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Abstract.  

Research background: Competitive pressure and high customer 

expectations lead to the use of new innovations for communication with 

customers. In many cases, this communication is based on CRM systems. 

CRM systems have great capabilities, but the current problem is evident in 

the difficulty of choosing the optimal CRM for small businesses due to 

doubts about unexpected needs (such as human sources, necessary hardware 

and software, finances and time). 

Purpose of the article: The aim of this paper is to support optimal customer 

contact through better CRM (Customer Relationship Management) 

implementation in a global society. The purpose of this article is to 

determine the necessary metrics (not just tough financial issues) to know the 

preferences for CRM with their weights. This information shows the 

possibilities of choosing the optimal CRM systems for business support to 

be improved in terms of automation and social media integration. 

Methods: The method solution is based on a review of the literature, 

specification of suitable metrics such as automation, cloud, free access, 

mobile access, segmentation, social media integration, and templates. The 

following data collection is the basis for a discussion on the possibilities of 

CRM implementation. 

Findings & Value added: The findings are based on the results of 

multidimensional decision making, which uses a comparison of selected 

criteria (such as the Fuller's triangle). The value added is visible in the 

recommendation on how to choose a CRM system for small business to 

share the necessary information between marketers and customers through 

social networks to build a brand. 
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1 Introduction 

People and the relationships between them have been formed naturally for each other since 

the beginning of humanity. Information technology (IT) now has amazing capabilities to 

connect people on a global scale. Modern society is very dynamic and information is shared 

in many forms though websites, blogs, discussing groups or specialized educational portals. 

Perhaps all fields use information technology to support the implemented activities. The same 

situation is in the area of contacts with customers. It is CRM (Customer Relationship 

Management). For enterprises, CRM creates a basis for communication with the customer, 

offers marketing presentations, stores the necessary data for further processing, and, of 

course, big data analytics [1, 2]. 

Customers' preferences and understanding their needed with trend estimates are interesting. 

The reasons are pragmatic, as the aim is to prevent unexpected crises and to have time to 

prepare the necessary measures. Sustainable development is also coming to the fore. To 

analyze the optimal contact with the customer with the support of CRM in a global society, 

appropriate CRM systems must match specified metrics according to the preferences of 

business to support international relationships in a global society. For optimal solution, the 

article is divided into several chapters. There is a literature review search on the topic of 

international relationships and CRM (Chapter 1 and 2). The literature review focuses on 

articles in scientific journals indexed in the Web of Science (special interest is in journals 

with Q1 and Q2), conference proceedings, and book series. These chapters provide a good 

overview of current topics and issues that need to address. The following chapter is devoted 

to the specification of the existing problem, the solution of the selected method, and the 

achieved results (Chapter 3). There are also room for discussion, conclusions and references. 

These references come are from 1996, but many of them from 2020. 

1.1 International Relationships 

Understanding life in the local place where people live is a difficult matter. There are many 

aspects that affect the implemented activities. Understanding international relationships is 

more difficult because it involves the world and different preferences, cultures, possibilities, 

and traditions. In modern society, people are consumers in a global perspective and e-

shopping or websites create an environment for buying the goods they need, regardless of the 

location of event. Customers are smart and have a very good overview of the current 

situation. This is pragmatic, as a Google search offers many links to resources to learn about 

different opinions and prices. Many businesses need to know the common behaviour of 

customers and how to influence their decisions through memes. Artificial intelligence has 

interesting results in managing cooperating consumer networks [3, 4]. 

Information technology are increasingly important for working with the customer in the 

implemented activities. There are visible changes in implemented IT, such as the dominant 

trend of globalization [5]. International relationships create an area that has great potential to 

influence the positive growth of the volume of customers regardless of age [6]. There is 

a special interest in long-term contacts with customers and their loyalty to support repeat 

purchases. A typical example of integrating IT into international relations with benefits is 

visible when using CRM in tourism. CRM systems offer a default menu for storing the 

necessary data about customers and their behaviour, preferences, orders, and invoices. Other 

options are the integration of automated processes and artificial intelligence; but these 

implementations are more limited to opulent solutions. The visible result is reflected in a 

better competitive advantage, which is irreplaceable in dynamic global markets. 

The importance of CRM demonstrates the impact of CRM technology on sales process 

behaviour [7]. CRM systems have been evaluated by building relationships and managing 
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opportunities in the US, Europe, and Asia. CRM software is now the largest software market 

in the world, and growth is not slowing down. From actual figures, it is estimated that CRM 

will reach approximately $80 billion by 2025 [8]. Businesses use CRM systems regardless 

of their size. It is estimated that approximately 91% of enterprises with more than 11 

employees use CRM. The key features of CRM systems are mobile and cloud systems, real-

time access to customer data, and CRM technology to implement customer contact with a 

more personalized experience. 

Of particular interest are such CRM solutions to support customer service, marketing 

automation, sales force automation, knowledge management, channel management, and call 

centres. These processes are also influenced by international relations. It requires a new 

approach to new product development [9] and the necessary processes to support the 

customer life-cycle [10]. The implementation of CRM processes must help to support the 

shortest development time, the highest quality, and the lowest cost. Zoom again focuses on a 

customer-centred approach and international customer relations. In these relationships, 

human, organizational and technological resources have an impact on implemented CRM 

systems and processes in all phases of the customer's life-cycle. For these tasks, it is necessary 

to understand the international relationships in a global society and share the necessary 

knowledge about CRM systems. 

1.2 Customer Relationship Management (CRM) 

CRM systems are implemented to support customer relationships and their management. The 

default CRM specification states that CRM integrates the necessary strategies, techniques, 

tools, and technologies for the effective and quality development of customer relationships 

to implement key CRM requirements [11]. The success of CRM affects the multidimensional 

links between the adopted strategy and the organizational culture with an impact on the effect 

of customer orientation [12]. Social networks are also an important part of CRM. There is 

social CRM and specialized models for the interrelationships between its abilities are 

analyzed [13]. The specialized role is implemented in technologies, customer initiatives, 

information from social processes to growing profit from customer relationships. 

To develop international relationships, CRM uses social networks to build general brand 

awareness through information sharing, and to attract and maintain customers. In these 

relationships, marketers and sales people very often care about social mission to stay in touch 

with customers and potential customers [14]. In many cases, it is their personal relationships. 

The pragmatic evaluation of marketers and sales people is based on financial metrics. 

Financial matters (profit, costs, revenues, return on investment) are very often influenced by 

soft metrics such as the number of opportunities. For opportunities, it is essential to decide 

on the opportunities leading to purchasing, or it is better to cancel such communication [15]. 

In order to have an optimal sales estimate based on reality, it needs comprehensive tools 

to support the required performance. The best solution for marketers and sales people is to 

get a group of selected customers for further communication with a high probability of 

concluding a purchase that the estimated numbers are met. And again, artificial intelligence 

has an important place here. It is about influencing customer acquisition, development and 

retention [16]. For better results, customer and product-oriented service analysis is needed 

[17]. Interest is in the original segmentation of customers and product-oriented services in 

order to analyze the timeliness, frequency and financial value. The model of customer 

behaviour [18] with forecasting and other classification methods [19] are also important. This 

information is aimed at promoting competitive advantage in international relationships. 

Along the way, communication with customers is based on sensitive care, which increases 

customer loyalty and purchases. 
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Knowledge and good orientation in the topic bring the estimated success of IT 

implementation. Similarly, it is important for CRM systems to know about current trends and 

learn from mistakes [20] in order to make better use of marketing and knowledge 

management. Global society is putting pressure on knowledge to improve customer 

relationship and innovation; the reason is to be highly competitive against strong competition 

and meet customer requirements. Many businesses rely on CRM systems that have the 

benefits of supporting long-term customer relationships. The situation is difficult for small 

business. They have limited resources and there is a difficult human resources situation where 

there is a shortage of IT experts. These businessmen have doubts about the use of modern 

information technologies with regard to digital transformation and sustainability [21]. The 

existing controversy is visible is the IT capabilities and unnecessary doubts of small business 

about IT innovation. The reason is that IT has great potential to help solve the current problem 

in such a situation. 

2 Methodology and Data 

Based on the above literature review, it is clear that CRM systems play an important role in 

enterprises at local level and are also needed at the global level to support international 

relationships. The existing controversy is visible at the implementation level. This is a very 

sensitive issue for small business, as they lack IT specialist and in many cases, it is a family 

business. IT is not used optimally in such cases and also has a bad impact on the business 

and competitive advantage. This problem is observed in many analyzes, which show that 

differences in the effectiveness of CRM systems are associated with differences in sales 

processes [7] or enterprises have a low level of CRM strategy and has an impact on sales and 

marketing strategy with an influence on customer loyalty [18]. This paper continues its work 

to show that the optimal choice of CRM system is not so difficult if it is based on appropriate 

metrics for evaluating the selected CRM system according to business preferences and 

options with sufficient sensitivity to customers and international relationships in a global 

society. The methodological solution is based on: 

(1) Literature review for international relationships (Chapter 1) and CRM systems 

(Chapter 2). 

(2) The existing problem was identified on the basis of the controversy between IT 

capabilities and IT implementation in small business. It is a responsible selection of 

CRM for IT implementation according to the needs, skills, and possibilities in small 

business and customer expectations and opportunities in the field of competition. 

(3) The specification of appropriate metrics for CRM evaluation has been implemented 

to identify processes to be improved. The entered metrics (criteria) were compared 

with the Fuller's triangle in order to find their weights. 

(4) For selected CRM systems, the necessary data were collected to demonstrate the 

expected benefits of their implementation to improve low-interest (weighted) 

metrics. 

Finding the right metrics is a crucial step in demonstrating the most important benefits of 

CRM systems, and also to minimize weakness. There are many of the best lists, such as the 

best CRM software of the year [22], or use filters to select CRM according to criteria [23]. 

But such a search is unclear, because many criteria are mentioned, and it is not easy to 

compare the various options. For this paper, it is about supporting international relationships 

through CRM. It is primarily about communication, understanding and respect for customers 

of different cultures. It is necessary to stay in touch, understand local preferences, use optimal 

information technology, and support customer loyalty. From the CRM point of view, these 

are: 
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 Segmentation helps maintain contact with relevant customers. 

 Support for automation or at least templates for better CRM processes (marketing, 

sales, or default contact management). 

 Free access to information technology helps to ensure that such communication may 

be free of financial barriers based on mobile access and cloud. 

 Sharing positive stories and brand information is important to keep thinking about 

customers to increase their loyalty through social media integration. 

These seven metrics were selected for analysis (automation, cloud, free access, mobile 

access, segmentation, social media integration, and templates) by the Fuller's triangle [24, 

25] from a small business perspective. See Table 1. 

Table 1. Evaluation of specified metrics (criteria) by the Fuller's triangle. 

Specified 

metrics 
automation cloud 

free 

access 

mobile 

access 
segmentation 

social 

media 

integration 

templates 

  1 1 1 1 1 1 

  2 3 4 5 6 7 

   2 2 2 2 2 

   3 4 5 6 7 

    3 3 3 3 

    4 5 6 7 

     4 4 4 

     5 6 7 

      5 5 

      6 7 

       6 

       7 

Calculated weights for metrics based on preferences and total comparison volume 

Preferences 

(number) 
2 0 6 4 3 2 4 

Weights 0.095 0.000 0.286 0.190 0.143 0.095 0.190 

 

Fuller's method defines the total volume of comparisons (TVC) such as number based on the 

number of metrics analysed (NMA), and this relation is: 

𝑇𝑉𝐶 =
𝑁𝑀𝐴∗(𝑁𝑀𝐴−1)

2
     (1) 

This analysis works with 7 items, where 𝑁𝑀𝐴 =  7 and 𝑇𝑉𝐶 =  21. The Fuller's triangle 

method uses comparison of metrics. Metrics of great importance are highlighted (bold and 

gray). The preferences (𝑃𝑖  for 𝑖 = 1, . . . ,7) are calculated by summing the number of 

highlights comparisons for each metrics. The weights 𝑣𝑖 for 𝑖 = 1, . . . , 7 are calculated with 

the relation using preferences (𝑃𝑖) and total comparison volume (𝑇𝑉𝐶): 
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    𝑣𝑖  =  𝑃𝑖/𝑇𝑉𝐶       (2) 

Based on these results from a CRM perspective, the metrics are sorted from free access 

(weight 0.286), mobile access and templates (weight 0.190), segmentation (weight 0.143), 

automation and social media integration (weight 0.095), and cloud (weight 0.000). 

3 Results and Discussion 

This assessment reflects the pragmatic reality of this small business, and request zero-cost 

CRM implementation to support international relationships. Great preferences are for free 

and mobile access, because the future CRM implementation must be based on minimal or 

zero costs and mobile access is used, so there are no new costs. Another great interest is in 

templates. The reason is that templates are well known for this business and IT user remember 

them very well. Metrics that are not used are low, and there are doubts about their successful 

implementation in the business. It is about segmentation, automation, social media 

integration. At the bottom of the list is the interest in the cloud solution, and this metric has 

zero preferences. 

The discussion is about a suitable vision for the future development of such business in 

a global society. In terms of CRM implementation, there are simpler systems or tools to 

support customer communication, and the costs are minimal or non-existent. Many of them 

offer free and mobile access (and of course the cloud too). In this example, the weakness is 

understanding the importance of automating and integrating social media. In particular, 

automation has a strong power to promote optimal segmentation, which is also of little 

interest in developing better international relationship with customers. For this small 

business, it is not about robust CRM systems such as Salesforce, Hubspot, or SugarCRM. 

They offer a comprehensive menu and are more difficult to manage. The solution consists of 

using user-friendly and small CRM solutions, such as Amo CRM, eWay-CRM, or Zoho 

CRM: 

  Amo CRM offers a wide range of options to support customer communication, and 

optimal care is also provided for automated procedures. Social network integration 

is not as detailed and also lack various templates to guide IT user at work. For the 

future, it is one of the top CRM systems. 

  eWay CRM has very well implemented automatic procedures and templates. There 

is also room for various customer communication. Social media is not so widely 

implemented. For the future, it is one of the most affordable CRM systems. 

  Zoho CRM is a system with very good support for automated procedures, and good 

integration of social networks. Working with key performance indicators is optimal 

and IT users choose from various cannels for customer communication. For the 

future, it is one of the most popular CRM systems. 

There are simpler solutions on the CRM market, such as IZIO or Agile CRM. The 

advantage is communication with a clear menu and appropriate support, such as video, so 

that one knows about the system as soon as possible, but the automation and social media 

integration are not so complex. 

4 Conclusion 

International relationships reflect many relationships between people in a global society. 

Their development is supported by modern information technologies to make purchases 

through websites and e-shopping. It is not about place and time in a given locality, it is about 

understanding international relationships and knowledge of different preferences, cultures, 

possibilities, and traditions. To influence growing sales, international relationships have a 
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strong power to promote long-term customer contacts and loyalty. It is natural that CRM 

systems have an irreplaceable impact on CRM in enterprises, and they are interested in 

marketing automation, sales force automation, knowledge management, channel 

management, and call centres. This is very sensitive issue for small business because they 

lack IT specialist and other resources. The optimal choice of CRM system according to 

preferences from the point of view of a small business is solved by the Fuller's triangle. The 

necessary data was collected and specific metrics such as automation, cloud, free access, 

mobile access, segmentation, social media integration, and templates were established. 

According to the calculated weights, these metrics are sorted from the largest weight (free 

access) to the smallest (cloud). In the middle are mobile access and templates. There is a lack 

of interest in segmentation and automation with the social media integration. The reason is 

the hard pressure for zero costs for future CRM implementation and low CRM knowledge. 

For future support of international relationships, it is recommended to focus on simpler 

solutions, such as e-Way CRM or Zoho CRM, which are the most affordable and the most 

popular, but also offer good support for automated procedures, templates, or integration of 

social network. The reason is that these issues are a weakness in this small business and need 

to be improved. 
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