
ISSUE  1
Acceptance of papers January, 2026

Acceptance of 
papers

Published monthly

Topics
economics, 

technology, social
sciences



t.me/scupus_IST2100

Sharipov Kongiratbay Avezimbetovich, 
Doctor of Technical Sciences (DSc), Professor

Ahmed Aziz Ismail 
Doctor of Technical Sciences (DSc), 
Professor (Egypt)

Cham Tat Huei, 
Doctor of Philosophy (PhD), Professor (Malaysia)

Asongu Simplice 
Doctor of Philosophy in Economics (PhD), Cameroon

Abdurakhmanova Gulnora Kalandarovna, Doctor of 
Economic Sciences (DSc), Professor

Lee Chin 
Doctor of Philosophy in Economics (PhD), (Malaysia)

Muhammad Imran Sadiq 
Doctor of Philosophy in Economics (PhD), Professor, 
Malaysia

Rui Dang
Doctor of Chemistry (DSc), Professor, China

Zahoor Ahmed 
Doctor of Philosophy in Economics (PhD), Turkey

Shujaat Abbas
Doctor of Philosophy in Economics (PhD), Russia

Tina A Coffelt
Doctor of Philosophy in Educational Sciences (PhD), 
USA

Kurbonbekova Mohichehra Turobjonovna
Doctor of Economic Sciences (DSc), Professor

Abdikarimova Dinara Rustamxanovna
Doctor of Economic Sciences (DSc), Professor

Razakova Barno Sayfievna
Doctor of Philosophy in Economics (PhD)

Khasanov Sarvar Ulugbek ugli
Doctor of Philosophy in Economics (PhD)

Alimardonov Ilkhom Muzrabshokovich
Doctor of Economic Sciences (DSc), Professor

Electronic publication, Issue 1. 102 pages. 
Approved for publication on January, 2026.

EDITOR-IN-CHIEF:
Mirzaliyev Sanjar Makhamatjon ugli

DEPUTY EDITOR-IN-CHIEF:
Makhmudov Nosir Makhmudovich
DSc., Prof., Academican  

DEPUTY EDITOR-IN-CHIEF:
Ochilov Bobur Bakhtiyor ugli – Senior 
lecturer at TSUI

THE SCIENTIFIC-POPULAR ELECTRONIC 
JOURNAL  "INNOVATION SCIENCE AND 
TECHNOLOGY" HAS BEEN REGISTERED 
UNDER THE NUMBER C-5669633 BY THE 
AGENCY FOR INFORMATION AND MASS 
COMMUNICATIONS (AOKA) OF THE 
REPUBLIC OF UZBEKISTAN, EFFECTIVE 
FROM OCTOBER 9, 2024.

The scientific electronic journal “Innovation 
Science and Technology” has been 
included in the list of scientific publications 
recommended for the publication of 
main scientific results of dissertations 
for the award of PhD and DSc degrees 
in economics and technical sciences, in 
accordance with the Resolution No. 370 
of the Presidium of the Higher Attestation 
Commission of the Republic of Uzbekistan, 
dated May 8, 2025.

CONTACTS

Phone:  +998 50 737 87 88

Website: https://ist-journal.uz

Email: innovationist2025@gmail.com

E d i t o r i a l  b o a r d :



C
O

N
T

E
N

T
S

SOCIAL, ECONOMIC, SCIENTIFIC, AND TECHNICAL ACADEMIC JOURNAL1/2026

t.me/scupus_IST2100
3

https://ist-journal.uz

CONTENTS
BRIEF FEEDBACK ON “AGAT CREDIT” MICROFINANCE ORGANIZATION BASED ON THE REPORT 
OF “KAPDEPO” INVESTMENT COMPANY: CAVEATS FOR LENDERS (BONDHOLDERS)...................................16

Abduganiev Abdulaziz Alisher ugli

IMPLEMENTATION OF EU BEST AGRICULTURAL TRADE PRACTICES IN UZBEKISTAN.................................20
Khulkar Karimova Rakhmanali qizi

THE ROLE OF FOREIGN DIRECT INVESTMENT IN INCREASING SERVICE EXPORTS 
OF UZBEKISTAN...............................................................................................................................................................................26

Jamshid Mirzakhmedov

THE ROLE AND IMPORTANCE OF FINANCIAL MARKETS IN ECONOMIC DEVELOPMENT............................30
Baymanova Mavlyuda Djuraevna, Abdullaeva Shohista, Ubaydullaeva Gulchehra Erkabaevna

КЛИНИЧЕСКАЯ ОЦЕНКА СОСТОЯНИЯ МЕСТНЫХ ИММУННЫХ МЕХАНИЗМОВ ПОЛОСТИ РТА 
У ПАЦИЕНТОВ НА ЭТАПАХ ОРТОДОНТИЧЕСКОГО ЛЕЧЕНИЯ...............................................................................36

Рахимбердыев Рустам Абдунасирович, Сайфулаева Азиза Анваровна

INTEGRATING AI-BASED CUSTOMER ANALYTICS INTO INNOVATIVE RETAIL MARKETING 
STRATEGIES.......................................................................................................................................................................................40

Ostonaqulova Gulsaraxon Muhammadyoqub qizi

FINANCIAL STIMULATION OF INNOVATIVE ACTIVITIES OF ENTERPRISES THROUGH 
INVESTMENTS..................................................................................................................................................................................48

Bahriddinov Nodirbek Zamirdinovich

DIGITAL DENTISTRY: LITERATURE REVIEW......................................................................................................................52
Tursunov Begzod Sherzodovich, Zokirova Nodira Sobitovna

THE LATEST ADHESIVE TECHNOLOGIES IN DENTISTRY.............................................................................................56
Rahimberdiyev Rustam Abdunasirovich, Chinibayeva Ibagul Sarsenbayevna

ENSURING THE ACCEPTABILITY OF QUANTITATIVE AND QUALITATIVE INDICATORS IN THE 
EFFECTIVE ORGANIZATION OF HOUSING FUNDS IN KHOREZM..............................................................................61

Otajonov Tohirjon Khojanazar o‘g‘li

WAYS TO IMPROVE CUSTOMS ADMINISTRATION IN THE REPUBLIC OF UZBEKISTAN.................................67
Usmonova Dilfuza Ilhomovna

CLINICAL ASSESSMENT OF THE STATE OF LOCAL IMMUNE MECHANISMS OF THE ORAL CAVITY 
IN PATIENTS AT DIFFERENT STAGES OF ORTHODONTIC TREATMENT................................................................72

Rakhimberdiev Rustam Abdunasirovich, Saifulaeva Aziza Anvarovna

IMPROVING THE ALGORITHM FOR CONTROLLING THE CUSTOMS TRANSIT INFORMATION SYSTEM 
E-TRANSIT OF THE REPUBLIC OF UZBEKISTAN...............................................................................................................76

Musayeva Shoira Azimovna

DEVELOPMENT TRENDS OF THE AUTOMOTIVE BUSINESS IN UZBEKISTAN.....................................................82
Saidov Dilshodbek Razzakovich

INTEGRATION OF MARKETING STRATEGIES IN RETAIL TRADE ACTIVITIES.....................................................87
Akramov Toxir Abdiraxmanovich

CHALLENGES OF ADOPTING ISLAMIC FINANCE WITHIN CONVENTIONAL BANKING SYSTEMS..............91
Safarov Shuhrat Ismatovich

CRM SYSTEMS AND THEIR IMPACT ON THE RESULTS OF MARKETING STRATEGY IN DISTRIBUTION 
COMPANIES........................................................................................................................................................................................95

Jamoliddinov Fakhriyor Shodiyor o‘g‘li



SOCIAL, ECONOMIC, SCIENTIFIC, AND TECHNICAL ACADEMIC JOURNAL

IN
N

O
V

A
T

IO
N

 S
C

IE
N

C
E

 A
N

D
 T

E
C

H
N

O
L

O
G

Y

t.me/scupus_IST2100
95

https://ist-journal.uz

1/2026

CRM SYSTEMS AND THEIR IMPACT ON THE 
RESULTS OF MARKETING STRATEGY IN 

DISTRIBUTION COMPANIES

Jamoliddinov Fakhriyor Shodiyor o‘g‘li
Tashkent State University of Economics 

ORCID:0009-0001-1013-6628
faxriyor.jamoliddinov@gmail.com  

Abstract: This article examines the strategic role of CRM systems in enhancing marketing effectiveness within distributor 
companies. It highlights how integrated CRM tools improve partner segmentation, trade promotion management, and 
sales productivity through automation and analytics. The study also outlines an implementation roadmap and identifies 
key challenges such as user adoption and data quality. Overall, the article demonstrates how CRM transforms distributor 
marketing from transactional operations into data-driven, value-based partnership management.

Key words: CRM systems, distributor companies, marketing strategy, partner management, marketing automation, data 
analytics, sales productivity, trade promotion.

Annotatsiya: Ushbu maqolada CRM tizimlarining distribyutor kompaniyalarida markеting samaradorligini oshirishdagi 
stratеgik ahamiyati tahlil qilinadi. Intеgrasiyalangan CRM vositalari hamkorlarni sеgmеntasiya qilish, savdo 
promoaksiyalarini samarali boshqarish hamda avtomatizasiyalash va tahliliy instrumеntlar orqali savdo natijalarini 
yaxshilashda yuqori xizmat qilishiga alohida e'tibor qaratilgan. Shuningdеk, maqolada CRM joriy etish yoʻl xaritasi va 
asosiy muammolar — masalan, foydalanuvchilar tomonidan qabul qilinishi va ma'lumotlar sifati — ham kеng qamrab 
olingan. 

Kalit so‘zlar: CRM tizimlari, distribyutor kompaniyalar, markеting stratеgiyasi, hamkorlarni boshqarish, markеting 
avtomatizasiyasi, ma'lumotlar tahlili, savdo samaradorligi, savdo promoaksiyalari.

Аннотация: В данной статье рассматривается стратегическая роль CRM-систем в повышении эффективности 
маркетинга в дистрибьюторских компаниях. Подчеркивается, как интегрированные CRM-инструменты улучшают 
сегментацию партнеров, управление торговыми промоакциями и продуктивность продаж за счет автоматизации 
и аналитики. Исследование также описывает дорожную карту внедрения и выделяет ключевые вызовы, такие как 
принятие системы пользователями и качество данных. В целом, статья демонстрирует, как CRM трансформирует 
маркетинг дистрибьюторов, превращая транзакционные операции в управление партнерскими отношениями на 
основе данных и ценности.

Ключевые слова: CRM-системы, дистрибьюторские компании, маркетинговая стратегия, управление партнерами, 
маркетинговая автоматизация, аналитика данных, продуктивность продаж, торговые промоакции.

I N T R O D U C T I O N
In the complex intermediary landscape of distribution, where relationships with retailers and business 

partners form the core of operations, the strategic deployment of Customer Relationship Management (CRM) 
systems has emerged as a critical determinant of marketing success (Accenture, 2022). Far beyond a simple 
digital Rolodex, modern CRM platforms serve as the central nervous system for a distributor’s marketing 
strategy, integrating data, automating processes, and enabling personalized engagement at scale. For 
distributor companies, which must balance the demands of manufacturers upstream with the needs of diverse 
retailers downstream, a fragmented view of the customer leads to inefficient marketing, missed opportunities, 
and strained partnerships. Traditional relationship management, reliant on personal rapport and disjointed 
spreadsheets, is ill-equipped for the velocity and volume of modern trade (Accenture, 2023). Consequently, 
CRM systems are no longer a discretionary IT investment but a foundational marketing technology that directly 
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shapes strategic outcomes—from campaign return on investment (ROI) and retailer loyalty to sales force 
productivity and market share growth. This article examines the transformative influence of integrated CRM 
systems on the formulation and execution of marketing strategies within distributor companies, with a specific 
focus on how these tools enable a shift from transactional to strategic, insight-driven partnership marketing.

L I T E R A T U R E  R E V I E W
The theoretical foundation for CRM in distributor marketing draws from multiple disciplines. The Relationship 

Marketing paradigm, pioneered by Morgan and Hunt (1994), establishes trust and commitment as central 
to business partnerships, which CRM systems institutionalize through structured interaction tracking. The 
Resource-Based View (RBV) theory (Barney, 1991) positions CRM capabilities and the resulting partner data 
as valuable, rare, and difficult-to-imitate resources that can yield sustained competitive advantage. Customer 
Lifetime Value (CLV) models, extensively developed by Kumar and Reinartz (2018), provide the financial 
rationale for CRM investments by quantifying the long-term profitability of business partners. In the context of 
digital transformation, research on technology adoption by Davis (1989) with the Technology Acceptance Model 
(TAM) helps explain user resistance and adoption challenges. Studies on sales force automation by Ahearne 
et al. (2008) and on marketing automation by Chaffey & Ellis-Chadwick (2022) detail the specific mechanisms 
through which CRM tools enhance productivity and campaign effectiveness. Furthermore, literature on B2B 
channel management by Stern et al. (1996) and contemporary analyses of digital trade promotion by NielsenIQ 
(2023) contextualize CRM’s role within the specific dynamics of distributor-retailer relationships.

For a distributor, the «customer» is predominantly a business partner—a retailer, a wholesaler, or another 
channel intermediary. Managing these relationships effectively is the essence of distributor marketing, and 
this is where CRM systems provide unparalleled strategic value (Buttle & Maklan, 2019). At its core, a CRM 
centralizes all interactions, transactions, and communications with each business partner, creating a 360-
degree view that is accessible across sales, marketing, and service teams. This holistic visibility is the bedrock 
of strategic marketing. First, it enables advanced partner segmentation. Instead of categorizing retailers merely 
by size or volume, distributors can use CRM data to segment based on profitability, growth potential, promotional 
responsiveness, and strategic alignment. This allows for the development of tiered marketing strategies, where 
high-potential partners receive dedicated resources, co-created business plans, and exclusive offers, while 
standard partners are managed efficiently through automated programs (CSO Insights, 2022). Second, CRM 
systems transform trade promotion management. By tracking the history and outcome of every promotional 
campaign linked to specific retailers, marketing teams can analyze what works. They can correlate promotional 
spend with uplift in sales for each partner, identify which product categories respond best to discounts with 
which retailer type, and optimize future promotional budgets for maximum ROI, moving from a scattergun 
approach to a precision-targeted one (Deloitte, 2023). Ultimately, a strategic CRM shifts the distributor’s role 
from that of a logistics provider to a value-added consultant. Armed with data-driven insights into a retailer’s 
performance and market trends, the distributor’s sales and marketing teams can engage in joint business 
planning, offering advice on assortment optimization, shelf-space allocation, and local marketing tactics that 
drive mutual growth (Forrester Research, 2023).

The influence of CRM on marketing outcomes is realized through specific, powerful capabilities that are 
integrated within modern platforms. Centralized Partner Profiling is the foundational capability, aggregating 
data from order history, communication logs, service tickets, and even social media interactions into a single, 
dynamic record (Gartner, 2022). This eliminates information silos and ensures that every customer-facing 
employee has the full context for any interaction. Building on this, Marketing Automation modules allow for the 
automated execution of personalized communication flows. For example, a CRM can automatically trigger a 
personalized email with a relevant upsell offer after a retailer places a core category order, or send a reorder 
reminder for fast-moving items based on historical purchase cycles (Harvard Business Review, 2021). This 
ensures consistent, timely, and relevant touchpoints that nurture the relationship without overwhelming the 
marketing team with manual tasks. Analytics and Reporting tools embedded within CRM systems provide 
the insights necessary for strategic decision-making. Dashboards can visualize key account health metrics, 
track campaign performance in real-time, and highlight trends in partner purchasing behavior (HubSpot, 2023). 
Perhaps most powerfully, Integration with Mobile Sales Applications extends the CRM’s power to the field. 
Sales representatives can access real-time inventory levels, personalized promotional offers for their next store 
visit, and the complete history of that retailer while on the go. This empowers them to execute in-store marketing 
activities—such as ensuring planogram compliance or setting up promotional displays—with precision and 
allows them to input data (like competitor activity or shelf photos) directly back into the CRM, closing the loop 
between strategy and execution (IBM, 2022).
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R E S E A R C H  M E T H O D O L O G Y
This study employs a qualitative and analytical research design based on secondary data from industry 

reports, academic literature, and implementation case studies. The methodology includes:

•	 Systematic Review: Analysis of academic publications on CRM, relationship marketing, and B2B sales 
effectiveness, alongside industry benchmarks from leading consulting firms (McKinsey, Deloitte, Forrester).

•	 Comparative Analysis: Evaluation of Key Performance Indicators (KPIs) before and after CRM 
implementation, using aggregated data from multiple industry sources to quantify impact.

•	 Framework Synthesis: Development of a phased implementation roadmap based on analysis of best 
practices and common failure points documented in CRM deployment literature.

•	 The core findings are presented through comparative KPI analysis and a structured implementation 
framework.

Table 1: Impact of CRM Adoption on Distributor Marketing KPIs

KPI Before CRM 
Implementation

After CRM 
Implementation Primary CRM Driver

Campaign ROI 1.8x 3.2x Targeted segmentation & promotion 
tracking

Retailer Retention Rate 72% 89% Proactive service & personalized 
communication

Sales Team Productivity (Calls/
Deals per Rep) Base (100) 135 Mobile access & automated task 

management

Cross-Sell/Up-Sell Rate 12% 21% Insight-driven recommendations & 
trigger-based marketing

Marketing Lead Conversion Rate 
(New Retailers) 22% 38% Streamlined lead management & 

nurturing workflows
Source: Adapted from Salesforce State of CRM (2024) and McKinsey B2B Sales Benchmark (2023)

The table 1 demonstrates the quantifiable impact of CRM systems on core marketing and sales effectiveness 
metrics for distributors. The near-doubling of Campaign ROI from 1.8x to 3.2x is a direct result of the CRM’s 
ability to target promotions based on deep retailer insights and then meticulously track their performance, 
eliminating wasted spend (Deloitte, 2023). 

A N A LY S I S  A N D  R E S U LT S
The significant increase in the Retailer Retention Rate highlights CRM’s role in strengthening partnerships 

through data-driven, proactive engagement and efficient issue resolution, turning satisfied retailers into loyal 
ones (Forrester Research, 2023). The 35% boost in Sales Team Productivity stems from CRM mobile tools 
that eliminate administrative tasks, provide real-time information, and intelligently route the sales rep’s next 
best action (IBM, 2022). The substantial growth in Cross-Sell/Up-Sell Rate shows how CRM analytics uncover 
hidden opportunities within existing accounts, while automated workflows ensure these opportunities are 
acted upon at the right moment (Harvard Business Review, 2021). Finally, the improvement in Marketing Lead 
Conversion for new retailers underscores how a CRM system professionalizes the front end of the marketing 
funnel, ensuring no prospect falls through the cracks and that each is nurtured with relevant content until they 
become a partner (Gartner, 2022).

Successfully harnessing a CRM’s strategic potential requires more than a software purchase; it demands 
a deliberate implementation and integration strategy (McKinsey & Company, 2023). The journey should begin 
with a Phase of Process Definition and Data Migration (Months 1-4). Before any technology is configured, a 
distributor must map its key marketing and sales processes—from lead generation and retailer onboarding to 
trade promotion execution and loyalty program management. Concurrently, existing data from spreadsheets, 
legacy systems, and individual records must be cleaned, standardized, and prepared for migration. The goal 
of this phase is to align the technology with the business’s strategic marketing objectives, not the other way 
around (Microsoft & Accenture, 2023). The subsequent Phase of Core Deployment and Training (Months 
5-9) focuses on rolling out the core CRM modules, typically starting with sales force automation and partner 
management. Intensive, role-based training is critical here, emphasizing not just how to use the software, 
but how it enables each team member—from the marketing manager to the field sales rep—to perform their 
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role more strategically and efficiently. Change management is essential to overcome resistance and foster 
adoption (Microsoft Dynamics 365, 2023). The final, ongoing Phase of Advanced Integration and Optimization 
(Months 10+) is where the full strategic value is unlocked. This involves integrating the CRM with other critical 
systems: the Enterprise Resource Planning (ERP) system for real-time inventory and order data, Marketing 
Automation platforms for seamless campaign execution, and Business Intelligence (BI) tools for advanced 
predictive analytics (Payne & Frow, 2017). This creates a closed-loop ecosystem where marketing strategies 
are informed by unified data and their outcomes are measured and fed back into the system for continuous 
refinement.

Table 2: Phased CRM Implementation Roadmap for Distributors

Phase Timeline Key Actions Critical Success 
Factors

Expected Marketing 
Outcomes

1. Process & Data Months 
1-4

Map core marketing/sales 
workflows.

Executive sponsorship 
& cross-functional 
team.

Clear blueprint aligning 
CRM with marketing 
strategy.

Clean & standardize legacy 
partner data. 
Define KPIs and reporting 
needs.

Data governance 
policy established.

High-quality «single source 
of truth» established.

2. Core Deployment Months 
5-9

Configure sales & partner 
management modules.

Strong change 
management & user 
support.

>80% user adoption rate.

Deploy mobile CRM for 
field teams. 
Conduct immersive, role-
based training.

Training linked to daily 
job functions.

Improved data entry & 
visibility in pilot regions.

3. Integration & Scale Months 
10+

Develop advanced 
analytics dashboards.

IT & business unit 
collaboration.

360° partner view enabling 
personalized marketing.

Connect to email & 
marketing automation. 
 
Develop advanced 
analytics dashboards.

Continuous feedback 
loop for system 
optimization.

Measurable improvement 
in campaign ROI & 
retention.

Source: Author’s framework based on Microsoft Dynamics 365 and Accenture implementation best 
practices (2023)

This roadmap above provides a structured path to avoid common pitfalls and ensure the CRM becomes 
a marketing asset, not a shelf ware liability (McKinsey & Company, 2023). Phase 1 is foundational; failing to 
define processes and clean data here will cripple the system with garbage-in/garbage-out outcomes, rendering 
marketing insights useless (Microsoft & Accenture, 2023). Phase 2 hinges on people; technology alone 
fails without adoption. Training must translate software features into tangible benefits for each user’s daily 
marketing and sales activities to drive utilization (Microsoft Dynamics 365, 2023). Phase 3 is where strategic 
differentiation is achieved. The integration with ERP is particularly crucial for distributors, as it allows marketing 
to promise only what can be delivered and to design promotions based on actual stock levels. The connection 
to marketing automation turns insights into action at scale, enabling the personalized, trigger-based campaigns 
that define modern partner marketing (Payne & Frow, 2017). The ultimate outcome is a fully leveraged system 
that provides the insights and automation needed to execute a sophisticated, data-driven marketing strategy.

The path to CRM-driven marketing excellence is not without obstacles. A primary challenge is user adoption 
resistance, often from field sales teams accustomed to autonomy who may view CRM as a micromanagement 
tool (Zoltners, Sinha, & Lorimer, 2020). Overcoming this requires clear communication of the «what’s in it for 
me,» demonstrating how mobile CRM saves them time, helps them sell more, and makes them more effective 
advisors to their retailers. Data quality and maintenance is a perpetual concern; a CRM is only as good as 
the data within it. Establishing a culture of data ownership, where entering and updating information is seen 
as a core part of everyone’s job, is essential (Salesforce, 2024). Furthermore, integration complexity with 
legacy systems can be daunting and requires dedicated technical resources and a phased approach (Payne 
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& Frow, 2017). To justify the investment and guide continuous improvement, distributors must track the right 
Key Performance Indicators (KPIs). These should go beyond basic software usage metrics to include strategic 
marketing outcomes directly influenced by the CRM, such as Partner Lifetime Value (PLV), marketing-originated 
revenue, cost-per-acquisition for new retailers, and the share of wallet within key accounts (Zoltners, Sinha, & 
Lorimer, 2020). Regularly reviewing these metrics in relation to CRM adoption levels provides a clear picture 
of return on investment and guides further optimization of both the tool and the marketing strategies it enables.

For distributor companies navigating an increasingly data-driven and relationship-centric marketplace, a 
sophisticated CRM system is no longer an administrative support tool but the central engine of an effective 
marketing strategy (Buttle & Maklan, 2019). By providing a unified view of the partner, enabling precision 
targeting and personalization, and empowering the entire commercial team with real-time insights, CRM 
technology directly elevates marketing outcomes—from the efficiency of promotional spend to the strength and 
profitability of retailer relationships (Forrester Research, 2023). Successful implementation requires a strategic 
approach that prioritizes people and processes alongside technology, followed by deep integration to create a 
seamless flow of insight and action. Distributors who master this integration will find their CRM evolving from 
a system of record into a system of engagement and, ultimately, a system of intelligence. This transformation 
allows them to move beyond transactional interactions and build differentiated, consultative partnerships with 
their retailers, securing a sustainable competitive advantage grounded in superior understanding and service. 
In essence, the strategic influence of CRM is to empower distributor marketing to be more proactive, more 
personalized, and more powerfully aligned with the ultimate goal: driving mutual growth with every partner in 
the channel.

C O N C L U S I O N S  A N D  S U G G E S T I O N S
In conclusion, CRM systems represent far more than a sales tracking tool for distributors; they are the 

strategic linchpin of a modern, data-driven marketing approach. By centralizing partner intelligence, automating 
engagement, and providing actionable insights, CRM technology enables distributors to execute targeted trade 
promotions, build deeper retailer loyalty, and empower their sales force—all of which translate directly into 
superior financial performance and competitive advantage.

Final Scientific Recommendations:
1.	 Adopt a Phased, Process-First Implementation: Avoid a “big bang” software rollout. Begin by mapping 

and optimizing core marketing and sales processes (e.g., lead-to-cash, promotion management). Clean and 
standardize existing partner data before migration. This ensures the CRM supports an effective strategy rather 
than automating inefficient workflows.

2.	 Invest Heavily in Change Management and Role-Based Training: User adoption is the single greatest 
determinant of CRM success. Training must clearly demonstrate “what’s in it for me” for each user group—
showing marketing managers how to measure ROI, sales reps how to save time and sell more, and service 
teams how to resolve issues faster.

3.	 Pursue Strategic Integrations for a 360-Degree View: To unlock full value, integrate the CRM with the 
Enterprise Resource Planning (ERP) system for real-time inventory/order data, with marketing automation 
platforms for campaign execution, and with business intelligence (BI) tools for advanced analytics. This creates 
a closed-loop system where marketing strategy is informed by unified data.

4.	 Establish a CRM Governance Council: Create a cross-functional team (Marketing, Sales, IT, Finance) 
responsible for ongoing system optimization, data quality maintenance, and KPI review. This ensures the CRM 
evolves as a strategic asset aligned with changing business and marketing goals.

By following these recommendations, distributor companies can successfully implement CRM not as a 
cost center, but as a central engine for strategic marketing growth and sustainable competitive differentiation.
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