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Abstract 

Key terms: Enterprise Resource Planning, Customer Relationship Management, Relationship 

Marketing, Profitability, Customer Satisfaction, Freight Forwarding Industry 

Enterprise Resource Planning and Customer Relationship Management are two essential 

concepts in the global supply chain. These aspects are considered to be the backbone of 

organizational success as they ensure that the upstream and downstream members of the chain 

are working effectively to deliver services that meet the standards and the customer’s 

requirements. Customer satisfaction in the freight forwarding industry, especially for the Case 

company is the priority. Integration of new systems in the centralized repository so that the 

information sharing is facilitated, and decision making is strengthened. Vendor selection, 

implementation of the new system, and customer satisfaction are the essential parts of this 

study. As there is significant competition in the industry, there are increasing challenges in 

boundless trading. Several researchers have conducted a study on this aspect to evaluate the 

critical success factors driving ERP system successfully. In this study, the researchers aimed to 

analyse the importance of implementing a CRM system in an ERP system of the Case company 

and evaluate how it positively influenced the organization.  

The researchers in this study used a triangulation approach and made use of both primary and 

secondary data in the study. For primary data, there were several detailed interviews conducted 

while the secondary data was collected through the comprehensive literature review. The results 

showed that there had all the research participants emphasized massively on the importance of 

customer relationship and implementation of a new system in the organization. There were 

specific challenges that were faced by the organization, especially concerning the employee 

resistance to change and the increase in the costs of the organization. However, the benefits 

outweigh the costs, and it is suggested to continuously improve the system for the sake of 

enhanced the organization’s performance.  
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1 Introduction 

This chapter includes a description of the background of CRM; provides a problem 

discussion, purpose of the study, and formulation of research questions. 

1.1 Customer Relationship Management  

Customer Relationship Management (CRM), it is defined to be the integrated set of a business 

process that enables technologies and supports consistent entry, management and the 

information related to customers between and across the channels of sales and the services 

(Williams, Ashill and Naumann, 2017). Furthermore, Shang and Lu (2012) refer to CRM as 

the management approach that seeks to create, develop, and improve relationships with 

targeted customers to maximize customer value and corporate profitability. CRM combines 

people, process and technology to understand the organization’s customers (Chen & 

Popovich, 2003), as its essence is to shift the organization from a product-centric perspective 

to a customer-centric perspective (Cheng & Yang, 2013). 

According to Williams, Ashill, and Naumann (2017), companies in every sector are making 

efforts to obtain accurate data insights to achieve effective decision-making. The issues 

regarding the acquisition of these data might include the anticipated sales volumes, the 

preferences of customers, and also the work schedules, and so on.  

International road transportations as industry concern the complete range of road 

transportation services, including truckload (LTL), the part (PTL) and also the fill truckload 

(FTL). In addition to that, there are also combinations of both the road and rail transportation 

provided by the companies, which is known as intermodal along with different varieties of 

specialized services, the customs services and the event logistics, trade fair and lead logistics 

provision (LLP) (Mocker, Ross and Ciano, 2014).   

The market for road freight transportation is saturated as many service providers are providing 

similar services. Hence, the concept of customer relationship management has become 

essential to the organizations as industries today are highly competitive, and what once were 

specialized products and the services now have become commodities (Huang, Bulut, Duru 

and Yoshida, 2013). This has resulted in a change in the market environment, as companies 

providing these services have to focus on their business processes and systems and mold them 

according to the market need so that they can adapt to the new competition. With the 
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optimization of added values that enhance customer services, the benefits have resulted in 

gaining the focus amongst suppliers (Huang, Bulut, Duru & Yoshida, 2013). 

This evolution in focus towards customers has led to the creation of the need to support both 

managerial tools and practices. This has resulted in the development of software systems 

known as Enterprise Resource Planning (ERP) as markets have grown significantly (Furtuna 

& Barbulescu, 2011). The search for relevant information has become highly complex since 

the available data have seen enormous expansion. The growth of social media, the increase in 

the number of smart devices, and the ubiquitous access to networks have made the world a 

digital universe that is that doubles in size every year. Furthermore, there has been an 

exponential growth in the volume, which is highly varied (Isaksson & Suljanovic, 2007).  

Since there is a rapid change in the business environment, it is imperative for the organizations 

to manage their quality of services and their customers’ expectations to support the markets. 

The consistency and the effectiveness in managing the customer relationships across different 

channels and the functions within the organization are the most important competitive 

differentiation and the success factor for the industry (Andreasson & Liu, 2010).  

1.1.1 The importance of CRM 

CRM is an issue related to data and developing relationships. In the past, it has been observed 

that it was just the sales and the marketing that were deemed to own the customers. 

Considering the model of CRM, any function or the single entity does not own the customers. 

Instead, the customers are effectively managed by the parties playing the support role and 

providing services (Liu & Wen, 2012).  

The purpose of CRM is the same compared to the existing management process of the 

customer. It includes the growth of the businesses by leveraging the existing relationships. In 

addition to that, CRM uses information that is available to improve the relationship with the 

customers (Nordstrand & Varu, 2011). The use of the information is to develop and enable 

repeat sales and to support the process and to generate value proposition so that the customer 

value and loyalty could be increased (Vizgaitis & Jelcic, 2014).  

With regards to the importance of CRM, the successful implementation depends on several 

factors that include customer details information, modes of contact and means of service 

provision, services, processes and the support used, relationship information, and the process 
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and application integration. With regards to the customer details information, this area 

provides the complete view of the activities as well as the information that is related to the 

customers, their activities, interactions and their needs (Williams, Ashill & Naumann, 2017). 

Moreover, there is a need to access the customer's operations in both the past and the present 

so that the future channels could be developed to fulfill the needs as that would also allow 

different activities to be formed in the organization. The identification of various elements 

related to the past information about the customers would also help the organizations to 

formulate patterns that would allow proactive offers and transitions of channels. It is also 

important to understand that none of the suppliers or the customer’s relationship operates in 

isolation. There is a need to investigate and introduce innovations at all levels, including 

individual, corporate, and the industry. The emphasis on the set of internal application to gear 

integration and support customer relationship is also very essential. It would help in 

supporting the customizable view of the customers for all the activities and the functions 

(Furtuna, & Barbulescu, 2011).  

The implementation of CRM system includes several challenges that are attached to it, making 

it challenging for the organization to integrate it into their existing ERP systems. Therefore, 

this study took into consideration a similar aspect to come up with several solutions. 

1.1.2 Presentation of the case company 

Our case study focuses on a specific company in the logistics and freight forwarding sector. 

For confidentiality agreement, we will not be able to disclose its real name. Therefore, to be 

able to proceed with our research, we chose to refer to it on this work as “the Case company.”  

The Case company of our study is a multinational and one of the world leading logistics 

company specialized in international shipping, courier services, road and rail transportation, 

air and ocean freight, international parcel and express mail services and contract logistics 

(Source from the Case company website). It became a subsidiary of another mega company 

in 2002. The Case company of our study comprises four corporate divisions, which are:   Post 

e-commerce division, Express division, Freight forwarding division, and Supply Chain 

division. Our thesis only focuses on one division, which is the Freight forwarding division 

that handles European overland transportation, international air, and ocean freight. As our 

study is about CRM system implementation and integration, we, therefore, chose as target 
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group employees from the Customers Service Department of the Case company. The Case 

company is present in many European countries, but we decided to focus on the one present 

in Sweden based on our location and accessibility.  

1.2 Problem discussion 

As a business philosophy, CRM relates to the identification of best customers to maximize 

their value and fully to satisfy them so that they can be retained. In other words, CRM is 

deeply rooted in the concept of relationship marketing, which aims at improving the 

profitability in the long run and shifts the transition-based marketing towards customer 

retention marketing (Evangelista, 2017). This is done through the effective management of 

the relationships. In recent times, with the emergence of competition, it has been observed 

that the companies are emphasizing on improvement through the employment of information 

technology. It not only facilitates them but enhances customer relationship in different ways 

but mainly allows the companies to attain customization which is the main essence of 

organizations that are mainly customer centric (Williams, Ashill & Naumann, 2017).  

The main problem is related to the increase in customer demand for technical services, which 

includes kitting, repair activities, postponement, and investment in the capabilities and the 

infrastructure around the world. The industry is highly dynamic, and there are a lot of barriers 

involved in fulfilling these demands. The increase in transportation cost and the increase in 

the barriers related to collaboration is also included. Along with that, since there is lack of 

trust, the willingness to share information is also decreased which further creates the problems 

for the organization to develop and manage strong relationships between the organization and 

the customers. In addition to that, there are also problems related to the employment of 

information technology. This approach is essential for the organization but is not applied in 

many places. The importance of information technology is such that it enhances the customer 

relationship in several ways allowing the organizations to customize themselves and be 

customer-centric (Williams, Ashill & Naumann, 2017). However, the Case company needs to 

evaluate ways to cover and analyze the data within and around the company. 

As mentioned above that there is a lack of trust, and people fear in sharing their personal 

information, the problem arises in exploring the essential information for the organization that 

would help them grow. Finding the sources of data includes highly complex situations as the 

information is scattered and is in a large amount. Hence, it makes the entire process highly 
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tedious and makes it challenging to find relevant information from the haystack (Vizgaitis & 

Jelcic, 2014). However, the problem is to get valuable information so that the decision making 

could be supported and management would be more precise. 

As freight companies operate on a large scale, they require big analytics and not just the big 

data; it is vital to consider the successful management of the company requesting the proper 

intersection of large-scale integrated enterprise systems including CRM, ERP and also SCM. 

In the freight industry, it is imperative to figure out what is most valued to the customers so 

that the customer experience could be improved (Andreasson & Liu, 2010). The organizations 

need to deliver a satisfying experience which needs to be undertaken by the department 

handling the customers. The responsibility to satisfy the customers could not be limited, 

especially with the employees who are in front line exposure to the customers. The emotional 

engagement with the customers primarily involves the negotiations that are concerned with 

the operational service quality. This leads to an increase in price competition as well as yield 

erosion for the road freight providers. At the point where the customers feel that the 

organization is not loyal to them, they tend to switch their service provider very quickly 

making it difficult for the organization to retain and value their customers (Evangelista, 2017).  

All the issues above are related to the freight industry, but in this study, we will incorporate 

the issues particularly associated with the implementation and challenges of the CRM system.  

1.3 Purpose of the study 

The purpose of this study is to analyze the CRM system implementation in the Freight 

Forwarding industry and to evaluate the challenges that the company faces when integrating 

this new technology with its current system. 

 

 

 

 

 

 

 

 

 

 



 

 

 

 

6 

1.4 Structure of the research study 

As presented in the figure1 below, this section provides a clear summary of how the seven 

chapters on this paper are organized, thus giving the readers a more precise direction.  

Figure 1: Structure of the research study 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  

Chapter 1: INTRODUSTION 

In this section, the background of the study is presented as well as the problem and 

the purpose. 

Chapter 2: THEORETICAL FRAME OF REFERENCE 

In this section, the literature review of the previous studies is conducted, and the 

research question is presented. 

 

Chapter 3: METHOD 

This section emphasises on the methods that were used to conduct the research and 

includes the ethical considerations as well. 

 

Chapter 4: RESULTS AND FINDINGS 

This section handles the empirical data that were collected from the respondents 

 

Chapter 5: ANALYSIS 

The data collected are analysed in his section. 

 

Chapter 6: CONCLUSIONS 

In this section, we conclude the analysis and bring an answer to the research 

question. 

 

Chapter 7: DISCUSSION 

In this section, we highlight the previous results and our new findings. The section 

also includes the limitations of the study, the further research, and the theoretical 

lift. 
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2 Theoretical Frame of reference 

The purpose of this chapter is to provide the theoretical background to the topic and to 

demonstrate an understanding of the previous theories and relevant concepts which were 

related to the broader areas of knowledge. The pertinent research studies related to the 

theories and the analytic models were reviewed. Thus we found them relevant to the research 

problem being investigated. It is an essential part of the study as it includes theories based on 

their appropriateness, explanatory power, and relevance to the study. The chapter also 

includes the presentation of the research model and the research question. 

2.1 The process of the review of the literature 

According to Easterby, Thorpe, & Jackson (2015), the process of the literature review is seen 

as a research activity in itself as it requires a wide range of research skills as well as analytical 

capabilities. To rate the quality and the relevance of our research study, systematic literature 

reviews will be conducted, and most of the articles that will be used will be peer-reviewed 

journal articles and academic books.  

The study takes into account the researches until 2018 for the review. Considering the purpose 

of the study that is to evaluate ways through which CRM system could be implemented in the 

freight industry and to study the challenges related to the integration of this system, data from 

different sources related to CRM will be collected and we will position the literature review 

in accordance with the existing knowledge related to the field of CRM implementation and 

the challenges involved in its integration process. Therefore, to search for the articles, 

keywords such as “CRM system,” “Implementation of CRM,” “CRM integration challenge,” 

“Freight forwarder,” and so on, will be used.  In addition to that, the literature review will help 

us to build the analytical framework to understand the previous researches in this area. The 

aim of the study would also be achieved through the detailed literature review as CRM would 

be frequently discussed in the paper. Since this study is based on the freight forwarder industry 

and the implementation of CRM, it cannot be ignored that it would be considered essential 

from the management point of view. Different perspectives will be taken into account while 

conducting the review, which would help in further analysis of the study.  

For this study, online portals, different databases, and the university online library will be 

used. 
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2.2 CRM and technology 

CRM is a concept that has no clear paradigm. There are many ways through which it is 

conceptualized. According to Cambra-Fierro, Centeno, Olavarria, and Vazquez-Carrasco, 

(2017), CRM system is the one that is the combination of the management practices and the 

software that is developed to serve the customer from placing the order through the delivery 

and the after-sales services. It should be noted that there is an involvement of the flow of 

information and energy in two ways that is between the firm and its customers. There are 

service encounters that could not be separated from the CRM systems if the systems are 

adequately designed. CRM is that process that helps in compiling the information and in 

increasing the understanding related to the management of relationships between the 

organization and the customers (Rababah, Mohd & Ibrahim, 2011). Also, they referred it as 

the business strategy using the IT to provide the organization with a thoroughly 

comprehensive, and reliable as well as integrated view of their customer base that helps in 

processing and maintaining the customer interaction by expanding relationships on mutual 

benefits.  

However, as CRM is studied primarily in technological terms, it involves the integration of 

several resources in the firm. There are different relationships that require trust and 

commitment, as well as personal contacts to form service encounters (Paden & Stell, 2005). 

In this industry, trust is the most integral part as the CRM technology does not only create a 

bond between the company and the clients. It is dependent on the premise of the developing 

relationship with the customers as it builds loyalty, which leads to higher profits for the 

organization. These premises seem to have both conceptual as well as empirical backing, 

meaning that any small improvement in the rates of customer retention could lead to a 

significant increase in the profits. In the European region, CRM tries to understand the nature 

and the impact of long-term relationships in the B2B environment (Paden &Stell, 2005). The 

aim is to understand the needs of the business customers and analyzing ways to give better 

value as excellent benefits are provided. In the B2B relationships, information technology is 

considered as the support mechanisms as well as highly critical (John, 2018). It depends on 

the industry as for how this is perceived. As this is the case, the technology in the freight 

industry is an integral part of their CRM system. In particular, information technology 

includes internet and business intelligence, helping them enable their firms and focus on their 

customers in depth. They also provide the products and the sales services at different levels 
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that are essential to retaining the customers. In the freight industry, the call center is a critical 

element in CRM technology. There could be the identification of the call center technology 

in identifying the incoming calls and matching it to the records of appropriate customers. This 

automated call distribution system could direct the calls to the departments that are relevant 

in the organization. One of the most important keys in using CRM is to assure that the 

customization and the personalization are essential to make the marketing efforts of the 

carriers (Batista, Dibb, Meadows, Hinton and Analogbei, 2018).  

2.2.1 Customer satisfaction and service quality 

Customer service is vital for a company’s success, especially in today’s highly competitive 

global environment. This is evident when the researchers see why papers on customer related 

theories such as service satisfaction and service quality are prominent in the services literature 

(Sureshchandar, Rajendran and Anantharaman, 2002). However, it is to be noted that, in what 

way quality and satisfaction are connected to CRM are not examined in these papers. There 

is a definite link between the quality of service, service satisfaction, and customer loyalty, as 

illustrated by the plethora of evidence, which is essential to corporate success. Relationships 

between customer service constructs have also been investigated in numerous papers in this 

area. The research efforts were summarized by Cronin, Brady, and Hult (2000) and an 

empirical model involving customer service structures has been tested. Under this model, 

quality of service is a precursor of satisfaction that in turn paves the way for behavioral 

intentions, including’ loyalty, positively talking about the company, recommending the 

company to other consumers' and' spending more with the company.' The quality of service 

also has a direct link with the intentions of behavior. 

2.2.2 CRM and supply chain 

The supply chain in the organization has been considered and recognized as one of the 

important key business processes across the network of the organizations. It is the integration 

of the processes of businesses from the end users through the initial suppliers providing all 

the products, as well as the services and information adding value to the customers and the 

other stakeholders (Lambert &Enz, 2017). Supply chain management comprises eight key 

processes in which CRM comes on the top (Marchesini and Alcântara, 2016). The others 

include the supplier relationship management, customer service management, managing 

demands, order fulfillment, developing the flow management, developing the products and 
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commercialization, and the returns management. SCM is the entire process that is run across 

the firm where each department is given a responsibility to be fulfilled (Cambra-Fierro, 

Centeno, Olavarria, and Vazquez-Carrasco, 2017).  

The relationship between SCM and CRM cannot be ignored. CRM is the process in the SCM 

relating to how the relationships with customers are structured, developed, and maintained. It 

is a crucial aspect in identifying the customers and the groups that the organizations should 

be targeting. The teams set by the organizations are customized according to the products and 

services agreement so that the accounts and segments of the consumers could be met. In CRM, 

teamwork is an important phenomenon that helps in improving the processes and eliminating 

the variability of demand as well as the non-value-added activities (Cambra-Fierro, Centeno, 

Olavarria and Vazquez-Carrasco, 2017). 

2.2.3 The Freight forwarding industry  

The freight forwarding sector is recognized as a customer-intensive service sector that 

connects buyers and sellers to create economic value through effective delivery of goods to 

the customers (Shang & Lu, 2012). About 75 percent of all international shipments apply their 

use, thus making them an essential link for shippers, serving as a crucial intermediary in the 

network of global logistics (Anderson, 1993). According to Burkovskis (2008), the term 

“Freight forwarder” has no standard definition. However, he views Freight forwarders as 

nothing else but transport architects that provide with services related to consignment on their 

own or by customer’s name. Their activities include the arrangement of the formalities 

associated with the carriage of goods on behalf of the consignor, such as booking space on a 

ship, providing the important documentation and handling customs clearance (Shang & Lu, 

2012). They take responsibility for the qualitative and timely delivery of goods (Burkovskis, 

2008). Their customers include B2B organizations and individuals, all operating in different 

business sectors. 

One of the major advantages of using a Freight forwarder lies in the area of tracking and 

tracing capabilities available as customers have become more demanding for services that go 

beyond just moving goods (Anderson, 1993). For example, in the area of intermodal 

transportation, the owner of the consignment may have a limited experience with processes 

such as findings and evaluating bids or knowing shipping conditions for different carriers, 
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thus making it quite challenging to deal with all the formalities and all the carriers involved 

in the transportation process (Gasparik, Zitrický, Abramovic, & David, 2017). Hence the need 

of a Freight forwarder that has the adequate knowledge about the tax payment, the rules of 

import and export, and so on (Burkovskis, 2008), and who can support the entire customer 

process in a single place by providing the customer with all the products, services and 

information that they require (Gasparik, Zitrický, Abramovic, & David, 2017). 

2.3 CRM system 

The systems of CRM are the ones that are adapted so that the value of the organization’s 

customer base could be maximized. As the latest technologies are applied in the system of 

CRM organizations, there is a streamlined process of business which allows the leverage of 

every customer interaction. The automation of front-end business processes helps in 

standardizing the best practices and tasks while leveraging the information of the customers. 

This refers to saving data and tracking information. As both of these are enabled, the correct 

implementation and utilization of the CRM systems would help in maximizing the revenue 

opportunities and create customer loyalty by enhancing the operations that are attached to the 

customer interface. All these are highly crucial in today’s market.  

According to Kostojohn, Johnson, and Paulen (2011), a reliable CRM system is the one that 

results in an improvement in the operational efficiency of the organization. It helps in 

examining the customer perspective while making the decisions, developing the processes of 

the businesses and also adjusting the organizational structures. The system of CRM leads to 

the finding out the details of the customers facing functions of the business as it centralizes 

the customer information as well as helps in tracking the sales opportunities, providing 

business intelligence, analyzing the data and also enabling a highly responsive customer 

service. The system of CRM can also be referred to as the platform where the entire 

information related to development, improving, and retaining the customer relationship is 

stored.  

CRM systems have helped organizations in establishing new B2B relationships, which are 

very costly and require considerable resources than just developing current relationships. 

There is an increase in both the value as well as the satisfaction of the existing customers. In 

addition to that, the existing customer base could also be of help in establishing new 

relationships with the help of positive word-of-mouth. While implementing the CRM system, 
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there is a minimization of the customer relationship costs as well as customer satisfaction 

while there is the maximization of future potential (Xu and Walton, 2005). 

2.4 CRM as a business process 

The performance reports of CRM are mainly designed to measure the profitability of the 

individual customers evaluating the overall financial impact on those customers. The process 

is divided into two areas. The first is the strategic level of the process where the CRM provides 

the entire framework to the organization to manage the relationships with the customers. This 

is further divided into five sub-processes (John, 2018). The second one includes the 

operational process. 

2.4.1 Strategic Process of CRM 

On the strategic level of the CRM, the first sub-process consists of the reviews of the strategies 

on the corporate and marketing level so that the customer segments could be identified. 

Identification of the customers is the key to current organizational success as well as in the 

future. In the second sub-process, the team identifies the criteria to categorize the customers 

and to provide the guideline that determines the qualification of the customers for tailored 

project service automation (Lambert, 2009). The potential criterion on which the customers 

are segmented and grouped are based on the growth potential, the positioning issues, 

profitability, market share goals, access to the knowledge of the market, the technological 

level, strategic capabilities, resource capabilities and the channel of distribution.  

The following third sub-process includes the development of the team guidelines related to 

the degree of differentiation. There is an involvement of the differentiation alternatives 

considering both the costs and revenue implications. This involves the level to which the 

customers could be provided with the customized products. The aim is to enhance the 

profitability of both the firm and the customers Lambert, (2009).  

The fourth process is about the development of the metrics framework, which involves 

outlining the metrics of interests and relating them to the outcome that is the customer’s impact 

on the organizational profitability and customer’s profitability. The process of CRM is held 

responsible for assuring that these metrics are used so that there is no conflict in the other 

processes Lambert, (2009). 
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The last process includes the development of the team guideline with regards to sharing the 

processes through which there could be improvements, and the customers could be benefitted. 

The goal is to develop such processes which would benefit both parties, which are the firm 

and the customer Lambert, (2009). 

2.4.2 Operational process of CRM 

The second category is the operational process where the CRM process primarily deals with 

both the writing and the implementation of the Project service automation system (PSAs). 

There are seven sub-processes at the operational level, which are an essential part of the supply 

chain management and customer relationship management. Firstly, the organization 

differentiates the customers depending on the criteria that were developed in the second sub-

stage of the strategic level. The identified customers are then grouped into other segments 

(Chidester, Kanki&Anca Jr, 2019).  

The second stage includes the formation of accounts or the segment management teams, which 

includes salespersons who would be given the responsibility of the segment manager or the 

accounts. This team would be cross-functional with the representation of the functional area. 

Each team in this process is dedicated to the specific account that is set for a particular 

customer. As the customer segment is made, the group of customers is managed by the team, 

and there is a development of the standards in this segment. These accounts are then analyzed 

so that any available opportunity could be identified. The opportunities could be present or 

might arise anywhere, so it is imperative that the entire team is active and able to interface 

with each of the other processes of the organization (Kaura, Durga Prasad &Sharma, 2015).  

The fifth sub-process includes the development of PSA by each team for both their accounts 

and the segments. The outlines and drafts of the PSAs are firstly outlined, followed by gain 

commitments from the internal functions. With regards to the key accounts, the PSA is 

presented for acceptance while the work has been reached. For the key accounts, it is important 

that communication, as well as the continuous improvement plan, is made and presented to 

the customers (Kaura, Durga Prasad & Sharma, 2015).  

The sixth sub-process includes the implementation of a team which includes regular meetings 

with the key customers. At this point, there is a provision of input as each of the process is 

affected due to customization in the PSAs (Kaura, Durga Prasad & Sharma, 2015).  
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The last subprocess of the operations includes the team capture and measures of process 

performance. These metrics are dependent on each of the other processes which are captured 

to develop reports of the customer profitability. These reports include the provision of 

information related to measuring and sales of values of the relationships to every individual 

customer as well as the upper management. The values provided are to be measured in terms 

of the sales, costs, and the investments association; otherwise, these efforts would not be 

entertained and would go unrewarded. Both strategic and operational processes are 

summarized in the figure below: 

Figure1: CRM strategic and operational processes (Lambert, 2009, s. 8) 

Link:https://www.researchgate.net/publication/235271019_Customer_relationship_manage

ment_as_a_business_process 
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2.5 CRM implementation 

The evolution of the concept of CRM has been significant in today’s time. It is now reviewed 

as a strategy in the Freight industry that helps in developing and maintaining long-term 

relationships with the customers. If there is a good customer relationship, it would eventually 

lead to a successful business. The relationship building or relationship management is now 

labeled as relationship marketing, which is now a leading approach in marketing. With the 

increasing use of CRM, there is an increase in the improvement of customer lifetime value. It 

is also important to understand the needs of the customers by offering them value-added 

services so that they are recognized as the factors helping to determine the success or the 

failure of the companies.  

The CRM implementation processes are divided into five sections: 

2.5.1 Selection of CRM 

There are different ERP systems in freight organizations since it is challenging for the 

organization to select the right CRM system. Hence, the selection of ERP is based on the 

requirements, which are the first step of implementing CRM process in the organization 

(González-Benito, Venturini&González-Benito, 2017).   

2.5.2 Scoping 

The scope includes sales and marketing processes through service platforms. This integrates 

through different business functions, including sales and marketing, units, and partners. One 

of the business scopes includes marketing, which helps in branding strategies and 

segmentation (González-Benito, Venturini&González-Benito, 2017).  

2.5.3 Design 

For the sake of designing, there is a need to conduct gap analysis which would help in the 

successful implementation of the system, mapping the technical implementation as well as the 

marketing process (González-Benito, Venturini&González-Benito, 2017).  

2.5.4 Implementation 

The implementation sectors involve the review of the resource availability and requirements 

both in term of hardware and software (González-Benito, Venturini& González-Benito, 

2017).  
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2.5.5 Impact 

The impact is of the implementation of the software. It is an essential part of decision-making. 

The implementation of the project involves IT department, marketing department, and a 

committee of the senior managers of every country where the organization is present 

(González-Benito, Venturini & González-Benito, 2017). 

 The management of a successful CRM implementation will, therefore, require an integrated 

and stabilized approach to technology, process, and people (Chen & Popovich, 2003). 

 2.6 The life cycle of CRM 

In the earlier paragraphs of this paper, we stated the complexity attached to the implementation 

of any given information system and more precisely CRM system as it involves the integration 

of numerous business and technological factors. Therefore, Bibiano and Pastor (2006) 

emphasized that proper development of the CRM system life cycle could be an asset to get a 

better insight into such an enterprise system. According to Motiwalla and Thompson (2009), 

the CRM life cycle implies focus not just on information technology, but also on people, 

procedures, company philosophy, and culture (Figure 2). The proper definition of CRM goals 

and change process from the start, before they occur, and even before thinking of any 

technology solution, will contribute to the identification of baseline as well as to understand 

the way the primary processes are accomplished. A well-defined architecture can benefit the 

CRM system life cycle and reduce the implementation risk (Motiwalla & Thompson, 2009). 
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Figure 2: CRM life cycle components  (Motiwalla & Thompson, 2009, p. 320) 

 

On their paper, Bibiano and Pastor (2006) proposed six phases of CRM system life cycle. 

1) The adoption phase: it represents the starting of the entire project. It is in this phase that 

the top management board considers the need to adopt a CRM system and estimate the 

benefits and costs of such adoption as well as forecast its impact at the organizational 

level. This phase includes the analysis of the company needs for adopting a CRM system, 

the analysis of the expected cost of and benefits from the implementation, and the analysis 

of the feasibility of the implementation. 

2) The acquisition phase: It is the phase where the CRM system is evaluated and selected. It 

includes the vendor selection, the selection of the consulting company that will implement 

the CRM system, the analysis of the company’s actual technology, and the thorough 

impact analysis of the launching of the CRM system in the company. 

3) Implementation phase: It is the riskiest phase as it is about building the CRM system 

according to the needs of the company. It includes the implementation plan, the 
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organizational alignment, the identification and management of risks, and the management 

of the implementation process. 

4) The use and the maintenance phase: As the system is being used, it should also be 

maintained to avoid breakdown so that important functions could be optimized, and 

general system procedures improved. It includes the users training, the implementation 

evaluation, the determination of users’ satisfaction and usage intention, and the expected 

return on investment of the CRM system. 

5) The evolution phase: At this phase, more capabilities can be integrated into the CRM 

system to interact with other systems such as SCM and business intelligence. It includes 

system maintenance, the integration with other enterprise software systems like ERP or 

SCM, and the migration to the most current version of the system. 

6) The retirement phase: This is the stage where the CRM system can be stopped or 

substituted with another IS if it fails to fulfil the business goals and needs. It includes the 

identification of the implementation failure. 

2.7 CRM success 

There is a need to build a proper consensus regarding the construct of this study both for the 

authors and also for the respondents to whom the interview was given. The framework was 

inspired by Ifinedo (2006), which included both CRM and ERP. Ifinedo (2006) presented the 

latest version of the framework and focused on the private organization, which was also the 

focus of this study as well. In the freight industry, the success of CRM is an important aspect 

of the organization’s success. In the highly dynamic and the competitive industry, it is 

essential to provide customers with the best services as it would help them retain customer 

loyalty and it would help them overcome the critical aspects of competitive advantage.  

CRM success is dependent on identifying the customer and creating a proper relationship with 

the customers, along with identifying the types of customers who would prove to be the most 

profitable for the organization. In addition to that, it involves the attempt to recognize the 

behavior of the most valuable customers as well as managing the activities of the organization 

that would lead to the satisfaction as well as the gratification of the most valuable customers 

who have the potential to be the most loyal customers.  

Hence, the dimensions mentioned above explain the success of CRM in the freight industry. 

The results are then identified through factors that are important for successful implementation 
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of CRM. Through this, the researchers were also able to evaluate that success in this industry 

is perceived through the system users, which would help in creating a common ground for 

future research when the success factors are researched. This is considered to be critical to the 

implementation of CRM in the organization with already existing ERP.  

2.7.1 Benefits of having a CRM system 

There are three main benefits of CRM, according to Sedera and Wang (2009), which are: 

improvement in the retention and acquiring of new customers of a company, maximizing the 

lifespan value of a customer and improving the quality of service without increasing the 

service cost. The sales, marketing, and service departments of a company must work together 

for an organization to reap these benefits. 

Additionally, it has been argued that the proper identification of customer’s needs is needed 

for the sales force to enable cross-selling. A cost-efficient marketing campaign can lead to 

understanding the needs of customers through differentiation, which in turn can also lead to 

cost-effective customer service through customer interaction. Similarly, customer satisfaction 

and loyalty can also lead to lower costs for customer procurement and retention and thus 

maximize business profits (Wang, Sedera and Tan, 2009). 

Thakur, Summey, and Balasubramanian (2006) have stated that companies can build long - 

term collaborative relationships with their customers through the full use of customer data. 

Many benefits can be earned in this way since long term customers are more cost effective to 

service and smooth relationships are less resource exhaustive. If organizations can convert 

customer data into knowledge, this knowledge will be used to build relationships, creating 

loyalty, and generating profit. An increase in customer satisfaction has been known to increase 

customer loyalty. CRM initiatives can be very advantageous to companies.  

One main advantage of CRM is high customer loyalty and customer retention. When 

customers are long term, they spend more, and spending more frequently will lead to an 

increase in customer retention. In this way, the customer takes more initiatives that lead to a 

long lasting relationship. Increase in profitability customer is another advantage of CRM 

(Kim, Zhao and Yang, 2008). A high level of customer satisfaction can lead to customer 

profitability as satisfied customers tend to make more referrals and are more open to up-

selling, cross-selling, and follow up sales. A company can evaluate customer profitability by 
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identifying current profitable customers, customers who may become profitable in the future, 

and customers who will never be profitable. Evaluation of customer profitability is very 

important for any company as the key to success is by acquiring and focusing on potential and 

existing customers who can bring profit (Ngai, 2005). 

Also, a good CRM system can help to reduce the cost of sales. This is attributed merely to the 

fact that existing customers tend to be more responsive. In this way, relationships become 

more effective, and there is a decrease in the cost of marketing campaigns because of a better 

knowledge of distributors and channels (Ngai, 2005). 

Similarly, the lower cost of acquiring customers is also an advantage of CRM. Through 

minimizing the acquisition cost of new customers, the cost can be reduced in other factors 

such as marketing, contacting, follow-ups, and services (Kim, Zhao and Yang, 2008). Lastly, 

the secure volume of business does not require the acquirement of many customers. With the 

increase in long term customers, there will be a decrease in the need to acquire new customers.  

It has been stated by Bose (2002) that companies that have a higher turnover of customer do 

not have much interaction with the customer leading to less customer satisfaction and less 

benefit of CRM for the company. Companies need to take a better initiative of CRM to get 

the best possible results.  

Ngai, Xiuand Chau (2009) found that an effective CRM strategy can allow a more integrated 

customer and provider bond. A strong CRM strategy can mean more business and profits for 

a company, increased customer retention, and better returns from each customer. It has also 

been indicated that better customer satisfaction and loyalty can result from an improved ability 

to cross-sell and up-sell to the customer. 

Some other expected benefits of CRM implementation are cutting costs as well as an increase 

in productivity and decision making for the company. Creating value for the customer is also 

a benefit of CRM. Creating value means the acquisition of the right customer centered on 

knowledge or information on learned characteristics that increase profit margins and company 

growth (Eid, 2007). Customer value includes both tangible and intangible benefits gained by 

CRM activities, which help to enhance customer relationship. With an attractive loyalty 

program and an enhanced bundling of products, customer value can be increased. To achieve 

customer value, a company must analyze information like marketing strategies, customer 
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retention, and total revenue. CRM initiatives need to be equally favorable both to the customer 

and the company (Eid, 2007). 

CRM is a valuable tool to recognize the right groups of customers and to help determine which 

customer to detach (Agapitou, Bersimis&Georgakellos, 2017). Relationship customers are 

more likely to be loyal as they do not hesitate to pay a premium value for a range of reliable 

products and services. He further adds that once relationship customer has been acquired, they 

are less inclined to defect as long as they are provided with quality service since they are 

already accustomed to the company’s products and services and less effort is required to 

convince them to buy from the company (Agapitou, Bersimis & Georgakellos, 2017). 

Ali, Ishaya, and Hassan (2015) states that customers can be divided into three categories based 

on the benefits a company can get from them. The first category is the top group, which 

comprises the top 10% that have the highest loyalty and are highly profitable for the company. 

The second category is the middle group, which consists of 40% - 50% of the company’s total 

customers that do give good profits and are also potentially useful for future loyalty and 

growth. The third and final category is the lower 40%-50% of the company’s bottom 

customers, and they are only marginally profitable and may have some potential of becoming 

more beneficial in the future, Ali, Ishayaand Hassan, (2015). 

Kostojohn, Johnson, and Paulen (2011) argue that CRM returns do not only improve customer 

loyalty but also improve the internal processes of the company. They further state that it also 

helps to manage marketing campaigns with identified goals along with predictable and 

determinate objectives. Xu and Walton (2005) have identified that the creation and 

management of a profitable sales telesales and field representatives is also another benefit of 

CRM initiative. Similarly, he has stated that there are many benefits from the sales viewpoint. 

Telesales, field sales, and sales management can all be improved as CRM allows the sharing 

of information in real time among all the related employees. By entering orders online, CRM 

improves sales skills. It enhances territorial management by updating information on real-time 

accounts. Similarly, it enhances sales force as a whole by identifying, distributing, and 

monetizing high performers' success and expertise. Also, by focusing on growing the best 

accounts, revenue per call increases. 
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From the perspective of customer support, CRM initiatives are beneficial in many ways. 

Shared relationships with personalized customer care based on specific customer history and 

preferences are strengthened. The efficiency of the call center and the support desk is 

improved by automatic scripting based on known solutions. When web-based support is 

directly extended to the customer, and customer satisfaction is increased, the costs of support 

and services are decreased. All customer contact from sales, support, field service, and 

marketing are unified (Shaon, and Rahman, 2015). 

CRM may increase efficiency and cost reductions of an organization, as stated by Amofah 

and Ijaz, (2005). They have indicated, for example, that by combining customer data into one 

database by a company enables it to share information and work towards common corporate 

objectives using the same underlying statistics in marketing teams, sales personnel and other 

departments within the company. They also state that CRM helps to improve customer service 

and support through assisting the company in receiving, updating, and even completing 

remote orders more accurately. One of the advantages stated by Amofah and Ijaz (2005) is an 

increase in customer loyalty. For example, the CRM system can aid in identifying information 

that helps a company to determine the actual cost of acquiring and retaining customers. This 

information also allows the company to concentrate its time and effort on its most cost-

effective customers. Also, they say that defining one's top customers enables a company to 

manage them as a premium group more competently, acknowledging that not all customers 

have to be treated the same, as each customer has different requirements. Amofah and Ijaz 

(2005) also said that more effective marketing could be attained as a result of CRM initiatives. 

For example, the company can predict the type of goods and services that a customer is likely 

to purchase and the timing of purchases with the help of a comprehensive customer 

satisfaction attained from an eCRM system. 

2.7.2 Importance of CRM in the Freight forwarder industry 

In today’s logistics services, the freight forwarder industry must demonstrate adequate speed, 

frequency, and reliability to fulfil its goal, which is to deliver high-quality customer service 

(Shang & Lu, 2012). Faced with high competition in the marketplace, Freight forwarder 

companies are now betting on customer services to create customer value (Pereira, Fróis, & 

Ferreira, 2018). We all acknowledge that it is much more beneficial to retain an actual 

customer and make him loyal to the company than to start a new relationship (Chen & 
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Popovich, 2003). Therefore, having a better understanding of the customer’s needs in order to 

retain them or create more customers is of great importance and a crucial part of corporate 

management (Ding, 2012; Ding, 2012). It has been proven that the key to any successful 

business is the connection between service quality, service satisfaction, and customer loyalty 

(Durvasula, Lysonski, & Mehta, 2004). 

According to Durvasula, Lysonski, and Mehta (2004), customers of the Freight forwarder 

sector are more focused on how efficiently their complaints are handled, and how fast their 

delivery information is made available to them. Therefore, companies operating in this sector 

need real-time information, as well as an effective CRM system to manage their customer 

relationships effectively and thus, survive in the marketplace (Shang & Lu, 2012).  

The market of freight transportation has increased considerably, which in its turn has led to 

the growth of the customer base (SteadieSeifi, Dellaert, Nuijten, Woensel, & Raoufi, 2014). 

Customers are now more focused on customer service as they have become more demanding 

and require more and better services at lower costs (Pereira, Fróis, & Ferreira, 2018). CRM is 

now an essential tool used in marketing to obtain customer loyalty, increase customer 

retention rates, and profits (Shang & Lu, 2012), because the building of these particular types 

of relationships requires an adequate data collection on the customers in order to know them 

and then, offer them higher value services (Pereira, Fróis, & Ferreira, 2018).  

2.7.3 Potential problems of CRM systems 

Customer Relationship Management (CRM) can be an excellent way to leverage business 

assets. However, CRM difficulties may cause significant problems for any given company 

(Hendricks, Singhal, and Stratman, 2007). 

Cost is one of the most significant challenges of CRM implementation. There are many 

available software options, along with similar pricing plans. To determine the actual costs of 

CRM software, and to ensure that the total cost of ownership includes software subscription 

or purchase fees, premium upgrades such as marketing or reporting, customization, IT 

resource requirements as well as the training of staff and enhancing their skills. Certain other 

factors, including data migration and quality along with business transformation, could 

influence the overall cost of CRM execution as well. The implementation of proper planning 
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and thorough evaluation of potential hidden costs should help to create a realistic CRM project 

budget. 

Another CRM problem that can occur is business culture. People within the company may 

resist change, or there may be a lack of commitment, which in turn can lead to difficulties in 

the implementation of CRM. Unless all of the businesses are committed to viewing their 

activities from a customer perspective, customer relationships can break down and result in a 

loss in sales (Hendricks, Singhal, &Stratman, 2007). 

Similarly, poor communication can also cause CRM problems. All the relevant employees in 

the business must know what information is needed and how to use it to secure buy-in and 

make CRM function effectively. It must be ensured that integration needs are communicated 

in advance if other teams, for instance, payroll staff, need to cooperate in the implementation 

(King &Burgess, 2008). 

In addition, lack of leadership also needs to be taken into account when implementing CRM. 

Management should set an example and focus on each project for customers. If the plan 

proposed is not right for the customers, it should not be done. A better alternative must be 

developed for the team instead (King &Burgess, 2008). 

2.7.4 Global CRM Implementation Challenges 

The global CRM implementation encompasses all the difficulties and challenges of a single 

location, leading to an exponentially increasing risk with each other and its corresponding 

variables and problems (Ahearne, Rapp, Mariadoss&Ganesan, 2012). The key to a 

successful application of any software is careful planning, and it is also essential for a 

numerous site project. Knowing what lies ahead and the difficulties others have faced before 

is crucial to attaining the end goal in a global CRM implementation. Methodology and 

logistics are the focus of several CRM projects. We will look into specific common lessons, 

which are often ignored. 

One major factor is the language barrier. No doubt in today’s modern environment team 

members with multilingual skills are not hard to find. Nevertheless, in an experienced project 

team, native speakers cannot be replaced as a colloquialism, and language nuances can lead 

to misunderstandings and unintended concerns (Hawking, 2007). Team communications are, 

however, only one of the challenges of language. There are legislations in many countries 
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and regions that require the needed software to be translated into their native language. 

Although the software localization specifications for clients or transaction documents such 

as quotations, invoices, and marketing collateral do not have any legal or user requirements, 

they should still be adaptable to the local country to be effective. While a wave of services 

and software systems provides the location, project teams must ensure proper translation and 

monitoring of user interfaces, support documentation, and training materials (Hawking, 

2007). 

Undeniably, language is just another indicator of culture. Cultural differences in some areas 

may be slight, or they can be a strong contrast in others when it comes to executing a CRM 

system in a foreign country. Whether virtually or on site, it is imperative for multi-cultural 

teams to learn to deal with diverse corporate languages, distinct cultural values, and working 

practices. It is possible that a known innocent greeting or touch in one culture may be seen 

as inappropriate or insulting behavior in another. Similarly, expectations are often 

misunderstood in work culture. For example, employees are usually allowed to have twenty-

five vacation days off in many European countries. However, employees in China often need 

to work on Saturdays. During the summers in Scandinavian countries, employees often reach 

work very early in the mornings so that they can leave by 3 PM in order for them to enjoy 

some precious daylight. Punctuality is somewhat relaxed in many Latin American countries 

where employees may reach office in the late morning, around 9 AM or 10 AM. This may 

lead the other global project team members who are not from these regions to believe their 

fellow team members are slacking. A project manager has to frequently face challenges when 

trying to plan a project around different national holidays, vacation, working days 

differences along with other cultural challenges, but it is vital for the success of multinational 

CRM operation 

Other factors of a software implementation, such as data collection, may also be affected by 

cultural differences. Customers in some countries are reluctant to provide specific data, 

including addresses and telephone numbers. In particular, CRM systems, which aim at being 

a customer registration system and provide a full view of the customer relationship, are 

challenged. Sometimes, there are restrictions placed by some governments that do not allow 

companies to use customer information in specific ways, such as telemarketing and emailing. 
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2.8 Process Framework of CRM 

2.8.1 Formation 

CRM's primary aim is to improve the productivity of the marketing process and to increase 

the reciprocal value for the involved parties. To improve marketing efficiencies, customer 

acquisition costs and customer conservation savings can be reduced through search and 

attainment of operational targets, such as lower distribution costs, updated order processing 

and inventory management (Kim &Kim, 2009). In addition, companies can improve 

marketing value by carefully choosing customers on their numerous programs, individualizing 

and tailoring market opportunities in order to anticipate and meet the emerging needs of the 

individual customer, building customer loyalty and devotion, affiliating with each other for 

new product development and for entering new markets, and the competitive edge of the 

company. It is important to clarify the objectives and purpose of CRM before initiating CRM 

in any organization (Kim &Kim, 2009). This clarifies the essence of the CRM programs and 

activities the company, along with its partners, needs to carry out. In this way, it is also easier 

to classify appropriate relationship partners to fulfill the required expectations and 

competencies to accomplish common goals. Understandably, it also helps to assess the 

performance of CRM by comparing results with the objectives (Kim &Kim, 2009). 

2.8.2 Management and Governance 

The management and governance process helps to ensure that CRM programs work smoothly. 

Managers have to determine the specification of roles, communications, joint bonds, the 

process of planning, alignment of the process, employee personal motivation, and monitoring 

processes. The specification of roles identifies the role of partners in carrying out the CRM 

tasks, the role of individuals or teams in the management of relationships and their associated 

activities (Lambert, 2009). It helps illuminate the nature of resources and empowerment 

required by individuals or teams in charge of managing customer relations. To build 

relationships, promote trust, and provide the information and knowledge necessary to 

undertake cooperative and collaborative actions, communication with customer partners is 

essential. It is the lifeblood of CRM in many respects. A firm can improve relationships 

through the establishment of correct communication channels for information sharing with 

customers. Also, intra-company communication between individuals and business functions, 
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which play a direct role in the management of relationships with a particular customer or 

group should also be established in particular with customers (Lambert, 2009). 

Relationships are established through communications and interaction and help to nourish the 

relationship. Social bonds are cultivated by interactions in business markets. Face-to-face 

interactions in mass markets are, however, not economically feasible (Keramati, Mehrabi, and 

Mojir, 2010). Through symbolic links, endorsements, association groups, and membership 

benefits or the creation of online communities, marketers should, therefore, develop mutual 

relations. Regardless of how the value is created, reputation and structural bonds are valuable 

processes for normalizing customer relationships. The planning process and the lengths to 

which customers participate in the planning process is another critical element of relationship 

governance. However, in the mass markets, this may not be possible (Keramati, 

Mehrabi&Mojir, 2010). Nevertheless, their involvement in the planning process is desirable 

for managing cooperative and collaborative relations with large customers.  

To avoid problems in CRM implementation, several aspects of operating processes must be 

aligned according to the nature and extent of the relationship. It includes processing of orders, 

accounting, budgeting, information systems, merchandising methods, etc. (Keramati, Mehrabi 

and Mojir, 2010). 

In the context of building the right workplace for managing customer relations, human 

resources decisions are also important. It is important to train staff to interact with clients, to 

work in teams, and to manage relationships. Similarly, it is the same with the issue of creating 

the right motivation through incentives, rewards, and compensation systems towards 

structuring stronger relationship bonds and customer loyalty (Kim &Kim, 2009). While 

institutionalizing the relationship, it is desirable for the company's long-term benefit; personal 

connections are still established and impact the institutional connection. This requires proper 

training and motivation for staff to deal with customer relationships professionally as desired 

by the customers. Finally, adequate monitoring processes are needed to avoid failure and to 

manage relationship conflicts in the future. These include constant evaluation of objectives 

and outcomes, initiation of changes in relationship arrangement, design, or governance if 

necessary, which in turn creates a method of problems and conflict resolution. Proper 

procedures of monitoring prevent relationship destabilization and the creation of irregularities 

of power. It also helps to monitor the CRM by analyzing how goals, results, and resources are 
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appropriately aligned. In general, CRM maintenance, development, and execution are assisted 

by the management and the management sub-process. It further helps to strengthen 

partnerships and ensures the continuation and improvement of relations when the process is 

successfully carried out (Lambert, 2009). 

2.8.3 Evaluation of Performance 

The process for performance review helps evaluate programs and adjusts the relationship 

management or changes to the marketing goals and program features of the relationship. 

Evaluation of CRM effort by performance metrics helps decision-making on the maintenance, 

modification, or end of CRM programs. The performance metrics of any CRM initiative are 

a challenge, because many existing marketing measures, such as market share and overall 

sales volume about CRM, may not be suitable when it comes to CRM (Lambert, 2009). The 

CRM program performance measurement metrics should reflect the defined program 

objectives. A multidimensional measure is recommended, so that customer loyalty is not an 

attempt in itself, without addressing the key issue of customer account profitability at the same 

time (Reinartz&Kumar, 2002). Reinartz and Kumar (2002) had suggested, following the 

reviewing of the longitudinal information in four service businesses, that customer loyalty 

management is not the same as managing them for the profits. Their findings strengthen the 

need for measurements that include all facets of the relationship. The researcher can theorize 

CRM performance as a multi-dimensional measure with a planned, financial, and marketing 

aspect. Financial measures include profitability relationships and CRM investment returns. In 

business markets and consumer markets, relationship profitability is generally measured at the 

specific customer level. In the operation of financial aspects, the notions of customer share 

and value for a lifetime are immensely useful. In the CRM marketing aspects, measuring 

customer loyalty, customer satisfaction, and customer retention are included (Keramati, 

Mehrabi&Mojir, 2010). 
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2.8.4 Development of CRM 

Given the dynamic nature of competitive markets, individual customer relationships, and 

CRM programs cultivate over a specific period. Resolutions are taken regularly concerning 

the maintenance, termination, enhancement, and amendment of related applications. The 

development of CRM programs is subjective to the performance of relationship and 

contentment (Kim and Kim, 2009). Provided that the performance is good, partners would be 

more inclined to pursue their CRM program or to enrich it. The development of CRM 

programs has an impact on relation performance and satisfaction. Partners are encouraged to 

continue their CRM program or to develop it when the performance is successful. However, 

it is possible that partners may contemplate altering or even ending the relationship in case 

the performance is not up to mark. Several partnerships are terminated because of the planned 

finishing points, particularly in the business markets. CRM programs would be more efficient 

for companies who design and map the development cycle while taking into account the 

possibilities for making important decisions (Reinartz&Kumar,2002). 
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2.9 Conceptual research model and Research question  

Since our thesis emphasis on how CRM system is implemented in the Freight forwarding 

industry and its integration challenges, our work will, therefore, focus on the implementation 

of CRM technology and the challenges as illustrated in figure 3 below. 

Figure 3: Research model 

Source: Authors 

Therefore, this model will help us answer the following research question: 

“How can CRM system be implemented in the Freight Forwarding industry, and what are 

the challenges attached to its integration?” 
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3 Method 

This chapter includes the research methodology that was used in the paper, starting with a 

discussion regarding the research philosophy, followed by the research strategy and the 

research approach. Then this section of the study explained ways through which the data was 

collected and the tools used to analyze the data. The research design chapter will end on a 

discussion related to the quality of the research under the light of research reliability and 

research validity. 

3.1 Philosophical stance 

The concept of research philosophy includes the beliefs systems of the individuals, along with 

their assumptions that were related to knowledge development. There have been several 

arguments about the concept of research philosophy. The following diagram shows the 

research onion, which is the basis of the research philosophy.  

 

Figure 4: research onion 

Source: (Saunders, M., Lewis, P. & Thornhill, A., 2012) 

According to Saunders, Lewis, and Thornhill (2009), there has been an argument that the 

credible research philosophy will be created by the well-throughout and the assumptions 

related to the problem. This means that the research philosophy is dependent on the 

methodological choice of the researcher, the research question, along with the data collection 

techniques and the data analysis process. As the research is being conducted, it is important 

that the researcher is fully aware of the research philosophy of the study implying the 

particular way of viewing the world (Saunders et al., 2009). Research philosophy can be 
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distinguished into two different dimensions: ontology and epistemology (Bryman & Bell, 

2011). The ontology refers to “reality” and existence and their assumptions. On the other hand, 

epistemology refers to the theory of knowledge that eventually helps the researcher to 

understand better the ways through which the world nature could be studied (Easterby-Smith, 

Thorpe & Jackson, 2015). 

This study takes into account the epistemology research philosophy since the aim of the study 

was related to the implementation of a CRM system, and there have already been different 

studies conducted in this regard. Hence, this phenomenon was observable and was considered 

for the sake of providing knowledge. It was however assured that this study has conducted in 

a way that was value-free, detaching the researchers and coming up with the more independent 

and neutral outcome based on the stance of the study and therefore finding the data and facts 

in the purest form that could not be influenced by the human interpretations.  The type of 

epistemology applied in this study is the pragmatism since it involves human interaction, and 

the results have been generated based on different perceptions of people. There is applied 

research, and both the phenomena and the subjective meanings are used, which helped the 

researcher in providing adequate knowledge based on the research question.   

3.2 Research strategy: Qualitative vs. Quantitative  

When developing a research strategy, there are two main options available to the researcher 

that is either qualitative research or quantitative research. The qualitative research does not 

rely on the use of numeric data or statistical inference while quantitative research is based on 

the quantity which is measured in numeric form.  

As we will use interviews for the primary data collection, it will, therefore, be a part of the 

qualitative research rather than quantitative. These data are the ones explicitly collected to 

serve the purpose of this study.  

3.3 Research approach: Inductive vs. Deductive 

There are two main types of research approaches which are inductive and deductive. The 

inductive approach relates to the systematic process to establish the general proposition based 

on facts and observations. On the other hand, the deductive approach refers to the logical 

process from a known premise to derive a conclusion. According to the authors Saunders et 

al., (2009), the deductive research approach includes the assumption that is present in the 



 

 

 

 

33 

study usually entailing a detailed connection with the survey strategy. On the other hand, the 

inductive approach is concerned with the new theory that is to emerge from the data. The 

inductive approach is mainly associated with qualitative research compared to quantitative 

research in the deductive approach. The inductive approach makes use of the research question 

that narrows the scope of the study, and it emphasizes on exploring new phenomenon or 

analyzing the previously researched phenomenon with an entirely new perspective. 

Considering the purpose of the study, it emphasizes on the qualification of data while 

collecting or analyzing the data. As the interviews are conducted in the study, the researchers 

are able to provide proper details about the participants that include several characteristics and 

also base the results on the findings which are directly depending on their research population 

(Jackson, 2015). 

Hence, since this paper is focusing on qualitative research and includes the use of interviews, 

we incorporate the use of inductive approach as it is dependent on the empirical evidence.  

3.4 Data collection 

The data collected in the research is based on the research design that is being used in the 

paper. Data collection involves the process to measure the variables of interest in a way that 

enables the answers related to research questions, tests the research hypotheses and also 

evaluates the outcomes, Bryman and Bell, (2011). Considering this study, as we have made 

use of the qualitative approach, which does not include the use of numbers in the study, it is 

an approach that involves different techniques. For this study, we made use of in-depth 

qualitative interviews to gain more understanding of the realities through the opinions of the 

respondents (Easterby, Thorpe, & Jackson, 2015). All the interviews were recorded and 

transcribed. Furthermore, different types of interviews are discussed by different researchers, 

while the most prominent distinction made from the interviewer-administered questionnaire 

is the inclusion of the name of the person on the telephone or personally.  
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3.4.1 Case study selection  

The case study is about an in-depth look into a particular phenomenon in a real-world context 

(Yin, 2013). It can be single cases or multiple cases that consist in looking in depth at one or 

more organizations, individuals or events over time (Easterby, Thorpe, & Jackson, 2015) As 

we opted for a qualitative research method and selected interviews for this, a single case study 

is therefore adopted and there would be no random sampling done. Hence, there will be case 

selection in this study from the selected organization. The Case company for our study is one 

of the world leading logistics and freight forwarding company. The reason why we chose this 

company is first because they were highly cooperative when we approached them to research 

them as one of us did a ten-week internship with the Case company. Secondly, by conducting 

a study on such a high profile company that operates worldwide, it would be easy for us to 

generalize results and be able to come up with different aspects of this industry. Thirdly, the 

Case company happened to be in the full process of implementing their new CRM 

system..  Hence, we saw this as an opportunity to gain more insight into this phenomenon in 

the real-life experience. 

3.4.2 Sampling design 

According to Easterby, Thorpe, & Jackson (2015), sample refers to a subcategory of the 

population from which evidence is gathered in a research study. Furthermore, they 

emphasized on the two steps involved in the sampling design. The first one is to draw a 

sampling frame that includes all the available units we want in our study. The second step is 

to make sure of the availability of the target units. The two main sampling designs are: 

probability sampling as the probability of each respondent of the sample is known; and non-

probability sampling as it is impossible to assert the probability of any entity of the group that 

is sampled. For our study, we made use of the convenience sampling strategy, which is non-

probability sampling. The convenience sampling is about selecting samples based on how 

easy it is to access them (Easterby, Thorpe, & Jackson, 2015). The Case company of our study 

was selected base on the fact that one of us did a ten-week internship at the Case company. It, 

therefore, became easy to get access to the employees as there was already established trust.  
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3.4.3 Interview types 

Choosing the type of interviews depends on several factors that include the research sample 

size, the types of questions, and the importance of reaching the particular respondents in the 

study. Easterby, Thorpe, & Jackson (2015) identified three types of interview structured at 

different levels. The first is a market-research interview, which is highly structured and 

formalized, with questions listed in a predefined order. The second is a guided open interview, 

which is semi-structured. Here, the topics to cover are selected, and the questions can be 

handled in a more flexible way. The third is an ethnographic interview, which is unstructured. 

Here questions are rather used to stimulate a conversation than to guide answers.  For our 

study, we made use of the guided open interview, and we told the respondents to feel free to 

skip any question they may not be comfortable with. Since the personal presence of the 

researchers is considered as an important part of the study, we conducted face-to-face 

interviews where we gathered information from the employees working at the Case company 

in the region (Sweden), as gathering information from different parts of the world was not 

possible.  

During the interviews, we also made use of the “Laddering” technique which consists of 

asking more questions than listed to have more illustrations and gain more insight into the 

research topic (Easterby, Thorpe, & Jackson, 2015). It can be Laddering up where the question 

“why” is often asked, thus enabling the respondent to move from statements of fact about the 

question asked, to starting to reveal an individual’s value base. It can also be Laddering down 

where we look up for more illustrations and examples from the respondents. Therefore, some 

follow up questions were formulated based on the respondent’s answers. 

3.4.4 Interviews development and the respondents 

Our research study focuses on the implementation of the CRM system and its integration 

challenges in the Customer Service Department of the case company in Sweden. According 

to Easterby, Thorpe, & Jackson (2015), the development of the interview guide requires the 

researchers to have a clear understanding of their research question as well as their research 

design and the sampling strategy. As we used a non-probabilistic sample strategy in our study, 

the interview guides were, therefore, developed according to the responsibilities and the 

positions of the respondents within the Customer Service Department of the Case company. 

The respondents were nine in total and included top managers, Supervisors, and the End-users 
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(see table below). To avoid possible confusion and misinterpretation, the English language 

was used as a common language platform as it was easy to understand by everyone involved 

in this study. An introduction letter was sent along with the interview guides to all the 

respondents. Due to confidentiality agreements with the respondents, names cannot be 

revealed. The interview guidelines were sent to all the respondents at least two weeks before 

the interview. One interview was conducted through Skype, while the rest were face-to-face 

interviews, and each interview section lasted approximately between 55-90 minutes. 

 

Figure 5: The interviews’ Respondents of the Case company 

 

Sources: Authors 
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3.5 Data analysis 

The data will be analysed through thematic analysis, a qualitative method used for 

”identifying, analyzing and reporting patterns( themes) within data” ( Braun & Clarke, 

2006). Themes will be developed depending on the research questions, aims, and interviews. 

The use of thematic analysis is a great choice when the semi-formal interviews are taken. 

After conducting several interviews, we were able to divide them into categories that were 

the themes. The responses were then analyzed thematically, which helped in developing a 

better understanding of the research problem and assisted us in coming up with more 

appropriate solutions.  

3.6 Quality of the study 

According to the study by Bryman and Bell (2011), research reliability is associated with the 

question related to whether the results of the study could be repeated or not. In simpler words, 

reliability relates to the research consistency and replication that is if the study could come up 

with the similar results if conducted again by another author, this would mean that the research 

is reliable. The research reliability could be demonstrated through different procedures which 

would show the transparency and the explanations are given through the methodological 

choices, the data collection, and the analytical steps in as much detail as possible. In addition 

to that, the research reliability is concerned with the robustness of the interviews; hence, the 

results would be the same even if the research is conducted more than twice in different 

countries and regions.  

The validity of the research refers to the ability to be able to measure the intention of what is 

to be measured. When a survey study is conducted, the validity applied basically on the study 

to reflect the reality that is to be represented in the paper.  

To assure validity in this study, we used English as the medium of communication and the 

language of the questionnaire as it is the most widely used language across the globe. It is the 

most common business language, so it was used as the language of the questionnaire. We 

made correct use of the expressions so that there are no misinterpretations in the study, or the 

chances of misconceptions is minimized. The language was kept simple so that each question 

was easily understood by the participants, and the purpose of the study is easily understood.  
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In addition to that, the research validity is also ensured by using pilot testing in the study. Pilot 

testing is essential as it helps the researcher in reaching the actual respondents in the study. 

To assure validity, we conducted the pilot testing on one participant from the Case company 

who was relevant to the study. The participants of pilot testing were also asked to provide 

their feedback on the plausibility of the questions and also asked if they found the instructions 

easy to understand and if anything was unclear, ambiguous or difficult to interpret.  

In addition to that, the external validity was also assured, which includes the issues related to 

whether the results of the study could be generalized or not. Because Case company is present 

in different parts of the world, there are several logistics, procurement, and sales departments. 

Hence, generalizing was difficult. Therefore, we considered a particular country to generalize 

the results because implementing CRM in different countries is a different job and have 

several other requirements. The organizational culture and the structures are entirely different 

in different parts of the world, so generalization over it would not be possible. Therefore, we 

picked one region and focused on a single case company which made the generalization easy 

and less questionable.  

3.7 Ethical consideration of the empirical study 

There are different requirements for research ethics. Firstly, it requires the researcher to report 

the findings of the research in a way which is unbiased and also reflect their pursuit of 

knowledge and commitment towards work. It is essential that the researcher presents and 

reports his findings in a way which is most accurate and avoids both misrepresentation and 

falsification at all cost. Fabricating the answers of the interviews or misrepresenting the results 

comes in all forms of misconduct within the realms of research ethics. Hence, these 

characteristics cannot be ignored at any cost since the researcher aim to conduct a successful 

study.  

Another concern under research ethics includes the accurate interpretations of data where it is 

essential for the researcher to report and interpret the research findings most appropriately and 

carefully. The researchers are obligated not to recommend anything in the study if they do not 

have any sufficient evidential basis, and they are also expected to reveal the limiting factors 

with complete transparency and fairness.  
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For this study, we made all possible efforts to obtain the consents from all the participants of 

the study. The respondents had the free choice, and it was totally on their discretion whether 

to take the interviews fully, leave it half way or altogether refuse to be a part of it. The rights 

of the participants were fully assured, keeping in mind their respect and dignity that was 

brought into focus throughout the execution of the study. Hence, all the participants were 

given full autonomy to participate. The participants were given all the information, and each 

step of the study before their interview session. This meant that they became part of the project 

with full acknowledgment and appreciation of the study. We considered both the verbal and 

the written consents to be of critical importance as, without them, the research would fail using 

the desired research techniques.  

In the face to face interviews with the 9 participants, the privacy of each of them played a 

crucial role in confirming that the study followed the ethical principles. The participants were 

not forced to reveal their personal information to be a part of this study. The customs and the 

traditions of the organization were also being accounted for, and the privacy and 

confidentiality within the project were not entertained at all. 
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4 Results and Findings 

Within this chapter four, we will present the empirical finding from the interviews of the case 

study. 

In this chapter, we have decoded the research findings based on the questionnaire that was 

given to the employees of the Case company. The questionnaire was divided into different 

themes which included: (1) the benefits of CRM system, (2) decision making and vendor 

selection, (3) technological part of the implementation, (4) changes management readiness, 

(5) performance measurement and (6) others. All the questions were carefully designed, and 

it was an open-ended interview. (See the table of Initial Themes below). 

The employees were questioned related to their customer service activities, their customers, 

meaning and importance of CRM system, reasons to implement CRM system in the given 

company, benefits of using the CRM system, customer relationship necessity in the Freight 

industry, the concept of relationship marketing and so on. In the decision-making area, they 

were questioned if their organization had a CRM system before or not. They were also 

questioned about the systems that were used to interact with the customers before the 

implementation of CRM and the importance of upgrading the new CRM system. In this 

section, the participants were also questioned about who decided against implementing the 

new systems followed by the reasons for implementing a CRM system in the company. The 

entire implementation team was analyzed, and it was studied whether the organization 

supported a decentralized decision-making technique or not. The vendor selection and the 

costs of implementing the CRM system were also questioned.  

Considering the technological part of implementing the CRM system, the participants were 

questioned about other IS such as ERP and whether they adopted CRM packaged solutions, 

or they customized it. The time prediction of the implementation, along with the total 

completion time, was also taken into account. The modules and the implementation problems 

were also being discussed in the interviews followed by the integration challenges and the 

trial period, the involvement of external people, and the most challenges part of the 

implementation.  

We also emphasized on questioning about the change management strategy, employees’ 

training as the new system was being implemented, and the response of the employees towards 



 

 

 

 

41 

this change. The CRM and company capability were discussed in detail, followed by the first 

performance measurement and the measurement criteria and the performance of the company 

after the implementation. We also discussed the success of the company due to the effective 

implementation of CRM and the achievement of the organizational goals. There were several 

other related questions which included the departments of the company, the relationship 

between CRM and other departments, disadvantages of using the CRM system, and different 

recommendations.  

With regards to the benefits of CRM system, the managers emphasized on booking, 

quotations, services, track and trace, claims, invoices, custom, dangerous goods declarations 

while the front-line activities included contacting the customers. In addition to that, the 

backline activities and the benefits were related to them being more of investigative, making 

it easier to search for shipments, and the problem-solving. The customers were not specified, 

but they dealt mostly with the B2B customers. CRM helps them track all the related 

information and develop interaction with the customers, helps to manage the relationship with 

the customer in a professional and dedicated way, everyone worked in the same system which 

made it easier to follow the statistics and helped them keep efficient contact with the clients. 

The reasons they implemented the CRM system is to have full control of the interaction, to be 

customer-centric, to allow the company to be connected worldwide and to make the work 

more accessible since the functions become automated. 

Similarly, when we talk about the benefits of CRM, the participants discussed this aspect in 

much detail out of which we were able to evaluate that the significant benefits included the 

fact that they have control over all the interactions with the customers such as the phone calls, 

emails, and the documents as they are all stored by the system. In addition to that, it helps in 

better organizing the work when it comes to income calls and emails to answer customers at 

the right time base on their position in the queue. In addition to that, further benefits include 

becoming more efficient and having a more unobstructed view of customer requirements.  

CRM is very important for them as their core job is to stay connected with the customers all 

the time. Also, with the increasing globalization and competition, it is imperative for 

businesses today to enhance the concept of relationship marketing. As they did not have the 

CRM system before, they were using old ways which were not significant for the customer 

service. Furthermore, the reallocation of the system and the implementation of a completely 
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new system were decided by the board members of the Freight Forwarding division as there 

was a need to have a single system which would align all the other systems in all the other 

countries.  

The company developed a new implementation team, and the work was decentralized, which 

was a benefit for the company as the outcomes were much better. The vendors were also 

selected by the top management while the interviewees were unaware of the costs that would 

be incurred to implement the new system.  

With regards to the technological part of the implementation, not an ERP system but a TM 

system (Transportation Management system) that handled the company’ shipments for 

terminals and the carriers was implemented. It is a kind of ERP system which helped in 

managing the transportation of goods and created shipments and invoices. CRM would help 

them develop a customized solution, and this plan took years (about four years) to be executed. 

They also faced problems in the implementation, including the changes in the routines, the 

reorganization of their processes and the adaption of the new system. It was, however, 

challenging to integrate the CRM system with the TM system as each country had its TM 

system. The CRM system also helps them develop an adaption of the ways of working; it 

increased uncertainty about building something. In the Denmark industry, there were no such 

challenges in the current market as they were planning to implement the new and the single 

ERP system.  

There were external people also involved in the implementation of the CRM system while the 

most challenging part of the implementation was the organizational structure and the change 

in the mindsets of the people and the fact that Denmark was the first country to implement a 

CRM system. Also, our Case company is the first in the history of Freight forwarding to 

implement a standardized CRM system. The technical part and the ways to use the upgraded 

system was also another challenge faced by them.  

Since a completely new system was being implemented, it was important to develop a change 

management strategy. To do so, the organization minimized the changes and put more focus 

on the system changes and not on everything at the same time. The approach used by them 

was two-sided approach: the first one was to focus on the reason why they are implementing 

the CRM system; the second one was a kind of open-door approach allowing the end users to 
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see pieces of the system before the implementation. In the front line, the approach the used 

was to be there to help all the time and keep the users happy. In the back line, not too much 

work was done as the users were already motivated to get rid of the old way of working. There 

was also an emphasis on staff training and the organization provided one full day training to 

their employees to give them a complete understanding about the new system, and also about 

one-hour individual training for each employee. It was then observed that the employees were 

resistant to change, and there were mixed reviews on the implementation of a new system. 

However, it is expected that through the new CRM system, the organization will be able to 

monitor and handle the resources of the companies as the statistics would be clarified. They 

would be able to compare their performance and see the level of improvement and efficiency 

due to the implementation of CRM. They would get better with the clients leading to lesser 

complains. Coming to their performance measurement, they base them on the number of 

requests answered, first-time response, completion of inquiries, and on an individual level.  It 

also dependents on accessibility, that is the grade of the service about customer requests, the 

number of abandoned call rate, and the time between the first call till when the case is solved 

and close as well as the individual’s performance as they have the statistics goal of reaching 

80% every day.  

Hence, when the company’s success was discussed, some respondents evaluated that the 

company success depends on effective implementation of the CRM system, while others said 

that it is not dependent on that as the company also has other resources that make it successful; 

but it could be better with CRM system. However, CRM helps in easier identification of the 

customer needs and make the work faster and more comfortable, thus improving the 

relationship with the customers.  
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Table1: Initial Themes 

Themes Categories Descriptions 

 

 

 

 

 

 

 

 

 

Importance of 

CRM 

Importance and 

reasons for 

implementing a 

CRM system 

 

R1: “[…] helps to track all interactions with customers and have 

control over them…” 

R2: “[…] helps manage a relationship with the customer in a 

professional and dedicated way and to become customer-centric…” 

R3: “[…] helps to be more proactive towards the customers’ needs 

in a complex business environment, create a system that is the same 

in all of our offices in different countries …” 

R4:“[…] helps to improve the customers ‘experience, see all the 

transaction and have an easy communication…” 

R5”…It important to us because every ´body is going to work in the 

same system and then it easier to follow how much work the advisors 

actually do, and for the statistics it is really important as we can see 

everything, we measure as well how long time it takes for us to 

answer the customer’s questions….So now we have more deadlines 

and we can compare, and we can be better as we see the goals that 

we have….” 

R6: “…helps keep efficient contact with the clients…” 

R7:  “.It is always important, I think; this company is so enormous, 

so big, of course, you need to make every customer happy….” 

R8: “…It's basically to help the customer whatever the issue is…” 

R9: “…helps us to know our actual and faithful customers…” 

Benefits of 

using a CRM 

system 

 

 

 

R1: “…  have control over the phone call, emails, and documents…” 

R2: “… have on the aligned way of working…” 

R3: “…have customer history and become more proactive…” 

R4: “…for a multinational company as ours CRM helps to speed up  

the process between the different functions in our organization…” 
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R5: “…CRM is global, thus allowing all our company to be 

connected” ”help answer the customers at the right time, and 

organize  the income calls and emails.” 

R6: “…To make the work easier through automated functions…” 

R7:”… the customers that we have known maybe will spread the 

word, and that could make new customers…” 

R8:“…it differentiates our services from other…” 

R9: “…The advantage is basically that we can talk to everybody. It's 

very integrated into the system. So for example, if Swedish 

customer/client calls me, and they want to know something - is this, 

for example, picked up at a terminal in Helsingborg? Then I can send 

them an errand and ask the question. Maybe they say no this has left 

for the Netherlands. Then I say okay the Netherlands do we have a 

shipment? So everyone can see everything in the area which is good 

because before we had different programs, and that was a bit 

complicated in a sense because you have to be dependent on a lot of 

different programs. So it's now very much everything is in the same 

and everybody can read, so if I am off duty one day, for example, my 

colleague can say OK, he wrote this, they wrote that perfect. So that's 

the big advantage of course, and everything is in one program. 

 

 

 

 

CRM  

implementation 

Decision 

making and 

vendor 

selection 

 

 

 R: “… we have never implemented any CRM system like this 

before.” 

“The decision to implement a CRM system was taken by the Top 

Management at the headquarter of the group in Germany, as well as 

the vendor under request and many trials.” 

Cost of the 

implementation 

 

“…no idea…” 

Devices used to 

interact with 

customers 

before the CRM 

implementation 

R1: “…one reallocation system but not for handling customers 

relationships.” 

R2: “…Microsoft outlook, desk phone, email platform, a kind of 

ticketing system.” 
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R3: the …each country had a kind of CRM system for their 

interaction, but not a global CRM system like this one. Now we have 

a single one that integrates all the countries.” 

R4: “Before we used normal email to interact with the customers.” 

 

Any other IS 

such as ERP 

R1: “…Not an ERP system but a TM system (Transportation 

Management system) where we handle shipments for terminals and 

the carriers.” 

R2: “…we have ERP or whatever you mean to gather production; it 

is the main engine of the company which is where we transport the 

goods, create the shipment, do the invoices….” 

R3: “…we have of course a TM system where we can see how our 

transports are going between different ways….” 

New system or 

an upgraded one 

R: “We implemented an entirely new system.” 

CRM package 

solution or a 

customized one 

“…it is a standardized CRM system that we built. It is an SAP system 

and has been adjusted according to our demands…” 

 

Modules 

included in the 

new CRM 

system 

R: “…We don’t have sales, and we don’t have marketing, so it is 

actually customer service modules, phone, and email and contact 

with the other countries. We also have track and trace. So what we 

really do is booking, price question, track and trace, invoice and 

some claims work.” 

 

Implementation 

team 

 

 

R: “Yes, we had a big team. It is a central team with about ten people 

who are working in every country sequentially after each other. In 

Sweden, for an instant we have had 20 people involved I could say, 

and some members of the team were internal.” 

The trial period 

of the CRM 

system before 

 

R1: “…Yes. I think we started to test the system in August (2018)…” 
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the 

implementation 

 

 

R2: “…We had what we call UAT (User Acceptance Testing) period; 

I think that was four weeks for the international, where all the 

working applications were tested, everything was tested to make sure 

that it works according to what has been required before, and adjust 

it if something wasn’t working…” 

 

Time prediction 

for the whole 

implementation 

 

R:”…If we look only in Sweden, we started the preparation time in 

about six months ago, then we had the first launching and after four 

months the second launching; so it was approximately ten months.” 

Implementation 

and integration 

challenges 

 

 

 

 

 

 

 

 

 

 

 

R1: “…Changing of some routines, reorganization of processes to 

adapt to the system, organizational adaptation…” “…Difficult to 

integrate a CRM system with the TM system as each country has its 

own TM system. But there is a plan of having one TM system in all 

the countries…” 

R2:”… the biggest complex is designing something that you don’t 

know how it will work before you designed it. Then you have got the 

whole process of creating the right master data for your system and 

then also after go-live, the adaption of the way of working within the 

system that you don’t try to make a new system work like the old 

system was…” 

R3: “…what we do encounter were more technical problems that 

needed to be solved, of course.” 

R4: “…we had some technical problems such as computer freezing 

or connection not been exactly how we thought it would be, or mail 

rooted maybe in some other way round; I mean we had 2 weeks  of 

hard pick up  period after with the technical team on supporting the 

whole time; so those were fixed during the process…” 

R5: “…there are a few problems, but it was actually when they 

implemented it in other countries, we noticed that some box is 

coming to us as well. They implemented it in Holland and Belgium 

two weeks ago something like that and then we had some problems 

as well that we got pushed empty emails or pushed some phone calls 

that we couldn’t answer…” 
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The most 

challenging part 

of the 

implementation 

 

R1: “…Organizational structure, change people’s mind…” 

R2: “…Resources and change management in terms of people 

mindset…” 

R3: “…technical part…” 

R4: “…the technical part of the implementation…” 

 

Migration of 

data from the 

TM system to 

the new CRM 

 

R: “…I know the data have been lifted over, but I could not tell how, 

sorry no…” 

 Integration of 

CRM system 

with the 

existing ERP 

R1: “..We need to have a new TM system; a global one that will be 

integrated with the CRM system. But as we are not there yet, I don’t 

know how or when, but the plan is that they should be integrated, but 

today they are not integrated since TM system should be replaced 

first. And it is also hard to integrate this CRM system as every 

country have different TM system..” 

R2:”…they are not directly integrated,….partly integrated but 

because everything goes around, but the CRM system does not 

directly talk to the TMS system; it is  only integrated at the tracing 

where you can trace shipments, and that system is integrated with 

the TMS system directly…” 

 

 

 

 

 

 

 

 

 

Reluctance to 

change and 

change 

management 

 

Change 

management 

strategy 

 

R1: “…We minimized the changes and put more focus on the system 

changes and not on everything at the same time…” 

R2: “…We used a two-sided approach. One  where we were quite 

open about the goals of why we were implementing the system and 

then we also used a kind of open-door approach, giving the users 

chances to see pieces of the new system even if it wasn’t finished, 

they saw it in the test, and this kept them curious”.”  

R3: “….in the front line, the approach we used was to be there to 

help all the time and keep the users happy…” 

R4: “…in back line, not too much work to do as the users were 

already motivated to get rid of the old way of working…” 
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Staff training 

before the 

implementation 

 

R: “…Yes. We had the test period, and few advisors were trained 

and tested the system; after that, we put on a program and planned 

for one-day training for the whole staff. And the following week, we 

had some people who needed some extra support, and they were 

taking care of” 

“And also they had some computers with the new system installed so 

that they could test the system by themselves. And then among the 

people who were initially in the T-process, we also then formed some 

super users who had new knowledge so that they can support people 

afterward…” 

 

Users feelings 

after the go-live 

 

R1: “…a bit confused 

R2:” The challenges for me personally was that there are so many 

options…” 

R3: ”…Busy! Well, well, I think it was a combined of  yes, we made 

it, and this is good and then your mood turns into a bit of frustration 

about I am not as effective as I was and then you have a period of 

when you then slowly see the performance increasing again due to 

your getting used to the system…” 

R4: “…it is always a bit challenging with new systems as it is a new 

thing to learn, so it is always a challenge, but it runs a lot smoother 

than the other systems; so this is better, this is far better.” 

R5: “….I think we were happy that finally it is done…” 

 

 

 

 

 

 

 

 

The concept of 

relationship 

marketing 

 

R1: “…my view is that it’s important. Today, a good business 

relationship is much more than just something that you sell and buy 

or the product; It’s about the voice of the customer. The customer is 

in a way praising the service that he is getting from you, so in a way 

you need your customers to be your ambassadors…” 

R2: “Relationship marketing is all about relationship with our 

customer, letting them know that we care for them about the services 

we provide for them.” 

CRM as a 

necessity in the 

Freight industry 

R1: “… if you look 20 years back in history, freight forward was 

something special, but today it might also be something special, but 

it is something that everyone can do; so you need to find a new way 
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CRM and 

customer 

satisfaction 

to differentiate yourself in the market; therefore, CRM is more than 

important…” 

R2: “… very important…” 

R3: “Yes, it is absolutely not only essential; I mean it is the whole 

essence. Of course, it is important.” 

R4: “…We don’t really compete on prices…., rather we compete on 

the relationship with customers, so it is essential…” 

R5: “Yes, it is more and more important because the business is very 

competitive and the differences between the companies are from the 

customer service perspective; it is the same truck, the same price, 

the same fuel everything so it’s the customer service that can differ 

you from the other competitors.” 

R6:”… CRM system is needed in the Freight industry to simplify the 

business..” 

R7: “…When I started working here like six years ago, we were 

working with a Fax machine, outlook and ordinary telephone, so a 

lot has happened in these years, and it is a whole new world to work 

with the CRM system; it’s the future…” 

R8: “…I would say that CRM is the future for the freight industry 

because you have the best customer service that you can afford…” 

R9: “… yes, it is very important in our type of business…” 

 

Improve 

relationship 

with your 

customers  

R1: “…It is a lot better than before, but I think that for slice 2 of the 

implementation when we are actually going to be able to get the 

customer phone number straight away as well, and when the system 

recognizes the phone number we are going to have all the customer 

information straight away. Then I think it is going to get even better; 

because before the customer used to feel that we are asking them the 

same questions again and again…” 

R2: “…Yes I think so, as I said, it is easier, and we work more 

efficient now because the system chooses the most important case for 

us, so we don’t have as much customer calling and complaining like 

before…” 

R3: “… I think the situation is basically the same. You still have the 

same customers; obviously the customer doesn't really care if we 
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have a new program or not because all they care is basically their 

shipment….” 

R4: “…Do you mean how the system has changed the relationship 

with our customers? Yes. They get better service I would say because 

now when they call, we have all this information about the customer 

and all previous errands and so on; so I think it is relatively even for 

the customer as well. And you can give better service when you know 

more about the customer before they call….” 

R4: “…“We get better answers for our clients, and we have fewer 

customers calling and complaining about that they haven’t received 

any answer. So in the long term, I think that the customer 

relationships are getting stronger, as well as the customer 

experience….” 

 

 

 

 

 

 

 

 

Impact of CRM 

on the 

organization’s 

profitability 

CRM and 

company 

profitability 

 

R1: “…I think the new CRM has a positive effect, because we 

expected that we would be able to handle the calls and the emails 

quicker than before, especially as we have the best of 

communication, as we have the same system between  the different 

countries, it means that we can get our information quicker and 

answer the customer quicker; so it improves the profitability. (so it 

means the faster you track each complains, or each order would 

defiantly increase the revenue) Yes, we can process them quicker 

than before…” 

R2: “…For our perspective, you can monitor how much you have,  

statistically that you can control the organization, you know how you 

handle resources if you have less or too many, so in the long term it 

affects the profitability as you can plan the resources and make the 

outcome of it…” 

R3: “…Yes, well at least we see a short-term impact that we have 

become more efficient, but I think the big benefit to the CRM is only 

when all countries interacting with each other are on the same 

platform, then you will really see that it has become easier to do. 

Right now we are working in an as-is environment where some 

countries are working in the new system, and some countries are still 

working in the old platform, and there you see a benefit but not the 

full benefit yet. But it will definitely be a benefit in being able to cope 

with more volume without adding more resources. So, positive effect 

in the nearest future…” 
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R4: “…“It should absolutely; you get short answer times, and you 

get shorter calls because you already had that much information, so 

you don’t need to ask the customer for everything…” 
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5 Analysis 

The fifth chapter of the study analyses the data in detail through thematic analysis. Since the 

study is entirely based on qualitative research, there were several detailed interviews that 

were conducted from the employees working at the Case company, and the results are based 

on those interviews. Thematic analysis refers to the identification, analysis, and the reporting 

pattern within the data. It can be used to easily interpret the data and provide a concise 

description of the results. 

5.1 Thematic analysis 

The following section of the report incorporates several themes based on the interview 

questions, and the analysis is done thematically on the following themes. 

 Structure of the thematic analysis 

 

5.1.1 Theme 1: Importance of CRM 

 

CRM is an essential tool for a successful business. It helps the organization to conduct 

business and generate higher revenues. There are different technologies that contribute to the 

improvement in CRM and also help the organization in creating ideate strong and personal 

bond with the customers. It is the most efficient approach to maintain and develop strong 

relationships with customers. With the greater digitalization, the businesses need to identify 

the importance of CRM as it helps to build long-lasting relationship as well as bringing 

financial benefits to the organization (John, 2018). This was derived through the process of 

reviewing the interview and the data collected through the interview. The following section 

of the study describes the responses.  

Theme1: 
Importance of 

CRM

Theme2: CRM 
system 

implementation

Theme3: Change 
management

Theme4: CRM 
and satisfaction

Theme5: CRM 
and organisation 

profitability

Theme1: 
Importance of 

CRM

Theme2: CRM 
system 

implementation

Theme3: Change 
management

Theme4: CRM 
and satisfaction

Theme5: CRM 
and organisation 

profitability



 

 

 

 

54 

We asked the interviewees several questions related to this, and the results showed that CRM 

holds an important position in the organization. One of the interviewees stated that: “…for me, 

it’s important to have a CRM to manage your customer relationships in a professional and 

dedicated way.” This defined that organizations cannot operate successfully without the 

implementation of CRM. Similarly, when another interviewee was questioned about his 

perception of CRM, he replied:  

“Customer relationship management is where you can track all interactions with customers. 

More important is that you stay in control and document all the interactions and what they 

are,…” 

From his response, it can be understood that CRM is related to connecting with the outer world 

through different sorts of interaction, which are mostly digitalized in today’s world. Being in 

a highly automated industry, it is important to control all the documents which require 

attention and modern technology. Hence, CRM was perceived as an efficient tool in assisting 

the businesses to keep track of their records, customers, and documents. The reliance on the 

formal system has been quoted by the interviewee, which indicates the importance of external 

interaction. He explained the tracking and controlling methods of the clients, which is the 

most important part of their business.  

A similar perspective was observed by the front-line Supervisor, who stated:  

“It important to us because everybody is going to work in the same system and then it easier 

to follow how much work the advisors actually do, and for the statistics it is really important 

as we can see everything, we measure as well how long time it takes for us to answer the 

customer’s questions….So now we have more deadlines and we can compare, and we can be 

better as we see the goals that we have….” 

From his statement, it can seem that CRM assists the organizations in working in the same 

system and allows the management to keep a check on everything and measure organizational 

performance. He further stated:  

“For me is that the customer gets the answer at the right time; the emails and the phone calls 

stand on the queue and the one that has been waiting longer get the answer first. Before we 

didn’t know when the email comes to us, but now it comes in, and we can measure the time, 

and the one with the high priority get the answer first”.  

He was further questioned about the helpfulness of CRM with regards to the company’s 

performance to which he replied “Yes it helps us to give the customer answer at the right time 
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and we answer them with the high priority first, for example, questions about the price, we 

answer them faster than some other cases. We also get customer history as well. So, we get a 

lot of information for free that we don’t have to ask the customer. So, with only the customer 

phone number, we have the address and every other information that belong to the customer; 

so, we get everything at the same time”.  

When the customer service department was questioned about CRM, he stated:  

” …we get more efficient,….because now we only have one system to work in, before we had 

several different systems, and that was hard to distribute and also to train new people with 

different systems. It is great now, only one system to work in”.  

This statement indicates that CRM helps the organizations in creating a good insight into the 

customers as all the information is collected at one place, which makes it easier to spread or 

transfer information to the concerned department. Hence, it can be said that CRM helps to 

organize the system by bringing everything in order, making it easier for the workers to 

emphasize on their work without any wastage of time.  

One of the customer advisors at the Case company regarding the importance of CRM stated,  

” I would say it's very important because basically we get to know that the client called us, as 

we are like the first step in the chain …..we are in contact with either the consigner or the 

consignee itself and therefore I think it's very important, to be honest”.  

This reflects that CRM helps the organization in helping their customers with any issues they 

face. All the problems faced by the customers are solved through CRM. Since the Case 

company operated worldwide, there are all types of customers to be dealt, and CRM helps in 

assisting the organization in fulfilling the needs of the customers. This means that CRM is 

essential for the freight industry since it supports the organization in finding solutions to many 

customer related problems they face.  

From the interviews, it can be seen that CRM is essential for the organization from different 

perspectives. Firstly, it helps in dealing with the customers efficiently, solve their problems, 

satisfying the customers, making all the errands at one place, developing relationships with 

the customers and assuring to provide better services to them every time they opt for the Case 

company.  

CRM in the freight industry and organizations such as the Case company will allow them to 

keep a complete track of their customers, which would save time in the future as there would 

be no repetitive questions. Also, the increasing competition in the freight industry makes it 
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difficult for organizations to handle customers. This system would be beneficial to them as 

they would be able to develop better relationships with the customers  

5.1.2 Theme 2: CRM implementation 

 

From the statements of several interviewees, we identified that the Implementation of CRM 

is the hardest part of the organization. It is challenging to find and implement the CRM as it 

requires several resources and significant planning. Technology is a crucial part of CRM 

implementation in the organization. It requires an expert who is fully trained about the system. 

The process of implementation is costly as well as time-consuming in the long run. Since 

CRM currently is an essential part of the Case company, it requires system, efforts, and 

training, and support. For this purpose, we questioned interviewees about their ways to 

implement CRM to get a better insight and analyze in a better way.  

One of the managers told us that CRM was present but not in all the departments. The CRM 

system was implemented within marketing and sales, which was mainly for sales reporting. It 

was not implemented in customer service; therefore, the freight management board decided 

to implement CRM. The company used Microsoft outlook, emails, and desk phones for the 

development of relationships with their customers. There was a customized product design 

for this region as it was previously implemented in Europe. According to the front-line 

manager working in Denmark, it was a tough job requiring to achieve different goals and 

objectives which would fulfill the needs of the organization and form a centralized approach 

to align all countries together.  

Regarding the technological implementation of CRM, we discovered that the company used 

different information systems, including Enterprise Resource Planning. The first interviewee 

who was the manager stated,  

“…we have ERP or whatever you mean to gather production; it is the main engine of the 

company which is where we transport the goods, create the shipment, do the invoices….” 
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The interviewee tried to signify the importance of modern ways since the previous system in 

which they were working making use of old ways to collect data and deal with the clients.  

The second manager, who was interviewed regarding implementing CRM, stated that:  

“We have of course a TM system (Transportation Management System) where we can see 

how our transports are going between different ways, that is when it is loading when it will 

be arriving when it will be unloaded at the terminal and so on. That is a type of production 

system for us; that is the main core of the company”.  

From this statement, it was evident that the organization significantly emphasized the 

implementation of CRM. Even though we concluded that the employees of the organization 

were not fully aware of the CRM system or the ERP, but the response showed that they were 

gaining knowledge and making efficient use of ERP in the CRM.  

We further queried the participant regarding the challenges encountered when integrating 

CRM with their existing ERP system since it was evaluated perceived that the organization 

was facing several challenges. The response is quoted as:  

“…We need to have a new TM system; a global one that will be integrated with the CRM 

system. But as we are not there yet, I don’t know how or when, but the plan is that they should 

be integrated, but today they are not integrated since TM system should be replaced first. And 

it is also hard to integrate this CRM system as every country have different TM system…”.  

This statement shows that while the Case company is operating globally, each country has 

different requirements and demands, and hence, they integrate their CRM system differently 

in each country depending on the customer needs over there. Therefore, this reflects that the 

organization customizes according to the needs of the customers, which is a very beneficial 

thing to do since the customers would be more satisfied as they would be dealt with 

accordingly. Even though there would be several costs involved, but the benefits would 

outweigh the costs as the customers would be retained and their loyalty will be long term.  

Concerning the implementation of CRM in the organization, many other things were also 

required, such as training the employees, helping them strategize for change management, 

analyzing the performance of the organization, and so on. Implementing CRM through ERP 

in the organization would help them develop better customer relationship at the Case company 

in Sweden and allow the organization to be more competent and competitive in the industry. 

In addition to that, it would also allow them to analyze the situation from a different customer  



 

 

 

 

58 

service perspectives and help them reallocate the system depending on the perspective of their 

customer service.  

In addition to that, it can also be seen that ERP holds significant value in the Case company 

to implement CRM. It is said to be the standardized solution for the organization. It involved 

customer inquiries only, and no other modules such as invoice management, sales, and 

marketing are involved in it. Even though there are certain challenges that the organization 

would face since the organization would adopt a completely different strategy, but the IT 

department of the organization would also be influenced by the implementation of CRM. All 

this refers to the one-stop solution that CRM offers. 

5.1.3 Theme 3: Reluctance to change and change management 

 

Change management is a fundamental concept in any organization. It is a very systematic 

approach to deal with the transformation or the transition of the organizational goals, 

technological innovation, and the processes. It is an essential part of the organization as it 

helps in implementing those strategies that effect, control, and helps the people to adapt to the 

changes. It includes all the approaches that would help to prepare, support, and improve the 

organization, their teams, and the individuals (Chidester, Kanki & Anca, 2019). 

From the interviews, we explored that as the Case company implemented change in their 

CRM, it was a drastic change in the organization operating in Denmark since they were 

previously not exposed to any major changes in the organization. Hence it was important to 

analyze the change management taking place within the Case company Freight division. 

When we interviewed one of the managers regarding the change management and strategies 

to keep the workers motivated, he replied, 

 “We used a two-sided approach. One approach where we were quite open about the goals of 

why we were implementing the system and then we also used a kind of open-door approach, 
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giving the users chances to see pieces of the new system even if it wasn’t finished, they saw it 

in the test, and this kept them curious”.  

From this statement, it can be analyzed that to implement change, the organization conducted 

a pre-plan and informed the employees regarding the change in their goals that would require 

a new system which would need advanced technology and the employees would have to adjust 

according to the implementation of the latest technology. In addition to that from the 

interview, we figured out that the organization also conducted a full one-day training, 

classroom training, and self-assessment training so that the employees were fully aware of the 

new implementation in the organization.  

Still, about the change management, another employee stated that they welcomed the change 

since it was a small but effective change which decreased their workload, helped them to focus 

more on different things at the same time and they had to work on one system rather than five 

different systems.  

Regarding the training, the employee was also satisfied, stating that there was full one-day 

training, followed by various tests to evaluate the skills of the employees. This reflected a 

picture of the employee regarding the new system being applied that whether the employees 

understood the new system or not. From the responses of the participants, we were able to 

figure out that they believed that one-day training was enough. However, they dealt with the 

problems of the employees later on as well, but one full day training was enough to explain 

the entire system to the employees. 

With the implementation of the new system, it was also important to evaluate whether the 

users felt satisfied or not. The result showed that there were mixed feelings from the 

employees since there were some confusion and reluctance to adapt to the change. Since it 

was a completely new system, the employees needed time to adjust to the new system. Once 

the employees understood the system, it was very user-friendly and straightforward to use.  

In addition to that, another employee who was questioned about change management due to 

implementation of ERP, he stated,  

“It went very well. Actually, there was no problem with the advisors. But it was more problem 

with the system, there were small boxes that didn’t work, but with the workers no problem. 

The strategy we use was to be there to help all the time and try to keep them happy, in other 

to push them that everything will be ok as we have decided to try it now; so, everything was 

ok”. 
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From his response, it was analyzed that the implementation of change was not a big problem 

for them. The employees personally were cooperative and adapted to change quickly. The 

reason for their cooperation was that the new system eased their work and reduced it to a 

certain extent through automation. The organization focused more on keeping the employees 

satisfied, which was the main aspect of keeping them motivated to work and towards the 

organization. Since relationship marketing is an essential tool for organizational success, 

motivated employees would mean that there would be strong and long-term relationship with 

the customers. The organization also focused massively on the training. One day full training 

was conducted with the advisor while the trainers were also provided with other training to 

keep them aligned with the change.  

On the whole, it can be analyzed that the employees were pre-informed about the change to 

be taking place in the organization. This meant that the Case company already had strategies 

related to change management and training the employees. Since it was a beneficial change 

for the employees, it was observed that there were however mixed reviews of the employees 

due to implementation of change. There were some resistance, reluctance, and discomfort to 

adapt to the new technology, while the majority of the employees adapted to the change 

positively. They realized that this new technology would reduce their workload due to 

automation and customization. The upper-level management was very cooperative and trained 

the staff very efficiently and effectively. There were several pieces of training provided to 

them regarding the new system which transferred all the knowledge to the employees and 

resolved all their queries so that they do not feel much change in the system.  

Hence, the result showed that the organization played a preeminent role in implementing the 

new system, training the employees, and providing the latest technology to be implemented 

in the system.    
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5.1.4 Theme 4: CRM and customers’ satisfaction 

 

Customer satisfaction is the biggest success factor or reasons for failure for any given 

organization. Since the Case company is a service-based company and provides its logistics 

services worldwide, they have customers from all over the world with different backgrounds, 

ethnicity, religion, and mindsets. Understanding and dealing with each customer is an 

essential tool for the organizations in the freight industry since their success significantly 

depended on customer satisfaction. Regarding the concept of relationship marketing, one of 

the managers who was interviewed stated,  

“…my view is that it’s important. Today, a good business relationship is much more than just 

something that you sell and buy or the product; It’s about the voice of the customer. The 

customer is in a way praising the service that he is getting from you; so, in a way you need 

your customers to be your ambassadors…” 

From this statement, it can be analyzed that the customer is a fundamental entity of the 

business, and it is important that they are completely satisfied in all means. A dissatisfied 

customer would mean a more significant loss of the organization.  

We asked another employee regarding the essentiality of the customer relationship for the 

businesses like the Case company. The response was,  

“Yes, it is more and more important because the business is very competitive and the 

differences between the companies are from the customer service perspective; it is the same 

truck, the same price, the same fuel everything so it’s the customer service that can differ you 

from the other competitors.” 

This statement revealed a critical perspective for us. It can be analyzed that the other materials 

required to deliver the goods are also present with the competitors. Therefore, it is vital that 

the organization has some competitive or absolute advantage to gain market share and retain 

their customers. From the interview, we learned that the freight industry faces several issues 

if there is a lack of customer satisfaction, hence a similar aspect was given by the interviewee. 

One of the managers was also asked about the concept of relationship marketing for which he 
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replied that he was not aware of the relationship marketing. This meant that there was still a 

lack of knowledge about this newer concept being implemented in the industry. Hence, it 

reflected a point that there is a need to provide more training to the customers over the concept 

of relationship marketing as it would help them understand the customer relationship more 

closely. This understanding would assist them in dealing better with the customers and would 

eventually lead to a positive outcome for the organization in terms of profitability and the 

company’s image.  

The third front line manager was questioned about the importance of customer relationship 

management for businesses like freight forwarding for which he replied, “Yes, in our job we 

need to be in contact with the customers.” Similarly, when he was questioned about his views 

over the concept of relationship marketing, he stated, “Relationship marketing is all about 

relationship with our customer, letting them know that we care for them with regard to the 

services we provide for them.” 

 From his response, it can be analyzed that he knew the importance of relationship marketing 

and emphasized the relationship with customers. It is also important to evaluate whether the 

implementation of the new system has had a positive impact on the relationship with 

customers, that is if the relationship improved or not. The participant emphasizing on the 

development of relationship with the customers was questioned whether the system proved to 

be good or not and whether the relationship with the customers improved or not. The response 

was as such, “It is a lot better than before, but I think that for slice 2 of the implementation, 

when we are actually going to be able to get the customer phone number straight away as 

well, and when the system recognizes the phone number we  are going to have all the customer 

information straight away. Then I think it is going to get even better; because before the 

customer used to feel that we are asking them the same questions again and again…” From 

this response, it can be analyzed that the respondent emphasized more on the system that has 

been changed and how it will affect their performance and relationship with the customers. 

He said that once the system gets fully operated and all the information of the customers are 

recorded, then the outcome would be seen as it would speed up the process, satisfy the 

customers and improve the relationship with customers much better than before.  

With regards to the improvement in the relationship with the customers, one of the managers 

said, 
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“…Yes, I think so, as I said, it is easier, and we work more efficient now because the system 

chooses the most important case for us, so we don’t have as much customer calling and 

complaining like before…”. 

From this statement, it can be analyzed that the improvement in the relationship with the 

customers is there since the work is done quickly and more efficiently. With regards to the 

extent to which the relationship has improved with the customers, the interviewee responded 

that,  

“ I think the situation is basically the same. You still have the same customers; obviously, the 

customer doesn't really care if we have a new program or not because all they care is basically 

their shipment.” 

Hence, it is analyzed that there are mixed reviews regarding improved relationship as 

according to his point of view, customers are only concerned about their parcel and are least 

interested in any changes done by the organization. However, on the other hand, the change 

in the process improves the performance of the organization on different levels. However, he 

further added that in comparison to last year, there is an improvement in the relationship with 

customers since there are many returning customers, and a long-term relationship is built with 

them. Considering the importance of customer relationship for an industry like freight 

forwarding, we questioned the interviewee to which he replied,  

“Yes, it is absolutely not only essential; I mean it is the whole essence. Of course, it is 

important.” 

 Through this statement, we were able to evaluate that the employees working at our Case 

company, which is one of the biggest freight forwarding companies, believed that customer 

relationship is the most significant factor that the organization should be concerned about. The 

reason being that they have to serve the customers by sending their parcels to their desired 

location. Hence, it is the business that is dependent majorly on the trust factor as the customers 

trust the organization with their personal belongings. Thus, creating a positive relationship 

with customers is very important.  

In such cases where the relationship is based on trust, the size of the company influences the 

integration process as well. The bigger the size of the organization, the more prominent type 

of solutions is needed to be found to make contact between the customers and the organization 

more accessible and more efficient. An obsolete method to stay connected with the customers 

would lead to issues and organization failure.   
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5.1.5 Theme 5: Impact of CRM on the organization’s profitability 

 

Implementing CRM in ERP means that there are integrated applications in the business 

management software, allowing the organization to collect, store, manage as well as interpret 

the data. This data could be used for several activities taking place in the business, including 

product planning, service delivery, and sales, and so on (Chidester, Kanki & Anca 2019). 

According to Shang & Lu (2012), the are five most important attributes of CRM from the 

perception of the Freight forwarder that need to be considered when the company is 

developing its service offerings: 

• Use phone calls, e-mails, personnel visits to communicate with customers 

• Quick response to customer’s problems, complaints and suggestions 

• Actively responds to customer’s enquires for the company’s services 

• Actively provides transportation information to customers 

• Actively understands customers’ requirements and expectations.  

 From the literature and the interviews, it can be stated that the integration of ERP with CRM 

would result in much better performance of the organization and result in smooth practices by 

the management. The integration of CRM and ERP results in the expansion of the basic 

functionality of the organization. Since there is the emergence of technology in the 

organization, it is said to be the “backbone” of the organization. ERP could be regarded as the 

management information system that is highly integrated, having the capability to manage 

different aspects of the business operations.  

Since the research was related to the impact of implementing CRM in ERP system of the Case 

company, we asked several questions regarding this matter. From the interviews, it was 

analyzed that the integration of CRM can result in a lot of benefits that include saving in the 

organizational costs, infrastructure support cost, improvement in operational integration and 

several other aspects that would positively affect the entire organization and have a positive 

impact on the performance of the Case company.  
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We questioned the extent to which CRM affects the profitability of the organization. The 

manager interviewed replied,  

“… well at least we see a short-term impact that we have become more efficient, but I, think 

the big benefit to the CRM is only when all countries interacting with each other are on the 

same platform, then you will really see that it has become easier to do. Right now, we are 

working in an as-is environment where some countries are working in the new system, and 

some countries are still working in the old platform, and there you are seeing a benefit but 

not the full benefit yet. But it will be a benefit in being able to cope with more volume without 

adding more resources. So, positive effect in the nearest future.”  

From this response, it can be analyzed that the organizations are affected in terms of 

profitability since they work on a new system and overcome the old ways. There is a definite 

reduction in cost, and the organization can perform better with the bigger volumes. A few 

employees whose services are not required are also dismissed, which means that there is also 

a reduction in the labor cost. However, there are different criterions to analyze performance. 

Firstly, the service grade and the time frame within which the services are given are the basic 

criterions to measure the performance. In addition to that, the end-to-end performance is 

measured differently through the difference between the initial interaction and the final service 

being performed.  

In addition to that, from the interviews that were conducted, we were able to summarize that 

the improvement in performance takes time, but the success of the company depends 

significantly on the effective implementation of CRM. There is automation in a lot of things 

such as the financial transaction which assures that everything is done through a system 

leading to minimization in the chances of errors. In addition to that, the system is auto updated, 

ensuring that all the planning is proper and the operational process is synchronized by 

providing the information to both the customers as well as the organization. The report 

generated through ERP helps in managing the organization, get a more unobstructed view 

about the organizational performance, identify the improvements needed, and compare 

performance at different parts of the organization. The statistics help in evaluating if the daily 

goal is achieved or not and the extent to which the technology is being used. Despite the panic 

and reluctance to work, employees adjusted to get along with the change with time. There is, 

however, the improvement in efficiency and the response and the control is better. This leads 

to greater customer satisfaction. This customer satisfaction results in improvement in a 
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relationship as the system is automated and recognizes the customers right away. Hence, the 

repetition of the same information is removed, leading to better performance and relationships.  

Regarding the performance and relationship, one of the participants stated,  

“We get better answers for our clients, and we have fewer customers calling and complaining 

about that they haven’t received any answer. So, in the long term, I think that the customer 

relationships are getting stronger, as well as the customer experience”.  

This reflected the impact on profitability due to the implementation of CRM. With regards to 

the profitability, the manager said,  

“I think the new CRM has a positive effect, because we expected that we would be able to 

handle the calls and the emails quicker than before, especially as we have the best of 

communication, as we have the same system between  the different countries, it means that we 

can get our information quicker and answer the customer quicker; so it improves the 

profitability”.  

As a similar perspective was given by every participant, it can be analyzed that the company 

can track complains quickly and resolve them. This would increase the revenue as the 

processing is done rapidly than before, and it reduces the time lag, which previously resulted 

in wastage. Even though implementing ERP in CRM is a challenging task but once 

implemented, it makes the entire system very smooth and less time-consuming. There are a 

lot of things to explore, so learning is present significantly. However, this chain is never-

ending, and the data keeps on adding, which also saves time and resolves the queries quickly 

and more effectively. Regarding this, an interviewee stated, “It should absolutely; you get 

short answer times, and you get shorter calls because you already had that much information, 

so you don’t need to ask the customer for everything.” This means that since the answer time 

is short, calls are reduced as well, which will increase the inflow of customers and will, in 

turn, increase revenue and hence, the productivity of the organization.  
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6 Conclusion 

The sixth chapter of the study presents the conclusion based on the analysis that answers the 

research question. 

 

RQ: How can CRM system be implemented in the Freight forwarding industry, and what 

are the challenges attached to its integration? 

The Case company is an international shipping global logistics organization connecting 

people in more than 220 countries. The company has an aim to integrate their services and 

customize solutions to manage and transport goods, letters, and information. They are an 

expert in the complex logistics requirements and is one of the largest organizations operating 

in this industry. The support sales and the customer service departments of the organization 

include most of their employees since most of their operations are international. 

The global forwarding division of the Case company is considered as complete scrapping in 

the IT while the implementation of CRM systems in the organization has been developing and 

indulging in their new forwarding environment transformation project. Implementing CRM 

was a beneficial choice as there was development in their IT department where they could 

keep certain elements of the projects and not others.  

CRM at the Case company requires several channels to perform the activities to strengthen 

the relationship with the customers. Since none of the customers or the suppliers operates in 

isolation, it is essential to understand the precursors to trade and the relationships so that better 

investigation is done to implement new services in the organization. Over the past few years, 

the Case company was losing its loyal customers due to non-speedy services, and with each 

loyal customer, they lost a massive opportunity for further growth and revenue. This failure 

was identified along with the inadequacy forcing the organization to go through their 

processes and initiating new development of a new relationship. Hence, the company decided 

to progress with the initiatives of CRM, which assisted them in the successful delivery as well 

as operations of their final deliverables.  

The implementation of CRM in the ERP of the organization was one of the most beneficial 

decisions taken by the company. The expectations of the organization with regards to the 

benefits of CRM are sometimes unattainable. Several unforeseen obstacles impact the 

deployment of such systems which are studied from the point of view of certain factors of the 
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information quality, the system quality as well as the user satisfaction to use the new CRM 

system.  

With the passage of time and increase in immense competition in the freight industry, the Case 

company faced several complexities, which increased their budgets. These challenges 

required an effective model to help assist changes and sanitize the information so that 

comparison is made. Hence, to find the solution to the problems faced by them, the ERP 

system was implemented, which resulted in the optimization of budgeting and also 

improvement in their data recording.  

The CRM system of the organization aims to ensure that the needs of the customers are met 

in the most efficient and timely manner, such that the level of customer satisfaction is 

maintained throughout the organization. With every interaction taking place with the 

customer, the revenue and profitability of the organization are dependent and shall be 

exceeded. The integration of CRM with the ERP system makes it possible to sustain the entire 

360-degree view of the company’s customers while supporting the analysis and helping to 

identify the most influential and profitable customers. These implementations are very 

sophisticated and are specifically designed to meet the customers and include greater 

specialization capabilities. The profitability can be measured accurately and optimized with 

time. The implementation of a new system would mean that for some time, both the old and 

the new process would be running in parallel to be able to deploy a good CRM system. It is, 

however, very critical that the metrics being used for the existing and new process would be 

measured to compare the criteria. This leads to measure and compare the effectiveness of the 

new system versus the old system to see the level of gains or inefficiencies being projected. 

The ongoing realignment of the processes and the supporting technologies are expected to 

provide better services at all levels to the customers.  
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6.1 Managerial implications  

CRM system is such a valuable tool which requires the involvement of the management from 

top to bottom in any given organization. The purpose of our study is to investigate the 

implementation of the CRM system in the Freight forwarding industry and see the challenges 

attached to its integration into the existing ERP. The findings will, therefore, help the 

organization come up with better options and explore the available opportunities and benefits. 

Organizations that implement a CRM system as a business solution eventually rip the reward 

in respectfully of the substantial financial investment attached to that solution as well as the 

complexity of the entire implementation process. There must be a proper evaluation of the 

way the CRM system should be implemented based on the needs of the organization. As there 

are so many CRM solution in the market, the organization should select a solution that will fit 

the organization culture, and that will allow the end-users to work comfortably. 

 An appropriate mix of right people, business procedure, and technology must be well 

established to guaranty a successful implementation.  Therefore, before the implementation 

of the CRM system, the management should define all the areas where there is an interaction 

between the company and the customers. 

Our study also revealed the importance of training. In the process of CRM implementation, 

the training aspect is very crucial as it involves people who are the end-users of the system. 

According to Kim & Kankanhalli (2009), the management must emphasis on the learning of 

the new system by proving users with training, guidance,  time and resources as this will be 

the best way to enhance change as it would reduce to an extent the fear of the unknown and 

the difficulty to adapt to the new system. 
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7 Discussion 

The seventh chapter of the study presents the discussion based on the research findings. It 

also presents the limitations of the study, which are important for the interpretation of the 

results. Furthermore, future researches are presented. 

This section of the study discusses the research findings based on the primary data gathered 

through interviews from different employees working at the Case company.   

The CRM system is a synthesis of different principles that are from relationship marketing as 

it focuses massively on the issues of customer-focused management (Wang, Sedera & Tan, 

2009; Shaon & Rahman, 2015). Relationship marketing does not only help the organization 

in creating better relationships with the customers in the market but also develop and enhance 

the relationship for life. It is a way to communicate with the customers cultivating long term 

relationship, empowering their brand, developing trust factor, and creating further business 

opportunities (Shaon & Rahman, 2015). Since the Case company is a completely trust-based 

organization, there is a need to differentiate them from the industry and have a unique selling 

point. The literature, as well as the interviews, suggested that CRM helps in providing the 

infrastructure to the organization related to the facilities that would build long-term 

relationships with the customers. The relationship between CRM and relationship 

management is such that force automation, reporting tools, decision support, and the data 

mining are provided by CRM which also assists in reducing the duplication in the data entry 

(Kostojohn, Johnson & Paulen, 2011). There is a definite improvement in the profitability of 

the organization and improved performance of the organization.  

As a new CRM system is implemented in the Case company, it has made the work easier for 

the employees and the organization since the information is already present, and repetition is 

avoided. There is an increase in both efficiency and effectiveness of the organization because 

the calls are shorter due to already available information, which in turns increases customer 

turnover, revenues and hence productivity. The new system integrated several things which 

made work easier. However, there are also a few disadvantages and challenges related to the 

CRM system (Kasiri, Cheng, Sambasivan & Sidin, 2017). There are chances of viruses 

affecting the system, and since it is connected through the internet, any breakdown on the 

internet might lead to slowing down the process. In addition to that, it has also been observed 

that the Case company emphasizes training and motivating the staff. With the implementation 
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of the new system, they provided extensive training to their employees, which helped them 

learn the new implementation and resolve all their queries (John, 2018). 

The company being a customer-centric service provider, it is imperative to keep their 

customers satisfied. With the competitive edge that CRM system provides to the organization, 

there is a better result, and since the company has bigger market share, they need to improve 

their systems very regularly.  

In the freight industry, the business system is very complex which makes it essential for the 

organization to have a modern CRM system with the high speed to make processing quick 

and timely (Cambra-Fierro, Centeno, Olavarria & Vazquez-Carrasco, 2017).  

Considering the customer service department, CRM and freight division are interlinked. In 

addition to that, the logistics department of the freight industry and the CRM are also 

connected since the logistics department handles all the inflow and outflow of goods, and it is 

directly and positively correlated with the CRM system (Batista et al., 2018).  

Transparency and communication is the most critical part of the system. Since the size of the 

company is big and there are different types of demands to be fulfilled, it is vital to find 

solutions to the problems to overcome any mishandling or issues that are possibly expected 

(Bansal, & Taylor, 2015).  

Case company decision-making is through decentralization, which can be an effective way to 

interact with the customers. With the implementation of the new system, the administration is 

more straightforward and is different in a better way compared to the previous system. The 

decentralized decision making increases the customer experience positively and also 

facilitates communication between companies residing in different countries (Ali, Ishaya & 

Hassan, 2015). In addition to that, the new implementation also makes it easier to track down 

other systems; transactions are observed, and communication is accessible.  

The ERP is an essential tool for the organization as it brings together all the different processes 

that are important to run the business especially inventory and order management, as well as 

customer relationship management and beyond. These different functions of the businesses 

are integrated into one complete system through ERP that streamlines the processes as well 

as the information throughout the organization (Agapitou, Bersimis & Georgakellos, 2017). 

As the case company is concerned, the implementation of ERP includes sharing of all the 

features that support different functions that are used by the business units. The organization 

is benefitted in different aspects, including their manufacturing, planning and product 
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development, inventory management, sales and marketing, and shipping. In other words, this 

means that employees available in different units of the organization such as accounting and 

sales rely on the same information to fulfill their needs (Cambra-Fierro, Centeno, Olavarria 

& Vazquez-Carrasco, 2017). This software is such that it tracks the information, cash, as well 

as material through different departments and units in the organization. The most obvious 

advantages of implementing CRM in ERP is that it facilitates the sales forecast through 

optimizing the inventory; it automates the core business operations such as order-to-

fulfillment, as well as the procure-to-pay process. In addition to that, there is a real-time view 

of data enabling the companies to address their concerns proactively and also drive their 

improvements. 

Furthermore, the customer services are enhanced as the billing, and relationship tracking is 

enhanced with just one source (John, 2018). With the mutual implementation of ERP and 

CRM, the company can deliver a 360-degree view to their clients. The changes are noticed 

faster by the managers as customer preferences, and their loyalty are analyzed. The employee 

relationship also improves as they cooperate better from different departments. Data is 

managed faster, and there is increased efficiency. There is technological innovation, the 

businesses can prioritize their work orders, and there is an automated workflow which helps 

in quickly completing the tasks and growth in business production. The data is strengthened 

through ERP system as the extra tasks are decreased, expenses are reduced, and the business 

processes are standardized, helping them speed up (Kostojohn, Johnson & Paulen, 2011).  

From the interviews, it has also been identified that even the top-level management working 

at the Case company realized the need to implement a CRM as it has significant benefits. A 

new system upgrades the organization to work smart and not work hard. The upper-level 

management was not resistant to change, but it was mostly the staff who showed reluctance 

to work. As there is the implementation of a more efficient system, everything is in one 

system, the information is together, and it becomes easier to find out the needs and wants of 

the customers and finds ways to solve them. However, it is important that more detailed and 

off the job training are provided to the employees and for further practice, the employees 

should be given half hour from their everyday job when they can ask any system related 

questions.  

Because the Case company is operating globally, they have to go with the flow and adjust 

according to the changes in the demands, needs, and customers. Since freight forwarding 
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requires the employees to be in regular contact with the customers, the implementation of the 

new system helped them answer their customers at the right time which settled all their queries 

and helped them answer faster in other cases. Since the personal information of the customer 

is saved in the system, a lot of time is saved as the same information is no needed to be asked 

again and again.  

In simpler words, as CRM is implemented, a lot of complexities are resolved, especially in 

project management, especially regarding leadership and information. Considering these 

complexities, it is realized that the most challenging part of implementing the change in the 

entire process is the organizational structure and to change the minds of them. Adapting to a 

change in the system in a new environment, especially for the employees not handling the 

customers is one of the significant challenges. Handling queries for the customers and to 

handle the enquiries for customer satisfaction is another challenge. Apart from improving the 

relationship with the customers, the organization can better compete in the industry since they 

have the edge over them, and these results into an increase in the profitability of the 

organization. 

     

7.1. Research Limitations 

There are several factors that hinder the researcher in obtaining the relevant data for the 

research. One of the significant limitations is related to discourse analysis, which is present at 

the time of conducting interviews. Since the techniques involved in the interviews do not 

include the hard data, hence discourse analysis is not fully utilized. In addition to that, the 

research is limited to a particular area while the company is scattered worldwide. But since 

the researchers are short of resources, both financial and time, hence, this becomes another 

limitation to the study. This leads to a case where the research validity and reliability depends 

only on the reasonable logic that is being presented in a way that the respondents put the 

argument. There are many cases where the arguments are constructed to counter the 

interpretations, but each interprets the knowledge differently.  

Another limitation of this study includes the issue of biases or misrepresentation by the 

respondents, which is indeed the limiting factor. The way customers perceive freight service 

and the way through which the company can adapt to the change like the customers differ 

from person to person. Hence, the questions asked to the participants might be interpreted 
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differently and responded according to their perception, which would eventually mean that 

the results are biased and aimed to benefit themselves or the organization. 

7.2 Further recommendations 

The research was carried out to gain an in-depth understanding of the importance of CRM 

system implementation in the freight industry, thereby evaluating its impact on the 

organization globally. However, further researches could complement and improve this 

present study, to gain a more in-depth understanding of the impact of CRM system 

organizational structure and technical know-how. Thus, the following suggestions should be 

taken into consideration: 

1. To investigate the impact of CRM system implementation within the organizational 

structure and change. As external people are involved in the implementation of a CRM 

system, hence adopting into the organization structure is a bit challenge and tricky. Ji-

Feng (2012), emphasized that CRM efforts to enhance customer satisfaction are bound 

to fail unless there is a change in the organizational structure and an appreciation of 

the need to align and share information and coordinated marketing efforts across the 

freight industrial department/offices globally. 

2. To evaluate issues related to technical know-how and data quality factors that 

influence CRM adoption within the organization middle and top management. 

Although CRM will be at the core of these changes, the human dimension will 

continue to be an integral aspect of the process. Thus, future research needs to examine 

these recommendations/suggestions mentioned above, and how can these be satisfied 

with the system without losing sight of the customers. 
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7.3 Theoretical lift 

The research topic contributes to the on-going empirical studies of the factors influencing the 

implementation of a CRM system in the shipping industries. Notably, the implementation and 

integration challenges, and complexity of adopting a CRM system into the existing ERP 

within the organizations. Although, CRM continues to make inroads into the freight shipping 

industry (Durvasula et al. (2010), more and more aspects of the system are essential in 

maximizing customization by leveraging out-of-the-box functionality (Maleki & Anand, 

2008); and enhance operations that are attached to the customer interface. Thus, CRM systems 

must be highly responsive to customer needs, or they risk alienating customers’ satisfaction. 

However, the investigative analysis of CRM implementation and challenges attached to its 

integration into existing ERP system are relatively understudies, as several authors call for 

research in this level (). By addressing the research questions, the research contributes in 

understanding the viewpoint of factors that impact the success of a CRM implementation 

system.  
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Appendix 1 Interview request 

Dear xxx 

My name is Danielle Aymone Christopher, a Master’ student of International Logistics and 

Supply Chain Management at Jönköping International Business School, Sweden. I wrote to 

you some time ago to request an interview for our master thesis. I am contacting you now to 

give more specifications about the thesis, and you can also find attached the interview guides. 

Our thesis topic is “Investigative analysis of the implementation of the CRM system and the 

challenges attached to its integration into the existing ERP system.” The aim is to investigate 

the implementation of the CRM system in the Freight forwarding industry and the challenges 

attached to its integration to the existing ERP systems. During our course, "IT-Enabled 

Changes in Supply Chain Management," we learned about the benefits and the complexity 

connected to the implementation of the information system software in any given 

organization.  We, therefore, see CRM implementation at your company as a real-life 

opportunity to get more insight into that phenomenon.  

The interview aims to investigate the following points: 

1. The motives why xxx Freight Sweden is implementing a new CRM system 

2. The problems related to customer management in the Freight Forwarding 

industry 

3. The importance of CRM system in the freight forwarding industry, 

4. The challenges associated with CRM system implementation in companies 

operating in freight forwarding. 

5. The relationship between an organization’s profitability and CRM in the 

freight forwarding industry. 

We will be waiting for your reply in other to send you the agreement document for the ethical 

considerations, “Exjobbs avtal,” that we have already received from your Freight division in 

Jönköping Jönköping. 

Thank you so much in advance for your cooperation. We are grateful and look forward to 

meeting you soon.  

Best regards. 
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Appendix 1 Interview guide  

I. Process specialist Manager  

Thesis topic: Investigative analysis of the implementation of the CRM system and the 

challenges attached to its integration into the existing ERP system.  

A. The benefits of Customer Relationship Management (CRM) implementation  

1. In your company, what are the activities of the Customer Service Department?  

2. Who are your customers? We mean, the type of customer, are they manufactures, retailers, 

individuals, etc.  

3. What is CRM, and why is it important in your opinion?  

4. In general, what are the reasons that could influence any company’s decision to implement 

a CRM?  

5. What are the benefits of using CRM?  

6. Do you think that customer relationship is essential for businesses like your company? 

Why?  

7. What are your views over the concept of relationship marketing?  

B. Decision-making and vendor selection  

8. Has your company ever implemented a CRM system before now? If yes, when?  

9. Which device were you using to manage your interaction with your customers before you 

decided to implement a CRM system?  

10. Did your company implement an entirely new CRM, or you just upgraded it?  

11. Who took the decision to implement CRM in your company?  

12. Can you tell us what motivated the management of this company to upgrade/change the 

CRM system if you already had one?  

13. Did you have an implementation team? How many members were they? What are their 

positions in the company? (we mean, if the team members are only those in the managerial 

ranks, or you also include some regular staffs in the implementation team.)  

14. Does the decentralised decision making affect the outcome of the organisation?  

15. How did it go about the vendors’ selection?  

16. If you don’t mind, can you give us the approximate estimation/cost of your CRM?  
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C. The technological part of the implementation  

17. Does your company use any other information system such as Enterprise Resource 

Planning (ERP)? If yes, what does it do for the company?  

18. In your implementation process, did your company buy the CRM package solution, or did 

you customize/build it in order to fit your practices?  

19. We all know that the implementation of CRM is an ongoing process now in your company, 

how long will it take for the implementation to be completed? What is the time prediction?  

20. What are the modules included in CRM? (e.g., invoice management, sales, marketing)  

21. We know that the implementation of any information system is very complex and 

challenging; When implementing your CRM, did you encounter any problem? If yes, what 

type of problems did you encounter, and how did you solve them?  

22. Can you please tell and explain to us the challenges encountered when integrating CRM 

with the existing ERP system? Do you think that the size of your company could influence 

the integration process?  

23. Before the go-live of the new CRM, did you have a trial period to see how the system 

works?  

24. How many external people (consultants, Subject Matter Experts, …) were involved in the 

implementation before, during, and after the go-live?  

D. Change management readiness and End-user motivation  

25. How did it go with change management? Which strategy did you use to keep the workers 

motivated in order to embrace the ongoing change?  

26. Were employees trained before the implementation of the CRM? If yes, how many series 

of training were organized before each go-live?  

27. How did the users feel after the launching of the CRM?  

E. Performance measurement  

28. To what extent does the CRM affect the profitability of the organization?  

29. After the go-live, how long does it take to do the first performance measurement?  

30. On what criteria do you base your measurement?  
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31. How was your company’s performance after the go-live?  

32. Does the success of your company depend on the effective implementation of CRM?  

33. Now that the CRM system has been implemented, does it work accordingly? We mean, 

does it fulfill the reason why it was implemented?  

34. With your new CRM, do you think that the identification of customers’ needs and their 

satisfaction is much easier compared to before? How?  

35. Has the relationship with the customers improved?  

F. General questions  

36. How many departments does your company have?  

37. What is the relationship between CRM and the logistics department of the freight industry?  

38. Apart from the Customer Service Department, how does CRM relate with the other 

departments of the freight division?  

39. Focusing on the implementation process, what was the most challenging part in your 

opinion?  

40. Is there any disadvantage of using CRM?  

41. Is there anything about the implementation process that you think needs to be improved?  

42. What would you like to say about the freight industry and CRM 

II. Head of Customer Service International and the Project Manager 

Thesis topic: Investigative analysis of the implementation of the CRM system and the 

challenges attached to its integration into the existing ERP system.  

A. The benefits of Customer Relationship Management (CRM) system implementation   

1. In your company, what are the activities of the Customer Service Department?  

2. Who are your customers? We mean, the type of customer, are they manufactures, retailers, 

individuals, etc.  

3. What is a CRM system and what is its purpose?  

4. Why is CRM system important in your opinion?  

5. In general, what are reasons that could influence any company’s decision to implement a 

CRM?  

6. What are the benefits of using CRM?  
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7. Do you think that customer relationship is essential for businesses like freight forwarding? 

Why?  

B. Decision-making and vendor selection  

8. Has your company ever implemented a CRM system before now? If yes, when?  

9. Which device were you using to manage your interaction with your customers before you 

decided to implement a CRM system?  

10. Did your company implement an entirely new CRM, or you just upgraded it?  

11. Who took the decision to implement CRM in your company?  

12. Can you tell us what motivated the management of this company to upgrade/change the 

CRM system if you already had one?  

13. Did you have an implementation team? How many members were they? What are their 

positions in the company? (we mean, if the team members are only those in the managerial 

ranks, or you also included some regular staffs in the implementation team.)  

14. Does the decentralised decision making affect the outcome of the organisation?  

15. How did it go about the vendors selection?  

16. If you don’t mind, can you give us the approximate estimation/cost of your CRM?  

C. The technological part of the implementation  

17. Does your company use any other information system such as Enterprise Resource 

Planning (ERP)? If yes, what does it do for the company?  

18. In your implementation process, did your company buy the CRM package solution, or did 

you customize/build it in order to fit your practices?  

19. We all know that the implementation of CRM is an ongoing process now in your company, 

how long will it take for the implementation to be completed? What is the time prediction?  

20. What are the modules included in your CRM system? (e.g., invoice management, sales, 

marketing)  

21. How do you make sure that the customer's data are kept safe? For example, did you create 

complex passwords that can be changed every 3-6 months? Or did you define access levels 

within your organization only? Etc.  
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D. CRM system Integration and challenges  

22. We know that the implementation of any information system is very complex and 

challenging; When implementing your CRM, did you encounter any problem? If yes, what 

type of problems did you encounter  

23. How did you solve those problems?  

24. How did you import data from the old system into the new CRM system? Did you use the 

automated option for your data migration?  

25. Can you please tell and explain to us the challenges encountered when integrating CRM 

with the existing ERP system?  

26. Did you also integrate your CRM system with some mailing solutions such as Outlook or 

Gmail in order to work with customer mails?  

27. Do you think that the size of your company could influence the integration process?  

28. Before the go-live of the new CRM, did you have a trial period to test the system and see 

how it works?  

29. How many external people (consultants, Subject Matter Experts, …) were involved in the 

implementation before, during, and after the go-live?  

E. Change management readiness and End-user motivation  

30. How did it go with change management? Which strategy did you use to keep the workers 

motivated to embrace the ongoing change?  

31. Were employees trained before the implementation of the CRM? If yes, how many series 

of training were organized before each go-live?  

32. How did the users feel after the launching of the CRM?  

F. Performance measurement  

33. To what extent does the CRM affect the profitability of the organisation?  

34. After the go-live, how long did it take to do the first performance measurement?  

35. On what criteria do you base your measurement?  

36. How did it go with your company’s performance after the go-live?  

37. Does the success of your company depend on the effective implementation of CRM?  

38. Now that the CRM system has been implemented, does it work accordingly? We mean, 

does it fulfill the reason why it was implemented?  
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39. With your new CRM, do you think that the identification of customers’ needs and their 

satisfaction is much easier and better compared to before? How?  

40. Has the relationship with the customers improved?  

G. General questions  

41. How many departments does your company have?  

42. What is the relationship between CRM and the logistics department of the freight industry?  

43. Apart from the Customer Service Department, how does CRM relate with the other 

departments of the freight division?  

44. Focusing on the implementation process, what was the most challenging part in your 

opinion?  

45. Is there any disadvantage of using CRM?  

46. Is there anything about the implementation process that you think needs to be improved?  

47. What would you like to say about the freight industry and CRM? 

III. Supervisors Front line and Back line 

A. The benefits of Customer Relationship Management (CRM) implementation  

1. In the Customer Service Department of your company, what is the back-line role?  

2. Your company just implemented a CRM system, what is CRM, and why is it important in 

your opinion?  

3. In general, what are reasons that could influence any company’s decision to implement a 

CRM?  

4. What are the benefits of using CRM?  

5. Do you think that customer relationship is essential for businesses like your company? 

Why?  

6. What are your views over the concept of relationship marketing?  

B. Change management readiness and End-user motivation  

7. How did it go with change management? Which strategy did you use to keep the workers 

motivated in order to embrace the ongoing change?  

8. We know that the back-line activities differ from the others, was the training of the staff in 

the back-line done separately from the others before the implementation of the CRM?  
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9. How many series of training were organized before each go-live?  

10. How did the users feel after the launching of the CRM?  

C. Performance measurement  

11. To what extent does the CRM affect the profitability of the organisation?  

12. After the go-live, how long does it take to do the first performance measurement?  

13. On what criteria do you base your measurement?  

14. How was the back-line performance after the go-live?  

15. Does the success of your company depend on the effective implementation of CRM?  

16. Now that the CRM system has been implemented, does it work accordingly? We mean, 

does it fulfil the reason why it was implemented?  

17. With your new CRM, do you think that the back-line is now more efficient than before 

when it comes to the identification of customers’ needs and their satisfaction? How?  

18. Has the relationship with your customers improved?  

D. General questions  

19. How many departments does your company have?  

20. What is the relationship between CRM and the logistics department of the freight industry?  

21. Apart from the Customer Service Department, how does CRM relate with the other 

departments of the freight division?  

22. Focusing on the implementation process, what was the most challenging part in your 

opinion?  

23. Is there any disadvantage of using CRM?  

24. Is there anything about the implementation process that you think needs to be improved?  

25. What would you like to say about the freight industry and CRM? 
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IV. End users Front Line and Back Line 

Thesis topic: Investigative analysis of the implementation of the CRM system and the 

challenges attached to its integration into the existing ERP system.  

1. Can you tell us your role in the Customer Service Department?  

2. What is CRM in your opinion?  

3. How important is CRM in the type of business your company operates in?  

4. What are the advantages of using a CRM system?  

5. When you first heard about the CRM system implementation in your company, what was 

your reaction?  

6. How did you manage the change? Did you welcome it or were you uncertain in a way?  

7. Your company just implemented a new CRM system; As an end-user, is it easy to use it?  

8. Were you trained before the go-live of the new system?  

9. What has changed compared to before when it comes to the relationship with your 

customers?  

10. Has the relationship with your customer improved since the go-live?  

11. After the go-live of the system, did you face any challenge in using the new system? What 

was the challenge?  

12. Focusing on the implementation process, what was the most challenging part in your 

opinion?  

13. Is there any disadvantage of using CRM?  

14. Is there anything about the implementation process that you think needs to be improved?  

15. What would you like to say about the freight industry and CRM? 


