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Abstract 
The purpose of this case study is to determine if there are any under- or 
overrepresented industries in CRM case studies. CRM stands for customer 
relationship management and can be applied as a system to help the sales manager in 
an industry to control the activities and their customers. CRM enable long-term 
relationships with customer and to retaining key customer. The top findings in this 
case study is that the hotel industry is by far the leader of CRM case studies and 
therefore the overrepresented industry. The underrepresented industries when it comes 
to amount of CRM case studies is the digital content industry, retailing industry, 
pharmaceutical industry and the telecommunication industry. The conclusion in this 
case study is that all the service industries are dependent on the CRM-systems and 
therefore a lot of case studies have been composed about the subject. Another 
conclusion is that that CRM-systems cannot be ignored by any industries since the 
economy is customer orientated. 
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Introduction 
In today’s society customer value, customer satisfaction and customer relationship is 
highly important for industries, not only to contain long-term relationships and to get 
recurrent customers, but also to retaining key customers. To be successful in this area 
and to maintain valuable customers many industries choose to implement different 
CRM-systems. CRM stands for customer relationship management and can be applied 
as a system to help the sales manager in an industry to control the activities and their 
customers. According to Verma & Verma (2013) CRM means constructing deals to 
customers founded on their demographic characteristics and past behavior. The 
system generates material about how customers generate profits and about customer 
profitability (Verma & Verma, 2013). Case studies are regularly presented in the 
CRM (customer relationship management) industries. Mainly because CRM is a 
crucial factor for success and necessary to differentiate the operation from 
competitors. To be able to be competitive the industries need to adjust themselves 
with the customers needs and that is quickly. Contact and relationships with the 
customer is highly important to remain competitiveness. The strategic process of 
CRM provides value for the retailers and customers but also exceptional profits 
(Alipour & Hallaj Mohammadi, 2011). According to Kumar (2012) CRM-using 



entails a lot of advantages. The advantages presented in the study is that CRM 
provides better customer service, discovers new customers, increases customer 
revenues, simplifies marketing and sales process, makes call centers more efficient, 
helps sales staff close deals faster and cross sell/Up sell products more effectively 
(Kumar, 2012). There are numerous motivations for implementation of CRM-systems 
and it has become an area of major importance. Despite this, lack of agreement 
remains about how CRM strategy should be established and what CRM really means. 
The system represents a massive investment with little measured return, which can 
lead to uncertainty about if the systems are worth applying (Cunha, Varajão & 
Santana, 2013).  
 
According to the super advisor of the website Community Data (2012) there are 
approximately 200 main industries identified. Since the information is four years old, 
further more industries are likely to be found today. This paper will investigate which 
industries are over and underrepresented in case studies. The paper will further more 
focus on a few cases that will be used in the determination of which industries are 
underrepresented respective overrepresented. To concretize the subject even more, the 
paper will be focused on case studies in industries where CRM is recurrent. Based on 
the above, the purpose of this case study is to determine if there are any under- or 
overrepresented industries in CRM case studies. 
 
Method  
The main question in this paper is to determine if there are any over- or 
underrepresented industries in case studies. Since the subject is widely presented and 
due to availability of theoretical data, this research focuses on the over- and 
underrepresented case studies of industries that uses CRM-systems.  Through this 
delimitation the analysis and the conclusions in this paper are more specific and 
therefore more credible. The delimitations facilitate to concretize the subject and 
further more narrow the extent of theoretical data.  It also gives a more accurate 
picture of the subject since there are over 200 different main industries to take in 
consideration. The subject will therefore be limited to the industries that only use 
CRM-systems and 20 case studies will be selected to solve the constructed statement. 
The 20 case studies have been carefully selected among a wider range of available 
case studies. This study will, as mentioned, investigate 20 case studies and their 
CRM-systems. Because of the limited industry cases the research is not entirely fair 
and therefore needs to be critical seen when it comes to the outcome and conclusion. 
Aside this, the theoretical data is the base of the analysis and therefore the conclusion. 
This study only applies theoretical data, furthermore this means no interviews will be 
performed and therefore no episode of empirical data will be written. To be able to 
collect relevant theoretical data, scientific articles and different case studies have 
been found. The majority of the articles and studies have been found on the database 
of University of Halmstad. In order to limit the result of data and to find pertinent 
information several keywords were used as named in the beginning of the paper. The 
most useful databases in this case study were “Web of science” and “Summon”, 
where the majority of the articles come from. In order to do more research within the 
subject of this paper, the named databases must be used to get the same result. 
Furthermore, definitions and basic facts have been found by research on the Internet, 
to complement the articles found on the databases. Blogs, websites, dictionaries and 
other sources have been used to find additional relevant data for this paper. 
 



Literature review  
Industry  
An industry can be defined in two different ways. Firstly it can be defined as any 
commercial company or general business activity that can separates from others, for 
example the entertainment industry. Secondly an industry can be defined as a 
productive company in a specific region, field and country or in a particular economic 
situation. One industry is regularly named after its main product, for example the 
medical industry. An industry can also get different classifications according to their 
statistical purpose such as SIC, Standard Industrial Classification (Business 
Dictionary, no date).  
 
Case Study 
A case study can be defined in several ways, according to Solberg Søilen and Huber 
(2006) there is no univocal definition of a case study, and therefore each specialist 
area has their own definition. Despite the different definitions some similarities can 
be discerned in every case study. A case study is a scientific method for knowledge 
where the author studies a specific case or occasion through a short description. The 
purpose of a case study is to come up to a decision about the problem or to reach a 
specific goal (Solberg Søilen & Huber, 2006:9). Another definition of case study, 
according to Bromley (1990), is “systematic inquiry into an event or a set of related 
events which aims to describe and explain the phenomenon of interest” (Bromley, 
1990:302). To explain this further Raging (1992) defined a case study as a “variable-
led” study where the author implements a deeper investigation about a few number of 
cases, instead of going through a higher number of cases. When going through a 
higher number of cases, the deepness that is requested in a case study is often 
missing, and the cases gets mote superficially read. When case study is defined the 
next question is “How to lead a good case study research?” As UNSW Australia is 
explaining there are four features, according to Kardos & Smith (1979), that a case 
study requires to be good research:  
“1. It is taken from real life (true identities may be concealed) 
2. It consists of many parts and each part usually ends with problems and points for 
discussion. There may not be a clear cut off point to the situation 
3. It includes sufficient information for the reader to treat problems and issues 
4. It is believable for the reader (the case contains the setting, personalities, sequence 
of events problems and conflicts)” (UNSW Australia, 2013) 
 
CRM; Customer relationship management  
CRM is the shortening of customer relationship management, and is easily explained 
by; customer care. The customer care is based on the quote “Take care of your 
customers and treat them as you yourself would like to be treated”. Industries will get 
recurrent customers in exchange and at the same time improve their chances of a 
long-term relationship and a good reputation through the word-of-mouth method. It is 
the customer that chooses the industries and not contrariwise, on this basis the 
customer care is extra important regardless of the active industry. The wide area that 
CRM covers includes everything from reporting to various analysis and sale fields. 
(Allt om CRM, 2016). CRM can be applied as a system to help the sales manager in 
an industry to control the activities and their customers. The CRM-system enable the 
manger to enter their opportunities, leads, meetings, budgets, activates and much 
more. The system was from the very beginning comparable with a contact book for 
the industry partners and customers, over time more industries discovered the value 



of customer care and monitoring. In present time the CRM-systems have evolved into 
incredibly advanced systems that can determine the most efficient method through 
analyzing and optimizing the insert data. The result of the CRM-system can show 
which customers that are recurrent and which is not, it can furthermore show the 
customers that requires the maximum budget etcetera (Varför CRM, 2013).  
 
Research findings; Industries and their CRM case studies 
Rahimi & Gunlu (2016) describes in their case study that CRM gradually has been 
more and more discussed in the hotel industry. CRM systems in the hotel industry 
enable the hotels to develop long-term relationships through identify the most 
profitable customers and to subsequently retain them. The case study is about 
implementing customer relationship management (CRM) in hotel industry from 
organizational culture perspective (Rahimi & Gunlu, 2016). According to 
Mohammad, Rashid & Tahir (2013) hotel industries focus a lot on implementing 
CRM-systems in their companies. Since CRM is measured as one of the best 
practices and strategies for hotels, the focus on developed the CRM systems in the 
hotel industry has increased. The case study also establishes that despite the extensive 
application of CRM-systems in the tourism industry, publications and investigations 
within the hospitality industry has been limited. In the case study a survey was made 
were 9 out of 164 hotel managers did not use CRM-systems   (Mohammad, Rashid & 
Tahir, 2013). In the hotel industry customer satisfaction and loyalty are two highly 
important factors to improve. Therefore to have a proficient CRM practice in the 
hotel industry is each hotel manager’s aim (Hussain, Rahman, & Hassan, 2012). 
Daghfous & Barkhi (2009) confirms in their case study that customer service is 
extremely essential, in the hotel industry, when it comes to have a differentiated 
product ensured to the competitors. According to Wu & Chen (2012), many 
industries have already introduced CRM into their work, but the hotel industry was 
quickest. The key to success in the hotel industry is to have a CRM system, and 
therefore the industry quickly implemented the systems (Wu & Chen 2012). 
According to Abu Kasim & Minai (2009) the competitive market in the hotel industry 
requires that the hotels implement CRM-systems. Through the implementation of the 
systems companies can differentiate their operation. The hotel industry is a under 
category of the hospitality industry. Overall in the hospitality industry the CRM 
potential is highly recognizable in the literature (Abu Kasim & Minai, 2009). Jain & 
Jain (2005) comes up with nine factors that are important to improve the 
effectiveness of CRM-systems in the hotel industry. It is proved that these nine 
factors are crucial to build an expressive band with the customers (Jain & Jain, 2005). 
 
Piskar & Faganel (2009) clarifies in their study that CRM are more relevant in the 
service industries. They also confirm that the tourist industry thrives on CRM 
practices and systems. The case study is about the banking industry and moderating 
effects of CRM performance. The banking industry is not convinced about the CRM-
system since the relationship inertia and switching costs is high (Piskar & Faganel, 
2009). Another case study written by Pandey (2012) also refers to CRM dimensions 
in the banking industry. Pandey consider that CRM-systems cannot be ignored by any 
industries since the economy is customer orientated. Particularly in the service 
industry because evidence of physical products and differentiations are impracticable 
(Pandey, 2012). According to Han-Yuh (2007) the banking industry is throughout all 
economy sectors the leading recipient of the CRM progress. Joo & Sohn (2008) 
explains in their case study that even though the digital content industry has expanded 



their business, the level of customers in the perspective of CRM has not extended to 
the estimated level. The CRM case studies accordingly need to improve in 
respectively kind of digital content industry. Furthermore Joo & Sohn (2008) assume 
that if marketing plans for CRM in the digital content industry can be more contents 
specific and efficient, the priority can be focused on the factors with the greatest 
influence (Joo & Sohn, 2008). According to Steel, Dubelaar & Ewing (2013) the 
industries focusing on CRM is the financial businesses, automotive industry, USA 
gas industry recruitment, higher education and the travel industry. In another 
exploration Steel, Dubelaar & Ewing (2013) did they concluded that industries such 
as travel, logistics, retailing, pharmaceuticals and healthcare covered a lot of the 
CRM conferences (Steel, Dubelaar & Ewing, 2013). In the financial services industry 
the CRM progression has increased during the past decade due to the tech bubble in 
1999-2000 (Griffin, Curtis & Barrere, 2009).  
 
According to Kenyon & Vakola (2003) numerous areas of the retail industry emerged 
to have neglected the benefits of CRM-systems. Efforts to implement the system have 
been made, but many of them were still neglected by the customers, employees and 
shareholders. The combined technologies providing CRM in the retail industries are 
far less advanced than in industries such as the banking and insurance industries. The 
retail industry is way behind other industries in this area, and the industry is not doing 
much about it (Kenyon & Vakola, 2003). According to the writers, Kenyon & Vakola 
(2003), the retail industry needs to catch up on the CRM implementation and 
development. Nowadays the expectations from customer are constantly rising, which 
have enforced the insurance industry to present new customer relationship 
management initiatives. In the insurance industry the profitability is dependent on to 
encounter the customers demand and on the services the industry offers. The main 
problem for the insurance industry is to retain their customers and therefore CRM 
initiatives is the basis in the insurance industry (Ciprian & Liviu, 2014). To serve 
customers better many corporations nowadays use CRM-systems and the healthcare 
industry is not an exception. CRM in the healthcare industry is highly essential not 
only for customer (patients) but also for healthcare providers.  The key aspect for 
healthcare providers to maintain corporate in a competitive atmosphere is to 
managing customer relationship (Almunawar & Anshari 2012). 
 
Both mobile and fixed companies in the telecommunication industry have invested a 
lot in CRM strategies and developing massive databases on their customers. The 
industry is characterized by intense competition between the companies, which has 
led to numerous implementations of CRM-systems. Companies in the 
telecommunication industry are therefore measured as the greatest in CRM practice 
(Jallat & Ancarani, 2008). More CRM-systems are developed in the medical devices 
industry. The main reason that CRM studies have increased in this industry is the 
facing of challenges from foreign products and services together with the foreign-
funded enterprises. The medical devices industries are constantly working on 
improving their efficiency and quality of CRM-systems (Zhang, Liu & Shi, 2014). 
According to Shin, Moon & Sohn (2009) the infrastructure industry is 
underrepresented in context of CRM-systems. The infrastructure industry has not 
extended to the estimated level of customers in the framework of CRM (Shin, Moon 
& Sohn, 2009). Pai & Tu (2011) writes in their case study that in the distribution 
service industry limited studies have been maid in the related literature of CRM. They 
discovered that no positive effects of using CRM-systems in the distribution service. 



They concluded that the due to lack of positive effects was that CRM only could 
handle problems considering operations and sales and not promotional matters or 
performance merit bonus (Pai & Tu 2011). 
 
CRM Case Studies categorized by industry  
CRM case studies are often performed in financial services and high tech industries. 
Since the two industries were the first to complete their CRM-system 
implementations, the volume of case studies is overrepresented. The industries have 
invested a lot in the CRM line of business, and are therefore the leaders of the 
quantity in CRM case studies. Though, the amount of case studies is high, it can be 
misleading. The high number of case studies can indicate that the industries only 
want to encourage their CRM accomplishments. If the industries ensure their 
partners, customers, competitors and industry coworkers that they take their 
customers seriously they can perceive as innovators of custom care and relationship. 
The industries that are underrepresented in CRM case studies are pharmaceuticals 
and telecommunications industries. Despite that the two industries are high investors 
of the CRM sector, there are few case studies composed about them. The 
telecommunications industries are underrepresented mainly because of cost cuttings 
and therefore less consideration was directed towards CRM. The pharmaceuticals 
industries on the other side paid much attention to another system called SFA, sales 
force automation, which left the CRM case studies unconcerned. The industries that 
evolve from underrepresented to become more represented are government and 
utilities industries. The government, especially, have expand to industry with 
voluminous CRM consultants. Even though the case studies in this area are tough to 
locate, the successful projects are increasing and therefore studies become more 
plenteous (Gartner, 2005).  
 
Analysis  
CRM-systems become more and more useful for industries to apply and use. The 
system provides many benefits and is in many occasions a prerequisite to success for 
the industry. Therefore, nowadays, it is essential to implement the systems and to 
develop a good relationship with the customer to evolve a long-term relationship. The 
hotel industry is a frequent user of implementing CRM-system. The topic CRM are 
highly discussed in the industry and is measured as one of the best practices and 
strategies for hotels. Daghfous & Barkhi (2009) and Abu Kasim & Minai (2009) 
describes the essential use of CRM-systems to differentiate from the competitors. The 
market in today’s society is characterized by high competitive, especially in the hotel 
industry. The industries can differentiate their operation in many ways. To earn 
customers and to retain their reliance, CRM-system is one of many ways to achieve 
this. Abu Kasim & Minai (2009) also confirms that the hotel industry is highly 
recognizable in the literature. The connection that case studies are more common 
among the hotel industry can therefore be deducted. The hotel industry is dependent 
on its customers and therefore CRM-systems are essential to build long-term 
relationships (Rahimi & Gunlu, 2016). In several case studies the CRM-systems in 
the hotel industry is described as a key to success. The description proves how 
extremely essential it is for hotels to embrace the CRM-systems. Furthermore the 
CRM implementation and investment can be observed as an axiom of the hotels since 
the system can be defined as a key to accomplishment. On this basis more CRM case 
studies in the hotel industry are composed. 
 



The opinions considering the use of CRM-systems in the banking industry is in some 
way mixed. According to Piskar & Faganel (2009) the banking industry is not 
convinced about CRM-systems while Pandey (2012) consider that CRM-systems 
cannot be ignored by organizations since the economy is customer orientated. Han-
Yuh (2007) describes the banking industry as leading recipient of the CRM progress 
in the economy sectors. The clarification to this may be that Han-Yuh is referring 
only to the economy sectors, while Piskar & Faganel are comparing with all CRM 
industry users. The digital content industry has not extended to the estimated level in 
CRM studies and one factor explaining this problem can be the technical expansion 
throughout the last decade. The digital content industries have to be in the forefront 
and have to adapt to the extremely rapid technological development. The importance 
of CRM-systems may therefore been overshadowed. Another industry that is way 
behind in the implementation of CRM-systems, and therefor in the representation of 
CRM case studies, is the retailing industry. The industry should be in the edge of 
CRM-studies and implementation, but has somehow ended up at the rear edge. The 
industry is the final link in the supply chain of goods from producer to consumer, and 
the customer relationship is therefore crucial and should be mesured in CRM-
systems.  
 
According to Gartner (2005) the overrepresented industries in case studies is the 
financial services industry and  high tech industries. The main reason is that the 
industries were first to implement the CRM-sytems and therefore more case studies 
has ben composed. The underrepresented industries is pharmaceuticals and 
telecommunication inudstries, depspite their investments in the CRM sector there are 
few case studies composed about them. According to Jallat & Ancarani (2008) the 
telecommunication is the greatest in CRM practice but it does not necessarily  mean 
that many case studies have been composed about it. The same applies in the 
pharmaceutical industry. Two other industries underrepresented in the CRM-systems 
and in quantity of case studies are the infrastructure industry and the distribution 
industry. The infrastructure industry has not extended to the estimated level of 
customers in the framework of CRM while the distribution industry on the other hand 
fails to accomplished positive effects of CRM. The infrastructure does not work with 
customers the way for example the hotel industry does, and for this reason the 
amount of CRM case studies in the industry can be very few. The infrastructures 
customer is in some way already covered, and investments in CRM are therefore less 
necessarily. The medical devices industry, the healthcare industry and the insurance 
industry are still evolving their CRM-systems and the implementations get more and 
more valuable for the industries and their future.   
 
Conclusion 
So what kinds of industries over- and underrepresented in CRM case studies? The 
hotel industry is by far the leader of implantation and development of CRM-systems, 
and therefore the industry is overrepresented in case studies. The case studies in this 
industry are very common and easy to find throughout the databases. I believe that 
the service industries such as the hotel industry are very common and overrepresented 
in case study because the customer directly affects the industries on a daily basis and 
their overall results. Because of this, the relationship to the customer is highly 
important and therefore also CRM case studies. On the other hand, the industries that 
are underrepresented in the amount of CRM case studies are the digital content 
industry, retailing industry, pharmaceutical industry and the telecommunication 



industry. I believe that these industries have other things more important for their 
success than CRM practice and implementation, and therefore few case studies about 
CRM have been made. As mentioned in both the theoretical data and in the analysis 
CRM-systems cannot be ignored by industries since the economy is customer 
orientated. I truly believe this is a correct statement, since the customer is extremely 
important for success in several industries. Everything relies on the customer, if the 
customer is not satisfied, the industry will not build a long-term relationship with the 
customer and therefore lose valuable connections and profits.  
 
Future research  
The subject was in some instances hard to find case studies about, but as mentioned 
there were industries more represented and others less represented. Therefore ideas to 
future research would be to investigate more about CRM in the underrepresented 
industries. Maybe the reason why the case studies are underrepresented in some 
industries can be defined, and contrariwise why the overrepresented industries are 
more common. Another idea to future research is to investigate the over- and 
underrepresented industries in general, and not by the use of CRM. Or in other ways 
investigate supplementary systems used to improve the customer relationship. 
Throughout the investigations differences and similarities could have been 
comparable with this case study about the CRM-system. In what way would 40 
selected case studies change the outcome? Or even 60 selected case studies? It would 
have been interesting to investigate how the results and conclusions would have 
changed when the amount of secondary sources of data increased. Would it still be ta 
same? Or would remarkable differences come up? Only future research can 
determine.  
 
References  
Alipour, M., & Hallaj Mohammadi, M. (2011). The effect of Customer Relationship 
Management (CRM) on achieving competitive advantage of manufacturing tractor. 
Global Journal of Management and Business Research, 11(5). 
 
Allt om CRM. (2016). Vad är CRM?. Downloaded: 2016-11-29. 
From: https://www.alltomcrm.se/vad-ar-crm/  
 
Becker, H. (1992). Cases, Causes, Conjunctures, Stories and Imagery, in Howard 
Becker & CC Ragin (eds.) What is a Case? Cambridge: Cambridge University Press. 
 
Bromley, P. D. (1990). Academic contributions to psychological counselling. 1. A 
philosophy of science for the study of individual cases. Counselling Psychology 
Quarterly, 3(3), 299-307. 
 
Business Dictionary. (No date). Definition industry. Downloaded: 2016-11-25.  
From: http://www.businessdictionary.com/definition/industry.html  
 
Cunha, M. M. C., Varajão, J., & Santana, D. (2013). Motivations and results for CRM 
adoption in large companies in Portugal. Information Resources Management 
Journal, 26(1), 25-36. 
 
Community Data. (2012). Complete List of Industries. Downloaded: 2016-11-30. 



From: https://community.data.com/t5/Ask-the-Experts/Complete-List-of-Industries/td-
p/100250 
 
Gartner. (2005). Gartner’s Top 54 CRM Case Studies, Sorted by Industry, for 2005.  
Downloaded: 2016-11-29. 
From: https://www.gartner.com/doc/481170gartners-top--crm-case  
Kumar, P. (2012). CRM:- A Study with special reference to Banking Industry in 
India. International Journal of Management, IT and Engineering, 2(9). 
 
Søilen, K. S., Huber, S., & Solberg Søilen, K. (2006). 20 svenska fallstudier för små 
och medelstora företag: pedagogik och vetenskaplig metod. Studentlitteratur,. 
 
Varför CRM. (2013). Vad är ett CRM system. Downloaded: 2016-11-29. 
From: http://varforcrm.se/vad-ar-ett-crm/ 
 
Verma, D. D. S., & Verma, D. (2013). Customer Relationship Management Practices 
In Selected Organized Retail Outlets: A Case Study of Indore City. International 
Journal of Science and Research, 2(4), 358-365. 
 
UNSV Australia. (2013). What is a case study?. Downloaded: 2016-11-28.   
From: https://student.unsw.edu.au/what-case-study   
 
The 20 selected case studies 
Abu Kasim, N. A., & Minai, B. (2009). Linking CRM strategy, customer performance 
measures and performance in the hotel industry. International Journal of Economics 
and Management, 3(2), 297-316. 
 
Almunawar, M. N., & Anshari, M. (2012). Improving customer service in healthcare 
with CRM 2.0. arXiv preprint arXiv:1204.3685. 

Ciprian, M., & Liviu, I. (2014). Customer relationship management in the insurance 
industry. Procedia Economics and Finance,15 (2014) 1138 – 1145. 

Daghfous, A., & Barkhi, R. (2009). The strategic management of information 
technology in UAE hotels: An exploratory study of TQM, SCM, and CRM 
implementations. Technovation, 29(9), 588-595. 

Griffin, T., Curtis, T., & Barrere, D. (2009). CRM in Russia and US-case study from 
American financial service industry. Journal of Technology Research, 1, 2. 
 
Han-Yuh, L. (2007). Development of a framework for customer relationship 
management (CRM) in the banking industry. International Journal of Management, 
24(1), 15. 
 
Hussain, F., Rahman, M. B. B. S., & Hassan, M. G. B. (2012). Exploring usefulness 
of CRM and IT in Malaysian hospitality industry: a qualitative approach. 
International Journal of Business and Management Science, 5(1), 65. 
 
Jain, R., & Jain, S. (2005). Towards relational exchange in services marketing: 
insights from hospitality industry. Journal of Services Research, 5(2), 139. 



 
Jallat, F., & Ancarani, F. (2008). Yield management, dynamic pricing and CRM in 
telecommunications. Journal of Services Marketing, 22(6), 465-478. 
 
Joo, Y. G., & Sohn, S. Y. (2008). Structural equation model for effective CRM of 
digital content industry. Expert Systems with Applications, 34(1), 63-71.
 
Kenyon, J., & Vakola, M. (2003). Customer relationship management: a viable 
strategy for the retail industry?. International Journal of Organization Theory and 
Behavior, 6(3), 329. 
 
Mohammad, A. A., Rashid, B., & Tahir, S. (2013). Assessing the influence of 
customer relationship management (CRM) dimensions on organization performance: 
an empirical study in the hotel industry. Journal of Hospitality and Tourism 
Technology, 4(3), 228-247. 
 
Pai, J. C., & Tu, F. M. (2011). The acceptance and use of customer relationship 
management (CRM) systems: An empirical study of distribution service industry in 
Taiwan. Expert Systems with Applications, 38(1), 579-584. 
 
Pandey, P. (2012). The Relationship Between CRM Dimensions and Customer 
Retention in Indian Banking Industry: An Empirical Study of Public and Private 
Sector Bank. Journal of Commerce and Accounting Research, 1(4), 51. 
 
Piskar, F., & Faganel, A. (2009). A successful CRM implementation project in a 
service company: case study. Organizacija, 42(5), 199-208. 
 
Rahimi, R., & Gunlu, E. (2016). Implementing customer relationship management 
(CRM) in hotel industry from organizational culture perspective: case of a chain hotel 
in the UK. International Journal of Contemporary Hospitality Management, 28(1), 
89-112.
 
Shin, S. Y., Moon, T. H., & Sohn, S. Y. (2009). Structural equation model for 
effective CRM of information infrastructure industry in Korea. Expert Systems with 
Applications, 36(2), 1695-1705. 
 
Steel, M., Dubelaar, C., & Ewing, M. T. (2013). Developing customised CRM 
projects: The role of industry norms, organisational context and customer expectations 
on CRM implementation. Industrial Marketing Management, 42(8), 1328-1344.
 
Wu, S. I., & Chen, J. H. (2012). Comparison between hotels and motels using CRM 
effect model–An empirical study in Taiwan. International Journal of Hospitality 
Management, 31(4), 1254-1263. 
 
Zhang, H. X., Liu, Y., & Shi, X. K. (2014). Framework Design on Customer 
Relationship System for Medical Devices Industry. In Applied Mechanics and 
Materials (Vol. 513, pp. 3143-3146). Trans Tech Publications. 
 
 
 


