World Academy of Science, Engineering and Technology
International Journal of Computer and Information Engineering
Vol:8, No:6, 2014

Application of Customer Relationship Management
Systems in Business: Challenges and Opportunities
K. Liagkouras, K. Metaxiotis

Abstract—Customer relationship management (CRM) systems in

Open Science Index, Computer and Information Engineering Vol:8, No:6, 2014 waset.org/Publication/9998370

business are a reality of the contemporary business world for the last
decade or so. Still, there are grey areas regarding the successful
implementation and operation of CRM systems in business. This
paper, through the systematic study of the CRM implementation
paradigm, attempts to identify the most important challenges and
opportunities that the CRM systems face in a rapidly changing
business world.
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I. INTRODUCTION

VER the last decade Customer Relationship Management
(CRM) has attracted considerable attention from both
academics and practitioners and billions of dollars have been
spent for the deployment of CRM systems by businesses
hoping to obtain a better understanding of the customers’
behaviour that will assist them to build long term relationships
with customers and boost their profitability and yet has not
been determined a commonly accepted definition that will
reflect CRM’s main attributes. Below, based on a literature
study we will attempt to identify the most important attributes
of a CRM system and the interrelation between them.
Exploring CRM main features will help us to expand our
understanding of this important research field and to create a
cohesive body of knowledge.
Additionally, we will highlight the main benefits for a
company from the implementation of a CRM system, but also
the potential problems during the implementation process and
the operational phase. According to a number of independent
studies [37], [48], [7] the success rate of CRM system
implementation is alarmingly low, and combined with high
implementation costs make the acquisition of a CRM system a
highly risky business. Our intention is to lift this shadow from
CRM systems that makes reluctant many companies to proceed
to the implementation of such systems, although their
undeniable benefits at theoretical level, by shedding light on the
most common causes of failure during and implementation and
operational stage. On top of everything else based on the
literature study we identify the most important success factors
during the preparation, implementation and operational stage of
a CRM system. Finally, we will provide a section dedicated to
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the future trends and opportunities in CRM research field and
practice.
II. WHAT IS CRM?
When people refer to CRM most of the times they think of a
system that includes technological aspects associated with
marketing, customer service and sales. In other words, CRM
provides the appropriate channels for the effective
communication between businesses and customers. However,
although there is a general agreement about its basic
components, different authors put emphasis on different aspects
of CRM systems. For instance, some suggest that it is a
specialized collection of technological tools [2], [5], [6], [8],
[10], [34], [47], others stress the organizational aspects [1], [5],
[23], [29] of the system and finally others insist that it is
nothing more than a tool for boosting company’s sales and
clientele [48].
The ambiguity surrounding CRM’s nature is also permeated
in academic literature [48]. For that purpose we believe that it is
the right time to conduct a comprehensive literature study that
will capture the dominant trends in CRM research field.
Identifying CRM’s main attributes, as perceived by the authors
in the field, can help us to create a cohesive body of knowledge
in the field.
For that reason we used two electronic bibliographic
databases (ScienceDirect - Elsevier and Springer) and the
Google search engine as well. We search for the keywords
CRM or Customer relationship management for the period of
time from 2000 to 2013 within titles, abstracts or keywords. In
order to exclude editorial comments or book reviews the length
of papers had to be at least four pages. From this search we
ended up with a total pool of 170 journal and conference
papers.
The literature study revealed that different authors put
emphasis on different aspects of a CRM system. For example,
some suggest that it is a tool of marketing [16], [22], [27], [32],
[33], [36], [39], [40], [44], [48] for building strong and long
term relations with customers, by providing appropriate
products and services to meet customers’ requirements [47].
Others suggest that a CRM system is a combination of software
and hardware solutions to meet businesses requirements.
Actually, a number of scholars have identified this belief as an
important cause of CRM systems failure [6], [14], [24].
Although the technological aspects of a CRM system are
important and definitely made possible the advent of
relationship management [25], CRM is much more than a
technological tool for customer retention and profit
maximization. Below, we present the main features of a CRM
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system by analyzing the definitions provided in 170 journal and
conference papers.
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TABLE I
CRM MAIN FEATURES
Percentage
CRM main features
1. Better communication
43%
2. Customer acquisition
69%
3. Customer retention
90%
4. Customer loyalty
95%
5. Customer profitability
95%
6. Processes
16%
7. People
22%
8. Provide customized goods and services
75%
9. Maximize customers’ lifetime value
90%
10. Marketing effectiveness
69%
11. Responsiveness to market trends
37%
12. Predict future customer needs
58%
13. Integration of relationship technology with loyalty schemes
27%
14. An analytical tool
43%
15. Operations
27%
16. Effective use of information & communication technology
43%
17. Software Application
37%
18. Information Systems strategy
32%
19. Provide consistent service through all customer interaction
53%
20. Increased brand loyalty
64%
21. Efficient and effective customer-focused strategies
48%
22. Knowledge base
22%
23. Data warehousing
32%
24. Data mining
37%
25. Integrated selling, marketing and service strategy
70%
26. Customer-centric IT strategy
32%
27. Decision Support Systems
16%
28. Web-based customer interaction
27%
29. Cost reduction
37%
30. Identifying customer’s consumption pattern
32%

From Table I above we draw a number of conclusions about
how the scholars of the CRM systems literature perceive what
consists indisposable part of such a system. For start, we notice
that the focus lies on customer related issues, like customer
retention, loyalty and lifetime value. Thus, first and foremost a
CRM system focuses on the retention of the existing customers
and the maximization of customer profitability by providing
customized products and services. Our findings are in line with
the well known perception that it is easier and more profitable
to keep an existing customer compared to finding a new one. A
study suggests that attracting new customers costs five times as
much as keeping or managing existing ones [41].
Additionally, the table includes a wide range of tools for
extracting useful information from customers’ data like
analytical tools, data warehousing, data mining, decision
support systems [8], [20], [21], [30], [31]. All these tools, help
in the process of gathering and processing a huge amount of
data and information about customers that will be used for
effective communication and delivery of customized products
and services [9], [12], [18].
III. CRM RESEARCH FOCUS
As we mentioned earlier, the purpose of our study is to
provide an insight into the current state of research in CRM
systems in business and to identify potential areas of concern
with regard to the implementation of such systems in business.
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From our literature study became clear that the majority of the
scholars in the field are focusing their attention and research
efforts to a number of CRM related research issues, as they
appeared in Fig. 1.

Critical success
factors in CRM
implementation
20%

Causes of
failure of CRM
systems
22%

CRM main
features
8%
Benefits from
CRM usage
15%

Problems
related with
CRM systems
implementation
and operation
35%

Fig. 1 CRM research focus

We already presented, in Section II, the main features of
CRM systems, as these are perceived by the scholars in the
field. In the following pages, we will attempt to address the
remaining research questions.
IV. FINDINGS ABOUT CRM SYSTEMS IN BUSINESS
A. Benefits from CRM Usage
In the previous pages we presented the most important
features of a CRM system according to the findings of the
literature review study that was conducted in 170 journal and
conference papers. In this section, we present a number of
benefits by the use of CRM in an organization, as these have
emerged from our literature study.
TABLE II
ADVANTAGES OF USING CRM
Advantages of using CRM
1. Reduced marketing and sales cost
2. Identifies customer’s consumption pattern
3. Increased customers loyalty to the organization
4. Attracting customers easier
5. Understanding customers needs
6. Increased customer satisfaction
7. Declined customer acquisition costs
8. Customized products and services
9. Individualized marketing strategies
10. Assists in gathering intelligence
11. Reduced cost to serve
12. Improved pricing
13. Increased revenue, profitability
14. Supports product development through database analysis

Percentage
75%
57%
94%
75%
75%
82%
69%
82%
75%
88%
69%
44%
82%
38%

From Table II above becomes clear that CRM systems’ main
benefit as it is perceived by the scholars in the field, is the focus
on managing the relationship between the business and its
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current customers [13] and creating opportunities for
expanding its customer base. Therefore, if we want to explain
the findings on the table above we would say that a CRM
system gathers valuable customer information that is being
used for providing individualized marketing strategies for more
efficient pricing policy and customized products and services
that will increase customer satisfaction and loyalty to the
organization [39], [43], [46]. At the same time CRM systems
implementation means lower cost for marketing and sales
activities. The cost saving in turn boosts company’s
profitability. Finally, from the analysis of customers’ data can
be extracted valuable information that is being used for the
development of new products and services.
B. Problems Related with CRM Systems Implementation and
Operation
Below, Table III provides a list with the most important
problems of CRM systems during the implementation and
operation phase as they emerged from our literature study.
Number one problem appears to be the low success rate in
CRM implementation. Despite CRM systems are becoming
increasingly popular, some studies suggest that the success rate
of CRM implementation is low [37], [14]. Furthermore,
according to a number of studies [37], [48], [7] an important
number of companies have become increasingly displeased
with CRM implementation.
TABLE III
PROBLEMS RELATED WITH CRM SYSTEMS
Problems related with CRM systems
1. The success rate of CRM implementation is low
2. CRM is often implemented with a focus on software
3. Some CRM systems do not integrate culture, process,
people and technology within and across the organization
4. Unsatisfactory levels of improvement
5. Loyal customers are not necessarily lucrative

Percentage
89%
59%
59%
65%
42%

The literature study identified as another problem related
with CRM the perception that it consists only a technological
tool isolated from the culture, people and processes [6], [23],
[28] within the organization. Actually, CRM should be looked
as a set of business activities supported by technology, people
and processes that is designed to increase company’s
profitability by improving customer relationships.
Unsatisfactory level of business improvement in terms of
customer satisfaction and profitability consists of another
problematic area in CRM systems implementation. Many times
this is the result of underestimation of the cost of
implementation of such a system.
Finally, there is a share of scholars who believe that loyal
customers are not necessarily lucrative [35]. They suggest that
CRM’s focus in customer retention is wrong. The proponents
of this school of thought insist that should be reassessed the
business worthiness of each customer.
Despite the undeniable benefits of CRM systems at
theoretical level, applicable results is what the business world
asks. The Shortcomings, in CRM systems implementation
should be identified and appropriate action to amend them
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should be taken if we want to fully benefit from the CRM
capabilities. In the next section we will attempt to identify the
most common causes of failure in CRM systems
implementation.
C. Causes of Failure of CRM Systems
This section attempts to identify the causes behind the low
success rate in CRM implementation which according to some
studies is even below 30% [37]. According to a number of
authors [22], [37], [44] the main cause of failure in CRM
systems implementation is because CRM is not integrated into
the firm’s overall strategy.
TABLE IV
CAUSES OF FAILURE OF CRM SYSTEMS
Causes of failure of CRM systems
1. CRM is not integrated into the firm’s overall strategy
2. Considering CRM as an exclusively technological tool and not
assuming the various organizational & cultural changes it entails
3. Customer data is not accurate and complete
4. Underestimating cost of CRM implementation
5. Companies lack clear business objectives
6. Companies underestimate the complexity of CRM
7. Little understanding of CRM

Percentage
69%
79%
69%
58%
53%
48%
37%

The most common cause of failure in CRM implementation
as Table IV above suggests, is considering CRM as an
exclusively technological tool and not assuming the necessary
organizational and cultural changes it entails [3], [4], [48].
Another cause of potential failure can be inaccurate or
incomplete customer data [42] that can lead to poor decision
making. Underestimation of CRM implementation cost can be
a serious problem for a business and a cause of failure for a
CRM system implementation. Finally, potential cause of failure
in CRM implementation can be the lack by the company of
clear business objectives or underestimation of the complexity
of CRM or limited understanding of CRM.
D. Critical Success Factors in CRM Implementation
In this section, we provide Table V with the critical success
factors (CSF) in CRM implementation as they emerged from
our literature study. Top management support appears to be the
number one CSF [20], [29], [38]. Indeed, no project can
progress without the utmost/complete support from a dedicated
management team that will supervise and coordinate all aspects
of a CRM system’s project implementation [47] and will lead
the organizational changes required. A CRM system facilitate
the relationship of a company with its customers by providing
multiple channels of communication, but it is up to the
management team to establish a business strategy that will put
customer satisfaction as the ultimate objective. Organizational
changes may be needed along the way during the integration of
a CRM system to the business and revision in company’s
processes may be necessary too [13], [19], [22], [26].
Management support is a prerequisite for implementing these
organizational changes [8], [11], [12], [24].
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TABLE V
CRITICAL SUCCESS FACTORS IN CRM IMPLEMENTATION
Percentage
Critical success factors in CRM implementation
1. Top management support
84%
2. Project team competence
78%
3. Project management
78%
4. Vendor support
78%
5. Package selection
67%
6. Creation of a multidisciplinary team
56%
7. Staff commitment
73%
8. Information systems integration
56%

Top management commitment alone is not adequate
condition for the successful implementation of a CRM system,
middle management and company’s employees must embrace
the same values for achieving the required organization
changes [37], [41], [42], [45]. Finally, through information
systems integration we avoid data entry duplications and we
achieve better interoperability of the company’s various
systems, with significant cost saving effect for the organization
[18].
The project management of a CRM implementation is
another important success factor. The detailed planning and
organization of a CRM project will reveal potential problematic
areas during and implementation process and will identify
possible solutions to those problems [15], [17]. Obviously, a
competent project management team is a prerequisite in order
the company to succeed to fulfill all the project objectives
within the time and budget constraints.
CRM package selection and vendor support are highly
ranked in the CSFs list for CRM implementation. Well
determined objectives set by the strategic management team
make easier the selection of the right CRM package that
satisfies company’s needs. Also a proven track record in
successful CRM systems implementation and after sales
support should be taken into account when choosing CRM
system vendor.
V. CONCLUSIONS
The purpose of this report is to provide an insight into the
current state of research in Customer Relationship Management
in Business. To serve this purpose we analysed 170 journal and
conference papers according to a number of parameters. We
started by identifying CRM’s main attributes, as perceived by
the authors in the field. Exploring CRM main features will help
us to capture the dominant trends in CRM research field and to
create a cohesive body of knowledge. Next, we found out that
CRM systems’ main benefit as it is perceived by the scholars of
the relative literature is the focus on managing the relationship
between the business and its current customers and creating
opportunities for expanding its customer base.
We also found that the number one problem appears to be the
low success rate in CRM implementation. Moreover, some
studies suggest that an important number of companies have
become increasingly displeased with CRM implementation. As
another problem related with CRM is the perception that it
consists only a technological tool isolated from the culture,
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people and processes within the organization. Unsatisfactory
level of business improvement in terms of customer satisfaction
and profitability consists of another problematic area in CRM
systems implementation. On top of everything else, there is a
share of scholars who believe that loyal customers are not
necessarily lucrative. The proponents of this school of thought
insist that should be reassessed the business worthiness of each
customer.
Then, we attempted to identify the causes behind the low
success rate in CRM implementation which according to some
studies is even below 30% [37]. According to a number of
authors the main cause of failure in CRM systems
implementation is because CRM is not integrated into the
firm’s overall strategy. CRM is considered as an exclusively
technological tool and not assuming the necessary
organizational and cultural changes it entails. Another cause of
potential failure can be inaccurate or incomplete customer data
that can lead to poor decision making. Lack by the company of
clear business objectives or underestimation of the complexity
of CRM or limited understanding of CRM can also be causes of
failure in CRM implementation.
Despite the undeniable benefits of CRM systems at
theoretical level, applicable results is what the business world
asks. A first step towards this direction would be the
amendment of the various implementation and operational
problems, connected with CRM projects, as they were
identified by our literature study. Another step would be the
adoption of the critical success factors (CSF) in CRM
implementation as they emerged from our literature study. In
particular, top management support, is the number one CSF,
followed by project management, package selection and vendor
support. Also, middle management and employees must
embrace the same values as top management for the successful
implementation and operation of a CRM system.
VI. FUTURE RESEARCH
The study provides useful findings and insights about the
current state of CRM research field and practice. However, we
should keep in mind that the implementation and operation of
CRM systems is a dynamic process. We have covered CRM
research and practice for over the last decade and up till now.
Future research should focus on the analysis of the subject in
various industries sectors like hospitality, financial, food,
automotive, etc. Such a research will allow us to identify
whether or not the problems and challenges in CRM
implementation are cross sectional or there are special
characteristics in each sector.
We also believe that it will be valuable an empirical research
that will be conducted in businesses that operate CRM systems,
in order to validate the results from the literature study.
Business world perspective on the subject is of utmost
importance as CRM systems have a predominantly practical
nature and will allow us to extract valuable conclusions.
Finally, it would be interesting to conduct a study about the
implementation of CRM systems in central and local
government [21], [31]. Such a study would answer questions
like: public sector CRM systems face the same challenges like
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the private sector systems? How CRM systems can be utilized
in order citizens to enjoy the highest quality of public services?
REFERENCES
[1]
[2]
[3]
[4]
[5]

Open Science Index, Computer and Information Engineering Vol:8, No:6, 2014 waset.org/Publication/9998370

[6]
[7]
[8]
[9]
[10]
[11]
[12]
[13]

[14]
[15]
[16]
[17]

[18]
[19]
[20]
[21]
[22]
[23]
[24]

Alshawi S., Missi F., & Irani Z. (2011). Organisational, technical and data
quality factors in CRM adoption - SMEs perspective. Industrial
Marketing Management 40, 376–383.
Bang, J. & Kim, M.S. (2013). CRM Fit and Relationship Quality in Hotel
Industry. International Journal of Smart Home, 7 (6), pp.11-22.
Beldi A., Cheffi W., & Dey P.K. (2010). Managing customer relationship
management projects: The case of a large French telecommunications
company. International Journal of Project Management 28, 339–351.
Bull, C. (2010). Customer Relationship Management (CRM) systems,
intermediation and disintermediation: The case of INSG. International
Journal of Information Management 30, 94–97.
Chang, W., Park, J.E., & Chaiy, S. (2010). How does CRM technology
transform into organizational performance? A mediating role of
marketing capability. Journal of Business Research 63, 849–855.
Chen, I.J., & Popovich, K. (2003). Understanding customer relationship
management (CRM): People processes and technology. Business Process
Management Journal, 9 (5), 672–688.
CSO Insights (2006). Sales performance optimization — 2006 survey
results and analysis. Boulder.
Daghfous, A. (2007). Absorptive capacity and innovative enterprise
systems: a two-level framework. International Journal of Innovation and
Learning 4 (1), 60–73.
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, 588–595.
Dong S. (2012). Decision execution mechanisms of IT governance: The
CRM case. International Journal of Information Management 32, 147–
157.
Dyche, J., (2001). The CRM Handbook: A Business Guide to Customer
Relationship Management, first ed. Addison-Wesley.
Even, A., Shankaranarayanan, G., & Berger P.D. (2010). Evaluating a
model for cost-effective data quality management in a real-world CRM
setting. Decision Support Systems 50, 152–163.
Gebert, H., Geib, M., Kolbe, L., & Riempp, G. (2002). Towards customer
knowledge management: Integrating customer relationship management
and knowledge management concepts. The second International
Conference on Electronic Business, Taipei, Taiwan, 10-13, December,
pp. 262–272.
Giga Information Group, Inc., (2001). Seven out of ten CRM projects fail.
Computing 16, p. 27.
Greenberg, P. (2001). CRM at the speed of light. Berkeley: McGraw-Hill.
Hart, S., Hogg, G., & Banerjee, M. (2004). Does the level of experience
have an effect on CRM programs? Exploratory research findings,
Industrial Marketing Management 33, 549– 560.
Hendricks, K.B., Singhal, V.R., & Stratman, J.K. (2007). The impact of
enterprise systems on corporate performance: A study of ERP, SCM, and
CRM system implementations. Journal of Operations Management 25,
65–82.
Joo Y.G., & Sohn S.Y. (2008). Structural equation model for effective
CRM of digital content industry. Expert Systems with Applications 34,
63–71.
Karakostas, B., Kardaras, D., & Papathanassiou, E. (2005). The state of
CRM adoption by the financial services in the UK: an empirical
investigation. Information & Management 42, 853–863.
Kim, Y. (2006). Toward a successful CRM: variable selection, sampling,
and ensemble. Decision Support Systems 41, 542– 553.
King, S.F. (2007). Citizens as customers: Exploring the future of CRM in
UK local government. Government Information Quarterly 24, 47–63.
King, S.F., & Burgess, T.F. (2008). Understanding success and failure in
customer relationship management, Industrial Marketing Management
37, 421–431.
Ko, E., Kim, S. H., Kim, M., & Woo J. Y. (2008) Organizational
characteristics and the CRM adoption process. Journal of Business
Research 61, 65–74.
Kotorov, R. (2003). Customer relationship management: Strategic lessons
and future directions. Business Process Management Journal, 9(5), 566–
571.

International Scholarly and Scientific Research & Innovation 8(6) 2014

[25] Massey, A. P., Montoya-Weiss, M. M., & Holcom, K. (2001).
Re-engineering the customer relationship: Leveraging knowledge assets
at IBM. Decision Support Systems, 32(2), 155– 170.
[26] Mendoza, L.E., Marius, A., Pirez, M., & Grimαn, A.C. (2007). Critical
success factors for a customer relationship management Strategy,
Information and Software Technology 49, 913–945.
[27] Meyer M. & Kolbe L. M. (2005). Integration of customer relationship
management: status quo and implications for research and practice.
Journal of Strategic Marketing, Volume 13, Issue, 175 – 198.
[28] Minami, C., & Dawson, J. (2008). The CRM process in retail and service
sector firms in Japan: Loyalty development and financial return. Journal
of Retailing and Consumer Services 15, 375–385.
[29] Moreno A.G., & Melindez A.P. (2011). Analyzing the impact of
knowledge management on CRM success: The mediating effects of
organizational factors. International Journal of Information Management
31, 437– 444.
[30] 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, 579–584.
[31] Pan, S.L., Tan, C.W., & Lim, E.T.K. (2006). Customer relationship
management (CRM) in e-government: a relational perspective. Decision
Support Systems 42, 237– 250.
[32] Payne, Adrian & Pennie Frow. (2005). A Strategic Framework for
Customer Relationship Management. Journal of Marketing, Vol. 69,
167-176.
[33] Raji, S., & Moorman, C. (2005). Strategic Firm Commitments and
Rewards for Customer Relationship Management in Online Retailing.
Journal of Marketing, 69 (October),193-200.
[34] Reddick, C.G (2011). Customer Relationship Management (CRM)
technology and organizational change: Evidence for the bureaucratic and
e-Government paradigms. Government Information Quarterly 28,
346–353.
[35] Reinartz, W., Kumar, V., (2003). The impact of customer relationship
characteristics on profitable lifetime duration. Journal of Marketing 67 (1)
77–99.
[36] Richards K.A., & Jones E. (2008). Customer relationship management:
Finding value drivers. Industrial Marketing Management 37, 120–130.
[37] Rigby, D.K., Reichheld, F.F., & Schefter, P. (2002). Avoid the Four Perils
of CRM. Harvard Business Review, 80(2), 101–109.
[38] Roh, T . H. , Ahn, C . K . & Han, I . (2005). The priority factor model for
customer relationship management system success. Expert Systems with
Applications , Vol. 28 , No. 4, 641 – 654.
[39] Ryals, Lynette (2005). Making Customer Relationship Management
Work: The Measurement and Profitable Management of Customer
Relationships. Journal of Marketing, 69 (October), 252–261.
[40] Ryals. L, Payne. A, (2001). Customer relationship management in
financial services: Towards information-enabled relationship marketing.
Journal of Strategic Marketing, 9: 3-27.
[41] Seo, Y.H. (2001). A study on relationship orientation of customers in
Internet shopping mall: focus on relationship termination. Unpublished
Master's Thesis. Pusan National University.
[42] Shah, R.J., Murtaza, M.B., (2005). Effective customer relationship
management through web services. The Journal of Computer Information
Systems 46 (1), 98–109.
[43] Shim B., Choi K., & Suh Y. (2012). CRM strategies for a small-sized
online shopping mall based on association rules and sequential patterns.
Expert Systems with Applications 39, 7736–7742.
[44] Starkey, M. and Woodcock, N., (2002). CRM systems: Necessary, but
not sufficient. REAP the benefits of customer management. Journal of
Database Marketing 9, 267–275.
[45] Stringfellow, A., Winter, N., & Bowen, D. (2004). CRM: Profiting from
understanding customer needs. Business Horizons , Vol. 47 , No. 5,
September - October , 45 - 52 .
[46] Suresh, H. (2004). What is customer relationship management (CRM)?
Supply Chain Planet.
[47] Swift, R.S. (2001). Accelerating Customer Relationship: Using CRM and
Relationship Technology. Prentice Hall, New Jersey.
[48] Zablah, A.R., Bellenger, D.N., & Johnston, W.J. (2004). An evaluation of
divergent perspectives on customer relationship management: Towards a
common understanding of an emerging phenomenon, Industrial
Marketing Management 33 475– 489.

1646

ISNI:0000000091950263

World Academy of Science, Engineering and Technology
International Journal of Computer and Information Engineering
Vol:8, No:6, 2014

K. Liagkouras is a PhD Candidate at the Decision Support
Systems Laboratory, Department of Informatics, University of
Piraeus. He holds a BSc in Economics (Piraeus), a MPhil in
International Finance (Glasgow) and a MSc in Computer
Systems & Networking (London). His research interests
include application of artificial intelligence techniques in
finance and economics, operational research and decision sciences.

Open Science Index, Computer and Information Engineering Vol:8, No:6, 2014 waset.org/Publication/9998370

K. Metaxiotis is an Associate Professor at the Department of
Informatics, University of Piraeus. His research interests
include: Decision Support Systems, ERPs, Αrtificial
Ιntelligence, Expert Systems, Neural Networks, Genetic
Algorithms and Knowledge Management. He is a widely
recognised researcher, with more than 400 citations.

International Scholarly and Scientific Research & Innovation 8(6) 2014

1647

ISNI:0000000091950263

