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Abstract: The integration of CRM data analysis is pivotal for business development, enabling personalized
recommendations, optimized marketing campaigns, and enhanced customer loyalty. Future efforts should focus on
testing diverse analysis methods to identify those most relevant for specific organizations. Companies that leverage
effective data analysis will gain a competitive edge in adapting to evolving consumer needs.

Keywords: CRM Data Analysis, Customer Loyalty, Marketing Optimization, Competitive Advantage.
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The purpose of the study to examine the main components of CRM analysis, including
data collection, storage and processing, as well as the use of analytical tools to extract valuable
experience. In a rapidly changing market and increasing competition, customer relationship
management (CRM) is becoming an integral part of the organization. CRM systems are aimed
at improving customer interaction, optimizing business processes and creating long-term
relationships. However, one aspect is the analysis of CRM data, which may consist of analytical
reports [1].

Let's look at the work of a CRM system from the point of view of data analysis. CRM
(Customer Relationship Management) is a set of strategies, technologies and processes that
allow organizations to manage interactions with current and potential customers [2].

The goals of CRM include: (improving customer service; increased sales and profitability;
improve interaction within the team and get feedback faster.)

The data may include contact information, purchase history, records of interactions, as well
as customer reviews, customer messages and emails. Thus, CRM is a promising database that
it is advisable to analyze in order to identify new growth points for the development of the
organization. For example, based on CRM data, implement a technology that will increase
sales[3].

There are analyzers and data visualization tools such as Tableau, Power BI, and built-in
CRM analytics tools. Thanks to them, organizations identify patterns and trends in data.

The main methods are: descriptive analysis: analyzing historical data to understand past
trends; diagnostic analysis: determining the causes of certain events; predictive analysis:
predicting future events based on historical data.

After applying these methods, data analysis is performed and the organization makes
appropriate decisions regarding various business processes, technologies of the organization,
for example: marketing, sales and customer service strategies. Predictive analytics can also help
you identify which customers are most at risk of leaving and act to retain them.

Thus, CRM analysis:

- increase customer loyalty through personalized offers;

- improve customer service: tracking the history of customer interactions and problems,
due to which technical support can promptly solve the customer's problems;

- optimization of marketing campaigns: A-B tests will reduce costs and increase the
effectiveness of advertising;

- increased sales: through a complete analysis of the customer and his preferences.

Examples of successful use of CRM analysis can be seen in a wide variety of industries,
such as retail, service sector, the sphere of finance.

- Retail. For example, Amazon uses CRM analysis to make personalized
recommendations. It means collecting data on previous purchases and customer behavior on
the site, which allows you to offer customized products, which increases the likelihood of a
purchase.

- Service sector. In hotels and restaurants, CRM systems are used to track customer
preferences, such as favorite dishes or hotel rooms. This helps the staff to offer services,
improving the overall service experience and creating loyalty.

- The sphere of finance. Banks and financial institutions use CRM analysis to identify
risks and identify customers who may be interested in new products, as well as for personalized
financial solutions to customers.

Thus, the introduction of CRM data analysis is a promising part of business development.
Creating personalized recommendations, optimizing marketing campaigns and increasing
customer loyalty are just some of the benefits that CRM analysis provides. In the future, it is
advisable to test various hypotheses of CRM data analysis, since some methods may be relevant
to one organization, but not relevant to another. Thus, another goal of the organization when
implementing CRM is to identify relevant data analysis methods, in addition to the classical
methods discussed earlier. This will give a significant competitive advantage in view of the
dynamic development of technology and the changing needs of consumers, successful
companies will be those who will be able to use data analysis capabilities to create and maintain
strong customer relationships.
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