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Abstract 
 
The proposed research looks at the CRM business software concerning the new client management services 
in different companies and uses case studies. Although it is one of the least understood software programs 
CRM (customer relationship management) is one of the most useful business software programs that can 
help companies connect with customers or potential customers with more elements. The research underlines 
the changes necessary to maximize the benefits of customer relationship management. In order to extend the 
knowledge in this area the research is interdisciplinary. It uses a structural approach to model the 
determinants of organizational performances using CRM software analysis and to measure the complex 
relationships concerning risks in customer relationship management and different facets of organizational 
performances related to the benefit for customer relationship management.  
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INTRODUCTION 

 

Marketing is often considered one of the most 

attractive elements of management. Marketing is 

also a major contributor to business profitability, and 

managers need to coordinate marketing efforts with 

all other aspects of the business to be successful. In 

the context of new marketing challenges, it is 

absolutely necessary to know not only information 

technology but also marketing skills - planning, 

logistics, creativity; they will  enhance the 

understanding of the market environment of its 

forces and the need to produce high values. These 

are the conditions and success of companies in 

future survival. 

In the Romanian economy and not only in this case, 

the elaboration of the market strategy in a company 

has a special place in the development strategy of the 

respective company. The development strategies of 

the company that lead to the implementation of its 

directives are the responsibility of the company's 

management along with the setting of performance 

indicators. The market strategy is a general strategic 

component of the development of the company 

considering that its formulation is the focus of 

marketing programming (Guță, 2014). 

Numerous studies have analyzed the determinants of 

innovative business innovation in companies, 

focusing in particular on organizational and 

technological capabilities and associated strategies 

needed for successful innovation (Kotler  & Keller, 

2014). Most products can be offered with different 

features and companies should consider how many 

people want each feature, the time it takes for them 

to enter or the costs and the ability for competitors 

to copy it. Higher quality for less money is the recipe 

for success  (Tonț & Tonţ, 2016). 

In order to create a market advantage, the company 

can  consider superior technology, quality or a 

strong brand. Accelerating innovation time is 

essential in an era of shortening product lifecycle. In 

terms of customer service, the main differentiators 

are: ordering ease, delivery, installation, customer 

training, customer consultancy.  

Perceived price allows the company to offer a single 

higher value than the competitor and attracts 

customers with high-quality products at low prices. 

Other pricing techniques used are: special 

promotional offer prices, special rates offered to 

customers, reduced interest financing, longer 

payment terms, collateral and advantageous service 

contracts. 

This paper aims to study "Customer relationship 

management " and we examined and analyzed the 

use of CRM  applications programmes as a case 

study. 

 

 

LITERATURE REVIEW 

 

The definition of the field of activity of the 

enterprise, the determination of its place, role, nature 

and purpose must be treated with the greatest 

responsibility. The importance of this part of the 

strategic management will increase further in the 

conditions of the social-economic dynamics of the 

contemporary enterprises, which require frequent 

strategies, involving, among other things, the 

modification of the structure of the products and the 

services provided, respectively the insurance of the 

new markets. An important condition for achieving 

the goal of a company is to formulate a set of 

objectives that express the anticipated operational 

performance that reflects the efficiency of the 

business resource conversion process. 

Each objective must contain three elements: a 

specific attribute expressing the objective, a scale by 

which that attribute is measured, and a goal, that is, 

a certain value on the scale the enterprise proposes 

to achieve. The concrete objectives are different 

from one company to another, ie they are determined 

by its activity profile or the place occupied by the 

enterprise on the market. 

The strategy is the development line that the 

enterprise proposes to pursue in order to achieve its 

goals. The market strategy is a component of the 

company's overall strategy of development. 

An appropriate market strategy holds that the 

business makes a fair selection of segments to focus 

their marketing efforts on the right product placed at 

the right price, accompanied by an appropriate 

promotion, and aimed at achieving certain 

objectives set for a certain period. It is estimated that 

the formulation of the market strategy is the central 

point of marketing programming. The company's 

development line to achieving the set goals consists 

of four strategic components. The first component is 

represented by product markets and the sphere 

where the company is committed to focusing its 

efforts. The second component, the growth vector, 

in close connection with the former, indicates the 

direction in which the enterprise is developed in 

relation to the current situation of its products and 

markets. The third component is the differential 

advantage, which by identifying those elements of 

the business and product markets will ensure a 

relatively strong competitive position. The fourth 

component is the enterprise's synergy, which is the 

multi-factor action process, a process that generates 

a totally greater effect than the sum of the individual 

effects of each factor considered as independent.  

Irrespective of the profile and size of the enterprise, 

it must have its own strategy that allows for effective 

adaptation to changing environmental conditions. 

Choosing a market strategy is the result of multiple 

choice choices. It is carried out after a careful 
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investigation of the environment in which the 

enterprise operates and its potential resources: 

human, material and financial. 

 

 

DATA AND METHODOLOGY 

 

Global, local and glocal strategies 

Nowadays, global corporations are faced with 

difficult decisions on the marketing strategies they 

might adopt. Global marketing strategies aim to 

maximize standardization, homogenization and 

integration of marketing activities across markets 

around the world. However, global traders have to 

address a number of issues in their marketing 

strategy to ensure that their brand is successful 

worldwide. Examples of such issues include 

differences in the economic, political, social and 

cultural environment around the world. 

While the theory of marketing standardization works 

at a strategic level, it is often not appropriate in terms 

of the wealth of detail required at operative and 

tactical levels. Most marketing activities will be 

more successful when they adapt to local market 

conditions. In this way, a pure marketing strategy at 

a global level will not be an ideal one because it does 

not address issues at local level. Entrepreneurs need 

to understand how their brand responds to customer 

needs and how effective their marketing efforts are 

in each country. 

Multinational marketing companies face challenges 

in creating marketing and advertising programs 

capable of communicating effectively with a variety 

of target markets. To help this impressive task, 

different frameworks have been developed to 

determine the extent to which marketing and 

advertising efforts should either be globalized, 

localized, or mixed or combined. 

Table 1 presents a framework that focuses on five 

marketing strategies available for a business that 

intends to do business globally. A firm may decide 

to standardize or locate products, to standardize or 

locate its communication programs, or to combine 

products. The five possibilities that this decision-

making framework takes into account vary from a 

company that incorporates a "global strategy" 

(standardizing both the product and the 

communication program) and the development of a 

complete local strategy (personalizing both the 

product program and communication) for each 

single market. Also, there are two mixed strategies 

and 'combine' strategies. These three strategies have 

been developed into "glocal strategies". 

In other words, successful corporations need to 

develop a glocal strategy, using their global 

experiences, and then customizing and adapting 

their services and products to turn to local markets. 

This activity is not limited to designing or 

communicating the products as outlined above but 

also includes branding and all seven variables in the 

marketing mix whenever possible. 

A glocal strategy standardizes some basic elements 

and locates other elements. It is a compromise 

between global and domestic marketing strategies. 

Glocal marketing reflects both the ideal of the pure 

global marketing strategy and the recognition that 

local marketing issues need to be considered. In 

other words, the concept states that in order to 

succeed globally, marketing managers must act 

locally across the different markets they choose to 

introduce their products. In a global strategy, the 

corporate level offers a strategic direction, while 

local units focus on differences between local 

clients. 

For a better understanding of the concepts evaluated 

in this paper, Table 3 highlights the differences 

between globalization, localization and 

glocalization (figure 1). 

Phillip Kotler has developed some advantages of 

glocal marketing as follows: 

• Consumers feel that the brand is relevant to them 

and adapts to their needs and desires. 

• There is harmony and balance between the 

different levels of marketing activity: strategic, 

tactical and operative. 

• Trademarks gain a larger market share. 

In recent years, with the decline in sales, 

corporations around the world have begun to pay 

more attention and listen to local business partners 

about how to adapt product attributes and 

advertising messages to local tastes. Glocal 

marketing or brand managers have the task to 

balance demand from headquarters with those of 

local affiliates and take full advantage of local 

expertise, knowledge and information available. 

Thus, some transnational companies have begun to 

delegate more authorities in terms of product 

development and marketing to local managers, or, in 

other cases, to develop and promote local managers 

to take over local businesses. 

Glocal marketing allows simultaneous optimization 

of local and global marketing activities. Nowadays, 

global companies understand that they often have to 

personalize their products or services to some extent. 

In the following section, we have presented some 

glocal tactics related to the glocal strategies that the 

global corporation has pledged to adapt and locate in 

different regions and countries. These examples are 

developed in relation to the four variables in the 

marketing mix. 

 

Glocal tactics, glocal strategies, developed in 

relation to the four variables in the marketing 

mix (Product, Price, Promotion, Distribution) 

 

A. The product 

Nokia, a global phone brand, due to the fact that 

there is a lot of dust in India that damages phones, 
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has adapted its offers with a special anti-dust keypad 

created for this market. 

Fanta offers country-specific flavors. In Romania 

"Fanta Shokata" is available based on Socata, which 

is a traditional cordial made of elder flowers. In 

China, consumers enjoy Fanta with a green apple 

flavor, while Portugal and Spain have a water-

flavored Fanta. 

When Procter & Gamble arrived on the Nigerian 

market, it introduced products that were 

differentiated by size. Their Ariel detergents could 

be bought in envelopes, sizes that many families 

could easily afford. Ariel has become very popular 

and soon other brands have introduced envelopes, 

yet Ariel has remained a favorite among consumers 

because they have offered them a new choice. 

For the Chinese market, Danone had to change its 

product base to a less lactose-based yogurt because 

the Chinese are lactose intolerant. 

The fashion retailer H & M had to change its range 

of products in the United States, showing that 

American men were less fashion conscious than 

their European counterparts. 

Now there is a Volswagen car with a compass 

heading to Mecca and a shelf for the Koran; so 

Volswagen has become very popular in the Muslim 

community because it recognized their culture. 

Coca-Cola Japan has the richest portfolio of drinks, 

consisting of sparkling beverages and drinks, such 

as juices, Sokenbicha drinks, Georgia coffee beans, 

Aquarius sports drinks and water. 

PepsiCo has different snacks in its portfolio, and 

they are tailored to different countries. For example, 

the most popular snack is the combination of onion 

and cheese from the UK, Lemon Lays in Thailand, 

Paprika Lays in Germany, Seafood in China. 

 

B. The price 

"Spar" uses a glocal strategy that involves price 

positioning. This brand is positioned as a low-cost 

supermarket in Germany, while in the UK and 

Ireland it offers services and a larger design store, 

which is positioned as a small, high-cost shop. 

 

C. Promotion 

McDonald's had to change his promotional 

campaign, replacing the clown Ronald McDonald in 

China because his white face denotes death in the 

Chinese culture and as a result it did not create a 

good image to inspire lunch. 

Tesco also adopted a careful local approach to its 

expansion abroad. Although he was happy to trade 

branding under his usual name in Thailand, Hungary 

and the Czech Republic, when he joined the United 

States, Tesco did so under the name of the Fresh & 

Easy Neighborhood Market, highlighting its 

credentials locally on every occasion. 

 

D. Distribution 

The French Louis Vuitton were sold on the stands in 

Hong Kong's shopping centers, the United Arab 

Emirates and lately even in Romania, as these 

markets accept this as a valid distribution method. 

But if Louis Vuitton did so in countries like the UK 

and continental Europe, it could damage the brand's 

luxury status. 

At the time when H & M entered the American 

market, it was found that it was located in the 

suburbs and faced too much price competition. And 

thus, by adopting its glocal strategy, it now locates 

its stores in more luxurious and closer locations, 

where they continue to offer much lower and more 

advantageous prices. 

 

General considerations on the use of mobile 

applications in the tourism industry 

Tourism, one of the most flexible and adaptable 

industries, has been among the first of all the ICT 

and mobile technology developments, thus 

continuously updating tourism offerings according 

to customer needs. The history of the tourism 

industry's evolution highlights the gradual progress 

made by tourist entities, moving from the traditional 

offline to digital environment, first used for e-

tourism and later for mobile tourism. 

Tourism industry has continuously undergone rapid 

transformations generated by mobile technologies 

and the ICT industry, as they have changed 

consumer behavior in terms of consumption and the 

way they access and use sector-specific information. 

The increased mobility of tourists, who have become 

consumers of mobile technology and devices, has 

forced reconfiguration of the distribution of tourism 

products and services as regards their transmutation 

into the mobile environment. 

An important aspect to consider is the change in 

consumer preferences for mobile applications versus 

mobile sites, mobile users allocating 89% of the time 

spent on mobile devices for mobile applications. 

In 2014, the report on global trends in the global 

travel market showed that by 2018 reservations 

made by mobile devices will reach 35% and the 

Wearables category will become a very important 

accessory for every tourist. Over the same period, 

the same report identifies significant increases in the 

destination and reservation services segment of 

mobile devices.] 

The online survey by Trip Barometer and the global 

Ipsos research company since 2015 has introduced a 

new concept to differentiate a particular segment of 

tourists, namely "connected travelers or travelers 

who are eager to plan and book their travels on their 

smartphone"; 45% of the connected travelers make 

their mobile bookings and are willing to use a mobile 

application with reservation functionality, while 

34% want to use mobile apps for check-in. 
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RESULTS 

 

We have analyzed first the relationship between 

customer orientation and organizational 

performance. Main results of the polytomous 

estimation are presented in table 4. 

For the purpose of current analysis we are interested 

only in the sign and statistical significance of 

estimated coefficients corresponding to the 

independent variables. From the 9 controls 

corresponding to the performance metrics relative to 

consumer (Table 2), we see that only 3 are 

statistically significant: (a) consumer satisfaction, 

(b) commitment and (c) brand/product knowledge.  

Table 5 reports the results of the estimation of 

organizational performance on end user behavior. 

Table 5 reveals that from the 5 indicators in this 

category, 3 are statistically significant: (a) new 

consumers, (b) loyalty/ retention and (c) purchasing 

on promotion.  

Table 6 shows that only one of the three controls 

employed in analyzing the impact trade-customer 

performance on organizational performance is 

statistically significant: customer complaints. 

 

 

CONCLUSIONS 

 

The key to successfully implementing a mobile 

element is 'integration'. 

CRM business software adds value to an existing 

campaign, but this marketing form cannot and will 

not replace traditional marketing and 

communication tools and traditional channels; it will 

only strengthen them to achieve better results. A 

brand that wants to be where its customers are, 

cannot ignore CRM business software. 

As with any other good campaign, CRM business 

software requires a concept and a good 

implementation - especially for this communication 

channel - so that it can reach customers and set goals. 

While mobile marketing may not be appropriate for 

each company or product - and radio and television 

advertising is not a good choice for all products - 

many companies have benefited from the incredible 

advantage of implementing this form of marketing 

in their mix of communication. Besides, as CRM 

business software has had a very high start around 

the world, we can see that traditional means of 

communication have increased interactivity. 

The development of CRM business software and the 

growing trend to implement this new marketing 

model in the mix of communication between 

different companies clearly shows that mobile 

marketing is a form of marketing for the future. 
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ANNEXES 

 

 

Table 1. A framework for alternative global marketing strategies 

The following table (Table 1) presents a framework that focuses on five marketing strategies available for a 

business that intends to do business globally. A firm may decide to standardize or locate products by either 

standardizing or locating its communication programs, or by combining products. The five possibilities that this 

decision-making framework takes into account vary from a company that incorporates a "global strategy" 

(standardizing both the product and the communication program) and the development of a complete local strategy 

(personalizing both the product program and communication) for each single market. 

 

PRODUCT STATEGY COMUNICATION STRATEGY 

Standard 

Comunications 

Local Comunications 

Global Standard 

Product 

Strategy: 

Uniform Product/ 

A Uniform Message 

Glocal Strategy: 

Uniform Product/ 

Personalised Message 

Located Product Glocal Strategy: 

Personalised Product/ 

A Uniform Message 

Local Strattegy: 

Personalised Product/ 

Personalised Message 

 Glocal Strategy: 

Personalised Product/ Personalised Message 

  

Source: after Schiffman and Kanuk, 2009, p. 472. 

The "Glocal Strategy" refers to the idea of "thinking globally, acting locally" and, as shown in the table above, is 

a middle way between global and local strategies. 

 

 

Table no. 2. Maximals for local, global and glocal 

 

Local Local thinking, actioning at the local level 

Global Global thinking, actioning at the global level 

Glocal Global thinking, actioning at the local level 

 

 

 

Table no. 3. Differences between globalization, localization and glocalization 

 

Philip Kotler has developed some advantages of global marketing (Kotler, 2009) 

 

Location: "the trend towards an international integration of goods, technology, information, labor, capital, or the 

process of achieving this integration."  

Globalization: "the process of adapting a product or service to a specific culture, language, developing a local 

call and meeting local needs."  

Glocalization: "Offering a global offer (brand, idea, product, service, etc.), taking into account local issues." 

• Non-differentiation and convergence in the preferences and incomes of the clients from economically and 

commercially developed countries; 

• Consider mass demand; 

• Globalism; 

• Quantity; 

• International brand awareness; 

• The benefits of standardization costs; 

• Decreasing the cost of trade with greater globalization.  

• Differentiation - differences in customer preferences and incomes in the countries concerned; 

• Consider the specific request; 

• Proximity; 

• Quality and values; 

• Local brand recognition; 
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• Competition from both domestic and international brands; 

• High costs of trade create distinct markets. 

• Use of global experiences or brand names worldwide, and differentiation of supply, in order to appeal to local 

markets; 

• Operate in a global marketplace and local niche markets; 

• Integration of globalization and localism; 

• Integration of quality and values into a product that is sold in large quantities; 

• Great brand fame; 

• A glocal product / service can compete with both local and international brands in a better way because it 

meets certain local needs or preferences at lower costs due to the company's global margin. 

 

Source: Kotler, 2009. 

 

 

 

 

Table no. 4. Relationship between customer orientation and organizational performance 

 

Parameter   Estimate Standard 

Error 

Wald 

Chi-Square 

Pr > ChiSq 

Intercept 1 1.81 1.73 1.09 0.30 

Intercept 2 3.36 1.80 3.48 0.06 

Intercept 3 4.69 1.86 6.31 0.01 

Intercept 4 6.19 1.93 10.29 0.00 

Awareness   0.03 0.37 0.01 0.94 

Salience   0.08 0.43 0.04 0.85 

Perceived quality   -0.07 0.39 0.04 0.85 

Consumer satisfaction   -0.60 0.36 2.79 0.09* 

Relevance to consumer   0.55 0.39 1.96 0.16 

Image/Personality/Identity   -0.29 0.38 0.56 0.45 

Differentiation   0.04 0.32 0.01 0.91 

Commitment   0.67 0.37 3.23 0.07* 

Brand/Product knowledge   0.63 0.30 4.45 0.03** 

 

 

 

 

 

Table no. 5. Relationship between end-user behavior and organizational performance 

 

Parameter   DF Estimate Standard 

Error 

Wald 

Chi-Square 

Pr > ChiSq 

Intercept 1 1 0.67 1.22 0.30 0.58 

Intercept 2 1 1.82 1.20 2.30 0.13 

Intercept 3 1 3.05 1.25 5.95 0.01 

Intercept 4 1 4.45 1.32 11.45 0.00 

Distribution   1 -0.22 0.25 0.76 0.38 

Customer accessibility   1 -0.05 0.34 0.02 0.88 

Customer complaints   1 -0.83 0.33 6.47 0.01 

 

  

 

 

 

 

 

 

 

 



SEA - Practical Application of Science 
Volume VI, Issue 18 (3 / 2018) 

 

 
298 

 

Table no. 6. Relationship between trade-customer and organizational performance 

 

Parameter   DF Estimate Standard 

Error 

Wald 

Chi-Square 

Pr > ChiSq 

Intercept 1 1 2.02 1.44 1.96 0.16 

Intercept 2 1 3.40 1.49 5.23 0.02 

Intercept 3 1 4.61 1.55 8.87 0.00 

Intercept 4 1 6.04 1.62 13.93 0.00 

Market share   1 0.82 0.33 6.06 0.01 

Relative price   1 -0.21 0.33 0.40 0.53 

Loyalty (share)   1 0.07 0.32 0.04 0.83 

Penetration   1 -0.17 0.34 0.26 0.61 

Relative customer satisfaction   1 -0.47 0.31 2.28 0.13 

Relative perceived quality   1 -0.23 0.34 0.48 0.49 

Share of voice   1 0.31 0.30 1.12 0.29 

 

 

 

 

 

A glocal strategy standardizes some basic elements and locates other elements. It is a compromise 

between global and domestic marketing strategies. Glocal marketing reflects both the ideal of the pure global 

marketing strategy and the recognition that local marketing issues need to be considered. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Glocalization 
 

 

Figure no. 1. Glocalization formation 

Source: Dumitrescu and Vinereanu, 2010. 
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