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Abstract

Customer Relationship Management (CRM) is an important business approach in maintaining a strong relationship
between a company and its customers. CRM strategies aim to increase customer satisfaction, build loyalty, and maximise
customer value. This study aims to analyse the influence of social and psychological factors in the success of CRM
strategies. This research is a literature review that adopts a qualitative method approach, which means that this research
will analyse and interpret data by relying on information and text from various sources. The study results show that in a
competitive business world, CRM plays an important role in building strong relationships with customers. Social and
psychological factors have a crucial influence on the success of CRM strategies. Strong interpersonal relationships with
customers are key, and companies should pay special attention to training employees to interact well and empathetically.
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1. INTRODUCTION

Customer Relationship Management (CRM) is a crucial business approach in maintaining and
developing strong relationships between a company and its customers [1]. The main goal of a CRM strategy is
to not only increase customer satisfaction, but also build long-term loyalty and maximise the value provided
by each customer. In practice, the success of a CRM strategy does not solely depend on technical and
operational aspects such as the use of CRM software, but is also strongly influenced by the social and
psychological dynamics underlying the interaction between the company and the customer [2]. Therefore, to
achieve success in implementing CRM, companies must have a deep understanding of customer behaviour and
needs and be able to build personal and meaningful relationships on multiple levels.

Some of the social factors that can potentially influence the success of a Customer Relationship
Management (CRM) strategy include culture, social values, societal norms and group influence. For example,
culture plays a significant role in shaping customer preferences, so companies must have a deep understanding
of their customers' culture to design appropriate and effective CRM strategies [3]. In addition, social values
prevailing in society can also influence how customers interact with companies and what they expect from the
relationship [4]. Alongside social factors, psychological factors also play a central role in determining the
success of CRM strategies [5]. Customers' perceptions of the quality of service they receive, their motivations
for interacting with the company, and the emotions they experience during interactions with the company can
all have a significant impact on the outcome of the CRM strategy. Therefore, companies need to dig deeper
into these psychological dimensions to understand more deeply what motivates their customers and how they
can create positive experiences and fulfil customers' emotional needs in an effort to maintain strong and
sustainable relationships.

Moreover, rapid changes in technology and evolving business dynamics have resulted in a profound
transformation in the way companies interact with customers. In this turbulent digital era, social media, data
analytics, and artificial intelligence have become key elements in customer relationship management [6]. The
use of social media allows companies to interact directly with customers, listen to their feedback, and respond
quickly to their requests [7]. Sophisticated data analysis allows companies to better understand customer
preferences and behaviour, while artificial intelligence enables better automation in managing customer
interactions. Therefore, in this changing context, research into the influence of social and psychological factors
in the success of CRM strategies is becoming increasingly relevant and important. Companies need to
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understand that the use of these new technologies can affect customer perceptions and emotions, and change
the social dynamics of business relationships. With a deeper understanding of these factors, companies can
develop smarter and more responsive CRM strategies, maximising their effectiveness in maintaining strong
customer relationships amidst continuous change.

The results of previous research also highlight CRM strategies in maintaining and increasing market
share and company profits. [8] analysed the effect of implementing customer relatioship management (CRM),
innovation, and the use of existing technology in grocery stores as a competitive advantage on the business
performance of grocery stores in Central Java and Yogyakarta provinces. This research uses purposive
sampling method on 113 wholesale stores. The results of this study indicate that competitive advantage and
CRM have a significant effect on business performance and innovation has a positive and significant effect on
competitive advantage. According to him, wholesale stores must further strengthen the implementation of
Customer Relationship Management, innovation and competitive advantage through improved management
and services and more intensely utilise technological advances in their business operations to make them faster,
more effective and efficient in services that affect business performance. While [9] examined the effect of
customer relationship management on customer loyalty. The results of his research found the fact that Customer
Relationship Management (CRM) has a strong level of relationship with customer satisfaction. The
contribution that CRM makes to customer satisfaction is quite high. This means that if consumers become loyal
to a particular brand because of satisfactory product quality, the cause is the quality of service provided, namely
CRM. However, the two studies above have not examined social and psychological factors in the success of
customer relationship management strategies. Therefore, it needs to be reviewed again with different analytical
methods in order to get comprehensive results through various new and fresh findings.

By understanding the influence of these social and psychological factors, companies can design CRM
strategies that better suit their customers' needs and preferences. This research is expected to provide valuable
insights for business practitioners and researchers to optimise the implementation of CRM strategies and
increase its success in maintaining and increasing market share and company profits.

2. MATERIALS AND METHOD

This research encompasses a qualitative literature review, indicating its intent to explore and interpret
information based on data and written materials obtained from various sources. The primary objective of this
qualitative literature review is to compile, evaluate, and consolidate existing knowledge related to the topic at
hand, specifically the influence of social and psychological factors in the success of customer relationship
management strategies. For this investigation, information will be sourced from a diverse range of credible
outlets, including scholarly journals, books, research reports, and various articles. The data collection period
spans from 2004 to 2023, allowing the researcher to track developments, trends, and changes that have occurred
over this time frame.

The qualitative approach adopted in this literature review empowers researchers to elucidate and
characterize complex and multifaceted subjects in greater detail [10]. Moreover, this methodology encourages
the inclusion of a wide array of information sources and embraces various perspectives, thereby enriching the
analysis and bolstering the credibility of the conclusions drawn. The data collection process will involve
thorough examination of textual content, a comprehensive search for relevant information, and the systematic
categorization of data pertinent to the research topic. Subsequently, the author will structure this information
systematically, compare and synthesize findings from multiple sources, and identify recurring patterns, themes,
and trends that emerge from the accumulated data.

A notable advantage of conducting a qualitative literature review lies in its adaptability to comprehend
and elucidate intricate phenomena, free from the constraints imposed by numerical or statistical parameters
[11]. This approach also allows researchers to gain deep insights into the evolution of the subject matter over
time, as well as changes in concepts and perceptions related to the topic across different years. In the context
of this research, it is crucial to rigorously evaluate the reliability and credibility of the sources used, along with
critically analyzing the acquired information. Employing a qualitative approach necessitates that the researcher
presents findings impartially and reflectively, provides clear and accurate interpretations, and acknowledges
the inherent limitations in the methods and data employed [12]. Ultimately, the conclusions drawn from this
research endeavor aim to offer a comprehensive overview of the subject's evolution spanning from 2004 to
2023, and may potentially provide suggestions for further research efforts aimed at deepening the
understanding of topics related to the subject.

3. RESULTS AND DISCUSSION

In an ever-evolving business era with increasingly complex and competitive dynamics, Customer
Relationship Management (CRM) has transcended the status of mere strategy and become a very important
strategic approach for companies. CRM is not just a concept, but also a foundation for companies to understand,
design, and maintain positive relationships with their customers. The successful implementation of a CRM
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strategy not only provides benefits in terms of increased customer retention, revenue growth, and higher levels
of customer loyalty, but also creates a strong foundation for sustainable growth and long-term competitive
advantage [13]. To achieve these goals, companies must recognise the important role that social and
psychological factors play in the success of their CRM strategy. Being aware of how culture, social values, and
societal norms influence customer preferences and behaviour is an important first step. In addition, a deep
understanding of customer psychology, including their perceptions of service quality, motivations for
interacting with the company, and the emotions they experience during the process, is key to designing
satisfying and memorable customer experiences. Thus, amidst the complexity of the ever-changing business
world, understanding and utilising these social and psychological factors is a highly relevant step towards
achieving success in the implementation of CRM strategies.

Establishment of Search Criteria (A)

l Summarisation (G)

Literature Search (B)

l Report Preparation (F)
Literature Selection (C) T

l Incorporation of Findings (E)
In-depth Examination (D) 1A

Figure 1. Flowchart Methodology

Social Factors in Customer Relationship Management (CRM) have a very important and diverse role
that includes critical elements in the dynamics between companies and customers. First of all, there is a very
significant aspect of interpersonal relationships in the context of CRM [14]. Companies must have the ability
to build and maintain strong interpersonal relationships with their customers. This includes the ability of
company employees to interact with customers effectively, listen carefully to their needs and wants, and
provide services that exceed expectations. This factor is very important because good relationships with
customers can help build deep trust and increase the level of customer loyalty. In addition, the social factor in
CRM also includes a deep understanding of culture, social values and societal norms that influence customer
behaviour [15]. Companies need to recognise the diverse cultures and backgrounds of their customers, and
wisely integrate this understanding into their CRM strategies. By understanding these social factors, companies
can design strategies that are more relevant and sensitive to the needs of customers from different backgrounds,
create a more inclusive customer experience, and ultimately enhance the close bond between companies and
customers in the long run.

Furthermore, in the context of Customer Relationship Management (CRM), customer satisfaction is not
only one of the important components, but also the main goal pursued by companies. Social factors play a
central role in achieving this goal, especially in the context of the interpersonal satisfaction that customers
experience in interactions with companies and brands [16]. This interpersonal satisfaction includes elements
such as feeling socially valued, respected and treated well. Customers who feel that the company pays attention
and responds positively to their needs and expectations are likely to feel more satisfied with their experience
[17]. As a result, they are more likely to remain loyal to the company and maintain an ongoing business
relationship, which in turn, contributes to the long-term growth and sustainability of the company. In addition,
it is also important to realise that high customer satisfaction not only impacts customer retention, but can also
provide additional benefits in the form of customer recommendations to others and more active customer
engagement. Therefore, in the context of CRM strategies, companies should pay particular attention to how
they can create healthy social relationships with their customers, recognise the importance of these factors in
building optimal satisfaction levels, and take appropriate action to ensure that customers feel valued and
respected in all interactions with the company.

In addition to the previous factors, it is also important to recognise that in a Customer Relationship
Management (CRM) strategy, social groups and influencers play a significant role. Customers often do not
operate in isolation; instead, they tend to engage in various social groups, be it family, friends or online
communities that influence each other [18]. Moreover, in the well-connected digital age, influencers are also
becoming major players that can have a huge impact on customers' purchasing decisions [19]. Therefore,
companies need to adopt a careful approach to understand and manage the dynamics related to these social
groups and influencers, and understand how they can influence customers' purchase decision process. In this
context, companies can develop a more holistic CRM strategy by considering ways to interact with relevant
social groups and influencers relevant to their products or services. This may include efforts to build
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relationships with specific social groups or work with influencers who have a significant audience within the
target market. By understanding and capitalising on the important role of social groups and influencers in the
customer ecosystem, companies can strengthen their relationships with customers, build higher levels of trust,
and positively influence customer purchasing decisions.

On the other hand, Psychological Factors in Customer Relationship Management (CRM) strategies play
a very significant and complex role. First of all, it is necessary to pay close attention to what drives customers
to make purchases or remain loyal to the company. In this case, psychological factors such as personal motives,
aspirations, and emotions can have a strong influence on customer decisions [20]. For example, customers may
feel compelled to buy a particular product or service because it reflects their identity or fulfils an aspiration
they have. In addition, emotions can also play an important role in the decision process, such as the sense of
excitement when shopping or the disappointment that may arise if the customer experience does not match
expectations [21]. Therefore, companies should actively seek to understand these psychological dynamics in
order to provide services that match customer expectations and desires. In addition to understanding the
psychological factors that influence customers, companies also need to commit to integrating these findings
into their CRM strategies. This may include using sophisticated data and analytics to identify the motives and
emotions underlying customer behaviour, as well as developing more personalised and relevant approaches to
customer interactions. By doing so, companies can create more meaningful and satisfying customer
experiences, which in turn will increase customer satisfaction levels, loyalty, and the possibility for long-term
business growth.

Moreover, it is important to recognise that in the context of Customer Relationship Management
(CRM), customer perceptions also have a significant impact on success rates. The way customers perceive
products, brands, and service experiences greatly influences how they perceive the company as a whole [22].
Positive perceptions can result in higher levels of trust and open the door to a closer relationship between the
company and the customer [23]. Therefore, companies must be active and proactive in their efforts to create
and maintain these positive perceptions. This can include effective communication to promote the values and
advantages of the product or service, the design of products that are attractive and relevant to customer needs,
and the provision of a consistent and satisfying customer experience. By managing customer perceptions
wisely, companies can build a solid foundation for maintaining sustainable relationships and optimising
customer value. In addition, companies also need to recognise that customer perceptions may change over time.
Therefore, CRM strategies should focus on constantly monitoring and assessing how customers perceive the
company and its products. This enables companies to identify changes in customer perceptions and adjust their
approach accordingly. In this way, companies can remain responsive to changes in customer preferences and
views, maintain positive relationships, and maximise the effectiveness of their CRM strategy in the long run.

Furthermore, it is important to understand that customer attitudes towards companies and brands are an
important aspect of psychological factors in the context of Customer Relationship Management (CRM). These
attitudes can be very dynamic and change over time, as customer experiences and perceptions evolve.
Therefore, companies must engage themselves continuously in monitoring and managing these customer
attitudes. ldentifying issues or concerns that may arise in customer attitudes is a very important first step.
Companies should actively listen to feedback from customers, both positive and negative, to understand the
factors that influence their attitudes. Furthermore, prompt and effective response to customer feedback is a key
component in managing customer attitudes well [24]. Companies must be able to respond to customer issues
or needs promptly and professionally to build trust. In addition, adaptation of CRM strategies based on findings
from customer attitude monitoring is a step that should not be overlooked. By focusing on possible changes in
customer attitudes, companies can adjust their strategies, including the provision of services that better suit
customer needs, thereby ensuring stronger and more productive relationships in the long run [25]. With this
careful approach to customer attitude management, companies can maximise customer satisfaction levels and
strengthen their bond with the brand and company.

Finally, it should be emphasised that the customer purchase decision process is one of the key aspects
of understanding psychological factors in Customer Relationship Management (CRM) strategies. It is a central
point where psychological influences and customer perceptions have a significant impact. A number of factors
such as the perception of risk in the purchase, the need to solve problems, as well as the understanding of the
benefits of the product or service, all play an important role in how customers make their purchase decisions
[26]. Risk perception, for example, can either hinder or speed up the decision process, depending on the extent
to which customers feel confident about the product or service they are about to purchase. On the other hand,
the need for problem-solving is one of the key triggers that drive customers to seek effective solutions, and this
creates opportunities for companies to offer relevant and satisfactory solutions. Therefore, companies should
carefully observe and understand these psychological factors, and respond to them effectively. This may
involve providing clear and reliable information to customers to help them feel more comfortable in facing
risks, or recognising the problems they face. In addition, companies can also build a communication strategy
focused on understanding the benefits of their product or service and how it will fulfil customer needs. With

MALCOM - Vol. 3 Iss. 2 October 2023, pp: 230-235 233



MALCOM-03(02): 230-235

an approach that focuses on understanding and responding to psychological factors in the buying decision
process, companies can increase the likelihood of success in retaining customers and achieving their CRM
strategy goals.

To conclude, it should be emphasised that the influence of social and psychological factors in the
success of Customer Relationship Management (CRM) strategies has a huge and multidimensional impact.
Understanding the key role of various aspects such as strong interpersonal relationships, sustained customer
satisfaction, customer motivational factors, perceptions of brands and products, and customer attitudes that
may change over time, as well as understanding the complexity of the purchase decision process, are all crucial
elements that illustrate the complexity of understanding customers. Companies that are able to incorporate and
carefully manage these aspects in their CRM strategy will stand a better chance of building strong and
meaningful relationships with their customers. Moreover, they will be able to achieve long-term success in the
face of challenges in an increasingly complex and competitive business era. Thus, a deep understanding of
these social and psychological factors is key to winning the competition in the ever-changing marketplace and
delivering sustainable value to companies and their customers.

4. CONCLUSION

In the competitive business world, Customer Relationship Management (CRM) plays a vital role in
developing strong relationships with customers. Social and psychological factors play a very important role in
determining the success of CRM strategies. Building solid interpersonal relationships with customers is a key
element, and companies should pay special attention to training employees so that they have the ability to
interact well and empathetically. Top priority should be given to customer satisfaction, with the aim of creating
a positive experience where customers feel valued and treated with social respect. The influence that social
groups and individuals have on purchasing decisions also needs to be carefully evaluated in CRM strategies.
Psychological factors, such as customer motivation, perception of the brand, and attitude towards the company,
have a huge impact on the level of success in implementing CRM strategies. In order to achieve this goal,
companies should actively endeavour to properly understand and respond to such factors with great discretion.
To improve the CRM strategy, the following suggestions can be implemented:

1. Improve employee training: Invest in employee training to improve their interpersonal skills in
communicating well, listening to customers, and providing satisfactory service.

2. Focus on customer experience: Prioritise creating a positive customer experience by providing
responsive, high-quality service to increase satisfaction and build trust.

3. Analyse customer data: Leverage customer data to better understand customer preferences, behaviour
and needs, which will help in designing more effective CRM strategies.

4. Social engagement: Utilise social media and social influence to interact more effectively with
customers. Active engagement in online communities and listening to customer feedback can help
strengthen relationships.

5. Adapt to change: Changes in customer attitudes and preferences are natural. Therefore, companies
should be flexible in adapting their CRM strategies according to these changes.

6. Deeper understanding: Don't just see customers as numbers or data. Try to understand more deeply the
motivations, needs, and emotions of customers to provide a more satisfying and personalised
experience.

By implementing these suggestions, companies can strengthen their CRM strategies and build more
solid and sustainable relationships with their customers, which will ultimately have a positive impact on long-
term business success.
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