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INTRODUCTION 

Today, competition at all levels of the market is quite high. In order to win the 

competition, the company is forced not only to attract new customers, but also not to 

lose existing ones. All activities of enterprises — development of new products, 

planning and implementation of production programs, financial and personnel policy 

should be subject to meeting consumer demand. Marketing technologies help to make 

enterprise to be competitive and its goods and services to be in demand. These 

technologies are diverse, but the purpose of their implementation is the same — to 

increase the competitiveness of the enterprise in a market economy. In our days the 

introduction of innovations is very important not only for the overall growth of 

competitiveness of enterprises, but also for the formation of effective customer 

relationships, which, in turn, provide profitability. Modern solutions of CRM systems 

allow companies to optimize the process of interaction with customers, as well as 

create an effective mechanism for management, marketing, sales and services. 

The concept of customer relationship management has been known since the 

early 1970s, when customer satisfaction was assessed through annual surveys or 

through direct inquiries. Customer relationship management was promoted in 1997 

through Siebel, Gartner and IBM. Therefore, in the late 1990s and early century, 

companies initiated large-scale investments in CRM systems [28]. 

However, in the trade sector of Ukraine CRM systems and technologies are 

almost not used: in 2017 only 6% of Ukrainian enterprises actively used CRM 

systems, although it was expected that by 2021 the number of CRM users will 

increase in 2 times [38]. Therefore, the issues of selection, implementation and 

improvement of CRM-systems for management of commercial enterprises are actual 

and important. 

Theoretical and methodological aspects of the enterprise activity in the 

conditions of customer relationship management are reflected in the scientific works 

of Jaber, Simkin, Kotler, Armstrong, Popovich, Lambert and other domestic and 

foreign economists. 
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The purpose of the Final qualifying paper is to improve the process of 

customer relationship management in trade on the example of the enterprise "Kyiv 

Cardboard and Paper Mill”, PJSC, Obukhiv city, Kyiv region. According to the 

purpose of the study, the following tasks were settled and solved:  

– to determine the essence of customer relationship management, classification 

of CRM-systems and their composition in trade; 

– to investigate scientific approaches to customer relationship management in the 

process of performing trade functions by enterprises in a manufacturing sphere; 

– to analyze the main results of activities and CRM-systems at the enterprise; 

– to assess the factors that affect the customer relationship management process 

of the enterprise; 

– to develop and justify measures of improving the CRM-systems at 

the enterprise; 

– to evaluate the implementation of improvement measures at the enterprise. 

An object of the research is a customer relationship management process at the 

enterprise of a manufacturing sphere, which performs trade functions.  

The subject of the research is theoretical, methodical and practical aspects of 

the process of customer relationship management in trade on the example of the 

enterprise “Kyiv Cardboard and Paper Mill”, PJSC, Obukhiv. 

The data of financial statements of the enterprise and statistical data of product 

sales have been used to obtain analytical information in the Final qualifying paper. 

Various research methods have been used to select and justify the management 

technologies of the enterprise and to improve its customer relationship management 

system. Among them are the method of comparison, which was used to compare the 

actual indicators with the normative ones to identify the difference between them and 

assess the current state of the enterprise; the method of synthesis, which allowed to 

comprehensively assess the state of the enterprise at the moment; the method of 

statistical analysis of enterprise performance indicators that provided an opportunity 

to explore the dynamics of enterprise development over the past 3 years, etc. The 

theoretical basis of the study is the works of leading foreign and domestic scientists 
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on customer relationship management. To achieve the goal of the study, the results of 

a survey of employees and other data from our own research were also used. 

The novelty of the final qualifying paper is the identification of trends in the 

development of CRM systems of enterprises during the period of new market 

challenges. The practical significance of the paper lies in the development of 

recommendations for improving the CRM system of the enterprise "Kyiv Cardboard 

and Paper Mill”, PJSC, Obukhiv city. 

The results of our study were partially presented in the scientific article 

“Valuable functions and characteristics of CRM systems at the trade enterprises” 

(Appendix A). 

The final qualifying paper consists of an introduction, three parts, conclusions 

and recommendations, references and appendices.  

The final qualifying paper is placed on 50 pages of the main text, including 

contains 14 tables and 4 figures; 6 appendices, the list of used sources includes 40 

sources (including Internet resources). 
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PART 1. THEORETICAL AND METHODOLOGICAL FOUNDATIONS OF 

CUSTOMER RELATIONSHIP MANAGEMENT IN TRADE 

1.1 The essence of customer relationship management, classification of CRM-

systems and their composition in trade 

A high level of competition and the rapid development of technology recently 

encourage a company to continue improving its proximity to customers. A company 

continues to understand customer behavior by optimizing potential customer data. A 

successful company is a company that can do its business transformation to network 

based digital and where the company will provide a different customer experience 

integrated into their daily life. A company creates strategy relationship management 

to obtain a competitive advantage [2]. 

The concept of relationship marketing depends on customer data. Customer 

data is always important for companies. From the data, the companies can make a 

faster decision. Customer relationship management (CRM) is a part of relationship 

management which is like a classification of customers at risk; it creates profitable 

customers and customer retention. According to this approach, companies can 

identify which customer that is loyal and generates substantial value for the 

organization through a high-profit contribution [1]. 

CRM is a computer program with a wide range of functionalities that greatly 

simplifies customer service. For example, such software can improve and accelerate 

the work of managers. In terms of communication with customers, CRM is able to 

provide employees with all the necessary information about the customer:  

 Name and surname of the customer (if he is already in the database); 

 Place where you want to send the order; 

 Current and backup contact details; 

 Current order; 

 Order history and customer interaction; 

 Current delivery status of the current order; 

 Payment status. 
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In practice, this works as follows: When a customer calls a company, the 

manager who receives the call displays all the necessary information on the computer 

screen. This means that the manager already knows how to address the person, knows 

what and when she ordered and sees up-to-date information on whether payment has 

been made and in what status the delivery process is. Among other things, the CRM-

system usually works with VoIP telephony, which provides speed of receiving and 

making calls, as well as multichannel. Such systems are installed in call centers and 

technical support services [12]. 

In addition to the convenience of managers, CRM-systems allow managers to 

monitor staff performance:  

 If necessary, listen to calls;  

 Conduct detailed analysis of incoming and outgoing calls;  

 Analyze successful and unsuccessful transactions;  

 Track employee performance and workplace performance and more [35]. 

There is an opinion that CRM-systems are the choice of an exclusively large 

business, but this is far from the case. In fact, such software solutions can be adapted 

to any goals and needs of the client. For example, even the owner of a small online 

store, beauty salon or law firm can save a lot of time with the help of CRM-system. It 

will allow you to work more effectively with new customers and retain existing ones. 

Fortunately, there are a lot of ready-made solutions for reasonable money that allows 

you to properly configure work with customers in any area of business now on the 

market of this software. From this we can conclude that CRM is no longer a complex 

system of accounting and interaction, which is needed only by large companies, but a 

common attribute for the normal systematic operation of almost any business [4]. 

The main functions of the CRM-systems: 

 Automation and optimization of the workflow. Thanks to CRM functionality, 

companies are able to optimize workflows and automate repetitive functions in 

the work of employees. This eliminates the unnecessary workload of constant 

and monotonous actions, which have a positive effect on the efficiency of 

employees.  
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 Automation of communication. Thanks to the CRM system, communication 

functions with customers become simpler, as the call is made with one click. 

Any information can be sent to the customer via email, SMS, messenger or 

social network directly from the system management console.  

 Sales automation. Sales automation tools help to optimize many features in the 

transaction cycle. This includes fast order formation, payment control, 

consignment note generation, delivery tracking, warranty period control and so 

on. 

 Marketing and analytics. Thanks to the CRM functionality, it is possible to 

create customer databases, which in turn allow you to determine the target 

audience during the creation of marketing campaigns. In addition, it is possible 

to analyze indicators and draw some conclusions from which decisions were 

successful for the company and which were not. 

 Personnel management. CRM systems help to track information about 

employees, their actions in the workplace, the number and quality of calls, their 

success in certain tasks. Such information helps to increase sales efficiency by 

selecting the most productive staff [39]. 

The following table shows the modules of CRM systems and the functions they 

perform (table 1.1). 

Table 1.1 

Modules of CRM systems and functions performed by them 

Name Function 

Contact 

management 

Maintaining an extended record for each contact, compiling a 

separate profile for each client, maintaining contact histories, 

submitting organizational charts, the ability to collect clients into 

different groups, etc. 

Account 

management 

Keeping information on contractors (in particular customers, 

partners, agents, competitors), taking into account the history of 

relationships, planned / implemented agreements, contracts, 

financial (accounting) data, etc. 
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Continuation of table 1.1 

 

Sales 

management 

Keeping information directly related to sales — cycles, statistics, 

location, reporting, sales history, etc. Looking at sales as a process 

with its division into stages and steps allows you to forecast and 

effectively manage sales. 

 

Time 

management 

Coordination of work of all departments in time: calendar, to-do list, 

as well as interaction with various modules of communication by 

fax, e-mail and other ways of communication. 

 

Customer 

service 

Interactive customer support (Internet, virtual private networks, 

etc.). Ability for customers to obtain the necessary information; 

planning of work with clients, statistics of appeals, generation of 

reports, the account of time expenses of experts, possibility of an 

estimation of cost of support and other. 

Field force 

automation, 

Telemarketin

g/ telesales 

Ability to work in groups with customers, divided by regional, 

sectoral and other characteristics, work together with remote 

units, integrate with the order processing center, keep statistics, 

record standard questions and answers and take full advantage 

of many other opportunities to communicate with customers via 

e-mail, IP telephony, etc. 

 

Marketing 

Collection and processing of statistical data, planning and 

conducting of various marketing actions, control of return and 

calculations of efficiency, modeling, auxiliary (educational) 

material, segmentation of consumers, etc. 

Lead 

management 

Management of relations with potential clients: collection of primary 

information, distribution of contacts between employees of sales 

departments, tracking of efficiency of sources of primary contacts. 

РRМ Partner relationship management. 

 

Knowledge 

management 

Knowledge management, collection of all necessary reference 

information (maps, industry information, analytical materials, 

statistics) for the operation of the enterprise, creation of separate 

sections, integration with Internet sources, powerful search tools. 

 

E-business 

Organization of interaction with customers via Internet and support 

of relevant functions: content management of the company's 

website, teleconferencing, chat services, implementation of the 

online store, B2B trading platform, online auctions, etc. 

Business 

intelligence 

Automatic possibilities of control and escalation of problems, 

implementation of preventive actions, generation of individual 

reports and reports on templates (as a rule, set of ready forms), 

planning, modeling. 

User support Built-in user support, tips. 

Source: [15] 

Types of CRM-systems: 
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On-premise CRMs are systems that run on the company’s own servers. Their 

administration, configuration, performance and data storage is entirely the 

responsibility of the company’s employees. Simply, it’s when a company buys a 

software product and installs it on its own computer. This type of CRM is more 

expensive and is suitable mainly for large companies, as it includes the availability of 

special equipment and maintenance of technical staff.  

Cloud CRM. Administration, configuration, performance and data storage are 

provided by employees of the company that provides CRM system services. This 

version of the system is less expensive and will be relevant even for small firms [26]. 

A large number of CRM systems were born from systems that automated certain 

processes of interaction with clients. Many of the existing CRM systems are 

descendants of the SFA, SMS and СSS systems. Previously, CRM systems were used 

as a system for automating services [29]. 

CRM component framework classify into three as following: (1) Operational 

CRM, known as the "front office" of the company. Operational CRM application has 

a role in the interaction with customers and it includes an integrated automation 

process of the entire business processes, such as marketing automation, sales, and 

service. The application example of CRM Operational is the form of web 

applications; (2) Analytical CRM, known as the "back office" of the company. This 

CRM application plays a role in understanding customer needs, for example is 

carrying out the analysis of customers and markets, such as the analysis of market 

trends and customer behavior analysis. Data used in Analytical CRM is the data 

derived from Operational CRM; (3) Collaborative CRM, including e-mail, 

personalized publishing, e-communities, and the like which are designed for 

interaction between the customer and the organization. Its main objective is to spread 

cheer and customer loyalty to other customers who are still not at the level of 

customer loyalty. Collaborative CRM also includes an understanding or awareness 

that loyal customers can be a magnet for other customers [34].  

CRM classification by functionality: 
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Sales management. By working closely with each client, the company can 

identify the most profitable deals for them, thereby increasing its profit. Effective 

cash flow management is impossible without CRM, since these systems allow 

predicting the probability of transactions with an accuracy. Cost reduction is achieved 

by avoiding routine manipulations, for which employees spend a lot of time. 

Personnel turnover decreases. Each employee can compare the result of his activities 

with the work of a colleague. This provides an opportunity to learn from the valuable 

customer acquisition experience.  

Marketing Management. Due to the planning and analysis system, the company 

has the opportunity to conduct targeted marketing. Advertising campaigns are carried 

out taking into account the client's interests and needs. 

Service management and Call-centers (systems for processing complaints from 

subscribers, fixing and further work with customer requests). Routine operations are 

automated, thereby improving the control process of the passage of orders, reducing 

unplanned costs. With the help of the system, you can improve the quality of service, 

therefore, increase customer loyalty. Any customer who once contacted and received 

excellent service will want to return to continue cooperation with the company. 

However, the most popular are CRM systems that provide all of these functionalities. 

In recent years, the world has widespread the sales model of CRM systems On-

demand or Software as a Service (SaaS) [32]. 

1.2 Scientific approaches to customer relationship management in the process of 

performing trade functions by enterprises in a manufacturing sphere 

Judging from the core concept of CRM, CRM emphasizes to use modern 

technical methods to cultivate customer satisfaction and customer loyalty. Whether 

traditional or modern marketing means, the fundamental purpose is to meet customer 

needs, enhancing customer satisfaction is the fundamental aspect of business 

survival. Needless to say, CRM is much more than a technology, it is a management 

method and management models. All is for customer, improve customer satisfaction 

is the essence of CRM [5].  
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Customers are the primary revenue source of any organization, and managing, 

organizing, satisfying, supporting are the key constraints. We can define that the 

customer relationship management (CRM) is a process of interaction with the present 

and targeting the future customers to improve the organization’s marketing, sales and 

revenue by evaluating the satisfaction index. Customer satisfaction is a trending 

business and economic index studies, which is adopted by many organizations in 

many countries and used to achieve high satisfaction index with their customers on 

organization services, in turn evaluate the quality of economic result [33]. 

The concept of CRM is not fundamentally new; many companies have used it 

in their practice, establishing direct and close relationships with their customers — 

potential buyers of goods and services offered. Trade and provision of small services 

has always been based on the personal relationship between buyer and seller, between 

the master and the customer. With the advent of the industrial age and the emergence 

of supply of goods in mass demand, this style of relationship began to be replaced by 

standardized service. While there was a shortage of goods and services, unsatisfied 

demand for standard goods — the level of competition was low, and markets grew 

with the growth of supply of goods and services. The process of civilization has led 

to the fact that in the post-industrial era, a simple supply of goods or services, even in 

the presence of solvent buyers does not guarantee the sale of the product. Low price, 

mass advertising and traditional marketing do not guarantee successful sales. It's time 

to return to the well-known but forgotten methods of communicating with customers 

— to personalized sales. In the world there is no longer a shortage of goods and 

services offered for sale. There is a shortage of buyers, consumers of goods. 

Companies compete with each other for consumer money [19]. 

CRM includes an integrated approach, methodology, tools and all business 

processes that a company uses to create and track all staff contacts with its current 

and potential customers. With the help of CRM-functionality of different systems, 

many customer service processes are automated, and all the accumulated information 

about the customer serves the purposes of further sales and marketing services [23].  
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CRM is not just a system or a solution; it is a whole business strategy of a 

company, which determines the ways of interaction with customers in all "points of 

contact": advertising, sales, information systems, invoicing, delivery, maintenance, 

production of new products. 

CRM approach is based on the following principles:  

 the main task of the company — to meet customer needs;  

 the customer is given maximum attention to all stages of interaction;  

 retaining existing customers is more important than attracting new ones [40].  

In the present world, customers interact and communicate with organizations 

through different communication channels such as World Wide Web, telephone 

centers, marketers, sellers, and partners’ network. Electronic customer relationship 

management encourages customers to do business with organizations and provides a 

way in which the customer receives any goods, anywhere, anytime through any 

channels and by any language. Further, the customers feel comfort as they are 

uniquely behaved. ECRM systems create a central repository for storing and keeping 

customers’ information, it is placed in staffs’ computers easily accessed at any time. 

Customer relationship management, at its most fundamental level, requires 

integration of front office and back office systems; moreover, customer data 

centralization is also of these requirements. The most critical notions of CRM may be 

customer attraction, customer retaining, and customer satisfaction to achieve 

customer loyalty [7]. 

CRM is based on the formation of certain values of the consumer. Therefore, 

we immediately note that the components of the so-called "value zone" of the 

consumer are three components, which include product sales, price and 

personalization. That is, when creating the concept of CRM is necessary to keep in 

mind that the company's products or services must be of appropriate quality, have a 

certain level of novelty; the price must correspond to the quality of the product, as 

well as the capabilities and requirements of consumers; the company must respond 

quickly to requests and make the product available to them. Today, with the use of 

CRM tools, service companies can achieve extraordinary mass personalization 
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practices. As a result, mass personalization is not a privilege of individual businesses. 

Research should aim to identify a balance between the requirements of customers for 

mass personalization and the search for opportunities to implement it on the basis of 

resources of firms in any industry. For example, considering the possibility of 

introducing a personalized approach to agribusiness production, skeptics may say that 

such an approach will only complicate the situation. But why is it not possible to be 

creative in personalizing the orders of agricultural production? It's no secret that 

every buyer orders a product already knowing why he needs it. Similarly, producers 

should know at the beginning of the season what, how much and for whom they will 

produce [14]. 

Customer relationship management is a complex and multifaceted process that 

involves a very large part of marketing tools with proper immersion in it. Speaking 

about the basic principles of customer relationship management, the following were 

identified and described:  

 The principle of ethics — principles based on proper treatment of the client, his 

personal information and data, and not the use of appeals to him in the scale 

and form of spam 

 The principle of authenticity — which is based on the basic principles of 

providing truthful information to the consumer. This method is often neglected 

in the Ukrainian market.  

 The principle of control — based on the direct management of customers 

through various incentives and incentives to action (loyalty programs, 

promotions, events, etc.) [13]. 

As a result, the methodology itself flows into tangible and intangible tools, 

which in turn allow implementing the customer management process in practice. 

CRM enhances a company’s capability to coordinate marketing and service 

strategies in the means of reaching and retaining long-term partnerships. Since the 

basic strategic goals of each organization include long-term growth and 

sustainability, the need to meet customer needs and demands, as well as to improve 

customer satisfaction is considered the main CRM target [8]. 
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The very desire to recognize and satisfy a need is a decisive factor in 

establishing a partnership. With this approach, the client is a key figure in the system 

of priorities of the company, which requires appropriate orientation and interaction of 

all structural units of the company. According to this definition, a distinction should 

be made between internal and external customers. 

Internal customer orientation involves meeting the needs of the company's 

employees from the standpoint of effective interaction of departments to meet the 

needs of external customers, as external customers are the basis of cash flow and 

market value of the company. This approach involves understanding the needs of 

customers in order to take into account the interests of the company [20]. 

The strategic approach to the development of the company, which increases its 

competitiveness, involves the mobilization of all its resources to identify and attract 

new and retain existing ones through the formation of mutually beneficial 

partnerships, meeting their explicit and latent needs and expectations [11]. 

Today, competition in the market is shifting towards improving the quality of 

customer service and providing additional services to the customer. It should be noted 

that sales systems are constantly evolving. Yes, transactional sales, which result in 

one-time customers, are replaced by sales with advice, which allows you to form 

regular customers. But the latter is already being replaced by a trusting sale, as a 

result of which the company receives loyal customers [30]. 

Numerous organizations overspend when courting new customers and 

underspend when striving to retain existing customers. For instance, at least 80 

percent of marketing budgets is spent on attracting new customers, while the 

remainder is spent on retaining customers. Thus, customer retention is a factor to 

which numerous firms attach little or no importance and are therefore unable to 

appreciate the advantages and value that customer retention provides. Research has 

indicated that not all retained customers are satisfied and, in some cases, only remain 

with the provider because there are no alternatives. Furthermore, it is evident that not 

every retained customer is satisfied — which reinforces the argument that it is only a 

lack of alternatives that persuades customers to stay with their current provider [21]. 
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Actually, CRM can simplify a company’s remote processes of order reception, 

update, and placement. On the other hand, CRM allows it to keep an ongoing register 

of project investment, comprising materials, expenses, and time consumption. 

Finally, it gives access to a customer service agreement database. All of these 

enhanced capabilities are integrated to keep customers exactly where they belong: at 

the centre of the company’s strategy [8]. 

Customer-oriented approach, which is characterized by the focus on the 

formation of long-term relationships with consumers, individual communications and 

cooperation and is based on a value-based approach, involves the use in the 

management of the concept of relationship marketing. This leads to a new approach 

to management that has shifted the emphasis to intangible resources, co-creation of 

values and relationships. Thus, the activities of enterprises in the field of B2C 

processes should contribute to the consumer becoming a business partner. Then he 

will be as committed and loyal to the brand and the company as a whole [16].  

Although CRM has a crucial impact on the firms and organizations, there are 

some advantages and benefits of implementing CRM which have a direct impact on 

the customers, and will bring customer’s satisfaction and improving retention of 

customer. Assessing and finding the benefits of CRM is a vital aspect of managing. 

These benefits will help the firms to realize the way that increase effective 

relationship with customers and finally will profit firms. It is very important that, 

firms understand the value of establishing close relationships with customers to 

growing retention. Knowing customers will permit firms to serve them better and 

keep them loyal forever. This is the main theme of CRM. Therefore, defining of 

CRM is essential for rising and developing a clear perceptive and vision of what 

CRM means to a business and organization while the need of such obvious 

understanding is considered as a hindrance to successfully implement CRM [31].   

The most progressive trend at the moment is the marketing policy, in which the 

company tries to determine the needs of each client, his individual preferences and 

offer him a unique product. This situation is quite natural: many companies have 
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already reached the limits of quality and cost minimization, and customers pay more 

attention to the aspects that accompany the purchase and service [36]. 

The survey we conducted at the company is also one of the most common 

methods of managing customer relationships and between departments. 

A survey is an identification of employees' opinions through relevant 

questions. This method allows you to evaluate what cannot be observed directly. The 

source of information is the opinions of interviewed employees, reflecting their 

values, opinions and motives for behavior.  

In addition to clarifying employees' views on a particular issue, research can be 

used to prioritize problems that require management action; those that employees 

believe require an immediate response. With a lot of information from many people, 

it is possible to get clear results based on which make the right decisions with 

confidence (because it will already be known that they reflect the opinion of most 

employees).  

Conducting surveys provides an opportunity to look at the activities and 

development of the company through the eyes of its employees, to learn their attitude 

to leadership style, the system of material and moral motivation, what they value and 

what they are dissatisfied with, and so on. According to the results of the survey, 

conclusions can be drawn about the internal environment of labor organization. 

Personnel research solves the following tasks:   

1. Determination of priorities in management: research is aimed at identifying 

problem areas at the enterprise, and the information collected allows us to 

understand what to look for and what to improve firstly;  

2. Assessment of employees 'response to change: surveys provide an opportunity 

to identify employees' attitudes to changes that affect working conditions (for 

example, such as the introduction of new technologies, reorganization of 

business processes , staff reductions, reform of the motivation system, etc.);   

3. Evaluation of the effectiveness of tools for working with staff: the survey is 

conducted to see how employees perceive the motivation system or training 

system, how they relate to management methods; 
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4. Identification of key parameters of the culture of the personnel of the 

enterprise: the research is aimed at determining the system of values and 

beliefs that form the basis of thinking and behavior of employees;   

5. Generating ideas and suggestions: in this case, the survey is used as a way to 

introduce ideas and suggestions from employees to improve workflow, 

management methods or working conditions;  

6. Risk assessment, recruitment and retention: staff surveys are used to assess the 

risk of conflict and predict dismissal of employees through the expression of 

satisfaction, involvement and loyalty.   

The scope of surveys is not limited to this: it is very large and depends on what 

is now most relevant for the company and how it is planned to use the survey results. 

Frequently, employee surveys are conducted as part of a consumer survey, as 

they are an integral part of the interaction between consumers and the enterprise. 

Most service industries, by definition, make their offers through employees, and as a 

result, employees must "buy" the service to, in turn, sell it to the end consumer. 

Although the development and emergence of a service should benefit consumers, if 

there is something that does not attract employees, it can lead to business loss. Such 

difficulties can arise from ways to reward employees if they spend more time selling 

services that bring more incentives. If the new service does not meet the incentive 

scheme, it may affect the dynamics of its sales. Simple research (who is more 

attracted to the concept of the service) will not reveal the real reason for low sales [9].  

Thus, the customer is the main asset of the business. CRM approach is based 

on the following principles: the main task of the company — to meet customer needs; 

the customer is given maximum attention to all stages of interaction; retaining 

existing customers is more important than attracting new ones. So, with the use of 

CRM tools, companies can achieve extraordinary mass personalization practices.  
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PART 2. INVESTIGATION OF THE Customer relationship management 

PROCESS AT THE enterprise “Kyiv Cardboard and Paper Mill”, 

PJSC, Obukhiv 

2.1. Analysis of the main results of activities and CRM-systems at the enterprise 

PJSC “Kyiv Cardboard and Paper Mill” is a very big European enterprise that 

produces paper products and cardboard. The company is a part of the Pulp Mill 

Holding, which is located in Austria. It produces over 25% of total pulp and paper in 

Ukraine. Company remakes over 1500 tons of secondary raw materials per day. 

Kyiv Cardboard and Paper Mill consist of three main industries:  

 Manufacturing of packages, coated and uncoated cardboard, corrugated 

paper, with a total capacity of more than 200 thousand tons of paper. 

 Production of the mass consummated sanitary and hygienic products made 

of base paper, such as toilet paper, towels, napkins, etc. 

 Plant for production of corrugated packages, equipped from the best 

European countries [25]. 

Products of PJSC “Kyiv Cardboard and Paper Mill” are well known among a lot 

of companies in Ukraine and Europe. Its package is made of corrugated paper which 

is eco friendly and is used for packaging a variety of goods. Products of the company 

have high quality and brands of the enterprise called Obukhiv 65, Soffione, Miracle 

became very popular [37]. 

The enterprise has implemented a management system for quality, environment 

and product safety in accordance with the requirements of international standards ISO 

9001, ISO 14001, FSSC 22000. It has certificates of conformity issued by 

independent organizations and annually undergoes supervisory audits and confirms 

the validity of issued certificates and the ability to ensure high quality and product 

safety [24]. 

Next, we will calculate the main results of activities at the enterprise on the basis 

of financial statements (table 2.1). 
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Table 2.1  

Dynamics of technical and economic indicators of PJSC "Kyiv Cardboard and Paper Mill" in 2016 – 2019 

Indicators 
Year 

Absolute increment 

(deviation) +,– 
Relative increase (deviation),% 

2016 2017 2018 2019 2019 / 2016 2019 / 2018 2019 / 2016 2019 / 2018 

Net income, thousand UAH 4 352 280 5 083 045 6 498 891 6 472 462 2 120 182 -26 429 48,71 -0,41 

Cost, thousand UAH 3 242 214 3 911 380 5 169 114 4 983 671 1 741 457 -185 443 53,71 -3,59 

Gross profit (loss), thousand UAH 1 110 066 1 171 665 1 329 777 1 488 791 378 725 159 014 34,12 11,96 

Share of fixed assets 0,48 0,43 0,44 0,56 0,08 0,12 16,67 27,27 

Depreciation rate of fixed assets 0,46 0,47 0,41 0,39 -0,07 -0,02 -15,22 -4,88 

Asset turnover, transformation ratio, turnover - 1,64 1,62 1,37 - -0,25 
2019 / 2017 

-83,53 
-15,43 

Return on assets, turnover - 3,62 3,72 2,75 - -0,97 
2019 / 2017 

-75,96 
-26,08 

Capital intensity - 0,28 0,27 0,36 - 0,09 
2019 / 2017 

28,57 
33,33 

Inventory turnover ratio, turnover - 5,71 6,19 5,73 - -0,46 
2019 / 2017 

-0,35 
-7,43 

Turnover ratio of receivables, turnover - 7,12 6,35 5,76 - -0,59 
2019 / 2017 

-80,89 
-9,29 

Profitability of sales by operating profit (operating 

margin),% 
14,58 11,3 8,49 10,72 -3,86 2,23 -26,47 26,27 

Material consumption 0 0 0 0 0 0 0 0 

Expenses for  one hryvnia sales, UAH 0,74 0,77 0,8 0,77 0,03 -0,03 4,05 -3,75 

Ratio of own working capital stocks -0,96 -0,52 -0,67 -0,68 0,28 -0,01 -29,17 1,49 

Financial autonomy ratio 0,34 0,39 0,38 0,47 0,13 0,09 38,24 23,68 

Current liquidity ratio (coverage) 0,76 0,87 0,91 0,95 0,19 0,04 25 4,4 

Absolute liquidity ratio 0,02 0,03 0,03 0,03 0,01 0 50 0 

Average number of employees, persons 0 0 0 0 0 0 0 0 

Remuneration fund, thousand UAH 0 0 0 0 0 0 0 0 

Source: Developed by author on the basis of data from Appendices D-F 
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In 2016, PJSC "Kyiv Cardboard and Paper Mill" generated revenue of UAH 

4,352,280 thousand.  

At the end of the study period (2019) revenue amounted to UAH 6,472,462 

thousand, which is 48, 71% more than at the beginning of the analysis period. This 

indicates the ability of the enterprise to operate in difficult economic conditions, to 

use the existing competitive advantages, to meet the needs of its target market 

segment. This leads to the fact that the company has more financial resources to 

cover fixed and variable costs, encourage efficient employees, repay financial 

obligations and solve other operational and strategic tasks.  

On reducing the efficiency of business processes shows the company`s net 

income, which grew at a slower pace (by 48.71%) than cost (by 53.71% in 2016 - 

2019). It is important to achieve the opposite situation, which will form a more 

tangible financial result of PJSC "Kyiv Cardboard and Paper Mill".  

Gross profit of PJSC "Kyiv Cardboard and Paper Mill" was positive at the end 

of 2019 and amounted to 1,488,791 thousand UAH against UAH 1,110,066 thousand 

in 2016, which indicates the effective operational processes that allow you to create 

added value in the daily activities of the workforce. As a result, there are additional 

funds that can be used to implement management costs, marketing costs, financial 

costs. 

The operating margin of the enterprise is an indicator of competitiveness, so the 

high value of such an indicator indicates the quality of goods and services of the 

enterprise, which provides a stable position in a competitive market. In 2019, PJSC 

Kyiv Cardboard and Paper Mill earned 10.72 kopecks of operating profit for each 

hryvnia of sales. Managers do not do their job, namely — do not look for 

opportunities to ensure higher efficiency of operational processes of the enterprise, as 

evidenced by the reduction of -3.86 in 2016 - 2019.  

Further we will calculate the dynamics of assets of PJSC “Kyiv Cardboard and 

Paper Mill” (table 2.2). 
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Table 2.2 

Dynamics of assets of PJSC "Kyiv Cardboard and Paper Mill" in 2016 - 2019 

Indicators 
Year Absolute increment (deviation) +,– Relative increase (deviation),% 

2016 2017 2018 2019 2019 / 2016 2019 / 2018 2019 / 2016 2019 / 2018 

Intangible assets 16 442 17 454 21 187 22 575 6 133 1 388 37,3 6,55 

Incomplete capital investments 111 260 189 910 259 854 66 203 -45 057 -193 651 -40,5 -74,52 

Fixed assets: 1 366 332 1 441 539 2 055 255 2 655 924 1 289 592 600 669 94,38 29,23 

Long-term financial investments, which are accounted for 

using the equity method of other enterprises 
0 5 354 5 354 7 054 7 054 1 700 

2019 / 2017 

31,75 
31,75 

Long-term receivables 24 118 24 162 28 760 16 572 -7 546 -12 188 -31,29 -42,38 

Deferred tax assets 34 954 28 270 18 428 8 126 -26 828 -10 302 -76,75 -55,9 

Other non-current assets 0 0 0 6 436 6 436 6 436 - - 

NON-CURRENT ASSETS 1 553 106 1 706 689 2 388 838 2 782 890 1 229 784 394 052 79,18 16,5 

Stocks 613 751 757 048 914 297 824 968 211 217 -89 329 34,41 -9,77 

Accounts receivable for products, goods, works, services 528 547 659 164 934 931 804 842 276 295 -130 089 52,27 -13,91 

Accounts receivable on advances issued 31 730 128 746 164 496 100 085 68 355 -64 411 215,43 -39,16 

Accounts receivable according to budget calculations 8 246 9 647 25 198 18 642 10 396 -6 556 126,07 -26,02 

Other current receivables 34 387 27 922 97 908 101 916 67 529 4 008 196,38 4,09 

Money and their equivalents 25 290 51 235 83 745 55 513 30 223 -28 232 119,51 -33,71 

Deferred expenses 22 721 25 492 32 921 14 551 -8 170 -18 370 -35,96 -55,8 

CURRENT ASSETS 1 264 672 1 659 254 2 253 496 1 920 517 655 845 -332 979 51,86 -14,78 

Non-current assets held for sale and disposal groups 0 0 36 094 36 102 36 102 8 - 0,02 

BALANCE 2 817 778 3 365 943 4 678 428 4 739 509 1 921 731 61 081 68,2 1,31 

Source: Developed by author on the basis of data from Appendices D-F 
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The growing amount of assets of PJSC "Kyiv Cardboard and Paper Mill" in 

2019 amounted to UAH 4,739,509 thousand against UAH 2,817,778 thousand in 

2016. 

Both current and non-current assets affected this dynamics (increase of 68.2%). 

The former increased by 51.86%, while the latter by 79.18% in 2016 - 2019.  

The following elements of the assets of PJSC "Kyiv Cardboard and Paper Mill" 

had a stimulating effect on the total amount:  

- Inventories (+34.41%)  

- Receivables for products, goods, works, services (+52.27%)  

- Receivables for advances issued (+215, 43%)  

- Receivables from the budget (+126.07%)  

- Other current receivables (+196.38%)  

- Cash and cash equivalents +119.51%)  

- Intangible assets (+37.3%)  

- Fixed assets: (+94.38%)  

- Long-term financial investments, which are accounted for by the method of 

participation in the capital of other enterprises (+7 054 thousand UAH)  

- Other non-current assets (+6 436 thousand UAH)  

The following elements of assets of PJSC “Kyiv Cardboard paper mill ":  

- Deferred expenses (-35.96%)  

- Work in progress (-40.5%)  

- Long-term receivables (-31.29%)  

- Deferred tax assets (-76.75%) 

Next we will calculate the dynamics of financial results of PJSC “Kyiv Cardboard 

and Paper Mill” (table 2.3). 
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Table 2.3 

Dynamics of financial results of PJSC "Kyiv Cardboard and Paper Mill" in 2016 - 2019 

Indicators 

Year Absolute increment (deviation) +,– Relative increase (deviation),% 

2016 2017 2018 2019 2019 / 2016 2019 / 2018 2019 / 2016 2019 / 2018 

Net income from sales of products (goods, works, services) 4 352 280 5 083 045 6 498 891 6 472 462 2 120 182 -26 429 48,71 -0,41 

Cost of goods sold (goods, works, services) 3 242 214 3 911 380 5 169 114 4 983 671 1 741 457 -185 443 53,71 -3,59 

Gross profit (loss) 1 110 066 1 171 665 1 329 777 1 488 791 378 725 159 014 34,12 11,96 

Selling expenses 272 423 333 850 412 124 361 495 89 072 -50 629 32,7 -12,28 

Financial result from operating activities: profit (loss) 634 426 574 476 551 470 693 902 59 476 142 432 9,37 25,83 

Other financial income 11 202 6 266 8 715 184 444 173 242 175 729 1 546,53 2 016,4 

Other income 21 638 32 053 115 142 78 414 56 776 -36 728 262,39 -31,9 

Financial expenses 170 174 105 269 69 485 86 007 -84 167 16 522 -49,46 23,78 

Other expenses 195 351 87 227 48 317 326 398 131 047 278 081 67,08 575,53 

Pre-tax financial result: profit (loss) 301 741 420 299 557 525 544 355 242 614 -13 170 80,4 -2,36 

Expenses (income) from income tax 60 288 73 266 101 836 97 396 37 108 -4 440 61,55 -4,36 

Net financial result: profit (loss) 241 453 347 033 455 689 446 959 205 506 -8 730 85,11 -1,92 

Source: Developed by author on the basis of data from Appendices D-F
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Management decisions in the field of operational management of PJSC "Kyiv 

Cardboard and Paper Mill" were effective, as there is a growing amount of profit 

from operating activities by 9.37%, which indicates the availability of funds to repay 

financial obligations and form a net income. 

The final financial result of the enterprise is the most important indicator that 

indicates the ability of the enterprise to create added value, to occupy a stable market 

position through the implementation of quality business processes. Net profit is 

formed under the influence of all management decisions that were made during the 

analysis period, as well as objective external and internal processes. Net profit of 

PJSC "Kyiv Cardboard and Paper Mill" is 241 453 thousand UAH in 2016  

The positive dynamics of the indicator of PJSC "Kyiv Cardboard and Paper 

Mill" (increase of 85.11%) indicates the ability to increase the amount of borrowed 

capital of owners and operate steadily over a long period of time in the market. 

Dynamics of liquidity indicators is also a very important part of analysis of the 

main results of activities (table 2.4). 

Table 2.4 

Dynamics of liquidity indicators of PJSC "Kyiv Cardboard and Paper Mill" in 

2016 – 2019 

Indicators 

Year 
Absolute increment 

(deviation) +,– 

2016 2017 2018 2019 
2019 / 

2016 

2019 / 

2018 

Current  liquidity ratio (coverage) 0,76 0,87 0,91 0,95 0,19 0,04 

Rapid liquidity ratio 0,39 0,47 0,54 0,54 0,15 0 

Absolute liquidity ratio 0,02 0,03 0,03 0,03 0,01 0 

The ratio of short-term receivables and 

payables 
0,52 0,68 0,76 0,82 0,3 0,06 

Source: Developed by author on the basis of data from Appendices D-F 

PJSC "Kyiv Cardboard and Paper Mill" works to reduce short-term risks during 

2016 - 2019, so managers are taking measures to ensure a balance of short-term 

sources of financing and current assets. This is evidenced by the increase in the 

current liquidity indicator from 0.76 hryvnia to 0.95.  
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If we compare it with the normative (≥2), we can conclude that companies may 

have problems with repayment of liabilities to suppliers of material resources, 

services, financial resources, etc.  

PJSC "Kyiv Cardboard and Paper Mill" was able to repay 39% of its current 

liabilities within three to six months from the first reporting date (2016). As for the 

value of the indicator at the last reporting date (2019), it is not within the regulatory 

limits, because for each unit of short-term liabilities the company had only 0.54 

hryvnias of current assets, which could be quickly sold on the market and turn into 

cash. 

The risk of late fulfillment of obligations of PJSC "Kyiv Cardboard and Paper 

Mill" in the coming month was significant, because the company had cash in the 

amount of 3% of the total amount of current assets commitments in 2019. This value 

is low relative to the normative. 

In general, the company has managed to build good relationships with suppliers 

and customers, because debtors divert less money than provided by suppliers, other 

parties that form the accounts payable of the company. Each unit of accounts payable 

of PJSC "Kyiv Cardboard and Paper Mill" accounts for UAH 0.82 of receivables. 

This reduces the need for additional financial resources, which are expensive to 

maintain. 

 Next we will see the dynamics of financial stability indicators of PJSC 

“KCPM” (table 2.5). 

Table 2.5 

Dynamics of financial stability indicators of PJSC "Kyiv Cardboard and Paper 

Mill" in 2016 – 2019 

Indicators 

Year 

Absolute 

increment 

(deviation) +,– 

2016 2017 2018 2019 
2019 / 

2016 

2019 / 

2018 

Own working capital, 

thousand UAH 
-589 898 -396 483 -614 995 -562 088 27 810 52 907 
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Continuation of table 2.5 

Ratio of current assets with 

own funds 
-0,47 -0,24 -0,27 -0,29 0,18 -0,02 

Maneuverability of own 

working capital 
-0,04 -0,13 -0,14 -0,1 -0,06 0,04 

The ratio of own working 

capital stocks 
-0,96 -0,52 -0,67 -0,68 0,28 -0,01 

Financial autonomy ratio 0,34 0,39 0,38 0,47 0,13 0,09 

Financial dependence ratio 2,93 2,57 2,64 2,13 -0,8 -0,51 

Financial leverage ratio 1,93 1,57 1,64 1,13 -0,8 -0,51 

Equity maneuverability 

ratio 
-0,61 -0,3 -0,35 -0,25 0,36 0,1 

Short-term debt ratio 0,9 0,93 0,85 0,8 -0,1 -0,05 

Financial stability ratio 

(investment coverage) 
0,41 0,43 0,47 0,57 0,16 0,1 

Asset mobility ratio 0,81 0,97 0,94 0,69 -0,12 -0,25 

Source: Developed by author on the basis of data from Appendices D-F 

The estimated amount of working capital of PJSC "Kyiv Cardboard and Paper 

Mill" is negative (-562 088 thousand UAH), which indicates the inability of 

management to attract the necessary funding from the owners to purchase material 

resources to form stocks, provide commodity loans to customers, solutions other 

tasks. The company depends on external sources of funding to replenish working 

capital. The amount of these funds increased by UAH 27,810 thousand in 2016 - 

2019. 

Managers of PJSC "Kyiv Cardboard and Paper Mill" did not provide high 

financial flexibility of the enterprise, as insufficient working capital was created at 

the expense of the owners. As a result, the company is more dependent on external 

suppliers of financial resources. The indicator is equal to -29% in 2019.  

Own working capital is characterized by a low level of maneuverability, which 

reflects the corresponding ratio (-0.1) which are then used in the production process 

and the process of providing services. If there are supply disruptions, it threatens both 

the implementation of the production program and the image of PJSC "Kyiv 

Cardboard and Paper Mill". The low value of the stock of own working capital (-68% 

in 2019) suggests that the risk of such disruptions is significant. In addition, there is a 

decrease in the risk of insufficient supply of materials, raw materials and other 
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resources during the period 2016 - 2019, which would lead to a temporary cessation 

of operational activities of PJSC "Kyiv Cardboard and Paper Mill". This is evidenced 

by the growth of the share of working capital in inventories by 0.28 percentage 

points.  

Scientists and practitioners distinguish two main groups of indicators of 

financial stability. The first, discussed above, takes into account the amount of 

working capital. The second group of indicators reflects the ratio between liabilities 

and equity of the company.  

PJSC "Kyiv Cardboard and Paper Mill" is able to independently finance a 

significant share of required assets, namely 47%. The fact that the corresponding 

figure increases by 0.13, indicates an increase in confidence in the company by 

financial market participants, suppliers of material resources and services. After all, 

even if the company loses its solvency and goes bankrupt, a high share of equity will 

repay most of the liabilities. 

Based on this logic, the indicator of financial leverage and financial dependence 

of PJSC "Kyiv Cardboard and Paper Mill" is also within the regulatory limits and 

records a low dependence on external suppliers of financial resources. It is advisable 

to continue to monitor compliance with the acceptable ratio between equity and 

borrowed funds, which allows getting a better assessment of creditworthiness, and 

thus reducing the costs associated with attracting additional financial resources on a 

fee basis. Each hryvnia of equity of PJSC "Kyiv Cardboard and Paper Mill" has 2.13 

hryvnias of liabilities. PJSC Kyiv Cardboard and Paper Mill had 1.13 hryvnias of 

liabilities for each hryvnia of equity at the time of reporting.  

The equity maneuverability indicator indicates the low level of financial 

flexibility of this source of financing the company's assets. At the end of 2019, the 

value is -25%.  

In its policy of attracting liabilities as a source of financing, as can be seen from 

the indicator of short-term debt, the company emphasizes short-term debt, which 

allows you to remain more maneuverable, to attract and pay for the funds only if 

necessary. On the other hand, if an enterprise is restricted from accessing such short-
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term debt, it will not be able to ensure the sustainability of business processes. 

Current liabilities formed 80% of liabilities in 2019. For 2016 - 2019, the indicator of 

PJSC "Kyiv Cardboard and Paper Mill" decreased by 0.1. 

The asset structure of PJSC "Kyiv Cardboard and Paper Mill" in 2019 indicates 

to a low level of adaptability, as if necessary, the company will not be able to quickly 

restructure their business processes, free up financial resources from those assets that 

are not promising and not productive enough in changing conditions, on the other 

hand, direct them according to the updated asset formation policy. There was 0.69 

hryvnias of current assets for each hryvnia of non-current assets. 

Further will be the calculation of dynamics of profitability indicators of PJSC 

“KCPM” (table 2.6). 

Table 2.6 

Dynamics of profitability (loss) indicators of PJSC "Kyiv Cardboard and Paper 

Mill" 

Indicators 

Year 

Absolute 

increment 

(deviation) 

+,– 

2016 2017 2018 2019 

2019 

/ 

2016 

2019 

/ 

2018 

Profitability (liabilities) of assets (net profit in the 

numerator),% 
- 11,22 11,33 9,49 - -1,84 

Return (liabilities) of assets (EBIT in the numerator),% - 17 15,59 13,39 - -2,2 

Return on assets (EBITDA in numerator),% - 22,11 19,94 18,5 - -1,44 

Return on equity,% - 30,53 29,55 22,38 - -7,17 

Profitability of production assets,% - 24,72 26,06 18,97 - -7,09 

Profitability of sales by gross profit (gross margin),% 25,51 23,05 20,46 23 -2,51 2,54 

Profitability of sales by operating profit (operating 

margin),% 
14,58 11,3 8,49 10,72 -3,86 2,23 

Profitability of sales on net profit (net margin),% 5,55 6,83 7,01 6,91 1,36 -0,1 

Operating profitability,% 18,05 13,53 9,88 12,98 -5,07 3,1 

Reinvestment ratio,% - 100,12 99,92 103,17 - 3,25 

Economic growth stability ratio,% - 26,52 25,67 20,76 - -4,91 

Payback period of assets - 8,91 8,83 10,54 - 1,71 

Payback period of equity - 3,28 3,38 4,47 - 1,09 

Source: Developed by author on the basis of data from Appendices D-F 
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The indicator of return on assets of PJSC "Kyiv Cardboard and Paper Mill" 

shows that for every hryvnia used to finance the assets of PJSC "Kyiv Cardboard and 

Paper Mill", a net profit of 9.49 kopecks was generated in 2019.  

Income level is higher than inflation in the country, so it can be argued that there 

is an increase in the real value of the company's assets involved in the economic 

process. Thus, the management is able to effectively use limited financial resources 

to achieve the goals of growth and development of the enterprise "Kyiv Cardboard 

and Paper Mill" from 455 689 thousand UAH up to UAH 446,959 thousand and an 

increase in borrowed assets from UAH 2,817,778 thousand up to UAH 4,739,509 

thousand led to a decline in return on assets in 2016 - 2019. 

Naturally, such an enterprise could not act without support from information 

systems before. However, until recently, the plant used disparate, not integrated 

applications — 1C-Accounting, Excel, a number of self-written, etc. As a result, it 

was impossible to obtain information in real time — basically only summing up the 

results of certain time periods. Similarly, any change in business processes required 

significant software rework and adjustments to data transfer methods, and after the 

successful completion of these tasks, an adaptation period invariably followed.  

Thus, they had an understanding of the need to implement a bundle of full-

fledged solutions of the ERP (Enterprise Resource Planning) and MES 

(Manufacturing Execution System). The choice of the later was virtually uncontested, 

due to the presence of a clear industry leader — Optivision from Honeywell. With 

ERP, the situation turned out to be more complicated, due to a number of specific 

requirements, the main among which are: the ability to adapt to various types of 

production cycles (continuous and custom) and advanced integration with external 

systems.  

These requirements were met by CRM system Microsoft Dynamics AX, 

however, at the time of the formal start of the project (April 2009), there were no 

companies with experience in implementing this product in the pulp and paper 

industry either in Ukraine or in neighboring countries. Therefore, in the spring of 

2010, the project was actually restarted; the plant formed its own project team, 
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consisting of five specialists with experience in implementing Microsoft Dynamics 

AX, and the contractors were ERP PROFI (formed precisely in the process of 

working on this project) and SMART business. To manage such a team, according to 

Vlad Berezin, project manager since 2010 and ERP PROFI director, it is extremely 

difficult, so they had to create a whole working infrastructure based on Microsoft 

Project Server and Team Foundation Server, organize an automatic code building 

process, etc.  

Kirill Rudnev, SMART business sales director, also drew attention to the need to 

implement a large number of modules supporting numerous business processes and 

operations. There were introduced financial accounting, inventory accounting, 

purchases, sales, as well as, for the first time in Ukraine, — accounting and tax 

accounting in accordance with the current Ukrainian legislation with all the changes 

in 2011-2012; complex interfaces have been developed for interaction with MES-

systems Optivision and PMASC; integration with control systems of railroad and 

automobile weighing scales has been completed.  

The fact that the project at the Kiev Cardboard and Paper Mill is unique not only 

for Ukraine, emphasized Henrik Salikat, director of Microsoft Business Solutions in 

Central and Eastern Europe. And the very fact of the successful completion of the 

implementation in a fairly short time, in his opinion, indicates that Microsoft 

Dynamics AX has become a full-fledged player in the enterprise segment.   

As a result, the Kiev Cardboard and Paper Mill received a single consolidated 

management system that provides control over the full technological cycle - from the 

supply of raw materials to the sale of finished products. 

As we pointed previously, PJSC “KCPM” uses Microsoft Dynamics AX system. 

Microsoft Dynamics AX covers all business, production and distribution, supply 

chain and project management, financial management and business analysis tools, 

customer relationship management. 

Microsoft Dynamics AX (Axapta) is a multifunctional ERP system for 

enterprise resource management for medium and large companies. It covers all areas 
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of management: manufacturing and distribution, supply chains and projects, finance 

and business intelligence, customer and personnel relationships. 

Key benefits of Microsoft Dynamics AX: 

 Increase the efficiency and productivity of employees of the company  

 Operational change management and development of competitive advantages  

 Optimization management of a geographically distributed company:  

 The system implements the standard operating principles of Microsoft products 

and does not require long training  

 High ergonomics of role-based user interfaces and role-based centers;  

 The ability to prioritize the execution of current tasks a single interface when 

accessed from the workplace and via the Internet  

 Specialized business analysis and reporting tools allow you to analyze data 

based on balanced scores, using Microsoft Office Excel and Microsoft 

SharePoint Server with Performance Point Services  

 Working with Microsoft Dynamics AX directly from Microsoft Office 

applications  

 Providing accurate information for quick adoption of the right p Solutions  

 Reducing the cost of financial reporting and analysis  

 Effective cash flow management  

 Convenient toolkit for strategic planning  

 Improving customer service through more efficient organization of the sales 

process optimization of purchases and stocks  

 Minimization of the production cycle and flexible production planning  

 The possibility of organizing an internal and external service center  

 Effective management of qualifications and personnel development  

 Compliance system to the requirements of Russian legislation  

 The system supports local requirements of more than 40 countries and provides 

work in more than 40 languages  

 Consolidation of financial, operational and customer information in a single 

center  
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 Support of an unlimited number of companies in the territorial-distributed 

structure of the organization  

 A convenient mechanism for extending unified business processes to 

departments and representative offices of companies  

 Organization of operations [18]. 

The enterprise implemented a lot of mechanisms, such as automatic extraction of 

documents for products, automatic transfer of raw material receipts and automatic 

calculation of the cost of a paper mill for each product. The time that employees 

earlier spent on the calculation, they now spend on more important issues [10].  

Specific algorithms and processes used in corrugated production have been 

developed. For example, about 2.5 thousand production orders are produced every 

month. The calculation of the cost before the introduction of Microsoft Dynamics AX 

was possible only in terms of product types. Also, as a result of the introduction of 

Microsoft Dynamics AX, it has become possible to automatically control the 

placement of orders in production, depending on the number of orders already placed 

in production, manufactured goods that are still in stock, and financial relationships 

with each customer [22]. 

The ability to keep accounting and tax accounting in Microsoft Dynamics AX 

was implemented. The decision can be divided into the following main blocks: 

general financial accounting; VAT accounting; tax accounting [14]. 

Strategic AX weaknesses include the following: 

 Software as a Service and cloud ERP options are still limited, and don't 

compete favorably with pure-play cloud ERP solutions. 

 Dynamics AX incurs higher costs and risks associated with partner hosting, 

due to reduced investments, competencies and resourcing as compared to 

publisher hosted SaaS ERP solutions. 

 The user interface (UI) is satisfactory, but fails to take advantage of the lessons 

learned from consumer technologies and does not deliver a rewarding user 

experience Microsoft is extremely behind in recognizing and delivering 

Enterprise 2.0 and social business solutions. 
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 Dynamics ERP offers very limited cross-platform support-including narrow 

support for browsers, operating systems and databases. 

 Despite Microsoft's company strategy of aligning along industry markets, 

Dynamics ERP systems seldom venture into verticals markets. Instead the 

company relies on its ISV and business partner channels to develop and 

integrate industry solutions. The strategy is not unreasonable, however, creates 

a layer of abstraction between the publishers and its customers.  

 The lack of some modules and the fact that some functionalities are provided 

by partners and third parties can create integration complexity, drive up total 

cost of ownership (TCO) and impact return on investment (ROI) [6]. 

Let’s observe the main functional areas of Microsoft Dynamics AX (figure 2.1). 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 2.1 Functional areas of Microsoft Dynamics AX 2012 

Source: Developed by author on the basis of data from [27] 
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To sum up, the main goal of any commercial enterprise is to achieve the goals set 

by the owners. They usually consist of generating a profit. The increase in equity by 

130.56% in 2016 - 2019 indicates both the achievement of this goal and the 

strengthening of the financial potential of PJSC "Kyiv Cardboard and Paper Mill". 

The amount of equity of PJSC "Kyiv Cardboard and Paper Mill" is equal to UAH 

2,220,802 thousand at the end of 2019 against UAH 963,208 thousand in 2016  

The financial position of the owners of PJSC "Kyiv Cardboard and Paper Mill" 

in 2016 - 2019 is increasing, as after deducting liabilities, the volume of available net 

assets increases by 130.56%. Thus, the company is characterized by an effective 

business model.  

In 2016, PJSC "Kyiv Cardboard and Paper Mill" generated revenue of UAH 

4,352,280 thousand.  

At the end of the study period (2019) revenue is UAH 6,472,462 thousand, 

which is 48.71% more than at the beginning of the analysis period. This indicates the 

ability of the enterprise to operate in difficult economic conditions, to use the existing 

competitive advantages, to meet the needs of its target market segment. This leads to 

the fact that the company has more financial resources to cover fixed and variable 

costs, encourage efficient employees, repay financial obligations and solve other 

operational and strategic tasks. 

The final financial result of the enterprise is the most important indicator that 

indicates the ability of the enterprise to create added value, to occupy a stable market 

position through the implementation of quality business processes. Net profit is 

formed under the influence of all management decisions that were made during the 

analysis period, as well as objective external and internal processes. Net profit of 

PJSC "Kyiv Cardboard and Paper Mill" is 241 453 thousand UAH in 2016  

The positive dynamics of the indicator of PJSC "Kyiv Cardboard and Paper 

Mill" (increase of 85.11%) indicates the ability to increase the amount of borrowed 

capital of owners and operate steadily over a long period of time in the market. 

A more rapid increase in net income of PJSC "Kyiv Cardboard and Paper Mill" 

and a less significant increase in inventories suggest that the company uses more 
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efficient methods of inventory management, constantly looking for opportunities to 

release some of the financial resources that are loaded in inventories. As a result, 

such funds can be used in alternative areas. In general, the efficiency of inventory 

management increases in 2016 - 2019.  

Accounts receivable of PJSC "Kyiv Cardboard and Paper Mill" made 5.76 

turnovers per year, and the period of debt collection is 62.52 days receiving goods 

and services of the enterprise, suppliers when receiving advances, other debtors divert 

the company proportionally larger amounts at the end of the study period, which led 

to a decrease in turnover of this element of the asset by 1.36.  

Customers and other debtors used in 2019 the company's funds for a shorter 

period (62.52 days) compared to the period during which the company diverted part 

of the working capital of suppliers and other partners in the financial and economic 

relations in the formation of accounts payable 103.49 days). If this does not lead to 

deterioration in relations with suppliers, it is advisable to continue to follow this 

policy, generated a net profit of 9.49 kopecks in 2019. 

The level of return on assets is higher than inflation in the country, so it can be 

argued that there is an increase in the real value of the company's assets involved in 

the economic process. Thus, the management is able to effectively use the limited 

financial resources to achieve the goals of growth and development of the enterprise. 

Decrease in net profit of PJSC "Kyiv Cardboard and Paper Mill" from UAH 

455,689 thousand up to UAH 446,959 thousand and an increase in borrowed assets 

from UAH 2,817,778 thousand up to UAH 4,739,509 thousand led to a decline in 

return on assets in 2016 - 2019.  

Accordingly, in 2019 the level of return on assets of PJSC "Kyiv Cardboard and 

Paper Mill" is 10.54 years.  

An important indicator is the return on equity, which reflects the efficiency of 

the company in terms of owners or potential investors. Each hryvnia of the owners' 

capital provided them with a net profit of 22.38 kopecks in 2019.  

It is extremely important for the company to be able to form the necessary 

stocks of material resources, which are then used in production and service. If there 



37 
 

are supply disruptions, it threatens both the implementation of the production 

program and the image of PJSC "Kyiv Cardboard and Paper Mill". The low value of 

the stock of own working capital (-68% in 2019) suggests that the risk of such 

disruptions is significant. In addition, there is a reduction in the risk of insufficient 

inventory of materials, raw materials and other resources during the period 2016 - 

2019, which would lead to a temporary suspension of operations of PJSC "Kyiv 

Cardboard and Paper Mill". This is evidenced by an increase in the share of working 

capital in inventories by 0.28 percentage points. 

2.2. Assessment of factors that affect the customer relationship management 

process of the enterprise 

Positive customer relations are long-term, mutually beneficial relationships 

between a customer and a company. These relationships are built by creating a stable 

environment of trust that results in the continued growth of both the customer and the 

organization. Positive customer relations include consistent quality of what the 

business is offering as well as how they are offering it the customer. 

It should be noted that the effective satisfaction of customer needs is possible 

not only through their identification, but primarily by establishing and developing 

partnerships with customers, as well as with any counterparties in the business 

ecosystem and within the organization. 

Often the customer is understood as the end user. It should be noted that these 

terms are not synonymous because, as defined in the professional dictionary, a 

customer is a natural or legal person who uses the products of another natural or legal 

person who enters into a business relationship with him, and a consumer is a natural 

or legal person who receives or intends to receive the product for its own 

consumption or use. Under the product in this case we understand "tangible or 

intangible object (including works, services) that meets any social need, produced for 

exchange and one that has a value that is established in the process of its exchange 

for other goods" [15, p . 559]. That is why the customer-oriented approach focuses on 

the concept of the customer, which is broader and includes both the end user and 

employees who are customers for units in the production chain. This means that the 
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definition should include the desire of the company's staff to establish long-term 

relationships with the customer based on understanding and meeting its active and 

latent needs, as unmotivated staff is unlikely to effectively meet customer needs. 

Customer-oriented approach involves the formation of a wide range of products. 

With this in mind, the company must constantly improve existing products and create 

new ones, taking into account today's volatile and forecasting future needs. Knowing 

your customer well, understanding his needs and anticipating his potential desires, 

you can create a product or service that cannot be abandoned. Taking into account the 

interests of the customer and his active involvement in the interactive process of 

developing and creating new products will allow by attracting customers who 

previously could not find the product they need at an affordable price, but also reduce 

their operating costs by transferring part of the work to create a product to the 

customer, as well as transaction costs. 

To ensure appropriate quality, the company must create a quality management 

system in which each process is related to the customer. A formal approach to the 

description of business processes does not allow the organization to become truly 

customer-oriented. 

An important component of a customer-oriented approach is the formation of 

customer loyalty to the company, through the development and implementation of 

programs that contribute to the formation of customers' strong sense of commitment 

to a company, which is manifested in its stable focus on purchasing goods. 

In our opinion, customer loyalty includes two components: first, the customer's 

actions as a buyer, the rational motives of which can be clarified and evaluated; 

secondly, the emotional component of customer loyalty, measuring the degree of 

which is quite a difficult task. 

Seven factors of loyalty as a habit — are factors that significantly affect the 

formation of customer experience, form a strong desire to repeat certain actions by 

the client. These factors lead to a positive perception of interaction with the supplier 

both in its process and after. 
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1. Time — the speed of solving customer problems, quality over time. This is 

about the speed of response to customer requests, about any delays, expectations, 

queues and more. And also — about the duration of the order, delivery time, duration 

of after-sales service, the effect of the result, etc. 

For example, the speed of answering an incoming call; the duration of the effect 

of the cosmetic procedure; preservation of the appearance of the goods due to its long 

operation, speed of courier delivery, etc. 

2. Simplicity — how accessible, simple and convenient for the client to get the 

desired result. 

For example, make and place an order, return a product or receive 

compensation, advice or delivery. 

The less effort a customer needs to meet his or her needs, the higher his or her 

commitment to the company that was able to provide him or her. 

3. Freedom of choice — giving the client the opportunity to make their own 

choices and decisions. It is about the ability to choose a solution from among the 

proposed, about the convenient time and place, form and content. This is about 

choosing a convenient communication channel for researching the properties of the 

product, for advice, ordering. Multichannel significantly contributes to the creation of 

a positive experience for the client. The well-known slogans are "the customer 

decides", "the customer is always right", but how does the customer actually assess 

the opportunity to choose? In fact, when a client is given the opportunity to choose, 

he does not claim to be right, but rather needs respect and support. When the supplier 

skillfully conducts dialogue, provides an opportunity to choose, if necessary helps to 

simplify the decision-making process, advises, skillfully responds to customer 

requests, through words-markers encourages action in the comfort zone, the customer 

tends to make decisions in the interests of such supplier. 

4. Security is about the reliability of cooperation, the ability of the supplier to 

minimize risks and undesirable consequences. 

For example, what will be the actions of the supplier, if the customer has 

unforeseen problems or the product has poor quality, what are the warranty 
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obligations and more. It is also about how secure it is to transfer personal information 

to a provider. Once you have placed your phone number in the online order form, the 

customer will not receive unwanted calls from bots and fraudsters. 

5. Finance — about the value of money. It's about the economy and the 

economy, the price of the issue, the transparency of pricing, the intentions of the 

supplier of the product or service, the possible violation of a sense of justice for the 

customer — “what do I pay money for as a customer?” and also about what the client 

is willing to pay more for. 

6. Impressions are both about emotional reactions that arise situationally, and 

about the experience as an effect due to interaction, service or use of goods. This is 

about the predicted development of emotional states of the client, which form the 

attitude to make decisions in the future, and the impression of a particular process, a 

separate conversation with a representative of the supplier, and the overall impression 

of interaction with the company or brand. 

7. Previous experience is about the previous experience of the client, for 

example, the failure of the supplier to fulfill its promises, obligations to the customer. 

When they promised to call the client, but did not do so. 

Experience can be direct when you previously bought from this supplier, or 

indirect — bought from other suppliers, but subconsciously can transfer this 

experience to a new supplier (both positive and negative). 

Table 2.7 identifies the main factors influencing the process of customer 

relationship management and evaluates their significance for the studied enterprise on 

a 10-point scale. 

Table 2.7 

Expert assessment of the factors influencing the process of customer relationship 

management of PJSC “KCPM” 

Factor Rating 

Expert #1 Expert #2 Expert#3 Average 

rating 
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Continuation of table 2.7 

Level and 

quality of 

customer 

service 

10 10 9 9,7 

Quality of 

products 

8 7 8 7,7 

Reliability of 

cooperation 

7 6 6 6,3 

Level of 

qualification of 

employees 

8 8 7 7,7 

Level of 

communication 

between 

departments 

6 5 4 5 

CRM system 

functionality 

9 9 8 8,7 

Quantity and 

quality of 

technical 

means 

10 10 10 10 

Source: Developed by author 

The first factor that was evaluated was the level and quality of customer service. 

It involves providing efficient, quick, and friendly service to customers as well as 

building strong relationships with them. It also entails responding to customers' issues 

in time and handling any complaints swiftly. According to the evaluation, this factor 

received an average score of 9,7, which indicates that it is very important for the 

process of managing relationships with customers of the enterprise. 

The next was quality of products. Product quality refers to how well a product 

satisfies customer needs, serves its purpose and meets industry standards. When 

evaluating product quality, businesses consider several key factors, including whether 

a product solves a problem, works efficiently or suits customers' purposes. The 

Average rating of quality of products factor is 7,7. It means that the product quality 

has medium importance for the process of customer relationship management of 

PJSC “KCPM”. 
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Reliability of cooperation with the company is how responsibly the company 

treats its responsibilities and the company's ability to minimize risks. Our evaluation 

shows that reliability of cooperation has an average score 6,3. It is almost the lowest 

score among all factors, so the reliability of cooperation has a low importance for the 

process of customer relationship management of the enterprise. 

The level of qualification of employees is the level of professional suitability 

provided by the total availability of employees of general and special knowledge, 

skills, abilities, experience required to perform work of a certain complexity in the 

relevant profession or specialty. Low professional and qualification level of 

employees is one of the main reasons for low competitiveness of the enterprise, 

which affects the level of profitability of the enterprise and its own in turn, limits the 

financial opportunities for training, staff development. This factor received an 

average score of 7,7, so it also has average importance for the customer relationship 

management process. 

Communication is a complex process consisting of interdependent steps. Each 

of these steps is necessary in order to make our thoughts clear to another person. 

Each step is a point where, if we don't think about what we are doing, the meaning 

can be lost. The goal of each leader is to make the communication process as 

effective as possible and not to lose meaning. Level of communication between 

departments received an average score 5. It is the least important factor for the 

process of customer relationship management of the enterprise, but it should still be 

given attention. 

Each company needs a different amount of CRM system functionality for an 

effective customer relationship management process. Therefore, management must 

ensure that employees have all the important functions of the CRM system for their 

work. The factor of CRM system functionality received an average score 8,7, which 

means that functionality of CRM system of the enterprise is highly important for the 

process of customer relationship management. So, if the company`s CRM system 

doesn’t have all key features, the enterprise should solve this problem as fast as 

possible. 
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Sufficient quantity and quality of technical means for the necessary 

communication interaction is a key factor in the process of customer relationship 

management. It directly affects the company's ability to work with customers more 

effectively, encourage more new customers and retain existing ones. The company 

must pay the most attention to it and constantly improve. Quantity and quality of 

technical means received an average score of 10 on a 10-point scale, which is proof 

of its absolute importance for the process of customer relationship management. 

The more important the factor for the customer relationship management 

process for the company, the faster management must respond to their deterioration, 

as well as constantly improve the level and quality of these factors to retain and 

encourage more customers and be more profitable. 

CRR is customer retention. This is a ratio that shows the ability of the business 

to maintain a relationship with the customer. We calculated the CRR for PJSC 

“KCPM”: 

CRR = (29 – 22) / 16 = 0,4375*100% = 43,75% 

The retention rate is 43,75%, which means the enterprise loses more than a half 

of clients. 

The company is mainly focused on selling its products to other large retail 

companies, so although the number of customers is small, but they bring significant 

income to the company. This is demonstrated in the following calculations. 

CAC is a customer acquisition cost. This is the amount of how much one new 

customer costs the business. 

CAC = 260000 UAH per month / 2,41 clients per month = 107883,8 UAH 

So, on average, the company spends about 107883 hryvnias to attract such a 

client every month. 

LTV is a lifetime value. That is, the profit you will receive from the client for all 

the time working with him. 

This indicator is very important in marketing, advertising, sales, especially for e-

commerce. And here's why: 
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 one way to calculate ROI (return on investment) will involve LTV. ROI — one 

of the few ways to assess whether your advertising pays off or leads your 

business in the red; 

 LTV helps identify the target audience for marketing and better understand the 

workings of the business; 

 knowing the real life value of the client for business, you can build a more 

effective advertising strategy and modify the strategy of customer retention; 

 helps in customer segmentation as it shows which part of the audience is most 

profitable for the business. 

LTV = 18599028 UAH – 107883,8 UAH = 18491144,2 UAH 

In this situation, judging by the calculations, the lifetime value of the client is 

very high. 

LTV / CAC is the ratio of a customer's lifetime value to the length of his "life" 

for the company. This indicator is conventionally called customer quality, that is how 

much the customer is profitable for the business financially. 

In our case LTV / CAC = 171,4 

This means that each 1 hryvnia invested by the company brings the enterprise 

171,4 hryvnias. 

Employees are central to an effective CRM and such firms must manage its 

relationships with their employees if they have any hope of fully serving customer’s 

needs and that this is especially important in companies where employees are the 

eyes of customers. The success of CRM initiative relies on involving staff in 

designing it at an early stage, rather than simply imposing it on them, employees who 

interface with customers need to be empowered to address customers concern 

promptly. 

As for the need for customer relationships, it is clear that if the company has 

some tension or misunderstanding between colleagues, it can also negatively affect 

the customer service process. We conducted a survey of employees of the company 

according to which 80% of employees are satisfied with the relationship with 

colleagues and managers, and 20% are partially satisfied. Also, according to the 
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results of the assessment of communications between departments and awareness of 

employees about their work, not everyone is satisfied with this level. The results of 

the survey indicate problems in the relationship between units (see Annex B). 

 Consumers of the company's products are the second part, which reflects the 

level of customer service and the relationship with the seller, which is a direct part of 

the CRM-system. To find out how satisfied consumers are with the product and the 

interaction with the seller, we conducted another survey.  

The survey showed that the average rating of satisfaction with feedback from the 

seller is 3.7 on a 5-point scale. Although consumers are not entirely satisfied with the 

communication with the company, so the work of the CRM-system too, they still 

focus more on price and quality characteristics of the product than on the 

relationship. In addition, the interaction between consumer and seller occurs through 

the product that produces and sells the company. Therefore, an important role in the 

operation of the CRM system is indirectly influenced by how the consumer perceives 

the price and quality characteristics of products sold by the company (see Annex C). 

After analyzing the factors of the external and internal environment of PJSC 

"KCPM" we can conclude that the enterprise has both strengths and weaknesses in 

the management of relations with suppliers, customers and between departments. The 

positive aspects are that the company provides continuous professional training; 

significant funds are allocated for social protection of employees, additional benefits 

and guarantees are established and a reliable system of labor protection is provided. 

PJSC "KCPM" is active in foreign affairs and interacts with various organizations, 

which gives the company stability and image not only in the Ukrainian market but 

also abroad. Compared to competitors, it has a balanced pricing policy, which shows 

the average prices of products on the market and also provides high environmental 

friendliness and product quality through a quality management system, 

environmental protection and product safety in accordance with the requirements of 

international standards.  
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PART 3. IMPROVEMENT OF THE CUSTOMER RELATIONSHIP 

MANAGEMENT PROCESS AT THE ENTERPRISE “KYIV 

CARDBOARD AND PAPER MILL”, PJSC, OBUKHIV 

3.1. Development and justification of measures to improve the CRM-systems at 

the enterprise 

According to the results of the study of the CRM-system and relationships 

between departments and with consumers at the PJSC "KCPM", it can be concluded 

that this CRM-system is not sufficiently functional and effective for the work process 

of PJSC "KCPM", as we observe problems in relationships between departments and 

with customers. This problem can be solved in two ways:  

1) Switch to an improved version of the existing system, called Microsoft 

Dynamics 365.  

2) Switch to an alternative modern CRM-system Salesforce. 

Microsoft Dynamics 365 has many advantages over its outdated version of 

Microsoft Dynamics AX. Salesforce unites your marketing, sales, commerce, service, 

and IT teams from anywhere with Customer 360 — one integrated CRM platform 

that powers entire suite of connected apps. 

In the future it is necessary to develop a project and implement it step by step. 

It makes sense to start with the determination of responsible. During the internship, it 

was decided that the implementation project would be initiated by the head of the 

sales team. Several sales managers will use the new CRM system for a certain period 

of time to test it. The implementation plan is similar for both systems. 

To begin with, a plan has been developed to implement the CRM system (table 

3.1). 

Table 3.1 

Project plan for the implementation of CRM-system 

The name of the task Deadline Responsible 

1. Implementation of CRM-

system, basic settings 

3 weeks Head of the sales team 

2. Automate the process of 

finding contacts, calls and 

sending emails 

2 weeks Head of the sales team 
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Continuation of table 3.1 

3. Test period by an employee 

of the sales department of PJSC 

"KCPM" in the new CRM-

system 

4 weeks Head of the sales team 

4. Measurement of results, 

comparison with the current 

system at the enterprise 

1 week Head of the sales team 

5. Forecasting performance 

indicators and return on 

investment 

1-2 days Head of the sales team 

Source: Developed by author 

Companies carefully consider how to deploy a CRM system to ensure that it 

meets their business goals. Some organizations may benefit from on-premises 

software, but the cloud CRM system also has its advantages.  

When opting for on-premises CRM, companies need to purchase a subscription 

to use it in advance. Due to the fact that the software is located on the company's 

servers, local CRM will be a good choice for organizations with strict security 

policies.  

Choosing a local CRM deployment process requires more time and IT 

resources. The task of the buyer is also to ensure continuous maintenance of the local 

system; the supplier is not responsible for the smooth operation of the customer's 

servers. At the same time, the supplier continues to provide technical support to solve 

critical problems. 

On the other hand, software as a service (SaaS) or cloud CRM stores data on 

the servers of a certified cloud provider. In this case, users have full access to the 

database wherever they are. The vendor is responsible for the smooth running of the 

system and provides all necessary updates and support.  

It is important that cloud CRM is highly scalable. This means that an 

organization can easily expand not only the functionality of the system, but also its 

productivity as business requirements grow.  

The stage of improving the existing CRM-system begins with the collection 

and analysis of user recommendations to prepare requirements that will be taken into 

account in system updates, and then use the updated CRM-system, taking into 
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account errors or shortcomings. Further improvement of the CRM-system should be 

aimed at solving the following tasks:  

 The need to record each incoming call, each request of a potential customer, 

automate receipts, accumulation of information about requests, sales and 

customers;  

 Accumulation of information from various sources, formation of a statistical 

base that will allow the manager more consciously and with the use of a certain 

amount of information to make decisions and plan further work of the 

enterprise;  

 Improving and optimizing the department because by installing a CRM system, 

the owner gets not only product and tools, but also the vision of suppliers of 

the software product on how to work sales department.  

The following figure justifies our choice of measures to improve the workflow of 

CRM systems in the enterprise (figure 3.1). 

 

 

 

 

 

 

 

 

 

 

 

Figure 3.1 Magic Gartner’s Quadrant for Sales Force Automation 

Source: [3] 

Figure 3.1 shows The Gartner Magic Quadrant — an annual report on the best 

CRM systems from the authoritative analytical company Gartner. 
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From the quadrant you can see that Salesforce and Microsoft Dynamics 365 are 

leaders among CRM systems.  

It is necessary to clearly define the sequence of actions to configure the system.  

They are listed in order of priority:  

1. Import existing contacts into the system.  

2. Import existing companies into the system.  

3. Configure the sales funnel (sequence of actions for sales managers).  

4. Configure fields to automate filling in by sales managers. 

Sales managers will use the following contact search tools:  

 LinkedIn Professional Social Network;  

 Excel or Google Sheets to enter information. 

The basic process of finding contacts in the company is as follows: 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 3.2 The process of finding potential customers 

Source: Developed by author 

The first two stages are key and unchanged for the company — it is necessary 

to clearly identify the segment of potential consumers to whom commercial activities 

will be directed.  

Defining the industry of potential consumers-

enterprises 

Identification of a key person from potential 

consumers 

Search for contacts on LinkedIn 

Automatic import of data into the CRM system 

Get started with contacts and transfer to the 

contact department 
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Defining the segment of potential consumers-enterprises includes the following 

parameters:  

 To select a specific industry (for example, IT companies, manufacturing 

enterprises, etc.);  

 The size of the enterprise 1-50 employees, medium enterprise 51-500 

employees, large company 500+ employees);  

 Select the country in which the enterprises are located.  

Identifying the key person of potential consumers is an integral part of the 

work process, because the company can sell its product only to specific employees of 

specific companies. To do this, it is necessary to determine the position of a potential 

buyer (most often — CFO or CEO). 

Finding contacts on the professional social network LinkedIn is the next step in 

directly finding the companies and their representatives. This process is based on the 

first two stages, and working on LinkedIn helps to use filters to identify the necessary 

potential buyers (figure 3.3). 

 

Figure 3.3 Example of using LinkedIn Sales Navigator to search for potential 

customers 

Source: Developed by author on the basis of data from [17]  
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To get acquainted with new CRM systems we can register a trial version. In this 

case, we will reduce the cost of implementing a new CRM system.  

3.2. Predictive evaluation of the implementation of improvement measures at 

the enterprise 

Successful implementation of the CRM system at the enterprise involves many 

actions and calculations that must be performed. These calculations will show 

whether it is profitable for the company to implement these systems. 

To begin with, let's calculate the profitability of the enterprise for recent years 

(table 3.2). 

Table 3.2 

Profit of PJSC “Kyiv Cardboard and Paper Mill” 

 

 

 

 

 

 

Source: Developed by author on the basis of data from Appendices D-F 

Table 3.2 shows that the profitability of the enterprise since 2017 began to 

decline, due directly to the outdated CRM system of the enterprise. 

Our previous methods of improving the CRM system at the enterprise, namely 

the transition to an alternative system called Salesforce, or upgrading to a new 

version of Microsoft Dynamics 365, which have much greater functionality and 

efficiency, will help to solve the problem of lower profitability.  

It is necessary to forecast profit after the implementation of the previously 

mentioned CRM systems at the enterprise. 

According to our forecasts, the company's annual profit using the Microsoft 

Dynamics 365 system will increase by 22%, and using the Salesforce by 17% (table 

3.3). 

Year 2017 2018 2019 2020 

Profit, UAH 420299 557525 544355 453825 

Profitability 

ratio 

39,2% 32,6% -2,4% -16,6% 
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Table 3.3 

Forecast of the profit after implementing the improving measures 

Indicator Year 

2021 2022 2023 2024 2025 2026 

Microsoft 

Dynamics 

365 profit 

forecast, 

UAH 

553666,5 675473,1 824077,2 1005374,2 1226556,5 1496398,9 

Salesforce 

profit 

forecast, 

UAH 

530975,3 621241,1 726852,1 850416,9 994987,8 1164135,7 

Source: Developed by author 

Table 3.3 shows the result of the implementation of CRM-systems and profit 

forecast for the next 5 years.  

But not everything is as simple as it seems. It is also necessary to calculate the 

cost of implementing these improvement methods.  

First of all, the number of employees which will use CRM system is 25. 

Therefore, the following calculations will be performed on the basis of this number. 

Pricing of Microsoft Dynamics 365 is 63$ per user and the Salesforce is 25$ 

per user (table 3.4).  

Table 3.4 

Total costs of implementing improving measures 

System Total costs, UAH 

Microsoft Dynamics 

365 

491400 

Salesforce 195000 

Source: Developed by author 

According to the calculations of implementation costs and forecasted profits, 

we can see that the CRM system Microsoft Dynamics 365 gives a larger increase in 

profits annually, although it is more expensive to use. On the other hand, the 

Salesforce CRM system is cheaper to use, but gives less profit growth than Microsoft 

Dynamics 365. 
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 Payback period of the investment project — this ratio shows the period for 

which the initial investment (costs) in the investment project will pay off. The 

economic meaning of this indicator is to show the period for which the investor will 

return his invested money (capital). It is necessary to calculate payback period for 

implementation both of the systems (table 3.5). 

Table 3.5 

Calculation of payback period of the investment project 

Period, year Microsoft Dynamics 365 Salesforce 

Initial costs, 

UAH 

Cash flow 

cumulative 

total, UAH 

Initial costs, 

UAH 

Cash flow 

cumulative 

total, UAH 

1 491400 121807 195000 90266 

2  270411  195877 

3  451708  319442 

4  672890  464013 

Payback period 3 years and 3 months 2 years 

Source: Developed by author 

 Table 3.5 presents the calculations of the payback period of the investment 

project. As we can see, the implementation of CRM system Microsoft Dynamics 365 

will pay off in 3 years and 3 months, while the implementation of Salesforce system 

in 2 years. 

 Net present value is an indicator that reflects changes in cash flows and shows 

the difference between discounted cash inflows and outflows. 

Net present value is used to select the most investment-attractive project. 

Project evaluation based on NPV criterion: 

1. NPV <0 — an investment project that has a negative NPV value should be 

excluded from consideration. 

2. NPV = 0 — the investment project will provide a break-even level when all 

income is equal to costs. 

3. NPV> 0 — investment project is attractive for investment. 

4. NPV1> NPV2 — comparison of NPV1 of one project with NPV2 of another, 

shows the investment attractiveness of the first. 
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 Therefore, it is necessary to calculate the NPV for proposed investment 

projects (table 3.6). 

Table 3.6 

Calculation of Net Present Value for proposed investment projects 

Indicator Microsoft Dynamics 365 Salesforce 

Amount of investment, 

UAH 

491400 195000 

Discount rate, % 10 10 

Amount of receipts in the 

1st year, UAH 

121807 90266 

Amount of receipts in the 

2nd year, UAH 

148604 105611 

Amount of receipts in the 

3rd year, UAH 

181297 123565 

Amount of receipts in the 

4th year, UAH 

221182 144571 

Amount of receipts in the 

5th year, UAH 

269842 169148 

 

NPV,  

UAH 

 

195280 

 

270949.6 

 

Source: Developed by author 

NPV (Microsoft Dynamics 365) = 121807/1.1 + 148604/1.21 + 181291/1.331 + 

221182/1.4641 + 269842/1.61051 = 195280 UAH. 

Since the obtained NPV> 0, then this project is effective and it could be accepted. 

NPV (Salesforce) = 90266/1.1 + 105611/1.21 + 123565/1.331 + 144571/1.4641 + 

169148/1.61051 = 270949.6 UAH 

Since the obtained NPV> 0, then this project is effective and it could be accepted. 

As we can see NPV (Salesforce) > NPV (Microsoft Dynamics 365), that means 

the implementation of CRM system Salesforce is more investment attractive. 

Based on the fact that NPV of Salesforce implementation project is bigger than 

NPV of Microsoft Dynamics 365 and the payback period of Microsoft Dynamics 365 

is longer than the payback period of the Salesforce system, we would recommend the 

company to switch to an alternative CRM system called Salesforce. Also the costs of 

implementation of Salesforce are lower than another suggested CRM system. 
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CONCLUSIONS AND RECOMMENDATIONS 

The first part of the Final qualifying paper is devoted to defining the essence of 

CRM systems, their classification and composition in trade. It is determined that 

CRM systems have such basic functions as marketing and analytics, sales 

automation, automation and optimization of the workflow and others. The basis for 

the CRM concept is an individual approach to any customer of the organization, as 

well as the collection of all available information and data about them, to give 

products maximum consumer value and provide the level of pre-sales and after-sales 

service desired by the buyer.  

Also in the first part, scientific approaches to customer relationship management 

in the process of performing trade functions by enterprises in a manufacturing sphere 

were identified. The basic principles of customer relationship management were 

formed, namely the principle of ethics, the principle of authenticity and the principle 

of control. CRM allows a company to keep an ongoing register of project investment, 

comprising materials, expenses, and time consumption. It was determined that one of 

the most effective methods of evaluating the CRM workflow is a survey. 

In the second part of the Final qualifying paper, the main results of activities and 

CRM-systems at the PJSC “KYIV CARDBOARD AND PAPER MILL” were 

analyzed. The study of key indicators showed that starting from 2018 the company's 

profitability began to decline. The enterprise using a CRM system called Microsoft 

Dynamics AX was also studied. 

We pay high attention to factors that affect the customer relationship 

management process of the enterprise. The workflow process of the Microsoft 

Dynamics AX system was analyzed. We also conducted a survey of consumers of 

products and employees of PJSC "KYIV CARDBOARD AND PAPER MILL" and 

concluded that this CRM system is outdated and has low efficiency in modern trade 

of the studied enterprise. 

In the third part of the Final qualifying paper recommendations for improving 

customer relationship management at KYIV CARDBOARD AND PAPER MILL, 

namely the transition to an alternative system called Salesforce or an upgrade to a 
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newer version — Microsoft Dynamics 365 were provided. A plan was developed to 

implement a new CRM system, the advantages of new CRM systems are determined 

and the transition to alternative systems is justified. 

Also in the third part the costs of implementation of each proposed CRM system, 

the costs of using them were calculated. The payback period of the investment project 

was calculated for each proposed CRM system. Net present value of implementation 

projects was calculated. A recommendation was given to choose one of the proposed 

CRM systems, namely Salesforce, as it has lower costs of implementation, shorter 

payback period and its NPV is bigger than Microsoft Dynamics`s 365. 
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