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and artificial intelligence. Despite the widespread adoption of CRM systems, business practice still demonstrates
a fragmented and instrumental approach to the digitalization of customer-related processes, which limits the
ability to create long-term customer value and sustainable competitive advantages.

The purpose of this article is to substantiate and develop a digital transformation strategy for the
customer relationship management system as an integrated managerial concept focused on the alignment of
customer value, customer experience, business processes, data, digital technologies, and organizational
change. The methodological framework of the study is based on systemic and process-oriented approaches, as
well as methods of analysis and synthesis, structural-logical modeling, and the generalization of scientific
publications and expert assessments in the field of digital transformation and CRM.

As a result of the study, a structural-logical model of the CRM digital transformation strategy is proposed,
built on the principle of concentric levels with a vertical integrating axis, reflecting the interrelationships
between customer value, customer experience, the process-and-data core of CRM, digital technologies, and the
strategic and organizational management framework. It is demonstrated that effective digital transformation
of CRM should be considered a continuous adaptive process aimed not only at automating customer
interactions but also at transforming managerial practices, organizational culture, and the system of personnel
competencies.

The scientific novelty of the research lies in the improvement of approaches to shaping a CRM digital
transformation strategy through its interpretation as an integrated managerial architecture. The practical
significance of the results consists in the possibility of applying the proposed model to the design and
implementation of customer-oriented development strategies for enterprises operating in the digital economy.

Keywords: digital transformation; customer relationship management; CRM strategy; customer
value; customer experience; omnichannel interaction; customer journey; data management; Big Data; data
analytics; artificial intelligence; digital platforms; strategic management; organizational culture; digital
competencies; customer orientation; sustainable development.

Uupna Mapiana Podika, Hamania Tpywkina, Onez lapmaw, KOnia LikpueyH. «Cmpameais
yugpoeoi mpancpopmayii cucmemu ynpaesniHHA 63A€EMOBIOHOCUHAMU 3 KJliEHmamu». Y cyqacHil
yughposili eKoHOMIUi ynpassiiHHA 83aEMOBIOHOCUHAMU 3 KJIEHMAMU 3d3HAE 2UbOKUX mpaHcgopmaduid,
3yMOBJIeHUX 3MIHAMU Yy NOBeOiHYi CnoXueauyis, NOCUNIEHHAM KOHKYPeHUii ma cmpiMKUM po38UMKOM
yugposux mexHosnoeitl, aHanimuku 0aHux i wmy4yHoz2o iHmenekmy. [lonpu wupoke 8npogadxeHHa CRM-
cucmem, 0inosa npakmuka U Haoasni 0eMOHCMpye ppazmeHmapHul ma iHcmpymeHmasneHul nioxio 0o
yugpposizauii knieHmcoKux npoyecis, Lo 0OMeXxye MOX/IUBOCMI CMBOPeHHA 00820CMPOKOBOI YiHHOCMI 0714
KnieHMIg i cMilikux KOHKYpeHMHUX nepesae.

Memoto cmammi € 06rpyHmysaHHa ma po3pobnieHHA cmpameeii Yyugposoi mpaHcgpopmauii cucmemu
yNnpasniHHA 830EMOBIOHOCUHAMU 3 KITIEHMAMU K iHMe2po8aHoi ynpassiiHCbKOI KoHUenyji, opieHMo8aHoi Ha
y3200XKeHHA YiHHOCMI 0717 KJlieHmMa, KnieHmcokozo 0oceidy, bisHec-npoyecis, 0aHux, yugposux mexHonozit
ma opzarizayitiHux 3miH. MemoodonoeziuHy ocHosy 0OCTIOXeHHA CMAHossAMs cucmemHul i NnpoyecHo
opieHmoeaHul nioxoou, a Makox mMemoou aHasizy U cuHmesy, CmpyKmypHO-/102iYH020 MOOe08AHHA Ma
y3az2anbHeHHA Haykosux nybnikauid i ekcnepmHux oyiHoK y cghepi yugposoi mpaHcgopmayii ma CRM.

Y pe3synomami 00cnioxeHHA 3anponoHOBAHO CMPYKMYPHO-/102i4Hy mMoOesb cmpamezii Yugposor
mpaHcgpopmayii  CRM, nobydosaHy 3a npuHUUNOM KOHUEHMPUYHUX PpigHi8 i3 8epmuKaabHOI0
iHMe2pysanbHOIO 8icClo, W0 8IDOOBPAXKAE B3AEMO38 A3KU MiX YiHHICMIO 08 KJTIEHMA, KITIEHMCbKUM 00C8I00M,
npoyecHo-0aHum a0pom CRM, uugposumu mexHoMO2ISMU mMa cmpameziyHo-opeaHizauitiHum
ynpasniHceKum Kapkacom. [losedeHo, wo egekmusHy yugposy mpaHcgopmauito CRM  OdouinbHo
po3senig0amu sk 6e3nepepsHuUl adanmusHuli npoyec, CNPAMOBAHUU He Jluule Ha dgmomMamu3ayito 83aemooii
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3 KiliEHMamu, a U Ha MpaHcphopmMayito ynpasaiHCbKUX NPAaKmMuK, op2aHi3ayitiHoi Kyslemypu ma cucmemu
KoMnemeHmMHocmeu nepcoHany.

Haykosa Hosu3Ha 00C/iOXeHHA nosif2ae 8 yOOCKOHAseHHi nidxodie 0o ¢opmysaHHA cmpameaii
yugpposoi mparcgopmauii CRM winaxom it mpakmysaHHs aK iHme2pos8aHoi ynpasniHcyKol apximekmypu.
lMpakmuy4Ha 3Hayywicme pe3y1bmamis NOJIA2ae y MOXJ/IUBOCMI 3ACMOCY8AHHA 3aNPONOHOBAHOI MOOesi 051
NPOEKMYBAHHA MA 8NPOBAOXKEHHA KJIEHMOOPIEHMOBAHUX cmpamezili po38UMKY nidnpUeEMcMS, Wo
yHKUiOHYIOMb Y 4UPPOBILi EKOHOMIU.

Knioyoei cnoea: undposa TpaHchopmalia; ynpasniHHA B3aeEMOBigHOCMHaMK 3 KrieHTamu; CRM-
CTpaTerif; LWiHHICTb ANA KNiEHTa; KNIEHTCbKNI OCBIA; OMHiKaHanbHa B3aEMOSif; WAAX KNIEHTA; yNpasiHHA
JaHnmuy; Big Data; aHaniTvka JaHuX; WTYYHUIA iHTenekT; uMdpoBi nnatpopmu; CTpaTeriyHe yrnpasiHHS;

opraHizauiriHa KynbTypa; LndppoBi KOMNETEHTHOCTI; KNIEHTOOPIEHTOBAHICTb; CTaNUI PO3BUTOK

Introduction. In the modern conditions
of the digital economy, customer relationship
management acquires a qualitatively new
meaning, which is due to the transformation
of consumer behavior, increased competition
and the rapid development of digital
technologies. Customers increasingly expect
personalized solutions, prompt response and
seamless interaction through various
communication channels, which significantly
increases the requirements for customer
relationship management systems and the
logic of their development [1-3].

The relevance of the above-mentioned
issues is confirmed by the results of
international expert assessments and applied
research. Thus, according to a survey by
Accenture Digital [4] conducted among more
than 13 thousand consumers, two thirds of
customers change their service provider in
case of unsatisfactory quality of service.
Gartner [5] analysts note that about 90% of
companies in the service sector compete
primarily on the quality of customer
interaction, while Salesforce [6] research
shows that 76% of consumers expect
companies to have a deep understanding of
their individual needs and a personalized
approach to communication.

Consulting and analytical reports also
indicate the strategic nature of the digital
transformation of customer processes.
According to the results of a survey by IDG
Communications [7], digital transformation is
considered by management in 46% of cases

as a tool forimproving the quality of customer
service. Altimeter-Prophet [8] research
showed that more than half of experts
associate digital changes primarily with
improving the system of contacts with
consumers. At the same time, Econsultancy
[9] experts emphasize that only 58% of
companies integrate customer orientation
into their digital strategies, while the majority
is limited to the implementation of individual
technological solutions.

An important argument in favor of a
strategic approach is the economic effect of
developing customer relationships.
According to Bain & Company [10], up to 65%
of companies' revenues are generated by
existing customers, and increasing loyalty by
even 5% can provide a significant increase in
profitability. PwC studies [11] show that
companies that invest in the digital
transformation of customer processes
demonstrate higher revenue growth rates
compared to competitors focused exclusively
on operational efficiency. At the same time,
the practice of operating companies shows
that the implementation of CRM systems and
digital tools is often fragmentary and is not
accompanied by the formation of a holistic
digital transformation strategy. In such
conditions, CRM is reduced to a technical
platform for automating interaction with
customers and does not perform the function
of a strategic management tool [12]. This
necessitates the transition from an
instrumental approach to developing a
strategy for the digital transformation of a
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customer relationship management system
that can provide long-term competitive
advantage and sustainability of the business
model.

Literature and researches review. In
the scientific literature, the issue of customer
relationship management is formed within
the framework of an interdisciplinary
discourse that combines marketing, strategic
management, logistics and behavioral
economics. Initial studies considered CRM
mainly as a tool for supporting sales activities
and automating customer contacts. In the
works of P. Kotler, K. Keller [1], C. Gronroos [2],
J-J. Lambin [13], the emphasis is on the
formation of long-term value relationships
with consumers as a key condition for
increasing the competitiveness of enterprises.
The further evolution of approaches is
associated with the transition to strategic
management of customer assets. In particular,
A. Payne and P. Frow [3] interpret CRM as an
integrated system of strategic processes
aimed at creating mutual value for customers
and the company. A similar logic is traced in
the works of R. Kumar, V. Reinartz [14], where
customer relationship management s
associated  with  customer lifecycle
management and maximizing its long-term
value.

With the development of digital
technologies, CRM research is increasingly
focused on the use of data, analytics, and
intelligent algorithms. The works of T.
Davenport, J. Harris [12] emphasize that
analytics and data-driven approaches expand
the possibilities of personalizing customer
interactions, but do not replace the need for
strategic integration of digital solutions into
the management system. This led to the
formation of the digital CRM direction, within
which the role of  omnichannel
communications, platform solutions, and big
datais analyzed [15].

In recent years, research has intensified
on the impact of artificial intelligence on
customer relationship management. The
works of M. Ngai, E. Hu, Y. Wong [16] show the
potential of machine learning for predicting
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customer behavior and improving service
quality. At the same time, bibliometric
reviews show that most publications focus on
the technological aspects of CRM, while the
issues of strategic transformation of the
customer relationship management system
remain insufficiently systematized [17].

A separate area of research is related to
the concepts of customer and digital
customer experience. In the works of B.
Schmitt, K. Lemon, P. Verhoef [19] CRM is
considered as an infrastructural basis for
customer experience management, covering
all points of customer interaction with the
company. At the same time, in studies of
digital business transformation (D. Rogers
[20], G. Westerman et al. [21]) CRM is usually
considered as a functional element of the
overall transformation, and not as an

independent object of strategic
management.
Thus, the analysis of scientific

publications indicates the evolution of
approaches to CRM from instrumental models
to customer-oriented and digitally enhanced
concepts. At the same time, the strategic
dimension of the digital transformation of the
customer relationship management system
remains insufficiently disclosed, which forms
a scientific gap and justifies the feasibility of
further research in this direction.

Aim and objectives. The outlined
problem determined the purpose of this
article, which is to substantiate and develop a
strategy for the digital transformation of the
customer relationship management system
as a holistic management concept that
ensures  the integration of digital
technologies, customer-oriented processes
and data management in the context of long-
term development of enterprises.

Achieving the set goal involves solving a
set of interrelated scientific tasks that logically
follow from the chosen subject of research. In
particular, the work summarizes modern
scientific approaches to the interpretation of
customer relationship management and
digital transformation of business processes;
justifies the feasibility of the transition from
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instrumental use of CRM to strategic
customer relationship management;
formulates the author's interpretation of the
strategy for the digital transformation of the
customer relationship management system;
develops a structural and logical model of the
specified strategy; identifies key areas and
practical recommendations for its
implementation in the activities of
enterprises, taking into account modern
digital challenges [3; 12; 201].

The methodological basis of the study is
a set of general scientific and special methods
of cognition, the application of which ensures
the comprehensive and systemic nature of
the results obtained. In the process of the
study, a systemic approach was used to
consider the  customer relationship
management system as a multi-level dynamic
system that is transformed under the
influence of digital technologies and changes
in the external environment. Methods of
analysis and synthesis were used to
generalize scientific approaches and identify
key elements of the digital transformation of
CRM, while induction and deduction allowed
the formation of author's generalizations and
theoretical conclusions [2; 15].

To identify the dominant scientific trends
and evolution of research in the field of
customer relationship management,
methods of comparative analysis and
generalization of the results of modern
scientific publications were used. Structural
and logical modeling was used to build an
author's model of the strategy for the digital
transformation of the customer relationship
management system, which reflects the
relationship between strategic,
organizational, technological and customer-
oriented components. Elements of expert
analysis were used to interpret practical
aspects of CRM digital transformation and
formulate applied recommendations for
management practice [16; 19].

The information base of the study
consists of scientific publications of foreign
and domestic scientists, analytical reports of
international consulting companies, results of
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expert surveys and research, as well as
materials of open professional and scientific
sources.

The use of the specified methodological
tools allowed to ensure the validity of the
obtained results, their scientific novelty and
practical significance in the context of
developing a  strategy for digital
transformation of the customer relationship
management system.

Results, analysis, and discussion. In the
digital era, the customer relationship
management system ceases to be a set of
isolated information solutions and is
transformed into a multi-level managerial
system integrated with the corporate
development strategy of the enterprise. In
this context, the digital transformation of CRM
should be considered not as a technological
project but as a long-term strategy of
organizational, process-related, and
behavioral change aimed at creating
customer value and enhancing the resilience
of the business model.

The analysis of contemporary scientific
and applied approaches indicates that most
enterprises focus on the implementation of
digital tools for customer interaction while
neglecting the strategic coherence of such
solutions. As a result, digital initiatives in the
field of CRM are often fragmented,
insufficiently integrated into the managerial
decision-making system, and unable to
deliver long-term effects. Therefore, the
digital transformation strategy of the
customer relationship management system
should be based on a systemic vision of CRM
as a key element of managing the enterprise’s
customer capital.

Taking this into account, the article
proposes an author’s interpretation of the
digital transformation strategy of the
customer relationship management system,
which is defined as an integrated managerial
concept of the long-term development of
CRM that involves the alignment of digital
technologies, customer-oriented business
processes,  data management,  and
organizational change in order to ensure
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personalized customer interaction, increase
customer loyalty, and create sustainable
competitive advantages for the enterprise.

Unlike traditional approaches, the
proposed strategy is oriented not toward the
automation of individual functions but
toward transforming the entire logic of
customer relationship management. It
implies a transition from a reactive model of
customer interaction to a proactive and
predictive-analytical one based on the use of
Big Data, intelligent analytics, and digital
communication channels. In this context,
CRM acts not only as an information platform
but also as an institutional foundation for
managerial decision-making.

The digital transformation strategy of
CRM has a multidimensional nature and is
implemented through the alignment of the
enterprise’s strategic goals with the customer
strategy, organizational structure, digital
infrastructure, and management culture. Its
implementation involves the creation of a
unified information space for customer
interaction, the integration of data from
multiple channels, ensuring transparency of
customer-related processes, and establishing
feedback mechanisms that allow managerial
decisions to be promptly adapted to changes
in consumer behavior.

An important component of the
proposed strategy is the reconsideration of
the role of customer experience in the
customer relationship management system.
Within  the  framework of  digital
transformation, customer experience is
interpreted as the result of coordinated
interaction among technological, process-
related, and behavioral components rather
than as a side effect of individual customer
contacts. This implies that the digital
transformation strategy of CRM should
encompass all customer touchpoints and
ensure their consistency and integrity.
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The implementation of the digital
transformation strategy of the customer
relationship management system also
requires the transformation of organizational
and managerial practices. This includes
changes in approaches to planning,
monitoring, and evaluating customer-related
performance, as well as the development of
new personnel competencies in the fields of
data handling, digital tools, and customer
analytics. Without appropriate institutional
support and employee engagement, the
digital transformation of CRM risks remaining
merely formal.

Thus, the digital transformation strategy
of the customer relationship management
system  should be considered a
comprehensive process that combines
technological, organizational, and managerial
changes and enables the transition to a
customer-oriented, data-driven, and
sustainable enterprise development model in
the digital economy.

Accordingly, the proposed digital
transformation strategy of the customer
relationship  management  system s
implemented as a multi-level managerial
framework that integrates the strategic
development priorities of the enterprise with
operational mechanisms of customer
interaction and analytical support for
managerial decision-making. This approach
makes it possible to avoid the fragmentation
of digital initiatives and to ensure coherence
between digital transformation objectives,
organizational structure, business processes,
and customer experience.

In this context, it is appropriate to
distinguish the levels of implementation of
the CRM digital transformation strategy, each
of which performs a specific function while
simultaneously forming part of a unified
strategic framework (Table 1).
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Table 1. Levels and Key Components of the Digital Transformation Strategy of the Customer

Relationship Management System

Level Content of Strategic Decisions Key Components
Formation of a customer-oriented vision of enterprise Customer strateav: didital
Strategic development and determination of the role of CRM in o 9y, dig
o vision; value proposition
achieving long-term goals
, Alignment of CRM with the corporate governance C“Stf’mer management policies;
Managerial - . . KPls; customer value
system and decision-making mechanisms
management
. . . . Omnichannel processes;
Transformation of customer interaction business . )
Process . . customer journey; channel
processes based on digital solutions ) )
integration
Technological Provision of digital infrastructure for the CRM platforms; data analytics;
g implementation of the CRM strategy artificial intelligence
: Development of data-driven management of customer | Big Data; predictive analytics;
Analytical . . -
relationships personalization
. Formation of a customer-oriented culture and digital Training; employee ,
Behavioral . engagement; transformation of
competencies of personnel . .
managerial practices

Source: developed by the authors based on analysis and generalization of [1; 2; 14; 20; 21; 22-27].

The identified levels are not isolated but
operate in close interconnection, forming an
integrated architecture of the CRM digital
transformation strategy. The implementation
of such a strategy implies a sequential
transition from shaping a strategic vision to
deploying specific digital solutions and
transforming managerial practices. In this
regard, it is appropriate to consider the stages
of development and implementation of the
digital transformation strategy of the
customer relationship management system
(Table 2).

The logic of phased implementation
makes it possible to interpret the digital
transformation of CRM as a continuous
adaptive process rather than a one-time
automation project. At this stage, the strategy
moves from a declarative level to practical
implementation and becomes an effective
instrument for managing customer value.

To summarize the presented provisions
and to visualize the interrelationships among
key elements, it is appropriate to present a
structural-logical model of the digital
transformation strategy of the customer
relationship management system (Figure).

Table 2. Stages of Development and Implementation of the CRM Digital Transformation

Strategy
Stage Content Expected Results
Diagnostic Assessment of CRM maturity, digital competencies, | Identification of strategic gaps
and customer-related processes and growth points
Conceptual Formulation of goals and principles of CRM digital | Aligned strategic vision
transformation
Design Development of a roadmap for digital transformation | Clear logic of change
implementation
Implementation Deployment of digital solutions and transformation | Integrated customer
of processes management system
Analytical- Monitoring of results and strategy adjustment Increased efficiency and
Adaptive adaptability

Source: developed by the authors based on analysis and generalization of [3; 12; 14, 18; 19; 22-27].
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Figure 1 - Structural-Logical Model of the Digital Transformation Strategy of Customer
Relationship Management System

Source: developed by the authors based on the results of their own previous research [22-27], using
Artificial Intelligence tools.

The proposed figure visualizes a
structural-logical model of the digital
transformation strategy of the customer
relationship management (CRM) system and
is based on the principle of concentric levels
supplemented by a vertical axis representing
digital transformation as a continuous
process. Such a configuration makes it
possible to demonstrate that CRM digital
transformation is not limited to the
implementation of a software product but
constitutes a coordinated architecture of
strategic, organizational, process-related, and
technological changes oriented toward the
creation and reproduction of customer value.

At the center of the model is the
customer and customer value as the key
object of management. This implies that the

CRM digital transformation strategy should
be derived not from the internal logic of
automation but from the logic of the value
proposition and the target effects for the
customer. The specifying attributes of the
core (personalization, loyalty, trust) indicate
that the outcome of transformation should
not be a “digitized contact” but the
sustainable reproduction of behavioral and
relational effects, such as customer retention,
repeat purchases, recommendations,
reduced price sensitivity, and tolerance for
service failures. Thus, the core of the model
defines the criterion for the overall
effectiveness of the strategy, namely the
system’s ability to increase the long-term
value of the customer and for the customer.
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The second concentric level forms the
customer experience and interaction layer. Its
immediate proximity to the core emphasizes
that customers “encounter” the enterprise
primarily through their experience at
touchpoints; therefore, CRM management in
the digital economy should begin with the
design and alignment of the customer
journey and omnichannel communication.
Within  this layer, three interrelated
components are distinguished: omnichannel
interaction, which ensures channel
consistency, a unified service logic, and
continuity of communication regardless of
the channel; the customer journey as the logic
of sequential customer steps (need — search
— choice — purchase — use — support —
repeat decision); and touchpoint
management as a mechanism for ensuring
service  quality, speed, accessibility,
personalization, and  unified  service
standards. Consequently, this layer functions
as an “interface” between the customer and
the enterprise while simultaneously defining
the requirements for processes, data, and
technologies at subsequent levels.

The third level is process-analytical and
demonstrates a fundamental idea: CRM is
primarily a system of processes and data
rather than merely a software product. This
level comprises three basic pillars of
manageability: CRM processes (customer
acquisition, conversion, service, retention,
reactivation, customer development,
complaint handling, etc.); a unified customer
profile resulting from the integration of data
from all channels, departments, and
interaction points (sales, service, logistics,
marketing, support); and data management
(quality, timeliness, completeness,
accessibility, access rules, security, and
compliance), which ensures the reliability of
analytics and personalization. The logic of this
layer lies in the fact that CRM digital
transformation will be effective only when
data and processes form a single manageable
system in which interactions are not
duplicated across departments, decisions are
based on a single version of the data, and

66-78
v.34 (2025)
https://smart-scm.org

customers perceive the company as an
integrated entity rather than a set of
fragmented contacts.

The fourth level reflects the technological
foundation of digital transformation,
including CRM platforms, Big Data, analytics,
and artificial intelligence tools. Its position
above the process-and-data core emphasizes
that technologies should support processes
and data rather than “replace” strategy. The
functional role of this layer is to enable
personalization (recommendation systems,
segmentation, next best action/offer,
personalized communication scenarios),
forecasting (churn probability, customer
lifetime value prediction, demand
forecasting, = communication  response),
automation (triggers, scenarios, chatbots,
robotic assistants, automated task creation
and lead management), and analytical
support for management (dashboards,
channel performance analytics, CX/CSAT/NPS
measurement, attribution, etc.). Accordingly,
digital technologies are interpreted in the
model as an instrumental base for achieving
objectives defined at the level of customer
value and customer experience.

The outer level forms the governing
framework that ensures the sustainability of
transformation in the long term. This level
includes the digital transformation strategy
(goals, priorities, roadmap, initiative portfolio,
metrics), corporate governance
(responsibility allocation, product and data
ownership, decision-making rules, change
management), organizational culture
(customer centricity, data culture, cross-
functional interaction, readiness  for
experimentation), and digital competencies
of personnel (analytics, CRM usage, service
design, cyber hygiene, product and process
management). It is precisely this framework
that transforms digital transformation from a
one-time IT project into an organizational
capability for continuous adaptation, process
renewal, experience enhancement, and
scaling of data-driven solutions.

The vertical arrow intersecting all levels
highlights that CRM digital transformation is
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an end-to-end process integrating all
elements of the model. It reflects the logic of
a “continuous improvement cycle”: strategic
alignment — redesign of interactions and
processes — data development —
technological enhancement — measurement
of effects — adjustment and scaling. Thus, the
strategqy does not end with the
implementation of a CRM platform but
continues through the monitoring of
customer value indicators, experience quality,
and process efficiency.

Overall, the figure demonstrates that the
CRM  digital  transformation  strategy
integrates behavioral (value/loyalty/trust),
process-related  (customer journey/CRM
processes), data-oriented (unified profile/data
management), technological
(Al/analytics/platforms), and organizational-
managerial (strategy/culture/competencies)
dimensions into a single coherent managerial
architecture.

Conclusions. As a result of the
conducted research, it has been established
that in the context of the digital economy the
customer relationship management system
undergoes profound transformation that
goes beyond the automation of individual
functions and acquires a strategic nature. The
digital transformation of CRM is increasingly
determined not by the mere implementation
of technological solutions but by the ability of
enterprises to integrate customer value,
customer experience, business processes,
data, digital technologies, and organizational
change into a single manageable system. The
effectiveness of a  customer-oriented
development model and business resilience
under conditions of intensifying competition
and changing consumer behavior largely
depend on the coherence of these elements.

The scientific novelty of the obtained
results lies in the improvement of the
scientific and methodological approach to
shaping a digital transformation strategy for
the customer relationship management
system, which is based on interpreting CRM as
an integrated managerial architecture rather
than as a standalone tool or information
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platform. The understanding of CRM digital
transformation as a continuous adaptive
process encompassing strategic, process-
related, technological, and behavioral
dimensions of management has been further
developed. For the first time, a structural-
logical model of the CRM digital
transformation strategy has been proposed,
built on the principle of concentric levels with
a vertical integrating axis, which makes it
possible to formalize the interrelationships
between customer  value, customer
experience, the process-and-data core of
CRM, digital technologies, and the strategic
and organizational management framework.

The obtained results have significant
practical value and can be applied by various
stakeholder groups. For top management
and business owners, the proposed strategy
provides a methodological basis for
transitioning from fragmented digital
initiatives to an integrated customer-oriented
development model, in which CRM serves as
a tool for managing customer capital and a
source of long-term competitive advantages.
The use of the structural-logical model
enables the alignment of enterprise strategic
objectives with the customer strategy, the
formation of a portfolio of digital initiatives,
and the assessment of their effectiveness
through indicators of customer value and
customer experience quality.

For heads of functional units, including
marketing, sales, service, and logistics, the
research results provide a foundation for
redesigning customer interaction business
processes based on a unified customer
journey logic and omnichannel interaction.
The proposed process-and-data-oriented
approach to CRM helps eliminate functional
duplication, increase transparency of
customer-related processes, and form a
unified customer profile, which in turn creates
prerequisites for service personalization and
improves the effectiveness of managerial
decision-making.

For IT departments and digital
transformation specialists, the results of the
study make it possible to reconsider the role



The electronic scientifically and practical journal

“INTELLECTUALIZATION OF LOGISTICS AND SUPPLY CHAIN MANAGEMENT",

ISSN 2708-3195

of digital technologies in CRM as instruments
for supporting strategic and process-related
changes. The proposed model emphasizes
the necessity of combining CRM platforms,
Big Data analytics, and artificial intelligence
tools with clearly defined managerial
objectives, data governance rules, and
mechanisms of cross-functional integration.
This reduces the risks of technological
redundancy and increases the return on
investment in digital solutions.

For enterprise personnel and specialists
involved in customer interaction, the practical
significance of the research lies in
substantiating the role of organizational
culture and digital competencies as critically
important factors for the success of CRM
digital transformation. The implementation of
the strategy proposed in the article involves
fostering a culture of customer orientation,
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data-driven thinking, and cross-functional
collaboration, which contributes to higher
employee engagement and improved quality
of customer service.

Prospects for further research are
associated with the deepening of methods for
the quantitative assessment of the
effectiveness of CRM digital transformation
strategies,  particularly  through  the
development of indicator systems for
measuring  customer value, customer
experience, and the economic outcomes of
digital change. Of particular scientific interest
is the empirical testing of the proposed
structural-logical model using data from
enterprises of different industries and scales
of activity, as well as the analysis of the impact
of artificial intelligence tools on customer
relationship management under conditions
of high uncertainty.
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