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Abstract: Entrepreneurship is one of the business forces with the greatest power to transform today's 

society, due to its ability to discover and take advantage of new opportunities to satisfy customer new 

and changing needs and expectations. Customer relationship management (CRM) has proved to be 

both a highly influential business management strategy and a powerful business management 

technology solution, with a particularly relevant impact in the area of entrepreneurship. CRM has 

helped drive growth and future expectations and has had excellent results in terms of return on 

investment wherever it has been implemented. An exhaustive review of previously published findings in 

a specific subject area can uncover new lines of research. This paper uses semi-systematic review to 

the study of the reality of the link between CRM and entrepreneurial marketing in business. This 

approach is used to comprehensively describe the state of the art of the impact that CRM can have in 

the modern business environment, through the empowerment of entrepreneurial marketing. In a 

structured manner, the present paper reviews the 86 most relevant studies of how CRM affects 

entrepreneurial marketing policy development through its alignment with relationship marketing and 

customer-centric business models. The growing use of CRM in companies is one of the pillars of 

technological and social change in entrepreneurship, being a clear example of how big data can 

benefit society. The study focuses on the period from 2015 to 2019. 
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I. INTRODUCTION 

In a globalized commercial world such as the current one, markets are dynamic and changing, and the customer lies at 

the beginning and end of the value chain. One of the greatest values that entrepreneurship provides in an environment 

like this is the ability of entrepreneurs to take advantage of opportunities and discover new ways to meet customer 

expectations, and thereby transform the world in general and the market in general particular, all due to the unstoppable 

process of digital transformation. One of the consequences of globalization is the greater ability of customers to access 

both information and the acquisition of products and services offered even beyond the borders of countries (Guerola-

Navarro et al., 2019). This means that the needs, desires, and expectations of customers are changing and increasingly 

demanding, with which the market has become so dynamic that only companies that manage to adapt to said dynamism 

survive. And for this it is necessary to invest in innovation and development, and to have an entrepreneurial spirit that is 

open to discovering and taking advantage of new opportunities and ways of satisfying those needs, desires and 

expectations. 

Entrepreneurship thus becomes one of the engines of change and transformation of society, which justifies the growing 

research interest in this area (Hills et al., 2008). 

The area of entrepreneurship is being the center of study for various researchers from different perspectives due to its 

important role as an engine of economic and social development, reaching the point of being able to affirm that the 

entrepreneur is the single most important player in a modern economy (Sánchez, 2011). It was not too long ago that the 

field of entrepreneurship was considered little more than an applied trade as opposed to an academic area of study and 

there was no research to be accomplished because it was thought that those who could not attend college would simply 

“practice” the concept of new business start-up (Hills et al., 2008). The role of entrepreneurship in society has changed 

drastically in the last quarter century, to the point that, in recent years, entrepreneurship has been viewed as the engine 

of economic and social development due to the power it has developed to provide a better quality of life to society. 
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society through its impetus and its transformative potential. Entrepreneurs are those who work on transformative 

environments, discover or identify opportunities, or create and exploit them to add value to society. Entrepreneurship is 

nowadays regarded as the study of the processes of identifying, evaluating, developing and exploiting opportunities, as 

well as of the resources and conditioners that influence these processes, as part of one of the most powerful tools that 

business has for bringing better customer experiences. (Frederick et al., 2018). Nowadays, the customer is also 

considered the engine of business success (Díez de Castro et al., 2002). In such a world, companies must have the right 

tools to collect the necessary management information so that they can meet the needs and expectations of customers 

and thereby mold their productive, logistic, and commercial efforts to match these needs and expectations (Gil- Gomez 

et al., 2021; Ochoa Laburu, 1996; Vicedo et al., 2020). This makes the development of entrepreneurial businesses 

especially difficult, which is why it is shown that all those tools and technological solutions that can have a high impact 

on customer management and entrepreneurial marketing are key, an area in which Customer Relationship Marketing 

(CRM) has proven to have a special impact. 

In the current business environment, and especially evident in its entrepreneurial part, where the client appears as the 

key and determining figure for any decision making (de Guzmán Miranda, 2014), it is essential to evaluate the impact 

that any strategy and tool may have on the management of the client's knowledge available to the company (Alfaro 

Faus, 2004), in order to be able to adapt its commercial and marketing actions towards the most efficient and 

appropriate target. Marketing (understood as the management of commercial relationships with customers within the 

market), and more specifically entrepreneurial marketing (as a powerful association of marketing tools and the 

innovative and transforming power of entrepreneurship) is therefore one of the great forces that promote the economic 

development of society. Along these lines, CRM has emerged in recent decades as the most widely disseminated 

strategy and management tool in terms of a tool designed and focused on managing the powerful marketing strategies 

through the management of the relationships with customers, and consistently and efficiently managing information and 

actions aimed at the clients (Al-Omoush et al., 2021), which is especially important in the field of entrepreneurship. 

This study tries precisely to analyze the previous and relevant studies that unify these important aspects of business 

management: the management of customer relationships, and marketing as a strategy for reaching customers, 

specifically in the field of entrepreneurship. The ultimate objective is to identify the dimensions that other previous 

studies have highlighted as more relevant and with the greatest impact in these fields of business management, to draw 

conclusions from the results obtained, and to propose future lines of research consistent with the results obtained. 

For most entrepreneurial marketers, marketing is a social, personal activity and not only an organizational function. 

Marketing to achieve growth is what many entrepreneurs are passionate about. Marketing from the perspective of an 

entrepreneur is not just one of the functions of the business that must be carried out such as accounting, finance, or 

HRM; but is often considered by entrepreneurs as the core function of the firm (Hills et al., 2008). Regarding marketing 

area impactful tools, Customer relationship management (CRM) is one of the leading business strategies and business 

management tools (Al- Omoush et al., 2021), and it has been shown to be crucial in developing sales, marketing, and 

production planning strategies. This key role of CRM is a consequence of the customer-related information that can be 

obtained from all CRM sources of value, in the sense of providing the overall efforts of companies with the appropriate 

sense of customer service and customer needs (García Moreno et al., 2001). CRM refers to both a customer relationship 

management philosophy and the technological solutions or methodologies required for its implementation because each 

tool and each level of implementation of CRM is a true reflection of the CRM philosophy or strategy itself (Chen et al., 

2020). Value chain management, together with the resulting strategy for producing goods and providing services, thus 

becomes meaningful and effective when it is based on the knowledge of the vital business reality of customers 

(Guerola-Navarro et al., 2020c; Ochoa Laburu & Arana 

Pérez, 1997). This feature is one of the most highly valued characteristics of CRM’s action points. 

Menguzzato and Renau (1991) established the principles that should be followed by business decision makers of 

successful firms that seek to achieve high levels of business performance and endure over time as model companies and 

shining examples of business success. In this sense, the presence and relevance of entrepreneurial marketing as part of 

business success is crucial to the study of any business management methodology (Miquel Peris et 

al., 1994). Therefore, any tool such as CRM, which supports the collection of customer management information and its 

use in planning strategies, is essential in management (Hills et al., 2008). 
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Hills et al. (2008) points out that entrepreneurs are characterized by creating and exploiting turbulent markets, 

something that other economic actors tend not to do. Economic theory suggests that entrepreneurs are seen as creating 

imbalances by introducing innovations to drive markets or as firms that attempt to move economies away from 

equilibrium by exploiting previously unidentified opportunities. The use of knowledge management and innovation, 

empowered by the use of CRM technologocal solutions, to create entrepreneurial rent has important implications for 

marketing (Gil-Gomez et al., 2020). In this way, entrepreneurial marketing proves not to be the direct consequence of 

specific managerial decisions but more the outcome of entrepreneurial processes and culture (Hills et al., 2008). The 

aim of studying the reality of CRM through scientific research in the areas of business, sociology, and technology is to 

effectively demonstrate that CRM is one of the most powerful business tools for managing sales, entrepreneurial 

marketing, and services (Guerola-Navarro et al., 2021b). 

In this paper, and during the following sections, the impact of CRM on entrepreneurial marketing will be studied. First, 

a Literature Review section is presented in which what has been ascertained from previous studies on the relationship 

between CRM and marketing in general is referenced, particularizing on the entrepreneurial aspect of business 

marketing. In the following sections, the methodology followed in the study is explained, as well as the results obtained 

and the conclusions derived from this scientific study. 

 

II. LITERATURE REVIEW 

Marketing is one of the areas in which the expectation of impact is greatest through the use of CRM technological 

solutions and the culture of customer relationship management itself. Specifically, and within the general concept of 

marketing, entrepreneurial marketing is one of the areas with the greatest projection both at the business level and at the 

research level. This section initially analyzes the concept and relevance of entrepreneurial marketing, and then the 

concept and evolution of CRM solutions, to later proceed to establish the marketing approach to the CRM customer-

centric management theory, all of it as previous stages for finally stating the state of the art on the impact of CRM on 

entrepreneurial marketing specifically. 

  

Entrepreneurial marketing 

Marketing is the discipline concerned with studying the behavior of markets and the needs of consumers. 

Entrepreneurial marketing, as part of the global discipline of marketing, but with the special characteristics of 

entrepreneurial agents, analyzes companies’ commercial management in attracting, capturing, and retaining end 

customers by fulfilling their wishes and resolving their problems all with the aim of transforming society by 

discovering opportunities and paths not explored by other business agents (Hills et al., 2008; 

Bennett, 1995). Regarding entrepreneurship, entrepreneurs’ tactics for using the marketing strategies differ from the 

traditional business brand, where product development, pricing, promotion, and distribution are the key marketing mix 

pillars (Martin, 2009). Entrepreneurs prefer direct interchanges and building personal relationships, being the 

entrepreneurs' tactics clearly based on personal observation and contact information, rather than formal research and 

global marketing initiatives. 

Kraus et al. (2010) establishes that, within the business field of discovering and taking advantage of new business 

opportunities that can transform society and improve the overall customer experience, entrepreneurial marketing can be 

understood as the combination of marketing with an entrepreneurial mindset, which leads to a definition of 

entrepreneurial marketing as the "organizational function of marketing by taking into account innovativeness, risk 

taking, pro-activeness and the pursuit of opportunities without regard for the resources currently controlled". Smart and 

Conant (1994) suggests that entrepreneurial firms have a different set of marketing competencies that typically includes 

a superior understanding of customer needs, market trends, and market positioning. Hills et al. (2008) indicate that 

entrepreneurs engage in marketing in ways that differ the classical marketing theory. 

Jones and Rowley (2011) suggest that marketing in SMEs is intertwined with other activities and behaviors in small 

business and argue that to understand marketing in SMEs it is essential to understand its context, specifically in relation 

to customer engagement, the innovation. and business approaches to marketing. Given the relevance of the interaction 

between entrepreneurship and marketing, the concept of "entrepreneurial business" has gained significance in the 

research and business sphere. While some authors argue that entrepreneurial business is important to all organizations 
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(large and small), there is a general recognition that the concept is particularly appropriate for the context of small 

businesses (Jones & Rowley, 2011). 

 Stokes (2000) establishes how marketing adapts to entrepreneurial contexts and proposes a conceptual model of the 

marketing processes undertaken by entrepreneurs. This study explores how entrepreneurial marketing differs from 

traditional marketing theory, concluding that entrepreneurs tend to be innovation-oriented, driven by new ideas and an 

intuitive feel for the market, rather than rigorous evaluation of business needs. 

 

Customer relationship management (CRM) 

The origins of CRM date back to the 1970s, when CRM emerged as a technological solution for companies to automate 

the management of the internal sales force (Buttle, 2004). Recent bibliometric studies assessing the evolution of the 

hubs of productivity and influence in terms of the eminent authors, countries, and institutions in the field of CRM have 

shown the exponential growth of interest in CRM since 2010 (Liu et al., 2020), being a definite complement for the 

recent extensive literature reviews performed about CRM impact on entrepreneurial marketing and innovation areas 

(Guerola-Navarro et al., 2021a). 

CRM is one of the most modern business management tools to establish effective channels and methods of customer-

centric information management, in conjunction with Enterprise Resource Planning solutions (Vicedo et 

al., 2020; Oltra-Badenes et al., 2019). Its primary goal is to improve organizational performance to enable firms to 

achieve better business results (Guerola-Navarro et al., 2020a). This modern approach differs considerably from earlier 

approaches such as the one described by Chen and Wu (2016), who proposed a basic definition of CRM as “a 

combination of people, 

processes and technology that seeks to understand a company’s customers.” This definition has become obsolete given 

the recent evolution of CRM tools toward a global vision of comprehensive management of information in relation to 

customer knowledge to achieve more effective interactions with clients. Modern studies of business management and 

the use of information technology consider the necessity of the comprehensive management of key information for 

business decision makers. Payne and Frow (2005) established a global conceptual framework for this modern approach 

to the comprehensive management of customer information and expectations, leading to successful decision making 

and the planning of coordinated and effective entrepreneurial marketing strategies to attract and retain the 

company’s most profitable customers. For this purpose, CRM is a fundamental tool (Ayyagari, 2021). 

Recent studies corroborate the importance of CRM as a key tool in the digital transformation of society and the current 

globalized and dynamic market (Gil- Gomez et al., 2020). The role of CRM is stressed not only because of its potential 

to improve current management (or exploitation), but also because of its potential in developing innovation (or 

exploration) capacity. This potential makes CRM one of the most powerful management technology solutions in the 

field of modern business management (Adiwijaya et al., 2017). 

 

Marketing approach to the CRM customer-centric management theory 

Having established the importance of CRM as a business management technology solution with a major impact in the 

field of marketing, and especially on entrepreneurial marketing, it is important to identify the marketing approach that 

is most closely aligned with the CRM customer- centric management theory. This marketing approach is used in this 

study to ensure that the results are consistent and relevant for future studies. Of all current theories and trends in 

marketing, the definition of relationship marketing (or relational marketing) is of greatest interest because of its close 

match with CRM objectives. Specifically, relationship marketing is defined as the integrated effort to identify and 

maintain a customer network, with the aim of continually reinforcing it for the benefit of both parties, through 

individualized contacts and interactions that generate value over time (Harker, 1999). 

This concept of relational marketing is especially important in the area of entrepreneurship, since maintaining a long-

term relationship with loyal customers empirically shows that it favors the creation of a financial cushion and a culture 

of confidence in the future of the company, which they are the basis for every entrepreneurial agent to continue taking 

risks and facing new challenges. In short, a loyal customer base allows entrepreneurs to be what they are, agents who 

pour all their energy and capacity for innovation into transforming society through previously undiscovered or untapped 

opportunities. Loyal customers are defined as those who always buy a specific type of item in the same store, who 
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always consume the same brands, and who always carry out their business operations through the same entities (de 

Guzmán Miranda, 2014). In terms of its basic principles, relationship marketing (Alfaro Faus, 2004): 

• is based on segmented or customized marketing, 

• tries to generate long-term benefits, 

• represents a commitment to the development of a mutually beneficial relationship continued over time, 

• is based on continuous improvement and the creation and contribution of value to the client, 

• orients and coordinates the entire company toward the client, 

• requires complex and continuous internal marketing, 

• directs the training, motivation, and evaluation of employees toward increasing customer satisfaction, 

• seeks customer satisfaction with each relationship through an emphasis on customer service. 

In the entrepreneurial business environment, there is therefore a link between CRM technology solutions, relationship 

marketing based on customer centered focus and business success. To achieve the expected benefits of relationship 

marketing, CRM is a key tool for business management. In a globalized, dynamic, and changing market, like today’s, 

the principles of relationship marketing are critical to the success of any entrepreneurial marketing strategy adopted by 

any company hoping to succeed. CRM is one of the technologies that has aroused the most interest in the last decade. 

This interest is reflected by numerous bibliometric studies. Its market share has increased dramatically in recent years, 

especially with the development of cloud computing platforms. CRM is a technology that has only relatively recently 

attracted interest. Also, its scope of development is closely linked to relationship marketing. Therefore, it was 

considered both interesting and novel to conduct further research on this subject, hence the motivation for the present 

literature review. 

 

State of the art on the impact of CRM on entrepreneurial marketing 

Given the relative newness of CRM technology solutions as a focus of scientific research, there are few studies of the 

state of the art in terms of its impact on the current business reality. Following the theory of the duality and 

complementary nature of the qualitative and quantitative studies of the realities under investigation (Hernández 

Sampieri et al., 1996), the state of the art should first present quantitative analysis of the publications and citations in 

this area and should then offer in-depth analysis of the most relevant publications. 

The first approach to the study of the state of the art is to examine the quantitative reality of the subject. This approach 

is reflected in CRM bibliometric studies such as the study by Tsai (2011) and the more recent study by Guerola-

Navarro et al. (2020b), who reviewed the most important and well-recognized databases in scientific research to 

graphically analyze the evolution of the number of publications and citations and determine the hubs of greatest 

productivity and influence. The origin (author, country, entity, etc.) of the research articles stored in these databases 

was considered in terms of productivity. The origin of articles whose publications had most citations were considered to 

be of greatest influence. 

Regarding the second, this approach to the state of the art of CRM, scholars have conducted systematic reviews of the 

literature on CRM, identifying lines of investigation that have been proposed for future research. Ngai (2005) reviewed 

the academic literature on CRM from 1992 to 2002, providing a comprehensive bibliography and proposing a method 

of classifying the literature. Subsequently Ngai et al. (2009) built an academic database of literature for the period 2000 

to 2006 and proposed a classification scheme to classify these articles. More recently, Soltani and Navimipour (2016) 

systematically reviewed the state-of-the-art literature on CRM mechanisms and offered recommendations for future 

research. 

Considering previous research and the intention to establish a complete state of the art for CRM technology, there is a 

lack of studies that specifically address the entrepreneurial marketing side of CRM. The decisive influence of a good 

entrepreneurial marketing strategy on successful business activity has been verified. Similarly, CRM has also been cited 

as one of the most relevant technological solutions in obtaining the key management information for the development 

of such a marketing strategy. Therefore, a study that reflects the state of the art of CRM in the specific field of 

entrepreneurship marketing can prove valuable for subsequent research. This future research on the role of CRM in 

improving marketing strategies is expected to be vital to enhance company performance. 
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Therefore, through an extensive literature review, this paper complements the existing bibliometric studies of CRM by 

adopting a semi-systematic review to studying the business reality of CRM, focusing specifically on the entrepreneurial 

marketing side. This approach, together with the quantitative approach of bibliometric analysis of the productivity and 

influence of the scientific research community, establishes a complete state of the art that can be used to support future 

research on the impact of CRM as a tool and its marketing applications in the modern business environment. 

This paper thus offers a comprehensive review of the literature on the potential of applying CRM technology solutions 

through their impact on companies’ management of entrepreneurial marketing strategies. All research articles published 

since the birth of CRM to the present day (end of 2019) are reviewed. This paper has the following structure. First, the 

research methodology is described. Then, the method to classify articles on CRM in entrepreneurial marketing is 

presented. Next, these articles on entrepreneurial marketing in CRM are reviewed and analyzed. Finally, conclusions 

are drawn in relation to future research on CRM and its impact on marketing management. 

 

III. RESEARCH METHODOLOGY 

There are several types of literature review research. However, certain elements are common to all of these, namely 

analysis of the most important papers on a given topic of study, categorization of these studies under the proposed 

taxonomy or conceptual framework, and the establishment of the basis for the future research agenda. Snyder (2019) 

notes that a “literature review can broadly be described as a more or less systematic way of collecting and synthesizing 

previous research,” raising questions about the quality and trustworthiness of classical literature review studies and 

establishing guidelines for new methods. Systematic review papers may be of several types: structured reviews focusing 

on widely used methods, theories, and constructs (Canabal & White, 2008; Paul & Singh, 2017; Kahiya, 2018); 

framework-based studies (Paul & Benito, 2018); hybrid-narrative studies with a framework for setting the future 

research agenda (Kumar et al., 2019a); theory-based reviews (Gilal et al., 2018); meta-analyses (Knoll & Matthes, 

2017); bibliometric reviews (Randhawa et al., 2016); and reviews aiming at model or framework development (Paul, 

2019; Paul & Mas, 2019). Torraco (2005) and Callahan (2010) argued that an integrative literature review should offer 

a research agenda, a classification of concepts, conceptual frameworks as the way of thinking resulting from the study, 

and the basis for developing future research. In line with the indications of Snyder (2019), the present study follows a 

semi-systematic review, with the following four phases: 1) design, 2) conduct, 3) analyze, and 4) structure and write the 

review. The elements followed in each phase of this study are detailed below. 

 

Phase 1. Design the review 

The purpose of this study is to categorize the most important papers on CRM and entrepreneurial marketing. The goal is 

to provide a map of studies and conclusions that can help establish a focused research agenda. The purpose of the study 

is to support the empirical testing of models of the impact of CRM and entrepreneurial marketing on firm performance. 

Previous bibliometric studies show that CRM is a business management technology that has been growing since 2000. 

This growth has been especially pronounced in the last decade, particularly in the last five years, with the development 

of cloud computing platforms. Therefore, the present review was deemed necessary. 

The potential audience for this study is growing as it is shown in the bibliometric studies confirming the growing 

interest and influence of papers on CRM (Guerola-Navarro et al., 2020b). The same growing interest is shown in the 

literature around entrepreneurial marketing, as one of the most powerful forces to transform the society and the market 

itself. The search strategy is based on bibliometric studies carried out with the same research criteria. This study follows 

and complements these previous studies by describing the state of the art. Therefore, as explained in this section, the 

Web of Science Core Collection database for the period 2015 to 2019 was used. 

  

Phase 2. Conduct the review 

The present study provides a review of the literature on the interaction between CRM and entrepreneurial marketing. 

Therefore, the selection procedure was designed to identify articles based on all the keywords related to these two 

concepts that provide meaningful results. Certain adjustments were foreseen to eliminate articles that were not 

impactful or whose content was not intrinsically relevant to the study. The selected articles were carefully read to 
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ensure the quality, representativeness, and applicability of the study in the scope described in the future research 

agenda. 

 

Phase 3. Analyze 

In order to obtain the needing information for carrying out this study, three sources have been explored: complementary 

bibliometric studies, previous literature reviews, and methodological studies of literature review processes. 

 

Phase 4. Structure and write the review 

The paper begins with the description of the scope and objective of the study, followed by the description of the 

methodological basis followed on it. The information regarding the impact of CRM and entrepreneurial marketing has 

been reviewed, considering Its importance, representativeness, and relevance for future research. The conclusions are 

presented with the aim to bring the most interesting points to other researchers and to open new researching lines in the 

future. 

Following these propositions (Snyder, 2019), the starting point has been to determine which database to use to identify 

scientific research articles published in prestigious journals. The database chosen in this study was the Web of Science 

(WoS) Core Collection, which is owned by Thomson Reuters. The journal’s own page contained the citations from any 

journal (Mulet- Forteza et al., 2019), but we only wanted to take into account the citations from the most relevance 

journals in the research fields, and this was why we have used only this database. WoS core collection covers most of 

the known scientific disciplines, hosting more than 50,000,000 papers across more than 15,000 journals (Merigó & 

Yang, 2017). In the field of scientific research, it is generally assumed that WoS contains only high-quality journals 

characterized by timely publication and review of papers, scientific criteria for the peer review process, and broad 

dissemination through the Internet and the most widely used channels for the publication of scientific research 

(Martínez- López et al., 2020). Therefore, WoS was considered the most appropriate database for this study, both due to 

the specific interest of our study, as well as the prestige, completeness and relevance of this database in the scientific 

field. 

  

In the WoS refine categories, there is no specific section for CRM and entrepreneurial marketing. Therefore, the search 

had to be refined by filtering the results depending on the primary focus of the journals and the papers included in these 

journals. The Web of Science Core Collection database was the core database used for this study, as it has been 

explained previously. The initial period used in the literature search for this study was 1900 to 2019, with the intention 

of covering all completed and closed years in terms of publications (at the time of the study, the year 2019 was not yet 

closed and it continued to receive publications). It was based on the search strings “customer relationship 

management”, (“Customer relationship management*”), “CRM” (“CRM*”), “entrepreneurial marketing” 

(“entrepreneurial marketing*”), “entrepreneurship” (“entrepreneurship*”) 

and “marketing” (“marketing*”). With these refine filters, it has been observed that the database obtained contained a 

sample of the entire spectrum and range of topics that were intended to be analyzed in this study, so it was not 

considered necessary to expand, reduce, or change these parameters for others (in fact, it has been found that 

introducing other parameters deviated the database from the sample that was intended to be used in the research). The 

search returned 1,034 results from the Web of Science Core Collection in these areas for this timeframe. 

To consider the most relevant research papers for a comprehensive literature review, an important field in WoS is 

Document Type (Vallaster et al., 2019). The document types of interest in this study were article, review, and letter 

(Merigó et al., 2015; Vallaster et al., 2019). The original data set of 1034 was reduced to only articles, reviews, and 

letters, being the number of results of the search reduced to 646 articles. 

The focus of this study is the relationship between CRM management technology solutions and the management of 

marketing strategies, all within the scope of business management. Therefore, filters were applied to select articles in 

the WoS categories of Business, Management, Operations Research Management Science, Computer Science 

Information Systems, Information Science Library Science, Computer Science Interdisciplinary Applications, and 

Economics. This process gave a total of 541 results. 
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Analysis of the timeframe of previous literature reviews shows that the most recent state of the art was created in 2016 

by Soltani and Navimipour (2016). Therefore, to ensure the originality of the articles and choose the correct timeframe 

in this study, these results were filtered for the years 2015 to 2019. The reasons for selecting this timeframe are given 

below. 

• The period 2015 to 2019 covers the last five years for which data are available. Therefore, this period best reflects the 

most up-to-date approaches and trends in this area. 

• The bibliometric study by Guerola-Navarro et al. (2020b) to examine the evolution and trends in scientific research on 

CRM shows that the recent rise in the number of publications on CRM (and, by extension, the interest in this topic) 

began in 2015. 

• After applying this filter in WoS, the search returned 197 articles, covering the type, content, and magnitude of 

research database that was looked for the research. 

The full text of these articles was reviewed to eliminate those that were unrelated to the application of CRM marketing 

tools in the planning and development of business marketing strategies. All articles where the primary focus was not the 

inextricable relationship between CRM and marketing were eliminated, considering not only the existence of a 

marketing module within the CRM technological solution itself but also (and even more importantly) the impact of 

CRM strategy on the development of effective marketing strategies and policies. 

Thus, the number of relevant articles was 86 following the elimination of those that were not considered relevant to this 

study or that were not considered important articles in relation to the application of marketing techniques to CRM. 

These 86 articles were classified according to the dimensions of CRM and its elements and according to the dimensions 

of marketing and its elements. 

Other items were discarded for the following reasons (research studies that appeared as search results in the WoS Core 

Collection with the strings used in this study, but that for different reasons have been analyzed but are not part of the 

sample from which the results and conclusions were obtained of this study): 

• Some articles were found in WoS using the filters for this study. However, their content was not entirely relevant to 

the concepts represented by these filters. Examples of these articles are those by Hu et al. (2019), Naudé and Sutton-

Brady (2019), Skarmeas et al. (2019), Mosavi and Afsar (2018), and Di Benedetto (2017). 

• Some articles were relevant to CRM but not to entrepreneurial marketing. Examples are those by Cricelli et al. (2020), 

Cruz and Vasconcelos (2015), Garrido-Moreno et al. (2015), and Mohammadhossein et al. (2015). 

• Some articles were relevant to entrepreneurial marketing but not to CRM. Examples are those by Coda and de Castro 

(2019), Levin et al. (2019), Mehrabi et al. (2019), and Alnawas and Hemsley-Brown (2019). 

• Some articles were mostly technical and focused more on the technological side of the CRM tool than on its impact on 

business management. Examples of these articles are those by Cu et al. (2019), Yang and Shieh (2019), Ullah et al. 

(2019), and Ivan and Popa (2015). 

• Some articles focused exclusively on applicability to a specific environment or situation and were not general enough 

to be extrapolated and to be considered representative of a general case. Examples are the articles by Sota et al. (2020), 

Junaid et al. (2019), Rahimi and Gunlu (2016), and Siems et al. (2015). 

With the results of the literature review and with the bibliometric research, it is hoped that the most relevant areas of 

research interest and focus can be detected. The future research agenda (Paul & Rosado-Serrano, 2019) will be defined 

by these research trends. It will help reveal the most relevant and influential studies of the expected benefits of the 

implementation and use of CRM in the field of entrepreneurship. This study aims to achieve a model to measure the 

impact of the use of CRM and entrepreneurial marketing on firm performance.. For this purpose, it is crucial to have a 

study of the state of the art as a starting point. This study of the state of the art consists of a solid bibliometric study and 

a thorough literature review. 

Following this description of the selection of these articles, the methodology that was used to classify them is now 

developed. The first step to classifying the articles that explore the links between CRM and entrepreneurial marketing 

(i.e., the articles whose content is relevant to the present study) and to building a comprehensive state of the art was to 

identify the dimensions and elements that characterize CRM and those that characterize entrepreneurial marketing. 
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CRM dimensions 

When performing an extensive search for previous studies of literature reviews or the creation of a state of the art of 

CRM, different CRM dimensions and elements can be used to classify the articles. The literature review shows that 

CRM can be defined in terms of four dimensions with the following elements (Kracklauer et al., 2004; Ngai, 2005; 

Parvatiyar & Sheth, 2001; Swift, 2001): 

1.Customer identification: 

1. a.Target customer analysis 

2. b.Customer segmentation  

3. 2. 2.Customer attraction: 

a. Direct marketing .  

Customer retention: 

1. a.Loyalty programs 

2. b.One-to-one marketing 

3. c.Complaint management 4.  

4. 4.Customer development 

1. a.Customer lifetime value 

2. b.Upselling/cross-selling 

3. c.Market basket analysis 

Ngai (2005) analyzed the concept of CRM as a tool to identify the most valuable clients, attract them as trusted clients, 

retain them with loyalty policies, and develop a lasting partnership with them. For this process, four dimensions are 

used: customer identification, customer attraction, customer retention, and customer development. These dimensions 

are a true reflection of the potential of CRM technology solutions to reinforce the business value chain based on 

knowledge of the needs and expectations of clients and to achieve the goal of customer satisfaction. This goal is client 

focused, and the needs of clients offer the starting point in this business value chain (Li et 

al., 2006, 2019; Lin et al., 2010). 

Kracklauer et al. (2004) defined customer identification as any effort by the company to turn as many individuals as 

possible into customers as per the business aims of the company for a given time and under given circumstances. This 

phase has two elements or stages that are central to its success in customer acquisition. 

• Target customer analysis is where a company studies its capabilities and possibilities for development in the short and 

medium term, analyzes what its target market may look like based on its circumstances and surroundings, and identifies 

its target customer to direct its recruitment efforts (Hult & 

Ketchen, 2001). 

• Customer segmentation is where a company tries to identify and analyze its target customers, and after establishing its 

global potential market, the company segments or divides its target market according to the characteristics of the 

homogeneous segments that are of interest for its commercial activity (Huang & Lin, 2005). 

Customer attraction is defined as any effort by the company to get customers interested in the goods and services it 

offers. Customer attraction is the next step after segmentation during the previous step of customer identification (He et 

al., 2004). This stage consists of one primary activity. 

• Direct marketing is the principal tool to overcome challenges and grasp opportunities associated with the need for 

customer attraction. Companies must address target audiences both directly and indirectly, always keeping in mind that 

reaching the right customers is the key to business success (Palmer & Koenig-Lewis, 2009). 

Customer retention is the most difficult objective to achieve in the current globalized, changing, and dynamic market. 

Econometric studies show that it is considerably more efficient for companies to retain their best existing clients than to 

secure new clients whose long-term performance is unknown (Reinartz et al., 2004). Establishing the fundamental 

elements for customer retention is therefore crucial for business success. 

• Loyalty programs involve creating a global structured plan composed of synchronous actions in which all efforts are 

focused on retaining the best clients (Kracklauer et al., 2004), especially through customer service and support 

programs. 
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• One-to-one marketing is important because in markets as competitive as today’s globalized environment, 

personalizing marketing efforts to suit the clients (or segment) that these efforts target is the only way to match 

marketing campaigns to customers and expected results (Miquel Peris et al., 1994). 

• Complaint management is important because in the current market, customer retention is not viable without an 

adequate customer service and support policy. This policy describes how to accept, process, and respond to all feedback 

and complaints from customers (Karimi et al., 2001). 

Finally, customer development refers to all efforts to strengthen and develop commercial activity with long-term 

clients. This activity occurs through attempts to expand and strengthen profitable lines of business with existing loyal 

customers (Aggarval & Yu, 2002). Three key elements are considered at this stage. 

• Customer lifetime value analysis refers to the prediction of the total net income a company can expect from a 

customer (Drew et al., 2001). 

• Upselling and cross-selling are promotion activities that aim at augmenting the number of associated or closely related 

services that a customer uses within the company (Prinzie & Poel, 2006). 

• Market basket analysis means maximizing customer transaction intensity and value by discovering patterns in the 

purchase behavior of customers (Aggarval & Yu, 2002). 

Each of these four dimensions of CRM has several elements, which are used in this study to classify the selected 

articles in the field of marketing in CRM. 

  

Entrepreneurial marketing dimensions 

Following the same research approach as for CRM, previous literature reviews or state-of-the-art analyses of marketing 

and entrepreneurial marketing, specifically relationship marketing, were reviewed. Interest in this form of marketing is 

due to its growing importance, its alignment with CRM technology solutions, and its efficiency, which has been shown 

in recent studies (as mentioned in the introduction). 

Harker (1999) synthesized the definitions of relationship marketing. The following dimensions or conceptual categories 

and their corresponding elements were identified: 

• Creation/birth: attracting, establishing, getting 

• Development/develop: enhancing, strengthening 

• Maintenance/maintain: sustaining, stability, keeping 

• Interactive/interaction: exchanging, mutually, co-operating 

• Long term/temporary: lasting, permanent, retaining 

• Emotional content: commitment, trust, promises 

• Output: profitable, rewarding, efficiency 

Despite being the most extensive and most specific of any research on this topic, the aforementioned study is also the 

oldest. Therefore, these categories were taken as a conceptual reference, but a more recent study was sought to identify 

the dimensions that are most pertinent to the current economic and business environment. 

Samiee and Walters (2003) studied and classified the most important articles on relationship management in an 

international context. This approach is especially interesting because the current market is characterized by increasing 

globalization. Therefore, the international business approach is considered up to date and relevant to this study. Samiee 

and Walters (2003) concluded that the following constructs can be used to classify articles (in order of appearance in 

the studied articles): 

• Trust 

• Power 

• Commitment 

• Conflict 

• Relationship quality 

• Reciprocity 

• Investment in the relationship 

• Information exchange 
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The third literature review considered on relationship marketing is the most recent one. Das (2009) presented an 

adaptation of the study by Samiee and Walters (2003) to a more up-to-date environment. This adaptation is concise 

• and simple, reducing the categories under study to the following five constructs: 

Trust Commitment Cooperation Closeness 

 

Relationship quality 

Finally, the main limitation of this study (but also its greatest virtue) is that it was performed using the Web of Science 

Core Collection database. This database is one of the most prestigious and complete databases of scientific research 

publications. Another limitation is that it reviewed high-impact publications for the period 2015 to 2019. This period 

corresponds to the last five years prior to conducting this study. It also coincides with years of strong growth in interest 

in research on this subject. Therefore, the study is restricted to the content contained in this database, leading to the 

possible exclusion of articles that are not recorded in the database. The study is also restricted to this period, even 

though publications on this topic have also appeared outside this period. Furthermore, the study suffers from a gap left 

by articles approved for publication in 2019 (appearing as articles published in 2019) but still pending publication at the 

time this study was conducted. 
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