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Abstract. Increasing business competition in the digital era requires Micro,
Small, and Medium Enterprises (MSMEs) to build sustainable customer
relationships despite limited technological resources. In rural contexts,
Customer Relationship Management (CRM) practices often develop
through social networks and community interactions. This study aims to
examine the application of Community-Embedded Customer Relationship
Management (CRM) in rural MSMEs as a form of social adaptation to
limited digital resources. A Systematic Literature Review (SLR) approach
was employed following the Preferred Reporting Items for Systematic
Reviews and Meta-Analyses (PRISMA) framework. Literature was
collected from Scopus, ScienceDirect, and Google Scholar databases
covering publications from 2015 to 2025. The initial search identified 214
articles, which were screened using predefined inclusion and exclusion
criteria, resulting in 30 articles selected for final analysis. The findings
reveal that CRM practices in rural contexts are rooted in three main pillars:
customer identification, customer attraction, and customer retention, which
are supported by social relationships, community participation, and the use
of simple digital communication platforms such as WhatsApp and
Facebook. The results indicate that successful CRM implementation in rural
MSMEs is determined not only by technology adoption but also by the
strength of social networks that facilitate interactions between business
actors and customers. Theoretically, this study extends Relationship
Marketing Theory by proposing a Community-Embedded CRM framework
that is relevant to rural social contexts and contributes to Sustainable
Development Goal (SDG) 8 through inclusive local economic growth and
business sustainability.
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1 Introduction

Micro, Small, and Medium Enterprises (MSMEs) have an important role in the global and
national economy. In Indonesia, the MSME sector contributes around 60—61% to the national
Gross Domestic Product (GDP) and absorbs more than 95% of the workforce, making it the
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backbone of the economy and the main source of job creation (Tambunan, 2019). Recent
statistical reports also indicate that MSMESs continue to dominate Indonesia’s business sector
and play a significant role in supporting local economic development and community
livelihoods (Kabupaten Pemalang Dalam Angka, 2025). In the regional context, MSMEs
also play an important role in encouraging local economic growth and expanding
employment opportunities in the community. However, although the number of MSMEs
continues to increase, many small businesses, especially in rural areas, still face various
limitations, such as limited market access, low digital literacy, and limited resources in
managing customer relationships systematically. This condition shows that strengthening
customer relationship management strategies is important to increase the competitiveness
and sustainability of MSMEs.

In the face of increasingly competitive business competition, companies and MSMEs
need to build long-term relationships with customers as a strategy to maintain consumer
loyalty. One of the most widely used approaches in modern marketing strategies is Customer
Relationship Management (CRM). CRM is a business strategy that aims to manage customer
information, build personalized communication, and create long-term mutually beneficial
relationships between companies and customers (Guha et al., 2018; Kotler & Keller, 2016).
Effective CRM implementation not only increases customer satisfaction, but is also able to
strengthen customer loyalty, encourage repeat purchases, and increase word-of-mouth
promotion (Fauziyyah & Khusna, 2022).

However, most research on CRM still focuses on large companies that have advanced
digital technology support and complex data-driven customer management systems. This
condition is different from rural MSMEs that often operate with limited technology resources
and digital infrastructure (Sheth, 2002). In practice, many small MSMEs rely more on simple
social media and instant messaging applications such as WhatsApp as a means of business
communication, product promotion, and customer order management (Deku et al., 2024).

Along with the development of digital technology, a number of studies have begun to
highlight the integration between social interaction and technology in customer relationship
management. The concept of Social Customer Relationship Management (Social CRM)
emphasizes that customer interactions do not only occur through technological systems, but
also through social networks and digital communities that allow two-way communication
between business actors and customers (Chatterjee et al., 2021; Trainor et al., 2014a). In the
context of rural MSMEs, social relationships, trust, and community closeness are important
factors that affect the success of a CRM strategy.

Previous studies have extensively examined Customer Relationship Management (CRM),
Social CRM, digital marketing, customer loyalty, and customer engagement in SMEs.
Research has shown that CRM contributes to customer satisfaction, loyalty, and business
performance through the effective management of customer information and communication
processes (Fauziyyah & Khusna, 2022; Reinartz et al., 2004). Other studies have emphasized
the role of Social CRM and digital platforms in facilitating customer interaction and
engagement through social media and online communication channels (Chatterjee et al.,
2021; Guha et al., 2018; Trainor et al., 2014b). In addition, recent studies have highlighted
the importance of digital marketing and social media adoption in improving the
competitiveness and sustainability of SMEs in emerging markets (Deku et al., 2024).

Despite these contributions, limited attention has been given to how CRM practices
operate in rural MSMEs, where customer relationships are strongly influenced by social trust,
community participation, and local social networks. Existing studies tend to examine CRM
technology, customer loyalty, social media utilization, and relationship marketing as separate
constructs rather than as interconnected elements within a community-based business
environment. Consequently, there remains a lack of an integrated conceptual framework
explaining how social relationships, community networks, and accessible digital
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communication tools collectively support customer relationship management in rural
MSMEs. To address this gap, this study proposes the concept of Community-Embedded
CRM, which integrates insights from Relationship Marketing Theory, Social CRM, social
capital, and community participation. Through a Systematic Literature Review (SLR)
supported by supplementary field observations in rural MSMEs, this study seeks to provide
a more comprehensive understanding of customer relationship practices in community-based
business settings.

Based on this background, this study aims to analyze the application of Community-
Embedded Customer Relationship Management (CRM) in rural MSMEs through the
Systematic Literature Review (SLR) approach. This study aims to identify research trends,
factors influencing community-based CRM practices, as well as their contribution to the
sustainability of the local economy. In addition, this research is also expected to expand the
development of the concept of Relationship Marketing in the context of rural MSMEs and
provide further research directions related to the development of CRM models that are more
relevant to the social and economic conditions of local communities.

1.1 Literature Review

1.1.1  Customer Relationship Management

Customer Relationship Management (CRM) is a business strategy that focuses on managing
long-term relationships between companies and customers with the aim of increasing
customer satisfaction, loyalty, and value in the long run. CRM is not only understood as an
information technology system, but also as a strategic approach that integrates business
processes, customer data, as well as personalized communication to create an ongoing
relationship between the company and the customer (Kotler & Keller, 2016). CRM allows
companies to understand customer needs more deeply so that they can tailor products,
services, and marketing strategies more effectively (Guha et al., 2018).

In practice, CRM also plays an important role in improving business performance,
especially through increasing customer loyalty and repeat purchases. Effective CRM
implementation can help companies strengthen relationships with customers, increase
customer satisfaction, and create positive word-of-mouth promotions (Fauziyyah & Khusna,
2022). Therefore, CRM 1is one of the strategies widely used by companies to maintain a
competitive advantage in an increasingly dynamic business environment.

According to Kracklauer & Alexander H. (2004), The CRM process can be understood
through three main stages, namely customer identification, customer attraction, and customer
retention. The customer identification stage is a company’s process of recognizing and
identifying potential customers through market analysis and customer segmentation. The
customer attraction stage is related to the company’s efforts to attract customer attention
through various marketing strategies. Meanwhile, customer retention focuses on retaining
existing customers through good customer service, loyalty programs, and ongoing
communication (Reinartz et al., 2004).

1.1.2 Relationship Marketing Theory

The concept of CRM is inseparable from Relationship Marketing Theory, which emphasizes
the importance of building and maintaining long-term relationships with customers as a key
strategy in marketing. In contrast to traditional marketing approaches that focus on short-
term transactions, long-term value creation through mutually beneficial relationships
between companies and customers (Hunt et al., 2006).
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In this theory, the success of marketing relationships is influenced by two main elements,
namely trust and commitment. Trust arises when a customer is confident that the company is
able to deliver on promises and provide consistent service, while commitment describes the
customer’s desire to maintain a long-term relationship with the company. Both elements play
an important role in creating customer loyalty and reducing the likelihood of customers
moving to competitors (Hunt et al., 2006).

In addition, marketing relationships are also influenced by effective communication
factors, shared values, and cooperation between companies and customers. Repeated
interactions between the two parties can strengthen the emotional connection and increase
the chances of a repeat purchase. In the context of small and medium-sized businesses, social
relationships and community closeness are often important factors in building customer
loyalty (Sheth, 2002).

1.1.3  Social CRM and Digital Technology

The development of digital technology has expanded the concept of CRM to Social Customer
Relationship Management (Social CRM) which utilizes social media as a means of
interaction between companies and customers. Social CRM allows companies to interact
directly with customers through various digital platforms such as social media and instant
messaging apps. This approach provides an opportunity for companies to build more personal
relationships with customers as well as increase customer engagement in the marketing
communication process (Trainor et al., 2014).

Research shows that the use of social media can improve the quality of customer
relationships as well as expand market reach, especially for small businesses that do not have
a formal CRM system. Social media also allows two-way communication between business
actors and customers which can improve customer experience and strengthen customer
loyalty (Chatterjee et al., 2021).

However, the implementation of digital technology in MSMEs is often still limited to the
use of the most accessible platforms such as WhatsApp or Facebook. This shows that digital
technology does not always have to be complex to support customer relationship
management strategies, but can be adjusted to the needs and capacity of resources owned by
business actors (Astorquiza-Bustos & Quintero-Pefia, 2023).

1.1.4  Community-Embedded CRM in Rural MSMEs

In rural MSMESs, customer relationship management practices often evolve through social
interaction, local community networks, and informal communication channels. Unlike large
firms that rely on sophisticated CRM systems and customer databases, rural MSMEs
frequently manage customer relationships through personal interactions, trust-based
exchanges, and community engagement. These characteristics suggest that customer
relationship strategies in rural contexts are deeply embedded within local social structures.

Building upon Relationship Marketing Theory, which emphasizes trust, commitment, and
long-term relational exchanges (Hunt et al., 2006), and Social CRM, which highlights the
role of digital platforms in facilitating customer engagement (Chatterjee et al., 2021; Trainor
et al.,, 2014b), this study proposes the concept of Community-Embedded CRM as a
conceptual framework synthesized from the reviewed literature. Rather than being adopted
from a single prior study, the framework integrates insights from relationship marketing,
social CRM, social capital theory, and community participation perspectives to explain
customer relationship practices in rural MSMEs.

Within this framework, social capital functions as a strategic resource that enables
business actors to build trust, reciprocity, and long-term relationships with customers.
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Community participation further strengthens these relationships by facilitating repeated
interactions, information exchange, and collective support among community members.
These mechanisms contribute to stronger customer engagement and increase the likelihood
of customer retention and repeat purchases.

At the same time, simple digital technologies such as WhatsApp, Facebook, and other
social media platforms complement community-based interactions by extending
communication channels and improving customer responsiveness. Therefore, Community-
Embedded CRM combines relational resources derived from local communities with
accessible digital communication tools to support customer relationship management in
resource-constrained environments.

The integration of social capital, community participation, and digital communication
ultimately contributes to customer loyalty and business sustainability. Community-
Embedded CRM provides a theoretical explanation of how rural MSMEs can maintain
competitive advantage and sustainable growth despite limited technological resources.
Furthermore, by strengthening business resilience, local economic participation, and
employment opportunities, Community-Embedded CRM contributes to the achievement of
Sustainable Development Goal (SDG) 8, which promotes inclusive and sustainable economic
growth.

2 Methods

This study uses the Systematic Literature Review (SLR) approach to identify, evaluate, and
synthesize previous research related to the application of Customer Relationship
Management (CRM) in Micro, Small, and Medium Enterprises (MSMEs), especially in the
context of rural communities. The SLR method was chosen because it is able to provide a
comprehensive overview of the development of research on a topic in a systematic and
transparent manner. This approach follows guidelines developed by Schmeisser (2013) and
using the Preferred Reporting Items for Systematic Reviews and Meta-Analyses (PRISMA)
framework to ensure that the literature selection process is carried out systematically. The
research process is carried out through several main stages, namely article identification,
screening process, eligibility, and inclusion selection.

2.1 Data Sources and Search Strategy

The first stage is the literature search process carried out on several scientific databases,
namely Scopus, ScienceDirect, and Google Scholar. Literature searches were conducted
using a combination of keywords such as "Customer Relationship Management", "CRM
AND SMEs", "customer loyalty", "social CRM", and "community-based CRM". The time
span of publication of the analyzed articles is limited to the period 2015-2025 to acquire
literature relevant to the development of digital technologies and modern marketing practices.

2.2 Inclusion and Exclusion Criteria

Table 1 presents the inclusion and exclusion criteria applied during the literature selection
process.

Table 1. Inclusion and Exclusion Criteria for Article Selection

Inclusion Criteria Exclusion Criteria

Peer-reviewed journal articles Conference abstracts without full papers

Published between 2015-2025 Editorials, opinion papers, and non-peer-
reviewed reports
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Discuss Customer Relationship Management
(CRM), Social CRM, customer loyalty, or
relationship marketing

Studies unrelated to CRM implementation or
customer relationship strategies

Focus on SMEs/MSMEs, particularly rural
business contexts

Studies  focusing exclusively on large

corporations

Written in English or Indonesian

Publications in other languages

2.3 Screening and Selection Process

The selection process followed the PRISMA (Preferred Reporting Items for Systematic
Reviews and Meta-Analyses) guidelines (Moher et al., 2009). The initial database search
produced 214 articles related to CRM and SMEs. After removing duplicate records and
screening titles and abstracts, 76 articles remained. A full-text assessment was then conducted
based on the inclusion criteria, resulting in 30 articles that were selected for in-depth analysis.
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Fig 1. PRISMA Flow Diagram of the Literature Selection Process
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2.4 Data Extraction and Analysis

The selected articles were imported into NVivo 12 Pro to facilitate systematic qualitative
analysis. The unit of analysis consisted of textual content related to CRM practices, customer
loyalty, social interaction, community participation, digital communication, and relationship
marketing.

The analysis was conducted through several stages. First, open coding was performed to
identify recurring concepts and keywords across the selected studies. Second, thematic
coding was conducted to classify findings into the main CRM dimensions: customer
identification, customer attraction, and customer retention. Additional codes related to social
capital, community participation, Social CRM, and digital communication were also
developed during the coding process.

Word Frequency Analysis was used to identify dominant concepts appearing across the
literature. Matrix Coding Query analysis was then employed to examine relationships
between CRM dimensions and supporting factors identified in the reviewed studies. Finally,
Cluster Analysis was conducted to visualize similarities among themes and concepts based
on coding patterns. These procedures enabled a systematic synthesis of the literature and
supported the development of the proposed Community-Embedded CRM framework.

2.5 Supplementary Field Study

To complement the findings of the Systematic Literature Review (SLR), a supplementary
field study was conducted in Watukumpul District, Pemalang Regency, Central Java,
Indonesia. The field study was intended to provide contextual illustrations of Customer
Relationship Management (CRM) practices among rural MSMEs and to support the
interpretation of findings obtained from the literature review.

The study involved several MSMEs operating in different business sectors, including
Sigendo, Vanara Cake, Azzalea Cake, Kopi Rojo, and Bongas Aren. These businesses were
selected purposively because they actively engage in customer relationship activities through
community interaction, personalized communication, and digital platforms such as
WhatsApp and social media.

Data were collected through direct observation, informal interviews with business
owners, and documentation of customer relationship practices. The field data were used
solely as illustrative evidence and did not replace the primary findings derived from the SLR.

3 Results and Discussion

This section presents a thematic synthesis obtained from the Systematic Literature Review
(SLR) as well as integrates empirical patterns visualized through Word Cloud Analysis,
Matrix Coding Query, and Cluster Analysis using NVivo 12 Pro software. The combination
of these analyses allows for a deeper understanding of how customer relationship
management strategies are implemented in the context of rural MSMEs, particularly through
community social interaction and utilization Simple digital technology. The thematic
framework in this study follows the approach put forward by Snyder (2019) and Schmeisser
(2013), thereby ensuring transparency and replicability in the process of synthesizing
empirical as well as conceptual evidence.

3.1 Characteristics of the Reviewed Articles

This section provides an overview of the 30 studies selected through the PRISMA screening
process. The reviewed articles were published between 2015 and 2025 and focus on
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Customer Relationship Management (CRM), Social CRM, customer loyalty, relationship
marketing, digital communication, and SME development. Table 2 summarizes the
characteristics of the selected studies, including publication year, country or research context,
methodological approach, source/database, research theme, and principal findings.

Table 2. Characteristics of the 30 Articles Included in the Systematic Literature Review

No | Author(s) Country/Context Method Main Theme
1 (Guha et al., 2018) SMEs Qualitative Social CRM
2 (Chatterjee et al., 2021) | India Quantitative Al-Integrated CRM
3 (Deku et al., 2024) Emerging Markets Empirical Digital Marketing
4 (Fauziyyah & Khusna, | Indonesia Case Study CRM & Loyalty
2022)
5 (Fauziah et al., 2024) Indonesia Case Study CRM in SMEs
6 Guerola-Navarro et al. International Literature CRM &
Review Entrepreneurial
Marketing
7 (Guerola-Navarro et al., | Winery Sector QCA CRM & Innovation
2021)
8 (Hardcastle et al., 2025) | Customer Quantitative Al Personalization
Experience
9 (Ilman et al., 2025) Indonesia SMEs Community Digital Marketing
Project
10 | (Kakeesh et al., 2021) Jordan SMEs Qualitative E-CRM & Loyalty
11 | (Magatefet al., 2023) Business Quantitative E-CRM
Organizations
12 | (Malki et al., 2024) Marketing Context Quantitative Social CRM
13 | (Meier et al., 2023) SMEs Qualitative Social Media
Adoption
14 | (Sanca  Vergara & | Peru Case Study Customer
Cérdenas Saavedra, Acquisition
2021)
15 | (Solomon et al., 2024) Developing Empirical Social Media
Countries Adoption
16 | (Wiweko & Anggara, | Indonesia Review Digital Marketing in
2025) SMEs
17 | (Bascur & Rusu, 2020) Retail Industry SLR Customer
Experience
18 | (Ayyagari, 2019) Business Conceptual Analytical CRM
Organizations
19 | (Ayu Okta Putri, 2022) Indonesia Case Study Facebook Marketing
20 | (von Pezold, 2024) Mozambique Qualitative WhatsApp
Commerce
21 | (Allsop et al., 2022) Research Methods Methodological | NVivo Analysis
22 | (Castleberry & Nolen, | Qualitative Methodological | Thematic Analysis
2018) Research
23 | (Nowell et al., 2017) Qualitative Methodological | Thematic Analysis
Research
24 | (Skjott Linneberg & | Qualitative Methodological | Coding Procedures
Korsgaard, 2019) Research
25 | (Kaefer et al., 2015) Content Analysis Methodological | Qualitative Analysis
26 | (Khan et al., 2023) Business Research Empirical Customer
Relationship Factors
27 | (Curran & R. A. | SMEs Conceptual Local Networks
Blackburn., 2015)
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28 | (Hardcastle et al., 2025) | Customer Quantitative Customer
Experience Engagement

29 | (Malki et al., 2024) Marketing Context Quantitative Customer Loyalty

30 | (Deku et al., 2024) Emerging Markets Empirical SME Performance

3.2 Thematics Overview of Customer Relationship Management in MSMEs

The review identified 30 relevant peer-reviewed studies published between 2015-2025, and
the synthesis was organized into three main themes: (1) customer identification, (2) customer
attraction, and (3) customer retention as the core dimensions of Customer Relationship
Management (CRM) in MSMEs. The findings indicate that many rural MSME:s rely on social
relationships, community networks, and simple digital communication platforms such as
WhatsApp and Facebook to manage interactions with customers and maintain long-term
relationships. Several studies also highlight that CRM practices in small businesses are often
informal and embedded in local social structures rather than supported by advanced
technological systems. These findings are consistent with prior research emphasizing that
effective CRM implementation in small enterprises depends not only on digital infrastructure
but also on relational capabilities, trust, and personalized communication with customers
(Chatterjee et al., 2021; Guha et al., 2018; Trainor et al., 2014).

3.3 Word Cloud Analysis: Customer Relationship Management Practices

Figure 2 presents the Word Cloud visualization generated from the reviewed literature and
coded SLR themes related to Customer Relationship Management (CRM) practices in rural
MSMEs. Dominant words such as “pelanggan,” “usaha,” “produk,” “order,” and “WhatsApp
(WA)” indicate that customer interaction and communication activities are central to how
MSMEs manage relationships with their customers. The visualization suggests that CRM
practices in rural contexts are strongly associated with direct communication, personalized
service, and simple digital platforms, rather than complex technological systems.

This pattern aligns with findings from previous studies indicating that small businesses
often rely on informal communication channels and community-based relationships to
maintain customer engagement. In many rural MSMEs, applications such as WhatsApp and
social media platforms function as practical tools for managing orders, responding to
customer inquiries, and maintaining long-term communication with customers. These
practices reflect an adaptive approach in which entrepreneurs integrate digital
communication with existing social networks to strengthen customer relationships.

International literature supports this interpretation. For instance, studies on Social
Customer Relationship Management (Social CRM) highlight that small enterprises
frequently build customer loyalty through personalized interactions and trust-based
communication rather than formal CRM systems (Guha et al., 2018; Trainor et al., 2014).
Similarly, research on digital engagement among SMEs suggests that social media platforms
facilitate continuous interaction between businesses and customers, which contributes to
stronger relational ties and improved customer retention (Chatterjee et al., 2021).

The visualization in Figure 2 therefore reflects a broader pattern in which CRM practices
among rural MSMEs are embedded within social relationships and community interactions.
Rather than relying on advanced data-driven systems, entrepreneurs utilize personal
communication, social trust, and community networks as the primary mechanisms for
managing customer relationships. This finding supports the concept of Community-
Embedded CRM, where customer management practices are integrated with local social
structures and supported by simple digital technologies.
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Fig 2. Word cloud visualization results

3.4 Matrix Coding Query: Variations in CRM Implementation Practices

The results of the Matrix Coding Query show that customer retention is the most dominant
dimension in the practice of Customer Relationship Management (CRM) in the MSMEs
studied (see Figure 3). Customer retention strategies are generally done through the provision
of simple incentives such as purchase bonuses, rebates, or special prices for repeat customers.
For example, Sigendo provides bonuses for large purchases, while Vanara Cake offers special
prices for reseller customers.
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3.5 Cluster Analysis: Typology of CRM Practices among MSMSs

The results of the Cluster Analysis in Figure 4 show the grouping of patterns of
implementation of Customer Relationship Management (CRM) between MSMEs based on
the similarity of characteristics of customer management practices. This analysis identifies
several business groups that have relatively similar CRM strategies. For example, Azzalea
Cake and Vanara Cake are in one cluster because they are both engaged in the field of cake
products and implement customer retention strategies through special price offers, purchase
bonuses, and promotional approaches that target local consumers. Meanwhile, Kopi Rojo and
Bongas Aren formed their own clusters because they target a wider community of customers
by using digital media more actively, such as promotion through social media and WhatsApp-
based communication. This grouping pattern shows that the implementation of CRM in
MSMEs is not uniform, but adjusts to product characteristics, target markets, and interaction
patterns with customers. These findings confirm that CRM strategies in rural MSMEs are
adaptive and contextual, where business actors combine personal communication,
community social networks, and the use of simple digital technology to maintain customer
loyalty.

Items clustered by word similarity

> A
Bongas_Aren
Azzalea Cake

Nang

Fig 4. Visualization results of cluster analysis

3.6 Integration of Social Relationship and Digital Communication in CRM
Practices

The SLR synthesis, supported by empirical findings, demonstrates that social relationships
and simple digital communication platforms play complementary roles in shaping Customer
Relationship Management (CRM) practices in rural MSMESs. Social interactions within local
communities foster trust, personal connections, and long-term customer loyalty, while digital
tools such as WhatsApp and social media provide efficient channels for communication,
order management, and customer engagement. Previous studies emphasize that small
businesses often rely on relational capabilities and personalized communication to sustain
customer relationships, even in the absence of advanced CRM technologies (Guha et al.,
2018; Trainor et al., 2014).

This interaction supports the concept of Community-Embedded CRM, where customer
relationship strategies are integrated with existing social networks and community-based
interactions. In this framework, social trust and repeated interpersonal interactions function
as relational capital that strengthens customer retention and engagement. At the same time,
the use of simple digital platforms enhances communication efficiency and expands market
reach. The integration of these elements creates a reinforcing cycle: stronger social
relationships improve customer loyalty, while digital communication tools facilitate
continuous interaction that further strengthens long-term business relationships.
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3.7 Comparative Insights and SLR Synthesis

A comparison between local empirical findings and international studies presented in Table
3 reveals several consistent patterns regarding the implementation of Customer Relationship
Management (CRM) in rural MSMEs.

Table 3. Comparative Analysis of CRM Dimensions in Rural MSMEs

Empirical Finding SLR Support
Theme (Watukumpul) (International Studies) Key References
Customer segmentation SME:s identify
. customers through (Guha et al.,
Customer based on community . )
identification networks and personal relational knowledge 2018; Kotler &
. . rather than formal Keller, 2016)
Interaction :
analytics
Promotion through Social media .
(Chatterjee et al.,
Customer WhatsApp status, word- engagement strengthens gy
. L2 2021; Trainor et
attraction of-mouth, and local customer acquisition
. ) . al., 2014)
community networks and interaction
Discounts, bonuses, and Relationship marketing (Fauziyyah &
Customer retention personalized increases customer Khusna, 2022;
communication for loyal loyalty and repeat Reinartz et al.,
customers purchases 2004)

This synthesis strengthens the theoretical proposition that CRM practices in rural MSMEs
are shaped by the integration of social relationships and simple digital technologies. Rather
than relying on complex data-driven systems, small businesses leverage community trust,
personal communication, and digital messaging platforms to maintain long-term customer
relationships. These findings support the concept of Community-Embedded CRM, where
customer relationship strategies are deeply integrated with local social networks and
community interactions.

3.8 Community-Embedded CRM Framework and Implications for SDG 8

The findings of this review suggest that CRM practices in rural MSMEs differ from
conventional CRM approaches commonly found in large organizations. Traditional CRM
primarily relies on customer databases, advanced analytics, and technology-driven customer
management systems. In contrast, Community-Embedded CRM emphasizes the integration
of social relationships, trust, community participation, and simple digital communication
tools within local business environments.

While Social CRM focuses on customer engagement through social media platforms,
Community-Embedded CRM extends this perspective by recognizing the importance of local
social capital and community networks as strategic resources for customer relationship
management. In rural MSMEs, repeated social interactions, trust-based relationships, and
community participation often function as the primary mechanisms for customer acquisition,
retention, and loyalty development.

The results of the thematic synthesis are consistent with the NVivo visualizations. The
Word Cloud Analysis highlights the prominence of customer interaction and communication-
related concepts, while the Matrix Coding Query demonstrates the strong relationship
between customer retention strategies and community-based interactions. Similarly, the
Cluster Analysis reveals thematic connections among customer loyalty, social relationships,
digital communication, and community engagement. Together, these findings support the
proposed Community-Embedded CRM framework.
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The practical implications of this framework are directly related to Sustainable
Development Goal (SDG) 8, which promotes sustained, inclusive, and sustainable economic
growth. By strengthening customer loyalty, improving business sustainability, supporting
repeat purchases, and enhancing local economic participation, Community-Embedded CRM
contributes to the long-term resilience of rural MSMEs. Furthermore, the integration of
community networks and accessible digital technologies enables small businesses to remain
competitive despite limited technological resources, thereby supporting inclusive economic
development and employment opportunities within rural communities.

Table 4. Comparison between Traditional CRM, Social CRM, and Community-Embedded CRM

. . Community-
Aspect Traditional CRM Social CRM Embedded CRM
. Customer Customer Community-Based
Main Focus Management Engagement Customer
& £ag Relationships
. Social Media Social Capital and
Primary Resource Customer Database Interaction Community Networks

Technology High Medium-High Low-Medium
Dependence
Communication Organization— Interactive Digital Co umty-]_Based
and Trust-Oriented
Pattern Customer Engagement .
Interaction
Customer Customer Loyalty and
Main Outcome Customer Retention Business
Engagement L
Sustainability
Relevance for Rural Limited Moderate High

MSMEs

As shown in Table 4, Community-Embedded CRM extends the principles of traditional
CRM and Social CRM by incorporating social capital and community participation into
customer relationship management practices. This characteristic makes the framework
particularly relevant for rural MSMEs where interpersonal trust and local social networks
play a central role in business sustainability.

4 Conclusion

This systematic literature review concludes that the implementation of Customer
Relationship Management in rural MSMEs represents an adaptive strategy shaped by social
relationships, community networks, and the use of simple digital technologies. The synthesis
of thirty peer-reviewed studies demonstrates that successful CRM practices in rural contexts
are not primarily driven by sophisticated technological systems, but rather by the integration
of customer identification, customer attraction, and customer retention strategies embedded
in everyday business interactions. In this regard, social trust and personal communication
function as the relational infrastructure that sustains long-term customer relationships, while
digital communication platforms such as WhatsApp and Facebook serve as practical tools
that facilitate customer engagement and business continuity (Guha et al., 2018; Trainor et al.,
2014)

The findings also indicate that rural MSMEs tend to prioritize customer retention
strategies such as personalized communication, price incentives, and responsive service
rather than relying solely on customer acquisition strategies. This relational approach reflects
the importance of community-based interactions and trust-building mechanisms in
maintaining customer loyalty. The integration of social networks and simple digital
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communication tools creates a reinforcing cycle in which strong interpersonal relationships
encourage repeat purchases while continuous communication strengthens long-term
customer engagement.

From a theoretical perspective, this review extends the concept of Relationship Marketing
by introducing the idea of Community Embedded CRM which emphasizes that customer
relationship strategies in small businesses are deeply rooted in local social structures. In this
framework relational capital such as trust, reputation, and community participation acts as a
strategic resource that enhances customer loyalty and strengthens business sustainability.
Rather than depending on complex data driven CRM systems rural MSMEs leverage social
interaction and digital messaging platforms as alternative mechanisms for managing
customer relationships.

Practically the findings highlight the importance of strengthening digital literacy and
customer relationship capabilities among rural entrepreneurs. Support from universities local
governments and business development institutions is essential in providing training
programs that integrate digital marketing skills customer engagement strategies and simple
CRM practices suitable for small businesses. Such initiatives can enhance the capacity of
MSME:s to build stronger customer relationships while expanding their market reach through
digital communication channels.

Overall, this study demonstrates that the sustainability of rural MSME:s is closely linked
to their ability to integrate social relationships, community networks, and accessible digital
technologies in managing customer relationships. The development of Community
Embedded CRM not only strengthens customer loyalty and business resilience but also
contributes to broader socioeconomic development. In this sense, strengthening relational-
based CRM practices among MSMEs supports the achievement of Sustainable Development
Goal 8, which promotes inclusive economic growth and sustainable employment
opportunities.
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