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Abstract
This research aims to systematically examine various Customer
Relationship Management (CRM) based marketing strategies that are
effective in increasing customer retention. In an era of increasingly tight
business competition, retaining old customers has proven to be more
efficient than acquiring new customers. Therefore, CRM is a crucial
strategic approach in creating and maintaining long-term relationships
between companies and customers. This study uses a literature review
method of various scientific articles, Scopus and Sinta indexed journals,
as well as other relevant publications published in the last ten years. The
study results show that CRM strategies which include service
personalization, marketing  automation, customer  feedback
management, data-based loyalty programs, and the use of analytics and
digital technology have proven effective in increasing customer loyalty
and retention. However, the success of implementing this strategy is
influenced by a number of supporting factors such as technological
readiness, customer-centric organizational culture, human resource
competence, and the quality of customer data management. Thus,
proper implementation of CRM not only increases customer retention
but also provides a sustainable competitive advantage to the company.
Keywords: Marketing Strategy, Customer Relationship Management (CRM),
Customer Retention

INTRODUCTION

In the midst of increasingly tight business competition, companies are
not only required to attract new customers, but also to retain existing
customers. In many cases, retaining existing customers proves to be more
effective and efficient than acquiring new customers. Customer retention is an
important indicator for long-term business sustainability, because loyal
customers tend to make repeat purchases, provide referrals, and contribute
to consistent revenue growth (Raghuwanshi & Patel, 2024).

Customer retention is not only related to satisfaction alone, but also
reflects the emotional and functional relationship that exists between
customers and the company. Customers who feel valued and understood tend
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to have a higher commitment to a particular brand or company. Therefore,
companies need to develop strategies that are able to strengthen this
relationship in a sustainable manner (Suarniki & Daud, 2024).

One approach that is increasingly being used by companies to increase
customer retention is Customer Relationship Management (CRM). CRM is an
integrated system designed to manage a company's interactions with current
and potential customers, with the ultimate goal of creating long-term,
mutually beneficial relationships. CRM utilizes customer data to identify
needs, preferences and behavior, so that companies can provide more
personalized and relevant services (Suarniki & Daud, 2024).

In a marketing context, CRM not only functions as an operational tool,
but also as a strategy that can direct companies in designing customer-
oriented marketing activities. CRM-based marketing strategies help
companies understand customer value, segment markets more precisely, and
design communications and offers that suit the characteristics of each
customer segment (Rudakova, 2023).

Various previous studies show that effective CRM implementation can
increase customer loyalty and extend the customer life cycle within the
company. With the right approach, CRM is able to build long-term
relationships that result in higher customer retention (Carr, 2024). This
certainly provides a competitive advantage for companies in an increasingly
competitive and dynamic market.

However, CRM implementation does not always run smoothly. Various
factors such as technology readiness, organizational culture, data quality, and
human resource skills can influence the effectiveness of a CRM strategy.
Therefore, it is important to understand how CRM is implemented in practice
and how it directly relates to increasing customer retention (Jusuf, 2023).

Through literature reviews, researchers can identify patterns, trends,
and important findings from various previous studies regarding the
relationship between CRM and customer retention. This study will provide a
strong basis for understanding the extent to which CRM contributes to
increasing retention, as well as what strategies have proven successful in
various industry contexts (Soni, 2024).

With this background, this research will focus on analyzing literature
regarding CRM-based marketing strategies and their impact on customer
retention. It is hoped that the results of this research can provide theoretical
and practical contributions, especially for academics and business people who
want to optimize CRM strategies as a means of increasing customer loyalty.
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RESEARCH METHOD

This research uses a systematic literature review method which focuses
on scientific articles and relevant academic publications. Data sources consist
of national (Sinta) and international indexed journals (Scopus, Web of Science,
or others), as well as credible reference books related to the topic of
Customer Relationship Management (CRM) and customer retention. The data
collected comes from publications within the last 5-10 years to ensure the
relevance and up-to-dateness of the information analyzed. This research aims
to identify CRM-based marketing strategies that have proven effective in
increasing customer retention in various industrial sectors.

Literature inclusion criteria include: (1) topics that directly address
CRM, marketing strategy, and/or customer retention; (2) publications in
Indonesian or English; (3) published in an accredited or indexed scientific
journal; and (4) available in full (full-text). Meanwhile, exclusion criteria
include: (1) articles that are opinion in nature or have not gone through a peer-
review process; (2) sources that are not relevant to the research focus; and (3)
publication outside the specified time range. Data collection techniques were
carried out through searching scientific databases such as Google Scholar,
Scopus, ProQuest, and ScienceDirect using keywords such as: "Customer
Relationship Management", "CRM Strategy", "Customer Retention", and
"Marketing Strategy". Data analysis is carried out thematically by grouping
findings based on certain themes or patterns, and can be strengthened with a
meta-synthesis approach to draw conclusions from the results of the studies
analyzed (Earley, M.A. 2014; Snyder, H. 2019).

RESULT AND DISCUSSION
The Most Effective CRM Strategy in Increasing Retention

In the current digital era, Customer Relationship Management (CRM)
strategies have developed into approaches that are not only technical, but
also strategic in building long-term relationships with customers. One CRM
strategy that has proven effective in increasing customer retention is service
personalization. By using historical data and customer preferences, companies
can provide relevant and customized offers, communications and
experiences. Customers tend to be more loyal when they feel understood and
appreciated individually (Lee & Zhang, 2022).

The second very important strategy is marketing automation. With
CRM technology, companies can set up automated campaigns such as follow-
up emails, purchase reminders, and birthday greetings. This automation not
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only saves time and effort, but also maintains consistent and relevant
communications, thereby building continuous closeness between customers
and the company (McKeon & Wikstrom, 2024). This has been proven to
maintain customer interest and increase the likelihood of repeat purchases.

Furthermore, systematically managing customer complaints and
feedback is also a crucial CRM strategy in increasing retention. CRM systems
enable companies to document and respond to customer complaints quickly
and effectively. Prompt responses and satisfactory solutions create a positive
impression, even in initially negative situations, so that customers feel valued
and are more likely to remain loyal (Maroney, 2024).

Loyalty programs based on customer data are also an effective
strategy in CRM. These programs allow companies to provide rewards or
incentives based on purchase frequency, transaction value, or customer
interactions. The use of CRM data helps develop loyalty programs that are
more targeted, so that customers feel appreciated and motivated to continue
making repeat purchases (BOCARI, 2023).

The next strategy which is no less important is the use of CRM analytics
for customer segmentation. By utilizing analytical data, companies can group
customers based on certain characteristics such as purchasing behavior, level
of profitability, or customer life cycle. This segmentation allows for a more
strategic approach in retaining high-value customers as well as designing more
effective communications for each segment (Nation, 2024).

Integration between departments in implementing CRM also has a big
influence on customer retention. When sales, marketing and customer service
teams have access to the same customer data through a CRM system,
customer information and handling becomes more consistent and
coordinated. Customers do not need to repeat the same information every
time they interact, and this increases convenience and positive experiences
that contribute to retention (Atif & Salmi, 2022).

The use of artificial intelligence (Al) and machine learning-based
technology in CRM is starting to be proven to increase the efficiency and
effectiveness of retention strategies. This technology is able to predict
customer behavior, identify churn risk, and recommend proactive actions
(Derridj et al., 2024). This way, companies can act before customers decide to
churn, so retention rates can be significantly improved.

603



Best Practices and Implementation in Various Industrial Sectors

The implementation of CRM strategies has shown significant results in
increasing customer retention in various industrial sectors. In the banking and
finance industry, CRM is used to build long-term relationships with customers
through a highly personalized approach. Banks utilize transaction data to offer
products such as credit cards, loans or savings that suit customer profiles
(Purwoko & Belgiawan, 2024). Additionally, they implement loyalty programs
and automated alert systems that increase customer convenience and
encourage retention.

In the retail sector, especially digital retail and e-commerce, CRM is
widely used to manage customer interactions across various channels,
including email, social media and apps. Companies such as Amazon and
Tokopedia use CRM to segment customers and provide personalized product
recommendations (Gyftopoulos et al.,, 2024). This strategy succeeded in
increasing engagement and repeat purchase frequency, which ultimately had
a positive impact on customer retention.

The hotel and tourism industry also shows success in implementing
CRM. Large hotels use CRM systems to record guest preferences, such as
favorite room types, favorite foods, and staying habits. With this information,
the services provided can be tailored, creating a more personalized and
enjoyable customer experience (Sahoo et al., 2024). As a result, customers are
more likely to return to use the hotel's services in the future.

In the telecommunications industry, which is known for its high
customer churn rate, CRM plays an important role in predicting and
preventing customer loss. Telecommunications companies use usage data,
complaints, and customer interactions to identify customers at risk of
churning (Das et al., 2024). They then offer promotions or personalized
solutions to retain those customers. This is one of the best examples of how
CRM can be used proactively to retain customers.

In the education sector, especially universities and training institutions,
CRM is used to manage relationships with students from the initial stage
(prospect) to alumni. CRM helps institutions monitor student satisfaction,
academic needs, and administrative interactions (NIGAM & DAS, 2023). With
this approach, institutions can increase student engagement and encourage
them to continue their studies or recommend the institution to prospective
new students.

The healthcare industry is also starting to adopt CRM to improve
patient experience. Hospitals and clinics use CRM systems to manage

604



schedules, send visit reminders, and store patient medical history (Farrag et
al., 2022). This approach helps increase patient confidence and comfort, which
has a direct impact on their loyalty to a particular healthcare facility.

From the various examples above, it can be concluded that best
practices in CRM implementation include the use of data for personalization of
services, automation of communication processes, and integration across
organizational functions. Successful implementation depends heavily on the
use of technology, HR training, and the organization's commitment to making
customers the center of every business strategy. Adapting CRM strategies
according to the characteristics of each industry is the main key in achieving
optimal customer retention levels.

Differences in the Effectiveness of CRM Strategies Based on Sector, Business
Scale, or Geographic Region

The effectiveness of a CRM strategy can vary significantly depending
on the industry sector in which it is implemented. For example, banking and
telecommunications sectors that have large customer volumes and regular
interactions are likely to benefit more directly from CRM implementation,
especially in terms of service automation and early detection of potential
churn. In contrast, in the B2B manufacturing sector which has a smaller
number of customers but high value, CRM is more effective if it is focused on
strengthening personal relationships, account management, and in-depth
after-sales service (Abrol & Andotra, 2024).

In terms of business scale, large companies generally have more
complete resources to implement complex and sophisticated CRM systems,
including cloud-based CRM with Al integration and data analytics. This allows
them to manage customer data holistically and perform predictive analysis. In
contrast, small and medium enterprises (SMEs) tend to face limited funds,
experts and technology (Yakovleva, 2022). However, SMEs can remain
effective in using CRM if they focus on basic aspects such as recording
customer interactions, sending automated follow-ups, and consistent,
personalized service.

On the other hand, CRM effectiveness is also influenced by geographic
region, especially cultural differences and the level of technology adoption. In
developed countries, where consumers are accustomed to digital services and
have high expectations of user experience, CRM must be more technology-
based, real-time and integrated across platforms (Yakovleva, 2022).
Meanwhile, in developing regions, CRM effectiveness often depends on
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interpersonal relationships, trust, and direct communication, so more
traditional and personal relationship-based strategies are often more
successful.

In the context of urban and rural areas, CRM strategies also show
variations. In urban areas, customers are more exposed to a variety of brands
and information, so CRM needs to focus on value differentiation, speed of
service and digital experience. Meanwhile, in rural areas, social closeness and
long-term relationships are the main determinants of customer loyalty, so
CRM that prioritizes personal communication and trust tends to be more
effective (Knezovi¢ & Jamak, 2023).

The digital literacy level of society also greatly influences the success of
a CRM strategy. In areas with high digital literacy, the use of application-based
CRM, chatbots and email marketing is easier for customers to accept and
respond to. However, in regions with limited access to technology, companies
need to adopt simpler and more accessible CRM approaches, such as SMS or
direct telephone services, to remain effective in retaining customers (Krunic,
2022).

Apart from that, market competition conditions in a region also
determine the urgency and form of CRM strategy used. In highly competitive
markets, CRM strategies tend to be aggressive with intensive personalization
and retargeting offers. Meanwhile, in markets with low competition or high
brand loyalty, CRM strategies can focus more on gradually increasing
customer value through education, loyalty programs and relational
approaches (Biletskiy et al., 2022).

Thus, it can be concluded that there is no CRM approach that is truly
uniform for all contexts. The effectiveness of a CRM strategy is greatly
influenced by factors such as industry sector, business scale, and geographic
and cultural characteristics of the market. Therefore, companies need to
adjust CRM design and implementation based on the specific conditions they
face so that customer retention strategies can run optimally.

Supporting and Inhibiting Factors

The success of implementing a Customer Relationship Management
(CRM) strategy is greatly influenced by a number of internal and external
company factors. One of the main supporting factors is the availability of
appropriate and up-to-date technology. Modern cloud-based CRM systems,
supported by artificial intelligence (Al), data analytics, and omnichannel
integration can increase the efficiency of collecting, processing, and utilizing
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customer data (Whitelaw & Fovet, 2023). This technology enables
personalization of services, automation of marketing processes, as well as
real-time monitoring of customer behavior, all of which contribute to
increased customer retention.

However, challenges often arise when companies do not have
adequate technological infrastructure or are unable to keep up with the latest
technological developments. Budget limitations and dependence on manual
systems are the main obstacles for many small and medium enterprises
(SMEs) in implementing CRM optimally (Matosas-Lépez, 2024). In addition,
errors in selecting a CRM platform or vendor can also lead to poor integration,
hampering operational efficiency.

Organizational culture also plays an important role in supporting or
hindering CRM success. Companies with a culture that is customer-centric,
collaborative, and adaptive to digital change tend to be better prepared to
adopt CRM as a core strategy. In an organization like this, each division
understands the importance of customer data and actively contributes to
managing customer relationships holistically. On the other hand, in
organizations that are still siloed, less flexible, or not open to innovation, CRM
strategies tend to fail because they do not receive full structural support
(Fadhilah & Abdurrahman, 2024).

The competency factor of human resources (HR) is also very
determining. CRM implementation requires workers who have technological
understanding, data analysis skills, as well as communication and customer
relations skills. If employees are not provided with adequate training or are
not given an understanding of the importance of CRM, then the system that
has been adopted has the potential to not be utilized optimally (Williams,
2023). On the other hand, competent and proactive HR can be a catalyst in
implementing a successful CRM strategy.

Other problems often arise in managing customer data. Data is at the
heart of CRM strategy, and data quality greatly influences the effectiveness of
decision making. Data that is inaccurate, incomplete, or not integrated will
produce misleading insights and strategies that are not on target
(Narasimhalu et al., 2023). Therefore, companies need to ensure that the
process of input, updating and protecting customer data is carried out
consistently and in a standardized manner.

Apart from that, compliance with personal data protection regulations
is also an inhibiting factor as well as a new challenge in implementing CRM,
especially in the digital era. Companies must be careful in collecting and using
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customer data so as not to violate applicable laws, such as GDPR in Europe or
the PDP Law in Indonesia. Non-compliance with these regulations not only has
legal consequences, but can also damage customer trust in the company (Kan
et al., 2023).

Overall, the effectiveness of a CRM strategy in increasing customer
retention depends not only on the system used, but also on the organization's
overall readiness. The combination of the right technology, a supportive
organizational culture, competent human resources, and good data
management are the determining factors for the success of CRM. On the
other hand, weaknesses in one of these aspects can be a serious obstacle that
thwarts the achievement of customer retention goals.

CONCLUSION

Based on the results of the literature review, it can be concluded that
an effective Customer Relationship Management (CRM) strategy in increasing
customer retention includes several key elements, including: service
personalization, = communication automation, customer  feedback
management, data-based loyalty programs, and appropriate market
segmentation. These strategies become stronger when supported by strong
technology integration, cross-departmental involvement, and the use of
analytics to understand customer behavior in depth. In various industrial
sectors, implementing CRM that is tailored to customer characteristics and
business models has been proven to be able to strengthen loyalty and
encourage repeat purchases.

A review of various studies shows a consistent relationship between
strategic CRM implementation and increased customer retention. CRM not
only acts as an information management tool, but also as a strategic approach
that focuses on customer needs and experiences. When companies are able to
utilize CRM as a whole, from technology to organizational culture, long-term
relationships with customers can be well maintained, which ultimately has an
impact on increasing profitability and overall business competitiveness.

REFERENCES

Abrol, D., & Andotra, N. (2024). INVESTIGATING THE MEDIATING ROLE OF
CUSTOMER RETENTION ON CRM- BUSINESS PERFORMANCE
INGENERAL INSURANCE INDUSTRY. Futuristic Trends in Management
Volume 3 Book 4, Query date: 2025-05-20 15:24:16, 143-151.
https://doi.org/10.58532/v3bhma4p3ch1

608



Atif, D., & Salmi, M. (2022). The Most Effective Strategy for Incorporating
Feature Selection into Credit Risk Assessment. SN Computer Science,
4(2). https://doi.org/10.1007/s42979-022-01500-7

Biletskiy, M. T., Ratov, B. T., Khomenko, V. L., Borash, B. R., & Borash, A. R.
(2022). INCREASING THE MANGYSTAU PENINSULA UNDERGROUND
WATER RESERVES UTILIZATION COEFFICIENT BY ESTABLISHING THE
MOST EFFECTIVE METHOD OF DRILLING WATER SUPPLY WELLS.
SERIES OF GEOLOGY AND TECHNICAL SCIENCES, 5(455), 51-62.
https://doi.org[10.32014/2518-170x.217

BOCARI, G. (2023). The Use of Telescopic Crowns in Increasing the Retention
of Esthetic Removable Partial Dentures. International Journal of Science
and Research (IJSR), 12(2), 1019-1021.
https://doi.org/10.21275/sr23216201256

Carr, V. (2024). Choosing the most effective strategy. Authentic School
Improvement for Authentic Leaders, Query date: 2025-05-20 15:24:16,
136—-145. https://doi.org[10.4324/9781003440000-10

Das, Dr. S., Tripathy, Dr. M. C., & Misra, Prof. D. P. (2024). Marketing Strategy
for Customer Retention Through CRM: A Study on Private Banks.
Educational Administration: Theory and Practice, Query date: 2025-05-20
15:24:16. https://doi.org/10.53555/kuey.v30i8.7045

Derridj, N., Hily, M., Houyel, L., Malekzadeh-Milani, S., & Bonnet, D. (2024).
Pulmonary artery growth in Fontan: What is the most effective
strategy? Archives of Cardiovascular Diseases, 117(8).
https://doi.org/10.1016/j.acvd.2024.07.035

Earley, M. A. (2014). A synthesis of the literature on research methods
education. Teaching in Higher Education, 19(3), 242-253.

Fadhilah, S. N., & Abdurrahman, A. (2024). Implementation of Customer
Relationship Management (CRM) Strategy in Increasing the Loyalty of
Non-Pawn Customers at PT Pegadaian Lempuyangan Branch. Finance:
International  Journal of Management Finance, 1(3), 1-10.
https://doi.org/10.62017/finance.v1i2.37

Farrag, R., Ahmed, S., & Nasr, E.-S. G. (2022). Jigsaw Cooperative Learning
Strategy: An Effective Tool for Improving Maternity Nursing Students’
Achievement, Retention and Self Confidence. Egyptian Journal of
Health Care, 13(1), 1920-1933. https://doi.org/10.21608/ejhc.2022.249394

Gyftopoulos, S., Hanly, A., Subhas, N., Raje, N., & Chang, C. Y. (2024). Multiple
myeloma: What is the most cost-effective imaging strategy for initial
detection of bone lesions? Skeletal Radiology, Query date: 2025-05-20
15:24:16. https://doi.org/10.1007/s00256-024-04810-4

Jusuf, D. I. (2023). Buzz Marketing: Effective Strategy for Increasing Sales in
the Digital Era. Jurnal Sosial Sains Dan Komunikasi, 2(1), 66-73.
https://doi.org/10.58471/ju-sosak.v2i1.303

609



Kan, Y., Zhang, Y., Lin, W., & Dong, T. (2023). Differential plant cell responses
to Acidovorax citrulli T3SS and T6SS reveal an effective strategy for
controlling plant-associated pathogens. mBio, Query date: 2025-05-20
15:24:16. https://doi.org/10.1128/mbio.00459-23

Knezovi¢, E., & Jamak, L. (2023). Internal branding as a strategy of increasing
employee retention: The role of brand identification and brand
orientation. Journal of East European Management Studies, 28(4), 583-
605. https://doi.org[10.5771/0949-6181-2023-4-583

Krunic, V. (2022). Increasing the Number of Women on Corporate Boards:
Comparing The “Comply or Explain” and Quota Approaches, Which Is the
Most Practical and Effective for Canada? Query date: 2025-05-20 15:24:16.
https://doi.org/10.32920/19071629.v1

Lee, E., & Zhang, J. (2022). Which assisted reproductive technology (ART)
treatment strategy is the most clinically and cost-effective for women
of advanced maternal age: A Markov model. BMC Health Services
Research, 22(1). https://doi.org/10.1186/512913-022-08485-2

Maroney, E. E. G. (2024). Training Low-Achiever EFL Learners with
Metacognitive Strategy Training for Effective Vocabulary Retention.
Journal of Environmental Science and Engineering B, 13(3).
https://doi.org[10.17265/2159-5836/2024.06.005

Matosas-Lépez, L. (2024). Implementing a New Customer Relationship
Management (CRM) Strategy Within the Textile Industry. Query date:
2025-05-20 15:24:16. https://doi.org/10.4135/9781071920169

McKeon, P. O., & Wikstrom, E. A. (2024). What Treatments are Most Effective
for Increasing Dorsiflexion During the Rehabilitation Process, and How
Long Should | Expect Dorsiflexion Deficits to Be Present in My Patient?
Quick Questions in Ankle Sprains, Query date: 2025-05-20 15:24:16, 119—
122. https://doi.org/10.4324/9781003526117-26

Narasimhalu, K., Chan, J., Ang, Y. K., Silva, D. A. D., & Tan, K. B. (2023). Empiric
treatment with aspirin and ticagrelor is the most cost-effective strategy
in patients with minor stroke or transient ischemic attack. Query date:
2025-05-20 15:24:16. https://doi.org/10.1101/2023.05.16.23290069

Nation, I. S. P. (2024). The Twenty Most Effective Language Teaching
Techniques. Query date: 2025-05-20 15:24:16.
https://doi.org[10.4324/9781003496151

NIGAM, N., & DAS, Dr. A. (2023). MANAGING CUSTOMER RELATIONSHIP
THROUGH EFFECTIVE CRM PRACTICES IN HOSPITAL SETTING.
HOSPITAL AND HEALTH INSIGHTS: NAVIGATING MANAGEMENT
CHALLENGES, Query date: 2025-05-20 15:24:16.
https://doi.org/10.52458/9788196919559.2023.eb.ch-13

Purwoko, V. I., & Belgiawan, P. F. (2024). Proposed Marketing Strategy and
CRM for a Parking Technology Company (Case Study: PT. Oranye).

610



International Journal of Current Science Research and Review, 7(Query
date: 2025-05-20 15:24:16). https://doi.org/10.47191fijcsrr/v7-i8-10

Raghuwanshi, V. D., & Patel, Y. K. (2024). CUSTOMER RETENTION THROUGH
EFFECTIVE CRM. The Three Pillars of Business: A Guide to Integrated
Marketing, Finance & HR Practices, Query date: 2025-05-20 15:24:16, 123—
136. https://doi.org[10.58532/nbennurtpch13

Rudakova, L. V. (2023). CRM - BUSINESS STRATEGY OF THE BUSINESS
STRUCTURE MANAGEMENT SYSTEM. EKONOMIKA | UPRAVLENIE:
PROBLEMY, RESHENIYA, 11(140), 13-121.
https://doi.org/10.36871/ek.up.p.r.2023.11.02.015

Sahoo, T. R., Zadoia, A. O., Sahoo, S., & Sahoo, S. K. (2024). MODIFICATION OF
ISM TO RISM (RATIONAL INTERPRETIVE STRUCTURAL MODELLING) IN
THE CONTEXT OF EMPLOYEE RETENTION THROUGH CRM AND
PERFORMANCE. Academic Review, 2(61), 20-38.
https://doi.org/10.32342/2074-5354-2024-2-61-2

Snyder, H. (2019-). Literature review as a research methodology: An overview
and guidelines. Journal of business research, 104, 333-339.

Soni, S. (2024). Building Loyalty for Lasting Success: The Power of CRM in
Boosting Customer Satisfaction and Retention. International Journal of
Social ~ Science and  Economic  Research, 11,  5142-5160.
https://doi.org/10.46609/ijsser.2024.v09i11.010

Suarniki, N. N., & Daud, I. (2024). Customer Relationship Management (CRM)
Strategy in Increasing Consumer Loyality. Maneggio, 1(6), 120-129.
https://doi.org/10.62872/3785b108

Whitelaw, H., & Fovet, F. (2023). Incorporation of Virtual Tour Guides Into
Tourism Class as an Online Engagement and Retention Strategy.
Advances in Educational Technologies and Instructional Design, Query
date: 2025-05-20 15:24:16, 107-129. https://doi.org/10.4018/978-1-6684-
4750-5.choos

Williams, H. (2023). Exploring Perceptions Related to the Four-Day Week: Is It
an Effective Educator Retention Strategy? Proceedings of the 2023 AERA
Annual Meeting, Query date: 2025-05-20 15:24:16.
https://doi.org/10.3102/2015957

Yakovleva, I. V. (2022). INTRODUCING A CRM SYSTEM AS A TOOL FOR
INCREASING THE EFFICIENCY OF THE FINANCIAL AND ECONOMIC
ACTIVITIES OF THE ORGANIZATION. ®yHOameHmanbHble MccaedosaHus
(Fundamental Research), Query date: 2025-05-20 15:24:16, 118-122.
https://doi.org/10.17513/fr.43407

611



