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Cloud-based CRM systems: Analysis of Technologies and
Opportunities to Communicate with Consumers

ABSTRACT

Modern conditions of establishment of efficient relations with
customers require for ever increasing amount of reliable,
timely, and complete information. Adoption of managerial
decisions, maintaining efficient business processes are more
and more based on optimum information system of customer
relationship management (CRM). Many authors have
described and highlighted different types of such systems,
nevertheless, generalized and extended classification is still
unavailable. This article substantiates the importance of
cloud-based CRM systems; the features of cloud-based CRM
systems in the course of communications with customers are
discussed. On the basis of expert survey, the most popular
cloud-based CRM systems are compared, their main
properties and distinctive features are presented.

Key words: CRM system, cloud services, cloud-based CRM
systems, communications with consumers.

1. INTRODUCTION

Information technologies play dual role in establishment of
customer relationship management (CRM) [1, 2]. On the one
hand, individual approach to interrelationship with customers
requires for arrangement of information about internal
business projects and facilitates rapid search for necessary
data in order to adopt decisions during sales and aftersales
customer service. On the other hand, as a consequence of such
interaction with customers, a data array is accumulated,
which after adequate analysis and interpretation could be
valuable to improve quality of commaodities and services, or
internal business processes and even for improvement of
business strategy [3, 4].

Modern information CRM systems generate knowledge
base with the opportunity to develop new commodities and
services and to improve the existing ones, thus improving
market positions of companies and their financial results
[5-7]. Evolution and development of CRM related software
lead to the concept, according to which companies in their
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relationships with customers should focus on their demands
[8, 9].

Batter [10] believes that the relationships between
customer and company should not terminate at sales, the
customer should obtain appropriate warranty and service. All
actions of the company should be oriented at formation of
customer loyalty, which would lead to higher chance of
another visit to the company to satisfy the customer demands.

Nowadays the number of companies using CRM systems
increases. This is stipulated by the fact that automated CRM
systems propose numerous serious advantages, which support
the relevance of such systems [11-13].

According to D.M. Lambert [14], CRM system is
comprised of applications for automated sales, automated
marketing, servicing customers, and customer support
management, such as automated e-mail.

Analysis of the works [15-20] allowed to systematize the
tasks, which could be solved by the CRM systems
summarized in Table 1.
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Table 1: Tasks fulfilled by operational, analytical, and collaborative CRM systems

Types of CRM systems

Tasks fulfilled by CRM system

Operational - generation of databases;

- automation of phone trades and customer services;

- generation of interrelation history for each customer;

- online access to information regarding each customer;

- improvement of business processes with orientation to customer.

Analytical

customers, etc.;
- decision support systems;

- search, accumulation, and arrangement of databases on customers and interrelations with them;
- synchronization of various data arrays;
- analysis and interpretation of statistic regularities to improve strategy of trading and servicing

- developing mechanisms to increase sales by stimulation, interest and loyalty of consumers

Collaborative

- attraction of customers to development or improvement of commaodities and services;

- arrangement of customer online self-service;

- interactive access to information of various functional departments;

- development of customer contacts with company via various channels (phone, online, etc.);

- integration of various information services and infrastructure, provision of interaction among
customers, company, and its employees.

According to the researchers [21, 22], correct and efficient
operation of CRM system should be based on certain
principles:

1. Identification. Determination of consumers would allow
to understand purchasing model of each individual customer.

2. Interactivity. Automated proposal of assistance,
prepared commodities, data, service to customers, which can
be valuable for a specific customer.

3. Differentiation. Individual approach to each consumer
should be determined on the basis of systems of values and
needs of each consumer.

4. Tracking. In order to better understand consumers, it is
required to fix all transactions of each customer.

5. Personalization. Development of sets of commaodities,
information units, and service components, which can be used
for development of commodities and services adapted to
demands of certain consumers.

It is believed [23] that selection of CRM system should be
aimed at specific conditions and features of company business
as well as at compliance of its cost with budget and business
demands. If all these criteria are met, then the system will
significantly facilitate company business increasing its
efficiency.

In the course of development of online technologies, it
became possible to host software on web server of developer
or provider, access to it is presented to the user company on an
online rental basis. This model is known as Saa$S (Software as
a Service), it becomes more and more popular in global
software market, including the CRM systems [24, 25].

On the basis of the data in [26-28], the following
advantages of SaaS model were revealed: savings due to
software license purchase and formation of IT structure; the
service provider agrees to install, configure, and to maintain
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the software; rapid start of the service; integration of SaaS and
social networks, such as Facebook and Twitter.

Implementation of control system of customer
relationships based on SaaS model is reasonable, then the
software meets the requirements of functionality, and
integration with other information subsystems is not required
[29]. The key restrictions are complexity of existing business
processes, necessity to integrate software into information
corporate system, high requirements to operation rate and
guaranteed access to applications [30].

This article is aimed at analysis of technologies and
opportunities of communications with customers using
cloud-based CRM systems.

The study hypothesis is as follows: cloud-based CRM
system allows to automate communications with customer
and processing of customer requests, which positively
impacts implementation of customer-oriented strategy and
promotes increase in company profit.

It can be concluded that the formulated aim was achieved.

2. METHODS

General scientific methods were used to solve the
formulated problems:

a) theoretical: analysis of scientific publications devoted to
the subject in order to analyze the existing techniques and
opportunities to communicate with customers using
cloud-based CRM systems, and to generalize domestic and
foreign experience of operation with cloud-based CRM
systems;

b) empirical: expert online survey to compare the available
cloud-based CRM systems.



The survey was performed among 40 experts involved in
implementation of cloud-based CRM systems in Russian
companies, i.e. it could be assumed that these persons were
well acquainted with the modern trends of development in
this sphere.

The experts aimed at determination of the most popular
cloud-based CRM systems in Russia and at their comparison
in terms of the highlighted criteria.

The following criteria were used for comparison:
integration with accounting systems (external resources),
interface usability (should be intuitive and informative at the
same time), telephony and capability to record phone
conversations, calendar (availability of services to plan
meetings, communications among customers), data import,
acquisition of analytical data and report generation, online
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support in real time, availability of searching and marketing,
transparency of CRM system, storage of data and history of
communications with customers, availability of own cloud,
availability of B2B services, monitoring manager’s operation,
reduction of transaction time, automation of business
processes, cross-platform software, integration with social
networks, Telegram and other messengers.

3. RESULTS

The following cloud-based CRM systems were determined
by the experts as the most popular: Bitrix24, amoCRM,
Terrasoft, SugarCRM, Dynamics CRM.

These CRM systems were compared on the basis of expert
survey (Table 2).

Table 2: Comparison of cloud-based CRM systems

Criteria Bitrix24 amoCRM Terrasoft SugarCRM| Dynamics CRM
Integration with external systems + + + + +
Cloud availability + - - - +
Interface usability ++ +++ ++ ++ +++
Telephony + + + + +
Recording phone conversations + + + - +
Calendar + + + + +
Analysis and report generation + + + + +
Search, marketing + + + + +
Data import Excel Excel Excel Excel Excel, Word
Online support + + + + +
CMS availability + - - - -
System transparency - - - + -
B2B services + + + + +
Storage of data and history off Cloud +| Relational SQL and| Relational | SQL, NoSQL database,
interrelations with customers Relational database NoSQL database /Azure Storage
database databases
Monitoring manager’s operation + + + + +
Reduction of transaction time + + + - +
Automation of business processes + + + + +
Telephony + + + + +
Cross-platform software + +
Integration  with  social networks, + + + - +
Telegram and other messengers
Note: on the basis of expert survey; * — percent of expert references
OneDrive, Google Drive, Dropbox; Microsoft Office

4. DISCUSSION

Let us discuss in more details capabilities and opportunities
of communications with consumers of the considered
cloud-based CRM systems.

Bitrix24. Bitrix24 is not an open source system (though,
free version is available with 5 Gb of cloud space), however,
its advantage is in own cloud for file hosting, but customer
information is stored in relational database.

The system  provides opportunities of
communications, emailing, surveys, integration

video
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document editing, search in documents, calendar, Android
and 10S mobile clients, connection of external mail services,
implementation of tasks, and others.

The system has user-friendly interface. Registration is
sufficiently quick and can be performed using external
services, for instance, Google. The following sections are
presented on the main page: activity stream, tasks, chat and
calls, groups, calendar, disk, mail, CRM, company, time and
reports, sites, applications, CRM marketing, and others.



The Activity stream presents widgets with announcements,
tasks, and popular sections. The Tasks section demonstrates
service of customer listing from database and scheduling
interactions with, as well as data filtering. The Groups section
demonstrates opportunity to create group and its search.
Another services are Calendar: to plan any event, Disk: to
save data; Mail: with integration of top mailing providers.

The highest interest is attracted to CRM section with
subsection Start: showing work flows of managers and
communication dynamics. The Lead subsection presents
Kanban methodology and calendar with clocks. The
Agreement subsection demonstrates stages of deals,
preparation of documents, invoices for advanced payments,
payments in progress, and final invoice. The Invoices and
Proposals subsections are subdivided into two parts: new and
sent to customer. The Reports subsection presents reports
about transactions, commodities, leads, invoices, etc.

The Companies section allows to present graphically
company structure with opportunity to add employee and
department. Time and Report sections allow to develop
absence chart, working time, working summary, working
reports and meetings; manager’s activity is monitored.

The Sites section runs in beta mode: it allows to develop a
company site using existing templates, integration of CMS
system into the site, this has not been used previously. CRM
marketing is available with emailing services, SMS,
messenger and information about calls. In addition, the
system includes telephony services and profiles tuning.

Bitrix24 allows to reduce deal time with customer, it can
acquire complete analytical data and arrange reports, it
provides automation of business processes and allows to
record phone conversions for subsequent analysis. An obvious
advantage is complete integration into social networks and
messengers, in particular, it should be mentioned that the
system is similar to a social network and enables comments
and evaluations by employees.

AmMOoCRM. The main concept of this CRM system is the
service of communications with customer, that is, each
operator switched to amoCRM sends request to a potential
customer from contractors, asks whether the customer is
interested in this or that service, and then, depending on the
customer choice, the conversation is analyzed by experts.
AmoCRM is not an open source software, this is completely
commercial product.

File hosting is based on relational database. It allows to
reduce deal time upon interaction with customer. It is not
cloud-based for file storage. B2B services and automation of
business processes are available. It saves information and
history of communications with customers. The system
provides well-structured telephony and recording of phone
conversations. It can be integrated into social networks and
messengers.

AmMoCRM is a cloud-based system, it is comprised of such
main modules as desktop, deals, tasks, lists, analytics, and
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settings. The Desktop contains such subsections as sales, cold
call, partners, task statistics, last events, search. The Deals
section, as the Desktop, contains Sales, Cold call, Partners
subsections. The Deals are presented in real time and
classified according to current stages from negotiation start to
completion. The Lists section contains separate subsections
for contacts, companies, licenses, commaodities, and services.
The Analytics section provides information for company
authorities, including statistics for duration, amount,
efficiency of deals, completed and noncompleted agreements,
cold calls, etc.

The system provides complete monitoring of managers,
analyzes efficiency of their activities, and evaluates their
actions. It is possible to review all managers, their statistics
and list of deals.

Therefore, this CRM system is sufficiently attractive, it
applies innovative methods relating to interactions with
customer.

Terrasoft. This Russian company is one of the main
producers of CRM systems. Its main product is BMP-online
platform, combining numerous CRM solutions. Flexibility
and scaling up of the platform allow to use it for development
of own CRM solutions, to adjust and to tune the system in
accordance with specificity of industry and features of certain
company. Wide line of CRM solutions is available:
management of sales of any type, automation of company
marketing, arrangement of efficient customer servicing,
simulation of business processes.

The Terrasoft CRM system provides opportunity to develop
unified customer database, maintaining contacts, purchasing
history, customer preferences, without data redundancy.
Unfortunately, cloud services are not provided, though, B2B
services are available. The system allows to save history of
communication with customers and to analyze these data,
thus decreasing the deal cycle. The Terrasoft system allows to
automate business processes with generation of clear
notations to users during simulation.

This system supports telephony with conversation
recording, integration with external services and social
networks is available, interaction with Excel, the interface is
sufficiently user friendly. The system provides monitoring of
manager’s activities with their evaluation, as well as all basic
services for communication with customer, the relevant
information is stored using SQL and NoSQL databases.

According to expert opinion, the advantage of Terrasoft is
opportunity to be tuned to company needs without
involvement of qualified experts. The Terrasoft products are
supported by all popular DBSM and propose solutions based
on Saas (software as a service) and Open Source basis. These
systems are oriented both on industrial and trading
companies. The level of developments allows to arrange
remote working places, to improve operation efficiency of all
employees.



SugarCRM. It is a CRM system not based on recent
innovative technologies, however, providing numerous
services to plan sales, to automate marketing, lead
management, sales automation. This system is used by such
companies as Coca-Cola, IBM, Chevrolet. CRM provides
support for companies with personnel from 1-9 to more than
2,000 employees. It operates with Android and 10S mobile
clients, which provides certain advantages for customers. The
interface is simple and intuitive, similar to Microsoft Office
98.

The CRM system allows to manage sales stages, such as
marketing planning, previous contact, negotiations,
agreements. The system is subdivided into modules and
submodules. The main modules are events, contacts,
contractors, preliminary contacts, deals, projects, requests,
errors, documents, e-mail, and marketing.

The customer information is stored using relational
database. Cloud-based service is unavailable. The system has
B2B services, information about interrelations with
customers. Manager’s activities are monitored not in all
versions. Decrease in time for deal is not stipulated, since only
complete cycle is performed. Automation of business
processes and telephony service are available due to
integration of services from Intelco. Conversation recording
is unavailable, it is provided only in customized versions, the
system doesn’t provide integration with social networks and
messengers.

Therefore, the experts did not reveal any innovation
approaches in this CRM, however, it is sufficiently user
friendly and convenient. However, the experts believe that the
main advantage is that SugarCRM is an open source software,
which can be modified independently according to customer
requirements. Basic version (free software) allows to study the
capabilities of SugarCRM and to implement it further,
module by module, without interruption of routine working
cycle and existing business flowcharts. Remote access is
advantageous: possibility to use the system by any browser
being anywhere in the world, 24 hours a day.

Dynamics CRM. According to the expert opinion, the
Microsoft CRM system is sufficiently innovative, it applies
the most advanced techniques, though, it is not free. This
CRM system executes all functions, which should be in a
CRM system, due to implementation of new services and
opportunities of Microsoft, especially Skype and Microsoft
Azure.

Dynamics CRM is a commercial product, information is
stored using SQL, NoSQL databases and Azure Storage. The
system is sufficiently simple and is the fastest system among
the previously discussed CRM solutions. Regular updates and
expansion of functions are available, as well as maximum
user-friendly interface. The system provides integration with
all programs of Microsoft Office and other external services
due to hosting on Microsoft Azure. Cloud is available due to
integration with One Drive, B2B services, as well as
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opportunity to automate all
demonstration in Workflow.

According to the expert opinion, Dynamics CRM covers
wide range of business tasks: interaction with customers,
complete analytics, monitoring, storage of all information
and history of communications with customers. The system
allows to monitor manager’s activity at all stages of life cycle
of communications with customers, the deal cycle can be
reduced, if required, analytical data are acquired with
appropriate reports; telephony service is provided, in
particular, integration with Skype; phone conversations can
be recorded for subsequent analysis; integration with social
networks and messengers is available.

business processes with

5. CONCLUSION

The following conclusions can be arrived at:

Cloud technologies play an important role in provision of
operation and management of companies and are
advantageous for ordinary customers, reducing licensing fees,
providing free space for file storage and access to the files
anywhere together with the opportunity to use various
software and applications.

Modern CRM decisions, capabilities of CRM systems and
technologies used by each CRM system were analyzed on the
basis of expert survey. The expert survey has demonstrated
that implementation of CRM system is one of prioritized
areas of development of any company, since it can improve
quality of customer services, decrease labor consumptions for
maintenance, and eliminate routine activities.

Therefore, the obtained results have confirmed the
hypothesis that cloud-based CRM system provides
automation of interaction with customer and processing of
customer requests, which positively impacts implementation
of customer-oriented strategy and promotes increase in
company profits.
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