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Research methodology. Using the dialectical method and the method of 
scientifi c abstraction the conceptual foundations of internal marketing is the 
CRM system were investigated. The use of a systematic approach allowed to 
investigate the possibility of using CRM-technologies in the concept of internal 
marketing of service sector enterprises. 

Results. The essence and the main aspects of the formation of CRM system 
were highlighted, the benefi ts of its use by the enterprises of service sector were 
fi gured out. The perspective directions of CRM technology  implementation 
to the concept of internal marketing of enterprises were proposed, and the 
priorities for their further development were defi ned. 

Novelty. The critical analysis of the theoretical developments concerning 
the problem of implementing an integrated CRM-technologies and tools for 
internal marketing operations in domestic service industries was carried out. 
The advantages of their use at different stages of marketing planning in the 
internal market system and the enterprise development management. 

Practical signifi cance. On the basis of the study it was proved that the use of 
CRM technology enables the company to integrate and leverage of all sources of 
information on existing and potential clients, to build effective communication 
between the company and staff, as well as between staff and customers. The 
use of CRM in the concept of internal marketing practice can improve business 
processes and implement qualitative and quantitative analysis of the results.


