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ABSTRACT
The diversity of approaches to customer relationship manage-
ment (CRM) brings about the need for systematic reviews. The
objective of this article is to identify and categorize the most
used publications in the CRM field. We conducted a bibliometric
analysis using the Web of Science database. To identify and
categorize the subfields, we conducted an exploratory factor
analysis. The most used publications were categorized into: (1)
methodology in the CRM research field; (2) relationship mar-
keting; (3) service quality and customer loyalty; (4) implications
of market-oriented strategy; (5) CRM theory and its practical
implications; (6) strategic management; and (7) customer value.

Introduction

CRM is defined as a strategic approach that combines people, organizational pro-
cesses, and information technology (IT) to build and improve relationships with
profitable customers and segments (Chen & Popovich, 2003). CRM gathers the
potential of IT and relationship marketing to develop relational connections with
customers and other stakeholders (Payne, 2005).

The prominence of CRM in academia is caused by different factors: (1) the
shift from transaction marketing to relationship marketing; (2) the prioritization
of customers in an organization’s strategy; (3) the change from function-based to
strategy-based structures; (4) the expansion of information technology; and (5) the
development of one-to-one marketing (Payne, 2005).

In parallel, the volume of scientific research has increased greatly. Therefore, it
has become very difficult for academicians to draw a precise overview of publica-
tions in their specific fields. In this scenario, bibliometric methods have turned out
to be helpful tools to filter the relevant publications as well as to identify underlying
existing structures within research fields (Zupic & Čater, 2015).
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Some bibliometric studies have been conducted to investigate the tendencies
and characteristics of the scientific literature on CRM. Tsai, Wang, Huang, and
Yang (2009) conducted a bibliometric analysis based on the SSCI (Social Science
Citation Index) database to identify the research trends in CRM. In this same
study, Tsai et al. (2009) identified which countries and educational institutions are
more active regarding CRM research. Another bibliometric analysis on CRM (Tsai,
2011), considered the publications trends in CRM and data mining research.

Since previous bibliometric analyses of CRM research have not used the bib-
liometric method of co-citations analysis, we observed a potential opportunity for
research. For this reason, the objective of this article is to identify and categorize the
most used publications in the CRM research field. We intend to contribute to the
enhancement of the CRM research field by presenting a detailed analysis of CRM
co-citations and their relationship.

To achieve this objective, we conducted a bibliometric analysis on the CRM pub-
lications extracted from the Web of Science (WoS) database. In this process, we
extracted 3974 articles on CRM from the WoS database. The extraction of CRM
publications covers the time period between 1983 and 2016. Then, we generated a
matrix of co-citations using the BibExcel tool. Finally, using SPSS software, we per-
formed an exploratory factor analysis (EFA) to group these co-citations into factors
(categories).

From this analysis, we concluded that themost used sources in CRMpublications
can be divided into seven categories: (1)methodology in the CRM research field; (2)
relationship marketing; (3) service quality and customer loyalty; (4) implications of
market-oriented strategy; (5) CRM theory and its practical implications; (6) strate-
gic management; and (7) customer value. We also found out that the CRM research
field is deeply grounded in marketing strategy, in which the goal is to acquire and
retain customers. Furthermore, findings indicate that CRM strategy can help orga-
nizations in anticipating marketing demands and building awareness in order to
achieve competitive advantage.

After this introductory section, this article reviews the literature on CRM and
provides a detailed description of the research methodology. Next, we present a ses-
sion with the main results and our final considerations.

Theoretical background

CRM research is grounded in the values of relationship marketing (Reinartz,
Krafft, & Hoyer, 2004). To improve the understanding of CRM, we present relevant
concepts of relationship marketing. Basically, relationship marketing “refers to all
marketing activities directed towards establishing, developing, and maintaining
successful relational exchanges” (Morgan & Hunt, 1994, p. 22).

Relationship marketing research started gaining more relevance in academia as
the mass-market approach became less effective and new technologies began to
be used in marketing communication. In addition, factors such as the continuous
growth of competitiveness among brands and the advent of new business models
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based on technology also boosted the study of relationship marketing (Brito, 2011).
It is also important to mention that the prominence of relationship marketing grew
as globalization stimulated organizations to become more service-oriented and to
introduce information technology systems into their processes (Hunt, Arnett, &
Madhavaram, 2006).

The shift from transactional marketing towards relationship marketing implies a
deeper change in the marketing strategy of organizations. By adopting a relational
approach, marketing strategy is no longer focused on a specific functionality, but
rather on cross-functional relationships. Furthermore, with the adoption of rela-
tionship marketing strategy, marketing activities are not only focused on customer
acquisition, but also on both customer acquisition and on client retention (Payne,
2005).

With the growing complexity of market demands and the appearance of new
technologies, CRM has emerged as a technological answer to the demands of rela-
tionship marketing strategy (Payne, 2005). The prominence of CRM is caused by
different factors: (1) the shift from transaction marketing to relationship market-
ing; (2) the prioritization of customers in an organization’s strategy; (3) the change
from function-based to strategy-based structures; (4) the expansion of information
technology; and (5) the development of one-to-one marketing (Payne, 2005).

As CRM is based on the values of relationship marketing, building relation-
ships implies using knowledge to generate value for customers (Garrido-Moreno,
Padilla-Meléndez, & Águila-Obra, 2010). CRM allows organizations to personalize
their products and services according to their clients’ needs. Organizations can use
CRM to involve customers in the creative process. As customers share their insights,
complaints or suggestions, they become co-generators of product value (Garrido-
Moreno et al., 2010).

The newness and the broadness of CRM research have encouraged many
researchers to write their own definitions of CRM. For Chen and Popovich (2003),
CRM is a combination of three components of CRM: people, technology, and pro-
cesses. A successful CRM business approach requires the integration of these three
elements along with marketing competencies. In turn, according to Reinartz et al.
(2004), CRM is a customer-facing and systematic process that manages customer
relationships at initiation, maintenance, and termination phases in order to maxi-
mize the value of these customer relationships. For other authors, CRM is a business
strategy established to build and maintain strong relationships with customers in
order to gain their loyalty and preference (Garrido-Moreno et al., 2010). These rela-
tionships are built upon the knowledge gathered through CRM systems that enable
the organization to understand their customers’ consuming behavior, preferences,
credit history, and other relevant data.

Pedron and Saccol (2009) conducted a revision of research on CRM to analyze
the different definitions of CRM, proposing the classification of CRM definitions
into three approaches: CRM as a philosophy, CRM as a strategy, and CRM as a
technological tool. CRM as a philosophy implies that CRM is a philosophy of doing
business to build profitable relationships with customers and other stakeholders.
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Viewing CRM as a strategy implies that implementing CRM means that organiza-
tions develop a market- and customer-oriented strategy that will impact processes
and resource management. Finally, analyzing CRM as a technological tool implies
implementing information systems, databases, and other technological tools to
enhance customer knowledge and customer services (Pedron & Saccol, 2009).

As organizations adopt a CRM strategy, they become market oriented. Since
they are market driven, organizations are able to develop specific capabilities. Day
(1994) explains that market-driven organizations can develop capabilities such
as diagnosing current capabilities, market sensing, redesigning of processes and
organizational structure, and using information systems to achieve marketing and
business goals. CRM capabilities can be sorted into direction capability, learning
and market orientation capabilities, integration capability, analytical capability, and
operation capability (Plakoyiannaki and Tzokas, 2002).Direction capability refers to
the ability to make customer-oriented strategy clear to the whole organization and
to make sure that it is followed. Learning and market knowledge are closely related
to CRM strategy. The customer knowledge that is retained through CRM channels
can be transformed into valuable knowledge that can assist top management in
strategic decisions. Integration capability means the capacity to align all members
and sectors of the organization towards CRM strategy. Analytical capabilities are
related to the organization’s ability to maximize, as much as possible, its relationship
with customers to maintain their fidelity and generate positive results. Operational
capability is an organization’s ability to use CRM resources and knowledge to add
value to customer service and product offering (Plakoyiannaki & Tzokas, 2002).

Methodology

Bibliometrics is a quantitative method used to analyze scientific production in
order to identify fundamental aspects, such as trends, dissemination of aca-
demic publications, authors’ and institutions’ productivity, and differences of
technological and scientific production among countries (Vanz & Stumpf, 2010;
Macias-Chapula, 1998).

Bibliometric methods are appropriate to conduct a systematic and reproducible
literature review of previous research in a specific field. In addition, bibliometric
methods provide very useful results that can lead researchers to the most influential
publications in their fields (Zupic & Čater, 2015).

Bibliometric methods have two main uses: performance analysis and science
mapping. Performance analysis evaluates the publication performance of individ-
uals and institutions. On the other hand, the goal of science mapping is to iden-
tify the structure and dynamics of research fields, which is very appropriate when
researchers aim to review a particular research area.

The five main bibliometric methods are: citation, co-citation, bibliographic cou-
pling, co-author, and co-word (Zupic & Čater, 2015). Citation analysis, co-citation
analysis, and bibliographic coupling use citation data to identify influences and simi-
larities. In turn, co-author analysis uses co-authorship data tomeasure collaborating
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among researchers; co-word analysis identifies connections among concepts that co-
occur in titles, keywords, and abstracts. Co-citation analysis uses co-citation counts
to evaluate similarities between documents, authors, or journals (Mccain, 1990). In
this research, we used the bibliometric method of document co-citation analysis to
do a science mapping of the CRM research area.

Document co-citation analysis connects documents in accordance with how
authors use them. A fundamental premise of co-citation analysis is that “the more
two items are cited together, the more likely it is that their content is related” (Zupic
& Čater, 2015, p. 431). Even though co-citation analysis (document, author, jour-
nals) is the most used and validated bibliometric method, it is not appropriate to
map research new agendas, as publication process takes time to consolidate. Co-
citation analysis is recommended to identify the most used works in an earlier time.

To conduct this bibliometric analysis, we first extracted a list of all publications
on CRM from theWoS database (databasemaintained by Thomson Reuters), which
is the most frequently used database for studies in management and organization
(Zupic & Čater, 2015). In this search process, we used the key phrase “customer rela-
tionshipmanagement.” In order to limit the set of data to amanageable size (Zupic &
Čater, 2015), we focused search on articles, excluding other publication sources (e.g.,
books, manuals). The search results on WoS shows 3974 article references covering
the time period between 1983 and 2016.

A matrix of co-citations with those search results was created using BibExcel, a
tool developed by Olle Pearson (Vanz & Stumpf, 2010). Along with the software
Sitikis, BibExcel is the most used software in bibliometric analysis (Zupic & Čater,
2015). Before generating this co-citation matrix, we performed some corrections in
the text-formatted files generated by BibExcel. First, we classified the references of
the co-citations according to the number of citations (in the sample of 3974 articles).
Second, since there were too many references, we selected the 100 most referenced
sources. Third, since the files generated by BibExcel contain mistyped references,
the references are not sorted correctly. For this reason, we calculated the total num-
ber of citations of each reference in order to ensure that the number of co-citations
is accurate. Finally, we generated the matrix of co-citations of the 100 most cited
sources.

One of the biggest advantages of using a bibliometric method is the possibility
of identifying subfields. To do so, researchers can use several techniques to reduce
dimensions. The most used dimensionality reduction techniques are exploratory
factor analysis (EFA), cluster analysis, multidimensional scaling (MDS), and net-
work analysis community finding algorithm (Zupic & Čater, 2015). In this study,
we conducted an EFA to identify and categorize the subfields within the most used
references in CRM research. As described by Zupic and Čater (2015), we used the
software BibExcel to build a co-occurrence frequency matrix in which the elements
of the matrix are co-citations. In the sequence, we used this matrix to perform the
EFA using SPSS software. In fact, when we applied the EFA to identify and catego-
rize the publications, we followed the example of Quevedo-Silva, Santos, Brandão,
and Vils (2016).
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Based on the matrix of co-citations, we performed an EFA using SPSS software
to determine patterns in a specific group of variables (Silva & Simon, 2005). Using
EFA, we identified the patterns of co-citations in CRM publications and grouped
these co-citations into factors (categories). In this context, each variable refers to a
reference from the sample of the 100 most cited sources.

In order to evaluate the appropriateness of the sample to apply the EFA, we per-
formed a Kayser-Meyer-Olkin test (KMO) (Williams & Brown, 2010). The value of
KMO ranges from 0 to 1, in which a value closer to 1 indicates that the sample is
valid for factorial analysis (Silva & Simon, 2005). After executing the KMO for the
whole sample, the KMO test is calculated for each variable (item) of the sample. We
also performed the Barlett’s Test of Sphericity to evaluate the strength of the rela-
tionship between the variables (Beavers et al., 2013). To ensure the suitability of the
sample, the recommended value for the Barlett’s test of sphericity is p < 0.0001, for
theKMO test for thewhole sample it is p> 0.6, and for theKMO test of each variable
it is p>0.5 (Beavers et al., 2013; Williams & Brown, 2010).

Additionally, the communality of each variable was calculated. The closer the
communality value is to zero, the lower is the correlation between the variable and
the factor. According to the recommendations of Fávero, Belfiore, Silva, and Chan
(2009), we excluded the variables (items) with communality value lower than 0.5.
It is worth mentioning that we excluded the variables one at a time and that, after
excluding one variable, the EFA was re-executed. In this process, from the 100 vari-
ables of the sample, nine were excluded. Table 1 presents the variables that were
excluded during the EFA and the respective justification.

Table . Variables excluded during EFA and respective justification for exclusion.

Excluded Variable Justification

Grant_ Factorial Loading> . in more than one factor
Miles_Huberman_ KMO< .
Gupta_etal_
Eisenhardt_
Reinartz_Kumar_
Blattberg_Deighton_
Reinartz_Kumar_
Rust_
Venkatesan_Kumar_

After these adjustments, the KMO value for the whole sample was 0.769 and the
value for the Barlett’s test was 0.4095 with p<0.0001, meaning that our sample was
appropriate to perform the EFA. The value of the KMO of each of the 91 remaining
variables is detailed in Appendix 1. We also calculated the percentage of the total
explained variance. In our data, the cumulative percentage of variance in the sta-
tistical analysis is 81%, above the recommended threshold of 50–60% (Hair et al.,
1995, cited by Williams & Brown, 2010).

Finally, the EFA with the orthogonal VARIMAX rotation method (Beavers et al.,
2013) shows that the 91 variables were grouped into seven factors (we later named
these factors as categories). Appendix 2 presents the rotated matrix of components
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generated by performing the VARIMAX rotation method. BibExcel was used to
elaborate the descriptive statistical analysis of the analyzed database (CRM articles
and co-citations).

Data analysis and results

In this section, we present data analisys and results. First, we present a descriptive
analysis of the research, in which we present some graphs to illustrate the distribu-
tion of citations in CRMpublications. Second, we present the statistical analysis and
results.

Figure 1 presents the number of publications in CRM, which has been increasing
since the beginning of 2000. It is important to point out that the publications listed
for the year of 2016 are not static, since this analysis took place in March 2016.

Source: Authors

2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015
Publications 58 101 98 108 129 158 179 191 240 292 316 352 340 362 353 414

0
50

100
150
200
250
300
350
400
450

Figure . Number of CRM publications per year.

Table 2 presents the 50 most ranked journals according to the number of publi-
cations in CRM. Even though there are many articles, those publications are con-
centrated in considerably few journals. The 50 first journals in the ranking account
for 73.87% of the 3974 articles.

Among the journals listed in the ranking, 39 focus on business andmanagement,
11 on marketing, and 8 on information systems. Nevertheless, some of these jour-
nals focus on more than one area. For example, the scope of the Industrial Manage-
ment and Data Systems journal covers management of industries and information
systems.

Interestingly, journals that published more articles related to CRM are not nec-
essarily the ones with more citations on CRM. Figure 2 illustrates the ranking of
journals with more citations. Appendix 3 details the ranking of the journals within
the sample of the first 100 most cited articles in the CRM field.

Figure 3 shows the distribution of citations of the top 100 most cited articles in
the CRM field. The top 100 most cited articles in the CRM field have gained many
of their citations in the 2000s.

Table 3 lists which journals are more cited for the 3974 articles in CRM.
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Table . Ranking of first  journals according to the number of publications on CRM.

Ranking Journal Number

 INDUSTRIALMARKETINGMANAGEMENT 
 EXPERT SYSTEMSWITH APPLICATIONS 
 INDUSTRIALMANAGEMENT & DATA SYSTEMS 
 JOURNAL OF BUSINESS & INDUSTRIALMARKETING 
 JOURNAL OF BUSINESS RESEARCH 
 TOTAL QUALITYMANAGEMENT & BUSINESS EXCELLENCE 
 INTERNATIONAL JOURNAL OF PRODUCTION ECONOMICS 
 SUPPLY CHAINMANAGEMENT: AN INTERNATIONAL JOURNAL 
 INTERNATIONAL JOURNAL OF OPERATIONS & PRODUCTIONMANAGEMENT 
 EUROPEAN JOURNAL OFMARKETING 
 SERVICE INDUSTRIES JOURNAL 
 JOURNAL OFMARKETING 
 INTERNATIONAL JOURNAL OF PRODUCTION RESEARCH 
 JOURNAL OF PRODUCT INNOVATIONMANAGEMENT 
 JOURNAL OF THE ACADEMY OFMARKETING SCIENCE 
 JOURNAL OF SERVICES MARKETING 
 INTERNATIONAL JOURNAL OF SERVICE INDUSTRYMANAGEMENT 
 JOURNAL OF OPERATIONSMANAGEMENT 
 JOURNAL OF SERVICE RESEARCH 
 AFRICAN JOURNAL OF BUSINESSMANAGEMENT 
 DECISION SUPPORT SYSTEMS 
 INTERNATIONAL JOURNAL OF CONTEMPORARY HOSPITALITYMANAGEMENT 
 DECISION SCIENCES 
 INTERNATIONAL JOURNAL OF HOSPITALITYMANAGEMENT 
 INTERNATIONAL JOURNAL OF PHYSICAL DISTRIBUTION & LOGISTICSMANAGEMENT 
 JOURNAL OF SERVICEMANAGEMENT 
 PRODUCTION PLANNING & CONTROL 
 MANAGEMENT SCIENCE 
 MANAGEMENT DECISION 
 MANAGING SERVICE QUALITY 
 EUROPEAN JOURNAL OF OPERATIONAL RESEARCH 
 JOURNAL OF BUSINESS ETHICS 
 INTERNATIONAL JOURNAL OF RESEARCH INMARKETING 
 INFORMATION &MANAGEMENT 
 JOURNAL OF BUSINESS-TO-BUSINESSMARKETING 
 JOURNAL OFMARKETING RESEARCH 
 MARKETING SCIENCE 
 INTERNATIONAL JOURNAL OF HUMAN RESOURCEMANAGEMENT 
 JOURNAL OF RETAILING 
 JOURNAL OF CLEANER PRODUCTION 
 INTERNATIONAL JOURNAL OF INFORMATIONMANAGEMENT 
 INTERNATIONAL JOURNAL OF TECHNOLOGYMANAGEMENT 
 JOURNAL OF COMPUTER INFORMATION SYSTEMS 
 JOURNAL OF INTERACTIVEMARKETING 
 COMPUTERS & INDUSTRIAL ENGINEERING 
 TOTAL QUALITYMANAGEMENT 
 INTERNATIONAL JOURNAL OF LOGISTICS MANAGEMENT 
 PRODUCTION ANDOPERATIONSMANAGEMENT 
 TOURISMMANAGEMENT 
 JOURNAL OF BUSINESS LOGISTICS 
Total 2197

The most cited references on CRM publications were published in the 1990s, as
shown in Figure 4. It is interesting to note that, even though CRM publications have
risen during the 2000s (see Figure 4), 55% of the publications in the sample refer to
publications in the 1990s. As we go through the abstracts of these publications, we
see that those are about core aspects of CRM research, such as competitive advan-
tage, marketing orientation, relationship marketing, service quality, customer satis-
faction, customer loyalty, and dynamic capabilities. This evidence shows that CRM
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Figure . Ranking of journals according to the number of citations of their publications in the CRM
field.

scholars have been interested in studying the linkage between CRM strategy and
core organizational results, such as competitive advantage, service quality, and cus-
tomer satisfaction. Another explanation for this result is that the CRM theoretical
foundation is based on themes already covered in the 1990s: relationship marketing
and marketing orientation.

We performed the EFA to categorize the co-citations of CRM publications. The
EFA resulted in seven categories. Based on the analysis of the abstracts, we divided
the references into: (1) tools to develop new models and theory; (2) relationship
marketing (buyer-seller, organization-customer relations), as well as the relation-
ship between an organization and its suppliers; (3) antecedents and consequences
of service quality, customer satisfaction, customer loyalty, and customer percep-
tions; (4) implications and consequences of market-oriented focus; (5) theoretical
conceptualization of the customer management relationship and its implication
for organizational performance; (6) resource-based view (RBV); and (7) customer
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Source: Authors

1992 1993 1994 1995 1996 1997 1998 1999 2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010
Number of citations 614 379 1205 229 1106 412 1534 1175 814 2570 3055 1678 1896 1901 1751 506 483 129 403
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Graph of 100 most cited articles on CRM in the period of time

Figure . Distribution of citations of the  most cited articles in the CRM field.

Table . Ranking of the journals that are more cited by CRM articles.

Source Number of cited publications (in the sample)

Journal of Marketing 
Books∗ 
Journal of Marketing Research 
Journal of the Academy of Marketing Science 
Harvard Business Review 
Strategic Management Journal 
Administrative Science Quarterly 
Journal of Management 
Journal of Operations Management 
Journal of Retailing 
Marketing Science 
Industrial MarketingManagement 
Journal of Applied Psychology 
Journal of Personality and Social Psychology 
Psychological Bulletin 
Structural EquationModeling: A Multidisciplinary Journal 
The Academy of Management Review 
Total 91

value. Appendix 4 presents the list of the 91 references distributed into these
respective categories.

The first category is called methodology in the CRM research field. This cate-
gory contains 26 out of the 91 references of the sample. It included seminal works in
statistics such as Fornell’s and Larcker’s article (1981) entitled “Evaluating Structural
Equation Models with Unobservable Variables and Measurement Error,” and the
classic book “Multivariate Data Analysis” (Hair, Black, Babin, & Anderson, 1987).
As we analyze these 26 works further, it is clear that works about development and
application of statistical data analysis have grounded the methodology definition
of CRM papers, whereas the works related to business and marketing have been
referred to as a theoretical foundation for new theory, models, and frameworks. As
the name of the category suggests, studying these 26 works may allow CRM schol-
ars to understand the statistical methods most used in this research area (PLS, SEM,
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multivariate data analysis, instrument development), as well as to oversee the CRM
relationship with fundamental organizational factors such as knowledge manage-
ment, dynamic capabilities, relationshipwith customers, and competitive advantage.

The second category, relationship marketing, includes 21 works. Among them,
there are four highly cited publications: “The Commitment-Trust Theory of Rela-
tionship Marketing” by Morgan and Hunt (1994); “Exchange and Power in Social
Life” (Blau, 1964); “Markets and Hierarchies: Analysis and Antitrust Implications:
A Study in the Economics of Internal” (Williamson, 1975); and “International Mar-
keting and Purchasing of Industrial Goods: An Interaction Approach” (Hakansson,
1982). The number of citations of these books is amazingly expressive: 18810, 19746,
33791, and 3537, respectively (data from Google Scholar). The 17 articles included
in this category cover relationship-marketing-related themes such as service quality,
distribution channels, buyer-seller relationship, and partnership with manufactures
and providers. This suggests that CRM research is grounded in the shift from tradi-
tional marketing to a more sophisticated and complex marketing strategy in which
the goal is to acquire and retain customers at an individual level. This reinforces the
theory that CRM focuses on allowing organizations to gain knowledge about their
customers and to customize products and services to better meet customers’ needs
(Payne, 2005).

The third category is service quality and customer loyalty, which includes 21
articles. The importance of relationship marketing grew as globalization motivated
organizations to become more service oriented. This also boosted the introduction
of information technology systems to support organizational processes (Hunt et al.,
2006). As we analyzed these 21 articles, we found that CRM research, such as rela-
tionship marketing research, discusses the inefficiency of transactional marketing,
based only on production (Gwinner, Gremler, & Bitner, 1998). CRM has been
studied and implemented in the organizations as a way to increase the participation
of consumers, not only in the process of consumption, but also in the production
process (Gwinner et al., 1998).
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The next category, implications of market-oriented strategy, clearly refers to the
consequences of market orientation on organizational performance. It includes
seven articles. Day’s (1994) article “The Capabilities of Market-Driven Organiza-
tions,” cited 6408 times according to Google Scholars, describes the capabilities that
organizations should build in order to becomemarket oriented. Day (1994) suggests
that organizations need to develop skills to sense themarket so they can quickly and
efficiently answer market demands. This reinforces the theory that customers must
play a central role in an organization’s strategy. An individualized and customized
marketing strategy creates a collaborative and mutually profitable relationship with
customers (Day, 1994). Indeed, CRMresearch has been focusing on this perspective,
as CRM strategy is often suggested as an answer to these market demands.

The fifth category refers to CRM theory and its practical implications. This cate-
gory includes eight articles that cover fundamental factors, aspects, and perspectives
of CRM. For example, Payne’s and Frow’s (2005) article presents a framework for
CRM strategy. They discuss the organizational, technological, and strategic factors
that should be observed in CRM implementation. The articles in this category are
extremely helpful for scholars and practitioners to gain a holistic view of CRM and
its implication on organizational processes and results.

The sixth category is related to strategic management and includes three articles:
“A Resource-Based View of the Firm” by Wernerfelt (1984), “Dynamic Capabili-
ties: What are They?” by Eisenhardt and Martin (2000), and “The Core Compe-
tence of the Corporation” by Prahalad and Hamel (1990). These articles have been
highly cited (22888, 10604, and 26878, respectively) according to Google Scholar.
These articles show that CRMcan be used to help organizations to launch new prod-
ucts and to create “products that customers need but have not yet even imagined”
(Prahalad & Hamel, 1990, p. 80). It is important to note that RBV is one the theo-
retical foundations of dynamic capabilities (Eisenhardt & Martin, 2000). That cor-
roborates the inclusion of Esenhardt and Martin’s (2000) article in this category.

The last category refers to works on customer value. It includes one book writ-
ten by Rust et al. (2000), Driving Customer Equity: How Customer Lifetime Value
is Reshaping Corporate Strategy, and the article titled “A Dynamic Model of the
Duration of the Customer’s Relationship with a Continuous Service Provider: The
Role of Satisfaction,” written by Bolton (1998). This category highlights customer-
focused organizations and the implication of customer value on strategy, processes,
and organizational structure. This reinforces the idea that the CRM research field
is deeply involved with customer-oriented focus, which directs its contributions to
academia.

Final remarks

CRM has been gaining more relevance in academia over the last few years. In their
quest for answers to solve complex issues in organizational settings, researchers have
seen CRM as a strategy to enable organizations to improve their performance and
increase their profits.
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As we analyzed literature about CRM, we found the need to identify which refer-
ences are more used in CRM publications, as authors aim to build theories, models,
or frameworks about the topic. For this reason, this article identified and categorized
the most used references in CRM articles. To accomplish this goal, we conducted a
bibliometric analysis of the CRM publications. In this process, we analyzed the co-
citations of 3974 articles extracted from the WoS database.

Based on this analysis, we conclude that the most used sources in CRM publi-
cations are divided into seven categories: methodology in the CRM research field,
relationshipmarketing, service quality and customer loyalty, implications ofmarket-
oriented strategy, CRM theory and its practical implications, strategic management,
and customer value.

This study provides an important contribution to academics, since it analyzes
and synthesizes the state of the art regarding the literature about CRM. This article
also contributes to the practice of CRM as it shows tendencies in the application
of CRM strategy and its implications for aspects such as customer value, customer
satisfaction, reconfiguration of organizational resources (Resource-Based View the-
ory), service quality, relationshipmarketing, andmanagement of organization’s rela-
tionship with other stakeholders (e.g., employees, suppliers).

A limitation of this research is that we analyzed only articles, excluding books,
theses, and reports. Suggestions for future research include the analysis of research
trends in CRM publications, as well as the identification of more correlations
between CRM strategy and organizational outcomes.
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Appendix 1 . KMO test value of each variable of the sample.
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Gerbing_Anderson_ . . Teece_etal_ . .
Gwinner_etal_ . . Vargo_Lusch_ . .
Verhoef _ . . Woodruff_ . .
Webster_ . . Zablah_etal_ . .
Wernerfelt_ . . Zeithaml_ . .
Williamson_ . . Zeithaml_etal_ . .
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Appendix 2 . Rotatedmatrix of components (VARIMAXmethod).

Variable       

Frohlicha_Westbrookb_ .
Bagozzi_etal_ .
Hu_Bentlerb_ .
Podsakoff_Organ_ .
Nunnaly_ .
Aiken_West_ . .
Baron_Kenny_ .
Hair_et_al_ .
Flynn_etal_ .
Bollen_ .
Podsakoff_et_al_ .
Churchill_ .
Armstrong_Overton_ .
Bagozzi_Yi_ .
Diamantopoulos_Winklhofer_ .
Gerbing_Anderson_ . .
Pfeffer_Salancik_ . .
Hulland_ .
Anderson_Gerbing_ .
Cohen_Levinthal_ . .
Dyer_Singh_ . .
Barney_ .
Teece_etal_ . .
Fornell_Larcker_ .
Nonaka_Takeuchi_ . . .
Vargo_Lusch_ .
Anderson_Weitz_ .
Moorman_etal_ .
Moorman_etal_ .
Doney_Cannon_ .
Ganesan_ .
Palmatier_etal_ .
Anderson_Narus_ .
Dwyer_et_al_ .
Crosby_ .
Garbarino_Johnson_ .
Berry_ .
Hakansson_ .
Cannon_Perreault_ .
DeWulf_etal_ .
Gwinner_etal_ . .
Sirdeshmukh_etal_ . .
Blau_ . .
Webster_ . .
Verhoef _ .
Morgan_Hunt_ .
Williamson_ . . .
Bitner_ .
Oliver_ .
Boulding_etal_ .
Cronin_Taylor_ .
Cronin_etal_ .
Anderson_Sullivan_ .
(Continued on next page)
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Variable       

Oliver_ .
Parasuraman_etal_ .
Zeithaml_ .
Anderson_etal_ .
Heskett_ .
Fornell_etal_ .
Parasuraman_et_al_ .
Heskett_ .
Zeithaml_etal_ . .
Rust_etal_ .
Fornell_ .
Oliver_ . .
Reichheld_Sasser_ . .
Mittal_Kamakura_ . .
Dick_Basu_ . .
Hartline_Ferrell_ . .
Woodruff_ . .
Han_etal_ .
Jaworski_Kohli_ .
Slater_Narver_ . .
Deshpand?etal_ . .
Kohli_Jaworski_ .
Narver_Slater_ .
Day_ . .
Porter_ . . .
Rigby_etal_ .
Zablah_etal_ .
Mithas_etal_ .
Boulding_ .
Jayachandran_ .
Payne_Frow_ .
Reinartz_etal_ .
Srivastava_etal_ . . .
Prahalad_Hamel_ . .
Eisenhardt_Martin_ . .
Wernerfelt_ . .
Rust_etal_ .
Bolton_ . .
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Appendix 3. Ranking of most cited journals in CRM publications.

Journal Number of Citations % # of Articles (in the sample)

Journal of Marketing  .% 
Journal of Operations Management  .% 
Harvard Business Review  .% 
Journal of The Academy Of Marketing Science  .% 
Journal of Marketing Research  .% 
Strategic Management Journal  .% 
Journal of Retailing  .% 
Journal of Applied Psychology  .% 
Academy of Management Journal  .% 
Industrial MarketingManagement  .% 
Personnel Psychology  .% 
Journal of Product InnovationManagement  .% 
Decision Support Systems  .% 
Marketing Science  .% 
MIS Quarterly  .% 
SloanManagement Review  .% 
Journal of Service Research  .% 
Information Systems Research  .% 
Supply ChainManagement: An International Journal  .% 
International Journal of Service Industry Management  .% 
Decision Sciences  .% 
Journal of Business Research  .% 
Computer-Aided Design  .% 
Production and Operations Management  .% 
California Management Review  .% 
Journal of Management Information Systems  .% 
Journal of Consumer Culture  .% 
Operations Research  .% 
International Journal of Production Economics  .% 
Long Range Planning  .% 
Journal of Strategic Information Systems  .% 
Public Administration Review  .% 
Omega-International Journal of Management Science  .% 
Academy of Management Review  .% 
Journal of Business Venturing  .% 
Medical Care  .% 
European Journal of Operational Research  .% 
Organization Science  .% 
Total 21840 100.0% 100
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