relationships among the issues 

[13]. 

The various secondary data collection sources that the 

researcher has utilised for conducting this research are 

government records, books, journals, articles and many more. 

Collecting the data from books journals and government 

records usually makes the entire analysis more accurate. 

Moreover, it is significant to note that internet searches and 

libraries are also some of the options from which the 

researcher has collected data. The importance of customer 

relationship management is best defined in certain 

newspapers and books that have helped the researcher to gain 

enhanced knowledge regarding the topic [1]. This is also 

helpful in a proper analysis of the problem statement 

thematically. 

The researcher for conducting this research has chosen 

Simple convenience sampling. This can also be referred to 

as a process of sampling which implies the non-probability 

method of sampling where all the units are chosen for 

inclusion in the sample size as it can be considered one of the 

easiest processes of sampling that the research can make 

access. This is also related to geographical proximity, the can 

writer access that any given point in time and the intention to 

participate in the entire process of research [23]. Here a small 

sample is chosen who can be interviewed with the help of 

open and questions so that the researcher can get an idea of 

what the interviewee thinks about the problem statement. 

Inclusion and Exclusion 

Table 1: Inclusion and exclusion criteria 

Inclusion criteria Exclusion criteria 

● The criteria of inclusion 

are concerned with all the 

key attributes of the target 

sample that the researcher 

usually makes use to answer 

the problem statement and 

the Research question [22]. 

● It typically includes 

certain criteria which are 

clinical geography and 

demographic 

characteristics. 

● The criteria of exclusion 

involve various attributes 

or characteristics that are 

usually used for the 

recruitment of the 

population who are 

ineligible for the 

completion of the study.  

● These attributes usually 

confound the entire 

parameter of outcomes. 

Thematic analysis is concerned with one of the major 

forms of analysis in the qualitative Data Collection method. It 

puts more emphasis on the recognition, analysis and 

interpretation of various patterns that have proper meaning 

within the qualitative facts. Thematic analysis is a technique 

for analysing qualitative facts that entail the assessment 

across a large amount of data [23]. Moreover, it is one such 

method that helps in the destruction of the data and also 

involves interpretation of the chosen facts with the process of 

selecting certain quotes and by development and formulation 

of the things based on the research objectives [13]. This helps 

in understanding all the research objectives in an enhanced 

manner with the help of which the problem statement can be 

easily answered. 

Ethical consideration refers to certain ethical norms that 

the researcher needs to follow while conducting the entire 

research. The secondary data collection method is followed 

here by the researcher. Significantly, the researcher master 

provided proper citations to all the data that has been taken 

from other books and records. Without providing proper 

citations to all those records it can lead to plagiarism and the 

researcher can face legal lawsuits. It may also lead to 

academic integrity issues and hence the resources can be 

debarred from the university as well [13]. It is significant to 

note that is not even allowed to use any abusive language or 

jargon while taking interviews with the research participants.  

RESULTS AND DISCUSSION 

Customer relationship management (CRM) enhances the 

overall experiences of consumers and helps to maintain 

straightforward interconnections efficiently, starting from 

sales, customer service, and marketing. Appropriate 

customer relationship management helps to improve 

customer loyalty, profitability, and especially the 

productivity of E-commerce businesses. Customer 

relationship management is a kind of technology utilized to 

assess and maintain the interrelationship of organizations 

with their customer segment [11]. 
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Figure 1: U.S. customer relationship management market. 

(Source: grandviewresearch, 2023) 

Compared to 2019, the business growth of e-commerce 

rose by 14% in 2025. By 2025, the size of the U.S. customer 

relationship management market is projected to be $64.2 

billion. It is projected to grow at a compound annual growth 

rate of 14% during the forecast period. By 2025, it is expected 

that the global market for customer relationship management 

(CRM) software would reach a value of 49.6 billion US 

dollars [17]. The rise in revenue was estimated to reach close 

to 4 billion dollars in 2020, with a compound annual growth 

rate of 1.7%. It was noted that 16% of American companies 

accepted their organization’s distribution of realistic 

customer interlinks across touching points and tools as 

efficient, displaying that companies must utilise the 

appropriate CRM technology [11]. Managing 

customer-centric decisions and activities across the 

operations of the business is the key factor for the enhanced 

investment of the companies in actual-time consumer 

analytics in the U.S. It has been predicted that between 2023 

and 2028 the statistic of businesses following a CRM system 

for enhancing E-commerce business will step by step 

increase by 12% [5]. It has been observed that the 

implementation of CRM software has increased the 

conversion rates of sales in E-commerce businesses by nearly 

300% [17]. Using CRM has a significant effect on customer 

retention and 47% of CRM users have also experienced 

increased customer satisfaction and customer retention. A 

few surveys have found that 64.2% of companies using CRM 

have increased the financial growth of their E-commerce 

businesses worldwide [21]. 

 
Figure 2: Growth of E-commerce business due to 

implementation of CRM 

(Source: statista, 2023) 

Asia, China, Europe, and North America have all seen 

huge increases in the selling of e-commerce products, and 

this trend will continue until 2025. The world's largest 

e-commerce market has now been formed in China, where in 

2022 1.4 trillion dollars will have been spent on e-commerce. 

This is not the only instance; other industry studies have 

forecasted that this market would soon surpass this number 

due to its exponential growth. The Chinese e-commerce 
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market is predicted to grow by 15% by 2025 and will 

continue to dominate the global market [16]. The 

E-commerce market is projected to grow between 47% and 

50% over the given timeframe, which is less than the global 

average. This huge growth of the business is due to the 

adoption of CRM technology in the last few years.  

Table 2: Customer relationship management of the e-commerce platform 

Marketing Sales Customer service 

● Customer segment  

● Campaign development  

● Campaign execution  

● Project management  

● Lean management  

● Account management  

● Pipeline management  

● Cross-selling and upselling  

● Activity management  

● Service tracking  

● SLA agreements  

● Account inquiries 

● Request Management  

 

In 2019, it was calculated that an average of 27 

organizations out of a hundred utilize a customer relationship 

management (CRM) software process. It was recorded that 

among 53 organizations in France that belonged to the 

communication and information sector, only 10% of the 

organizations that belonged to the construction business 

utilized a CRM system in 2019. The revenue margins from 

the general software market and business software market in 

France increased steadily from 2006 to 2021 and it is 

expected that the increase will continue if the proper 

implementation can be done in business strategies of 

e-commerce platforms. In 2019, the usage of customer 

relationship management increased from 56% to 74%, and 

49% of E-commerce businesses planned to implement CRM 

practices [14]. CRM helps to improve personalized 

experiences for consumers and it has been estimated that 

approximately 80% of consumers used to do E-commerce 

shopping from brands that provide customized shopping 

experiences and nearly 71% of consumers do not like to 

purchase through E-commerce business websites when the 

brand does not provide personalized experiences [15]. 

 
Figure 3: North America CRM market size, 2017-2028. 

(Source: crm, 2023) 

Customer satisfaction in the E-commerce industry is a key 

factor that can change the forecast at any time as uncertainty 

will always exist in the business market. According to 

various surveys, the overall growth of the CRM industry will 

reach 12% in 2028 and the revenue margin will touch 129 

billion dollars. According to statistics, the revenue margins of 

CRM companies will increase from a little under 14 billion 

dollars in 2010 to about 69 billion dollars in 2020. In other 

words, the net rise in E-commerce sales was almost 55 billion 

US dollars, and as a result, the net compound annual growth 

rate was calculated to be 393% [24]. These figures can 

provide an idea about the financial growth of an E-commerce 

business due to the adoption of CRM technology as a 

business strategy. The CRM software market has been 

predicted to expand by 49.6 billion U.S. dollars by 2025 [12]. 

The Forrester study has published that out of 10 companies, 4 

organizations have reached an increase in revenue of nearly 

11 to 20% after applying CRM technology in their 

E-commerce business strategies. Several surveys have 

revealed that business that has adopted CRM technology 

recently have experienced a growth rate of 29% increase in 

sales and sales productivity has increased by 34% while the 

sales prediction correctness rate increased by 42% [1] 

 
Figure 4: The financial growth of E-commerce businesses 

worldwide due to the Implementation of CRM. 

(Source: Saputra, 2019) 

The implementation of CRM technology has increased the 

financial growth rate of the E-commerce business and the 

cash flow from E-commerce sales was 780 U.S. dollars in 

2016 which has increased to reach 16, 475 U.S. dollars by the 

end of 2022, definitely execution of CRM technology has a 

significant impact on the E-commerce business growth. The 

revenues produced in China comprise the major portion of 
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the Asian market. However, other markets such as Europe 

and North America are growing very fast in terms of revenue 

generation. It has been predicted that the E-commerce 

business growth will expand by 52% within the next three 

years in The U.S. and Europe due to the adoption of CRM in 

the E-commerce business [14]. 

CONCLUSION 

From the above discussion, it can be concluded that the 

impact of customer relationship management on e-commerce 

platforms is interlinked with each other. E-commerce 

business is only dependent on the customers that are why it is 

certain to have a relationship between the online customers 

and the business representatives. In that case, the strategies 

can also be affected due to customer relationship 

management. In the study, the literature review may take 

place on the concept of virtual reality. Certainly, customers 

think that digital marketing influence is more effective for 

online purchasing. Although materials and methods which 

can be involved towards the strategies of customer relations 

depict the fact customer transaction and other online 

information securities and how the companies can control the 

issues to give improve the purchasing experiences of the 

customers. As a result, E-commerce platforms rescued 

unfavourable conceptions and argued the situation by using 

customer relationship management. In the context of the 

E-commerce platform customers have more expectations 

than in the offline markets, so the companies need to satisfy 

them to enhance their business. Moreover, customer 

satisfaction gets impacted because of the relationship 

management-related strategies. According to the experts, 

online purchasing is more impactful, and if the customers are 

satisfied it will be not difficult to survive in E-commerce 

platforms.   
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