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Abstract: In the conditions of dynamic global market competition, some elements of business activities, such as
sales, marketing, creation of leads and loyal customers, represent some of the mostimportant elements of a success-
ful, efficient and sustainable business, perhaps even more important than the production of a modern and quality
product. That is why sustainable competitiveness is increasingly sought today through the elements of continuous
implementation of innovative content and adequate technical-technological solutions in the implementation of
ICT and information systems, as well as through the optimization of production/business processes, based on the
same foundations. Research shows that mutual relations, i.e. knowing the needs, habits and wishes of clients, as well
as satisfaction with good business cooperation and increasing loyalty, on the one hand, and adapting the product
or production itself to such requirements, on the other hand, represent quality more and an unavoidable factor of
efficient and sustainable business. In the era of digitalization of business activities, all necessary elements of rela-
tions with clients are represented through modules (operational, analytical and organizational) of the Customer
Relationship Management-CRM information system, which today also includes parts of e-marketing, e-commerce
and customer support. All researches in this regard point to the fact that all elements of the implemented CRM busi-
ness information system are in some correlation relationships, but that they function successfully only if these sys-
tems are necessarily coherent and compatible. The paper analyzes and points to correlational relationships, as well
as elements of necessary coherence and cause-and-effect complementarity and compatibility of CRM information
systems with information systems of e-marketing, e-commerce, and techniques and tools of ICT support for users,
with the aim of more efficient business and generation sustainable competitiveness.

Keywords: Customer Relationship Management CRM, e-marketing, e-commerce, information systems,
fashion industry.

ZNACA) KOMPATIBILNOSTI UPRAVLJANJA
ODNOSIMA SA KUPCIMA, E-MARKETINGA |
E-TRGOVINE INFORMACIONIH SISTEMA U CILJU
POBOLJSANJA POSLOVNE EFIKASNOSTI

Rezime: U uslovima dinamicne globalne trzisne konkurencije, neki elementi poslovnih aktivnosti, kao sto su pro-
daja, marketing, stvaranje lidova i lojalnih kupaca, predstavljaju neke od najvaznijih elemenata uspesnog, efika-
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snog i odrZivog poslovanja, mozZda vaznije ¢ak i od same proizvodnje modernog i kvalitetnog proizvoda. Zato
se odrZiva konkurentnost danas sve vise trazi kroz elemente kontinuiranih implementacija inovativnih sadrZaja i
adekvatnih tehnicko-tehnoloskih reSenja u delu implementacije IKT i informacionih sistema, kao i kroz optimiza-
ciju proizvodnih / poslovnih procesa, zasnovanu na istim osnovama. IstraZivanja ukazuju da medjusobni odnosi,
odnosno poznavanje potreba, navika i Zelja klijenata, kao i zadovoljstvo dobrom poslovnom saradnjom i pove-
canje lojalnosti, sa jedne, i prilagodjavanje proizvoda ili same proizvodnje takvim zahtevima, sa druge strane,
predstavljaju kvalitet vise i nezaobilazan faktor efikasnog i odrzivog poslovanja. U eri digitalizacije poslovanih
aktivnosti, svineophodni elementi odnosa sa klijentima su zastupljeni kroz module (operativni, analiticki i organi-
zacioni) Customer Relationship Management-CRM informacionog sistema, koji danas obuhvata i delove e-mar-
ketinga, e-trgovine i podrske korisnicima. Sva istraZivanja u tom pogledu ukazuju na injenicu da su svi elementi
implementiranog CRM poslovnog informacionog sistema u nekim korelacionim odnosima, ali da uspesno funkci-
onisu samo ukoliko su ti sistemi neophodno koherentni i kompatibilni. Rad analizira i ukazuje na korelacione od-
nose, kao i elemente neophodne koherentnosti i uzrocno-posledi¢ne komplementarnosti i kompatibilnosti CRM
informacionih sistema sa informacionim sistemima e-marketinga, e-trgovine, i tehnikama i alatima IKT podrske
korisnicima, a u cilju efikasnijeg poslovanja i generisanja odrzive konkurentnosti.

Kljucne redi: upravljanje odnosima sa kupcima, e-marketing, e-trgovina, informacioni sistemi, modna indu-
strija.

1.INTRODUCTION duction entrepreneurship today must combine pro-
duction and the scientific and research sector, state

administration and education, in order to ensure the
acquisition of new knowledge and skills, along with
the generation and production-economic valorization
of innovations and the diffusion and implementation
of new technologies (based on ICT, i.e. IS), and com-
panies that aspire to leadership positions in the mar-
ket, must function flexibly and proactively within the
framework of the new dynamic environment, i.e. they
must respond promptly and adequately to changes,
generating high quality and cheap products. Informa-
tion systems implemented in such companies would
have to enable sustainable competitiveness in all pro-
duction/business activities, which indicates the ne-
cessity of integrating human and technical resources
and continuous development of innovative processes
and quality, attractive and cheap products, with the
prediction of flexibility, adaptability and compatibili-
ty of those production /business information systems,
for the purpose of readiness and ability to quickly re-
act to changing market demands.

Throughout history, man has strived to make his
life easier, trying to reduce the work he does to the
smallest possible extent and burden. With the devel-
opment of human thought, he has devised increas-
ingly complex tools and machines with energy and
power that far exceed human capabilities. The ten-
dency to design and generate machines that could
replace humans has become more of a priority today
than ever, so new machines are more and more com-
pletely replacing humans in many monotonous, diffi-
cult or dangerous jobs, with the tendency to increas-
ingly rely on the so-called artificial intelligence. Thus,
the process of industrialization accelerated the devel-
opment of new, more efficient and perfect machines
that are used in all branches of industry, from various
specialized machines, through various automata and
aggregates, to universal machines and robots. It can
be said that a modern and profitable industry today is
unthinkable without the timely and rapid implemen-
tation of quality and efficient resources and comple-
mentary and adequate strategies of work and devel-
opment, with a firm reliance on information technol- In times when a millionth part of a value brings an
ogy [1]. That is why today the stimulation of research advantage in quality or economic valorization, when
and development processes of companies must be  crucial nuances in making decisions about the expedi-
accepted, with a focus on four areas of action: from  ency and justification of changes or implementation,
product innovations and technological processes, to  proper and efficient automation and optimization of
innovations in the organization of the production sys-  production and business processes, increasingly oc-
tem or marketing, with a special emphasis on efficient  cupies a special place, and represents a new stage of
optimization and practical implementation of coher-  industrial development [1]. Since competitiveness in
ent and compatible technical and technological inno-  the global market today primarily means increased
vations and information systems. This means that pro-  investment in research into new technologies, prod-
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ucts and markets, of course with optimization and
rationalization of costs, companies must continu-
ously strengthen their competitive capabilities, with
accelerated work and constant cost reduction, i.e. in-
creasing productivity and business efficiency, which
requires the existence of efficient and adequate in-
formation (production or business) systems [2, 3].
The state of the global market today is such that the
focus of interest is on business information systems,
which integrate human and technical resources and
continuously develop innovative business process-
es, but which must be flexible and capable of quick
reaction to changing market demands, all with the
aim of achieving a sustainable competitiveness in all
business activities. On the other hand, it should be
pointed out that information chains very often lack a
feedback loop in terms of information from the pro-
duction process, and especially information from the
end users - consumers, who should essentially deter-
mine and direct the needs and interests for certain
products (which is important for everything, especial-
ly for the clothing industry), which of course requires
the undertaking of a whole series of planning and
control activities, with adequate systems of commu-
nication with the environment, but it also implies the
existence of efficient and adequate management and
organizational information systems [2, 4].

It is also obvious that the improvement of infor-
mation technologies has drastically increased the
amount of data and information, and therefore the
knowledge available to people, which requires and
causes that the efficient performance of almost all
types of work in any field of activity must be accom-
panied by the exploitation of that data and informa-
tion [5], and it can be said that it is almost unthinkable
without integrated databases and the implementa-
tion and exploitation of ICT and information systems
[2, 4]. Thus, depending on the already defined busi-
ness policies, each company determines its organi-
zational structure, according to which it projects and
generates its business information system, composed
of different and specific, interactive and comput-
er-based information systems, which use sophisticat-
ed data collection and analysis models, specialized
databases, as well as decision models [5, 6]. Examples
of all of the above are, for example, modern ERP - En-
terprise Resource Planning System systems, which
under one interface and through various applications,
perform the integration of a number of specialized in-
formation systems using a common database, or the
integration of structured systems according to func-
tional areas and processes (eg: Supply Chain Manage-
ment, Customer Relationship Management, Service
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Management, logistics, marketing, etc.), but also SCM
information systems or CRM information systems,
which today also include marketing, sales and tools
for ICT support [3, 6].

Figure 1: ERP system elements [7]

2. CUSTOMER RELATIONSHIP
MANAGEMENT

Today, in times of total globalization, market-ori-
ented economy and mass exploitation of ICT tech-
nologies and information systems, on the one hand,
and specific desires, new ways of communication and
ways of trading on the other hand, the production of
quality and cheap products is no longer the basis of ef-
ficient business, but they are quantitative and qualita-
tive implementation of ICT technologies and systems,
and more and more components of implemented
business and service information systems. Of course,
in this context, it should be especially mentioned, as
one of the most important components or a charac-
teristic of the possible existence of modern custom-
er relationship management systems today, the ex-
ploitation of the Internet, with all existing techniques
and communication technologies (e-Mail, web, etc.),
because the core generating good relations with cus-
tomers is primarily good, efficient and timely commu-
nication. On the other hand, the very development
of the so-called In recent years, the ERP system has
been moving in the direction of obtaining solutions
based on the Internet and indicated the importance
of accessing system resources from any place and at
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any time, so that's how it came to be the generation of
specialized information systems, such as e-commerce
systems, customer relationship management, supply
chain management, advanced planning and schedul-
ing - production optimization, etc. [4, 5].

Of course, as the Internet has become one of the
mostimportant channelsfor communication between
producers, suppliers, consumers and sales partners in
all industrial branches, it should be noted that e-com-
merce has increasingly become a central element of
modern business, which along with e-marketing and
technical and customer support, precisely represents
one of the most important components of modern
business - customer relationship management. The
reason for this is, among other things, the business
philosophy of greater profitability in retaining exist-
ing clients than in seeking new ones, which is consist-
ent with the so-called Pareto rule in sales and market-
ing, and is supported by the fact that around 80% of
companies' revenue is generated thanks to so-called
"old" customers, with whom one can communicate
via the Internet regarding, for example, the design of
new products, marketing strategy or content innova-
tion [8]. Thus, today, one of the elements of modern
business or one of the business information systems,
such as Customer Relationship Management, increas-
ingly occupies a special place and gains importance
in modern and efficient business, because companies
are increasingly paying attention to the importance
adequate and proper maintenance of relations with
customers, on sound foundations and with long-term
principles [9, 10]. Otherwise, acquiring customers in-
volves effective positioning on search engines, con-
tacting customers, and offering products and services
in a way that reduces the attractiveness of other pro-
viders, which is only a prerequisite because only then
do customer retention and loyalty take precedence
and become the main drivers of achieving long-term
profitability. It can be said that Customer Relationship

Management represents a continuous business pro-
cess at all organizational levels, of systematic collec-
tion, analysis and use of information about customers,
so it can also be defined as strategy of business and
communication with customers, with the aim of col-
lecting information about them, which would other-
wise be be used to increase customer satisfaction and
loyalty on the one hand, and a better, longer, more
stable and more profitable relationship on the other
[2, 11, 12]. It is obvious that the main goal of the exist-
ence of CRM is the integration of the basic function-
alities of the CRM system, divided into several units
- sectors: sales (through recognition and qualification
of leads, sales opportunities, etc.), marketing (through
marketing campaigns, generation of leads, creation
databases, etc.), customer support (through request
management, customer support, customer training,
development, etc.) and after-sales activities (through
deliveries, logistics, billing, reports, etc.), with the cus-
tomer relations sector [6, 9, 13].

Of course, it is known that the goals of any strat-
egy, including the CRM strategy, would be effective,
they must be measurable and standardized according
to CRM standards, with an emphasis on personaliza-
tion and meeting the needs of clients, which are ways
of obtaining satisfied and loyal customers.

In this context, it should be immediately empha-
sized that in the web environment, it is necessary to
distinguish between two concepts that characterize
CRM information systems - the concepts of customi-
zation and personalization, because while in person-
alization, the web application recognizes the user and
adjusts the content, customization allows the user to
separate the important from the unimportant and
select the content that interests them, noting that
the implementation of personalization is implied in
modern CRM applications, as well as in other areas of
e-business.

Figure 2: Integrated CRM system [14]
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Another essential element for the proper and ef-
ficient exploitation of a customer relationship man-
agement system is the existence of a clearly defined
performance measurement system or so-called met-
rics system, which increases the chances of a compa-
ny's success if it is designed and used in the right way,
while the absence of appropriate customer relation-
ship management system indicators can contribute
to creating a negative impact on mutual communi-
cation and customer satisfaction [15]. Of course, it
should be noted that unlike a customer relationship
management system, which is viewed as a single enti-
ty, a metrics system must have a global character and
must meet criteria according to which process-based
metrics are defined at all levels, aligned with the com-
pany's strategy and covering all relevant processes.

Otherwise, the comprehensiveness and diversifi-
cation of CRM information systems are indicated by
data a wide area of work and activity, so it is for exam-
ple the so-called operational CRM in charge of daily
communication with clients (collects, stores, process-
es, analyzes, interprets and reports on client data), and
the task of ensuring the automation of horizontal pro-
cesses, including sales, marketing and client support
information systems [9, 13, 15]. On the other hand, if
there is a large amount of data from heterogeneous
sources, the most complex segment of CRM informa-
tion systems is used - the so-called analytical CRM,
which, based on a detailed analysis of the collected
data, creates a picture of the client and their needs
and desires, and is based on the concepts of business
intelligence and data warehousing, i.e. it functions ac-
cording to the data storage system. It is obvious that
this segment of CRM does not need to be in direct
contact with clients, because it processes the range
of data obtained from operational and collaborative
CRM, and based on that it generates decisions and
strategies (especially in the part of planning market-
ing activities). The third segment - the area of activity
is the so-called organizational or collaborative CRM,
with the role of establishing contacts and interaction
with clients, through the interactive use of traditional
(direct contact, telephone, fax) and modern media or
technologies (e-mail, web, applications, SMS, etc.), all
with the aim of raising the level of quality of commu-
nication with clients [13, 15].

What needs to be emphasized in CRM information
systems is that acquiring customers basically takes
place through the classic AIDA mechanism, which is
based on taking a potential customer through the
stages of Attention, Interest, Desire and Action, and im-
plies that it is necessary, first to attract attention of a
potential client, followed by the stage of stimulating
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interest, which should arouse desire, in order to ulti-
mately result in the final action - the very act of pur-
chase [2, 13].

As each company represents a universe for itself,
in terms of the type and scope of work, work and
development strategy, quantitative and qualitative
structure of employees, scope of implementation and
degree of compatibility of information systems, as
well as many other performances, so it is not possible
to generate a universal CRM, because and the require-
ments and possibilities of generating effective CRM
information systems are very specific and diversified,
i.e. necessarily original and adaptable [15]. All of this,
in the CRM software solutions market, requires spe-
cialized manufacturers with applications for specific
business areas, market segments or specific industries
- so-called CRM point solutions, then for manufactur-
ers of software packages to support business process-
es that include contacts with consumers - CRM suites,
as well as manufacturers of CRM modules within ERP
solutions - Enterprise application suites [16].

Today, some of the most famous solutions in
the field of customer relationship management are
Salesforce CRM, Microsoft Dynamics CRM and Sugar-
CRM. Salesforce CRM is based on the cloud computing
concept, with a simple working environment and the
ability to adapt to the needs of the client, as well as
functionalities such as: creating a closed social net-
work with employees and clients, constant commu-
nication with clients on public social networks, etc.
Microsoft Dynamics CRM integrates information from
various sources, storing customer information in a
single database, and its functionalities include multi-
lingualism, creating reports in a short period of time,
automating business processes, communicating with
customers on cloud computing, and integration with
Microsoft Azure. The SugarCRM web application is
built on open standards and the open source LAMP
(Linux, Apache, MySQL, PHP) platform, and supports
working with MySQL, SQLServer and Oracle databas-
es, enabling the creation and maintenance of a cus-
tomer profile, from first contact to sales execution and
post-sales activities.

In the overall theorizing and consideration of the
most important characteristics of marketing and es-
pecially public relations management, one cannot
ignore the data on the segments of new elements
of these business processes and their information
systems in the areas of lead generation, training and
providing support to clients, sales and after-sales ac-
tivities, as well as elements of management of the so-
called key customers. Management of key customers
- Key Account Management is one of the instruments
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of marketing management, which should be consid-
ered as part of marketing relations, with a note that
the concept of the so-called relational marketing or
relationship marketing, based on establishing, build-
ing and maintaining mutual, good and long-term
correlational relationships with key clients. It can be
said that the relational aspect is the most important
component of managing key customers, and there-
fore KAM can be seen as a concept of introducing
the principle of marketing relations into the policy
towards customers, in order to ensure greater interac-
tion and their integration in value creation based on
the increased individualization of business process-
es [9, 16]. So, key customer management represents
a new approach in order to build a portfolio of loyal
key customers, which indicates a direct orientation to
consumers and marketing because, even if the overall
customer base is important for the company's reve-
nue generation, key customers can decisively influ-
ence the levels and structure of revenues, and thus on
investments and company costs, long-term profitabil-
ity and business stability.

3.The importance of the compatibility
of CRM information systems

The problems of the efficient functioning of infor-
mation systems within business/production integrat-
ed systems directly indicate problems with the data
that were used during their generation or problems
of incoherence and incompatibility of such systems or
their subsystems, but also a possible bad business as-
sessment (of manufacturers, business partners, mar-
keting, logistics , supplies, etc.). As the global market
of the clothing industry - otherwise, and especially in
today's times, requires the production of a high-qual-
ity, modern and attractive product, but with the low-
est costs, in the shortest possible time and maximally
adapted to the changing demands of the market [1],
conflicting demands and needs for massive and ac-
celerated implementation of business/production in-
formation systems with a high degree of automation
of all activities, which as a result offers the response
of industrial production through the implementation
of new technologies, which are based on flexible au-
tomation and comprehensive application of ICT and
information systems in the processes of design and
direct production, and especially through implemen-
tation in all other parts-processes of the business
system [3, 17]. Viewed from that aspect, it is easy to
see the special requirements for the increasing in-
volvement of modern business (supply, logistics,
marketing, human resources, etc.) and service (ed-
ucation, health, state administration, payment, etc.)
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information systems, which today increasingly create
surplus value and difference in relation to the compe-
tition, but also the possibility of efficient and sustain-
able business. Of course, the requirements of a high
degree of implementation of information systems
or automation of business processes require radical
changes (not only in the way of doing business, but
also in the way of thinking or understanding the new
way of doing business), which imply reengineering
and optimization of business processes in all business
segments, but also a high degree of coherence and
compatibility of information systems that are planned
for implementation [3, 4, 17].

The paper lists and analyzes, from the aspect of a
business information system for managing public rela-
tions, the characteristics and correlation relationships
of the most common and necessary business infor-
mation systems (separate or integrated) for efficient
functioning and sustainable work and development,
such as e-marketing, e-commerce and customer and
technical support. So for example, observing and ana-
lyzing common marketing techniques, such as e-mail
marketing, viral marketing, affiliate marketing (links
and banners on websites), referral marketing, re-
al-time marketing (social networks, blogs, etc.), it can
be seen that in some way, as a special type of market-
ing, has been singled out the one-to-one of marketing
technique, known as relationship marketing (primar-
ily due to the emphasis on personalized interaction
with clients) [8]. Unlike marketing, which, along with
mass advertising and promotional campaigns, has as
its primary task the acquisition of consumers, the con-
cept of relationship marketing or relational marketing
focuses on retaining consumers, and accordingly, im-
portance is attached to the quality and characteristics
of the product, but also to the quality of service and
personalization, i.e. with an emphasis on building re-
lationships with customers and achieving loyalty. CRM
is often called precision marketing in the literature,
but also in practice, which gives a good insight and
picture of its goals and purpose and shows that it is
quite different from the approach of traditional forms
of marketing [6, 8]. The difference can be seen, for
example, in the fact that traditional marketing is pri-
marily advertising and is based on the organization of
various promotional actions aimed at a large number
of potential customers, where as a result it is expect-
ed that someone from the target group will probably
be a customer, while CRM is based on the selection of
a specific person, based on whose needs, wishes and
interests, action should be taken, in order to achieve
the desired goal with greater certainty. It is obvious
that today, due to the large flow and increasing avail-
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ability of information, the continuous strengthening
of competition, the globalization of the market, but
also the growing negotiating position of customers in
the sales chain, today one can observe an increasingly
common practice of adapting products, and therefore
adapting the business of companies to clients [3, 5,
10, 13]. And also an obvious reason for this is the fact
that clients - customers are today treated as the most
valuable asset that a company has, and who generally
no longer represent a homogeneous set of entities for
simple revenue generation, but represent complete-
ly different and well-informed individuals, with cer-
tain - specific expectations and built attitudes about
choosing the best product for the minimum of funds
and completely confident and aware of their own
privileged position, in which a egzist large number
of manufacturers - sellers - suppliers, which they can
change with just one click of the mouse. And precisely
because every customer is an individual with a spe-
cific way of thinking, a set of needs and expectations,
companies must make an effort to enable a quality
product and effective cooperation based on the ful-
fillment of wishes or expectations, as well as concise,
precise and efficient the realization, i.e. fast and ade-
quate response at the right time and in the right place
(Quick Response Systems and Just In Time Systems) [1,
3]. Only by ensuring such prerequisites and attitudes
of sellers, it is possible to expect a relatively satisfied
client from whom loyalty can be expected, and thus
minimum expenditure and maximum profit, as the
main goals of today's companies. Of course, this is
supported by practical data, which show that only a
satisfied customer brings profit to the company and
vice versa (one average dissatisfied customer will in-
troduce his bad experience to 8-10 other people), as
well as that relations with customers directly deter-
mine the success of the company (increase profit up
to 85%, is possible by increasing customer retention
by only 5%), or that the cost of acquiring new cus-
tomers is five times higher than the cost of retaining
existing customers (the probability of selling to a new
customer is about 15%, while the probability selling
to an existing customer 50%) [8]. Because of all this,
companies continuously expand their range of prod-
ucts and services, in order to better meet the needs of
as many clients as possible, which is why CRM today
is mainly concentrated on predicting user needs and
building customer support services, because this in-
creases user satisfaction, and so profits [2, 3, 11, 18].
That's why CRM, as a business and communication
strategy, represents a continuous process, that needs
to be implemented at all levels of the organization,
or a tool whose implementation enables the synthe-
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sis of business processes, software components and
human resources. Obviously, as the main goal of CRM
implementation, the integration of the sales, market-
ing and support sectors can be targeted, in order to
create a new business culture in which the client will
be the focus, which should enable the desired posi-
tioning of companies in the minds of clients and lead
to optimization of offers, cost reduction and greater
business efficiency, while through adequate manage-
ment of relations with clients, to enable building and
then maintaining a relationship with them, with the
aim of creating a recognizable brand, which would
provide an advantage in the competitive market [18].

Figure 3: Integration and elements of CRM [14]

In practice, the company's desire to improve
business results most often leads to process reengi-
neering and optimization of material and human
resources, where one of the solutions to this prob-
lem can be the implementation of CRM information
systems, which would represent a flexible software
solution and a good tool for opportunities better in-
ternal organization of sales, support or marketing, but
also enabled the position of better business through
sales activities, by obtaining a precise insight into
sales results, priority customers and costs [6, 10, 18].
Connection and communication, unification of data,
as well as compatibility between modules, enables
quick search, high-quality processing and analysis of
client data, and is a key assumption for the effective
exploitation of all CRM modules.

It should be emphasized that there are frequent
cases of dissatisfaction of business owners with the
effectiveness of implemented CRM information sys-
tems, regardless of whether they are cases of imple-
mentation of an integrated composition or partial im-
plementation, i.e. implementation of CRM segments
(CRM, e-commerce and e-marketing), where the rea-
sons for dissatisfaction can be found primarily in the
incompatibility and incoherence of the implemented
information systems, as well as the absence of a uni-
fied - centralized database, which would enable the
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generation of effective marketing work strategies,
sales and management of relations with customers, or
in the end, strategy of work and development of the
company [5, 13, 19]. The specifics of that problem are
decentralization and inadequate integration of vari-
ous data sources, which are reflected in the impossi-
bility of functioning business processes or generating
an effective strategy for the work and development
of companies or CRM information systems, in cases
where, for example, information systems of market-
ing generate and base on the basis of one, and infor-
mation systems of sales or relations with clients, on
the basis of other data [19]. The information systems
obtained in this way are apparently and theoretical-
ly valid if they are considered on their own, because
they are generated on the basis of valid data, while
they are completely unusable in an integrated system
or in possible attempts at unified functioning with
other information systems of the overall business sys-
tem, which are generated on the basis of other data
[10, 19, 20]. In addition to the necessity of common or
centrlized databases, business information systems,
or specifically elements of CRM information systems,
also cannot function as a whole or integrated, if they
are generated on different bases of ICT communi-
cations, as well as if they are generated on different
platforms (and in different programs), which they
are mutually incompatible and do not support cer-
tain modes of operation [17, 19, 20]. From the above,
it can be seen that the problem of generating such
information systems largely depends on the qualita-
tive structure of human resources, that is, it requires
expert knowledge of the entire business process, so
that the generated parts of CRM information systems
are adequate and adaptable, but also coherent and
compatible [1, 3, 15]. Taken as a whole, it all looks like
a set of correct information, with an incorrect con-
clusion, i.e. a set of valid information systems, which
cannot function together, which ultimately points to
the fact and possible conclusion that the correlation
relations between the processes of the CRM system
are implicit, while the coherence and the compatibil-
ity of CRM information systems (CRM, e-commerce
and e-marketing), necessary elements of the success-
ful and efficient functioning of the customer relation-
ship management and the overall business system of
the company [19]. It should also be pointed out that
in the clothing industry, unlike other industries, and
due to the many specificities of this industry, CRM
information systems are much more applicable and
efficient in the retail sector than in the wholesale sec-
tor, as well as that the data obtained from the retail
sector can also be should be used in the generation of
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integrated CRM information systems, but also in the
generation of flexible production strategies of com-
panies, which in this way adapt their products, as well
as the production itself, to clients [6, 10, 12].

Finally, it should be pointed out that a strategy
for managing customer relations, or the successful
adoption of a CRM system, requires a vision that will
include the entire business of the company and joint
work in the organizational, operational and analytical
areas, at the highest organizational level, whereby the
CRM strategy must take taking into account finances,
adaptive but adequate and applicable technologies,
as well as the overall business and marketing strategy
of the company, all with the necessary changes in the
organizational structure of the company, but also rad-
ical changes in the way of thinking.

4. CONCLUSION

From the global aspect of business, today the rap-
id and continuous growth of the implementation of
innovative techniques and technologies is evident,
but also the growth of user demands in parallel with
the growth of the possibilities of such technologies,
and the user himself is treated as the most important
element of efficient and successful business, which all
together requires a necessary change of thinking and
awareness about business and the user as such. Ac-
cordingly, customer relationship management must
be a new business strategy, composed of a series of
innovative and efficient methods and techniques im-
plemented within the business system, with the pur-
pose of improving communication and cooperation
with customers and promoting products and services,
all with the aim of achieving customer satisfaction and
loyalty, optimizing business operations and maximiz-
ing profitability. The very process of introducing CRM
is a long-term process that continues and never ends,
because it is not just a quick solution or a tool, but
also a special way of thinking, with a concept that is a
direct consequence of the development and applica-
tion of information technologies in a new, digital en-
vironment. , and the implementation of which should
achieve an increase in user satisfaction, increase in
sales, more effective marketing activities, reduction of
costs and increase in productivity. Efficient CRM soft-
ware solutions are the basis for the successful imple-
mentation of the CRM concept in online business, but
these solutions are quite expensive, as they require
the generation of a universal database and must be
adaptable to the needs of each company, their busi-
ness logic and the quantitative and qualitative aspects
of human resources, i.e. they must be coherent and
compatible with other company information systems.
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With its implementation, CRM information systems
should enable the position of better business through
marketing and sales activities, by obtaining a precise
insight into sales results, priority customers and costs,
but also as a flexible software solution and a good tool
for opportunities of optimization or better internal or-
ganization of marketing, sales or support.
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