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Abstract

In the era of digital economy and highly competitive markets, Customer Relationship Management
(CRM) is crucial for the survival and development of financial advisory firms. This study focuses on
the financial advisory industry, conducting an in-depth analysis of prevalent challenges in its CRM
practices, including fragmentation in customer information management, insufficient customer seg-
mentation and personalized services, inefficient interactive communication, and lack of feedback and
complaint mechanisms. Based on Customer Value Theory and Relationship Marketing Theory, this
research constructs an optimized CRM framework tailored for the financial advisory industry. The
framework proposes: establishing an integrated customer data platform for data-driven decision-
making; implementing refined customer segmentation using multidimensional criteria to design per-
sonalized service solutions; enhancing proactive and continuous customer engagement through di-
versified channels; creating closed-loop feedback and complaint resolution mechanisms to improve
service responsiveness and quality. The study further examines technical, human resource, and insti-
tutional safeguards to support framework implementation, with thorough analysis on the maturity of
technology application, cost-effectiveness, compliance challenges, as well as the complexity of inte-
grating with existing systems; additionally, the potential internal resistance to organizational change,
power distribution issues, and cultural adaptation problems were also examined. This research pro-
vides financial advisory enterprises with systematic theoretical guidance and actionable pathways to
overcome CRM bottlenecks, deepen customer value, and build sustainable competitive advantages,
offering referential insights for related service industries.
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