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ABSTRACT
Customer relationship management (CRM) software provides great benefits in customer relationship management, contributes to
increasing customer loyality, and raises a companies profatability. However, these benefits appear only if CRM is successfully
implemented, and integrated into a companies business processes. This implementation process has been studied in Western countries
but research in other countries is somewhat lacking. This project aimed to identify a set of critical success factors for CRM
implementation projects in Russian companies. The investigation is motivated by the high rate of Russian CRM project failure, and is
aimed to address the lack of existing research related to CRM implementation success in Russian organisations. The Kim and Pan (2006)
model of CRM system implementation is used as a theoretical basis for this research. Four semi-structured interviews with Russian
project management specialists were conducted, and qualitative coding used to derive success factors. A significant similarity was seen
between the identified success factors and the model of Kim and Pan (2006). Such critical success factors as busines strategy and business
process, top management support, project team skills, requirements and change management were highlighted in both studies. At the
same time the Russian context has revealed a number of additional aspects of the CRM implementation context, mainly, end user training
and motivation, limitatition of end user involvement due to particular conditions, project team motivation and others.
Keywords: Customer relationship management, CRM, Russia, Critical success factors.

1. INTRODUCTION
Customers are the most significant of the companies’ assets,
because they are the major source of the business’s success. In
last few years the competitive market has led to the increasingly
popularity of CRM (customer relationship management)
systems as a customer relationship supporting software (Loh,
Koo, Ho, & Idrus, 2011). The main CRM goal is to improve
the interaction between enterprises and their clients as well as
to contribute to gathering and analysing customer wishes and
preferences. As stated in Eid (2007), companies that do not
consider critically important factors during CRM use and
implementation do not realise the full CRM system potential.
Therefore, the aim of this research project is to identify critical
success factors (CSFs) for CRM system implementation in
Russian companies

2. RESEARCH QUESTION
What are the critical success factors for implementing CRM
projects in Russian companies?

3. LITERATURE REVIEW
The rate of unsuccessful CRM implementations in Russia is as
high as in the rest of the world, and Russian companies face
similar problems during CRM solution employment. Curtis at
al. (2009) identifies most common reasons why CRM
implementations in Russian organisations fail. 1. Lack of the
CRM strategy 2. Poor CRM process management 3. High cost
of the quality CRM. 4. Lack of training. 5. The absence of the
backup plan 6. Security.

4. METHODOLOGY
The data collection process has occurred through a number of
semi-structured interviews with specialists in the CRM
implementation field in Russia. Interviews had three stages:
1. Introduction for each participant.
2. Filling questionnaires by participants.
3. Discussion of provided answers.
The data analysis process involved a deductive and inductive
coding of the interview transcriptions and questionnaires.
Theory Base Kim and Pan (2006) adopted a cognitive mapping
approach and developed an influence diagram in order to
develop a CRM implementation process success model, as
presented in the Figure 1.
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theory base of this study, were also highlighted in this research
project.
At the same time the Russian context uncovered a number of
additional aspects of the CRM implementation context: enduser training and motivation, limitation of the end-user
involvement due to particular conditions, right approach,
project team motivation and others.

Figure 1. The success CRM development process model (Kim
and Pan, 2006, p.71) 3 In this model all the success factors are
classified into 5 categories: organizational commitment;
project management; strategy and process; technology; and
consequences. The process model involves 17 success factors
and describes 20 relationships between them.

5. FINDINGS
All the respondents have highlighted the importance of the
“CRM idea as a first and key step in the implementation
project”. At this stage “the most critical is a real recognising
that the company really requires a CRM”. Respondents strictly
believe that the success may be achieved just when “decision
[to implement the CRM solution] is based on real requirements
and needs”.
The most significant finding from this research is that all the
four respondents have rated the “project team skills” as the
most important factor of the CRM implementation success. The
participants strictly believe that “the key factors in Russian
CRM implementation are people and their skills”. Two
respondents have mentioned, that the project team “must
understand the key goal of the implementation” and “must be
oriented on the result”, while two other participants have
highlighted the importance of the motivation of the each project
member.
Another aspect, frequently mentioned by respondents, is
communications in a project. Respondents consider
communications as a way “to establish trust relationships”
between all the project participants that is “extremely important
in Russian companies” as well.
Russian companies were seen as implementing CRM solutions
as a result of commercials and advertising promises. When the
CRM implementation was completed and the organisation did
not achieve any business improvements the CRM solution was
put on the shelf as an unsuccessful investment. The major cause
for this failure was seen as a lack of efficient CRM business
processes and CRM business strategy.

6. DISCUSSION
The comparison of the project findings and theory base
presented by the Kim and Pan (2006) process model,
significant similarities were identified between them. Such
critical success factors as business strategy and business
process, top-management support, project team skills,
requirements and change management that are supported by the

Limitation of end user involvement was particularly
highlighted because of a poor level of user experience in
information system exploitation, and poor user skills in the
design of systems interfaces. Participants discussed how the
design of a systems interface by experienced systems analysts
had much more chance for success than solutions suggested by
users. It was found that in complex projects the number of users
could be in the hundreds making it impossible to consult with
all users. However, participants also pointed out that end user
involvement was important in the testing phase, and that end
user training and motivation were important factors for overall
project success.
Right approach was seen to be important because the
participants believed that most CRM projects are different,
requiring a tailored approach to implementation, rather than
taking a one size fits all view. The right approach was seen to
encompass the tactic, methodology and chose way of
interaction between CRM project members. The skills of the
project team were also critical in the overall success of the
CRM project implementation.

7. CONCLUSION
CRM software solutions provide great benefits in customer
relationship management, contribute to increasing client’s
loyalty and satisfaction, and raises company profitability,
although only in case of the successful implementation and
integration in company’s business processes. Therefore, the
aim of this research project was to identify CSFs for CRM
system implementation in Russian companies. Further, the
developed list of the CRM success factors can be tested in
different contexts and can be applied to other enterprise
systems as well.
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